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publisher’s letter

A
Brian Taylor

As I write this letter, the dental world is once again knee-deep in the meeting season. Coming 
off  the latest flurry of  the Greater New York, Chicago Mid-Winter, Yankee, and most recently 
the Hinman in Atlanta, it seems that nothing changes very much – the same people, manning 
the same booths, trying to track down the same dentists, meeting after meeting. Then we hear 
the same comments and complaints, particularly from the manufacturing community, about how 
much money and resources were spent at these shows and how bad the return on investment is. 

I have been witness to this now for nearly five years and continue to be baffled at the re-
sponse I often hear as to why suppliers continue to go through the same frustrating routine. 
“We need to pull our business through the dentist.” Now, of  course there is some merit to 
that approach, as many dentists are influenced by what the gurus deem are the best prod-
ucts. However, the cost to reach the practitioner is getting more expensive by the day. Fewer 
dentists attend these shows. Many have found the Internet as a better way to achieve their 
CE requirements. In some cases, those that do attend the shows find it difficult to spend any 
significant time at the exhibits. I know that both sides look at ways to increase the dentists’ 
face time with the exhibitors whose dollars support these shows, but it is not an easy task.

I understand the need for distributors to have a presence at these conferences as their customers 
are aggregated in one place, and I can see the value of equipment manufacturers having the ability to 
showcase their technically advanced products to their target buyers. For the dentist, it also provides a 
better way to comparison shop (particularly on the big ticket items). But the days of dentists needing to 
go to a show to get a deal and stock up on gloves, soaps, and disinfection products have long passed by. 

Many in the supplier community are missing the boat when it comes to distribution. 
Here lies a community of  salespeople who regularly gain access to the very customers a 
manufacturer covets. It has been argued that there is a lot of  order-taking going on and not 
much selling from some manufacturers’ viewpoints. But if  one supposes that only 20 per-
cent of  distribution controls the buying patterns of  their dental customers, it still represents 
a nice chunk of  business that for the most part is being overlooked by vendors.

The medical distribution business went through similar pains a number of  years ago. 
The same laments were heard from manufacturers. Then several key players recognized that 
unless they invested in and embraced distribution, they would still be griping about the same 
issues 10 years down the road. 

When manufacturers find ways to work more closely with the reps that influence the 
buying decisions of  many of  their mutual customers, they grow their business. Those that 
don’t can only expect to see repeated images of  Bill Murray’s performance in their sleep!

Groundhog Day

Michael Bocian, Darby Dental Supply
Rick Cacciatore, Iowa Dental Supply
Steve Desautel, Dental Health Products Inc.
Paul Jackson, Benco Dental

Suzanne Kump, Patterson Dental
Dawn Metcalf, Midway Dental Supply
Lori Paulson, NDC
Tim Sullivan, Henry Schein Dental

Clinical board
Brent Agran, DDS, Northbrook, Ill.
Clayton Davis, DMD, Duluth, Ga.
Sheri Doniger, DDS, Lincolnwood, Ill.
Nicholas Hein, DDS, Billings, Mo.
Roshan Parikh, DDS, Olympia Fields, Ill

First Impressions editorial advisory board
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ask the expert

Q: I’ve been in dental sales for about 
two years. While I am doing OK, I 
know I can improve. What suggestions 
do you have for someone who is com-
mitted to learning what needs to be 
done to achieve more successful results?     
A: Tweaking a few little things can make 
a big difference. Selling to dentists is dif-
ferent than selling to other small busi-
nesses, or even other health profession-
als. Simply put, by understanding what 
the differences are, you will revise your 
approach, and significant improvement 
in your results will follow. The following 
set of  checklist questions is something 
I use to determine whether someone 
could benefit from a little extra training 
that would help identify how to make 
these shifts in your sales approach.   
•  Are you hearing the same 2-3 objec-

tions from dentists/offices and 
almost anticipating them? 

•  Is your main focus in your initial 
approach to find “the pain” or 
“what’s wrong” in the practice?

•  Think carefully about this … is the ma-
jority of  the content of  your conversa-
tions with dentists telling them about 
things that they can actually “read about” 
in your materials (website, brochures)? 

•  Do you think that pricing is the 
most important factor in buying for 
the majority of  your target dentists?

•  Are you very, or at least moderately, 
concerned about your competitors? 

•  If  I were to meet you at a dental 
conference and ask you what you do, 
would your answer be something like 
“I’m a rep with XYZ company”? 

•  Do you think the dentist has the 
least free time out of  everyone who 
works in the dental office? 

•  Do you feel that it is taking, on av-
erage, way too long for a dentist to 
make the decision to buy from you?

•  Are you having trouble getting past 
the gatekeeper? 

If  you have six or more ‘yeses,’ you 
would benefit from some additional 
dental specific sales training. Remember 
that dentists get bombarded with calls, 
advertisements and solicitations, and 
most of  the salespeople who approach 
them generally have the same routine.  

First, early on in conversations with 
offices, sales reps get into the reasons 
why their product or company is better 
than the competitor, even if  they weren’t 
asked for that information. By doing 

this, you immediately get into a defen-
sive discussion and a price war. Second, 
most traditional sales training has people 
searching for the pain in the prospect. 
This immediately leads to a negative con-
versation. Dentists have enough stress 
and negativity in their daily routines, and 
don’t need more. Making the shift into a 
positive discussion is easy to do, and one 
of  the keys to effectively selling to den-
tists. Third, I have some incredible infor-
mation I’ve accumulated from surveys 
to my colleagues (plus my personal sell-
ing experiences) that show that the top 
three reasons dentists decide to buy from 
someone is not tied into pricing (unless it 
is a very significant difference). 

What makes you so different that 
a dentist will pay attention to you? No-
tice I didn’t ask what makes your com-
pany or product so different. Different 
is defined as “remarkable, unique, spe-
cial, or valuable.” Plug those words into 
that sentence and re-read it. I always 
ask the salespeople that take my work-
shops to start with that exercise. When 
you get a handle on that, it begins an 
exciting process whereby the secrets to 
the rest of  the checklist questions start 
to fall into place. [FI]

Ask the Expert
A former practicing dentist and current sales expert answers your questions

By Anthony Stefanou, DMD, Founder, Dental Sales Academy 

Dr. Tony Stefanou is a 1987 graduate of  Tufts University School of  Dental Medicine. In addition to being in private 
practice until 2005, Tony has been the VP of  Sales & Marketing for several dental companies, and has been a private 
sales consultant and trainer for many sales teams in the industry. He is the founder of  the Dental Sales Academy, and 
developer of  the “How to Sell to Dentists” workshops, which are live, interactive two-day events offered several times a 
year. He can be reached at tonydmd@gmail.com or at (917) 796-4538.  

Editor’s Note: Anthony Stefanou, DMD, has partnered with First Impressions to offer its readers his unique den-
tal sales workshops and customized company training programs. In the following First Impressions department,   
Stefanou will answer reps’ questions regarding dental customers. E-mail him your questions at tonydmd@gmail.com.
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distributor profile

Digitalizing Distribution
One distributor embraces new technology to continue to provide value to customers.

K
irit Bhatt dreamed about running his own 

business for as long as he can remember. 

Growing up in Mumbai, India, where his 

grandfather had started a family business 

in 1922, Bhatt learned many of  the skills necessary for 

running a smooth operation. Years later, he immigrated to 

the United States, where he earned a degree in mechani-

cal engineering, and later a master’s degree in economics, 

from Wayne State University in Detroit, Mich.

By Laura Thill

Kirit Bhatt

Following his graduation from 
graduate school, Bhatt focused his at-
tention on a career in engineering man-
agement at Chrysler Corp. Ten years 
later, he transitioned to a marketing 
position with Martin Marietta. But, he 
never gave up his goal of  owning his 
own business. Then, in 1988, the own-
er of  a small medical supply company 
approached Bhatt about the growing 
shortage of  latex gloves in healthcare. 
“He suggested that he could sell as 
many gloves as I could import from 
Malaysia,” says Bhatt, who took him 
up on his offer. “I began importing 
gloves under the name KAB Gloves 
Unlimited. Eventually, a high demand 
for dental disposables led Bhatt to ex-
pand his business and together with his 
wife, Claudia, he started KAB Dental 
(Sterling Heights, Mich.).

A state of mind
From the start, Bhatt was intent on 
transitioning from “a job mindset” to 
that of  business owner, he says. How-
ever, this was easier said than done. 
“Although I had worked for multina-
tional corporations, such as Chrysler 
and Martin Marietta, I never had to 
deal with personnel and investment 
and cash flow issues,” he points out, 
noting that his membership in NDC 
has been helpful in connecting him 
with resources necessary to address 
these and other challenges.
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“In the beginning, I ran [the business] by myself,” Bhatt 
recalls. “Later, Claudia joined me and we ran the business 
from our home. As we began selling and servicing dental 
equipment, I quickly realized we were a very small fish in 
a big ocean.” But, that didn’t stop him from moving for-
ward. He brought an IT specialist on board and developed 
a dental website catalog. Later, during a trip to India, he and 
Claudia “investigated web design companies that could help 
get the KAB Dental name on the first page of  major search 
engines,” he says. “This has helped us gain access to U.S. 
government business, as well as international markets.”

“Our goal has been to sell dental equipment to dental 
professionals and government agencies in both the domestic 
and international arena,” Bhatt continues. “We have secured a 
GSA contract with the U.S. government 
and have worked hard to network with 
independent service technicians and 
our fellow UDD/ADC group dealers.” 
Over time, he has refined his company’s 
focus, and today KAB Dental’s mission 
is “to sell economy and midline conven-
tional style, quality operatory and digital 
systems,” including work stations de-
signed to reduce dentists’ start-up costs,” 
he says. “Our workstation system will al-
low dentists to add more operatories in 
the same square footage as conventional 
systems, increasing their efficiency.”

Over the years, KAB Dental has relocated from the Bhatt’s 
house to a small office and self-storage facility, to a 2,000-square-
foot office/warehouse, to a 5,000-square-foot facility that serves 
as both an office/warehouse and a showroom.

Reaching out
Selling today and reaching out to customers is not what it 
once was, says Bhatt. “Logically, [the strategies] that worked 
10 to 15 years ago would require a major overhaul” by to-
day’s standards, he says. “Today, many dental professionals 
prefer to purchase their products online, and I expect this 
trend to continue for some time,” he says. KAB Dental’s 
web page and catalog have enabled the company to provide 
customers with more options and greater value, he points 
out. “Effective search engine promotion has allowed the 
KAB Dental domain to appear on major search engines, 

such as Google,” he points out. “Ten to 15 years ago, this 
would not have been possible.” 

Bhatt also comes across more and more dentists looking to 
create a functional office without adding much debt to their 
dental school loans. “This especially is true given the present 
financial market,” he says, pointing to such trends as:
•  Decreasing revenues from elective procedures.
•  Decreasing insurance benefits.
•  Increasing costs associated with supplies and overhead.
•  Higher employee turnover and increasing employee 

training costs.

In the coming years, Bhatt plans to continue servic-
ing the needs of  dentists throughout 
the world. “We now have the capabil-
ity of  providing digital integration for 
dental clinics,” he says. “Over the next 
month, we will install digital panoram-
ic systems for customers in Orlando, 
Fla.; Columbus, Ohio; Chicago, Ill.; 
San Antonio, Texas; Cancun, Mexico; 
and the French Antilles. In fact, KAB 
Dental recently was awarded a United 
States export achievement certificate. 
“This was a nice recognition for our 
efforts,” he says. “Our performance 
in the export market should bring us 

further recognition in the future.”
In spite of  the shaky economy, it’s not a bad time to 

own a dental distributorship, says Bhatt. “There is plenty 
of  room in the dental market for new entrants,” he points 
out. “The markets in India, China and the United States are 
expected to grow substantially.” The key for distributors to 
succeed will be their ability to keep up with new technol-
ogy, he adds. “Communication technologies will continue 
to play a major role as young dentists work them to their 
advantage,” he points out. As such, distributors will have 
to adapt to new ways of  communicating with their cus-
tomers, such as Skype and other Internet channels.

If  one thing has not changed about the dental indus-
try, however, it’s that “owning a dental distributorship is a 
24/7 job,” says Bhatt. “The experience is rewarding and 
the satisfaction is very high.” [FI]

“The key for 
distributors 
to succeed 

will be their 
ability to keep 

up with new 
technology.”

– Kirit Bhatt
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distribution

NDC hosts Dental Forum 
in New Orleans

The members of  American Dental Cooperative and 
United Dental Dealers – NDC’s two dental groups – were 
celebrating a great year, says Paulson. “While certain geog-
raphies and members faced challenges, overall, our dealers’ 

business was up almost 7 percent.” 
Furthermore, NDC gained three new 
members since June 2010: AD Den-
tal Supply, Santa Ana, Calif.; Prime 
Dental Supply, Bardonia, N.Y.; and 
Rapid Dental Solutions, Mobile, Ala.

At the conference, the mem-
bers met with vendors in pre-
scheduled increments. “This for-
mat ensures excellent planning and 
business reviews,” says Paulson. 
“With the session in Q1, the 2011 
year is planned and opportunities 
for growth are identified.”

Quala, MedChain Supply
NDC announced a number of  ini-
tiatives related to its Quala private-
label brand, traditionally available 
to ADC members. (NDC members 

also carry the Pro Advantage private-label line, which is 
extended to UDD and medical/surgical members.) For 
example, the company recently brought on Lee Ann 
Yelverton as assistant Quala brand manager, reporting 

N
ational Distribution & Contracting Inc.’s dental members gathered for the 2011 
Dental Forum in February in New Orleans. More than 210 participants represent-
ing 38 members and more than 50 vendors attended. It was the first time since 
2008 that NDC’s dental members met separately from the organization’s medical 

members, according to NDC Vice President of  Marketing and Dental Programs Lori Paulson. 
“The dental members enjoy the ‘intimacy’ of  their own meeting,” she says. “As we know, the 
dental industry has some unique challenges and differences from medical. By being separate, we 
can focus on these issues.”

At the heart of the NDC Dental Forum is the Face-to-Face Sessions pairing distribu-
tor with vendor for a 30-minute strategic meeting. Paul Cherkas of Parkway Dental 
Services (Pennsauken, N.J.) hosts a table.
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to Laura Reline, director of  brand 
development. NDC also launched 
a new Quala website (www.quala.
com), introduced seven new Quala 
product categories, and announced 
it would publish a new Quala catalog 
this spring. “We feel that Quala will 
help our members compete with the 
nationals,” says Paulson.

NDC also launched a new low-
unit-fulfillment program called Med-
Chain Supply. The service delivers 
packages directly to dental offices 
on behalf  of  NDC members. “The 
package ships with the dealer’s name 
on the box from our Tennessee fa-
cility,” explains Paulson. “Again, this 
will help the dealer compete with the 
product offerings and service levels 
of  the nationals, without massive in-
ventory investments.”

Explains NDC Vice President of  
Business Development and Corpo-
rate Programs Dave Rose, MedChain 
Supply works like this:
•  Dental practice orders from the 

NDC member.
•  NDC member places electronic 

order with MedChain Supply.
•  NDC sends electronic order con-

firmation to NDC distributor
•  NDC picks, packs and ships order 

to end user, with NDC dealer’s 
name on the package.

• NDC member invoices end user.

MedChain Supply offers the 
member several advantages, notes 
Rose. First, it allows the member to 
maintain a personal relationship with 
the customer. Second, it saves the 
member money in the form of  lower 
inventory costs; broken case efficiency 

Coltene/Whaldent, Inc. takes home the Manufacturer of the Year Award voted on by 
the member distributors.

Showing increased growth over prior year, UDD distributor Garden State Dental Sup-
plies (Freehold, N.J.) is awarded the Warehouse Performance Award. Mark Frisch and 
Meir Berger are pictured with Lori Paulson of NDC.
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distribution

(resulting in less excess stock and inventory obsolescence); 
and reduced costs for receiving, storing, handling and  
packaging products.

“Some members may elect to grow with MedChain 
Supply without expanding their warehouse, personnel or 
resources, basically outsourcing fulfillment and logistics to 
MedChain,” says Rose. Furthermore, MedChain can help 
the distributor improve its service levels (to one- or two-
day delivery, in most cases).

Awards
NDC announced the following awards at the conference.
•  VIP Performance (ADC member): Midwest Dental 

Equipment & Supply.

•  Warehouse Performance (ADC member): Atlanta Dental.
•  Warehouse Performance (UDD member):  

Garden State Dental Supplies.
•  Quala Performance: Goetze Dental.
•  Pro Advantage Performance: Tiger Supply Inc.
•  Advertising & Creative Services Overall Support:  

Midco Dental Inc.
•  Carrier Utilization Effectiveness:  

Holt Dental Supply Inc.
•  Quala Vendor of  the Year: Septodont Inc.
• Warehouse Vendor of  the Year: L&R Manufacturing Co.
• Manufacturer of  the Year: Coltene/Whaledent.

Additional recognition included:
•  Diamond Club (for achieving double-digit growth for 

three consecutive years as part of  NDC’s VIPER pro-
gram): Atlanta Dental and Midwest Dental Equipment 
& Supply.

•  Million Dollar Club (to members who have grown their 
business with the NDC warehouse to a million dol-
lars or more): AM Touch Dental, Dental City and Holt 
Dental Supply.

•  Million Dollar Club (Year 2): Iowa Dental Supply, 
Parkway Dental Services Inc., and Ultimate Dental, a 
division of  Endoco Inc.

• Multi-Million Dollar Club: Atlanta Dental.
•  Multi-Million Dollar Club (Year 2): Burkhart, Goetze 

Dental, Midwest Dental Equipment & Supply, and 
Nashville Dental.

Finally, Spirit Awards were presented to one NDC 
vendor and one NDC member. Mike Beaudoin of  Sybron 
Kerr received the vendor award. “[He] has long supported 
the independent dental distributor and the dental indus-
try,” says Paulson “His smile is known throughout the in-
dustry and his heart is unbelievable.”

David Surks of  Freud Dental won the Spirit Award 
for an NDC member. “[He] is an individual who is often 
called the Mayor of  ADC,” says Paulson. “He is ready to 
assist any member and always thinks about ADC and the 
independents. My nickname for him is Tevia from Fid-
dler on the Roof, because he is always dancing, sometimes 
around and through the fires that challenge our business, 
but his spirit and passion are second to none.” [FI]

Atlanta Dental (Duluth, Ga.) joins a prestigious group of distrib-
utors comprising the Multi-Million Dollar Club (based on sales 
from the NDC warehouse). Mike McGuire accepted the award.
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first person

Dental Insurance
Patients’ choice to purchase dental insurance can impact dentists’ business.

More people today understand 
the value of  dental health, particu-
larly as it is tied in to their overall 
health, according to Lisa Forsberg, 
executive director of  the American 
Association of  Dental Office Man-
agers. But, with the economy as it 
is, they don’t necessarily have the 
means of  purchasing dental insur-
ance, she points out. Whereas den-
tal insurance policies at one time 
were often included in employer 
benefit packages, today more peo-
ple have more options and greater 
say in their decision to invest in it, 
she says. Furthermore, it’s uncertain 
how much, if  at all, healthcare re-
form will impact their behavior.

Whether or not people in-
sure their teeth directly affects the 
types of  procedures they can af-
ford, Forsberg continues. This in turn drives – or puts 
the brakes on – dentists’ business. For distributor sales 
reps, this may determine the types of  products and ser-
vices their customers want.

The cost of care
In the scheme of  things, dental insurance does not pres-
ent a huge expense for many patients. For instance, 
whereas a family’s monthly medical insurance premium 

may cost as much as $800 to $1,200 
each month, a dental policy gener-
ally costs less than $100 a month, 
notes Forsberg. “With medical 
insurance, [patients] insure them-
selves against catastrophic events,” 
she says. By comparison, “with 
dental insurance, they are insur-
ing themselves for preventive care, 
and policies typically only cover a 
maximum of  $2,000 annually.”

On one hand, whether or not 
patients have dental insurance 
should not determine the type of  
treatments dentists offer. But it like-
ly will affect their ability to pay for 
more expensive procedures. “When 
patients have less out-of-pocket ex-
penses, this makes it easier for den-
tists to sell their procedures,” says 
Forsberg. “The higher the cost of  

a treatment, the less likely it is that an uninsured patient 
will follow through.” Cosmetic procedures may be out of  
reach, and the patient may sidestep costly restorative pro-
cedures. “An uninsured patient may forego a root canal, 
which costs between $2,000 and $3,000, and instead have 
[his or her] tooth extracted or get a partial denture for 
$400 or so. But, this isn’t as healthy an option. The type of  
care depends [largely] on the patient’s financial means and 
[his or her] values with regard to oral health.” That said, 

On the face of  it, a little extra security doesn’t sound 
bad. But, the longer it takes for the economy to 
right itself, the more common it is for people to 
ask, “how much will it cost?”

Lisa Forsberg
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good dentists should always discuss viable options with 
their patients, she adds.

“A significant percentage of  a dentist’s income is gen-
erated because they take on patients with insurance ben-
efits,” Forsberg continues. “I’d guess that 80 percent to 
85 percent of  dentists in the United States work with pa-
tients who have dental insurance.” These dental practices 
generally hire a dedicated insurance coordinator or of-
fice manager who oversees patient claims and works with 
insurance companies to ensure the claims are processed  
appropriately, she notes.

Indeed, while an insured patient base signifies a source 
of  revenue for a dental practice, it also means more work. 
“It can be very difficult for a dental 
practice to work with insurance com-
panies,” says Forsberg. “It’s regarded 
as a necessary evil. Each insurance 
company has a reputation regarding 
what it will and will not cover.” Sav-
vy insurance coordinators and office 
managers know how to work with 
insurance companies and get their 
patients’ needs taken care of, she 
points out. But, with so many insur-
ance plans and details to keep track 
of, this isn’t easy.

“Patients don’t always fully un-
derstand their insurance benefits,” she says. “They often 
look to the office manager to be their proxy.” And, it 
doesn’t help when they become disgruntled because their 
insurance company denies a claim. “Rather than getting 
angry with their insurance company, they sometimes get 
upset with the office manager,” she says.

For the rep
The more information sales reps have about their dental 
customers, the better they can understand the goals of  
the practice. And the easier it is for them to engage the 
office staff, notes Forsberg. For instance, a new practice 
may actively seek out patients with insurance as it builds 

its patient base, whereas an older practice may not want 
to dedicate as much of  its staff ’s time to managing claims.

“Distributor reps should pay attention to whether a 
dental practice participates in a preferred provider organi-
zation (PPO),” says Forsberg. “The more programs a prac-
tice participates in, this suggests to the rep that it embraces 
dental insurance and is looking to attract a broad range of  
patients and fill its schedule. If  a practice only works with 
one or no programs, this tells the rep it’s not aggressively 
looking to fill its patient schedule. [Furthermore], when a 
practice doesn’t accept any dental insurance, its message to 
the patient is that it expects to collect fees at the time of  
service, she adds.

When much of  a dental practice’s patient base is with-
out insurance, this places a greater burden on the dentist 
“to communicate [his or her] value to [his or her] patients,” 
Forsberg continues. “These dentists are looking for value-
based services they can sell to their patients.” This, in turn, 
means that sales reps should focus on the value of  the 
products and services they offer, and how that value can 
be passed along to patients, she points out. By talking to 
their dental customers to learn what benefits they do or do 
not gain by working with insured patients, reps can dem-
onstrate to the staff  that they “are trying to understand 
where the practice is coming from, where it’s headed and 
what its goals are.” [FI]

Editor’s Note: Lisa Forsberg currently serves as the Executive Director and Insurance Expert for AADOM. Lisa’s career has spanned 
all aspects of  the dental industry, with many years in dental insurance company leadership.

“ Distributor reps should 
pay attention to whether a 
dental practice participates 
in a preferred provider 
organization (PPO).” 

– Lisa Forsberg, executive director of the  

American Association of Dental Office Managers
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By Brian Sullivan

Tweet This
Social media tips from a regular sales guy

Reactions to results
First thought: Tweeting and Face-
booking (I think that’s a verb now) 
is a time waste. Do people really 
care what I just ate for lunch? Do 
they really need to know that it’s a 
gloomy day in Kansas City? That 
the color yellow makes me sad?
Now thinkin’: They may not 
care about meals, weather and 
colors, but they do care about some-
thing you just learned that can make 
them more effective at work or at home. 
Perhaps by posting the latest industry trends, 
changes in the marketplace or a quicker way to do 
something, they may actually look forward to hearing from 
you. They may even get used to it. Perhaps miss you when 
you’re not there! 

 
First thought: It’s a company’s job to spread the corporate 
image and deliver product information to the marketplace.
Now thinkin’: With so many products and services look-
ing, performing and priced the same, perhaps one of  the 
only differentiators in the sale is the salesperson. So maybe 
you need to begin marketing yourself  with these tools. After 
all, isn’t Facebook just a personal webpage that tells people 

(including prospects and customers) what 
you are all about? So why don’t you 

turn it into a living brochure that 
tells others just how smart you are 
and how you are NOT like the 
other sales guys.

First thought: Do people really 
care what you think? Whatever 

happened to humility in sales? You 
are not a self-promoter. Your per-

formance will do the talking.
Now thinkin’: Get over it! Self-pro-

motion is a good thing. But only if  you 
want to, well, get promoted in your career. If  

your competition is getting more attention because they 
are more visible, then your humility is doing nothing to 
advance your career.

First thought: I don’t want my competition to know 
what I am up to. I am “stealthy” like that. 
Now thinkin’: Yea, you’re so “stealthy” that your cus-
tomers and marketplace don’t even know that you ex-
ist. So let the world know how hard you are working 
at making your customers better. Hide nothing. Share 
your thoughts, an idea that saved a customer time, an 

A
re you sick of  hearing about it yet? Social media, social networking, Web 3.0? Can’t we just leave 
that stuff  up to the marketing guys and let us just do our job? Like many, my early thoughts about 
this new “connected” world ranged from skepticism to trash talk, but I realized that if  I were to ef-
fectively “diss” it, I would at least have to better understand what the buzz was all about. I am now 

only several weeks into my social experiment and I must report … I’m beginning to break. Trust me, I’m not 
happy about it. I mean, what am I going to say now to all my fellow regular sales guys at the next sales meeting 
cocktail party while they all sit around mocking all those nerdy “Tweeters.” What am I becoming? For now, my 
intent is to lay low. But this doesn’t mean I can’t share my “schooling” with you.
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For commission-building tips on sales, negotiations AND social marketing, follow the Regular Sales Guy, Brian Sullivan on Twitter, Face-
book and LinkedIn by going to @preciseselling.com. See you there!

example of  how your company made somebody’s life 
easier, etc

First thought: If  I get into this stuff  I might lose focus 
and be Tweeting every five minutes.
Now thinkin’: Maybe I am not as weak as I thought. 
By setting aside specific times each day to post some-
thing valuable, I am actually touching more customers 
than I would with a cold call. And it is NOT making me 
less productive.

First thought’: I communicate enough with my cus-
tomers and fully understand how they feel about me and 
my company.
Now thinkin’: WRONG. In fact, while working with a 
recent corporate client, we did a search of  their company 
name on Twitter. The CEO was shocked when he saw an 
unhappy customer had posted to his list of  over 1,000 
followers just how bad their service was. We also learned 
about a website called Groubal.com that let’s unhappy cus-
tomers share their service horrors. Does that CEO still 
think Twitter is worthless? He immediately signed up for 
an account and offered to make things right with the cus-
tomer. By Tweeting, he not only made things right, but the 
customer was amazed the CEO cared so much. BINGO!

First thought: There are enough research tools for 
me to understand my customers and industry. This 
stuff  is overkill.

Now thinkin’: By doing a Twitter keyword search on any 
topic, including the name of  a hospital, you will get up-
to-date information that comes not only from the PR de-
partment, but from some fellow Tweeters in the building. 
That’s what you call “inside scoop.”

First thought: Don’t people have to sign up to follow 
you? It’s going to take three years before I have enough 
followers to make my tips and knowledge worth spreading.
Now thinkin’: You can now use software that allows  

you to TARGET specific prospects. For instance, I 
just typed in “Physician” and the software found 2,517 
physicians who you can “follow.” Good news is, when 
you follow people, they often follow you back. You 
now have a captive and targeted audience to share your 
“goods” with. (If  you want to know more about the 
software, drop me an e-mail at bsullivan@precisesell-
ing.com and I will give you the secret. It’s pretty cool.)

While typing this article, FIVE new followers joined 
my team. It would be rude of  me not to share with them 
some tip that will make them the best salesperson in their 
company. Oh, and if  they like what I have to say, they just 
might like me enough to issue a purchase order or flash 
a credit card for the products and services that I don’t 
give away. And if  that’s what social marketing means to a 
Regular Sales Guy, count me in. I can hardly wait to tell 
the fellas. [FI]

Good news is, when you follow people, 
they often follow you back. You now  

have a captive and targeted audience  
to share your “goods” with.
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Get with the Program
Finding the right training partner for your team

Training in the United States is big business. According to the American 
Society of  Training and Development, American companies spent more than 
$225.8 billion on employee training in 2009. Many companies and consultants 
aggressively compete for their share of  those training dollars. As a result, find-
ing the right training company can be time consuming, confusing and poten-
tially risky.

Training, done well, can have a positive impact on performance and pro-
ductivity. Training can also quickly deplete budgets with little return or results. 

By Anita Sirianni

Recently, you have realized your sales team needs to do a better 
job at closing. So, you are now chartered with finding a training 
company to offer some assistance. 

Editor’s Note:  You may be in the field today. But tomorrow, you might be asked to take on sales management responsibilities.  
Are you prepared? Find out what sales managers need to know from sales coach Anita Sirianni.

The following are some important 
considerations when selecting the 
right training company for your needs. 

Objectives and expected outcomes
Every training program should be 
built on a foundation of  clear ob-
jectives and appropriate metrics to 
achieve training goals. Unfortunately, 
this step is often missed or overlooked. 
Too often, managers shop for training 
by topic rather than results. It is im-
portant that the changes in expected 
results and performance should drive 
training content. The primary reason 
training fails to meet expectations or 
significantly improve performance is 
that this foundational development 
work was not done. “Fuzzy goals be-
get fuzzy results.”

Be sure your specific and measur-
able results are the focal point for any 
training that is conducted. 

Ask: How will your needs and training re-
quirements be determined? How will your 
needs be addressed in the training program? 
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Training relevance and practicality
The more training responds to the specific needs of  partici-
pants, the better the results will be. One of  the most com-
mon complaints about training is that it is too generic. Train-
ing fails to improve performance because often the trainer 
or instruction material does not provide the level of  detail 
required by the learner. Be sure to find a training source that 
either possesses expertise in your industry or will acquire 
this knowledge in preparing your training. 

Many training companies claim they customize or tailor 
their programs. In the end, this means little more than chang-
ing the title page or company logo on audio visual aids. For 
example, many sales trainers emphasize the importance of  
asking open-ended questions. What reps really need to know 
is how to formulate open-ended questions to 
expose prospect needs around specific prod-
uct or service solutions. When reps develop 
skills that support the desired result, they 
learn to ‘fish’ – and eat for a lifetime. 

Healthcare consumers are more sophis-
ticated and have higher expectations than 
ever before. Representatives must know 
how to add value specifically to the unique 
needs of  their customers. Having strong product knowl-
edge is no longer enough in this hyper-competitive world 
to win buyer approval. Therefore, to stay competitive, reps 
must command the clinical, technical, competitive, and op-
erational knowledge buyers require from their vendors. Be 
sure your training partner has the background and capability 
to teach your reps what they really need to meet customer 
needs. There is a direct correlation between learner reten-
tion and improved performance and training relevance.

Ask: How familiar is this training company with your industry, 
products, services and their application? How well do they understand 
your customers’ needs, wants and expectations?

Reinforce for results
Often managers are disappointed from the temporary im-
pact of  training – eventually everybody seems to go back 

to their old habits. This is because training is a process 
– not an event. Be sure to select trainers who include rein-
forcement tactics delivered over several months to remind 
participants of  the key ideas and skills being taught. 

What gets reinforced – gets remembered.

Ask: How will the training ideas and information be reinforced over 
time? What can you do to make this a habit? 

Leveraging resources
Sometimes managers shy away from training altogether, 
fearing the expense of  training will outweigh the benefits 
of  improved performance. Keep in mind, any training 
with poor results is an expense – not an investment. Ex-

perienced training companies will know how to help you 
strike the balance to deliver the right training within your 
budget. Training done well is truly an investment in signifi-
cant increased performance over time. Thomas Jefferson 
said it best: “Of  all of  the investments you can make, edu-
cation pays the best interest.”

Ask: What will your return on investment ultimately be by conduct-
ing this training? 

Training can and does make a big difference in boosting 
performance and productivity, but like anything else, quality 
counts. During tough economic times, people often need a 
boost to reenergize and redirect their efforts and attitudes. 
Consider these ideas to assist you in finding a training firm 
who will help you leverage your talents and provide the sup-
port your team needs to rise to their potential. [FI]

Author Anita Sirianni is a 25-year healthcare industry veteran. As president of  ANSIR International, a company committed to coaching 
medical sales teams to excel, Anita works with medical and dental manufacturers and distributors to assist them in achieving peak perfor-
mance and their potential. For more information on ANSIR’s services visit www.AnsirInternational.com or call (800) 471-2619.

Be sure your training partner has 
the background and capability to 
teach your reps what they really 
need to meet customer needs.
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Editor’s Note: 
Technology is playing  

an increasing role in the  
day-to-day business of sales 

reps. In this department,  
First Impressions will profile  
the latest developments in 

software and gadgets that reps 
can use for work and play.

36 million customers  
can’t be wrong
Newly launched SearchReviews 
(www.searchreviews.com) aggre-
gates more than 36 million customer 
reviews, giving users the ability to 
search through reviews of  nearly 
3.5 million products on 1,011 lead-
ing sites, according to the company. 
Consumers can track ratings by their 
peers or search entire reviews for 
product specifics as written by other 
consumers. The launch includes the 
unveiling of  the SearchReviews app 
for iPhone and Android, which en-
ables consumers to remotely access 
reviews in-store with the scan of  a 
product barcode.

Connect two computers
iTwin’s Remote File Access device 
($99) is said to easily establish an 
Internet connection between two 
computers. The device comprises 
two identical parts that are said to 
resemble a standard USB drive. 
When one end of  the iTwin goes 
into the main computer, its match-
ing half  can be activated on any 
PC with an Internet connection, 
enabling immediate access to files 
from one computer to the other. 
The device allows users to share, 
copy or back up work documents, 
digital music, photos, etc., according 
to the company. 

Looking for cheap gas
With gasoline prices fluctuating, 
reps might take advantage of  some 

mobile apps to help them find the 
lowest-cost-per gallon in their vi-
cinity. GasBuddy, which is free on 
iPhone and Android devices is one; 
it lets you find gas stations based on 
proximity and price, and includes a 
map from Google so you can find 
your way. But according to a recent 
article in the New York Times, Where 
and Poynt – both free on Apple, 
BlackBerry and Android devices – 
also offer information on nearby 
food, business and entertainment 
locations, as well as gas stations. Us-
ers of  Verizon’s VZ Navigator also 
get local gas prices.

Line2 app for Android
The Line2 app, which allows users 
to add a second line to their smart-
phone or turn an iPod or tablet into a 
fully featured telephone, is now avail-
able for Android phones and tablets, 
according to Toktumi Inc., the de-
veloper. It also offers users the abil-
ity to speak their text messages and 
have them transcribed so they can 
text without typing. Line2 allows An-
droid users to place and receive calls 
over Wi-Fi, 3G/4G data, or cellular 
voice networks using the same num-
ber. If  Wi-Fi isn’t available, Line2 
can use the phone’s 3G or 4G cel-
lular data network to place or receive 
the call. This is said to allow callers to 
avoid cellular minute charges while 
still having complete mobility. Line2 
is a download that comes with 30 
days of  free service. After that, ser-
vice costs $9.95/month. [FI]
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Windshieldtime
Chances are you spend a lot of  time in your car. 

Here’s some automotive-related news that might help you 
appreciate your home-away-from-home a little more.

Best in Show
Visitors to the recent Chicago Auto Show voted for their 
“Best of  Show” cars in five categories. They were: Chev-
rolet Camaro ZL1 (34 percent named it “Best all-new 
production vehicle”), Infinite Essence (34 percent named 
it “Best concept vehicle”), Chevrolet Volt (35 percent 
named it “Best green vehicle”), Jeep (24 percent named it 
“Best exhibit”) and Chevrolet Camaro (“Vehicle I’d most 
like to have in my driveway.” No, those results weren’t 
published by Chevrolet; rather, by the Chicago Automo-
bile Trade Association.

They get better with age
Consumer Reports found eleven 2008 models with about 
the same or even fewer problems than similar 2010 models 
in the same class. Among the most trouble-free 2008 mod-
els were the Toyota FJ Cruiser and Yaris, with 11 and 12 
problems per 100 vehicles, respectively. Overall, Japanese 
cars are the most trouble-free, with Honda and Toyota far 
ahead compared with older vehicles made by other major 
manufacturers – especially 2006 (five-year old) and earlier 
models. The most problem-free five-year-old was the 2006 
Toyota Highlander V6, which had 19 problems per 100 
vehicles. Other good performers: Honda Fit, Toyota Prius, 
Lexus ES, Acura RL, and Mazda MX-5 Miata.

Lemonade from lemons
An interactive tool from the Philadelphia law firm Kimmel 
& Silverman can quickly indicate to consumers who be-
lieve they might have bought a defective car if  they are en-
titled to potential remedy under federal or state laws. Each 
state has laws to protect owners of  cars that fail to comply 
with warranty guarantees, says the firm. Federal laws also 
offer protection to consumers. Potential remedies could 
include a new vehicle, a complete repurchase or monetary 
compensation and continued ownership of  the vehicle. 
The interactive tool is at www.lemonlaw.com/lemon-laws.

Cool owner’s manual
Owners of  the new Hyundai Equus get a 16GB Wi-Fi 
Apple iPad with an app called The Hyundai Equus Own-
er Experience, which enables owners to learn about their 
car through videos and interactive product and safety 
demonstrations. Oh yeah, they get a 1,000-page owner’s 
manual too.

Insuring your Aston Martin
Rule of  thumb for figuring out your auto insurance rates: 
If  the vehicle would cause a teenage boy to stop and gawk, 
your rates will be high. That’s according to Russ Rader, 
spokesperson for the Insurance Institute for Highway 
Safety’s Highway Loss Data Institute. Among the cars with 
the lowest rates: Chrysler Town & Country LX ($1,092 
annual premium), Toyota Sienna ($1,101) and Honda Od-
yssey LX ($1,115). Most expensive? Cars that most reps 
aren’t driving, including the Mercedes SL65 AMG, BMW 
750i and the Aston Martin DB9. FYI: The good-driver 
rate for the $200,000 Mercedes SL65 AMG roadster is 
$3,543.81 per year.

Red light cameras work
You might not like them, but the fact is, red light cameras 
saved 159 lives from 2004 to 2008 in 14 of  the biggest 
U.S. cities, according to the Insurance Institute for High-
way Safety. Looking at the 99 U.S. cities with populations 
over 200,000, researchers compared those with red light 
camera programs to those without. Because they wanted 
to see how the rate of  fatal crashes changed after the 
introduction of  cameras, they compared two periods, 
2004-08 and 1992-96. The researchers found that in the 
14 cities that had cameras during 2004-08, the combined 
per capita rate of  fatal red light running crashes fell 35 
percent, compared with 1992-96. The rate also fell in the 
48 cities without camera programs in either period, but 
only by 14 percent. [FI]
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Better Business
Dentists are getting increasingly business savvy, but they still  
count on the expertise of their distributor reps.

T here’s more to running a successful dental prac-
tice than working on teeth. With continuing 
education, online forums and enhanced tech-
nology, many dentists are doing what it takes to 

efficiently manage their business. 
“The ability to have an endless source 

of  information at their finger tips has truly 
made a difference for most dentists,” says 
Andy Matthews, field sales consultant, Hen-
ry Schein Dental. “The advent of  continuing 
education websites has allowed dentists to 
have access to hundreds of  videos and pre-
sentations from leading experts on practice 
management, technology and dental materi-
als.  In addition, online forums have given 
dentists a way to post and share best prac-
tices with peers and experts from across the country.” 

But some dentists – especially newer ones – can use some help with manag-
ing their practices, and sales reps who step up to the plate can be quite valuable 

to their customers, according to Gary Price, CEO, 
Dental Trade Alliance (Arlington, Va.). 

By Laura Thill

Experience can make a world of  dif-
ference when it comes to running a 
dental practice, he says. “Typically, 
[dentists at] established dental practices 
become savvier over time about saving 
money on purchases, promoting the 
practice to attract new patients, invest-
ing in the practice with equipment to 
improve productivity and investing in 
their practice to make it more attractive 
to sell,” he says. “New dentists need 
more assistance with managing their 
practice like a small business. Many 
young dentists have had little or no 
training on how to build a successful 
practice. Basic skill sets – including se-
lecting a distributor, navigating the cost 
of  establishing a new practice, locating 
a practice and hiring dental office staff   
– are not taught to 
graduating den-
tal students. 
DTA has 

“[Running a practice] 
requires constant 
interaction with 
people. Building 
a strong, trusting 
relationship with 

patients and staff is 
an integral part of it.”

– Andy Matthews, Henry Schein
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been developing some criteria for younger dentists to help 
them develop the tools to build a successful practice.”

What it takes
A lot goes into running a successful practice, but the 
key ingredient is communication, in Matthews’ opinion. 
“[Running a practice] requires constant interaction with 
people,” he says. “Building a strong, trusting relationship 
with patients and staff  is an integral part of  it. [When a 
dentist has] strong communication skills, and can be a 
good listener, attentive, empathetic and open, [he or she] 
can instill a sense of  confidence in patients, which can lead 
to better treatment acceptance and 
more patient referrals.”

Price agrees that great business 
owners require excellent interpersonal 
communications skills. Marketing and 
time management skills are also desir-
able, he notes, and particularly busy 
dentists should hire an office manager 
to manage day-to-day office activi-
ties. In addition, dental owners must 
double as accountants. “Usually, den-
tists are superb practitioners but lack 
the proper skills to oversee the best 
financial and tax benefits for a small 
business,” he says. “[At the DTA], 
we recommend [that dentists hire] a 
knowledgeable accountant [who can] 
advise when it’s best to invest in new 
equipment and office upgrades.” 

For Clayton Davis, an Atlanta, 
Ga.-based dentist who has owned his 
practice for about 30 years, it helped 
to start out under the tutelage of  a 
knowledgeable mentor. “I found it 
helpful to first work as an associate in 
a dental practice and watch how ev-
erything worked,” he says. When he 
was ready to start his own practice, 
he relied on a dental distributor and a 
textbook for the ins and outs of  office 
setup. “A dentist needs a team to run 
[his or her] practice,” he points out. 

“Every practice’s needs are different.” But, overall, a smart 
business owner should work closely with an accountant, a 
banker, an attorney and a dental management consultant, 
who can help manage overhead and casework costs more 
efficiently, he says. 

“Having a dental coach or consultant is an extremely 
important part of  developing business skills,” adds Mat-
thews. “Whether it’s another local dentist who serves as 
a mentor, a [professional] dental consultant, or an expe-
rienced office manager, [being able to share] your ideas, 
goals, and concerns with people you trust will aid in learn-
ing what skills are needed to run a successful practice.

“Most dental offices have office 
personnel running the day-to-day op-
erations, which allows the dentists to 
focus on providing the best care to 
his or her patients,” Matthews con-
tinues. “Dentists are CEOs of  a busi-
ness and a lot of  what that entails is 
leading a team of  people to achieve 
the goals of  the business. Many den-
tists I serve provide direction and 
expectations for the day in a morn-
ing meeting “huddle,” so that all staff  
members understand their individual 
roles in providing the best care to pa-
tients while achieving the best results 
for the business.”

Dental meetings are another de-
pendable resource for dentists learn-
ing to become better business own-
ers, according to Price. “There are 
more than 150 dental meetings annu-
ally in the United States, which often 
provide continuing education courses 
and train dentists to develop better 
business management acumen. There 
also are instructors throughout the 
country who can provide business 
training for dentists. Dental publi-
cations offer a variety of  skill train-
ing features throughout the year.” In 
fact, the Dental Trade Alliance, in 
conjunction with the Massachusetts 

“Having a 
dental coach 
or consultant 

is an extremely 
important part 
of developing 

business  
skills.”

Andy Matthews
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Dental Society, sponsored a continuing education pro-
gram in January for more than 300 dentists learning how 
to build a successful business, he adds.

Working with your customers 
Your customers love their reps, say experts. 
Better yet, they need them. “Sales reps can 
provide as much as 50 percent of  the exper-
tise a new dentist [requires] to set up 
a business, especially if  the dealer has 
a specific program in place to help 
the dentist set up [his or her] office 
and get systems in place,” says Da-
vis. Establishing systems at the start 
for handling new patients, hiring and 
training staff, marketing the practice, 
billing and collections, financial ar-
rangements, taxes, insurance and more 
are key to establishing a solid business, 
he points out. “It was very helpful for 
me when my distributor rep and the 
regional manager sat down with me 
when I was first setting up my prac-
tice. In fact, the distributor had a des-
ignated practice management consul-
tant, he adds. “If  I were setting up a 
new practice today, I’d definitely want 
a practice management consultant,” 
he says.

“A distributor can be an extremely 
important adjunct for any practice,” 
says Price. “The right distributor and 
distributor rep are unpaid consultants 
who save the practice thousands of  
dollars in bundled orders, introduce new technology to 
improve office productivity and keep the staff  updated on 
new trends, such as providing continuing office education 
through lunch-and-learn opportunities.”

Matthews agrees, and he goes out of  his way to fill 
the bill. “I not only serve as my customers’ dental materi-
als and equipment supplier, but as a dental practice advi-
sor,” he says. “I want them to rely on me for direction and 
know-how. As everyday questions arise in a practice, I want 
my clients to be able to focus on taking care of  patients 

and growing their business while I research the answers 
they need. “The biggest mistakes I see are for dentists to 
not have a plan in place for each working day, to not track 
what needs to be followed-up on from the previous days, 
and to not know what’s coming tomorrow. The most suc-

cessful practices I work with have established 
meetings to discuss these items. This allows 
everyone in the practice to understand what 

tasks they are assigned each day. The 
result is not only a better workflow, 
but fewer surprises that may take away 
from production. 

“I’m very fortunate to work for a 
company that invests a lot of  time and 
resources into developing their sales 
consultants [and training them] in 
areas of  practice management,” Mat-
thews continues. “I am given oppor-
tunities to gain knowledge and skills 
from career development courses that 
my company provides.” This means 
he can better analyze his dental cus-
tomers’ practice production, he points 
out. “I enjoy crunching data, gather-
ing practice information and provid-
ing a practice analysis that is easy to 
understand. Basically, it’s like looking 
under the hood of  a dental practice 
to find out areas that can be improved 
on. Another way that I help clients 
run their practice efficiently is by pro-
viding management workshops. For 
example, I think the importance of  
treating periodontal disease in a prac-

tice is extremely important, so I provide soft-tissue work-
shops that cover the A-to-Z’s on successfully implement-
ing a program.”

A good investment
Running a fine-tuned business requires careful and con-
stant evaluation and the ability to know when and how 
much to invest in the practice, according to experts. On 
one hand, investing too little, too late can hinder the 
practice. “Dentists should always be thinking about the 

Running a fine-
tuned business 
requires careful 

and constant 
evaluation and 

the ability to 
know when 

and how much 
to invest in  

the practice.
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long-term health of  the practice and [considering every 
aspect] of  the practice, from personnel, to equipment, 
software, office upgrades, marketing and staff  educa-
tion,” says Price. “Years ago, accountants advised dentists 
to forgo replacing equipment or purchasing a new chair 
before selling the practice. Now most agree that keeping 
the dental office updated is crucial to attracting more pa-
tients and a potential buyer. By not investing in the prac-
tice, a dentist could fail to attract new patients, make the 
practice less attractive to potential buyers, fail to attract 
quality new office staff, see a decrease in productivity and 
leave potential new income on the table.”

At the same time, every financial investment should be 
carefully considered, advises Matthews. “Practices should 
think about what they are currently producing or spend-

ing to see if  they can support the cash flow 
needed for the cost of  a new investment,” he 
says. “Purchasing a digital X-ray is a perfect 
example of  analyzing an investment. [The 
practice should] take the estimated monthly 
payment of  the equipment and compare it to 
how much it is currently spending on supplies, which it 
no longer will need after going digital. Implementing new 
technology and equipment takes time to get used to and 
it requires engagement from the dentist and office staff. 
Investing in equipment and new technology can no doubt 
help a business grow and work more efficiently, however it 
[calls for] the right timing for the practice.”

Davis couldn’t agree more, especially in the case of  
new dentists starting out. “It can be a major issue when 
new dentists buy too much equipment,” he says. “A young 
dentist just out of  school goes to an area where estab-
lished practices are doing well, and [he or she] thinks [he 
or she] needs a lot of  high tech digital equipment and a 

great looking lobby [to attract new patients].” But, when 
a new dentist takes on too much, too fast, he or she may 
be hit with too many bills, school loans and the financial 
demands of  a home and family, he points out. Distributor 
reps can help their customers by explaining exactly what 
they need up front to get their business off  the ground, he 
notes. “My distributor advised me to start out by setting up 
one nice room, [rather than focusing on the whole practice 
at once],” he says. 

It’s all about balance, adds Matthews. “While I’m sure 
that most dentists do not want to risk anything of  value to 
them, especially their means of  supporting their family, the 
risk of  remaining the same and not changing and adapting 
[in order] to be competitive in today’s technological age 
is extremely hazardous.” And changing with the times is 

not always about adding new equipment. “Just 
five years ago, many of  my customers thought 
having a website or being online was not a 
priority,” he says. “Now, the majority of  my 
clients believe that social media is beneficial 
to their practice. According to recent studies, 

Google receives 34,000 searches per second, or three bil-
lion each day. Dental practices utilizing products like De-
mandforce, which automates marketing a practice online, 
have made huge strides in being competitive when poten-
tial patients are searching for a new dental practice to join.”

The bottom line is, maintaining a competitive business 
means something different for each practice. That can be 
overwhelming for both the dentist and the distributor rep. 
Reps should become an expert in a few areas that inter-
est them, Matthews suggests. “Never stop learning. Ask 
open-ended questions, listen to your clients, take notes, be 
dependable and find solutions to their answers, even when 
you don’t know them on the spot.” [FI]

“By not investing in the practice, a dentist could fail to attract 
new patients, make the practice less attractive to potential 

buyers, fail to attract quality new office staff, see a decrease in 
productivity and leave potential new income on the table.”

– Gary Price, CEO, Dental Trade Alliance
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difference fast.
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He became a field rep in 1991. 
Over the course of  16 years in the field, 
he ultimately became Patterson’s No. 1 
selling rep. But as he was doing so, he 
was thinking ahead; he was thinking 
about getting into management.

“I had thought about it for years. 
In my territory, I loved coaching and 
motivating my customers and other 
[employees].” He did a lot of  speak-
ing to reps. “It was a way for me to 
master what I did; it taught me how 
to communicate better – how to get 
my thoughts and verbiage down, 
and how to be comfortable in front 
of  a group of  people. It built my 
confidence.” And he had the advan-
tage of  having a top-flight manager 
to observe firsthand. 

When he thought about becoming 
a manager himself, Ferrero thought, 
“This is something I could do, and I 
think I could really, really enjoy it.” In 
June 2007, he became branch manager.

“If  you’re thinking about getting 
into management, you have to evaluate 
why,” he says. “It’s a tough job. I’ve been 
successful – and I’ve enjoyed it – because 
of  the reasons I did it.” First, he says, 
he wanted to help the company, which 
has given him everything he has, from a 
professional standpoint. Second, “I enjoy 
helping people maximize what they do, 
helping them see things differently.”

Making the transition from sales 
rep to sales manager may not be for 
everybody. There are the salary con-
siderations, not to mention the added 
responsibilities that come with man-
aging others. Those who successfully 
make the transition do so through a 
combination of  will and serendipity. 

In Ferrero’s case, it wasn’t only 
his desire to have an impact on oth-
ers, but it was also the presence in his 
professional life of  a dynamic boss. 
“Find a mentor and observe,” he ad-
vises reps who are interested in ex-
ploring management. “I did that for 
three or four years. I would find lead-
ers I admired; I would talk to them; 
pick their brains; watch them; see how 
they functioned and thought. And 
those leaders can be current manag-
ers, dentists – they’re everywhere.”

Growing in responsibilities
For Dave Misiak, vice president of  sales, 
Patterson Dental, the serendipity began 
in 1996, when he became a field rep for 
Patterson in the San Francisco branch. “I 
was very lucky in that to start my career, 
I got to work for a very influential and 
iconic branch manager, Jack Shea. What 

was great about him was that he was 
excited about the business of  dentistry, 
and about Patterson. He was a guy who 
was talking about becoming a $3 or $4 
million rep, when there were only a few 
million-dollar reps around. He got peo-
ple excited about the company and their 
careers. He was a great educator. He was 
great in front of  the customer, and he did 
a nice job helping salespeople understand 
how to act and how to be professional. 
He was one of  the main reasons I had 
any interest in becoming a manager.”

A
s a service tech for Patterson Dental in the 1980s, Ed Ferrero perfected his 

analytical skills. Like all service techs, he learned how things work, and he 

learned to diagnose and fix problems. Ferrero learned he could apply those 

skills to dental practices themselves. “I gained insight into how a practice 

can run better, and what I could do to help my customers [do that],” says 

Ferrero, who today is Patterson’s Boston branch manager. 

“ As a project manager, you 
deal with quite a few different 
personalities. And you have to 
keep things on track, so you have 
to learn how to stay organized.” 

– Andy Hutson, Burkhart Dental Branch Manager
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Kam Gantos, north central zone 
general manager for Henry Schein 
Dental, developed an interest and 
appreciation for management work-
ing for his uncle’s dental distribution 
company, Norton-Starr, in Upstate 
New York. (The company was ac-
quired by Sullivan Dental – now Hen-
ry Schein Dental – in 1992.) Gantos 
joined Norton-Starr after graduating 
from college in 1979, and had a terri-
tory until 1998. 

Even as a rep, Gantos sought 
to learn from others – a trait shared 
by many managers. “I was fortunate 
enough to be surrounded by a lot of  
knowledgeable people, and people who 
were willing to share their knowledge 
with me,” he recalls. He participated in 
mastermind groups, in which reps who 
are interested in helping one another 
share best practices on a regular basis. 
Such groups are great places to improve 
one’s understanding of  the components 
of  career development, he says.

But his experience in his uncle’s business 
was a big factor in stoking his interest and con-
fidence in management. “I was able to see every 
aspect of  the business, from receivables to pay-
ables to ordering. Working for Sullivan Dental 
also afforded me a lot of  opportunity.” 

Meanwhile, Burkhart Dental Branch Manager Andy 
Hutson’s early training for dental sales and then manage-
ment came from an unexpected place – his role as project 
manager for a software development arm of  AMR Corp., 
parent company of  American Airlines. With a bachelor’s 
degree in economics and an MBA in international business 
with an emphasis in finance, Hutson helped develop prod-
ucts for travel agencies, to help them book reservations 
through AMR’s system. 

“As a project manager, you deal with quite a few dif-
ferent personalities,” says Hutson, who joined Burkhart 
as an account manager in Portland, Ore., in 1999, then 
became branch manager in January 2007. “And you have 

to keep things on track, so you have 
to learn how to stay organized.” Such 
skills would come in handy when he 
became a rep, and later, a manager.

Hutson enjoyed being a rep, but 
he was looking for something more. 
“I wanted to take on a little bit more 
in terms of  being responsible for a 
larger, wider area of  growth for the 
company. I was pretty successful win-
ning sales awards when I was an ac-
count manager. And I thought, ‘I’m 
a pretty easygoing guy who can com-
municate well, so maybe I could help 
others do the same thing.’”

Lost in transition
Those who spoke with First Impres-
sions point out that running a territory 
is both different than and similar to 
managing a zone or region. The suc-
cessful managers are those who recog-
nize those differences and similarities.

“One of  the biggest changes is 
the pay scale change,” says Hutson. “You’ll 
move from commission to salary, with bo-
nuses built in. A lot of  guys love the no-
ceiling commission and the big paychecks 
that result from it. That will change.”

“What makes a successful sales rep is 
the mindset and, frankly, the day-to-day ac-

tivity of  putting one foot in front of  another, disciplining 
oneself  to identify new targets, and doing whatever is nec-
essary to win them over as customers,” says Anita Sirianni, 
president, ANSIR International, a company that coaches 
dental and medical sales teams. “The shift that becomes so 
difficult for the newly appointed sales manager is that now, 
all of  a sudden, he has to figure out how to stop doing 
so much.” When a sales rep faces a problem in the field, 
“the typical mindset is, ‘How can I fix that?’” she says. But 
with five, eight or 10 territories, the manager can no longer 
afford that luxury. Instead, he or she must create an envi-
ronment in which the reps figure out their own answers to 
many of  the challenges they face.

“You have to 
let people find 
their own way, 
even if it’s not 
the way you 
would do it. 
You have to 
check your 
ego at the 

door.”
– Ed Ferrero, Patterson’s  
Boston branch manager.

Ed Ferrero
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While the effective sales rep learns to figure things out 
for himself  or herself, “the peak-performing sales manager 
has the ability to lead others, develop others, and then ac-
cept accountability for them,” says Sirianni.

Says Hutson, “As a sales rep, you have your territory 
marked out. How you want to develop it is your baby.” 
That’s not the case when one becomes a manager, though.

Misiak points out another key difference between the 
effective sales rep and the effective manager. “You get 
immediate satisfaction and gratification as a sales rep, but 
as a manager, you have to live through the success of  oth-
ers. And it takes more time; it’s not immediate gratifica-
tion. But it is even more satisfying to see success among 
the branch team. That’s almost a prerequisite question 
that all management candidates should be asked: ‘Can 
you be satisfied through the success of  others, and not 
just your own?’”

“Salespeople have their own space,” says John Cha-
tham, global vice president of  sales leadership and devel-
opment, Henry Schein. “And that’s great. I was a salesper-
son myself. But if  you’re going to step into a leadership 
role, you have to look outside it.”

Like rep like manager
Despite the differences between running a territory and 
running a region, many of  the things that successful reps 
do translate to success in the management role, according 
to those with whom First Impressions spoke.

Hutson points out that successful managers exercise 
three skills they perfected in the field: 1) the ability to lis-
ten, 2) the ability to modify one’s approach to people based 
on their individual personalities, and 3) leadership.

“If  you’re not listening to your clients, you won’t sell 
much, and certainly not what they need,” he points out. “You 
have to apply that same skill to your people.” Doing so builds 
mutual respect. “If  you were in your reps’ shoes, how would 
you feel if  your manager wasn’t listening to you?” he asks.

Successful managers learn quickly that each of  their 
people has to be treated a little differently, says Hutson. 
“It’s the ‘chameleon’ skill set you learned in the field.” 

What’s more, successful field reps exert leadership 
skills every day – skills that are essential to effective man-
agement. For example, reps set goals for themselves in 
their territories. “If  there’s a number you have to hit, you 
know you have to break it down, see where you are, see 
what accounts you have to get; and set a plan,” says Hut-
son. “That is directly transferable to the branch. You’re 
thinking about overall goals, the direction you want to 
go. And everybody has to be on the same page.” Un-
like the sales rep, who only has to convince himself  or 
herself  of  the achievability of  goals, the manager has to 

Are you willing to:
•  Give up no-ceiling commission?
•  Uproot your family in order to relocate?
•  Give up “doing” and instead find satisfaction in 

the achievements of your people? 
•  Accept that the way your field reps approach 

their job may be as good as the way you did?
•  Be willing to seek out and nurture the talents of 

middle- or low-performers?
•  Communicate, communicate, communicate … 

and then insist that everyone on your team do 
the same?

•  Stay focused on your priorities in the face of 
seemingly infinite distractions?

•  Mentor your people who might want to enter 
management someday?

•  Concede the fact that face time with customers 
will drop, perhaps dramatically?

•  Set boundaries with your team members about 
how many of their problems and issues you can 
take on?

•  Accept responsibility for your team members’ 
actions, even when you know they’re wrong?

•  Hold your people responsible for non-
compliance or poor performance?

•  Resist the temptation to surround yourself with 
people just like you?

• Check your ego at the door?
• Love what you’re doing, day in and day out?

If so, raise your hand and let someone in your 
company know you want to become a manager.

Would you make a good manager?
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convince others of  that same thing. Even so, the rep isn’t 
that much different than the manager. “Lots of  times, 
you don’t know if  you can pull off  [a goal] till you’re 
there,” says Hutson. “But the best salespeople know they 
can be persuasive enough to get things done.”

Successful reps and managers share something else in 
common, says Sirianni. Both are adept at self-management, and 
both are self-starters. “An individual who has self-starting ability 
knows the difference between good, better 
and best, and is able to keep himself  focused, 
working on those great things without being 
deterred or taken off  track by daily occur-
rences.” If  the newly appointed sales man-
ager has not cultivated these skills or traits, 
“this deficit will become very apparent in a 
very short period of  time,” she adds.

“I felt that my strength as a rep was understanding the 
culture of  our company, and understanding our custom-
ers,” says Misiak. “The manager’s job in a decentralized 
company like Patterson is to take care of  customers and 
your people. When you do that well as a rep, it translates 
well into management.”

At Patterson, managers – most of  whom were sales reps 
themselves – stay close to customers, says Misiak. When is-
sues arise – e.g., if  a piece of  equipment in a dental office 
needs immediate repair work, “the branch manager under-
stands, because he or she has that sales background. They 
know that customer needs a quick response. And managers 
keep the sales reps looking good in front of  their clients, just 
as they wanted to look when they were reps.

Leadership
“As a sales rep, you want to work in an environment where 
people are positive,” continues Misiak. Managers need to 
create and maintain such an environment. That’s easier to 
do when the focus of  the branch remains fixed on the cus-
tomer. “Leadership is an attitude,” says Misiak. “It’s about 
leading with actions and by example; it’s being a positive 
influence. Leaders help people get to where they want to 

be; and it’s not just about our people, but 
about our customers too.”

Successful reps demonstrate leader-
ship skills every day, points out Desmond 
Clancy, corporate training manager, Pat-
terson Companies. They do so by influ-
encing their customers, and by forging 
strong partnerships with them. “They 

bring fresh ideas, and they identify areas in which practices 
can improve,” he says. Such skills will suit them well if  and 
when they step into a management role.

“Also, creating the kind of  partnerships that we’re try-
ing to create with our customers is tough to do without tan-
gible leadership skills,” he adds. “At the core of  being a great 
sales professional is the ability to effectively communicate 
with people. Both sales and management [call for] a very 
unique set of  functional skills, behaviors or strategies made 
more or less effective based on your ability to connect with 
people. How clearly can you articulate your message?”

Says Gantos, “Managing your territory is a microcosm 
of  managing a region or a center.” The field rep has to 
multi-task, work with different personalities, be responsive 

“When issues arise – e.g., if a piece of equipment 
in a dental office needs immediate repair work, 
the branch manager understands, because he  

or she has that sales background.”
– Dave Misiak, vice president of sales, Patterson Dental

David Misiak
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to people, and think on his or her feet. “The actions of  
others definitely affect reps, and their work definitely af-
fects multiple people as well.” For these reasons, selling in 
the field resembles a management job.

The calling
“Books are written” on the extent to which anyone can 
learn how to become an effective leader and manager, says 
Clancy. But it seems clear that managers-to-be share some 
traits and professional desires.

Successful managers-to-be ask themselves the hard ques-
tions, says Hutson. “The biggest question for myself  was, 
‘Will I find as much professional satisfaction helping people 

be successful as I did being successful myself?’ That’s a mil-
lion-dollar question for a lot of  people. They’d rather be in 
the game, in the thick of  it, rather than helping other people 
[achieve success].”

Some reps have a strong inkling that they could suc-
ceed in management merely by looking around them, at 
the managers in their company. “When I looked at our 
organization as a whole, I noticed our culture was built on 
bag-carrying salespeople,” says Misiak. He noted that the 
company’s managers were role models for the sales reps. “I 
wanted to be part of  that.”

But the transition doesn’t happen automatically. It’s 
true that some companies proactively seek out manage-
ment candidates among their sales reps. “But the first thing 
[a rep] has to do is raise their hand,” says Chatham. “You 
have to let somebody know that this is an aspiration of  
yours, that this is a career path you’re considering. It’s very 
difficult to consider someone [for management] when you 
don’t know they want to be considered.”

Rocky adjustment
Not surprisingly, even the most eager new managers will 
encounter bumps in the road, according to those with 
whom First Impressions spoke. Many of  those bumps are 
caused by misconceptions about what the role of  manager 
or leader really entails.

“If  you think you’re going to be in the field all the time 
helping your folks close deals, it’s not going to happen,” says 
Hutson. “You have a lot of  other people you’re responsible 
for,” including service technicians, those inside the branch 
office and others. “All of  them need your management, 
guidance and help. You’ll be pulled in a lot of  different di-
rections, and you won’t always have the thrill of  the sale.”

While effective managers are often called on to coach their 
team, new managers will be disappointed if  they think that 
most of  their time will be spent doing so, says Misiak. “We do 
a lot of  coaching,” he says. “But [managing] is also about lead-
ership, taking care of  people and problems, and fixing things. 
You have to have the ability to make tough decisions. And you 
have to manage performance and customer expectations.”

Some new managers feel that when they accompany 
reps on sales calls, they must post a “win” every time, says 
Gantos. That won’t always happen, of  course. “The fear is 
that you’re not invincible. New managers might feel their 
reps will lose confidence in them.”

One of  the biggest challenges facing new managers 
is shifting gears from “doer” to facilitator. “[Reps] come 
in fresh from the field and assume that what made them 
successful in the field will make them successful in leader-
ship,” says Clancy. It doesn’t always work that way.

New managers might experience a feeling of  power-
lessness, he adds. “When they’re out selling, they control 

As new managers, they struggle with figuring out 
how not to take on every problem themselves. 

Ultimately, they learn to ask, “Who is the 
individual best suited to address a particular 

situation, problem or opportunity?”
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their own destiny. Their success is measured by their own 
contributions. They’re completely in control, and they 
know who to give credit to or blame if  things don’t go as 
hoped. But as a new manager, you quickly realize you’re 
not measured on how you complete your to-do list. You 
must define your success by how others perform. 

“It’s a big turning point for managers to realize that they 
may not have direct control over others,” continues Clancy. 
“But they can exert a tremendous amount 
of  influence over the team. That can give 
them back a sense of  control.”

Successful sales reps are usually quite 
competitive, says Sirianni. As new manag-
ers, they struggle with figuring out how 
not to take on every problem themselves. 
Ultimately, they learn to ask, “Who is the 

individual best suited to address a particular situation, 
problem or opportunity?”

Reps who want to be managers must understand that 
the chances of  being placed in the same region in which 
they sold products are slim. When Misiak contemplated 
moving from the field to management, he had to ask him-
self, “Am I willing to uproot my family for this?”

Becoming accountable for others
New managers have to be prepared to meet challenges 
they probably never could have anticipated, says Sirianni. 
“Sales reps work hard in order to become recognized, the 
idea being, ‘If  I do a good job here, I will get promoted to 
the next level of  management.’ But they don’t really know 
that this new level will bring with it a new set of  responsi-
bilities and frustrations.”

Paradoxically, though managers can’t take on all of  
their team members’ problems, they must be willing 
to be accountable for their actions. “One of  the attri-
butes of  the best bosses as opposed to the average or 
not-so-good bosses is, you knew they always had your 
back, even if  they knew you were wrong,” says Sirianni. 
“That’s what we call ‘accountability for others,’ and it’s 
a refined skill.” It’s also quite different from what most 

reps exercise in the field.
“Reps have a highly refined skill of  

self-accountability,” she says. “It’s all 
about knowing what I’m responsible for, 
and making sure that what I’m doing is 
in line with the company’s expectations. 
When we move into sales management, 
my accountability for myself  is important, 

but it’s more of  a foundation. Now, the skill we celebrate 
among the best managers is the ability to take responsibil-
ity for the performance and activities of  others. That’s a 
pretty big shift.”

New managers face another challenge: Holding their 
people responsible for non-compliance or poor perfor-
mance. That’s particularly difficult if  those people were 
once colleagues. “How do I now look at that person as an 
asset, and evaluate his or her talents and what they bring to 
the team?” says Sirianni. 

Having been top-performing reps in the field, many 
managers have difficulty understanding medium- or even 
low-performers, she continues. “High performers feed on 
the competitive challenge. The frustrating part for them is, 
‘How can you be a sales rep and not want to be No. 1, or 
not want to bring on as many new accounts as possible?’” 

“A great leader or manager gets an innate 
sense of satisfaction watching other people be 

successful, often with little thanks or credit.”
– Desmond Clancy, corporate training manager, Patterson Companies

Desmond Clancy
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What’s the difference between managing and 
leading? And to be successful, must a branch 
manager or sales manager also be a leader? 

“We believe we manage assets, and lead 
people,” says John Chatham, global vice presi-
dent of sales leadership and development, Henry 
Schein. Managers lead from the rear, while leaders 
lead from the front, he says. “We expect our field 
managers to work with our sales reps, not only to 
solve problems and handle the day-to-day activi-
ties, but to actually be proactive in helping our 
reps gain customers.” 

Sales reps don’t have to wait for a promotion 
to exercise leadership skills, adds Chatham. Rath-
er, they can demonstrate leadership by sharing 
what makes them successful with the rest of the 
team, and by “being a proactive advocate for what 
the company does, being a total professional.

“We want [our reps] to be leaders,” continues 
Chatham. “We want them to share. It’s important 
they understand that, just like a baseball team, we 
get better individually the better we are as a team. 
Whatever they can do to help others in the orga-
nization – and not necessarily just salespeople – is 
very important.”

Manager or leader?
The manager’s job is to evaluate each person’s talents, she 
continues. Once having done so, he or she must then fig-
ure out how to use those talents to help the organization 
achieve its goals.

“The real dance, the difficult part, is looking at those 
talents and contributions and figuring out, ‘At what point 
do I or my company have a responsibility to provide op-
portunities for development for middle- to low-perform-
ers?’” she says. “Will that investment pay back some kind 
of  return or gain for the company?” 

Resist cloning
“One of  the biggest mistakes [for the new manager], par-
ticularly if  they’ve been salespeople themselves, is falling 
into the trap of  cloning, that is, thinking, ‘The way I did it 
was successful, so trust me, this is the way to do it,’” says 
Hutson. “Every one can be successful in different ways, 
and you have to be smart enough to let them develop that.”

New managers can find difficulty when hiring reps. 
“It’s a big mistake to hire people just like you,” says Misiak. 
“That would clearly be an easy path. But not all great play-
ers make great coaches. And just as all customers aren’t the 
same, neither are your reps. If  you try to build a team of  
clones, you’ll fail.”

In fact, by easing up on the controls, managers can 
strengthen their reps, their company and themselves. “If  
you ask your salespeople questions, like ‘What is your ap-
proach on this call?’ ‘What do you want to accomplish?’ 
and ‘How do you plan to get from Point A to Point B,’ and 
then let them talk, you’ll be surprised at what you learn,” 
says Hutson. Your reps may not approach their accounts 
the way you did when you were in the field, he says. But 
their approach may work better for them.

“Yours isn’t the only way to do something,” says 
Ferrero. “You have to let people find their own way, 
even if  it’s not the way you would do it. You have to 
check your ego at the door. Let other people be success-
ful. Understand what your strengths are and what your 
weaknesses are, then practice your strengths and train 
your weaknesses.”

Managers need to establish communication protocols 
for the team…fast. “Never assume everyone is on the 
same page,” says Hutson. “I wish I had known that when 
I started [in management].” For example, if  the equipment 

rep makes some kind of  deal with the customer while on 
a call, he or she needs to let the account manager know. 

“It’s important to set a standard that everyone com-
municates with everyone who has a piece of  the pie,” 
says Hutson. “You have to put yourself  in the [field rep’s] 
shoes. If  you walked into an account and got caught off  
guard with information you should have known, how 
would you feel?”

“A great leader or manager gets an innate sense of  
satisfaction watching other people be successful, often 
with little thanks or credit,” says Clancy. “It’s the fire in 
the belly that gets you through some tough and lonely 
days as a manager.”

“It’s the toughest job you’ll ever love,” says Ferrero. [FI]
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Will half a dose do it?
I happened to be in an office when the as-
sistant refilled the water bottle on the unit. 
This office is using a daily pill in the reservoir 
to manage biofilm growth in the waterlines. 
I saw her drop in half  a pill and fill the rest 

up with tap water. I asked her why she was doing that and 
she said they wanted their water to taste better, so they just 
used less chemical, and didn’t think they needed to buy wa-
ter. I told her she needs to use the whole tablet, and should 
use distilled water in the reservoir. She scoffed and said I 
just wanted her to use more product. Now, anything I say 
to her will be seen as me trying to make money. How can 
I get this office back on track?

You’re absolutely right 
about the risk of  us-
ing just half  the dose 
of  waterline treatment 

product. This is like taking half  of  
an antibiotic prescription for an ill-
ness. Treatment is not likely to be 
effective. The waterlines are being 
inadequately managed. The best 
resource to show the office is the 
CDC Guidelines. On page 29, there 
is a great paragraph addressing this, 
and there is related information 
also. Basically, the assistant needs 
to be educated about waterline bio-
film and the required protocol to 
manage it. The guidelines state that 
“Water treatment and monitoring 
products require strict adherence to 

maintenance protocols, and non-compliance with treat-
ment regimens has been associated with persistence of  
microbial contamination in treated systems.” 

She needs to understand that the only way the prac-
tice can trust that the microbial content of  their water is 
safe is to follow the manufacturer’s directions. No prod-
uct can be expected to be effective if  used incorrectly. 
You might also suggest that they test their waterlines for 
microbial contamination to help confirm the success of  
their efforts. Their water should never exceed 500 CFU/
mL. Every waterline on the unit should be tested, includ-
ing rarely used lines. 

If  the office made the decision to buy a waterline 
product in the first place, perhaps the doctor or manager 

who invested in the product under-
stands that using the product incor-
rectly undermines the whole purpose 
of  the time and expense they invested. 
I understand you don’t want to alien-
ate the assistant by “telling on her,” 
but you should bring the reference 
and the product directions into the 
office and share them with everyone 
at once if  possible. Also, if  the real 
reason is that they dislike the taste, 
try other waterline products. Nancy’s 
rule is that if  someone hates a prac-
tice (or product), they ultimately will 
not comply.  

As to whether they should use 
tap or distilled water for the dental 
unit reservoir, follow the manufactur-
er’s directions. Some products, such 
as the iodine cartridges, work great 

Dirty Little Secrets
Editor’s Note: Are your customers asking tough hygiene questions? Here is your chance to ask someone “In the Know.” Nancy Andrews, RDH, 
BS, will take your questions and tell your tales. Pulling from centuries of  experience, endless education, lots of  research, and occasional consultation 
with other experts, Nancy invites your e-mails at Infectioncontrol@mdsi.org. The best question or tale at the end of  the year gets $100.

infection control: Q&A
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with tap water. Some products, such as certain daily tablets 
containing silver, suggest using distilled water. Some say 
both are fine. Again, all products should be used accord-
ing to the manufacturer’s previously tested protocols to get 
reliable results.

T.B. or not T.B.?
We sell a surface disinfectant that doesn’t 
come with a T.B. kill claim. I always thought 
good surface disinfectants should kill T.B. 
This one is a low level disinfectant with qua-
ternary ammonia and no alcohol, and is used 

widely in medical offices and settings for non-critical sur-
faces. Is there a place for that in dental?

Yes! Many non-critical areas of  the office 
should be cleaned and disinfected to control 
surface contamination, such as door knobs, 
counters, and reception area furniture or 

surfaces that might be damaged by ingredients in inter-

mediate level disinfectants (such as alcohol). Quaternary 
ammoniums are an example of  cationic surface-active 
disinfectants, and are recognized as good surface clean-
ing agents. EPA registered, quaternary ammonium low 
level disinfectants are considered bactericidal against 
Gram-positive bacteria, fungicidal, and virucidal against 
lipophilic viruses. However, alcohol-free quaternary 
ammonium compounds are not sporicidal or virucidal 
against hydrophilic viruses, and evidence suggests vari-
able activity against Gram-negative bacteria. Again, for 
non-critical surfaces, they may be the best choice to pri-
marily clean the office.  

Itching to know
I have a customer that developed an “allergy” 
to her latex gloves. She gets an extremely dry, 
itchy, red rash on her hands where the gloves 
touch. She is OK with other products that have 
latex, like elastic in clothes, but not in the gloves. 

I switched out the latex gloves with nitrile gloves and the prob-
lem subsided to a tolerable level, but didn’t disappear. Both 
glove brands are powder-free. Now, after three months, her 
skin rash is back and itching like crazy. There must be an ingre-
dient in both gloves that bothers her, so is there any glove that 
is truly non-allergenic? I brought in vinyl and polychloroprine 
gloves, but she has taken a leave of  absence to travel and hasn’t 
tried them yet. Do you have any other suggestions?

Your customer must be tested soon and get 
a diagnosis if  possible. These types of  skin 
conditions can escalate, as you probably know. 
Of  course, it is much easier to avoid specific 

ingredients in products. While I am not an allergist, since 

she can be around other latex products without symptoms, 
and considering her reported symptoms, I suspect irritant 
contact dermatitis (ICD) rather than a true allergy. ICD 
can result from many different irritants, including frequent 
hand washing and gloving as well as from chemical expo-
sure. It is likely that she is reacting to chemicals used in 
glove manufacturing processes, called accelerators, antioxi-
dants and thiurams. These ingredients may be found in all 
of  the available glove types, but some gloves are made with 
added manufacturing steps to remove (wash out) the free 
chemicals. These gloves may be more expensive, but may 
be the ticket to happiness for your customer. [FI]

EPA registered, quaternary ammonium low 
level disinfectants are considered bactericidal 

against Gram-positive bacteria, fungicidal, 
and virucidal against lipophilic viruses. 
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tech talk

W
ith all of  the concerns about ergo-
nomics in equipment, one critical area 
is often missed. While posture, reach, 
and working depths are important for 
practicing clinical dentistry, the instru-

ments used daily are as well. What makes a great hygiene in-
strument? There are many subtle details that can greatly as-
sist the operator in avoiding hand strain. 

When utilizing a hand instrument, 
a hygienist is either utilizing it as a di-
agnostic instrument (explorers, mirrors, 
and periodontal probes) or as a removal 
tool (scalers and curettes). Each have 
their own nuances and uses, and prefer-
ences may vary amongst clinicians. 

Handles
The handle of  the instrument is typi-
cally metal or resin. Resin handles are 
color coded and can help in quick 
identification in clinical procedures. 
The handle must be comfortable in 
the hand of  the operator, to minimize 
repetitive strain injury. Hollow handles 
make instruments lightweight, and heighten tactile sensi-
tivity, which is an important factor in both diagnosis and 
removal of  deposits on teeth. Handles which are larger in 
diameter are easier to hold and if  they are textured, can 
help in grip.   

Design of the instrument
Balanced instruments reduce muscle stress due to the  
fact that they evenly distribute weight in the hand of  the 

operator. As the working ends are used, a balanced instru-
ment helps finger pressure transfer to the working end, less-
ening the need to grip tightly and cause muscle fatigue faster.

Instrument tips or working ends
There are a variety of  types of  instruments, designed for 
anterior and posterior access. Typically, anterior instru-

ments are very simplified, curved for 
access or angled specifically for an-
terior teeth. Posterior instruments 
are curved, angled, and designed for 
difficult-to-reach areas. Tips of  instru-
ments will vary in length and thickness, 
which provides additional strength. 
Generally, the thicker the tip (or shank) 
is, the more the instrument can re-
move heavy calculus. Thinner tips and 
shanks are designed for fine scaling 
and root planing. There are a number 
of  choices for hygienists and selecting 
the proper instrument greatly depends 
not only on the individual, but also the 
type of  dentistry they perform on a 
regular basis.  

All of  the factors listed above are critical to assess in 
conjunction with proper posture and fulcrum position. 
Fulcrum position of  the instrument in hand can greatly 
assist in reducing muscle strain and preventing injury.  

Selection of  hygiene instruments is best done by in-
dividual. Not all hands are the same, not all cases are the 
same. It is critical to have the proper instruments to avoid 
injury to the most important tool in the dental practice – 
the clinician’s hands. [FI]

Hygiene Instrumentation
Editor’s Note: At The Dental Advisor, not a day goes by without our phone ringing from a customer asking for the “best.” As a dental 
publication that was designed after Consumer Reports, over the past 25 years we have learned one thing – the best changes from day to day. 
Providing relevant and timely information to customers is something we strive for. This series of  Tech Talks focus on educating dental sales 
professionals on the products and technology they are selling so they can in turn educate their customer.

When utilizing a 
hand instrument, 

a hygienist is 
either utilizing it 
as a diagnostic 

instrument 
(explorers, mirrors, 

and periodontal 
probes) or as 

a removal tool 
(scalers and 

curettes).
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The experience has 
been a way to bond with 
other dental reps and cli-
nicians, Evans admits. 
But, his greatest reward 
has been the gratitude ex-
pressed by those served 
by Mission of  Mercy. 
“I have never gotten so 
many thank-you’s in my 
life,” he recalls of  recent 
events. “Last year, I even 
had a young girl approach 
me to thank me. When 
you see how great the 
need is, it’s a very [fulfill-
ing] experience.”

What it’s all about
Mission of  Mercy is a na-
tional organization that 
is currently offered in 17 

states (about 26 states in 
2012). “I believe Kansas 
was one of  the first states 
to initiate this service,” 
says Evans. About 90 
dental units and chairs are 
shuttled from one state to 
the next, where services 
are provided over the 
course of  a weekend, he 
explains. Each year, the 
organization targets a 
new region in every state 
it visits in order to reach 
out to different people 
in need. Last year, it was 
held in Cedar Rapids, 
Iowa, and in November 
2011, it will be held in 
Sioux City, Iowa,” he says. 
“They try to mix it up to 
service different areas.” 

The Gratitude of  Giving
Mission of Mercy enables one rep to give back to his home state.

By Laura Thill

F
our years ago, when one of  his dental customers approached Terry Evans to help 
out with Mission of  Mercy, the Patterson Dental sales rep thought it sounded like a 
good idea. Today, he’s convinced his involvement in the organization is one of  the 
best moves he ever made. The spirit is contagious, he says of  the annual weekend 
event, which provides dental services to those in need who otherwise cannot af-

ford care. “Once I got started working with Mission of  Mercy, I really enjoyed it,” he says. “I felt 
it was a way for me to give back to the people of  Iowa.” So, together with 15 of  his colleagues 
(including sales reps, technicians, equipment reps and a branch manager) at Patterson’s Des 
Moines branch, Evans sets aside a weekend each year to help ensure that well-deserving folks can 
take advantage of  the dental products and services he has built his career around.
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In fact, Mission of  Mercy has 
held court in Iowa the last three 
years, notes Evans, thanks to the 
efforts of  Dr. Dick Hettinger, past 
president of  the Iowa Dental As-
sociation. “When Dick became 
president of  the Iowa Dental As-
sociation, he brought a group [of  
colleagues] to Nebraska to see how 
Mission of  Mercy works,” says Ev-

ans. “He was the one who moved 
this project forward.” Three years 
ago, the Iowa Mission of  Mercy ser-
viced 1,254 patients, according to 
Evans. Each year, that number has 
grown, as has the pool of  volunteers. To date, “we have 
had about 4,300 volunteers see about 4,300 patients,” he 
says. Furthermore, these volunteers have provided about 
$2.4 million of  dentistry services in six days (a weekend 
event each year), he adds.

As more and more communities learn about Mission 
of  Mercy, more areas of  the state request a visit from 
the organization, he continues. “Local people of  the 
community put in a request to Mission of  Mercy,” he ex-
plains. The community must have a facility large enough 

to accommodate all of  the dental equipment, volunteers 
and patients, he adds. It also must have appropriate hotel 
accommodations, he adds, noting that volunteers pay for 
their own rooms.

When Mission of  Mercy is due to arrive, Evans and 
his volunteer colleagues are responsible for coordinating 
supplies. “We approach manufacturers to see what supplies 
they have to donate,” he says. “This has grown every year, 
and last year we worked with seven manufacturers. Our 
equipment rep draws up the design for placing equipment 

When Mission 
of Mercy is 

due to arrive, 
Evans and 

his volunteer 
colleagues are 
responsible for 
coordinating 

supplies.
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throughout the room for the event.” Indeed, most supplies 
and equipment are donated, and money is raised through 
fundraising, he points out. Sometimes, vendors offer low-
cost packages, enabling Mission of  Mercy to acquire new 
equipment, he adds. 

Lining up for service
In spite of  the camaraderie that develops at each event, it’s 
pretty much all about business, says Evans. The volunteers 
begin their setup Thursday morning to prepare for an in-
flux of  patients the next two days. Also on Thursday, pa-
tients begin to line up for service the following day. “This 
last year, patients started lining up on Thursday at noon to 

get into the clinic Friday morning,” he says. “Many people 
wait in line all night in order to get in and be seen. In fact, 
the first year, someone left a note at the front desk saying 
she came for dental care but couldn’t afford to stay at a 
motel. She and her family hid in the auditorium and slept 
there. She wanted to assure us they didn’t bother anything 
and she let us know they were grateful for the dental care 
they received.”

By 5:30 a.m. Friday morning, the volunteers are in 
their assigned places. “The dentists, assistants and hygien-
ists find their areas,” says Evans. “I help get the supplies 
organized and ready.” And, no matter how busy it is during 
the day, no one is adverse to hopping in the car and driving 
a couple of  hours each way to retrieve extra supplies, he 

says. “In the past, when we have run out of  a supply, we’ve 
had a manufacturer rep leave the event, drive two hours to 
pick up a supply of  burs, and then drive two hours back to 
the event,” he recalls. “We’ve even had manufacturer reps 
drive all the way back to their homes for supplies when 
their warehouse has been closed. The first year, it was all 
very new and we were much less organized, and we had to 
put out a call to Patterson’s warehouse and have someone 
send additional supplies.”

In spite of  the hard work and long hours, the two-
day event offers volunteers an opportunity to bond with 
their colleagues and make a difference in others’ lives, 
he continues. “The first year we had Mission of  Mercy 

in Waterloo, Iowa, a state legislator came to see what it 
is all about. She has since returned the next two years to 
volunteer. You can’t help but want to return the next year 
to help out,” he says.

His volunteer work for Mission of  Mercy is not a 
far leap from his responsibilities as a sales rep, says Ev-
ans. Whether he’s helping care for patients through Mis-
sion of  Mercy, or he’s servicing his dental customers, 
Evans must listen to, and understand, others’ needs, he 
points out. “Most of  the dentists I call on I’ve known 
for 26 or 27 years,” he says. “They’re like family. I look 
out for them and take care of  their needs. That’s exactly 
what we do for patients when we volunteer at Mission 
of  Mercy.” [FI]

“ The dentists, 
assistants and 
hygienists find 
their areas. I help 
get the supplies 
organized  
and ready.”

– Terry Evans
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Henry Schein new appointees 

Warren Hayes  - Field sales consultant. Hayes will 
represent Henry Schein Dental at its 
center in Halifax and St. John’s, in Canada. 
He has eight years of  sales experience 
in the dental industry.  Hayes previously 

worked five years with Henry Schein Dental.

Donna Augustin - Field sales consultant. Augustin will 
represent Henry Schein Dental at its center 
in Long Island, NY. She was previously 
employed in advertising web sales and as a 
marketing consultant. Augustin received her 

B.A. in Film and Communications from Guildhall Univer-
sity in London, England.

Burkhart Dental wins 2010 Small Business of 
the Year International Service Excellence Award
Tacoma, Wash.-based Burkhart Dental Supply has received 
the 2010 Small Business of  the Year International Service 
Excellence Award from the Customer Service Institute 
of  America. The Customer Service Institute of  America 
(CSIA) is the body delegated by the International Council 
of  Customer Service Organizations (ICCSO) to manage 
the 2010 International Service Excellence Awards. These 
awards are the world’s peak customer service awards with 
leading customer service organizations and individuals 
around the globe being nominated to recognize their com-
mitment to customer service excellence. The nomination 
required a submission detailing Burkhart’s background, 
business philosophy, leadership style, customer service 
commitment, and customer satisfaction among other 
things. “This recognition is a real tribute to all of  the peo-
ple of  Burkhart that work so hard every day to take care of  
our clients,” said Burkhart President Lori Isbell. “I think 
that it is this focus on delivering a great client experience 
that has been the key to our success. We are honored to 
have been selected for this prestigious award.”

Midwest Dental names new director of sales
Wichita Falls, Texas-based Midwest Dental Equipment 
& Supply announced that Bobby McClanahan has been 
promoted to Director of  Sales. Previously serving as 
the company’s Merchandise Sales Manager, McClana-
han’s new role will place him as head of  all sales depart-
ments, including merchandise, equipment and IT Direc-
tion. McClanahan began his dental career in 1997 with 
Midwest Dental as an Outside Sales Representative. In 
2004, he was promoted to Branch Manager and Equip-
ment Specialist for the Dallas/Ft. Worth branch, and in 

2008, McClanahan was promoted to Merchandise Sales 
Manager for the entire company. He is a 1989 graduate 
of  Midwestern State University, and holds a degree in 
business. He and his wife, Kelly, have two children and 
currently live in Mansfield, Texas.

Crosstex acquires sterilization  
monitoring business of ConFirm 
Hauppauge, N.Y.-based Crosstex International, a subsid-
iary of  Cantel Medical Corp (Little Falls, N.J.), purchased 
the sterilization monitoring business of  ConFirm Monitor-
ing Systems Inc (Englewood, Colo.). Crosstex, a provider 
of  infection prevention and control products, specializes 
in sterilization pouches in the dental market. Crosstex’s 
flagship Sure-Check® sterilization pouches are the first of  
their kind to have patent-pending Class 4 internal/external 
multi-variable indicators that validate all three criteria for 
instrument sterilization (time, temperature and steam), as 
per ISO standards and CDC guidelines. For more than 10 
years, ConFirm has been a provider of  biological monitor-
ing services for sterilization equipment in North America, 
conducting over 2 million tests annually. The company 
offers both a mail-in service and in-office spore test kits 
for healthcare professionals to verify the performance of  
their sterilizers in accordance with industry guidelines for 
daily or weekly testing. “This represents a marriage of  
two best-of-breed technologies and two market leaders,” 
said Andrew Whitehead, Crosstex Senior Vice President 
of  Sales and Marketing. “Sure-Check pouches provide the 
most advanced chemical monitoring to confirm each ster-
ilization cycle. When combined with ConFirm’s biologi-
cal monitoring for daily or weekly testing of  the sterilizer, 
healthcare professionals will have the ultimate in steriliza-
tion assurance for their practice.”
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Thomas Ryan Boran - Field sales consultant. Boran 
will represent Henry Schein Dental at its 
center in Houston, TX. He was previously 
employed as a management consultant for 
four years. Boran received his B.B.A. in 

Business Administration from the University of  Houston.

John Decker - Field sales consultant. Decker will 
represent Henry Schein Dental at its center 
in San Antonio, TX. He was previously in 
business sales and management for eight 
years. Decker received his B.S. in Political 

Science from Texas A&M University.

Mason Webb - Field sales consultant. Webb will rep-
resent Henry Schein Dental at its center in 
Cincinnati, OH. He was previously in sales. 
Webb received his B.A. in University Stud-
ies from Morehead State University.

Lauren Alfreno RDH, MHHS - Field sales consultant. 
Alfreno will represent Henry Schein Dental 
at its center in Chicago, IL. She has four 
years of  experience in the dental industry.  
Alfreno received her R.D.H. and M.H.H.S. 

from Youngstown State University.

Kevin Coffman - Field sales consultant. Coffman will 
represent Henry Schein Dental at its center 
in Albuquerque, NM. He was previously 
employed as an Account Executive for 
more than four years. Coffman received his 

B.S. in Marketing from Metropolitan State College and his 
M.B.A. from Regis University.

Clinton Comley - Field sales consultant. Comley 
will represent Henry Schein Dental at its 
center in Lexington, KY. He was previously 
employed in sales for four years. Comley 
received his B.A. in History from the Uni-

versity of  Kentucky.

Michèle Sèguin - Field sales consultant. Sèguin will rep-
resent Henry Schein Dental at its center in 
Montrèal, Canada. She was previously em-
ployed in sales for five years. Sèguin received 
her B.S. from the Universitè de Montrèal.

Amy Esposito - Field sales consultant. Esposito will repre-
sent Henry Schein Dental at its center in Boise, 
ID. She was previously employed in sales for 
12 years. Esposito received her B.A. in Com-
munication Studies from Marquette University.

Erica Picard - Field sales consultant. Picard will represent 
Henry Schein Dental at its center in Mon-
trèal, Canada. She was previously employed 
in sales for two years. Picard received her B.A. 
in Fashion Marketing from LaSalle College.

Gabor Varkonyi - Field sales consultant. Varkonyi will repre-
sent Henry Schein Dental at its center in India-
napolis, IN. He was previously employed as an 
account executive for two years. Varkonyi received 
his B.S. in Marketing from Butler University.

Sandy Vestal - Field sales consultant. Vestal will rep-
resent Henry Schein Dental at its center 
in Kansas City, KS. She has eight years of  
experience in the dental industry and was 
voted one of  the top two dental assistants 

in Laclede County. Vestal received her B.S. in Business 
Administration from Drury University.

Megan Haught - Field sales consultant. Haught will 
represent Henry Schein Dental at its center in 
Pittsburgh, PA. She was previously employed 
in sales for six years. Haught received her B.S. 
in Social Work from West Virginia University.

Grant Todd - Field sales consultant. Todd will represent Henry 
Schein Dental at its center in San Antonio, TX. 
He was previously employed as a fraud analyst 
for three years. Todd received his B.S. in Commu-
nication from Brigham Young University.
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Mark Dieter - Field sales consultant. Dieter will repre-
sent Henry Schein Dental at its center in 
Kansas City, KS. He was previously a busi-
ness owner for eight years. Dieter received 
his B.S. in Marketing from Kansas State 

University.

Paige Ogrodnick - Field sales consultant and Equip-
ment sales specialist. Ogrodnick will 
represent Henry Schein Dental at its center 
in Ottawa, Ontario. She was previously em-
ployed in sales for over two years. Ogrod-

nick received her B.S. in Commerce from the University 
of  Ottawa.

Craig S. Guillen - Field sales consultant. Guillen will 
represent Henry Schein Dental at its center 
in San Antonio, TX. He was previously 
employed as a mortgage counselor for 
five years. Guillen received his B.B.A. in 

Marketing from St. Mary’s University and his M.B.A. in 
Management from Our Lady of  the Lake University.

Tim Murphy - Digital technology specialist. Murphy 
will represent Henry Schein Dental at its 
center in Detroit, MI. He has eight years 
of  sales experience in the dental industry. 
Murphy received his B.A. in Business Man-

agement from Colorado Technical University.

Bradley Corder - Digital technology specialist. Corder 
will represent Henry Schein Dental at its 
center in St. Louis, MO. He has 11 years of  
experience in the dental industry. Corder 
attended Eastern Illinois University.

Matt Klein - Digital technology specialist. Klein will 
represent Henry Schein Dental at its center 
in Philadelphia, PA. He was previously 
employed in management for over three 
years. Klein received his B.S. in Business 

Administration from Elon University.

Steve Dutson - Regional manager. Dutson will rep-
resent Henry Schein Dental at its center 
in Las Vegas, NV. He has four years of  
experience in the dental industry. Dutson 
received his B.A. from the University of  

Utah and his M.B.A. from Thunderbird Graduate School.

Amy Dailey - Field sales consultant. Dailey will rep-
resent Henry Schein Dental at its center 
in Grand Rapids, MI. She has 21 years of  
sales experience in the dental industry. Dai-
ley received her B.S. in Sales and Marketing 

from Ferris State University.

Jaime Smith - Equipment sales specialist. Smith will rep-
resent Henry Schein Dental at its center in 
Minnesota. He has 12 years of  experience in 
the dental industry. Smith received his B.A. 
in Biology from St. John’s University.

Chris Cox - Laser specialist. Cox will represent Henry 
Schein Dental at its center in Roswell, GA. 
He has seven years of  experience in the 
dental industry. Cox attended Clayton  
State College.

Ben Moore - Equipment sales specialist. Moore will 
represent Henry Schein Dental at its center 
in Kansas City, KS. He has two and a half  
years of  experience in the dental industry. 
Moore received his B.S. in Marketing from 

Missouri State.

John Pacelli - Equipment sales specialist. Pacelli will 
represent Henry Schein Dental at its center 
in Sacramento, CA. He has 38 years of  sales 
experience in the dental industry. Pacelli at-
tended Chaffey Community College. 

Stephanie Meagher - Equipment sales specialist. Smith 
will represent Henry Schein Dental at its cen-
ter in Austin, TX. She has two years of  sales 
experience. Meagher received her Professional 
Sales Degree from Kennesaw State University.
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news

Patterson Dental sales graduates
The following Patterson dental reps met the sales training requirements at the  

Patterson Companies corporate office in St. Paul, Minn. 

Franki Manente Mete OlgacBen Madarang Anne MaggertJesse Kosnitzky

Brian Hultgren Scott JacobsonJim Grumbine Kevin HineyBrandon Goodwin

Melissa Gabriele Ed GlasspoolMatt Erfourth Brent FlemingJason Deansaris

David Cohen Rodrigo D’AvilaTory Bosworth Tommy CochranMark Bonavita

David Barry Palmer BlairKyle Armour Victor BarrErica Alunni
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news

products

Sultan Healthcare introduced PUREVAC SC, a new for-
mula that offers all the cleaning power of  PUREVAC, but 
is designed specifically for evacuation systems with amal-
gam separators. Although the product was just introduced, 
it is the only recommended cleaner by SolmeteX®—the 
leading manufacturer of  amalgam separators in the Unit-
ed States and Canada. PUREVAC SC’s pH complies with 
EPA and SolmeteX’s specs and features non-foaming 
cleaning action that’s compatible with all amalgam separa-
tors. Biodegradable, safe and easy to use, PUREVAC SC 
has a pleasant citrus scent to keep systems smelling fresh. 
The product is a concentrate, so one, two-liter bottle yields 
as many as 67 treatments; the five-liter bottle, 169. PURE-
VAC SC is available exclusively through dental dealers. 
www.sultanhc.com

Sultan Healthcare introduces PUREVAC® evacuation cleaner

Timothy SullivanKerry Simm Richard SpilkaBryan Sholtess

Summit ShahJohn Pannucci Brooke PorrettiJim Overbay

Matthew Thoreson Daphne Whitson-O’Neal Randy Yoda

Patterson Dental sales graduates continued
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DTA column By Gary W. Price, CEO, of Dental Trade Alliance

W
e are now a global market for all dental 
products, equipment and technologies. 
You heard it here first. I’m kidding, but it’s 
true that dental companies are looking at 

more opportunities around the globe. 
Our industry has just completed another successful 

IDS Meeting in Cologne, Germany. The 2011 IDS Meet-
ing attracted representatives from more than 100 countries 
to the Koelnmesse Convention Center for five days of  
meetings and exhibitions. More than seven halls were filled 
with manufacturers from Australia, Brazil, China, France, 
Great Britain, Germany, Italy, Israel, Japan, Russia, South 
Korea and of  course the United States.  

When seeing the level of  interest and 
exchanges between manufacturers and 
distributors from these diverse cultures, 
you can better understand the kind of  
global marketplace our oral care industry 
now participates in. While U.S. companies 
are looking to sell their products through-
out the world, it is equally astounding how 
many companies are hoping to sell their 
products in the United States. One of  
the fastest growing areas of  business development at DTA 
revolves around import and export activities. The DTA Ex-
port Committee has watched the level of  interest in world-
wide dental product opportunities spike in the past four years. 
Member companies are inquiring about growing markets in 
Brazil, Russia, China and India. More international dental 
meetings are contacting DTA about bringing manufacturers 
to their dental meetings to meet distributors that service their 
local dentists. DTA is planning to have DTA/US pavilions 
in a number of  these developing markets – starting in the 
fall of  2011 and beyond. DTA is offering turnkey pavilions 
at the FDI/AMIC Meeting in Mexico City, the Dental Expo 
in Moscow and the ChinaDent Meeting in Shanghai, China.

If  you have never attended the IDS Meeting, I encour-
age you to travel to Cologne for the next IDS Meeting in 

2013. At IDS, you will see why 100,000 attendees descend 
on Cologne and meet at the crossroads of  our industry, 
looking for new business relationships and to sell or dis-
tribute new products. The opportunity and excitement of  
IDS is unlike any dental meeting or exhibition we offer 
here in the United States.

DTA is doing its part to make IDS an important des-
tination for our members. In 2011, DTA sold exhibit space 
to more than 130 companies in Hall 4.2 at Cologne’s Koel-
nmesse Center. DTA provided turnkey exhibit space for ex-
hibitors that included decorated booths, interpreters, private 
meeting spaces, food, beverages, Internet service and more. 

Additionally, each evening at the close of  
the exhibition, DTA hosted special events 
where we profiled emerging dental mar-
kets and exhibition opportunities in Mex-
ico, Russia and China. At these receptions,  
DTA invited meeting organizers and dig-
nitaries from each country to highlight 
the benefits of  exhibiting at these inter-
national venues. This represented a great 
opportunity for our manufacturers to de-
velop sales in new markets.

Looking ahead, in 2013, DTA plans to sell more 
space, provide additional amenities and brand Hall 4.2 at 
the IDS Meeting as the American pavilion destination for 
international distributors and buyers from foreign health 
ministries. If  you have an interest in growing your business 
through exports, please contact DTA. We would like to 
tell you more about all the international activities DTA has 
developed for our members. DTA is also committed to 
help streamline the regulatory processes to make it easier 
to export dental products and sell in various international 
markets. DTA is committed to help you grow your busi-
ness. We encourage your company to get involved with our 
export committee, participate in future DTA exhibitions 
and DTA will keep members informed about additional 
international initiatives. [FI]

The Crossroads of   
Our Dental Industry



A recent published study found that a tighter-� tting 
face mask may provide up to 100-fold greater 
reduction in exposure to potentially infectious 
particles than a loose-fitting mask!*  The patent-
pending design of SecureFit masks creates a tight, 
customized � t for enhanced infection control. Help 
your customers reduce the risk with SecureFit – 
the next generation of Crosstex face protection!

Introducing SecureFit™ masks – 
custom fit for better protection! 

Face Masks
• Conform to any size or 
 shape face.

• Form a tight seal with 
aluminum nose and 
chin pieces that 

 significantly reduce 
 gapping at the top, sides 
 and bottom of the mask.

• Available in all 3 ASTM 
 performance (� uid 
 resistance) classi� cations: 
 Low, Moderate and High.

Surface Disinfectants Patient’s Choice®
Personal Barriers

Sterilization Environmental  Barriers

888-276-7783  •  crosstex.com

0 / 100 / 63 / 29    PMS 201C 40% BLACK

Do your customers’ masks have
gaps in their defenses?

Samples available at crosstex.com
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W e  a r e  p e o p l e  p r o t e c t i o n.®

MINIMIZE Allergic Risk.
SemperSure™ is our newest line of accelerator-free nitrile examination gloves crafted 
specifically for those with hypersensitive risks to both immediate (Type I) and delayed 
(Type IV) allergic reactions. Carrying the FDA claim for Low Dermatitis Potential, its powder-
free formulation also eliminates powder-related complications. SemperSure™ is the one 
accelerator-free glove to meet the diverse user population in your customer’s environment. 
One glove, no allergic risk. 

And since we set the bar on quality standards that well surpass ASTM standards for both 
consistency and performance, you can feel absolutely confident that every box of SemperSure™ 
you provide your customers will minimize risk and work as advertised, every time.

 Follow us on Twitter   SempermedUSA.com/Blog   Connect on LinkedIn 

13900 49th Street North • Clearwater, Florida 33762    Phone: 800.366.9545 / 727.787.7250    Fax: 800.763.5491

For your free box of SemperSure™ gloves,
email us at DentalGloves@SempermedUSA.com or call 800.749.3650.

For more information visit SempermedUSA.com/FirstImpressions


