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publisher’s letter

O
Brian Taylor

One of  the most important aspects of  an industry and its evolution is how it adapts to change 
and, over the course of  time, how it morphs into a more relevant entity. In this issue, several 
articles demonstrate the changes taking place in the dental world. It is exciting to see how or-
ganizations and individuals react to change. Interestingly, it seems that the “first responders” 
are individuals within organizations who then ultimately drive change within their companies. 

From speaking with many in the industry, trade shows remain a hot topic, particularly 
in tight economic times. And while much has been written and said on the subject, it ap-
pears that some are getting out in front of  it with innovative ideas and experiments that will 
be tried in the not-too-distant future. Times change and as a result some of  the old ways 
of  reaching the marketplace do as well. Check out “Will the Show Go On?” on page 38 as 
many in the industry weigh in with their thoughts and suggestions. 

First Responders

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

I was intrigued as well by the story on Social Media 
being used by reps to enhance their communications with 
customers. A number of  top reps and companies are using 
Facebook and Twitter to grow their businesses, while at the 
same time increasing their footprint with customers of  all 
types. We have all witnessed technology game changers – e-
mail being the most recent. I recall when fax machines were 
all the rage, and it was cutting edge to have your fax number 
on your business card. When was the last time you used a 
fax machine that wasn’t loaded on your computer? E-mail 
is still a business necessity. However, lately it has become 
an annoyance for some as we are inundated with spam and 
junk mail that does nothing more than slow you down. So-
cial media for now seems different in that those who use it 
do so voluntarily – it’s not a requirement. They choose to 
interact with their own community willingly. That makes a 
big difference. “The Social Network,” on page 30, explores 
a number of  options and folks who seem really on top of  
the latest way to gain an edge in the market place. 

“You vs. Direct Sellers,” on page 20, is a classic “value 
of  distribution” story.  Too often the value that you as a dis-
tributor rep bring to your accounts is overlooked or taken 

for granted by the dentist. Too often they forget the favors 
done, but more importantly they may undervalue the broad-
er understanding of  the business that you as a distributor 
bring to the table. While a direct-selling manufacturer may 
provide adequate product knowledge, they often lack the 
context of  their product within the scope of  the practice. 
It’s certainly not out of  line to also remind the customer 
about the service you provide – perhaps even on prod-
ucts purchased elsewhere. From a consultative view, who 
is better equipped than you to share best practices or new 
technologies that you have seen or learned about from your 
other accounts? All these things and more are added value 
that you provide. It sure makes sense to remind your cus-
tomers (in a nice way) of  all that you do for them. It subtly 
reinforces their decision not to buy that “special” from the 
direct selling company. 

Best of  luck and good selling!



For more solutions from Georgia-Pacific Professional, contact your 
representative at 1-866-HELLO GP (435-5647) or visit www.gppro.com

SofPull® Automated 
Towel Dispenser

enMotion® Automated 
Soap/Sanitizer Dispenser

Compact® Double Roll 
Tissue Dispenser

enMotion® dispensers are offered via a lease agreement through an authorized distributor. 
SofPull® dispensers will not function properly without the use of correct SofPull® towels. 

©2011 Georgia-Pacific Consumer Products LP. All rights reserved. All logos and trademarks are owned by or licensed to Georgia-Pacific Consumer Products LP.

With GP Dispenser Solutions, you and your
customer have the tools to help increase returns. 
 When you think dental office housekeeping solutions, think Georgia-Pacific 
Professional. Our products are a leader in innovation, cost-in-use and hygiene 
just to name a few. And best of all, by selling our dispenser products you’re 
laying the groundwork for continued sales far into the future. 
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distributor profile

The Art of  Relationships
For one distributor, great relationships – both within and outside of the company – 
have accounted for its success.

T
he four dental products sales colleagues shared 
two things in common: They enjoyed their pro-
fession and they enjoyed working with one an-
other. So it made sense that when their boss an-

nounced his retirement in 1987, the co-workers teamed up 
to acquire Burbank, Calif.-based Valley Dental Supply Inc. 
“Having been career dental sales associates, this move felt 
like a good fit for us,” says co-owner Dave Dhuet. That the 
four of  them – Dhuet, Doug Barton, John Cook and Tim 
Easton – were friends as well as associates made it a “par-
ticularly positive choice,” he adds. 

Valley Dental Supply got its start in 1927, when M.A. 
“Mike” Herman opened his sole proprietorship in Los 
Angeles. In 1933, he was joined by R.L. “Bob” Slater, who 
became a partner in 1945. Three years later, the company 
moved to North Hollywood, where the owners began to 
grow the business and add more salespeople. After Her-
man’s death in 1972, Slater became full owner and soon 

afterward moved the distributorship to Burbank.
Since Dhuet, Barton, Cook and Easton acquired Val-

ley Dental Supply, their collective expertise in dental sales 
has been huge in propelling the company through nearly 
a quarter of  a century and an economy sluggish enough 
to hold back more than one distributor. Dhuet and Cook 
have been with Valley Dental Supply for over 30 years; 
Barton’s early work experience includes stints with Codes-
co, S.S. White and Healthco; and Easton hails from Patter-
son and Shaw Dental. They have added several company 
branches in Phoenix, Ariz. (1995), Orange County, Calif. 

(1997) and San Diego, Calif. (2005). Last year, they re-
located to a larger facility in Burbank. What started out 
as a one-man sales operation in 1927 has grown into a 
19-person distributorship, including full- and part-time 
salespeople says Dhuet.

But, just as telling is the fact that the foursome has 
brought an 84-year-old business from one century to the 
next, without losing sight of  the one thing that, in their opin-
ion, counts most: relationships. “Although we current own-
ers of  Valley Dental Supply never met the original owner, I 
would expect the company mission has remained somewhat 
the same over the years: to provide a very personalized ser-
vice to the dental community, especially to the single-office 
environment,” says Dhuet. “We have consciously made our 
relationship with our clients the top priority.”

Value-added service
A lot has changed in the 24 years that Dhuet and his 
partners have assumed their responsibilities as business 

owners. Perhaps the biggest change has been in the way 
dentists work with their sales reps, he notes. “I believe that 
dental customers have a lot of  new buying opportunities 
that didn’t exist 15 years ago,” he explains. “There used to 
be two choices for making purchases: working through a 
catalog or a local salesperson. The Internet has opened up 
a whole new world for dental customers.

Valley Dental Supply has been in business since 1927.
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“The younger dentists are used to making online pur-
chases in other areas of  their life, so they aren’t intimidated 
by these choices,” he continues. “For those of  us who have 
been in the dental business for so many years, [Internet 
sales are almost like] another form of  catalog buying, and 
the same challenges exist. We need to be able to show our 
customers that working directly through us provides both 
economical and service value.

“Our success depends largely on our relationships with 
our clients,” Dhuet says. Yes, competitive pricing counts 
for the customer, as does simplifying the sales process and 
ensuring personal service, he points out. “Our telephones 
are answered directly by people, and our customers have 
names – not numbers.” 

In addition, Valley Dental Supply has hired and trained 
more sales associates to make face-to-face calls 
on their customers. “We have been careful not to 
sell into areas that we cannot directly support with 
one- or two-day delivery from our location in Bur-
bank,” he notes. “As a result, most of  our sales 
are close to home.”  When they do work “outside 
of  their backyard,” as Dhuet puts it, they employ 
sales reps with a strong background in equipment 
sales and service, he says. “We rely a great deal on 
our vendors to educate our sales reps on product 
knowledge through in-house sales meetings and 
co-travel. We have also fostered a particular corpo-
rate culture that communicates our values of  cus-
tomer service through friendliness, intense focus 
on our customers’ concerns and rapid solutions.”

In spite of  its accomplishments, like many small busi-
nesses, Valley Dental Supply has faced its share of  challeng-
es. “As an independent distributer, it is difficult to support 
every vendor and to meet all the expectations and require-
ments that they have,” says Dhuet. “We especially appreciate 
those vendors who understand the difference between us 
and a large chain environment. We must be careful which 
products we keep on the shelves, as well as the quantities. 
Not every new product will become established, and they 
may supersede current inventory, leaving us with harder-to-
move stock. Expiration dates are critical for us to watch.

“We have addressed some of  these issues by maintain-
ing the best possible relationships with our vendor reps, 
encouraging them to spend time in our shelves with ‘their’ 

inventory,” he continues. “We have also found a great ben-
efit in being a part of  the American Dental Cooperative 
family. This has given us expanded access to products and 
a private branding recognition through the Quala line.”

In hindsight, Dhuet and his partners might have em-
ployed a different marketing strategy in their early days as 
entrepreneurs. “If  we could ‘Monday morning quarter-
back,’ there would be a lot we might have done differently,” 
he explains. “We could have spent more time at targeted 
marketing for individual products, focusing on current and 
future trends in the marketplace. We could have narrowed 
down our product offerings in particular categories (not 
trying to be all things for all people). And we could have 
spent more time and money on marketing strategies. Early 
on, we might have paid better attention to credit check-

ing and tightened up our accounts receivable.” That said, 
the company looks forward to “expanding into the differ-
ent ethnic communities that Southern California is known 
for,” he adds. “I also see a move toward a greater online 
presence. Currently, we have a website, but we’d also like to 
incorporate a couple of  the social networking sites.”

Growing a business has been a fulfilling – and fruitful 
– experience for Dhuet, Barton, Cook and Easton. But, in 
part, that’s due to prudent planning and foresight. For startup 
owners, he has this to say: “I would consider it carefully, do 
good research, and have experienced people advising you. As 
with any start-up business, I would also advise having solid 
financial backing. Most small businesses that fail do so by be-
ing under-capitalized and overly optimistic. There is a learning 
curve both on the dental side and the business side.” 

Valley Dental Supply staff.
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Time Out
G

ood things can happen 
when buyers and sellers get 
together to talk about their 
goals and expectations, and 

raise the questions they don’t have time 
to ask during the day-to-day rush. Benco 
Dental’s recent national sales meeting in 
Las Vegas is a case in point.

During a panel discussion featuring 
three dentists, Benco reps learned what the 
word “relationship” means to some of their 
dental customers. Meanwhile, the dentists 
learned some things about reps as well.

The meeting attracted close 
to 800 associates and vendors. Its 
theme was family. “Even though 
we’re growing extremely rapidly, we 
wanted to drive home the point that 
Benco is family-owned and -operat-
ed, and that carries through in every-
thing we do,” says Kate McDermott, 
marketing communications special-
ist. The family theme was reinforced 
by speaker Barry Williams, the actor 
who played Greg Brady in The Brady 
Bunch TV show.

Dentists, reps 
learn about 
each other 
at Benco’s 

national sales 
meeting

Customer Panel (from left to right): Sam Strain from Dental Divas, Dr. Nikki Jones, Dr. Jen-Fan Weng, Dr. Marie 
Fluent, and Greg Tice from Seattle Study Club
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At the meeting, the Carolinas were named Benco’s Re-
gion of  the Year. Meanwhile, Benco discussed its prepara-
tions to open its fifth distribution center, in Reno, Nev., this 
summer. The location was chosen to give the company bet-
ter access to West Coast customers, says McDermott. “It 
will position Benco as a full-service distributor with a na-
tionwide footprint.”

Trust
Relationships with trusted sales reps are of  the utmost 
importance to dentists, said Marie Fluent, DDS, Ypsilanti, 
Mich. “The rep can be a friend, advocate and a valuable 
member of  the dental team,” she said. Fluent was joined 
on the customer panel by Nikki Jones, DDS, Concord, 

N.C.; and Samantha Strain, founder of  Dental Divas, a 
Charlotte, N.C.-based social and business services network 
for women in dentistry. The panel was moderated by Greg 
Tice, national director, Seattle Study Club.

Reps should make an effort not only to get to know 
the practices on which they call (e.g., do they focus on 
cosmetics? Implants? Something else?), but the people in 
them, said Jones. Trust is a vital component. “The more I 
get to know you, the more I trust the opinions you bring 
to me about new and different things and products,” she 
told the reps. “There may be things from your continuing 
education you want to bring to my attention.” With trust 
comes openness, followed by more trust. “I am more open 
to reps if  I know and trust them,” she said. “And the more 
I trust you, the more I value your opinion.”

“As reps, we focus so much on ROI, when we should be 
focusing on what is now being coined as ‘ROR,’ or ‘return on 
relationships,’” said Strain. She should know, having served 

as a rep with Patterson and Burkhart for eight years prior to 
starting Dental Divas. That’s particularly true when dealing 
with female dentists and office staff, said Strain. “It’s more of  
a relationship-type environment you’re working in.”

Reps need to develop collaborative skills to create pro-
grams of  mutual benefit with the dentist, said Strain. That 
calls for focusing on products or projects that are important 
to the doctor, even though they may be far from the top of  
the sales rep’s agenda. Developing relationships and loyalty 
also calls for the rep to “open yourself  to being commu-
nicated with,” she said. Throwing in some fun and energy 
always helps. 

And it’s essential to avoid stereotypes. Granted, male 
and female dentists may occasionally have different product 

needs, such as different-sized handpieces, said Tice. “But 
you really need to sell [to dentists] as individuals, and not 
as a gender, or as any ‘typical clinician,’” he said. “Everyone 
has ways they like to do things and how they like to be ap-
proached. But I did get a sense from the discussion that it 
all comes back to relationships. Everybody has a product at 
this price or that. But if  you can add value, put the clinician 
first, understand their needs; and if  the clinician feels you 
have their long-term interests in mind, then you have the 
business locked up.”

As with any relationship, there must be some ground 
rules, according to the panel members. “One thing I 
heard from the sales reps was that it is challenging for 
them to figure out when a good time to drop in is,” said 
Jones. “I would recommend giving the doctor a heads-
up” before making a call. “Sometimes, a rep will drop in 
and have a manufacturer with him, and I’m in the middle 
of  a large procedure, not aware that they were coming.  

“Everybody has a product at this price or that. 
But if you can add value, put the clinician first, 

understand their needs; and if the clinician feels 
you have their long-term interests in mind, then 

you have the business locked up.”
– Greg Tice, national director, Seattle Study Club
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I don’t want to be rude, but at the same time, I don’t want 
to leave the patient in the chair,” she says. The solution? 
Call ahead or look for times – such as those set aside for 
emergencies – in which there might be an opening in the 
doctor’s schedule.

Rep as business advisor
Dentists look to their reps not only for new products 
and equipment, but for help in running their businesses,  

according to the panel members. That’s especially impor-
tant when the economy is suffering, as it is today.

Some dentists appreciate reps who review the dentist’s 
budget and spending patterns, and make recommenda-
tions accordingly. That might call for the rep to suggest 
that the practice pull back on spending, at least temporar-
ily, said Tice. “For a sales rep, that’s hard to do, but you’re 
demonstrating that you’re putting the clinician first.”

“We’re in a time of  recession, and it affects every-
thing,” added Jones. Doctors may want to postpone buy-
ing big-ticket items, and their supply orders may be smaller 
than what they had historically been. “But it’s a key op-
portunity for the rep to come in and do some things,” she 
said. “I would be willing to say [to my rep], ‘This is my 

production, here are my collections; based on this, where 
are my supplies supposed to be? Where do I stand now?’” 
she said. “If  we’re both on track, it’s a win/win.”

Reps can also assist the dentist with inventory control, 
she said. For example, her Benco rep organized her supply 
shelves and helped implement the company’s “Painless” 
ordering technology, which allows the staff  to scan items 
needing to be replenished and automatically add them to 
a shopping cart.

Added Fluent, “We rely on 
reps to help keep us up-to-date on 
products, supplies and materials; 
keep abreast of  current technolo-
gy; and provide education to us and 
our staffs. It is very difficult to ac-
complish all of  these things alone, 
while running a dental practice and 
maintaining a personal life.

“Controlling overhead and bud-
geting are some of  the main con-
cerns of  dentists today,” she added. 
“Many dentists rely on their reps to 
help keep them on track and look 
out for the best interest of  the prac-
tice.” Reps can be valuable in help-
ing the dentist plan for today while 
preparing for the future, she said. 
“If  we’re working together, long-
term office goals can be achieved.”

Respect for all
Reps should always remember to treat everyone in the 
practice – including those who are not empowered to 
make purchasing decisions – with respect, said the panel 
members. It’s not only polite, but it’s good business.

For example, Fluent – a former dental assistant her-
self  – pointed out that her dental assistants are extremely 
influential in keeping her up to speed on products and 
technologies brought to their attention by sales reps. “We 
really do listen to them,” she said. Reps should keep that 
in mind.

“I’ve been on both sides of  the coin,” added Jones, 
referring to her experience as both an associate and an 
owner. Reps make a mistake by ignoring associates, even 

Larry Cohen, Benco Dental Chairman and Customer Advocate, congratulating the 
winner of the vendor booth decorating contest, Midmark Corporation. Representing 
Midmark is Jim Aycock and Matt Buettner
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those who have little buying authority. The reason? Associ-
ates become practice owners, and their memories may be 
long. They may have a hard time forgetting sales reps who 
failed to take them seriously in the past.

Lightbulb moments
Customer forums often open the eyes of  both sides to the 
true intentions of  the other. The Benco panel – in fact, the 
entire meeting – was no exception. Sitting in on some of  
the reps’ classes was a learning ex-
perience for them, observed Tice. 
“They loved learning what their 
reps are learning,” he said.

Fluent said she had a “light-
bulb moment” listening to the 
questions that reps raised during 
the customer panel. “These reps 
feel a sense of  responsibility to us, 
they value their relationships with 
us, and they hold a desire to help 
us grow our practices,” she said. 
“They view themselves as – and 
they are – much more than ‘sales-
people’ trying to sell us products.” 
Dentists sometimes miss this as-
pect of  the relationship during the 
brief  encounters that characterize 
most sales calls.

Jones said she appreciated see-
ing first-hand the effort that the 
Benco reps make to learn about 
the products they bring to their dental practices. “It was 
very refreshing to know they’re studying about the prod-
ucts – what they do and how they benefit me – before they 
present them to my office,” she said. “And I told them I 
wanted them to take that a step further. I want them to 
also learn about the product I’m currently using. If  [the 
reps are] learning about a new bonding product, which has 
some great qualities, tell me how it compares to what I’m 
using now. Is it better? More cost-effective?”

Reps need to guard against assuming that their 
customers understand their reps’ intentions and value, 
pointed out Strain. “I myself  was something of  a vic-
tim of  that when I was in a territory. But I learned that 

I had to continually educate the doctor on the value 
I was bringing to the table.” At times, that calls for 
developing tangible actions that might not necessarily 
result in a sale. 

Approach each account with enthusiasm, and com-
municate your enthusiasm for a new product to the doc-
tor, said Strain. “It can be a challenge to find ways to create 
new value and keep customers engaged. But I think it cre-
ates loyal customers.”

“Our lives – that of  the rep and dentist – are all 
busy and a bit chaotic,” said Fluent. “We are all bom-
barded by interruptions throughout the work day, and 
we are all pulled in numerous directions. Whether by 
scheduling lunch-and-learns or scheduling time for the 
dentist and rep to spend one-on-one together, some-
how, we should be respectful of  each other’s time, tal-
ents and expertise.

“Somehow we should promote quality interactions 
between dental professionals as a team to ultimately 
provide excellence in dental care. The quality of  care 
provided to our dental patients will excel with effective 
communication and collaboration.” [FI]

Representing Hu-Friedy is Tim McGlincy, Joy Lungo and Susan Volk
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A Company that Serves
Burkhart Dentals’ approach to business and its commitment to  
companywide customer service is award-winning.

A
t Burkhart Dental, customer service isn’t just 
Customer Service. It’s an approach to conduct-
ing business, and it permeates the entire com-
pany. That’s why callers won’t hear more than 

three rings when they phone the company, and why they’ll 
always get a live person on the other end.

The Customer Service Institute of  America agrees. In 
February, CSIA recognized Burkhart with the 2010 Small 
Business of  the Year International Service Excellence Award. 
(CSIA has been delegated by the International Council of  
Customer Service Organizations to manage the award.)

“There wasn’t one per-
son [at Burkhart] who didn’t 
completely reflect the culture 
they were shooting for, in-
cluding the distribution cen-
ter,” says Christine Churchill, 
executive director of  CSIA, 
who visited Burkhart last fall. 
“As far as all the businesses 
we looked at, [Burkhart was] 
the most cohesive in terms 
of  having a customer service focus throughout the company.”

Bigger picture
Burkhart initially sought the award as a way of  recognizing its 
customer service department, says Customer Service Manager 
Judi Griffin. “We think we have phenomenal customer service 
here, and we wanted to show [our people] that what they’re do-
ing is not the norm. We wanted them to be recognized.”

“When we started talking about this, it was all about 
Judi’s department getting an award,” adds Greg Biersack, 
vice president of  operations. “I think they’re fantastic; Judi 
does too. But as we got into this, we became interested not 
just in what a terrific job they were doing, but in what the 
whole company was doing. It became fun for us to see how 
all parts of  the company affect internal and external clients.

“One thing we really stress at Burkhart is that the val-
ue of  the relationship is so much more important than the 
value of  any transaction.”

The award
The judging criteria for the International Service Excel-
lence Awards are based on the International Customer 
Service Standard (ICSS), which is designed to assist orga-
nizations in delivering consistently high levels of  service. 

As part of  the selection process, Churchill visited all 
of  Burkhart’s corporate departments and spent time meet-

ing with associates. She 
spent a great deal of  time 
in the customer service de-
partment and listened in on 
calls from customers. Bur-
khart shared information 
regarding its continuous 
improvement programs, 
service metrics and client 
surveys, and explained the 
company’s philosophy on 

innovation and recognition. Churchill also took a tour of  
Burkhart’s distribution center in Lakewood, Wash.

“I expected to see more [customer service] in the 
contact center, because they have a very strict outline of  
customer service principles,” says Churchill. “But I saw it 
throughout the business.”

“It was a total coincidence that on the day she visited, 
our accounting department was conducting a continuous 
improvement event,” says Griffin. “They were talking about 
how to improve their customer service over the phone.”

Begins with the customer
Burkhart believes that you can’t serve the customer with-
out first understanding the customer, according to Bier-
sack and Griffin. And that’s an ongoing process.

Burkhart associates celebrate the CSIA recognition
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“We have conducted a number of  different surveys 
with our clients to make sure we understand them,” says 
Biersack. Some are conducted by independent sources, so 
Burkhart gets unbiased, unvarnished answers. “It’s valu-
able for us to hear about things we’re doing that are effec-
tive, and things we can strengthen.” In one case, Burkhart 
asked each of  its 19 branch managers to personally inter-
view at least 10 dental assistants on a number of  topics, 
including their use of  e-mail, biggest challenges, continu-
ing education needs, etc. “It was terrific information,” says 
Biersack. Based on the results, Griffin is spearheading a 
Burkhart initiative to better serve dental assistants.

Understanding the customer’s 
needs has never been as important as 
during the current recession. 

“When the recession started in 
2008, [Burkhart President Lori Bur-
khart Isbell’s] No. 1 directive to our 
people in the field was, ‘Stay close to 
the customer,’” says Biersack. In tough 
economic times, dentists face all kinds 
of  unfamiliar challenges. By staying 
close and listening, Burkhart can learn 
what those challenges are and how the 
company can help its customers address them, he says.

For example, as business slowed down during the re-
cession, some doctors recognized that they might be lack-
ing the leadership skills necessary to weather the storm, let 
alone thrive, says Biersack. Through its “Practice Leadership, 
Burkhart Consulting” program, the company developed pro-
grams designed to allow doctors to explore and improve their 
leadership skills conveniently, and in a safe environment.

It’s like winning the lottery
Griffin takes her department’s role very seriously. And the 
customer service reps love it. “If  your calling in life is to work 
in a call center, this is like winning the lottery,” says Griffin. 
“There’s no goal for length of  call,” she says. In other words, 
the oft-cited rule for customer service departments – “The 
faster the call, the better” – doesn’t apply at Burkhart.

“However long it takes to solve the problem and take care 
of  the customer” is how long it should take, adds Biersack.

When she was visiting the company last fall, Churchill 
asked Griffin and Biersack to explain the customer service 

department’s escalation procedure, that is, how calls are 
passed up from the customer service rep to his or her super-
visor. The question barely registered with the two of  them. 
“We don’t have a written policy that says, ‘At this point, you 
pass the call on,’” says Griffin. After two years on the job, 
just six calls have been forwarded to her.

“Our people are empowered to take care of  the customer,” 
adds Biersack. “They’re really smart. We trust their judgment.”

And the trust is well-deserved. “We don’t put a new 
customer service rep on the phone until [he or she] has had 
three months of  training,” says Griffin. “And we train and 
continue to train.” If  a customer calls in and the rep can’t 

pronounce the names of  products or 
procedures, it doesn’t exactly instill 
confidence in the caller, she adds. 

At press time, customer service 
reps were making plans to travel with 
the company’s service technicians, in 
an effort to improve their knowledge 
of  small equipment. It won’t be the 
first time they’ve been in the field.

“One thing I really try to instill 
in our department is that we’re a vi-
tal piece of  our customers’ business,” 

says Griffin. “If  they didn’t do business with us, their busi-
ness would be harder. If  we just act like that every day, why 
would [any customer] leave?”

Getting the team involved
Burkhart keeps its staff  fired up through a program it 
calls “Innovation and Recognition.” One component, 
called “sparks,” invites anyone who’s interested to write 
on a Post-It note an idea that he or she believes should be 
implemented in their department. The sparks are posted, 
and each manager is responsible for weighing their merits. 

“The whole idea is how to make the ‘suggestion box’ 
much more visible, and to make the organization more ac-
countable to individuals who come up with ideas,” says 
Biersack. “It could be any idea to help serve the customer 
better or make us more efficient.

“[The customer service department’s] board is always 
crammed with great ideas,” he adds.

Another part of Innovation and Recognition is the “Team 
growth challenge.” Every quarter, each department is challenged 

Christine Churchill and Judi Griffin
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to create some kind of stretch goal. If  they accomplish it, they 
are recognized and rewarded. For example, the marketing depart-
ment read the John Moore book Tribal Knowledge: Business Wisdom 
Brewed from the Grounds of  Starbucks Corporate Culture, then drew 
up and distributed cards listing the top 10 lessons learned. As a 
reward, they visited the Seattle Art Museum.

Yet another Burkhart program – Caring Associates 
Recognizing Excellence, or CARE – encourages associates 
to recognize good work done by their colleagues, or simply 
to thank them for something they’ve done. He or she jots 
it down on a card, then gives the card to their colleague. 
“You go into people’s offices and you’ll see them,” says 
Biersack, who reads some of  the cards at the quarterly In-
novation & Recognition meeting.

Success follows service
The result is companywide customer service.

“Take our HR department,” says Biersack. “In a lot of  
companies, HR is the department you want to avoid. Here, 
we see our HR department as a place where people can go 
for a resource, an area they can go for help.”

What’s more, he points out, the customer service 
department is a key resource for the field sales force.  
“A third of  our calls are from our account managers. 

There’s nothing [the customer service department] won’t 
do to help them, and they do it gladly.

“That type of  activity is infectious. It helps us as a com-
pany say, ‘This is who we are – we are a serving company.’”

The end result is a strong, healthy company despite a dark 
economy. “So many businesses have shrunk,” says Biersack. 
“But our business has grown; really, we have never been more 
successful. And it’s not because we’re focused on growth. It’s 
because we’ve focused on the client experience and on serv-
ing. Growth and success become the offshoot of  that.”

Work and fun
“My first impression walking into Burkhart was that 
they are extraordinarily professional and friendly,” recalls 
Churchill. “And what I found out was that they care for 
each other internally, and they translate that good expe-
rience [into superior customer service]. When they have 
work-related discussions, it’s like they’re talking around the 
family dinner table. They’re constantly looking for ways to 
make sure their people are engaged and happy at work, so 
they can do their jobs well.

“Processes are followed very well, but it doesn’t feel like a 
process-driven company. Everything is well done, but it still has 
that fun, family feel. That’s not an easy balance to achieve.” [FI]

Service perspective
Product or service attributes
•	 The	enterprise	proactively	involves	customers	
in	the	design	of	its	product	and/or	service.

•	 The	enterprise	has	a	formal	complaints-han-
dling	strategy	and	process.

Image
•	 The	enterprise	has	formally	established	an	
image	and	ethos	it	wishes	to	present	to	its	

customers	and	the	broader	community.
•	 The	enterprise	has	a	customer	service	charter	
that	it	shares	with	its	customers.

•	 The	enterprise	has	strategies	and	processes	for	
managing	customer	loyalty	and	retention.

Relationship
•	 The	enterprise	has	an	appropriate	strategy	and	
structure	for	managing	customer	relationships	
and	developing	business	alliances.

•	 The	enterprise	maintains	contact	with	custom-

What it takes

The	following	is	the	International	Customer	Service	Standard	(ICSS),	developed	by	the	International	
Council	of	Customer	Service	Organisations.	The	Chicago-based	Customer	Service	Institute	of	America	
has	the	exclusive	North	American	rights	to	publish	the	ICSS	and	certify	organizations	against	it.



www.firstimpressionsmag.com : First Impressions : June 2011 :   15

ers	through	a	regular	communication	process.
•	 The	enterprise	has	a	strategic	approach	to	
customer	satisfaction.

•	 The	enterprise	maintains	a	record	of	customer	com-
pliments	and	shares	the	information	with	its	staff.

Financial/governance perspective
Revenue/growth mix
•	 The	enterprise	demonstrates	a	corporate	re-
sponsibility	for	involvement	in	the	community	
and	the	environment.

•	 The	enterprise	creates	and/or	takes	advan-
tage	of	growth	opportunities	through		
1)	increasing	market	penetration	and/or	us-
age,	or	2)	market	development	through	new	
segmentation	and/or	converting	non-users,	
or	3)	product	and	service	development,	or		
4)	improved	customer	service.

Cost reduction/productivity improvement
•	 The	enterprise	has	a	focus	on	improving		
processes	to	deliver	cost-effective	service	
delivery	systems.

Asset utilization/investment  
strategy/risk management
•	 The	enterprise	has	a	process	for	allocating	
funds	for	the	maintenance	and	development	
of	customer	service.

•	 The	enterprise	has	strategic,	operational	and	
personal	risk	management	strategies	and		
processes	in	place	to	reduce	the	impact		
on	customers.

Operational perspective
Innovation process
•	 The	enterprise	identifies	the	market	and	its	
needs,	and	creates	the	service	offering	to		
meet	those	needs	for	both	existing	and		
future	customers.

Operations process
•	 The	enterprise	delivers	products	and	services	
according	to	identified	customer	specifica-
tions,	and	has	a	process	to	guarantee	predict-
ability	and	consistency	of	delivery.

•	 The	enterprise	ensures	accurate	and	timely	in-
formation	is	maintained	about	each	customer	
transaction	and	relationship	through	the	use	
of	knowledge	and	technology	assets.

•	 The	enterprise	utilizes	technology	to	enhance	
customer	transactions	for	existing	and		
potential	customers.

After-sales service
•	 The	enterprise	provides	service	to	the	cus-
tomer	after	the	sale	and/or	outside	normal	
business	hours.

•	 The	enterprise	has	a	practice	of	monitoring	
and	responding	to	social	media	environments.

Learning/growth perspective
Climate for action/organizational alignment
•	 The	enterprise	provides	the	climate	for	action	
and	organizational	alignment	in	relation		
to	customer	service	and	the	overall		
business	objectives.

•	 The	enterprise	provides	recognition	for	its	
people,	based	on	customer	service	attributes.

•	 The	enterprise	has	a	staff	or	people	charter.

Staff competencies
•	 The	enterprise	ensures	that	its	people	have	
the	applicable	competencies	to	achieve	the	
customer	service	offerings	and	outcomes	as	
stated	in	the	business	objectives.

Lead behaviors
•	 The	enterprise	delivers	“plus	one”	evidence		
of	going	the	extra	step	for	the	customer,		
evidence	of	doing	the	unanticipated.

Source: Customer Service Institute of America
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Error-free Work Zone
It may be the office manager’s job to prevent billing and coding errors from 
occurring. But, the responsibility lies with the dentist.

It’s been said many times: Run-
ning a dental practice involves much 
more than providing great patient 
care. Dentists who own their own 
practice are small business owners, 
and with that comes more liability 
than they may realize. For instance, 
the office manager typically handles 
billing and coding. But, when errors 
occur, the final responsibility lies with 
the dentist who owns the practice.

First Impressions Magazine recent-
ly spoke with Sheri Doniger, DDS, a 
Chicago area dentist and long-term 
practice owner. Doniger shares her 
insights on an issue that may be keep-
ing your customers up at night.

First Impressions Magazine: How 
big a concern are billing, coding and 
recordkeeping errors for dentists? Do 
many dentists fear being accused of  
fraud or racketeering as the result of  
such errors?
Sheri Doniger: As a business own-
er, any errors are a concern. We face 
the same issues as any business in 
the country, but have larger concerns 
over privacy rights. The sole responsi-
bility of  any error or fraud rests with 

the owner of  the practice, no matter 
where it originated.

FI: As the owner of  a dental practice, 
how do you delegate billing/coding/
recordkeeping responsibilities to your 
office manager, while at the same 
time maintaining oversight? In other 
words, how do you oversee your of-
fice manager without stepping on 
his/her toes – or without taking up 
too much of  your time?
Doniger: We delegate the billing and 
coding responsibilities to our busi-
ness manager. Recordkeeping is still 
my responsibility. If  the procedure is 
entered correctly, it is translated into 
the correct billing. As ours is a small-
er practice, any error will usually be 
brought to my attention very quickly.  

FI: How do you ensure your office 
manager is up-to-speed on billing and 
coding guidelines? What resources/
seminars do you encourage him/her 
to enlist? What protocols do you set 
for your office manager?
Doniger: We purchase each new edi-
tion of  the American Dental Associa-
tion Code on Dental Procedures and 

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?”

Sheri Doniger, DDS, Doniger Dental
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Nomenclature (CDT) manual and update our software on 
any changes. There are pages in the CDT manual that ex-
plain, very succinctly, the codes and procedures, and they 
are cross-referenced. It is an invaluable resource. We also 
annually review fees. Our software company offers semi-
nars, but online resources are also available.  

FI: How do you ensure that your office manager maintains 
impeccable office records? What recordkeeping protocols 
do you set?
Doniger: Our records are all online, but I am still hold-
ing on to ledger cards. We also have a record of  every 
insurance claim that has been submitted. We are able to 
see if  the claims are outstanding at 
a glance. Additionally, we have recall 
cards in an index file. One day, we 
will completely eliminate that paper, 
but we still rely on the cross check. 
Computers do fail. It is good to have 
backup. Additionally, it is never a bad 
idea to have a random record check 
in the office. Assess the procedures 
performed with the services charged.

FI: Have you encountered billing/
coding issues in the past? If  so, how 
have you addressed them? If  not, 
how have you avoided them? 
Doniger: Using the CDT, we have almost no coding issues.  

FI: In your opinion, is it important for dentists to regularly 
schedule independent audits to ensure they are on track 
with their billing?  
Doniger: With our software, we are able to monitor out-
standing collections. We also track them with our billing 
[software]. Once a statement is printed, the aging report 
is evident. Some dental offices do not accept benefits, 
and all professional services must be paid for at the time 
of  service. We offer several options, including filing their 
benefits and financing. Our software performs ‘audits’ 
and we have our ledger backup. (If  a dental office re-
quests some payment at the time of  the visit, billing, in 
theory, will be reduced. The need for an audit depends on 
each office’s protocol.)  

FI: How important is it for dentists to work with bill-
ing, coding and/or recordkeeping consultants to protect 
against errors that could lead to fraud indictment? 
Doniger: I believe the first step to [prevent] fraud is to 
have background checks on all employees upon hiring. 
Although that does not completely ensure the honesty 
and integrity of  the person hired, it gives him or her a 
good idea of  the level of  responsibility and confidenti-
ality that working in a dental practice involves. I also be-
lieve that each office should have procedures and proto-
cols in place to define the role of  the business manager 
or anyone involved with recordkeeping. If  a dental of-
fice is working with an accountant on a monthly basis, 

any [irregularities] in receivables will be noticed. I would 
rely on my accountant before hiring an outside source 
to audit, as the accountant is highly familiar with the of-
fice’s ebbs and flows.  

FI: What role, if  any, can distributor sales reps play in 
helping their dental customers stay on top of  billing, cod-
ing and record keeping? What discussions should they 
initiate with their customers and how should they ap-
proach this topic?  
Doniger: Distributor sales reps may offer continu-
ing education courses or information about webinars 
on recordkeeping. However, unless the distributor 
sales rep is offering accounting or managerial ser-
vices, the dental office may not seek their wisdom in 
this matter. [FI]

 With our software, we are 
able to monitor outstanding 
collections. We also track them 
with our billing [software]. 
Once a statement is printed, 
the aging report is evident. 
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By Brian Sullivan

LinkedIn or Linked Out
How your keyboard can be your best prospecting tool

Good news – there is. 
In today’s electronic environment, people are smart 

enough to identify many of  their own problems and then 
find their own answers online. And when they go search-
ing for the answers, they can do it on their own time, when 
their mind is clear. There are limited distractions, which 
means they are open to learning. The most important part 
of  the equation is … they WANT your information. 

So how do we get them to want our information?  In a 
recent article, I talked about the value of  Twitter in spread-
ing your message. This month, let’s focus on LinkedIn.

‘Gotta Do’s’
Three months ago, I had no idea why I spent 20 minutes 
a day accepting LinkedIn invites. I now get it! Because 

when used correctly, LinkedIn can transform cold pros-
pects into warm meetings. It can also give you the “inside 
scoop” on your competition while keeping you informed 
of  industry trends. Recently on my weekly radio show,  
I spoke with LinkedIn author and expert Wayne Breit-
barth and he shared his LinkedIn “Gotta Do’s.” These 
tips helped me immediately, and they can help you too. 
Below is a list of  things you need to immediately do to 
increase your list of  prospects.

• Gotta get a LinkedIn account and begin inviting 
friends, colleagues and current customers to join 
your network. The power of  LinkedIn comes from 
having a ton of  people, with a bunch of  relation-
ships. Dedicate 10 minutes each day to doing this. It 
will pay off.

I
f  you LOVE cold calling, then you are a rare breed … or a liar! Face it; 
there is nothing glamorous about disturbing somebody in the middle 
of  a busy day, trying to get them to understand just how much they 
need you and your solution. If  there was only a better way.
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To link up with sales coach Brian Sullivan, CSP, go to http://tinyurl.com/4z5bhar. And to make your next sales meeting your most 
educational and entertaining yet, go to www.preciseselling.com.  

• Gotta use Advanced Search 
Functions by using keywords to 
search for names and titles of  
prospects. For example, I just 
logged into LinkedIn, went to 
ADVANCED SEARCH in the 
upper right corner of  the screen, 
and the below fields popped 
up. I typed in Dentist and asked 
LinkedIn to find me a list of  
dentists within a 75-mile radius 
of  my house. 

• After searching, it returned a list 
of  hundreds of  dentists in my 
area. By the way, it only returned 
these because I have invested 
10 minutes a day over the past 
several months creating useful 
connections. After clicking on 
one of  the prospects, I learned 
more about him than I could 
EVER dreamed of  learning in 
a cold call. Next, I notice that 
he is LinkedIn with two of  my 
industry friends. In addition, I 
found his website that contained 
his e-mail. I now have the option 
of  sending him an e-mail as well 
as an invitation that would make 
him want to join my network. 

When reaching out, make your mes-
sage personal and one that commu-
nicates the value you can bring, while 
not sounding like you are starving for 
a commission check. Something like:

Dr. Smith, I am an associate of 
(common connection) in the dental 

distribution industry who special-
izes in introducing new technologies 
to practices. Would love to connect!

From here, you can contact your 
mutual connection, get more infor-
mation about the prospect and even 
ask them for a further introduction.

• Gotta beef  up your profile by 
including important keywords. 
This will help others find you 
instead of  the competition. 

• Gotta join LinkedIn Groups. 
This will allow you to learn 
from like-minded people as 
well as help expose you to 
new prospects. For example, 
I just typed in Hygienist in 
the GROUPS search field and 
found several I can ask to join. 
It might be nice to have an in-
stant connection to several hun-
dred dental hygienists, some of  
which might be in my territory! 
Plus, think of  what I can learn 
from their discussions online!

• Gotta get in or get out!  
Stop dabbling. 

Once you realize what a great 
sales tool it can be, you will have no 
problem dedicating at least 10 min-
utes a day. Remember, you owe it 
to your marketplace to spread your 
message, and now is the time to un-
derstand how to use LinkedIn better 
than your competitor. [FI]

Once you 
realize what 
a great sales 

tool it can 
be, you will 

have no 
problem 

dedicating 
at least  

10 minutes 
a day.
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You vs. direct-sellers

You say a few things, and you say 
them with confidence, according to 
manufacturers with whom First Impres-
sions spoke, all of  whom use distributors.

First, you talk up the strengths of  
the products you sell, and how those 
products stack up favorably against 
those of  direct-selling manufacturers. 
And second, you talk up the value of  
working with distributors. That value 
includes many things, but perhaps 
most important is…you. 

That’s right. The distributor field 
rep brings all kinds of  knowledge and 
service to the table, which direct-sell-
ing companies can’t match, according 
to manufacturers. And it never hurts 
to remind your customers of  the fact.

Starts with product
SDI North America, for example, 
launched the Pola Tooth Whitening 
line 10 years ago to give dealer reps 

Perhaps more than one cus-
tomer has challenged you with 
something like this: “I’d rather 
buy direct from the manufac-

turer; they’re the ones that know their 
product better than anyone else.” What 
do you say to that?

Distributors 
bring much 
to the table. 

Reps need 
to let their 
customers 

know.
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a viable product line to compete with direct-selling tooth 
whiteners, says Laura Woodruff, USA sales manager. The 
line has been successful because it offers the dealer reps 
and the doctors “the most robust line of  products” to 
compete with them, she says. “Dealers have been doing 
well, but there is still plenty of  opportunity” in this mar-
ket, she adds.

In addition to offering superior products, dealer reps offer 
superior customer service and a better business proposi-
tion to dentists, adds Woodruff. For the dental practice, 
buying products through distributors:

• Streamlines the ordering process and simplifies billing.
• Allows the practice to order only what it needs, rather 

than buying in bulk (the only option offered by many 
direct sellers).

• Offers the practice next-day delivery most of  the 
time. “This allows them to react better to emergen-
cies and last-minute patients, quickly correct wrong 
orders, etc.,” says Woodruff.

• Offers better return policies than most direct sellers.

More efficient for the dentist
Like Woodruff, Brant Miles, professional services man-
ager, SS White, believes his company’s products compare 
favorably to any of  those from direct-selling companies. 
SS White has had a U.S. dealer network in place since the 
late 1800s, and has such networks in 80 international mar-
kets as well, says Miles. 

The company’s Smartburs II, a dental bur that is made 
completely of  polymer and is used for cavity preparations, 
only cuts infected dentin but not healthy dentin, making 

it ideal for use without anesthesia, says Miles. “The value 
that Smartburs II brings to the dentists in terms of  time 
savings, reduced cost per procedure in material and most 
important, an increase in patient referrals, cannot be repli-
cated by direct market competitors.”

The fact that SS White uses distributors is a plus for 
dental practices, says Miles. “Dealer reps can maximize 
the order process efficiency due to their ability to fulfill 
the more broad supply needs of  a dental office in a much 
more effective manner than any one or a combination of  
direct market vendors can accomplish.

“Practice efficiency is about combining tasks to save 
time and utilizing the best resources to create this effi-
ciency,” he adds. “The order process is no different than a 
dental procedure, in that saving time is a valuable benefit 
for dentists, no matter where it is accomplished.”

Local market knowledge
Using distributors frees up SS White to do what it does 
best, that is, develop innovative technologies for the dental 
market, says Miles. Meanwhile, the effective dealer sales 
force is free to do what it does best – sell. The customer 
wins both ways.

“Dealer reps bring tremendous knowledge of  a large 
group of  dental products, greater efficiency in the order 
process, and more knowledge of  the localized market in 
which they operate,” says Miles. “Direct market vendors, 
on the other hand, usually offer a very narrow selection of  
dental products, making the use of  multiple vendors nec-
essary for the dentist. And their reps usually cover large 
sales territories, making their knowledge of  localized mar-
kets much weaker.”

Using distributors frees up SS White to do 
what it does best, that is, develop innovative 

technologies for the dental market. 
Meanwhile, the effective dealer sales force  

is free to do what it does best – sell.
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Their long-standing relationships with customers are 
probably the strongest suit that distributor reps bring to 
manufacturers and dental practices, according to those 
with whom First Impressions spoke.

“We elected the dealer distribution model because we 
realize that no one is closer to the cus-
tomer and the customer’s needs than 
their dealer representative, who visits 
the office every three weeks or so,” 
says Wyatt Wilson, vice president and 
COO, ACTEON North America.

“Whether the dentist would like 
to move into a new technology, up-
grade or add specific procedures to 
their offering, the dealer representa-

tive is typically involved early in that discussion,” he says. “In 
addition, one specialty of  our company is the integration of  
our products within dental delivery systems. In order to ef-
fectively service our customers, it requires a network of  field 
service techs, which the dealer distribution model provides.” 

ACTEON faces competition from direct-selling com-
panies on all fronts, says Wilson, including ultrasonic de-
vices, curing lights, digital sensors and intraoral cameras. 
At the same time, it is one of  the few – if  not only – dis-
tributor-oriented manufacturers in the implant surgery and 
endodontic fields, he adds.

“The direct-selling companies in implant and endo 
think they need a ‘specialty focused’ sales force to be suc-
cessful,” says Wilson. “But I believe we have the most in-
novative technologies available in these fields, and that our 
ACTEON reps can compete with the direct-selling reps 
within these ‘specialty markets.’ But we need the dealer 

representatives to recognize the opportunity and bring us 
in so we can assist them.”

Dentists need to be made aware of  the value that dis-
tributors bring, continues Wilson. “The world of  dentistry 
is a vast one, and things have changed dramatically in recent 

years in our industry. There are more 
and more products on the market, 
and it can become overwhelming and 
confusing for a dentist who is trying 
to make a wise purchase decision. 
Dentists can take tremendous ben-
efit from their dealer representatives, 
who can help them sift through the 
available technologies and associated 
support networks.

“The dentist should know that when they choose a 
manufacturer through dealer distribution, they are not in it 
alone. There’s a whole network of  people who will make 
sure that the product performs as described, is of  a high 
quality, and will be serviced efficiently by trained techni-
cians over the lifetime of  the product. It’s one thing to sell 
a product; it’s a whole other thing to support it.”

Keeping customers current
“An understanding of  the local dental market is a key re-
source that dealer reps can offer to their customers to keep 
them current on business, dental and customer information,” 
says Miles. “Challenges that exist for dental offices – such as 
finding a local lab, understanding population or patient de-
mographics, keeping up to date on competition, or work-
ing with local educational groups or interests – can best 
be understood by a dealer rep, who traditionally covers  

”The world of dentistry is a vast one, and things have 
changed dramatically in recent years in our industry. There 

are more and more products on the market, and it can 
become overwhelming and confusing for a dentist who is 

trying to make a wise purchase decision.”
– Wyatt Wilson, vice president and COO, ACTEON North America
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a small geographic territory, vs. a 
direct-market rep, who maintains a 
more regional sales territory.

“Creating customer loyalty is of-
ten a function of  the value that you 
can bring to your customers,” he 
continues. “Dealer reps have a signifi-
cant advantage over the direct market 
competition in being that valuable re-
source for the dentist.”

What’s more, the fact that distrib-
utors carry a broad range of  products 
instead of  just a handful is itself  an 
advantage.

“Many dental products work in combination to com-
plete a given dental procedure,” says Miles. “The knowl-
edge possessed by dealer reps who sell the combination 
of  materials for these procedures, vs. the direct market 
rep, who details only their often limiting product line, 
brings greater value to the dentist as a whole.

“Dentists are procedure-based professionals,” he 
says. “Understanding the whole vs. just the parts is a very 

important benefit that is offered by 
dealer reps.”

“D”
It’s clear that distributor reps need 
to educate – and re-educate – their 
customers on the benefits of  work-
ing with distributors, according to 
those with whom First Impressions 
spoke. They also need to practice a 
little “D,” that is, defense. 

“When a doctor refuses to switch 
from a direct product, I suggest that 

more dealer reps offer to order this product from the direct 
company on the account’s behalf, during their regular cycle,” 
says Woodruff.

The reason is, when the dental office calls in to or-
der a product, the direct sellers use this opportunity to of-
fer buy-in deals and introduce them to new products, she 
points out. “If  the distributor rep is calling the order in, 
they can help prevent the infiltration of  new products or 
unnecessary bulk orders.” [FI]

It never hurts to remind customers why they’re buying from distributors rather than  
direct-selling competitors. Some points to bring up:

What you bring to the table

•	 You’re there – onsite – regularly. 
•	 You sell clinically superior products.
•	 You earn your customers’ trust every day, day 

after day.
•	 You’re close to your manufacturers, and can 

bring in a rep if and when the customer needs 
detailed product information and training.

•	 You know the needs and buying habits  
of the practice.

•	 You know your customers’ competitors, and can 
help them position their practices accordingly.

•	 You’re familiar with a broad range of products, 
and can suggest the one that best fits your 
customers’ needs.

•	 Because of your broader product offering, you 
can take a more “procedure-based” approach 
to sales, that is, you understand how products 
and equipment work together for superior 
clinical procedures.

•	 You help your practices streamline ordering, 
receiving and billing.

•	 You typically offer more favorable return 
policies than direct-selling manufacturers.

•	 You can offer smaller order sizes, if that’s what 
the practice needs.

•	 You offer convenient field service.

“Dentists are proce-
dure-based profession-
als. Understanding the 
whole vs. just the parts 
is a very important ben-

efit that is offered by 
dealer reps.”

– Brant Miles, professional services 
manager, SS White
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Levels of   
Effective Leadership
Measure your own leadership performance using these stages.

By Anita Sirianni

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.

O
ne of  the most important 
attributes of  an effective 
manager is leadership. 
Throughout your career, 

you may have discovered, many lead-
ers are managers, but not all managers  
are leaders.

The shelves of  libraries and 
bookstores are lined with opinions 
and suggestions on ways to become 
a more effective leader. To save you 
some time, we have summarized 
the levels of  effective leadership 
to assist you in measuring your  
own performance.

Leadership is enlisting the aid 
and support of  others to accomplish 
a common task. A leader, therefore, 
is a person who guides or inspires 
others. There is an old Afghan prov-
erb that states, “If  you think you’re lead-
ing and no one is following you, then you’re 
only taking a walk!” 

There are a variety of  skills and 
attributes that contribute and create 
leadership. As a learned skill, there 
are various levels of  effectiveness. To 
that end, consider the following five 
stages of  corporate leadership. Keep 
in mind; it is not always necessary to 
proceed sequentially through each 
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stage to reach the top. However, studies have shown that 
individuals who operate at the exceptional level already 
command the capabilities at lower stages.

Stage One: Capable 
One of  the foundational skills possessed by Capable Lead-
ers is that they command excellent communication skills. 
This includes exceptional active listening skills. Individuals 
at this stage listen for meaning and intent to gain clarity on 
meaning and achieve understanding. 

Capable Leaders routinely make productive contribu-
tions to the company or project goals. These individuals 

exercise their talents with a high degree of  competence, 
knowledge, and skill, and demonstrate good work habits 
on a consistent basis.

Stage Two: Contributor 
Contributors have developed an ability to build and main-
tain relationships. Effective leaders understand that their 
strength and influence comes from their positive interac-
tion with others. Their influence, power and effectiveness 
depend on the people that follow and support them. As a 
result, they work well in group settings and are consistent 
contributors toward the achievement of  group objectives. 

Stage Three: Competent 
With leadership comes responsibility. As a result, Com-
petent Leaders possess a high degree of  responsibility for 

themselves as well as for others. They have a keen abil-
ity to organize people and processes toward the effec-
tive and efficient pursuit of  predetermined objectives.

Leaders make a lot of  crucial decisions. Competent 
Leaders have developed the ability to analyze all aspects 
of  a situation to gain thorough insight to make better 
decisions. 

Stage Four: Catalyst  
Vision is especially important for leaders. Knowing what 
outcome you want from an assignment, a project or any 
task gives you authority and helps you and your team to 

have clear communication and well-defined expectations 
from each other. 

Catalytic Leaders are committed to vigorous pursuit 
of  a clear and compelling vision. Passion is this quality 
that differentiates between the ordinary and the ex-
traordinary to stimulate others to high performance 
standards.

Stage Five: Channel  
By definition a leader is someone who takes the lead or 
initiative in some part of  life. The highest level of  leader-
ship is ultimately about creating an environment where 
people contribute toward something extraordinary. Ef-
fective leaders serve as channels to allow the talents and 
resources of  an organization to achieve the highest levels 
of  productivity, performance and pride. [FI]

Author Anita Sirianni is a 25-year healthcare veteran. As president of  ANSIR International, a company committed to coaching sales 
teams to excel, Anita works with medical and dental manufacturers and distributors to achieve peak performance. For information on AN-
SIR’s services visit www.ANSIRinternational.com or call (800) 471-2619. 

Effective leaders understand that their 
strength and influence comes from their 

positive interaction with others. Their 
influence, power and effectiveness depend on 

the people that follow and support them. 
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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.

Group purchasing for Apple
Group purchasing has come to the world of  Apple ac-
cessories. Oten Inc. has launched a group-buying website, 
OrderBorder.com, targeted to Apple enthusiasts. The 
website features accessories, software and peripherals for 
iPhones, iPods, iPads, Macs and MacBooks. The so-called 
“borderline” price is the lowest price that either the group 
can reach with its growing size, as users join the deal; or 
that an individual can reach with a social-media-based 
point system, which allows users to accumulate points by 
inviting Facebook friends and 
others to join the deal.

Thumbs up for  
Samsung Series 9
The new laptop from Samsung 
– the Windows-based Series 9 – 
is the first real Windows-based 
competitor to the MacBook Air, 
says Wall Street Journal technology 
editor Walt Mossberg. The black 
metal laptop is slim (0.65 inches 
at its thickest) and features a vivid, 
13-inch screen. Like the Air, the Samsung has a large touch 
pad with no buttons – the entire pad is a button. And, like 
the Air, it uses a sealed battery and lacks a built-in network-
ing port. The Samsung has four gigabytes of  memory vs. 
two for the Apple, and boasts a screen whose maximum 
brightness is a third higher than the Mac’s. Problem? It costs 
$1,649, which is $350 more than the base Air. And its bat-
tery life is probably less – somewhere around 5 to 5.5 hours, 
vs. about 7 for the Air.

Flip out
It wasn’t the smartphone that killed the Flip. It was Cisco, 
which bought Pure Digital, the company that made Flip, 

two years ago, according to New York Times technology 
editor David Pogue. Cisco acquired Pure Digital for $590 
million; then in April, it announced it was shutting down 
the whole division. Why? Flip was a great, easy-to-use 
camcorder with great picture quality, says Pogue. In fact, 
with 35 percent of  the camcorder market, it was the No. 1 
best-selling camcorder on Amazon. Smartphones couldn’t 
approach it. So why did Cisco kill it? “The most plausible 
reason is that Cisco wants the technology in the Flip more 
than it wants the business,” writes Pogue. “Cisco is, after 

all, in the videoconferencing busi-
ness, and the Flip’s video qual-
ity – for its size and price – was 
amazing. Maybe, in fact, that was 
Cisco’s plan all along. Buy the be-
loved Flip for its technology, then 
shut it down and fire 550 people.”

PlayBook is great… 
for BlackBerry users
The new tablet from BlackBerry – 
the PlayBook – is great, if  you’ve 
got a BlackBerry smartphone 

nearby, says Wall Street Journal technology editor Walt Moss-
berg. But if  you don’t, well, it’s probably not for you. The first 
edition of  the PlayBook has no built-in cellular data connec-
tion and lacks such basic built-in apps as e-mail, a contacts 
program, a calendar, memo pad or even RIM’s BlackBerry 
Messenger chat system. To get these features with your $500 
PlayBook, you must use it with a nearby BlackBerry phone 
connected to it wirelessly over a short-range Bluetooth con-
nection. Once this link is made, these critical applications pop 
up on the PlayBook’s screen, via a system called Bridge. RIM 
says it is planning to add built-in cellular data, e-mail, contacts, 
calendar and the other missing core features to the PlayBook 
this summer, via software updates. [FI]

“Cisco is, after all, in the 
videoconferencing business, 

and the Flip’s video quality – for 
its size and price – was amazing. 
Maybe, in fact, that was Cisco’s 
plan all along. Buy the beloved 

Flip for its technology, then shut 
it down and fire 550 people.”

– David Pogue, New York Times,  
technology editor
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The social 
network

A tool for today’s  
sales rep
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“I tend to subscribe to Gary 
Vaynerchuk’s philosophy from his 
book Crush It!,” says Greenway, field 
sales consultant in Greenville, S.C., with 
Henry Schein Dental. “Social media is 
not for selling products or services. Its 
purpose is to drive your brand or es-
tablish you as the expert. Then when 
it is time for someone to buy, they will 
come to the expert to do so.”

With an estimated half  a billion 
people on Facebook, a picture of  
Facebook founder Mark Zuckerberg 
on the cover of  Time magazine as its Person of  the Year, 
and a motion picture (The Social Network) made about 
Zuckerberg, it’s safe to say that social networking is part 
of  the fabric of  life today. 

While its impact on the personal lives of  millions of  
Americans is beyond question, however, its role in business-
to-business marketing – or in dental products/equipment 
sales – is harder to figure out. But people like Kirk Greenway 
and others aren’t waiting. 

“Social networking is part of  the technological evo-
lution we are experiencing as a society,” says Troy Stein-
bach, Steinbach and Associates, a rep firm in Bailey, Colo. 
“Whole industries are basing their products, advertising 
campaigns and marketing futures on it. No one regrets 
getting on the e-mail bandwagon. Imagine if  you hadn’t. 
The same applies to social networking.”

E-mail is so yesterday
It seems like only yesterday that e-mail supplanted the 
phone, fax and traditional mail as the communication ve-
hicle of  choice. Now its role is being questioned. To be sure, 

some believe e-mail still has a vital role 
to play in society. But others believe it’s 
archaic, particularly among people un-
der 25 or 30. 

The primary reason is that social 
networks allow people to enter exist-
ing conversations (or start new con-
versations) with others who actually 
want to talk to them, unlike e-mail, 
with its abundance of  junk messages.

“The really great thing about 
sites like these is that besides being 
free, people are choosing to follow you, 

either out of  genuine interest or professional courtesy,” 
says Steinbach. “It’s the polar opposite of  how we used to 
do business, chasing reps around with literature and voice 
mail messages. With social networking, people choose to 
follow you; you are essentially holding a micro sales meet-
ing every time you post something.”

Who’s to say where social networking will be in 10 years, 
or even five? After all, customers developed an immunity to 
faxes and e-mail messages pretty quickly. They could drop 
out of  social networks too. But again, adventurous reps 
aren’t waiting for the answer. “To the still skeptical, I will say 
this: ‘Just try it; it’s free, and it only takes a small amount of  
time to get started,’” says Steinbach. “There’s no downside. 
It can only help increase your bottom line.”

No substitute
Despite their enthusiasm, proponents of  social network-
ing agree on one thing: Though Facebook, Twitter, etc., 
can serve as icebreakers and important adjuncts to productive 
business relationships, they cannot replace face-to-face 
contact with customers.

D
entists want to do business with people who know what 
they’re talking about and who can help them grow their 
businesses. And Kirk Greenway believes that social net-
working – Facebook, LinkedIn, Twitter and a personal web-
site – can help him demonstrate that he is such a person.
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“As we move forward, [social networking] will play a 
larger and larger role,” says Mike Maturen, an outside account 
manager in northern Michigan for Dental Health Products 
Inc. “However, as a sales rep, I believe that the personal 
contact – that face-to-face, personal relationship – is still the 
most key factor in a selling relationship. So I’ll tend to use 
[social networking] as a supplement to 
my communication with my clients, 
rather than as the main method. You 
still have to have that personal discus-
sion with doctors to find out what 
they need; and often, that’s not what 
they post on Facebook. You have to 
get into their heart and soul to find out 
what they really want, so you can help 
them solve their problems.”

For Peter Volk, an equipment spe-
cialist for Benco Dental in Charlotte, 
N.C., social networking “allows me to 
touch my customers more often, and 
helps me get ‘electronic face time’ even 
when I am off  making other calls, at-
tending a dental meeting, or even while 
on vacation. It also allows me to mar-
ket myself  and my equipment knowl-
edge to potential customers. On my 
website, I can post information about 
a project I am working on. In one par-
ticular example, a husband and wife 
were moving to South Carolina and 
were able to watch the construction 
process of  their new office through 
photos I posted on my blog.”

Doesn’t have to  
be time-consuming
“Social media is the most powerful marketing tool in the 
world right now,” says Greenway. He didn’t get involved 
with it until December 2009, “but I’ve used it virtually ev-
ery day since.”

Greenway started by creating a profile on Facebook, 
and created a website as well. “Within a few months, I was 
creating my own videos and uploading them to YouTube 
as well as posting them on my Facebook page and website. 

The more you do, the more you find available to do. And 
even though many are consumed with it, social media isn’t 
something that has to take a lot of  your time.” Greenway 
has his accounts set up so that when he posts to Facebook, 
the post goes up on Twitter. “This cuts my work in half  
and doubles the exposure.”

A 20-year dental sales rep, Gre-
enway has found that social media 
allows him to get his message out 
efficiently. “It also allows my cus-
tomers to quickly and easily filter my 
content to get to what interests them 
specifically at that point in time. The 
appeal of  social media is that it is like 
a large group of  people just having 
a conversation about different topics. 
You jump in whichever conversation 
interests you at that time.”

And that conversation, for Gre-
enway, is about running the dental 
practice as a business. It’s the same 
thing that led him to found the Ris-
ing Tide Study Club, which is all 
about the business side of  dentistry. 
“Dentists aren’t just clinicians any 
longer,” he says. “They are now 
CEOs of  million-dollar corpora-
tions. This requires a completely dif-
ferent skill set, most of  which they 
did not learn in their undergraduate 
studies. If  I can help them learn this 
side of  their business, then we are 
both better off.”

But it’s not all business, at least 
in the strict sense of  the word. 
“Facebook allows your customers 

a glimpse into your private life,” says Greenway. “Based 
on how you set your security settings, you can allow them 
to see pictures of  your family, interests, music videos you 
like, video clips, etc. What I post also comes up quite often 
when I am in an office as a topic of  conversation.”

And it is indeed a conversation – not a monologue. 
“As I got into this, I was amazed at the number of  relation-
ships that have been created with other dental professionals. 

Mike Maturen

Kirk Greenway
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There are people I talk to almost daily [whom] I have never 
met personally. Not only am I posting content, but I am 
using social media to increase my knowledge as well. It is 
incredible the people you come in contact with.

“There are a lot of  times you wonder if  anyone is 
reading what you are posting,” he continues. “I have 
had many instances where other colleagues have told 
me that they used some of  my content in their newslet-
ter, or copied it and sent it out as an e-mail. As more 
and more people begin to use this platform, everyone 
benefits from commenting and reposting con-
tent. The power of  social media is the ability for 
information to spread quickly.”

E-mail remains relevant, because so many 
people are using it, he says. Facebook and other 

social networking media “are just an enhanced version, be-
cause you can send so many different things – e.g., videos, 
pictures, inviting other people into groups.”

Traditional websites remain relevant as well, he says. 
In fact, Greenway’s website is an integral part of  his com-
munication strategy. “I created the website to facilitate 
processes and questions that I deal with frequently as I go 
through my day. If  you want to schedule a service call, find 
out a phone number, place an order for supplies, see pic-
tures of  equipment, get information on a particular topic, 
these are all things that you could do from my website.

“One big driver is to get my message to people I can’t 
get face-to-face with,” he continues. “If  I’m making a cold 
call, I might drive someone to my website so they can 
see testimonials, which carry more weight than me talk-
ing about [myself].” Visitors to his website also can link to 
his Twitter, Facebook, LinkedIn and YouTube accounts as 
well as, of  course, Henry Schein Dental.

Closer connection to retail reps
Social networking performs multiple roles for Steinbach 
& Associates, says Troy Steinbach. The firm, which covers 
Arizona, Colorado, New Mexico, Utah and Wyoming, was 
started by Steinbach’s father, Randy, who began his career 
in dental sales 43 years ago. Troy has been in dental sales 
for only two and a half  years, having worked for Frito-Lay 
prior to joining the family business.

Twitter, Facebook, LinkedIn and Dental Sales Pro 
[owned by MDSI, publisher of  First Impressions] allow 

Steinbach to “keep up with what’s happening in 
the industry, learn about new lines, and [main-
tain] a little closer connection to the retail reps 
in our territory,” he says. “We can post articles, 
videos, promotions, dental happenings, calendar 

events… really just about anything pertinent that I need 
to get out there.

“The reps who really have their finger on the pulse are 
already connected to sites like Facebook and Twitter, and 
have the apps installed on their smartphones, tablets and 
laptops,” he says. “Plus, it’s not limited to a small scope of  
dental sales professionals. I have dentists, hygienists, as-
sistants and even office managers following us, and they 
receive our posts as well.”

Steinbach services a large geographic area. “Social 
networking allows me to have access to those who have 
chosen to network more frequently, with greater effect and 
at no cost whatsoever. The social networking doesn’t re-
place the face-to-face dealings with our customers, but it 
enhances the service and support we provide.”

Like that of  Kirk Greenway, the Steinbach website 
continues to play a key role in the rep firm’s approach to 
the market. “The website is our third salesman,” he says. 

“With the connectivity of the Internet, 
information is so easily shared now, there is 

virtually an infinite number of ways that your 
sales message can get to a buyer.”

– Troy Steinbach
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“I developed it initially as a sales tool for the retail reps 
to have instant access to information about our products. 
I started getting sales requests from people all over the 
country and eventually started gearing it toward the end 
user. Direct-sales companies in every industry are growing, 
and people are getting accustomed to buying online, so I’m 
trying to capture those sales by taking their orders online 
and forwarding them on to the dealer branch, rather than 
hoping they will remember to ask their rep about buying 
a product the next time they’re in.”

Steinbach likes Facebook be-
cause it offers the ability to post 
photos, videos, articles and links to 
the Steinbach website. Recently, he 
switched hosting companies for his 
website. The new one has a social vis-
ibility service that posts to Facebook, 
Twitter and LinkedIn simultaneously. 
“It’s pretty cool,” he says, “and I can 
make updates from my smartphone 
on all three from anywhere.”

And what are those updates 
about? “I occasionally post articles 
for the end users, but since my job 
is to get the manufacturers’ message 
out there, that’s where the focus has been,” he says. “We 
are fortunate to represent some forward-thinking manu-
facturers that have produced very informative videos, 
and highly evolved graphic design and training modules 
for both reps and users. The professional look makes it a 
natural integration into my website.”

Visitors link to some of  these tools and then get drawn 
into Steinbach’s business offerings. “Remember, with social 
networking, people choose to follow you,” he says. “I’ve had 
doctors, hygienists, and even students contact me through 
Facebook, inquiring about products we represent, [whom] I 
wouldn’t otherwise have had the opportunity to help. 

“The possibilities are limitless. I’ve actually closed sales 
based on conversations that began on Facebook. It begins 
with brand building and education, but ultimately you want 
to be producing an increase in sales. With the connectivity 
of  the Internet, information is so easily shared now, there 
is virtually an infinite number of  ways that your sales mes-
sage can get to a buyer. 

“The sales side of  this industry is really about relation-
ships, not products, and by utilizing these networking sites, 
I’ve come to know both retail reps and clients a little more 
personally and am able to connect on a more personal level 
than was ever possible before. Since co-travel and detailing 
with retail reps is so limited, it’s a great way to get to know my 
customers more personally in the absence of  windshield time.

“For example, Outlook 2010 has a great little social 
network connector that, if  they’re part of  our network, au-

tomatically adds our customers’ and 
clients’ birthdays to my calendar, so 
I can send them a card, e-mail or 
even a quick text. I mean, really, the 
networking sites are revolutionizing 
the way we conduct business today. 
My territory hasn’t grown smaller, 
but it sure has grown closer.

“Maybe posting a video generates 
a sale, maybe it doesn’t – but it sure 
doesn’t hurt. I had lots of  people at 
the Rocky Mountain Dental Conven-
tion come up and introduce them-
selves to me because they knew of  our 
company through electronic network-
ing. I gotta tell you – it was awesome.”

Moving overstocks
Like many others, Bob Frein, sales rep for Burbank, Calif.-
based Valley Dental Supply, jumped into social networking 
– in this case, Twitter – as a personal endeavor, mostly to 
connect with fellow runners and triathlon athletes. Later, 
he recognized its potential as a sales tool, and started Twit-
ter and Facebook accounts for his company.

“We post about new products, dental-related articles, 
specials on products,” says Frein. “We want our customers 
to know when new products are coming out that we feel 
they should know about. Sometimes we find items on the 
shelf  that are overstocks; we want to move them, so we put 
it out on Twitter.” Last year, when Valley Dental moved to 
a new facility, it wanted to move inventory. “We got some 
interest,” he says. “Not tons, but we did sell a couple of  cur-
ing lights, and I generated a lead for a digital X-ray system.”

In addition to listing products and equipment, Frein 
frequently posts items that are more educational or 

 Bob Frein



36   : June 2011 : First Impressions  : www.firstimpressionsmag.com

cover story

“brand-building” in nature. “I’m constantly going through 
my Twitter feeds – personal and Valley Dental,” he says. 
“If  I see an article related to dentistry or health, I retweet it 
or post it, because I think it’s important. People come back 
to me and say, ‘That was a good article.’

“I like Facebook for posting pictures,” he continues. 
If  he attends a trade show, such as that of  National Distri-
bution & Contracting, he posts photos. “I let people know 
what we’re doing. Business is tough these days. [We’ll take] 
any advantage we can get. If  we can generate a lead off  
Facebook, even better.” In fact, Valley Dental has gotten 
sales from non-customers based on its “Twitter specials.”

Building value and stature
A veteran of  Facebook as well as a blog, Benco’s Peter Volk now 
is refining his approach to Twitter. “As an equipment specialist, 
[my posts are] usually about technology, but I post information 
about just about anything dental-related,” 
he says. “Sometimes, I use my posts to 
drive sales of  our quarterly promotions or 
products that I think can bring value and 
profit a dental practitioner.”

Volk tries to post information that 
will build his value and stature among 
dental professionals. “I want them to 
say, ‘I have to call this guy; he really 
knows what he’s talking about.’ The 
feedback I get steadily grows as the 
traffic increases,” he continues. “I get suggestions about 
what to post from dentists and peers.”

Social networking is here to stay, says Volk. “The genera-
tion in dental school right now doesn’t use the medium that 
people my age are most comfortable with – e-mail. Ask a teen-
ager or 20-year-old when was the last time they sent an e-mail; 
they may not remember. Then ask them when they last sent a 
Twitter or a text and they will probably say, 5 minutes ago. 

“The generation coming out of  school now uses text 
as their main form of  communication. Last month I had 
378 texts. My 23-year-old son had 4,353. As a sales repre-
sentative I have to follow their lead and make sure I am 
part of  that medium so that I can stay in the game.”

Get onboard
“[Social networking] will be more and more prolific as we 
go on,” says Maturen. “If  we don’t get on board, we’ll be 

left behind. Even the most computer-phobic folks need to 
learn how to embrace it.” 

Like many others, Maturen got involved with social 
networking for personal – not sales-related – purposes. 
Only later did he adapt his approach to the business world. 
And that’s not a bad way to go. “I refined my personal 
page to what I wanted to use it for, so that when I [applied 
it] to business, I knew how I didn’t want to approach it 
and how I did, keeping in mind the best interests of  the 
company and my clients, and not wasting anybody’s time.” 
He doesn’t Twitter, and he uses LinkedIn more as a busi-
ness networking tool. But on Facebook, he connects with 
clients regularly. “The ones who are most receptive – the 
office managers, receptionists, hygienists – are already us-
ing it in their personal lives,” he says.

Says Steinbach, “As I started looking at how the den-
tal industry has changed over the last 20 years, I recog-

nized that business just isn’t conduct-
ed the same way, and if  I want to have 
some value in five years, I’d better get 
with the program. 

“Social networking has impacted 
our industry as deeply as laptop com-
puters,” he continues. “Now, it seems 
like everyone is using an iPad to dem-
onstrate and sell, and I’m looking at the 
possibility of  building a company app 
for the retail reps and end users in our 

territory. Technology is evolving at an exponential rate, 
and I’ve recognized that you have to stay current, or you’ll 
get left behind.

“I’ve heard a lot of  arguments against getting involved 
on sites like Facebook. Some will say they don’t want their 
personal lives to be connected to their professional lives. But, 
it’s pretty easy to set up a professional profile that is separate 
from a personal profile. Some would argue that they don’t 
have time. This is how information is being shared now, so 
why wouldn’t you take the same time to learn about changes 
in your industry as you do reading a newspaper or watching 
a broadcast on TV? I’ve picked up lines from networking 
with other sales reps I’ve never even met.

“Twenty years ago, people scoffed at the notion of  
‘electronic mail,’ and now it’s the preferred method of  
communication in business, says Steinbach. “No one be-
lieved that the Internet would catch on, either.” [FI]

“The generation in 
dental school right 

now doesn’t use the 
medium that people 

my age are most 
comfortable  

with – e-mail.”
– Peter Volk, Benco
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Will the Show Go On?

By Laura Thill

“If  the same speakers [present] at 
every meeting – and if  [dentists] can go 
online to complete continuing education 
(CE) credits – why would they close their 
practice to travel to every meeting?” he 
says. “This is a huge investment for us, so 
we must continue to look at why we are 
attending more than 40+ shows if  there 
is no return. The IDS is held every other 
year in Cologne, Germany. It offers no 
CE credits, yet about 107,000 people at-
tended two years ago, and it continues 
to grow in size.” Vendors in the United 
States and Canada need to explore why 
this is so, he adds. “The IDS show of-
fers entertainment and demonstrations 
on the floor. You see espresso and sushi 
bars at the booths. I don’t know whether 
this particular model would – or would 
not – work in the United States, but we 
do know it can be done.”

Lori Paulson, vice president of  
marketing and dental programs, Na-
tional Distribution and Contracting 
Inc. (Nashville, Tenn.), agrees that 
trade show attendance in the States is 
down. She points to the average length 
of  shows – which, she says, is much 
too long – as a deal breaker for po-
tential attendees. Scheduling vacation 
time – much less setting aside a week 
to attend a meeting – can be challeng-
ing for many, she points out. “It seems 
like trade shows today evoke protocols 
from 20 years ago, when dentists would 
bring their staff  and family,” she says. 
That model no longer works for busi-
ness owners, she adds.

Such factors as the economic 
downturn, increased travel costs and 
access to online CE credits have all 
contributed to reduced attendance at 

T
wenty-five or 30 years ago, Steve White, senior vice 
president, J. Morita (Irvine, Calif.), thought nothing of  
taking “as much booth space as possible” when he set 
up shop at trade shows. Back then, meetings were very 

lucrative, he says. “Shows were successful at bringing products to 
market.” They were also successful at bringing dentists to the show 
floor. Today, the company continues to invest heavily in trade shows, 
he notes. In fact, the cost of  attending and exhibiting at shows ac-
counts for as much as 30 percent of  J. Morita’s marketing budget. 
Yet, the extra room on the show floor points to a substantial drop 
in attendance by dentists over the last couple of  decades. 

Do trade shows 
still work for 

vendors? How 
about some 

Disney magic?
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meetings, according to Fred Freed-
man, director of  marketing, Dental 
Trade Alliance (Arlington, Va.). In ad-
dition, there are too many trade shows 
for vendors and dentists to choose 
from each year, he notes. Dentists to-
day attend fewer dental meetings, and 
they spend less time at the meetings 
they attend, he points out. “This low-
ers the return on investment for ex-
hibitors and strengthens the argument 
for consolidation, with fewer overall 
meetings in the dental industry.” 

Nevertheless, many dentists con-
tinue to show interest in attending 
some trade shows each year, according 
to the experts. For vendors, the chal-
lenge is investing the right amount of  
money on the right shows to attract the greatest number 
of  potential customers.

Finding the value 
Exhibitors must determine which trade shows will yield 
the biggest bang for their buck. “Exhibitors have to decide 
for themselves which dental meetings to attend and what 
type of  resources they want to bring to a particular show,” 
says Freedman. “A lot of  factors go into the decision to 
exhibit, including show attendance, geographic location, 
cost to exhibit, recent sales history, new products to dis-
play, etc. It’s up to each company to evaluate the strength 
and weaknesses of  each meeting.” The Dental Trade As-
sociation offers a scorecard rating for the largest dental 
meetings to help vendors evaluate the cost versus the ben-
efits of  attending, he adds. 

Assuming they are discriminate about the shows 
they attend, both merchandise and equipment vendors 
can find value, Freedman continues. “Merchandise com-
panies often use the show to promote a new generation 
of  products or a new technology launch,” he explains. 
“Equipment manufacturers have the benefit of  demon-
strating a piece of  equipment at the meetings. Dentists 
can operate the equipment, sit in the chair and talk to 
several manufacturers about cost, equipment specifica-
tions, delivery and warranties.”

White agrees. “J. Morita is both 
a merchandise and equipment com-
pany,” he points out. “With regard to 
merchandise products, one-on-one 
[marketing] is still the best way to do 
it.” But, this approach will only be suc-
cessful if  people are walking the aisle, 
he adds. 

“Every vendor – and distributor – 
must decide which of  the 40 or 45 an-
nual meetings out there to attend,” he 
continues. “There are three meetings 
each year in the state of  Texas alone.” 
J. Morita recently attended a small spe-
cialty meeting, because “it worked” 
for them, he points out. His company 
carefully evaluates “what goes into 
each show and what they can get out 

of  it,” he notes. Sometimes, that calls for flexibility on the 
part of  the exhibitor. Often, shipping and drayage expens-
es account for as much as a third of  the cost of  attending 
a trade show, according to White. “We discovered drayage 
can cost up to $22,000 per show,” he says. In response, J. 
Morita recently redesigned its show booth to make it more 
collapsible and lighter weight. “We’re looking for the same 
branding and space, but less drayage,” he says.

Making it work 
What, then, does it take to make a trade show work, both 
for exhibitors and attendees? Reduce the show time and 
make it count, says Paulson. “Everyone is busy and time 
is precious,” she points out. “The most effective meetings 
are short and direct. Trade shows can be effective if  the 
exhibitors have a plan that they can execute.” And, educa-
tion is key, she adds, assuming programs are easy to get to 
and offered at convenient times. “Education can take away 
from a meeting if  it conflicts with [other events],” she says. 

A good recipe for a dental meeting is one that lasts 
three days at most and offers special events to encourage 
attendees to spend time in the exhibit hall, notes Freedman. 
The convention center should be located “in close proximi-
ty to attractive, affordable hotels, airports, public transporta-
tion, food courts with an appealing array of  dining choices, 
a wide selection of  evening entertainment and restaurants, a 

“A lot of factors  
go into the 

decision to exhibit, 
including show 

attendance, 
geographic 

location, cost to 
exhibit, recent 
sales history, 

new products to 
display, etc.”

– Fred Freedman, director of  
marketing, Dental Trade Alliance
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proper number of  varied CE courses on and off  the exhibit 
floor (including open hours, when CE courses do not com-
pete with time on the exhibit floor) and interesting educa-
tional forums above and beyond the basic CE courses,” he 
says. “That’s a good start for any dental meeting.”

Ideally, a dental show should attract at least 
5,000 dentists, Freedman continues. “Anything 
that can improve the attendee experience at a 
dental meeting is always welcome, including ease 
of  registration and convenient and 
affordable food and beverage out-
lets,” he says.  And while a place like 
Las Vegas, with its many entertain-
ment options, may attract attendees, 
this may be a double-edge sword, he 
points out. “Those types of  ameni-
ties attract attendees but compete 
for time in the convention center,” 
he says. In the end, he recommends 
consolidation among show organiz-
ers, which would eliminate much of  
the competition from one show to 
the next and allow organizers to of-
fer “additional amenities and world 
class evening entertainment.”

From an exhibitor perspective, 
White is not so sure that shorten-
ing dental shows will attract more 
vendors, particularly since the 
shipping and drayage costs are the 
same regardless of  the length of  
the show. “I believe the current trade show model is not 
completely working, and there may be a number of  differ-
ent reasons why,” he says. For instance, if  organizers are 
banking on CE credits to attract dentists, and dentists can 
earn their CE credits elsewhere, this strategy won’t work, 
he points out. 

“We need to talk to younger dentists and ask them 
what it will take to get them to close their practice and 
attend a show,” says White. “There aren’t a lot of  dental 
shows in the United States that attract 5,000+ dentists to-
day. We should be asking the dentists who aren’t attending 
[what’s keeping them away]. We need some real informa-
tion about what customers want and why the present trade 

show model isn’t working for them. And, let’s say a dental 
show does attract 5,000 dentists. How do you bring them 
onto the exhibit floor? [Do we] bring food courts onto the 
exhibit floor? [Should we have] more events and continu-
ing education courses on the floor?” This is what trade 

show organizers need to explore, he adds.

At the end of the day 
Considering the increased opportunity for on-

line education, and the possibility 
that medical marts are looming on 
the horizon, one might question 
the future of  trade shows. “Trade 
shows today are less critical, [par-
ticularly given the availability of] 
social media, websites, e-mail, 
etc.,” says Paulson. “And as more 
education is online, trade show 
importance to the end user fades.” 
That said, “people still like to look, 
browse and touch,” she notes. 

“At the end of  the day, people 
like to communicate with others 
and talk to a knowledgeable per-
son, one on one, about new [den-
tal] tools that can make the office 
more comfortable and attractive, 
more productive, safer and a more 
pleasing work environment,” says 
Freedman. “A dental trade show 
provides all of  that, so the model 

is still viable.” The barriers are cost, repetition from one 
show to the next, travel hassles and, too often, unmet ex-
pectations for attendees, he adds. “Dental meetings need 
to offer more of  a Disneyesque experience for attendees.”

“Can we come up with a new dental trade show mod-
el, much like the IDS, that attracts dentists and provides a 
better return on investment for vendors?” White asks. 

Perhaps the answer lies in consolidation or shorter, 
more focused specialty meetings. “The economy ultimate-
ly will dictate which meetings prosper and which meetings 
will languish and have to join forces with other meetings in 
the same geographic location,” says Freedman. 

Until then, vendors, fire up your espresso machines. [FI]

“There aren’t a lot 
of dental shows in 
the United States 

that attract 5,000+ 
dentists today. We 
should be asking 
the dentists who 
aren’t attending 
[what’s keeping 

them away].”
– Steve White, senior vice president, J. Morita
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I have been told by many 
who suffer from derma-
titis that super glue, if  
used carefully, seals splits 

in skin and protects the wound. The 
skin fills in below the super glue and 
eventually heals. While I would always 
run such an idea by an MD, there is 
at least anecdotal evidence supporting 
the success of  supergluing cuts where 
the tissue is closely approximated. 
The most important thing to do is to 
identify the cause of  the dermatitis 
and eliminate it. The following are the 
most common skin irritants at home 
and in the workplace.

1. Soap. Antimicrobial soaps can 
be more irritating than plain soaps, 
and domestic soaps can be harsh.  

Recommend plain lotion soap, espe-
cially if  alcohol sanitizers are being 
used alternately with hand washing 
during the work shift. Important: 
soap must be thoroughly washed 
off  to prevent irritation from re-
tained soap. Many people rush the 
rinsing and leave soap on their skin, 
which can lead to dermatitis. Also, 
customers should be using pro-
fessional products formulated for 
medical use to ensure effective skin 
protection and compatibility with 
gloves. Specifically, these products 
must have adequate amounts of  
non-petroleum-based emollients. 

2. Water. Chapping is a common 
problem, simply from water! Reduce 
soap and water exposure by using 

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

A Sticky Question

I visited an office and found the doctor superglu-
ing some split skin near his fingernails together! 
He is getting splits around all of  his fingernails, 

especially his thumbs, on both hands. Is this safe? Will it 
protect him from exposure to infections?



Scan our QR Code with your smartphone to see a demo of the DSPConnect app
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high quality waterless sanitiz-
ers. Of  course, waterless sanitiz-
ers cannot be used until the skin  
is healed.

3. Gloves. Just wearing occlusive 
gloves can cause dermatitis in 
some people. The additional pro-
teins in latex gloves and chemicals 
in all types of  gloves are known 
irritants and allergens that might 
be causing your customer’s der-
matitis. Recommend high quality 
gloves that have been processed 
(washed) to remove free chemi-
cals and proteins.  

Meanwhile, super glue may work, but how can one be 
sure the wound is protected? I still suggest covering the 
injured skin, even when not treating patients, since many 
irritants and pathogens are found in dental settings.

Indicators vs. spore testing
I sold my customer sterilizer pouches with 
multi-parameter indicators. They absolutely 
love them! However, they now have decided 

to spore-test their sterilizer once 
every three months because they 
are using the pouches that “in-
dicate that the sterilizer was suc-
cessful.” They also feel that since 
they have never had a spore test 
fail, their sterilizer is reliable. Is 
this OK?

You’re right to ques-
tion this. As you 
know, the ink indi-
cators on sterilizer 

pouches do not validate steriliza-
tion. The multi-parameter indica-
tors verify that certain conditions 

of  sterilization are met, but only spore tests can con-
firm that the sterilization cycle was successful. These 
sterilization pouches are fantastic for instant notifica-
tion that conditions are not right in the sterilizer when 
the ink does not change appropriately. They also give 
an added level of  assurance that sterilization cycles are 
successful when the ink does change. However, the 
pouches do NOT replace spore tests. Spore tests should 
be performed weekly! FI

As you know, the ink indicators on sterilizer 
pouches do not validate sterilization. The 

multi-parameter indicators verify that 
certain conditions of sterilization are met, 
but only spore tests can confirm that the 

sterilization cycle was successful.

sultanhealthcare.com

The NEW disposable syringe tip that could 
increase your annual sales $1,100†  per practice.
Three out of four of your dental clients are using hard-to-clean, potentially contaminated metal tips… over 
and over! And with the CDC recommending single-use instruments whenever possible**, now’s the perfect 
time to convert your clients to new FlashTips. You’ll help them prevent cross contamination, 
while you earn steady income on a product they’ll use thousands of times a year.

Cash in now on this amazing opportunity! 
Contact your Sultan Healthcare representative.
Call 800-637-8582 for more info.

* These tips come from a practice in Charlotte, NC. We took them to a dental lab, and cut them in half.
** Source: CDC Guidelines MWR Dec 19 2003.  Guidelines for Infection Control in Dental Healthcare Settings – 2003.
† Estimates based upon 2010 Strategic Dental Marketing Market Share Reports and annual average patient flow.

™

 THE INSIDES OF METAL SYRINGE TIPS CAN BE GROSS.*

But the opportunity 
 is beautiful!

But the opportunity is beautiful.



sultanhealthcare.com

The NEW disposable syringe tip that could 
increase your annual sales $1,100†  per practice.
Three out of four of your dental clients are using hard-to-clean, potentially contaminated metal tips… over 
and over! And with the CDC recommending single-use instruments whenever possible**, now’s the perfect 
time to convert your clients to new FlashTips. You’ll help them prevent cross contamination, 
while you earn steady income on a product they’ll use thousands of times a year.

Cash in now on this amazing opportunity! 
Contact your Sultan Healthcare representative.
Call 800-637-8582 for more info.

* These tips come from a practice in Charlotte, NC. We took them to a dental lab, and cut them in half.
** Source: CDC Guidelines MWR Dec 19 2003.  Guidelines for Infection Control in Dental Healthcare Settings – 2003.
† Estimates based upon 2010 Strategic Dental Marketing Market Share Reports and annual average patient flow.

™

 THE INSIDES OF METAL SYRINGE TIPS CAN BE GROSS.*

But the opportunity 
 is beautiful!

But the opportunity is beautiful.



46   : June 2011 : First Impressions  : www.firstimpressionsmag.com

tech talk

B
uilding a tooth back up after decay removal re-
quires a number of  steps. Depending on the 
amount of  tooth structure lost, posts may also 
be needed for retention. This column discusses 
how to select the right post for each clinical 

situation, and the ideal features of  composite core materials. 

Selecting a fiber post vs. a metal post
The basic function of  a post is to provide sufficient reten-
tion for a core and/or crown and in some instances to 
provide lateral resistance for a tooth to masticatory forces, 
preferably without causing root fracture. While both me-
tallic and fiber posts can provide sufficient retention, the 
resistance to lateral forces is different. 
Metallic posts are typically stiff  and 
place more stress on the root struc-
ture. Fiber posts have stiffness closer 
to dentin, allowing it to function with 
the tooth and not against it, thereby 
minimizing the risk of  root fracture.

Guide to post selection
Diameters and sizes. The diameter 
of  the post has little or no impact on 
retention, but is important for strength 
and resistance to fracture. The diam-
eter selected should be as closely matched to the canal size 
as possible without undue widening of  the canal.

Radiopacity. High radiopacity of  a post makes radio-
graphic visualization and verification easier and may re-
duce unwarranted retreatment of  teeth. Knowing the ra-
diopacity is critical since follow-up radiographs need to be 
interpreted correctly to identify esthetic posts.

Retentive head. Retentive heads (grooves, taper, ball) 
mechanically retain a core to the coronal portion of  the 
post. Larger heads may limit their use in shortened or nar-
row teeth. Adjust the length from the apical portion of  
the post.

Length. The length of  the post plays an important role in 
its retention, and as a rule of  thumb, the ideal post length 
should be equal to the height of  the clinical crown.

Post shape/surface. Non-metal posts are passive/non-
threaded and come in three basic shapes: parallel, tapered, 
and parallel-tapered. Retention is increased by using a par-

allel post, increasing post length, and 
bonding with adhesive resin cement. 
Long, tapered posts are less retentive 
than parallel posts but require less den-
tin removal. In cases where a significant 
portion of  the canal is compromised, a 
tapered post may be a more conservative 
option. The parallel-tapered post offers 
the advantages of  both designs, paral-
lel sides aiding in retention and tooth 
preservation at apex. Passive posts are 
retained solely by a luting agent. Some 
manufacturers have added surface  

features such as serrations to aid in retention.

Core materials
Improvements in resin composites and compatible bond-
ing agents have made composite cores the material of  
choice for rebuilding and strengthening broken-down 
teeth. Desirable characteristics of  composite cores in-
clude: esthetics, ease of  placement, immediate crown 

Post and Core
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. Product evaluations are available at 
dentaladvisor.com.

Improvements in 
resin composites 
and compatible 

bonding agents have 
made composite 

cores the material of 
choice for rebuilding 

and strengthening 
broken-down teeth.
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preparation, high strength, and direct bonding to tooth 
structure. Today, there are many composite core buildup 
materials available to the dentist with a variety of  features 
to consider, such as packaging, delivery technique, curing 
mode, availability of  accessories and cost.

Ideal features
• Dual-cured
• Availability of  tooth-colored and contrasting shades
• High flexural and compressive strengths
• Cuts similar to dentin
• Fluoride-releasing

ADVANTAGES DISADVANTAGES

•  Can be prepared 
immediately

•  Strong bond to  
tooth structure when 
used with proper 
bonding system

•  Good shade  
under ceramic

•  Self-, light- and dual-
cured formulations.

• Requires dry field
• Technique sensitive
• Requires bonding agent
• Polymerization shrinkage
•  Potential for marginal 

breakdown, if crown 
preparation is delayed.

Top Esthetic Post System

ParaPost Taper Lux
Coltene/Whaledent, Inc.
www.coltenewhaledent.com

ParaPost Taper Lux is a tapered, glass-fiber post with 
unidirectional fibers in a resin matrix.
 
• “The posts have a retentive head design.”
•  “The natural color of the posts enhances esthetics, 
especially in the anterior.”

•  “Excellent product! ParaPost has been around for a 
long time and this is their best product.”

•  “It is a big help that the drills are color-coded to the posts.”

Top Core Material

Rebilda DC
VOCO America, Inc.
www.vocoamerica.com

Rebilda DC is a dual-cured, radiopaque, flowable 
composite core build-up material.

Rebilda DC
• “The flow and dual-cured feature are great!”
“Material is hard after setting, and it cuts very well.”
• “There is less waste and more control during placement.”
• “Good for block-out.”
• “Adapts well to pins/posts.”

Dental Advisor Preferred Products 2011:

Core Materials:
CORE-FLO DC (Bisco Dental Products)
LuxaCore Z-Dual (DMG America)

Posts:
3MESPE RelyX Fiber Post (3MESPE)
D.T. Light-Post Illusion XRO (Bisco Dental Products)
MacroLOCK Post Illusion X-RO (RTD Recherches Tech-
niques Dentairs) 
ParaPost Taper LUX (Coltène/Whaledent, Inc.)
Rebilda Post System (VOCO America, Inc.)

Dental Advisor Award Winners 2011
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B
rooke Beeson wouldn’t have it any other way. 
Traveling to Bani in the Dominican Repub-
lic, to help provide dental services to impov-
erished children is no small task. But, the 
rewards are huge, the GC America Eastern 

Regional Sales Manager says, and well worth her time and ef-
fort. Indeed, in the last 10 years, the dental-assistant-turned-
regional-manager has traveled to Bani five or six times and 
looks forward to yet another trip next January. 

“The people there have 
very little, yet they are always so 
happy and take such good care 
of  their children,” says Bee-
son. In fact, every time she and 
her relatives travel there with 
the missionary organization, 
The Elizabeth Seton Founda-
tion, Beeson continues to be 
amazed at the enthusiasm her 
group inspires. “It’s a huge deal 
for them to see us,” she says. “They get all dressed up to see 
the dentist. We provide entertainment for the children, who 
line up at the windows to watch us work!”

Dental, medical and more
About 19 years ago, Beeson’s brother-in-law, Bill Maher, 
an upstate New York oral surgeon, and his wife, Dawn, 
learned about a ministry called Jesse’s Children. The group, 
which was started in 1988 by a dentist husband and dea-
con wife team, serves Third World children by filling a 
broad base of  healthcare and educational needs. Den-
tists, hygienists, dental assistants, physicians, technicians, 
educators, construction workers and crafts people volun-
teer their time and services, raising funds for dental and 
medical equipment/supplies, as well as antibiotics, Tyle-
nol, syringes, gloves, x-ray film, anesthesia, hospital beds, 
scissors, chalk and desks, electric fans, children’s cloth-
ing, shoes, toiletries and more. Maher immediately recog-

nized the value of  Jesse’s Children and started a northern  
chapter in Buffalo N.Y.

He later aligned his missionary work with The Eliza-
beth Seton Foundation and Elizabeth Seton Center, which 
raise money for non-profit, non-governmental health and 
education providers in low-income areas of  the Domini-
can Republic. The Elizabeth Seton Center is a locally-run 
community center located in La Saona, one of  the more 
impoverished neighborhoods in the Dominican Republic. 

It traditionally provides chil-
dren and their families a num-
ber of  services, including:

•  A nutrition  
recovery program.

•  Daycare and  
preschool programs.

• Health and dental care.

Maher, Beeson and their 
group originally provided ba-

sic dental care, such as teeth extractions, she explains. “The 
program later grew to include restorative work and, at my 
urging, preventive [services], such as fluoride treatments and 
sealants,” she says. “We work with The Sisters of  Charity, 
who use a donated school bus to take us up to the moun-
tains or to the compounds.” As the program has continued 
to expand, it now draws nurses who administer inoculations, 
eye doctors who provide exams – even volunteers who 
build houses. “It’s one of  those things that, when people 
hear about it, they want to be involved,” Beeson points out.

Out of poverty and into the world
While Beeson and her fellow missionaries are proud to pro-
vide healthcare services to impoverished children and fam-
ilies, she believes they do more than simply fill a need. The 
group also focuses on helping individuals move forward and 
become self-sufficient. For instance, through a micro-lending 
program, individuals may apply for a loan to purchase and 

Decked out for the Dentist
One rep’s missionary work reaps rewards – both for her and the children she helps.

By Laura Thill

Bill and Dawn Maher on a mission trip
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raise chickens, or a seamstress or laundress may apply for a 
loan to launch a business. “They repay the loan without inter-
est,” says Beeson. “It’s a way to help them get out of  poverty.”

Better yet, Beeson and her group are also looking closer 
at educational services. “We have started the Sisters of  Char-
ity Scholarship Fund and look to identify students who can 
go on to become medical or dental professionals,” she says. 
“The students repay these [educational opportunities] by pro-
viding [healthcare] services after they are 
trained. We are hoping to raise $75,000 
in the first year. I have been fundraising 
in Buffalo, N.Y., trying to secure supplies 
and donations from physicians. This is a 
way of  continuing to bring in a new pool 
of  medical and dental clinicians, she adds.

A lasting experience
Beeson makes it a point to travel to the 
Dominican Republic every other year, 
often with her sister, Dawn Maher, and 
sometimes with her adult daughter. “Al-
most everyone in my family has sent their 
children with us,” she says. “Volunteers use their own money 
and vacation time. We pay for our airfare, food and lodging. 
All of  the funds raised are used to help the people of  Bani.” 

The volunteers pack lightly in order to fill their suit-
cases with medical and dental supplies – even tennis balls 
– for their beneficiaries. “We receive tennis ball donations, 
which we hand out to the children after we take care of  
them,” she says. “They run after us for the tennis balls!” 
Indeed, the group has received a lot of  support, notes 
Beeson. “Bill and Dawn Maher work with the Air Force, 
which sent a school bus and equip-
ment to Bani,” she says. “We’re still 
looking for tax deductible donations 
for the scholarship fund,” she adds.

Her experience in Bani has been 
unique, Beeson explains. “We usually 
work in a cleared out school – which 
is more like a shack with a roof,” she 
says. “Sometimes, we work on fold-
ing tables in a field when we visit the 
poorer areas. We sterilize our instru-
ments and make sure our volunteers 

[do the same], especially given that AIDS is so prevalent in 
[that area].” That said, it’s not uncommon to see chickens 
strutting through the exam area, she notes.

We’ve made some good friends through our experienc-
es,” Beeson continues. It helps that the Dominican Sisters 
act as translators for the missionaries, she points out. “Some 
of  the children are better off  and better educated, and they 
have later traveled over to [the States] to visit us. At least 

once, her group has brought over espe-
cially needy children to receive lifesav-
ing medical treatment. “One woman’s 
son had Elephant Man’s Disease, she 
recalls. “Her son’s name was Edgar and 
he spoke no English.” The disease pro-
gressed to the point where the tumors 
were suffocating him, she explains. “Bill 
[Maher] raised the money to bring him 
to the States, where the doctors and 
hospital that treated him donated their 
services and care. Everything had to be 
done quickly, as he was dying.” In the 
end, the group-effort saved Edgar’s life, 

and today he is grown and has a family of  his own.
Beeson feels strongly that her missionary experience 

has made her “a more compassionate person and more 
understanding of  the needs of  the underserved popula-
tion,” she says. It also has impressed on her the value of  
the products she works with as the eastern regional man-
ager for GC America. “I started my career as a dental as-
sistant and have been in dental sales since 1986,” she notes. 
She has worked with GC America for 10 years, and after 
seeing what her products can accomplish on her missions, 

she is confident they will serve her 
customers well. “When I’m talking to 
our pediatric dental customers about 
restorative materials or other prod-
ucts, I tell them, ‘If  we can use this 
in the field, it surely will work well in 
your office!’”

For now, Beeson’s priority is build-
ing the scholarship fund. “We need to 
educate the children to continue our 
work [after we retire],” she explains. 
“After all, we’re all getting older!” [FI]

Editor’s notE: 
Tax deductible donations for  

the Sisters of Charity scholarship  
fund may be sent to:

Sisters of Charity Scholarship Fund
M & T Bank

Acct. 15004222378398
23 Lake Ave.

Blasdell, N.Y. 14219
Please direct questions to Bill Maher 

at wmmaher@roadrunner.com. 

The mission team is always well received.
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So, the 6-foot, 3-inch, 180-pound 
college freshman accepted a partial 
scholarship and set out to prove him-
self  to his coaches and teammates. 
“I was red-shirted,” says Maxwell. 
“I moved to defense and started as 
a linebacker.” Four years, 60 pounds 
and 1 inch later, his game skills were 
hard to miss. Still, who would have 
suspected that he would be scouted 
his senior year, he says. “This was the 
first time I thought I had an opportu-
nity to continue to play football,” he 
says. “It was a long shot, but I thought 
it would be great to one day tell my 
kids about it.”

One of 53
For Maxwell, his main focus in college 
was to do well. “The NFL just hap-
pened,” he notes. So, the 11 offers to 
sign as an undrafted free agent with 
such teams as the New York Giants, 
the Detroit Lions, the Miami Dolphins 
and the Atlanta Falcons, came as quite 

Against the Odds
For one rep, playing college football was a long shot.  
Playing with the pro’s was a dream come true.

G
rowing up, Jim Maxwell insisted on doing everything his older brother did. So, 
as soon as he was old enough, he strapped on a pair of  football pads and hit 
the field. “I was in and have been ever since,” says the Atlanta Dental sales rep. 
By the time he got to high school, he was good enough to join his small John-
sonville, S.C., high school football team as a quarterback, he recalls. Following 

high school graduation, he assumed he would attend Clemson University, as did his brother and 
father. As it turned out, attending a small, little-known college, Gardner-Webb, was his ticket to 
play college football – and pursue a 5 ½-year career playing professional football.

From Gardner-Webb to four NFL stops, Jim Maxwell got the most out of his football career.

By Laura Thill
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a surprise, he recalls. In the end, he went with the Giants. “It 
was such an honor,” he says. “I wasn’t sure what I was get-
ting into, but it was very exciting.” That, and a whole lot of  
hard work, he discovered. 

Free agents join a roster of  about 85 other players 
when they begin training camp, Maxwell explains. “Only 
about 53 of  these players actually make the team. Just to 
have made it to training camp was such a long shot in my 
mind! I definitely wasn’t supposed to be one of  the 53 
players to move on.” That September, however, he joined 
52 fellow players who would begin their first season in the 
NFL. “I definitely had to prove myself  to the other guys,” 
he says. “They had never even heard of  my college.

“The NFL is such a competitive environment,” Max-
well continues. [Spectators] could never imagine the scru-
tiny and pressure the players are under. The coaches put 
extreme pressure on the players, and if  they have one bad 
game, they may be fired the next day. 

“Every day, you’re in there with the best-of-the-best,” 

he continues. “Every year, they hold the NFL draft. For 
every one of  the guys that makes the team, [another guy] 
won’t be back. On one hand, you’d love to play football 
forever, but from a mental and physical standpoint, you 
can’t do that.”

That said, he made it through his rookie year with the 
New York Giants (2004) and followed up with another 4 
½ years with several other teams, including the San Fran-
cisco 49ers (2005), the Miami Dolphins (2006) and the 
Cincinnati Bengals (2007-09). During that time, Maxwell 
rubbed shoulders with a number of  football notables, in-

cluding Michael Strahan, Tiki Barber, Eli Manning, Jeremy 
Shockey, Frank Gore, Jason Taylor, Zach Thomas, Car-
son Palmer and Chad Ochocinco. And, it was definitely 
a growing experience, he adds. “Johnsonville, S.C., where 
I grew up, is a two-stoplight town. My college, Gardner-
Webb, was in a one-stoplight town. Moving to New Jersey 
to play for the Giants was very overwhelming. [My future 
wife], Lindsey, was finishing up college, and I was by my-
self. I’m used to saying, ‘Hey!’ to everyone I pass on the 
street.” He quickly learned that doesn’t work in Jersey.

What began as an exciting career soon turned ex-
hausting, however, as Maxwell and Lindsey were forced 
to crisscross the country as he signed with one team after 
another. “We were always leaving behind new friends,” 
he notes. “Lindsey was very supportive, but I knew it was 
stressful on her. She is a nurse and would have to leave 
behind a job and find a new one in the next city.” Against 
the odds, the young couple stuck with the game two years 
beyond the average NFL career. Then, in 2009, Maxwell 

was released from the Bengal’s training camp without be-
ing signed back on. “That [following] January, I decided 
to put football behind me and, for the first time, I had to 
consider a long-term career.”

Sales reps rock
Football was clearly behind him, but Maxwell had two aces 
in his hand: He had wisely used some of  his off-season time 
to complete an MBA (“I knew football wouldn’t last for-
ever.”) and he had a solid connection to the dental industry. 
“My father, Charlie Maxwell, has been a practicing dentist in 

“Whether you are selling a case of cotton 
rolls or making the opening tackle on 

Monday Night Football, it’s all about doing 
the things it takes to be great. Never be 

satisfied with being good. Be great!”
– Jim Maxwell
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South Carolina for 34 years,” he says. “He has served on the 
chairs of  the South Carolina Academy of  General Dentist-
ry, the State Board of  the 6th Congressional District and the 
South Carolina Dental Association.” In addition, Maxwell’s 
brother, Elliott, is an oral surgeon in Myrtle Beach, S.C. “Be-
tween the two of  them, I’ve made a lot of  connections in 
the dental world.” After adding 
up his MBA and his dental ties, 
it made sense to Maxwell to pur-
sue a career in dental sales.

After interviewing with 
several dental distributorships, 
Maxwell joined Atlanta Dental. 
“I was very impressed with the 
people who represented At-
lanta Dental,” he says. “From 
the top administrators to the 
sales reps, integrity and ethics 
were evident. This has been a 
perfect fit for me. And, though 
I came into this with no sales 
experience, I’ve had a very sup-
portive team to depend on that 
has helped me along the way. 
After a little over a year in den-
tal sales, I’m loving what I do 
and couldn’t be prouder of  the 
company I represent.”

Maxwell may have brought 
no sales experience to his new 
position as a rep, but that’s not 
to say he came on board emp-
ty handed. “Coming from the 
ultra competitive NFL foot-
ball environment has been a 
positive for me,” he points out. 
“The experience taught me that 
every day is important and you 
always have to be your best. 
Hard work and determination 
are the only way to succeed.” 
And then there’s the rejection, 
he adds. Just as with football, in 
dental sales you win some and 

lose some. “Everyone’s NFL career comes to an end at 
some point, often before we would like it to.” And, being 
handed off  to four teams in five years was not his choice, 
he notes. “Dealing with adversity and rejection is part of  
the job. When playing for the NFL, I learned that all you 
can do is your best. You can’t control what others do, but 

you need to maintain a posi-
tive attitude and keep working 
hard. 

“Whether you are selling a 
case of  cotton rolls or making 
the opening tackle on Monday 
Night Football, it’s all about 
doing the things it takes to be 
great. Never be satisfied with 
being good. Be great!”

The past year has been a 
winning year for Maxwell in 
more ways than one. Aside 
from holding the same ad-
dress for a whole year for the 
first time in their married life, 
he and Lindsey welcomed their 
son, Hudson, into the world on 
April 10, 2010. Whether Hud-
son will be a football star him-
self  remains to be seen, says 
the new dad. “Sports teach you 
a sense of  teamwork and dedi-
cation that you don’t necessar-
ily learn in school,” says Max-
well. “If  my son wants to play 
football, I’ll support it. But my 
father didn’t pressure me, and I 
won’t pressure my son.”

Of his own football expe-
rience, Maxwell has this to say: 
“I worked hard and fought for 
everything I got in my career. 
Looking back, I’m happy with 
how it turned out. I learned 
something about myself, and I’m 
proud of  what I achieved.” [FI]

Lindsey and Jim with son Hudson.

“When playing  
for the NFL, I learned 
that all you can do is 
your best. You can’t 
control what others 
do, but you need to 
maintain a positive 
attitude and keep 

working hard.”
– Jim Maxwell



www.firstimpressionsmag.com : First Impressions : June 2011 :   53

news
Darby Dental Supply expands Coral Springs Sales Staff
Russell Berman of  Coral Springs. Berman 
has over five years of  customer service, fi-
nance, and sales experience. He was most re-
cently employed with Debt Relief  Sales. Ber-

man holds an AA degree from Valencia Community College.  

Heather D’Agostino of  Ft. Lauderdale. 
D’Agostino has garnered over a decade 
of  property management and sales expe-
rience, particularly as a leasing consultant. 

D’Agostino was most recently employed with Tammy 
Garrett of  Coral Springs. 

Robert M. De’Blasio of  Boca Raton. 
De’Blasio has years of  business experience, 
particularly in the automobile industry, and 
holds a degree in Finance and Business Ad-

ministration from Pace University. He was most recently em-
ployed with Vista BMW, located in Coconut Creek, Florida. 

Patricia Dolne of  Pompano Beach. Over 
the years, Dolne has garnered extensive expe-
rience in the dental and medical industry. She 
was most recently employed with Dr. John 

Magnacca, Oral and Maxillofacial Surgery. Dolne holds an 
Associate’s degree from Nassau Community College.

Jason Jordan of  Coral Springs. Jordan has 
over a decade of  experience in sales and sales 
management. He was most recently employed 
as a stockbroker with LH Ross and Company. 

Todd Alan Luth of  Ft. Lauderdale. Luth 
has many years of  sales experience. He was 
most recently employed as a sales supervi-
sor for Caribbean Cruise, and holds a de-

gree from Indiana University of  Pennsylvania. 

Richard Marrero of  Pembroke Pines. 
Marrero has over a decade of  sales achieve-
ments. He was most recently employed as 
general manager for Einstein Bros. and 

holds degrees from Northwest Florida State College, the 
University of  South Florida, and Broward College. 

Sandip Parmar of  Coconut Creek. Parmar 
has many years of  sales and project manage-
ment experience. Most recently, he was em-
ployed as a quality assurance coordinator for 

Certified Medical Consultants, located in Davie, Florida. 
Parmar holds a BA degree from Long Island University. 

Gregory J. Pierro of  Murrells Inlet, South 
Carolina. Pierro has years of  customer service 
and sales experience, particularly in the vacation 
and resort industry. Most recently, Pierro was 

employed with Your Vacation Station, located in Myrtle Beach, 
S.C. 

Julio Rodriguez of  Coral Springs. Ro-
driguez has extensive business and sales 
experience in a variety of  industries. Most 
recently, he was employed with Anago, Inc., 

located in Pompano Beach. Rodriguez holds an Associ-
ate’s degree in business administration and computer ap-
plications from City College, located in Miami, Florida. 

Trisha Rosario of  Coral Springs. Rosario has many years of  
experience in marketing, sales and advertising. Most recently em-
ployed as a program advisor for The College Network, Rosa-
rio holds a business administration and Spanish degree from 
Bowling Green State University, located in Bowling Green, Ohio. 

James A. Sabb, III of  Coral Springs. Sabb has over 15 
years of  telemarketing, customer sales, and 
management experience. He was most re-
cently employed as a Senior Lead Represen-
tative for Vacation Village Voyages, located 

in Fort Lauderdale. 

In addition to welcoming the new sales representatives,  
Darby also appointed a new office supplies specialist, who 
will focus exclusively on increasing office supply sales. 

Leanna M. Gsell of  Deerfield Beach. 
Gsell has extensive sales, customer service, 
and management experience. Most recently, 
she was employed as a leasing manager with 

Toshiba Business Solutions, located in Tamarac. 
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David Stose - Equipment sales specialist. Stose 
will represent Henry Schein Dental at its center 
in Nashville, TN. He has six years of  dental in-
dustry experience. He was previously employed 

as an equipment specialist for three years. Stose received his B.A. 
in Business Marketing at Concordia University.

David Dougherty - Equipment sales 
specialist. Dougherty will represent Henry 
Schein Dental at its center in Omaha, NE.  
He has 35 years of  dental industry experi-

ence and was previously employed as an equipment spe-
cialist. Dougherty received his B.A. in Business Adminis-
tration at Bellevue University. 

Scott Rothschild - Equipment sales spe-
cialist. Rothschild will represent Henry 
Schein Dental at its center in San Antonio, 
TX. He has 18 years of  experience in the 

dental industry. He was previously employed as a territory 
manager. Rothschild received his B.S. in Finance and Mar-
keting at Southern Illinois University. 

Jimmy Ashford - Equipment sales specialist. 
Ashford will represent Henry Schein Dental at 
its center in Grapevine, TX. He has four years 
of  prior experience with Henry Schein Dental.

Rich Scalabrini - Field sales consultant. 
Scalabrini will represent Henry Schein Den-
tal at its Metro New Jersey center. He has 
15 years of  dental industry experience. Sca-

labrini received his B.S. in Accounting and Business Ad-
ministration at Rutgers University. 

Seth Barrett - Field sales consultant. Bar-
rett will represent Henry Schein Dental at 
its center in Omaha, NE. He has two years 
of  dental industry experience. Barrett was 

previously employed as a field sales consultant for more 
than two years. Barrett received his B.S. in Business Ad-
ministration and Management. 

Kyle McCormick - Field sales consultant. 
McCormick will represent Henry Schein 
Dental at its center in Omaha, NE. He has 
seven years of  dental experience. McCor-

mick was previously employed for seven years as an in-
dustry sales rep. He received his B.S. in Physical Education 
from the University of  Nebraska at Kearney. 

Steve Jackson - Field sales consultant. 
Jackson will represent Henry Schein Dental 
at its center in Philadelphia, PA. He has 37 
years of  dental industry experience. He re-

ceived his Associate’s degree at Camden County College. 

Neil Fildes - Field sales consultant. Fildes 
will represent Henry Schein Dental at its 
center in Cincinnati, OH. He has five years 
of  experience in the dental industry. Fildes 

was previously employed as a district manager within the 
industry. He received an M.S. in Organizational Leadership 
at Mercyhurst College.  

Matt Sabel - Regional manager. Sabel will 
represent Henry Schein Dental at its center 
in Nashville, TN. He has 16 years of  den-
tal industry experience. Sabel received his 

B.A. in Sociology and Criminal Justice at the University of  
North Carolina at Wilmington. 

Elizabeth Bailey - Regional manager. Bai-
ley will represent Henry Schein Dental at 
its center in Eagan, MN. She has six years 
of  dental industry and was previously em-

ployed as a senior territory manager. She received her B.S. 
in International Business and Marketing at Southeast Mis-
souri State University. 

news

Henry Schein New Appointees 
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Patterson Dental Sales Graduates
The following Patterson dental reps met the sales training requirements at the Patterson Companies corporate office in St. Paul, Minn. 

Dillon Blackmon Lynn Blake Louise Clemente Drew Crouthamel Mike Damon Elliott Feldman

Amanda Fowler Adam Fritz Kevin Gattie Joan Gehring Jim Gluck Laura Healy

Matt Henderson Brian Hill Dan Hopkins Jeb Lax Jeff McAndrew David McGrattan

David McPeak Amy C.  Miller Bob Mitchell Tara Mitchell Shelli Mullins Devon Nease

Frank Newsome Rex Nuchols Robert Primeau Jennifer Sande Eric Schmitz David Shoniker

Shannon Sweeney Patrick Tueth Bill Warnick Chris  Welsh Brian Yeoman
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news
Benco Dental New Hires

Dennis R. Mercer, Territory Representative
Mercer is the newest member to Benco 
Dental’s Piedmont region. He has seven 
years dental experience providing consulta-
tion for removable and fixed laboratories.

Tony G. Griffin, Equipment Specialist
Griffin has joined the Benco Dental team 
in its Peachtree region. He has more than 
16 years dental experience and will call on 
customers in Georgia, North Florida and 

East Tennessee.

James Clair, Territory Representative
As one of  the newest members of  Benco 
Dental’s Lone Star team, Clair enters his 
sixteenth year in the dental field. Clair’s 
customers reside in San Antonio and its 

surrounding areas.

Steffanie Wiggins, Territory Representative
Wiggins has served as equipment coordi-
nator for Benco Dental during the past six 
years. In her new role as territory represen-
tative, she will call on customers in North-

ern Louisiana.

Paul Kasperbauer, Territory Representative
Kasperbauer will build on his twelve years 
of  dental sales experience when he calls on 
customers in the Lone Star region. 

Justin Adcock, Territory Representative
Adcock is the newest member to Benco 
Dental’s team. This former business owner 
will work with customers in the Mississippi 
region.

Mark Heimes, Territory Representative
Heimes has more than nine years of  experi-
ence in the dental industry. He will be part 
of  Benco Dental’s Carolinas region team.

Robert Allen, Territory Representative
Allen is the newest member of  Benco Den-
tal’s Rocky region. He will call on customers 
in Colorado Springs and Pueblo.

Gavin Kelley, Territory Representative
Benco Dental welcomes Kelley to its Hud-
son region. Kelley’s customers will reside in 
New Haven and Providence.

Jason Flebotte, Territory Representative
Flebotte has been an equipment specialist 
for Benco Dental during the last three years. 
In his new role, he will call on customers in 
the New England region.

Kyle Kaufmann, Territory Representative
Kaufmann, a DeSales University graduate, 
is a new member of  Benco Dental’s Em-
pire region. He will call on customers in the 
Syracuse, N.Y. area.

Mark S. Moran, Territory Representative
Moran has more than 19 years of  experi-
ence in the dental industry. He is a new 
member to Benco Dental’s New England 
region.

Gari Calvert, Territory Representative
Benco Dental welcomes Calvert to the 
company’s Empire region. Calvert brings 
with him more than eight years of  dental 
industry experience.

Sara Burleigh, Territory Representative
This new member of  Benco Dental’s Gate-
way region holds a degree in dental hygiene. 
Burleigh’s extensive knowledge and experi-
ence with the dental industry will be a ben-

efit to her new customers.

Alan Brown, Territory Representative
Brown has more than eighteen years of  ex-
perience in the dental industry. He will call 
on Benco Dental customers in the New 
England region.

Christopher R. Lynn, Territory Representative
Villanova University graduate, Lynn, is a 
new member of  Benco Dental’s Metro 
region. Lynn has more than four years of  
sales experience.
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products
Flow Dental introduces Clean Up’s
Flow Dental introduced the Clean Up’s PSP dental wipes. Clean Up’s are individually 
wrapped single-use disposable wipes. Simply tear open and wipe down PSP plates. The 
wipes easily remove finger prints, dirt and artifacts. Clean Up’s come 50 packets to a box, 
and cost less than $1 each.
www.flowdental.com

ACTEON North America announces the U_USB 2.0
ACTEON North America has announced the release of  the U_USB 2.0, its 2nd generation of  OEM 
style intraoral camera docking station for the OEM dental chair market. The new docking station fea-

tures an updated, modular plug system for connecting the video cables and an updated Mini-USB port, all at a reduced price over 
the previous MU_USB 2.0 product. ACTEON USB 2.0 docking stations, which allow intraoral dental cameras to be installed into 
a dental chair as integrated equipment, were first introduced over 5 years ago and have been 
widely installed in dental offices around the world. This new generation unit is USB only, 
removing memory boards and analog outputs, and reducing the physical size and cost to 
use the technology by about one third. ACTEON docking stations are adaptable to virtually 
all dental chairs and are available in configurations to accommodate most operatory designs. 
The U-USB 2.0 Docking Station is compatible with the Sopro 617, Sopro 717 FIRST and 
Sopro LIFE Camera Hand Pieces but is not compatible with the Sopro 717 Shade Camera 
Hand Piece (Ref: S 717 0002). The U_USB 2.0 availability is immediate and is available 
through ACTEON’s OEM partners and all broad line dental dealers.
www.us.acteongroup.com

Rob Hughes, Territory Representative
Hughes is the newest member of  Benco 
Dental’s Gateway Region. His customers 
will reside in St. Louis and Springfield.

Dan Adair, Territory Representative
Adair has more than 17 years of  experi-
ence in the dental industry. He will call on 
customers in Benco Dental’s Susquehanna 
region.

Marcy David, Territory Representative
Benco Dental welcomes David to its Mis-
sissippi region. With more than seven years 
of  experience in the dental industry, she will 
aid customers in South Louisiana.

Jack Swartout, Territory Representative
Former equipment specialist Swartout has more 
than twenty-four years of  experience in the 
dental industry. In his new role, he will call on 
Benco Dental customers in the Derby region.

Wayne Oplinger, Territory Representative
Oplinger is a new member of  Benco Den-
tal’s Hudson region. He will call on custom-
ers in New City, Fishkill and White Plains.

Rob Robertson, Territory Representative
Benco Dental welcomes Robertson to the 
company’s Sunshine region. With more 
than seven years of  experience in the den-
tal industry, he will serve customers in the 

Orlando area.

Nathan Courtney, Territory Representative
Courtney has more than four years of  expe-
rience in the dental industry. He will be part 
of  Benco Dental’s Derby region and focus 
on serving customers in Indiana.
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ask the expert

Q: I have often found that when I go into one of  my ac-
counts excited about recommending a new product that 
seems like it would be very beneficial to them, they seem 
“interested” but don’t usually order it. What’s your take 
on this? 

A:  It’s logical that if  you have a good relationship with 
a dental office, and they rely on you for information and 
suggestions, that when you introduce a new product to 
them, they would go for it.  Since I’ve heard this complaint 
before, I threw this out to a large group (approximately 
500 offices scattered around the country) that I regularly 
survey on various topics relating to practice management, 
sales and marketing. I asked two somewhat-related ques-
tions just to make sure the responses were consistent.  The 
second question didn’t specifically state it was a new prod-
uct. Check out these results.

1. When a seemingly innovative product is introduced 
into dentistry, how soon would you look to purchase it? 

Immediately 12%
Wait at least six months 28%
Wait at least one year 25%
Wait until at least a few of  my  
colleagues approve of  it 35%

2. When you learn about a product/program that you 
didn’t know much about before, what would you do af-
ter meeting with reps/receiving information about it? 

Make a decision within 14 days mainly  
based on the info my rep gave me 32%
Would “Google” company or product  
to see general reviews   24%
Ask my colleagues on my online forum about it   44%

Two things stand out here: that only a small percentage will buy a 
new product immediately, and that dentists’ buying decisions are 
heavily influenced by what their colleagues say, particularly those 
that are active in online e-mail and social media forums. Most 
dentists, even those that seem proactive, are cautious initially.

Now that you know this information, remain enthu-
siastic about the new product suggestion and ask them to 
think about a recent procedure or case that the product 
could have been helpful.  Then simply ask if  they would be 
open to giving the product a try on the next similar case, 
just to evaluate it. Reinforce that you always considered 
them very progressive and you’d be interested in hearing 
what they think. Psychologically, dentists like to be asked 
their opinions on things. Ask them how they would feel if  
they were the ones who “discovered” an effective product 
and got to tell everyone else what they saw clinically? Den-
tists take a lot of  pride in being seen by their colleagues as 
“state of  the art,” but sometimes just fall into the habit of  
waiting to get the information from others rather than be-
ing the source of  the information. Asking how they would 
feel to deliver good news about an innovative product is 
effective for many of  them. Give these two general con-
cepts a try and I believe you’ll see pretty good results. 

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.

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®
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Sterilization Environmental  Barriers

888-276-7783  •  crosstex.com
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Do your customers’ masks have
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Samples available at crosstex.com
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Your customers require a glove with the strength to protect them from exposure to on-the-

job risks. SemperCare® Tender TouchTM Nitrile is that glove. With a softer nitrile formulation, it 

maintains a high resistance to tears, punctures and chemical hazards. It also provides excellent 

tactile sensitivity and a comfortable fit. So, you can provide your customers with the everyday 

comfort they seek without sacrificing the critical protection they demand.

And since we set the bar on quality standards that well surpass ASTM standards for both 

consistency and performance, you can feel absolutely secure that every box of Tender TouchTM 

gloves you provide your customers will minimize risk and maximize comfort every time.

W e  a r e  p e o p l e  p r o t e c t i o n.®

MINIMIZE EXPOSURE.

 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 Tender Touch™ gloves,
email us at DentalGloves@SempermedUSA.com or call 800.749.3650.

For more information visit SempermedUSA.com/FirstImpressions


