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Inside Dentistry Standouts

Thought-provoking coverage of  
oral care's most important issues

Practical interpretation of  
cutting-edge research

Uncompromised clinical content 

Step-by-step clinical techniques 

Insightful, in-depth discussions with 
academic and industry leaders

New techniques, procedures,  
and products 

Raising The Bar

Inside Dentistry is the complete learning platform for 

the profession, with a comprehensive collection of 

informative, managerial, clinical, educational, and practical 

content designed to support dentists in building and 

sustaining successful practices. 

7/18/1990 to 12/31/2012Approved PACE Program Provider FAGD/MAGD Credit Approval 
does not imply acceptance by a state or  provincial board of 
dentistry or AGD endorsement. 1/1/2013 to 12/31/2016
Provider ID# 209722 

•   �BPA Audited: Circulation of Inside Dentistry is 100% qualified

•   �	Peer Reviewed: CE and clinical articles, and case studies are peer reviewed for content 
relevancy and accuracy

•   �	Editorial Advisory Board:  A unique blend of the industry’s most respected academia's, 
researchers, practicing and advanced learning dental professionals provide direction and 
voice to the publication

•   �	Continuing Education (CE): Accredited by both ADA CERP/AGD PACE provider

•   �	Integrated Platform: Providing share of voice in key channels and targeted lead 
generation

•   �	High Reader Engagement: Independent research shows cover-to-cover readership

•   �	Forward Thinking/Relevant Editorial: Leading the industry to a sustainable future

•   �	Part of the AEGIS Dental Network: Companion publication to Inside Dental Technology, 
Compendium, CDEWorld & Dental Learning Systems. Editors collaborate on industry topics
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Inside Dentistry

•  Private Practice, Des Moines, Iowa

•  Adjunct Professor, Dept. of Operative Dentistry -  
University of Iowa College of Dentistry
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Inside Dentistry's Audience & Reach

... and the ROI on Inside Dentistry’s print reader engagement is 
exponentially multiplied when the value of its multimedia reach—
eNewsletters, website, digital editions, webinars, eBroadcasts, 
and social media outlets—is realized. Inside Dentistry’s integrated 
programs maximize marketing budgets through reach and 
efficiencies.

Inside Dentistry reaches 140,000 dentists in print monthly ...

DIGITAL REACH

Monthly eReach*

eNewsletter........................55,000+

Website................................46,627

Digital Edition....................5,502

CDE Website......................2,141

Social Media....................... 12,500+
Facebook, Twitter and LinkedIn

PRINT DISTRIBUTION: 140,000

Endodontists 1,820

Oral Surgeons 2,316

Orthodontists 3,630

Pedodontists 2,242

Periodontists 2,067

Prosthodontists 728

Faculty 1,168

Specialists (requestor only)

125,726General Dentists
50.68 Years

21.8 Years

Reader Age (Avg.)

Years in Practice (Avg.)

Reader Gender

Female 

28%
Male 

72%
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www.insidedentistry.netSeptember 2016

Peer-reviewed Ce: etiology and FunCtional Considerations oF the worn dentition

Restorative Advances in the 
Digital Era of Implantology
Bradley DeGroot, DDS, MS  |  George A. Mandelaris, DDS, MS

P. 38

Conservative Midline Correction   
Courtney Lavigne, DMD, FAGD   

P. 48

Roundtable: Ridge Preservation 
Particulate Grafting Materials
Marshall Wade, DDS  |  Danny Holtzclaw, DDS, MS 
L. Eric Pulver, DDS  |  David Lee Hill Jr., DDS

P. 64

Conservation
Crisis
When the Most Conservative 
Treatment Might Not Be the Most 
Appropriate Treatment  |  P.92
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Featuring

www.insidedentistry.netJuly 2016

Peer-reviewed Ce: The Norm for deNTal aNd maxillofaCial diagNosTiC imagiNg

Tech Issue

integrating digital 
radiography for 
general Practitioners
Scott Benjamin, DDS
P. 36

digital restorative 
dentistry: Bringing 
value to the Practice    
Daniel J. Poticny, DDS    
P. 66

obtaining, storing, 
and Transmitting 
Patient files
Bryan Laskin, DDS
P. 92
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Featuring

www.insidedentistry.netAugust 2016

Peer-reviewed Ce: Hemostasis & Coagulation witH soft-tissue lasers

32-Year follow-up of 
a Class iv Central 
incisor restoration
Theodore P. Croll, DDS; 
Steven R. Jefferies, MS, DDS, PhD

P. 54

the Current state of 
digital impression 
systems in dentistry
Chad C. Duplantis, DDS

P. 48

oral Health in american 
indian Communities
Michael Monopoli, DMD, MPH, MS;  
Herminia Frias

P. 20

Anterior
   Advances

the Materials driving esthetic restorations

Anterior
   Advances

www.insidedentistry.netJune 2016
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Inside Dentistry Products | p.8

AffordAble dentures 
& ImplAnts

Peer-reviewed Ce: SoCket PreServation Bone GraftinG

Plus

Mastering the

of iMplants

Treatment of Super- 
Eruption Secondary 
to Anterior Wear
Salvatore Lotardo, DDS, AAACD
P. 50

Treatment of a Miller 
Class II Gingival 
Recession Defect 
Douglas H. Mahn, DDS
P. 46

The Current State of 
Digital Radiography
John C. Comisi, DDS, MAGD; 
Allan G. Farman, BDS, PhD, MBA, DSc; 
Andrea Robbins Margeas, DDS
P. 32
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Inside Dentistry's Audience & Reach

PRIMARY PRACTICE SETTING

PROCEDURES PERFORMEDTOP INTERESTS

SHOPPING HABITS

71% Restorative

Periodontal Disease49%
Implantology48%

Prosthetic45%

60%

85% Consider the Peer-Review  
	 Process Important

Buy Products Online

with 85% independent operating owners who focus on offering a 
full compliment of services and are looking for solutions to their 
practice needs.

Inside Dentistry reaches an audience that is ENGAGED...

61 Patients/Week Average

Sources: KANTAR Custom Study of Dentistry Publications among Inside Dentistry Circulation (June 2014)�, AEGIS Reader Surveys (2013-14)
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Bleed Ad Sizes  
Trim size is 9 x 10.875. Please make 

sure that all copy and logos are 0.25” 

inside the trim (live area) and extend 

background images and colors 0.125” 

past the trim (final bleed).  

Ad submission 
Hi Res (300 dpi) PDF (PDF/X-1a:2001 preferred). Make sure that all 

fonts are embedded or converted to outline. All spot colors should 

be converted to CMYK. 

FTP Info:
HOST NAME:   office.aegiscomm.com

USERNAME:   insidedentistry

PASSWORD:  dent4l (lowercase L, not a 1)

*username and password are case sensitive

Full Page Spread
TRIM: 18 x 10.875

LIVE AREA: 17.5 x 10.125
BLEED: 18.25 x 11.125

Full Page 
TRIM: 9 x 10.875

LIVE AREA: 8.5 x 10.125
BLEED: 9.25 x 11.125

2/3 
TRIM: 5.5 x 10.875

LIVE AREA: 5 x 10.125
BLEED: 5.75 x 11.125

1/2 Horiz.
TRIM: 9 x 5.3125

LIVE AREA: 8.5 x 4.8125
BLEED: 9.25 x 5.5625

1/2 Vert.
TRIM:  

4.1875 x 10.875
LIVE AREA:  

3.687 x 10.125
BLEED:  

4.437 x 11.125

1/4
3.5625 x 4.5625

1/3 Vert.
2.25 x 9.5

1X 3X 6X 12X 24X 36X 48X

Full Page Spread  20,345  19,850  19,345  18,830  17,998  17,147  16,137 

Full Page  11,303  11,028  10,747  10,461  9,999  9,526  8,965 

2/3 Vertical  7,911  7,719  7,522  7,323  6,999  6,667  6,274 

1/2 Horiz/Vert  5,932  5,789  5,642  5,491  5,249  5,001  4,706 

1/3 Vert  3,956  3,860  3,762  3,661  3,498  3,333  3,137 

1/4 Square  2,967  2,893  2,822  2,746  2,625  2,500  2,354 

BRC  3,750 

2017 NET RATES (includes 4-Color)

NON-BLEED SIZES TRIMMED SIZES LIVE AREA FINAL BLEED

Width Height Width Height Width Height Width Height

FULL SPREAD 18 10.875 17.5 10.125 18.25 11.125

FULL PAGE 9 10.875 8.5 10.125 9.25 11.125

2/3 VERT 4.875 9.5 5.5 10.875 5 10.125 5.75 11.125

1/2 HORIZ 7.75 4.575 9 5.3125 8.5 4.8125 9.25 5.5625

1/2 VERT 3.5625 9.5 4.1875 10.875 3.687 10.125 4.437 11.125

1/3 VERT 2.25 9.5

1/4 SQUARE 3.5625 4.5625

DIMENSIONS

JAN '17 FEB '17 MAR '17 APR '17 MAY '17 JUN '17 JUL '17 AUG '17 SEP '17 OCT '17 NOV '17 DEC '17 JAN '18

Ad Closing 2-Dec 4-Jan 2-Feb 1-Mar 3-Apr 2-May 2-Jun 3-Jul 1-Aug 1-Sep 2-Oct 1-Nov 4-Dec

Ancillary Materials 5-Dec 5-Jan 3-Feb 3-Mar 5-Apr 4-May 6-Jun 5-Jul 3-Aug 5-Sep 4-Oct 2-Nov 5-Dec

Ad Materials 7-Dec 9-Jan 7-Feb 7-Mar 7-Apr 8-May 8-Jun 7-Jul 7-Aug 7-Sep 6-Oct 6-Nov 7-Dec

2017 DEADLINES

F.O.B. PAGES      

Page #1 +10%

Opp. TOC 1 +5%

Opp. TOC 2 +5%

Opp.  
Masthead

+5%

PREMIUM POSITIONS
COVERS      

CV 2 +10%

CV 3 +5%

CV 4 +20%

2017 Rate Card

Fetch:
HOST NAME: office.aegiscomm.com

USERNAME:   insidedentistry 

PASSWORD:  dent4l (lowercase L, not a 1)

50/50
Ad/Editorial Ratio 

Makes Your Ads 
More Visible
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Cover Story Continuing Educaiton 
(CE) Inside Topics Focus On Sponsored 

Opportunities Special Issues

Jan Bonding Indirect
Restorations Prosthodontics

Implants
Endodontics
Restorative

Office Equipment & Design 5 Reasons to Buy
Clinical Brief

Feb Pain Management Periodontics
Prosthodontics 

Restorative
Sleep

Composite, Curing Lights,  
&Matrix Bands

5 Reasons to Buy
Clinical Brief

Mar How to Build Your Practice Restorative
Periodontics
Orthodontics
Restorative

Implants & Regenerative
Materials

5 Reasons to Buy
Clinical Brief

Apr Top Educators Speak to ID Restorative
Implants

Pain Management
Prosthodontics

Orthodontics
5 Reasons to Buy

Clinical Brief
Executive Perspective

May Sleep Dentistry Endodontics
Pedodontics
Restorative

Periodontics

Digital Imaging  
(Radiography and 2D/3D)

5 Reasons to Buy
Clinical Brief

June Implants Orthodontics
Infection Control

Implants
Restorative

Prevention & Hygiene
5 Reasons to Buy

Clinical Brief
What I Use

Inside Dental Hygiene 
Supplement

July TECHNOLOGY - SPECIAL ISSUE
Endodontics 
Pedodontics 
Restorative

Lab Services
5 Reasons to Buy

Clinical Brief
Why I Invested

Tech Issue

Aug Materials: The New
Zirconia Infection Control

Implants
Orthodontics

Prosthodontics
Adhesion & Bonding

5 Reasons to Buy
Clinical Brief
Top Choice

Sep Geriatric Dentistry Periodontics
Endodontics
Restorative

Periodontics

Impression Systems &
Materials

5 Reasons to Buy
Clinical Brief

Oct Orthodontics for the GP Pain Management
Implants

Prosthodontics
Restorative

Indirect Materials/
Prosthodontics

5 Reasons to Buy
Clinical Brief

Nov Periodontics Sleep
Endodonics
Pedodontics
Restorative

Lasers & Tissue Management 5 Reasons to Buy
Clinical Brief

Product Supplement 
What I Use

Dec Direct Restorations Pediodontics
Prosthodontics

Restorative
Periodontics

Endodontics 5 Reasons to Buy
Clinical Brief

Collaborative Cases 
Supplement

*Content is subject to change at the publisher's discretion and without prior notification

2017 Editorial Calendar
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Promoting TEAM-BASED Dentistry this supplement will ensure that 

the entire office is up to date on the latest techniques and innovations 

enhancing the practice environment and ensuring desired patient 

outcomes. Target distribution-2 segments: Dentists & Hygienists.

June
Inside  

Dental Hygiene

Highlight the features and benefits of your product in this annual resource 

which will outline top trends in the industry along with our readers' picks 

for their favorite products.

November
Product 

Supplement
Special Supplement

Trends in 
Dentistry
Products, technologies, and advances 
impacting oral healthcare

Published by AEGIS Publications, LLC © 2016

Volume 12, Special Issue 2
September 2016

2016 Cellerant best of Class Winners

Plus: 

2017 Special Issues

insid
ed

entaltech.co
m

A
 P

eer-R
eview

ed
 P

ub
licatio

n   //   A
u

g
u

st 20
15

In
s

Id
e

 d
e

n
t

a
l

 t
e

c
h

n
o

l
o

g
y

Coming together to achieve 
shared goals defines the best 
dental practices in patient care

Collaborative
        Cases

www.insidedentistry.netNovember 2016

collaborative care: the best dental practices in patient care

A special supplement polybagged with both Inside Dentistry and Inside 

Dental Technology, focusing on team dentistry.

December 
Supplement

Collaborative Cases

Forward-thinking, technology-focused articles. Promote your products 

in “Why I Invested,” an up-close, personalized equipment and material 

testimonial from a key opinion leader of the sponsor's choice.

July
Tech Issue
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Featuring

www.insidedentistry.netJuly 2016

Peer-reviewed Ce: The Norm for deNTal aNd maxillofaCial diagNosTiC imagiNg

Tech Issue

integrating digital 
radiography for 
general Practitioners
Scott Benjamin, DDS
P. 36

digital restorative 
dentistry: Bringing 
value to the Practice    
Daniel J. Poticny, DDS    
P. 66

obtaining, storing, 
and Transmitting 
Patient files
Bryan Laskin, DDS
P. 92

The AnnuAl 
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49.7%
Procedures  

Performed Per 
Week

PRODUCT PROMOTION
IMAGES OF PRODUCTS WITH SHORT 
DESCRIPTIONS 

›	Cover/On the Cover

›	New Products

›	Technical Profiles 

›	5 Reasons to Buy
20  inside dentistry | October 2016 | www.insidedentistry.net

The Bulletin
New PRODUCTS

a | Ketac™ Universal aplicap™ 
Glass ionomer restorative
Ketac Universal Aplicap Glass Ionomer 
is a fluoride-releasing restoration with 
fewer steps, easy handling, and re-
duced chairtime that is strong enough 
for long-term use.  

888-364-3577
3m.com

b | endosync™
The EndoSync Endodontic Micromotor 
is the only cordless endodontic hand-
piece with apex locator synchroniza-
tion on the market. It offers a light-
weight, compact design, and a large 
range of speed and torque settings. 

800-841-4522
brasselerusa.com
Circle 17 on Reader Service Card

c | eyeZoom™ mini
EyeZoom Mini from Orascoptic™ is a 
loupe that employs two-step variable 
magnification technology between 
2.5x and 3.5x power, inviting the user 
to zoom in to view finer details and 
zoom out for a wider field of view.

800-369-3698
orascoptic.com
Circle 18 on Reader Service Card

d | optIM 28
OPTIM 28 is an ultrasonic cleaning 
solution made with hydrogen peroxide 
that is enzyme-free, does not release 
noxious fumes, and is safe for your 
instruments at its in-use dilution. 

724-820-1600 
scicanusa.com
Circle 19 on Reader Service Card 

e | GocHx™ Gel
GoCHx™ Gel is a low-viscosity, water 
soluble, thin gel containing 0.8% 
chlorhexidine. It can be used to clean 
all final restorations, including implant 
crowns, abutments, and components 
prior to insertion.

800-828-2634 
taubdental.com
Circle 20 on Reader Service Card 

f | tsvt and tsvm mp-1® Ha
An extension of the Tapered Screw-
Vent® Implant Family, these implants 
address clinical challenges for crestal 
bone maintenance and soft tissue 
management through coronal textur-
ing options with microgrooves. 

800-342-5454 
zimmerdental.com
Circle 21 on Reader Service Card

b

e

a

c

f

d

84  inside dentistry | september 2016 | www.insidedentistry.net

Atlas® 
Tuf-Link® 
Patented 
Technologies
Overcome problematic housing 
and O-ring denture retention

the tapered end has a self-threading design 
that facilitates easy manual insertion. the 
tuf-Link resilient silicone liner firmly re-
tained in the periphery seam-line provides 
secure retention and chewing comfort.

Atlas overcomes technical restrictions 
such as parallelism, space, stress, and other 
complications associated with edentulism. 
deficiencies in bone volume, limited space, 
and high cost are substantially reduced for 
patients so they can enjoy the benefits of im-
plantology with secure retention and chewing 
comfort. Patients can leave the clinician’s of-
fice in under an hour with a comfortable and 
stable denture because Atlas implants can be 
immediately loaded. this minimally invasive 
procedure dramatically reduces chair time and 
its simple technical steps make it affordable. 

Atlas denture Comfort is easy to learn 
and implement, and can enhance the lives of 
denture patients by changing their “dentures 
to teeth Like their Very Own.” As noted in 
a study from Gothenburg University, even 
patients for whom conventional implants 
are not an option due to health constraints, 

financial concerns, or fear of surgery “report-
ed a marked positive effect on their percep-
tion of oral function and comfort as well as 
security in social life.”1

dentatus AB, located in stockholm, sweden, 
celebrated its 80th anniversary in 2010, and 
continues to provide distinctive products and 
service to the international dental community. 
in 1988, dentatus AB became the dentatus 
UsA, Ltd. division, providing direct service to 
the north and south American markets, and 
accelerating the development of specialized 
products and systems for finer dentistry.

Reference
1. tomasi C, idmyr BO, Wennström JL. Patient satisfac-
tion with mini-implant stabilised full dentures. A 1-year 
prospective study. J Oral Rehabil. 2013;40(7):526-534. 

Dentatus’ narrow diameter 
implants stand in a class 
of their own. designed to 
retain and stabilize den-
tures for the long-term, 
Atlas was developed to 
address problematic 

housing and O-ring denture retention. With 
the aid of tuf-Link silicone reline material, 
clinicians can overcome these obstacles and 
patients benefit from a cushioned fit for stress-
free denture insertion, retention, and removal. 

tuf-Link provides a soft interface between 
the gingival tissue and the hard denture base, 
reducing sore spots and adjustments. the 
liner is held mechanically within the denture 
base by a hermetic undercut with no need for 
adhesive. Over time, it easily compensates for 
ridge changes and bone resorption. Unlike 
traditional soft-reline materials, tuf-Link 
will not disintegrate and maintains its form 
and resiliency for 18 to 24 months.

A low-profile, 3-mm dome head creates bal-
anced bilateral support with gentle passive re-
tention without copings, O-rings, or adhesives. 

For more inFormation, contact:

dentatus UsA
800-323-3136
www.dentatususa.com
Circle 61 on reader service Card

Eliminates the hardware 
typically associated 

with overdentures

Provides a cushioned 
fit for stress-free denture 

insertion, retention, 
and removal

Minimally invasive 
technique that’s easy to 

learn and implement

In Practice
Tech ProfiLe

Centrix
http://centrixnocordvps.com  •  800-235-5862  •  RSC# xx

SPECIAL ADVERTISING SECTION

5 Reasons to buy

noCord VPs Impressioning system

NoCord™ MegaBody™ Tray 
material drives NoCord Wash 
into the sulcus, creating space 
and enabling complete capture 
of margin details for precise 
fitting restorations. 

5

2 State-of-the-art vinyl 
polysiloxane impression 
material delivers the 
accuracy and dimensional 
stability you require.

The first and only all-in-one 
impression system that retracts, 
stops bleeding, and takes a clear 
final impression in one step!

1

4 NoCord™ Wash material 
gently separates soft 
from hard tissue; 15% 
alum provides the 
astringent action to stop 
bleeding and fluid flows.

3 Makes impression-taking easier 
by eliminating the time and 
costs of using retraction cords, 
pastes, or astringents.

specifications

noCord™ VPs: Use your preferred impressioning 
techniques—dual arch, single, or quad arch; one-
step or two-step techniques.

noCord™ Wash Material: Syringe copious amounts 
of material around prep and onto adjacent teeth. 
More wash enables faster astringent action.

noCord™ Megabody™ tray Material: Designed to 
drive NoCord Wash into sulcus, creating space.

NoCord VPS provides an easy, effective, and accurate method to 
improve capture of marginal areas of the preparation. 

•	NoCord Wash Material is injected into the sulcus and over the preps.  

• A tray filled with NoCord MegaBody Tray Material is inserted, 
physically forcing the NoCord Wash to dilate the marginal soft 
tissue and retract it. This allows capture of the margins. 

• Upon setting, the tray is removed and the final impression is 
complete, eliminating unnecessary steps and shortening the 
time needed.

Gregori M. Kurtzman, DDs, MaGD, FPFa, FaCD, FaDI, DICoI, DaDIa
Silver Spring, Maryland

Photos courtesy of Frank J. Milnar, DDS, AAACD
St. Paul, MN
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the patient experience by eliminating the 
needle, the sound of the drill, and postop-
erative discomfort—the main contributors 
to dental phobia. Happy patients are more 
likely to remain your patient, come in for 
non-emergency dentistry, and generate re-
ferrals. Patient satisfaction is the key to a 
successful dental practice so it is imperative 
to consider the patient experience when in-
vesting in new technology.

After numerous clinical studies proved its 
safety,4,5 a 9.3-µm CO2 all-tissue laser (solea, 
Convergent dental, www.convergentdental.
com) was developed that is cleared for the 
ablation of soft, hard, and osseous tissue. 
this is the first and only CO2 all-tissue laser 

Dental lasers have been 
available for decades,1 
but only now has the 
technology evolved to 
the point where lasers 
can deliver both versatil-
ity and practicality to any 

dental practice. Understanding the different 
types of dental lasers and their capability is 
important when considering the needs of a 
practice. there are a variety of dental lasers 
with different functionalities and limitations. 
For example, some lasers cut only soft tissue 
while others will cut all tissues in the oral cav-
ity.2 With the introduction of these all-tissue 
lasers, dentists now have the option of using 
a multi-functional tool that has distinct clini-
cal advantages over traditional instruments, 
such as the drill and scalpel. some of these 
advantages can include:3

•	 Less need for (injectable) anesthetic
•	 Ability to complete multi-quadrant 

dentistry
•	 Minimal bleeding
•	 Less need for sutures
•	 Less postoperative discomfort
•	 Faster healing times
•	 increased preservation of healthy tissue 

(conservative dentistry)

in addition to clinical advantages, all-tissue 
dental lasers can also dramatically enhance 

in dentistry. it enables dentists to complete 
various hard- and soft-tissue procedures 
quickly with precision and excellent clinical 
outcomes. the biggest advantage over tra-
ditional instruments is this laser’s ability to 
complete most hard-tissue cases without in-
jectable anesthesia and most soft-tissue cases 
with minimal bleeding, limited need for su-
turing, and only topical anesthetic. if inject-
able anesthetic is not used, this saves time by 
not injecting the patient, not waiting for them 
to become numb, and the ability to complete 
other procedures in different quadrants. 
With minimal bleeding, visualization of the 
surgical field is greatly improved. Finally, the 
patient experience is dramatically enhanced 

Joshua P. Weintraub, DDs
stevenson smiles
Stevenson, MD

The Versatility and Practicality 
of an All-Tissue Dental Laser
Save time and increase patient satisfaction
Joshua P. Weintraub, DDS

Inside
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fig. 1 fig. 2

fig. 3 fig. 4

(1.) Case 1: preoperative photograph. (2.) Case 1: immediate postoperative photograph. (3.) 
Case 1: 10-day postoperative photograph. Note poor hygiene, which may compromise results 
if not improved. (4.) Case 1: Close-up detail of 10-day postoperative photograph. 
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My dental colleagues appreciate when 3d 
imaging helps to ensure more thorough treat-
ment for their patients. scans are easily and 
securely shared, and those clinicians don’t 
have to send their patients to an imaging 
center to obtain that benefit.

3d imaging has also changed our diagnos-
tic records procedures. We no longer have the 
need to take and store models on every patient. 
With all of the detailed views and information 
available from a 3d scan, i can efficiently create 
customized appliances to achieve more predict-
able tooth movements and avoid root resorp-
tion or damage to surrounding structures. 
this modern technology elevates patient care 
and their appreciation shows in their smiles.

through i-CAt, dentists have the possibil-
ity for continuing education on 3d CBCt 
use. i am constantly exploring its applica-
tions such as airway and tMd evaluation. 
As with anything, there has been a learning 
curve, but with perseverance and devotion, i 
learned how to use this technology efficiently 
and effectively. the benefits that 3d imaging 
has brought to my practice have been price-
less and well worth the extra effort.

Reference
1. Ludlow JB, Walker C. Assessment of phantom do-
simetry and image quality of i-CAt FLX cone-beam 
computed tomography. Am J Orthod Dentofacial 
Orthop. 2013;144(6):802-817.
2. i-CAt indications for use.

Improve Treatment Planning and 
Broaden Patient Care Capabilities 

Benefits of 
3D Imaging 
in Your 
Practice

Darshana novick, DDs, Ms

Darshana Novick, DDS, MS, 
practices orthodontics in Chicago 
and River Forest, Illinois. She is a 
member of the American Association 
of Orthodontists, the Chicago Dental 
Society, Illinois State Dental Society, 
the American Dental Association, and 
the Illinois Society of Orthodontists. 
Dr. Novick earned her dental degree, 
Masters of Science, and Certificate 
in Orthodontics at the University of 
Illinois in Chicago, where she also 
completed her Orthodontic Residency. 

For more inFormation, contact:

imaging sciences international
800-205-3570
www.i-cat.com
Circle 47 on reader service Card

Orthodontists are devot-
ed to beautiful smiles. 
We have the poten-
tial of changing a pa-
tient’s life. Having an 
i-CAt™ has changed 
my treatment plan-

ning process and broadened my patient 
care capabilities. 

in my practice, every patient receives a 
3d scan as part of their diagnostic records. 
From that one scan, we gain a pan, lateral 
and AP ceph, 3d volume, articulation, and 
cone beam imagery/cross-sections. When 
using the Quickscan+ setting, all of this pa-
tient-specific information can be captured 
in a 4.8-second scan that emits radiation 
comparable to a 2d panoramic x-ray.1,2  

On our 3d scan, we can see conditions such 
as ectopic teeth or mesiodens that were not 
visible on a 2d pan.  i recently saw a patient in 
my office for a second opinion. While her 2d 
imaging showed skeletal asymmetries, with-
out the 3d scan, one was unaware of degen-
eration of her jaw and joints. i determined 
that the patient was not a candidate to start 
orthodontic treatment at that time because 
braces would have moved her teeth into an 
even worse malocclusion. We were fortunate 
to diagnose her specific condition before any 
treatment took place, referring her to an oral 
surgeon for proper care to help avoid a pos-
sible negative outcome. 

Dialogue
Peer To Peer
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The full value of custom content featured in Inside Dentistry is realized when the content is shared 
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The Bulletin
forum

astonishing entertainment for all who attend-
ed this inaugural event. 

throughout the meeting, dentsply sirona, 
inc., the dental solutions Company™, pro-
vided dental professionals—both national and 
international—opportunities to gain new ideas 
and innovative means to better build and man-
age their practices. Attendees came away with 
invaluable, necessary, and applied practices 
and education, as they learned from industry-
leading clinicians and influential business icons.

the first event of its kind, SIROWOrLd was 
designed to not only attract dentists practicing 

or interested in CereC, but to also shine a 
spotlight on all aspects of digital dentistry, in-
cluding CAd/CAM, imaging, implantology, 
orthodontics, endodontics, periodontics and 
hygiene, restorative dentistry, prosthetics and 
lab, practice management, and more.

Education First
SIROWOrLd comprised 11 specialized edu-
cational tracks with approximately 200 break-
out sessions led by more than 150 clinical, 
business, and marketing experts. the ground-
breaking general sessions and track-specific 

T housands of doctors, hygien-
ists, lab technicians, front 
office managers, office assis-
tants, and countless other 
dental professionals con-
verged on thursday, August 
11 at the rosen shingle Creek 

resort in Orlando to experience SIROWOrLd, 
the ultimate dental meeting. A 3-day educa-
tional extravaganza, SIROWOrLd offered 
attendees groundbreaking general sessions, 
innovative and informative breakout ses-
sions, copious networking opportunities, and 

A recap of SIROWorLD

rocking it at 
The ultimate 
Dental meeting
Beginning on August 11 at the rosen shingle Creek 
resort in Orlando, thousands of attendees participated in 
SIROWOrLd, a 3-day educational extravaganza.

SIROWorld 2016

➊ ➋ ➌
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The Last Word
viewpoint

Because membership in the AAed is only by invitation and lim-
ited, sharing their insights and discoveries with a wider range of oral 
healthcare professionals is an extremely important goal for the acad-
emy. “Many of our members are out there in the dental circuit, and 
that’s part of how we reach people,” roblee says. “We’re practicing it, 
teaching it, and writing the scientific articles and books.” 

However, now that the Academy is into its 41st year, they’re look-
ing to expand their reach in the future. “We’ve always been about a 
high-level interdisciplinary approach, rather than simply esthetics,” 
roblee says. “so, we’re going to start promoting that aspect, moving it 
into the forefront, and working more closely with different specialty 
groups to be a conduit for the interdisciplinary approach.”

A major part of that initiative is the 2017 education session in san 
diego, which is going to diverge from the usual format to an interdis-
ciplinary session with more open registration. Usually, in an effort to 
enhance fellowship and professional growth, guest registration for the 
annual session has been held to an approximate ratio of two guests 
for every one member in attendance.

“What we hope to do with this interdisciplinary meeting is bring 
leaders from all of the different specialties in for an outstanding pro-
gram,” roblee explains. “these experts all do specialty type programs 
with other disciplines, but we’re hoping to take it several steps further 
in the esthetic area. there’s no question that historically the AAed 
members have made a giant impact on the way esthetic dentistry is in-
terpreted around the world, and we’ll continue to do that. But moving 
forward, we’re going to try to do the same for the interdisciplinary ap-
proach, with prosthodontics, orthodontics, periodontics, endodontics, 
pediatrics—and a few others that aren’t quite as focused on esthetics 
but we’re hoping they will become involved.” 

the AAed members are also increasing efforts to bring in the 
next generation. “With all the changes going on, such as corporate 

dentistry, our concern is who is going to be 
the next Pete dawson, John Kois, or Frank 
spear,” roblee explains. they are working to 
find young dentists early on and mentor them 
into leadership roles in esthetic and inter-
disciplinary dentistry. “this is a great group, 
with leaders who want to make a difference. 
if there are younger people who are inter-
ested in getting a jump-start into the future, 
they should contact us or one of the members 
they may know and become involved. that’s 
a very important part of our academy going 
forward; they can make a big difference.”

Esthetic dentistry has developed far beyond the idea 
of a cosmetically pleasing smile, as evidenced by 
the membership and educational pursuits of the 
American Academy of esthetic dentistry (AAed). 

“Our members connect, plan, and strive to improve 
our clinical focus—doing whatever we can in the 
mainstream of dentistry to improve oral health 

from a scientific as well as esthetic realm,” says president-elect 
richard d. roblee, dds, Ms.

Founded in 1975, the AAed was established “to promote the inte-
gration of dental esthetics into the total spectrum of oral health care 
and provide a leadership role for the profession by defining the high-
est interdisciplinary clinical, scientific, artistic, and ethical standards 
through research, publications, and educational presentations.”

the major forum for the AAed is its annual educational ses-
sion. this year, the 41st Annual Meeting was held August 3-5 at the 
Monarch Beach resort hotel in dana Point, California. intensive 
educational sessions explored the theme of “Point Counterpoint: 
the Controversies & innovations in esthetic dentistry,” includ-
ing 1) Vertical Placement of dental implants: How deep is deep 
enough; 2) treatment of the Posterior Mandible: short implants 
or Vertical tissue Augmentation; 3) restorative Contour and 
submergence Profile Concepts: Flat or Full; 4) the relationship 
between Platform switching and initial Marginal Bone stability; 
and 5) etiology and treatment of non-Carious Cervical Lesions. 
in addition, individual presentations focused on high-level proce-
dures representing the total spectrum of oral healthcare through 
the esthetic context. social and networking opportunities included 
the President’s reception, a special evening celebrating the orga-
nization’s past presidents, honoring AAed history, and honoring 
Peter dawson, dds, founder of the dawson Academy, for his con-
tributions to the field of dentistry.

reflecting on the diversity of the program, 
roblee explains, “it’s about incorporating art 
and science to do what we can as health pro-
fessionals to improve patient quality of life. 
the true name of esthetics—not cosmetics—is 
dealing with underlying problems and health 
issues, and doing it from such a high level in-
terdisciplinary approach that these patients 
look amazing at the same time. in other areas, 
the goal of ‘esthetics’ is only covering up prob-
lems, but we’re going in and fixing them for 
the overall well-being of our patients.” 

the American Academy of esthetic Dentistry looks to the future

Esthetic Dentistry Leaders Expand the 
Interdisciplinary Approach

“What we hope to do with 
this interdisciplinary 

meeting is bring leaders 
from all of the different 

specialties in for an 
outstanding program.”
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to speak, smile, smell, taste, touch, chew, swal-
low, and convey a range of emotions through 
facial expressions with confidence and free 
from pain or discomfort, and disease of the 
craniofacial complex.

Further attributes related to the definition 
state that oral health is a fundamental compo-
nent of health and physical and mental wellbe-
ing, which exists along a continuum influenced 
by the values and attitudes of individuals and 
communities; reflects the physiological, social, 
and psychological attributes that are essential 
to the quality of life; is influenced by the individ-
ual’s changing experience, perceptions, expec-
tations, and ability to adapt to circumstances.

Fdi’s Vision 2020 think tank members 
coined the new definition, which includes ex-
perts in oral health, public health, and health 
economics. together with a companion frame-
work tested against external stakeholders, the 

F di World dental Federation 
launched the new definition 
of oral health—positioning it 
as an integral part of general 
health and wellbeing—at 
its Annual World dental 
Congress in Poznan, Poland. 

it was adopted by over 200 national dental 
associations and will now be rolled out to the 
oral health community globally.   

“this new definition is an important mile-
stone for the oral health profession,” said dr. 
Patrick Hescot, Fdi President. “true to our 
Vision 2020 advocacy strategy and our ambi-
tion to lead the world to optimal oral health, 
the new definition will allow us to develop stan-
dardized assessment and measurement tools 
for consistent data collection on a global level.”

As defined by Fdi, oral health is multi-facet-
ed and includes, but is not limited to, the ability ©
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new oral health definition is the result of a wid-
er consultation, which included patients, oral 
health professionals, ndAs, the public health 
community, academia, government, industry, 
and third-party payers.

“With this new definition, we want to raise 
awareness of the different dimensions of oral 
health and emphasize that oral health does 
not occur in isolation, but is embedded in 
the wider framework of overall health,” said 
Professor david Williams, Co-Chair of Fdi’s 
Vision 2020 think tank.

Fdi plans to widely disseminate this oral 
health definition and advocate for its opera-
tionalization to establish a standard mea-
surement instrument that can be applied 
across countries. A measurement toolbox 
will be ready in 2017 to allow for assessment 
of individual and population needs that can 
inform and drive oral health policies.

FDI Unveils 
New Universally 
Applicable Definition 
of Oral Health
Raising awareness of the oral-systemic link

The Bulletin 
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Chris Holden and Heraeus Kulzer are  
changing the world of removable  
prosthetics with a clear vision.

Heraeus Kulzer’s wildly successful Pala Digital Dentures were 
the result of a clear vision. When Chris Holden took over as 
President of Heraeus Kulzer in 2006, he set a path for the 
future based on strict criteria: Align the company’s growth 
with its customers’ needs.

“We needed to be relevant, and we had a great deal of change to make, 
from the location of our corporate headquarters to the size of our field sales 
force,” Holden says. “Our product offering and general solutions offering 
needed to expand and become more customer-friendly relative to the needs 
of our customers.”

That strategy can be helpful in any industry, but Holden decided it was 
particularly important for Heraeus Kulzer, considering the consolidation 
occurring among both dental practices and dental laboratories.

“The need to provide solutions that help our customers either grow or 
save is absolutely critical not only to their success but also to our success,” 
Holden says.

Based on that directive of helping customers either grow or save, the 
company has focused on integrating hardware, software, and services 
around its core chemistries to provide integrated solutions for dentists 
and laboratories.

“The solutions that we are bringing to the market that are digitally based 
fit that core description of hardware, software, and services surrounding 
our chemistries,” Holden says, “so that when a customer picks up one of our 
core products and engages with a piece of hardware or software, they are 
using a solution that either helps to drive savings or helps to drive growth 
for their business.”

Pala Digital Dentures have accomplished both of these goals since the 
product’s introduction last year. The patented tray system saves dentists 
significant amounts of chairtime, requiring only two patient visits, rather 
than the five needed for most traditional dentures. This helps laboratories 
indirectly as it provides a new selling point for potential new clients.

The second part of Pala Digital Dentures is a CAD/CAM process that is 
handled by Heraeus Kulzer, greatly reducing the cost and labor involved 
for the laboratory.

“This can either reduce the laboratory’s overhead cost or increase its 
productivity,” Holden says. “Just as digital dentistry has helped innovate the 
fixed prosthetic side of the business, we are helping change something that 
has been stagnant for more than 100 years—the removable side.”

A GOAL FOR ALL 
BUSINESSES

Top-Notch R&D
The current Pala Digital Dentures line is only the 
start. As it works to add to that brand and develop 
other new products, Heraeus Kulzer has nearly 
1500 chemical engineers at its disposal, thanks 
to its parent company, Mitsui Chemical Group.

Holden cites the move to become part of Mitsui 
Chemical Group as a major turning point for 
Heraeus Kulzer, as Mitsui is dedicated to growing 
and investing in the dental industry, with Heraeus 
Kulzer serving as the centerpiece for those efforts.

“Technology in the dental industry is increas-
ingly associated with CAD/CAM and automated 
manufacturing, but that machinery and software 
still need to make something,” Holden says. “We 
cannot overlook the importance of the materials 
that will come to market in the next several years. 
We expect to be at the center of that and to lead 
over the next decade.”

New technologies, of course, need to meet 
Heraeus Kulzer’s high standards of helping cus-
tomers grow or save, so the company is diligent 
about not rushing any launches. However, Holden 
says several groundbreaking innovations could 
be imminent.

“We have numerous technologies in our pipe-
line—technologies that help double down, for 
example, on digital denture solutions,” Holden 
says. “The solution that we provide today is not 
the limit of what we will bring to market. We 
will bring to market a much more integrated and 
personal solution for each laboratory.

“We also will bring to market a superior way to 
mill both chairside and in the laboratory with a 
novel and unique technology. We will help provide 
a method to digitize every dentist in the United 

States and Canada in an affordable way that allows 
the laboratory to help accomplish that but also 
insulates and protects the laboratory’s business. 
The market will see more and hear more about 
those technologies over the next several months.”

Fostering Relationships
When those innovative new products are intro-
duced, Heraeus Kulzer plans to capitalize on its 
relationships on both the clinical and laboratory 
sides—just as it did with Pala Digital Dentures.

“We have tremendous resources from a service 
standpoint and a knowledge standpoint of materi-
als and processes,” Holden says. “We appreciate 
and understand what a laboratory has to do to 
make its customers happy. With clinical errors 

or shortcuts, laboratories are often told by their 
dentist customers to just make it work, creating 
a difficult situation for the laboratory. One of our 
core strengths comes from working with both 
laboratories and dentists. We frequently flex the 
capability to help by bridging the expectation 
gap—be it by product, education, relationship, or 
all of the above. Delivering quality prosthetics is 
an ecosystem that is neither laboratory nor clini-
cal but a combination of both. We see ourselves 
right in the center of that, as an integral part not 
only for supplies but for knowledge.”

With the right supplies and knowledge, and the 
ability to help laboratories utilize those assets in 
cooperation with dentists, Heraeus Kulzer accom-
plishes its goal: Helping laboratories grow and save.

KEY TAKE AWAYS

Every initiative to 
integrate hardware, 
software, and services 
around Heraeus Kulzer’s 
core chemistries is based 
on helping customers 
either grow or save.

Pala Digital Dentures 
help both dentists and 
laboratories save time and 
costs, while also helping 
laboratories grow their 
businesses with a new 
offering.

With nearly 1500 chemical 
engineers at its disposal 
as part of Mitsui Chemical 
Group, Heraeus Kulzer 
expects to be at the center 
of materials development 
in the near future.

Heraeus Kulzer’s 
relationships with both 
dentists and dental 
laboratories can help 
bridge the gap as both 
try to work together as 
effectively as possible.
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TIME SAVINGSGROWTH AND SAVINGS:
PROCEDURES (SINGLE ARCH) CONVENTIONAL PALA DIGITAL DENTURES
PROCESSED BASE AND RIM 55 MINUTES N/A

TISSUE MODEL 8 MINUTES N/A

ARTICULATION 12 MINUTES N/A

SCAN AND SEND DIGITAL DENTURE N/A 35 MINUTES

SELECT TEETH 5 MINUTES N/AW

SETUP AND WAX 60 MINUTES N/A

DIAGNOSTICS WITH DENTIST N/A 17 MINUTES

FINISH 85 MINUTES N/A

RECEIVE DIGITAL DENTURE AND QC N/A 10 MINUTES

TOTAL 225 MINUTES 45 MINUTES

SPECIAL ADVERTISING SECTION PACKAGE INCLUDES

•  Two-page advertorial

•  Your advertorial piece featured 
prominently on InsideDentistry.net 
for the month of April (50,000+ 
average monthly site visits)

•  Inclusion in digimag

The Inside Dentistry April Cover Story will spotlight Key Opinion Leaders 
in oral healthcare discoursing on all aspects of the dental industry, 
including the current state of the dental economy, education, big issues 
impacting dentistry, leadership strategies, and much more. 

IMPORTANT DATES: 
CLOSING DATE:    
JANUARY 16, 2017

EDITORIAL MATERIALS DUE:    
FEBRUARY 1, 2017

AD MATERIALS DUE:    
MARCH 7, 2017

2-Page Executive Perspective: $15,000 NET OR $10,000  
with ad placement within the same issue

1-Page Executive Perspective: $13,000 NET  
and includes an adjacent ad placement

2-Page: $15,000 NET or $10,000 (with ad placement in same issue)

1-Page: $13,000 NET (1 editorial page Includes adjacent ad 
placement)

CLOSING DATE: 1/16/2017

EDITORIAL MATERIALS DUE: 2/1/2017 

AD MATERIALS DUE: 3/7/2017

IMPORTANT DATES
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What I Use 
A SPECIAL SECTION IN JUNE 2017

The Inside Dentistry June Cover Story focuses 

on all aspects of implant dentistry, including 

the current market conditions, the business 

opportunity, and best practices for optimal 

clinical and patient outcomes.

FEATURES & BENEFITS

•  �One- or two-page advertorial

•  �Your advertorial piece featured prominently on 
InsideDentistry.net for the month of June

•  �Inclusion in June digital edition

•  �Included in Inside Dentistry's eNewsletter in June

Two-page advertorial spotlighting a clinician using 
the sponsoring company’s product, equipment, or 
materials. Personal account from the clinician on how 
the product has positively impacted his or her practice, 
profitability, and patient outcomes. Clinician interview 
handled by AEGIS. Includes professional photography 
of the clinician,  key takeaways, and a sponsored call 
out. Can include an image of the product. Offered in 
the June Issue, which focuses on implant dentistry.

Anton Woolf and Argen Corporation foresaw the rise of CAD/CAM  
and are confident in the future of laboratories.

CLEAR VISION PAYING OFF
past 8 years, that 
metamorphasis was 
based on sticking to 
its core values: the 
highest quality, best 
customer service, and 
best technical support, 
all at a competitive 
price.

“When I decided to 
pursue our new direc-
tion, I evaluated the 
competitive advantag-
es we had,” Woolf says. 
“We had an incredible 
distribution channel 
to the dental labora-
tory, high-quality 
products, and a brand 
that people trusted. 
We were known as a 
family-run, customer-
centric business.

“No matter how 
large we get, we will never lose that family spirit.”

With that attitude in mind, Argen has de-
veloped every one of its offerings based on 
customer feedback. One trend Woolf observed 
was that, as popular as zirconia became when 
it burst on the scene a few years ago, other 
materials were still necessary in certain cases. 
A plethora of materials options existed, but it 
was unrealistic for any laboratory to carry them 
all in their inventory.

“Our strategy was to enable the laboratory 
to offer any product,” Woolf says. A laboratory 
cannot carry 30 different alloys, but with the click 
of a button you can have a restoration made with 
any of 30 different alloys from Argen in 2 days.”

Investing in Innovation
To facilitate partnerships as much as possible, the 
company will have invested more than $1 million 
in its website.

“Our file upload system for our digital outsource 
center is by far the best in class,” Woolf says.

For in-house milling, zirconia remains popular, 
and Argen is determined to be a leader in that realm 
as well. With more than 40 zirconia milling ma-
chines operating 24 hours per day, 6 days per week, 
the company’s technicians, engineers, and scientists 
have built a breadth of knowledge about the mate-
rial. This knowledge enables Argen to really support 

laboratories with their 
in-house milling.

“We mill so many 
zirconia units on a 
daily basis that we can 
provide unprecedented, 
hands-on technical 
support on our ArgenZ 
discs,” Woolf says. “I 
believe we will become 
one of the largest 
zirconia companies in 
the world. People are 
just blown away by our 
new ArgenZ Anterior 
zirconia, and we are al-
ready working on more 
zirconia innovations.”

Those innovations, 
as well as the ones tak-
ing place in the digital 
outsource center, are 
a result of aggressive 
investment.

“We have invested a lot in technology, equip-
ment, and most importantly, people,” Woolf says. 
“We have hired experts who, frankly, know more 
than us. We hired the best people for IT, infrastruc-
ture, engineering, and lean workflow operations. 
We have invested heavily over the years in very, 
very good people.”

Still Growing
The strategy is working. Production at Argen’s 
digital outsource center has increased at a 
pace of 7% per month over the past 4 years, 
going from five people and three machines to 
120 people and more than 100 machines. The 
company expects those numbers to double over 
the next 3 years.

“Despite our vision, it was not easy getting where 
we are today,” Woolf says. “Theodore Roosevelt 
once said, ‘The best thing is to do the right thing. 
The second-best thing is to do the wrong thing. The 
worst thing is to do nothing.’ I hope our path inspires 
laboratories to change their business models with 
an eye toward the future. This is an incredibly excit-
ing opportunity for dental laboratories.

“Laboratories who position themselves cor-
rectly by embracing technology and embracing 
the versatility that outsource centers such as 
Argen offer have a great opportunity to increase 
their value to the dentist.”

AHEAD OF THE PACK:

Anton Woolf took over as CEO of the world’s largest pre-
cious metal alloy company in 2008 and laid out a clear 
vision for the company that his parents, Bertie and Jackie, 
had successfully built over the previous 45 years. Argen 
Corporation would become more diversified with a focus 

on digital dentistry, and it would stand behind dental laboratories. Both were 
bold propositions; at the time, CAD/CAM was still very new, and offshoring 
and chairside were threatening the future of laboratories. Woolf says it was 
a significant challenge to shift the vision and culture of the company during 
very uncertain times. But he persevered.

“It seemed so clear to me,” Woolf says. “The first laser-melting machine 
we purchased did not produce a single salable part for more than 2 years, 
and some people were skeptical, but I remember looking at that machine 
and saying, ‘Everyone, this is the future of Argen.’ I was so convinced that 
I just charged forward.”

Today, Argen uses more than 100 machines to produce thou-
sands and thousands of parts per day. The company recently 
opened a new, 80,000-square-foot headquarters in San Diego, 
California, which will house the corporate headquarters and 
digital outsource center, while material manufacturing 
will remain in the existing 40,000-square-foot building.

“We are probably one of the largest producers of CAD 
designed custom devices across all industries,” Woolf says.

100% Commitment to Laboratories
The company’s commitment to laboratories remains 
as strong as ever. While many of its competitors sell 
to dentists as well, Argen steadfastly sells exclusively 
to laboratories.

“I believe so much in the laboratory that I am put-
ting the entire future of our company behind it,” Woolf 
says. “I want laboratories to feel that optimism that 
I feel.”

Argen aims to be a one-stop shop for laboratories, 
offering both premium outsourcing services and top-
of-the-line materials, including the popular ArgenZ 
Anterior zirconia.

“We just want the laboratory to be successful, 
whether you outsource or buy materials from us,” 
Woolf says. “That is a partnership that I do not see 
any other company offering to the laboratory on the 
scale that we offer it.”

As much as Argen has transformed itself in the 

KEY TAKE AWAYS

4
Argen sells exclusively to 
dental laboratories, despite 
many of its competitors 
selling to both laboratories 
and dentists.

The company’s core values 
are the highest quality, best 
customer service, and best 
technical support, all at a 
competitive price.

Digital outsource center 
helps laboratories offer a 
wide variety of materials 
and services without having 
to keep a large inventory.

Argen’s experience with 
milling zirconia has led 
to the development of 
ArgenZ Anterior, with more 
innovations expected to 
arrive soon.

SPECIAL ADVERTISING SECTION

2-Page: $15,000 NET or $10,000 (with ad placement in same issue)

1-Page: $13,000 NET (1 editorial page Includes adjacent ad 
placement)

CLOSING DATE: 3/1/2017

EDITORIAL MATERIALS DUE: 3/15/2017 

AD MATERIALS DUE: 5/8/2017

IMPORTANT DATES

Custom Editorial



Top Choice  
A SPECIAL SECTION AUGUST 2017 
1-Page advertorial (adjacent to full-page ad) 
spotlighting a KOL chosen by the sponsoring 
company. Personal account from the clinician 
on how the product has positively impacted 
his or her practice, workflow, and clinical 
outcomes. Clinician interview handled by 
AEGIS. Will include an image of the product, 
key takeaways, testimonial, and video 
component. Offered in the August issue, 
which focuses on innovations and material 
selection. 

*Standard Rate: $4,500 NET

CLOSING DATE: 6/2/2017

EDITORIAL MATERIALS DUE: 6/16/2017 

AD MATERIALS DUE: 7/7/2017

IMPORTANT DATES
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�FEATURES & BENEFITS

•  �One-page advertorial (full-page ad placement  
required to run adjacent)*

•  �One custom 90-second video of clinician

•  �Inclusion in August digital edition

•  �Inclusion in Inside Dentistry eNewsletter in August

•  �500 reprints

Custom Editorial

CONTROL, CONSISTENCY 
WITH COBALT CHROME

How has it benefited your 
laboratory? Casting by 
hand, you are at the mercy 
of so many variables. With 
this sintering process, the 
consistency is basically 
100%.

What indications can 
be produced with 
Ceramill Sintron? Implant 
abutments, copings, bars, 
and more. We have even 
successfully fabricated a 
12-unit bridge with it.

TOP  CHOICE
I like to keep all of my work in-house and 
use CAD/CAM technology for everything, and 
Ceramill Sintron helps me do that. It saves 
money by eliminating costly steps such as 
casting and waxing, but more importantly 
it allows me to control the entire process 
without even moving between departments 
in the laboratory.

(Circle 45 on Reader Service Card) 

Udam explandios ex ex eum nobiscipsae nus 
et molore quature conectecto di tesequia estis 
ditias plandem dem reptati cuptae. 

SPECIAL ADVERTISING SECTION

Um, andam audigendi 

omnimpo restorenda il 

intiorent millatent est, 

suntore perchil ipsusda

Um, andam audigendi 

omnimpo restorenda il 

intiorent millatent est, suntore 

perchil ipsusda

What are the special 
characteristics of Ceramill 
Sintron? You can dry mill it 
with a regular desktop mill. 
It is a wax-based material 
with alloy, but you do not 
need an expensive mill.

Today, the next chapter in the new era: SonicFill™ 2 

SonicFill took the risk out of bulk filling—
providing excellent adaptation during 
placement, ideal handling properties, a 
high depth of cure, and lasting marginal 
integrity. All with the strength that posterior 
restoration demands.

And now it’s even better, with improved 
color matching and polishability that will 
allow you to achieve a beautiful lustre. 
And we’ve even increased durability while 
giving you more working time. Welcome to 
the new era.

Together, we’re more.™Schedule a demo today! Visit Demo.SonicFill.com for more information.

SonicFill™ Technology:

Trusted by thousands of dentists. 
Used in millions of restorations.

COMPOSITE ERA

GLASS IONOMER ERA

SONICFILL ERA

AMALGAM ERA
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Why I Invested 
A SPECIAL SECTION IN JULY 2017

Two-Page spotlight highlighting a clinician 
and why he or she invested in a particular 
technology. Personal account from the 
clinician on how the technology has positively 
impacted his or her practice, profitability, 
and patient outcomes. Clinician interview 
handled by AEGIS. Includes professional 
photography of the clinician, key takeaways, 
and a sponsored call out. Offered in the July 
Issue, an annual thematic on technology and 
innovation. 

CLOSING DATE: 4/3/2017

EDITORIAL MATERIALS DUE: 4/17/2017 

AD MATERIALS DUE: 6/8/2017

IMPORTANT DATES

Custom Editorial

�FEATURES & BENEFITS

•  �One- or two-Page advertorial

�•  �Your advertorial piece featured prominently on 
InsideDentistry.net for the month of July

�•  �Inclusion in July digital edition

�•  ��Included in Inside Dentistry eNewsletter in July

Solupta porepel il maiostiata nos aut ditatem ilignatem quae. Mus 
eumque idi andis ex eos molorem vent lici rehent.

The delivery of health care is changing in this country because con-
sumers are demanding it. In dentistry, large corporate models 
continue to gain momentum, and Aspen Dental Management, 
Inc. (ADMI) is showing that this is a viable career path for dental 
technicians.  

“Patient-centric models such as ours are well-positioned for long-term 
growth and success,” ADMI CEO Bob Fontana says. “For the Aspen Dental 
brand, the strategy has always been about trying to find different and better 
ways of doing business, consistent with what consumers—both patients and 
employees—want.

“We have been able to grow and be successful because we understand the 

A MODEL FOR THE FUTURE
that we hold dear. Perhaps most importantly, those 
values serve as a guide for every business decision 
that is made.”

Part of ADMI’s culture is making sure that every 
member of the team has clarity regarding his or her 
role and how their contributions directly impact 
the success of the practice. Every member of each 
office team has access to an individual report 
card—a set of key measures that include both 
team metrics and individual metrics. Each day, a 
laboratory technician can look at that report card 
to see statistics such as how many patients accepted 
treatment the previous day, as well metrics such as 
their percentage of denture remakes.

“That kind of visibility gives laboratory techni-
cians a real sense for how they are helping their 
office team achieve success,” Fontana says.

A Career Path for Technicians
That team culture starts from a technician’s first 
day at Aspen Dental. ADMI created a laboratory 
technician training program because they realize 
the importance of technicians in the delivery of 
quality services and that there is a growing shortage 
of skilled technicians in the US.

“Our mission at ADMI is to care for the people 
who care for the patients, and so we are committed 
to giving laboratory technicians the support and 
resources they need to be successful,” Fontana says.

The laboratory technician training program 
takes approximately 48 weeks to complete, but 
trainees with experience can graduate sooner. 
There is no cost to participate, and trainees are 
compensated with a competitive income and 
health benefits.

“From Day 1, trainees are mentored by a 

laboratory technician manager and 
work alongside dentists and team 
members, from training and interning 
right through graduation,” Fontana 
says. “Throughout the experience, 
trainees learn how to fabricate qual-
ity dentures, see first-hand how their 
work impacts patients, receive im-
mediate feedback on their products 
and progress, and receive an income 
and benefits. Additionally, they are 
guaranteed a job at an Aspen Dental 
practice upon graduation.”

Recently, ADMI announced a 
program to support employees in 
attaining their Certified Dental 
Technician (CDT) designation in 
Complete Dentures. Beginning 
in December 2016, ADMI will 
reimburse technicians 120% of the 
cost associated with the application 
process and exam fees. Once certified, 
they will continue to be reimbursed for 
annual renewal fees.

A Team Environment
A primary benefit of working as a labo-
ratory technician for an Aspen Dental 
practice is stability, but another is being a 
core member of a team within the practice. 

“They work in a team environment, right 
in the office, where patients are receiving 
care,” Fontana says. “A real sense of reward 
comes along with that. It is not about just 
manufacturing the denture; it is having an op-
portunity to get to know the patient and see how 

that denture may change their life.”
Working for a thriving, growing 

company cannot be understated either.
“We are unwilling to accept the status 

quo and are driven by a relentless belief that 
there is always a better way—a better way 
to deliver care, a better way to support our 
employees, and a better way to create team 
success.

“That shows up when you look at our 
track record. It’s why 10 000 new patients 
call for an appointment at an Aspen Dental 
practice every single day. It’s why a new 
Aspen Dental practice opens every 5 days. 
And it’s why hundreds of dentists and 
laboratory technicians will join Aspen 
Dental this year alone.”

Tem atur? Qui nos molupti des qui 
blab in nataspid ent adit endaerro 
omnihilibus mod moditasin nimusan 
daeperehende provid es si optate 
plautem et qui volorep edictem es 
quia santo quod qui volor sunt.

Aximost ullesecat aut ve-
lessi mendem vitis es unt rateni-
musam, odicia niet que as ut 

molorruntum et, solore none 
plibus sequid quiditi reperciis 

re quis voluptas incid ulluptio 
quia vel inis as exceria sit 

quidebiti debis volut por 
sapiendantis reprat.

Tur? Officiet paritec 
totatent quissin cipsus, 

laniminciet, quasita 
quaspis

KEY TAKE AWAYS

The Aspen Dental 
Management, Inc. 
laboratory technician 
training program includes 
compensation and 
benefits for trainees.

ADMI reimburses 120% of 
the cost associated with 
the CDT application process 
and exam fees, as well as 
100% of annual renewal 
fees.

Aspen Dental laboratory 
technicians are a key part 
of the team, working in 
close proximity to patients.

10 000 new patients call 
for an appointment at 
an Aspen Dental practice 
every day.

4

FINDING BETTER WAYS:

SPECIAL ADVERTISING SECTION

changes that are happening and what consumers want from their health care. 
The Aspen Dental brand has always been about doing things differently, and 
ADMI supports dentists and technicians who believe in a patient model that 
is built to break down barriers and make it easier for patients to be able to get 
the care they need.”

One key to ADMI’s success has been a renewed emphasis in recent years 
on creating alignment around culture and values.

“For any successful organization, culture is the biggest competitive advan-
tage,” Fontana says, “and we have made significant investments in ensuring 
that all team members—whether they be in Aspen Dental practices or at 
ADMI—are clear about why they come to work every day and the values 

2-Page: $15,000 NET or $10,000 (with ad placement in same issue)

1-Page: $13,000 NET (1 editorial page Includes adjacent ad 
placement)
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Inform readers of the top reasons to buy your product with a 
full-page pictorial showcase placed opposite your full-page 
advertisement. 5 Reasons to Buy runs in tandem with each issue’s 
Focus On, leveraging category-specific editorial to deliver your 
messaging in a primed environment. 

An Integrated Distribution 
& Promotional Package

•  1-Page 5 Reasons to Buy, Designed by AEGIS, Placed Opposite of Your  
Full-Page Ad

•  Reader Service # Included to Generate Sales Leads

•  eMail Distribution on the eNewsletter to 60,000+ Opt-In Professionals

•  Included in the Digital Edition with Web Visits of 6,565 / Month Average

•  PDF File of Your 2-Page Spread is Provided for Use on Your Website

5 Reasons to Buy
MONTHLY OFFERING

Product Showcase Opportunities

2017 FOCUS ON TOPICS AND IMPORTANT DATES

5 Reasons  
to Buy  

includes a 50-word 
testimonial, a secondary 

image, or a 50-word 
expanded product 

description.

$3,500 NET: Must run with an additional ad placement in the same issue

MONTH TOPIC CONTENT DUE DATE

JAN Equipment & Office Design 11/21/16 

FEB Composite, Curing Lights & Matrix Bands  12/22/16 

MAR �Implants & Regeneration Materials 1/23/17 

APR Orthodontics 2/21/17

MAY Digital Imaging (Radiography & 2D/3D) 3/21/17 

JUN Prevention & Hygiene  4/24/17

JUL Lab Services 5/22/17

AUG Adhesion & Bonding 6/21/17

SEP �Impression Systems & Materials 7/21/17

OCT �Indirect Materials / Prosthodontics 8/21/17

NOV Lasers & Tissue Management 9/20/17

DEC Endodontics 10/21/17

CONTENT DEADLINES
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8- & 12-Page Custom Monographs
SHOWCASE YOUR PRODUCT OR RESEARCH  
UNENCUMBERED BY COMPETITIVE NOISE

Branded Monographs leverage the publication’s 

relationship with it's readers, creating third-party 

credibility for your messaging.

Unbranded Monographs are topic-centric and leverage 

the carrying publications to expand the audience to 

include current customers and potential customers.

Branded Monographs

Unbranded Monographs

Published by AEGIS Publications, LLC © 2011
Supported by an unrestricted grant from  
Sunstar Americas, Inc.

Volume 32, Special Issue 3
OCTOBER 2011

New Concepts  
in Oral Health 
Advances in Adjunctive  
Therapeutic Approaches

2 Hours of Continuing Education

Plaque Biofilm Control:
Advances in Adjunctive Approaches 

Biofilm as  
seen under  
phosphorescence 
microscopy.

›

NEW APPROACHES IN  
DISEASE MANAGEMENT
Samuel B. Low, DDS, MS, MEd

UNDERSTANDING ADVANCES IN  
ORAL RINSE TECHNOLOGIES
Richard H. Nagelberg, DDS

THE ROLE OF ORAL RINSE  
TECHNOLOGIES IN A NEW DAILY  
ORAL HEALTHCARE REGIMEN
Maria Perno Goldie, RDH, MS

PREBIOTICS, PROBIOTICS, AND  
ORAL MICROBIAL WELLNESS
John G. Thomas, MS, PhD

UNDERSTANDING ADVANCES IN  
NATURALLY OCCURRING PROBIOTICS— 
THEIR ROLE IN A NEW DAILY ORAL  
HEALTH CARE REGIMEN
Noel Kelsch, RDHAP

Volume 33, Special Issue 1
FEBRUARY 2012

A Novel Nonopioid Alternative for 
Managing Moderate to Moderately Severe 

Dental Pain 

SPRIX® (ketorolac 
tromethamine)  
Nasal Spray:

Published by AEGIS Publications, LLC © 2012
Supported by an unrestricted grant from Osteohealth®.

15.75 mg per spray

Dentists Who Consider the Peer-
Review Process Important When 
Reading Professional Literature. 85%

�FEATURES & BENEFITS

•  �Custom design and layout to reflect  
your brand elements

�•  �Experienced (AEGIS) project manager, 
editorial staff, and production team to 
turnkey the project 

�•  �Article acquisition support

�•  �Enduring life cycle with digital edition

PROMOTIONS

•  �Featured in InsideDentistry.net publication 
library

•  �Featured in Inside Dentistry Issue Preview 
eNewsletter

•  �Featured in InsideDentistry.net monthly 
eNewsletter

•  �Broadcast to the AEGIS 60,000+ opted-in 
eMail list with link to the digital edition

Custom Publishing

NOTE: Ask Media Representative for Pricing
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Custom Publishing

From cutting-edge design to creative corporate brand identity–building and 
education productions, AEGIS has the professional team and the diversity of 
talent to exceed your expectations.

AD UNITS

›	Inserts

›	Outserts

›	Gatefolds

›	Bellybands

›	Business-Reply Cards

AEGIS VISUALIZATION

›	2D and 3D Animations

›	Illustrations

›	Video

›	iPad Presentations

AEGISMediaLive.com

CUSTOM PIECES

›	Monographs/Supplements

›	Digital Editions

›	Product Tutorials

›	Training Modules

›	CE Modules

›	Animated Videos-AV

›	Microsites-AV

Special Supplement

Trends in 
Dentistry
Products, technologies, and advances 
impacting oral healthcare

Published by AEGIS Publications, LLC © 2016

Volume 12, Special Issue 2
September 2016

2016 Cellerant best of Class Winners

Plus: 
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eBooks
EXTEND YOUR REACH AND 
SECURE QUALIFIED LEADS

Your eBook will deliver an education-based presentation on a clinical concept, technique, 
or practice solution—while at the same time communicating the features of your product 
or service. Let the AEGIS Communications team help you through the process of 
developing and promoting your eBook at a level that far exceeds the competition.

Custom Publishing

•	Thank You eBlast to downloaders 
(features client messaging) 

•	Custom third-party eBlast sent three days 
later to downloaders

POST-MARKETING CAMPAIGN  

DOWNLOAD A SAMPLE eBOOK!

$10,000 NET:  Total Package Investment

150:  Estimated Leads

140,000+............Print

50,000+.............. Issue Preview eNewsletter  10,000+................Social Media

50,000+	������������ Inside Dentistry eBook eNewsletter

38,000+...............Unique Monthly Website Visitors

Each eBook contracted with AEGIS Communications is 
provided a comprehensive, month-long,  
multi-channel promotion schedule.

30-Day Marketing Program

INSIDE DENTISTRY

*Post-Download Marketing –  
Sponsor’s Third-Party eMail sent to everyone who downloads the eBook

*See full details on next page
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Custom Publishing

POST DOWNLOAD MARKETING

Custom Email with Sponsor 
Messaging

eBook Download Page

Lead Report eMail Lead Report

LIFETIME 
ARCHIVE

365

ENGAGING 
MULTIMEDIA

MARKETING 
PACKAGE

Real-time leads provide the NAME, 
STATE, OCCUPATION, and TIME 
OF DOWNLOAD of eBook users.

 Inside Dentistry leverages its 
multi-channel marketing for  

the first month  
of the eBook’s launch, with 

limitless leads possible  
for lifetime of the eBook.

eBooks promote interactivity 
that connects readers to your 
multimedia — such as videos, 

animations, KOL testimonials, and 
online stores —  

ALL with just the tap of a finger.

eBooks are accessible on the 
website 24/7 for years to come, 
and are easily shared, eMailed, 

posted, and downloaded to 
laptops or mobile devices.

eBooks are available to  
sponsor for posting/sharing  

30-days following the launch.

QUALIFIED 
LEADS

ASSET 
HAND-OFF

Your eBook will deliver an education-based presentation on a clinical concept, technique, or practice solution—while at the same time communicating the features of your product or service.  Let the AEGIS 
Communications team help you through the process of developing and promoting your eBook at a level that far exceeds the competition.

USES & BENEFITS

Thank You Messaging

eBooks
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D

C

55,000+
Average Monthly  

Site Visits

27%
Returning  

Visitors

45,000+
Unique Monthly 

Visitors

Website Ads

INSIDE DENTISTRY HOME PAGE

Inside Dentistry.net • HOME PAGE

ASK ABOUT OUR NATIVE ADVERTISING OPPORTUNITIES.
Desktop Users....................58.23%
Mobile Users.......................35%
Tablet Users........................6.7%

2,400+
Spend 3 to 30  

Minutes  
Monthly

A. Masthead 
• $1,000 NET/month 
• 1 position/3 rotate 
• 728 x 90 px

B. Billboard Slider 
• $600 NET/month 
• 1 position/3 rotate 
• 600 x 255 px

C. Homepage Buttons 
• $250 NET/month 
• 3 positions/0 rotate 
• 300 x 120 px

D. Center Banner 
• $350 NET/month 
• 2 positions/0 rotate 
• 600 x 75 px

E. Featured Product 
• $300 NET/two weeks 
• 1 position/0 rotate 
• 400 x 400 px

F. Featured Video 
• $300 NET/two weeks 
• 1 position/0 rotate 
• 293 x 144 px

G. Featured Event 
• $300 NET/two weeks 
• 1 position/0 rotate 
• 400 x 400 px

Interstitial (Pop-Up) 
• $3,500 NET/month 
• 1 position/0 rotate 
• custom size

Website Takeover
$6,000 NET/month 

Secure the full month of ad positions to elevate your 
message. Great for a product launch!

A

B

C

C

C

E

F

D

D

G
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Integrated Editorial Sponsorship

FEATURES & BENEFITS

• �	Leverages Insides Dentistry’s editorial library  
(only 1 opportunity available per category)

• �	Harnesses Insides Dentistry’s specific clinical category site traffic

• �	Includes a suite of proven lead-generation content assets

• �	Turnkey extension of the lifecycle of the content suite 

• �	Foster category engagement via Insides Dentistry, creating multiple 
touch points

• �	Capitalize on third-party credibility of subject-matter experts, creating 
immediate buy-in

• �	Dominate the clinical category, making your brand/product synonymous 
with the category

• �	Address audience behavior and preference by integrating print, web, and 
electronic messaging to create impact  

• �	�Provides 12 months of lead generation 

       •  �	�8 unique positions within the editorial library of your subject matter 

       •  �	5 unique messaging opportunities 

• �	Post-marketing messaging (drip campaign) included with each 
“actionable” initiative (webinar, eBook, survey, promotional messages 
with embedded forms) 

• �	ROI - subject-matter impressions, engagements, lead generation, lead 
ranking, unbeatable cost-per-lead

• �Monthly reports provide robust analytics to track and adjust your 
package’s performance  

• �	Cost-effective suite of marketing collateral

Editorial Sponsorship Package

TOTAL SPONSOR 
INVESTMENT

$85,000 NET

• CAD/CAM

• �Diagnosis & Treatment 
Planning

• Digital Imaging

• �Endodontics

• Implantology

• �Infection Control

• �Materials

• �Occlusion

• �Oral Medicine

• �Orthodontics

• �Pain Management

• �Pediatric Dentistry

• �Periodontics

• �Practice Management

• �Prevention

• �Prosthodontics

• �Restorative-Direct

• �Restorative-Indirect

EDITORIAL CATEGORIES

     
Harness Inside Dentistry’s Peer-Reviewed Editorial Library
ASSET SUITE:
•� 1 Webinar
•� 2 eBooks (1 Non-CE and 1 CE) 
•� 6 Full-Page Print Ads
•� 1 Clinical Brief Article

•� 1 Custom Survey
•� �2 Third-Party eBlasts (30,000 

each)
•� �8 Unique Online Ad Positions 

Monthly

Due to exclusive nature there is no cancellation on annual sponsorship.
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AEGIS Communications will be your strategic partner in developing a suite of 
content marketing assets that will educate and inform your target audience 
while promoting awareness and engagement of your brand, product, or 
initiative. Generate targeted leads and invaluable brand impressions with our 
dynamic, proven content-marketing pieces, which will be leveraged via web ad 
placements and strategic calls-to-action across the Inside Dentistry website. 

C

Editorial Sponsorship Package

Integrated Editorial Sponsorship

     
Harness Inside Dentistry’s Peer-Reviewed Editorial 
ASSET SUITE:
•� 1 Webinar
•� 2 eBooks (1 Non-CE and 1 CE) 
•� 6 Full-Page Print Ads

•� 1 Clinical Brief Article
•� 1 Custom Survey
•� �2 Third-Party eBlasts (30,000 each)
•� �8 Total Online Ad Positions Monthly

Due to exclusive nature there is no cancellation on annual sponsorship.

Article Pages

Masthead  
(670 x 80 px)

Showcase  
(365 x 185 px)

Text Ad  
(embedded within  
article content)

Table of Contents

Masthead  
(670 x 80 px) 
(rotates among  
all categories)

Skyscraper  
(220 x 365 px) 
(rotates among all 
categories)

8 TOTAL AD POSITIONS WITH 4 UNIQUE MESSAGING OPPORTUNITIES (A-D)

Category 
Library Page

Masthead  
(670 x 80 px)

Skyscraper  
(220 x 365 px)

B

B

A A

C

D

A

B

UNIQUE 
OPPORTUNITIES 

Masthead
Showcase 

 Skyscraper
Text Ad
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Integrated Product Sponsorship

Due to exclusive nature there is no cancellation on annual sponsorship.

TOTAL SPONSOR 
INVESTMENT

$73,000 NET
• Adhesive & Bonding
• Anesthesia
• Bite Registration
• Bone Grafting
• Burs & Diamonds
• CAD/CAM

• Cements
• Composites
• Cone Beam | 3D Imaging
• Digital Imaging
• Digital Impression Devices
• Endodontics

• Handpieces
• Hygiene & Prevention
• Implants
• Infection Control
• Intraoral Sensors
• Orthodontics

• Practice Management
• Retraction & Hemostasis
• Ultrasonic Equipment & 
• Accessories
• Whitening

PRODUCT CATEGORIES

Product Sponsorship Package

     
ASSET SUITE:

•� 1 Webinar

•� 1 eBook (Non-CE) 

•� 6 Full-Page Print Ads

•� �2 Inside Dentistry Articles (Tech Profile & 
Peer-to-Peer

•� 2 Third-Party eBlasts (30,000 each)

•� 12 Unique Messing Opportunities

• �	Only 1 Product Package Sponsorship available per category 

• �	Dominates the product category, making your brand/product 
synonymous with the category

• �	Fosters category engagement via Inside Dentistry’s marketing outputs

• �	Includes a suite of proven lead-generation content assets

•�	�Addresses audience behavior and preference by integrating print, web, 
and electronic messaging to create impact  

• �	Turnkey promotional programming to extend the lifecycle of the  
content suite 

• ��	Provides 12 months of website advertising 

	 • �12 unique messaging opportunities 
	 • �7 unique unique ad positions 

• �	Post-marketing messaging (drip campaign) included with each 
“actionable” initiative (webinar, eBook, promotional messages with 
embedded forms) 

• �	ROI – category impressions, engagements, lead generation, lead ranking, 
unbeatable cost-per-lead

•�	�	In-house programming experts to make data transfer as seamless/
automated as possible

• �Reprints

FEATURES & BENEFITS

DOMINATE YOUR PRODUCT CATEGORY
We will be your strategic partner in developing a suite of content 
marketing assets that will educate and inform your target 
audience.
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This sponsorship package includes category exclusivity and leverages the full 
depth of the Inside Dentistry platform. Each content asset is designed to stand 
alone and generate valuable brand impressions and leads. However, the real value 
of the program is realized when the individual components are used in concert to 
facilitate an ongoing dailogue that fosters familiarity and  influences purchasing 
habits.

12 UNIQUE MESSAGING OPORTUNITIES WITH 7 UNIQUE AD POSITIONS

Product Listing Page

Masthead (670 x 80 px) 
(exclusive)

Skyscraper (220 x 365 px)  
(exclusive)

Resource Center Page  
(Ads Rotate between applicable  
sponsors of product categories)

Masthead (670 x 80 px) 

Skyscraper (left sidebar)  
(220 x 365 px) 

Skyscraper (right sidebar)  
(175 x 580 px) 

BFour additional calls-to-action for your 
Product: More Info, Watch Video, Request 
Demo, Request Sample

Due to exclusive nature there is no cancellation on annual sponsorship.

     
ASSET SUITE:

•� 1 Webinar

•� 1 eBook (Non-CE) 

•� 6 Full-Page Print Ads

•� �2 Inside Dentistry Articles (Tech Profile & 
Peer-to-Peer

•� 2 Third-Party eBlasts (30,000 each)

•� 12 Unique Messing Opportunities

Product Sponsorship Package

Integrated Product Sponsorship

A

B

C

D

E

F

G UNIQUE 
OPPORTUNITIES 

Featured Product
More Info

Request Demo
Request Sample

Video



     27Media Kit

Thematic eNewsletters

BENEFITS

•	 Dominate the clinical topic that is aligned with your product or 
brand as the sole sponsor for your category  no competitive noise!

•	 Engage our audience with 4 sends throughout the year.

•	 Present your content with that of Inside Dentistry with a featured, 
event, featured video, featured product and clinical article.

•	 Position your brand as leader in the clinical category.

•	 Highly qualified leads.

OUTPUTS
•	 Individual reports for each campaign.

•	 Automated drip campaign with secondary eMail send 
to all clicks on sponsor assets

•	 Leads delivered for clicks on sponsor assets (name, 
eMail, and profession).

•	 Distribution: 50,000+

E

A

E

B

C

D

F

Extend the lifecycle of your messaging with a custom lead nurturing campaign. Sponsor receives one additional 
post-marketing send to all users who clicked on a sponsor component.  Leads on all clicks (name, eMail, 
profession, and lead source) are delivered to sponsor.

Direct Restorative

•	 January 11, 2017

•	 April 12, 2017

•	 July 19, 2017

•	 October 11, 2017

Endodontics

•	 January 25, 2017

•	 April 19, 2017

•	 July 26, 2017

•	 October 25, 2017

Implantology

•	 February 15, 2017

•	 May 10, 2017

•	 August 16, 2017

•	 November 15, 2017

Indirect Restorative
•	 February 22, 2017

•	 May 17, 2017

•	 August 23, 2017

•	 December 17, 2017

Practice Management

•	 March 15, 2017

•	 June 14, 2017

•	 September 20, 2017

•	 November 29, 2017

Periodontics

•	 March 22, 2017

•	 June 21, 2017

•	 September 13, 2017

•	 December 20, 2017

2017 SEND DATES

Post-Marketing Drip Campaign

SPONSOR MESSAGING PLACEMENTS: 

MASTHEAD BANNER	 600 X 80 px

CLINICAL ARTICLE	 SPONSOR CONTENT

CENTER BANNER	 600 X 80 px

FEATURED VIDEO	 SPONSOR CONTENT

FEATURED EVENT	 SPONSOR CONTENT

FEATURED PRODUCT	 SPONSOR CONTENT

A

B

C

D

E

F

AA

TOTAL SPONSOR  
INVESTMENT

$18,000 NET
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eMails yield valuable LeadGEN data
Expand your customer engagement and 
marketing efforts with a customized eMail  
to your target audience. 

Dentists		  60,000+

Full List	 $6,000 NET	 60,000+

1/2 List	 $3,300 NET	 30,000

REQUIREMENTS

•	1 HTML file with all images linked

•	Text-only file

•	Subject line

•	Any seed names from the company

BEST PRACTICES

•	Should not exceed 600 px width

•	Balanced text/image ratio

•	No Flash, CSS Positioning, or Javascript

•	Divide images in a grid fashion  
     (do not split critical image areas such as faces, products, etc.)

•	Alt text for all images

•	Provide all source images

10%
Average Third-Party  

Open Rate

•	 25 cents/name

•	 $1,500 NET minimum

SEND A  
TARGETED eMAIL

Third-Party Custom eMails
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Inside Dentistry Audience Recruitment

PRINT ADVERTISEMENTS

SOCIAL MEDIA

eMAILS

BANNERS/BUTTONS

Broadcast your message in a cost-effective 

way to create a live interactive experience 

that delivers highly qualified leads.

*Through 8/14

Slides/Audio Package

$9,000 NET

Slides/Live Video Package

$14,000 NET 
(includes $1,000 honorarium for speaker)

Average Registration..................330        Average Attendees............... 119

Average Leads Per 2015 Webinar*

•	Thank You eBlast to attendees (features client messaging) 

•	Custom third-party eBlast three days later to attendees

POST-MARKETING CAMPAIGN  

Webinars

•	 First & Last Name

•	 Full Address (includes: Street, City, 
State, Zip & Country)

•	 Phone Number

•	 eMail Address

FOR EACH SPONSORED WEBINAR, 
YOU WILL RECEIVED ATTENDEE LEAD 
INFORMATION, AS FOLLOWS:

ON-DEMAND 
PROGRAMMING 
FOR 12 MONTHS   

•	 Turnkey programming 

•	 Key Opinion Leader support

•	 Live tech support

•	 On-Demand programming for 12 months

•	 Custom post-marketing campaign for 
lead nurturing

•	 Comprehensive monthly reports

FEATURES & BENEFITS
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Find us on Social Media!
Stay up-to-date with breaking news, live event 

coverage, the latest eBooks, and the hottest 

topics in dental industry news. Inside Dentistry’s 

social media sites gain followers every day.

Twitter

•	@InsideDentistry

•	1,075 followers through July, gaining an average of 12 per week

•	Average of 37,200 impressions per month

Facebook

•	www.facebook.com/InsideDentistry/

•	2,900 likes through July, gaining an average 19 per week

•	Average of 4.0 posts per week that reach more than 400 people 

•	Average monthly reach of 21,973

•	Average monthly engagement of 971

Social Media

Featured
t h i s  M o n t h endoultra™

Experience improved therapy and procedural
efficiency with the lightweight, cordless  
EndoUltra™, the only battery-powered  
ultrasonic activator capable of producingacoustic  
streaming and cavitation. Ultrasonic energy  
makes EndoUltra™ a vital addition to your practice

vista-dental.com | endoultra.com  
877-418-4782 • RSC #7

See more at insidedentistry.net

›On theCover
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Treating Dental Pain in an 
Opioid-Addicted World

Louis F. Rose, DDS, MD  |  P.24

Understanding 
Oral Biofilm

Gregori M. Kurtzman, DDS, MAGD, DICOI  |  P.48

Restoring the Tetracycline 
Stained Dentition

Tyler Wynne, DDS  |  P.56

www.insidedentistry.netOctober 2016

Your Reputation?
How Safe is

Risk & Reward in the Digital Age

EndoUltra  |  See p.12

Peer-reviewed Ce: Maxillary inCisal edge PHOTOgraPHy

www.insidedentistry.netOctober 2016
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Video & Animation Services
During a trade show you have a limited window to present your message.  
Let our Visual Solutions Division expand your reach beyond the show floor by 
creating a custom video to increase awareness and bolster your brand.

Key Opinion  
Leader Videos

Trade Show Booth 
Video

Trade Show Video & Promotion Package

Mark Macaulay
Visual Services Sales
215-504-1275 x232

mmacaulay@aegiscomm.com

Ja
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ar
y 
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AEGIS Communications  A Portfolio of Solutions   •   PHONE 215.504.1275   •   WEB dentalaegis.com    •   104 Pheasant Run  |  Newtown, PA 18940

FOR MORE INFORMATION, PLEASE CONTACT

45 to 75 seconds

During a trade show you have a 
limited window to present your 
message. Let our Visual Solutions 
Division expand your reach beyond 
the show floor by creating a custom 
video to increase awareness and 
bolster your brand. 

1 NEW PRODUCT VIDEO

New Product Video Package 

Yankee • 1/28-1/30/16

AO • 2/18-2/20/16

CMW • 2/25-2/27/16

Hinman • 3/17-3/19/16

CDA • 5/12-5/14/16 

AAP • 9/10-9/13/16

ADA • 10/20-10/22/16

GNY • 11/25-11/30/16

RESERVE YOUR RECORDING DATE TODAY

$6,500
NET

COST:
• custom video capture of KOL/spokesperson at your booth 

• post-production enhancements, including 1 revision round

•  includes AEGIS Platform exposure/distribution package to  
maximize reach/exposures/ROI

• unrestricted global copyright release for the video

KEY FEATURES

PROMOTIONAL PACKAGE 
DIGITAL

•  Featured in quarterly Inside Dentistry New Product 
Update eBlast (must be a new product - ie; 6 months 
from launch) 

WEB

•  Featured Video (1 week exposure on each brand) 
 • dentalaegis.com Home Page
 • Inside Dentistry Home Page
 • Compendium Home Page

PRINT

•  Included in New Product or Product Essentials section  
of Inside Dentistry (first available issue)

SOCIAL MEDIA
• Tweeted from dentalaegis.com
• Social media promotional assets supplied to client

• �Custom video capture of KOL/spokesperson at your 
booth

• �Post-production enhancements, including 1 revision 
round

• �Includes Inside Dentisty Platform exposure/distribution 
package to maximize reach/exposures/ROI

• �Unrestricted global copyright release for the video

Trade Show Product 
Video (45-75 Seconds)

TOTAL INVESTMENT

$6,500 NET

DIGITAL

• �Featured in quarterly Inside 
Dentistry New Product eBlast

WEB

• �Featured Video (1 week  
exposure on each brand's 
website)

    • �dentalaegis.com Home Page

    • InsideDentistry.net Home Page

PRINT
• �Included in New Product or  

Product Essentials section of  
Inside Dentistry (first available 
issue)

SOCIAL MEDIA
• �Tweeted from @InsideDentistry

• �Social media promotional assets 
supplied to client

PROMOTION PACKAGE
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Event Coverage and PR Distribution-AEGIS Communications

172 hours of coverage.
2Please note: this package can be scaled down or enhanced based on your event needs.

TOTAL INVESTMENT

$32,000 NET2

2-Day Program-31

Let AEGIS Communications capture your next live event with full video coverage 
and a fully-integrated social media push. Inside Dentistry will expand your reach 
by providing a turnkey solution to increase awareness and bolster your brand.

• �1 Meeting Highlight Reel

• �1 Product Features and Benefits Reel

• �8 Branded Interview Outputs 

• ��Daily Social Media pushes across AEGIS Platform  
(over 25,000 followers)

• �2 Daily Video release of B-Roll across AEGIS Platform

Live Event Coverage
Social Media  
Promotion Package

FEATURES & BENEFITS

DIGITAL
• �Highlight Video included 

in AEGIS Communications 
Newsletters as applicable

	 • �Inside Dentistry 		
eNewsletter

WEB
• �Featured Video outlets (as 

applicable)
• �Dentalaegis.com home page
	 • �InsideDentistry.net home 

page billboard slider
	 • �InsideDentistry.net applicable 

product resource center
• �News story on dentalaegis 

SOCIAL MEDIA
• �Highlighted across AEGIS  

Communication Social Media 
Channel (as applicable)

	 • �Twitter & Facebook
	 • �AEGIS Channels: 
		  • �Inside Dentistry
		  • �Compendium
		  • �CDEWorld 
		  • �Dentalaegis 

PRINT
• �News Story in Inside  

Dentistry

DISTRIBUTION CHANNELS
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Your Content  +  Our Environment  +  Multiple Channels  =  MORE SALES
Inside Dentistry consolidates demographic and behavioral audience data generated from content and  
ad exposures to help you increase your share of voice.

Ask Your Sales Consultant How Can Content Marketing 
with Inside Dentistry Work Specifically for You?

Your  
Website

Your  
Website

www.bisco.comRx Only

MC-11143TC

HIGH PERFORMANCE
CHEMISTRY

To order call: 1-800-247-33681-800-247-3368

TAKE 35% OFF

Resin-Modified Calcium Silicate Liner/Pulp Protectant

Unique Hydrophilic
Matrix

Patent Pending

Direct and indirect pulp 
capping material and liner.

1 ADA definitions for direct and indirect pulp capping at http://www.ada.org/en/publications/cdt/glossary-of-dental-clinical-and-administrative-ter
2 Apatite-forming Ability of TheraCal Pulp-Capping Material, M.G. GANDOLFI, F. SIBONI, P. TADDEI, E. MODENA, and C. PRATI J Dent Res 90 (Spec Iss A):abstract 
  number 2520, 2011 (www.dentalresearch.org)
3 Selcuk SAVAS, Murat S. BOTSALI, Ebru KUCUKYILMAZ, Tugrul SARI. Evaluation of temperature changes in the pulp chamber during polymerization of light-cured 
  pulp-capping materials by using a VALO LED light curing unit at different curing distances. Dent Mater J. 2014;33(6):764-9.

Support documents available - www.bisco.com

Unique Hydrophilic
Matrix

Ca2+

Ca2+

OH-

OH-

H2O

H2O
Hydroxyapatite formation1, 2•

Light curable, 
flowable-like 
handling

•
EASE OF USE

Liner insulates the pulp3, 
providing virtually no 
post-operative sensitivity
Promotes healing1

•

•

HEALING & INSULATION

RADIOPAQUE

CALCIUM RELEASE

Radiopaque properties allow for easy 
detection on x-rays

•

CaO•SiO2

ANNIVERSARY
SPECIAL

TAKE

ANNIVERSARY
SPECIAL
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Featuring

www.insidedentistry.netJuly 2016

Peer-reviewed Ce: The Norm for deNTal aNd maxillofaCial diagNosTiC imagiNg

Tech Issue

integrating digital 
radiography for 
general Practitioners
Scott Benjamin, DDS
P. 36

digital restorative 
dentistry: Bringing 
value to the Practice    
Daniel J. Poticny, DDS    
P. 66

obtaining, storing, 
and Transmitting 
Patient files
Bryan Laskin, DDS
P. 92

The AnnuAl 

Editorial Support
Clinical Brief
Tech Profile

Peer-to-Peer
5 Reasons to Buy

Executive 
Perspective
Viewpoint

Why I Invested
Why I Use

Print Circulation 
140,000

RSC, URL

Digital Edition 
1,048 

Page Views/Month

Link

38,232 Users

Link to article

ID Website 
68,817 

Page Views/Month

User Platforms 
60% Desktop

40% Mobile

Integrated Channel Marketing
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SALES

Inside Dentistry Staff

PRESIDENT

Anthony A. Angelini
AANGELINI@AEGISCOMM.COM

215-450-0555 (mobile)
West Coast

ASSOCIATE PUBLISHER

Brian McCarthy
BMCCARTHY@AEGISCOMM.COM

267-798-9333 (mobile)
Northeast

SENIOR MEDIA CONSULTANT MIDWEST

Molly Nieser
MNIESER@AEGISCOMM.COM

267-797-6277 (mobile)
Midwest and Key Accounts

MEDIA CONSULTANT SOUTHEAST

Steve Eyl
SEYL@AEGISCOMM.COM

267-751-9522 (mobile)
Southeast

MEDIA CONSULTANT 

Matt Ingram
MINGRAM@AEGISCOMM.COM

x217 | 609-502-9061 (mobile)

AEGIS Publications, LLC
104 Pheasant Run, Suite 105
Newtown, PA  18940

P 215-504-1275      F 215-504-1502

Contact Us

CONTENT eMEDIA PUBLISHING OPERATIONS

EDITOR-IN-CHIEF

Robert Margeas, DDS
RMARGEAS_EIC@AEGISCOMM.COM

MANAGING EDITOR

Lisa Neuman
LNEUMAN@AEGISCOMM.COM

x210
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Amanda Harvey
AHARVEY@AEGISCOMM.COM

x228

SENIOR DESIGNER

Claire Novo
CNOVO@AEGISCOMM.COM

x220

WEB ADS/ANALYTICS

Chris Kashow
CKASHOW@AEGISCOMM.COM

x219

WEBINARS

Justin Romano
JROMANO@AEGISCOMM.COM

x211

SPONSORSHIPS

Diane Varner
DVARNER@AEGISCOMM.COM

x258

eNEWSLETTERS

Winston Powell
WPOWELL@AEGISCOMM.COM

x247

SOCIAL MEDIA

Amanda Harvey
AHARVEY@AEGISCOMM.COM

x228

PRODUCTION MANAGER

Jennifer Lynn
JLYNN@AEGISCOMM.COM

x226

BRAND MANAGER

Christi G. Chambers
CCHAMBERS@AEGISCOMM.COM

x208

PROFESSIONAL RELATIONS

Mark Nelson
MNELSON@AEGISCOMM.COM

215-771-4997 (mobile)

SUBSRIPTION CE CONTACT

Hilary Noden
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x207
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