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Total Circulation: 7,000 
Includes 5,280 dealer sales reps / management / service techs
Including:     • Patterson Dental • Henry Schein Dental

• Benco Dental • Burkhart Dental 
• Darby Dental   • Atlanta Dental 
• Independents • Nashville Dental

Manufacturer supported for over 11 years, First Impressions provides a direct 
connection to dealer rep and service tech partners via community-based, real-
world content and education.

What Your 
Customers  
Say About  
First Impressions

“ Your ability to publish relevant 
content that relates to what 
I do on a day-to-day basis is 
powerful. I receive a LOT of mail 
and emails on a daily basis. I 
will be the first to say that not 
all of it gets read thoroughly. 
However, I do take time to read 
First Impressions. Keep up the 
good work!”

– Kirk Greenway, Field Sales 
Consultant Henry Schein

“ I feel that First Impressions is a 
great resource for our sales team. 
Every issue contains relevant 
information. It provides our 
people with good, consolidated 
information they can access 
quickly, absorb and utilize.” 

– Roy Fruehauf, Patterson Dental,  
General Manager

“ I love the magazine!  
One of a kind.”
– Chris Gray, Territory Representative, 

Benco Dental

“ First Impressions gives a broad 
range of what is going on in 
the industry. I love the articles 
about the personal things 
people in the industry do 
because it gives a really friendly 
personal feel to the magazine.”

 – Robin Shear, Sales 
Dental Health Products

A staple since 1994, this e-newsletter delivers timely press 
affecting the dental industry, including new product releases, 
manufacturer, distribution and DSO announcements, as well as 
FDA approvals, and patent and stock updates. Subscribe at  
www.thedentalfacts.com to receive weekly and monthly editions.

Reader Insights >

Providing a direct connection
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An Investment >

First Impressions a 
proven investment!

•  Builds a relationship with the people 
who sell and service products

•  Access to customers that rely on 
distribution to recommend products 
and services

•  Shows company’s commitment  
to distribution

• Strengthens branding

• Positions company as a market leader

•  Increases mindshare,  
which grows marketshare

•  Provides a venue to “tell company 
story” to distributor salespeople

•  Provides an educational link 
between manufacturers and 
distribution channel responsible for 
selling to the end user.
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• Group Practice Profile

• Distributor Profiles

• First Person perspectives on the industry

• OSAP/Infection Control

• Rep Corner profiles

• Industry News and New Products

• Product Selling Focus

• Service Tech Focus

For Dental Sales Professionals           May 2018

A partnered publication with Dental Sales Pro • www.dentalsalespro.com

Cements 101
A working guide for your dental customers

Regular Features >
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MANUFACTURER REPS TO WATCH

Communicate, 
Collaborate, Commit
Ivoclar Vivadent territory sales manager Sergio J. Guzman, Phd, knows a strong 
manufacturer/distributor rep relationship keeps both of them at the top of their game.

For many years, Ivoclar Vivadent territory sales manager Sergio J. Guz-
man, Phd, enjoyed a career in the financial service industry. But, when the economy 
began to waiver in the late-2000s, it forced him to re-think his goals. “I suppose 
you can say I had a spiritual awakening, which led me to make some changes,” he 
recalls. He wanted to do something that allowed him to make a positive contribu-
tion to others, and in 2010 he joined Ivoclar Vivadent, Inc. 

It didn’t take Guzman long to recog-
nize the value of a strong distributor rep-
manufacturer rep relationship. Early on, he 
focused on supporting his distributor rep 
partners through strong communication, 
true collaboration and genuine commit-
ment. “By communication, I mean much 
more than simply sending and receiving 
data,” he explains. “It’s important to com-
municate with a mindset of teaching and 
learning.” As such, he aims to teach his 
distributor reps by becoming a subject 
matter expert, not only on his own com-
pany’s products, but on the competition’s 
products as well. And, he learns by being 
an active listener, truly understanding the 
needs of both his distributor reps and their 
dental customers. 

Good communication about prod-
ucts leads to collaboration, and it is the 
key to building trust, according to Guz-
man. “Good communication draws out 
the ability to bridge the gap to building 
trust,” he says. “Building this trust has 
evolved by knowing the customer and 
adapting my work style to the other per-
son.” Forging great partnerships makes it 
possible “to get to the top of our game,” 

he says, adding that he and his distribu-
tor reps work hard and play hard.

While he relies on ride-days to 
familiarize himself with his distributor 
reps’ workstyles and understand their 
needs, he also regards them as an op-
portunity to continue building a partner-
ship built on trust. “This trust has led to 
what I call a warm transfer,” he says. 
“When my distributor reps have an issue  

or opportunity, they often ask me to 
speak to the doctor directly. The warm 
transfer occurs when the two of us 
have a dialogue with our mutual cus-
tomers to learn what their challenges 
are and how we, as a team, can help 
them address their challenges.” 

Nor is it uncommon for Guzman 
and his distributor reps to share a laugh 
along the way. Take the time they pulled 
into a gas station and noticed someone 
attempting to gas up a Tesla. “It was fun-
ny watching this person look for a gas tank 
valve,” he admits. “Yes, we did remind the 
driver it was an electric car!”

Looking ahead, Guzman anticipates 
a few changes in dental products sales. 
For one, he expects more dentists will 
purchase their dental supplies online. 
In addition, he foresees the growth of 
dental service organizations (DSOs) as 
more investors focus on the business 
side of dentistry, and he notes that fe-
male dental graduates will continue to 
outpace males. Finally, he foresees data 
analytics fueling predictive modeling of 
dental professionals’ purchasing behav-
ior. “Informative attributes will help busi-
nesses achieve a competitive advantage 
with the science of data,” he says.

As the industry evolves, Guzman 
stays focused on what’s important: How 
will manufacturers and distributors re-
spond to this new world, and how will 
sales reps continue to deliver value to 
their dental customers.  

Sergio J. Guzman, Phd
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FIRST PERSONBY LAURA THILL

Dr. Suzie Stolarz 

A Leap of Faith
Henry Schein Dental practice transition 
consultant Dr. Suzie Stolarz helps her 
customers successfully navigate the 
next stage of their career.

A classic rock D.J.? A sports medicine 
doctor? Growing up, Dr. Suzie Stolarz had a few 
ideas of what she wanted to do and none of 
them remotely involved dentistry. By the time 
she was in high school, she was certain her fu-
ture lay in broadcasting. Her parents, however, 
had other plans in mind for their daughter. “My 
parents strongly encouraged me to pursue a 
career in the medical field,” says Stolarz, cur-
rently a practicing dentist and a practice tran-
sition consultant for Henry Schein Dental.
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SALES FOCUS

Gloves
Gloves today are thinner – and offer greater 
durability – than their predecessors.

The good news is that many gloves today – whether latex, 
nitrile or another material – are thinner, facilitating greater tactile 
sensitivity, yet more durable than in years past.

Subhead: Know your options
There are pros and cons to every glove type, notes Kwong. 

•  Latex. Latex gloves have long been considered a trusted 
glove material for dental markets. Made from natural 
rubber latex, these gloves are known for their flex-
ibility and fitment properties, as well as their ability 
to offer reliable barrier protection. That said, some 
practitioners and patients have allergic reactions to 
latex gloves, widely deterring their use. 

•  Vinyl. A more economical option than latex, vinyl gloves 
are made with polyvinyl chloride and are free of latex 
allergens. Glove wearers, however, often feel vinyl gloves 
do not offer the same flexibility as latex gloves. 

•  Nitrile. Made with synthetic rubber, nitrile gloves 
offer nearly the same flexibility and durability that 
latex gloves provide. Not long ago, some doctors 
considered nitrile gloves too expensive to purchase. 
However, newer generations of nitrile gloves have 
come down in price, and today they are thinner than 
latex gloves, while retaining their durability. That said, 
there have been growing concerns over allergic reac-
tions to the chemical accelerators used in nitrile glove 
manufacturing. As a result, new accelerator-free 
nitrile gloves are becoming more popular.

•  Polychloroprene. Due to the growing concerns over 
allergic reactions to the chemical accelerators used 
in nitrile glove manufacturing, accelerator-free nitrile 
gloves – or polychloroprene gloves – have become 
more and more popular. Not only are polychloroprene 

gloves not associated with allergies, their synthetic 
rubber content is said to closely match the flexibility 
and barrier protection offered by latex gloves. 

“Some dental professionals may find it confusing that 
different gloves are packaged in different quantities, ranging 
from 100 to 300 gloves per box,” says Kwong. “Sales reps 
can do their customers a service by calculating a standard 
unit of cost across the board. While it’s important to make 
economical choices, however, it never pays to save money at 
the expense of staff and patient safety.” 

When selecting the best glove solutions for a dental practice, a lot 
depends on personal preference. Factors such as flexibility, tactile sensitivity, cost 
and the potential for allergic reactions to certain glove materials all come into 
play. “There is no one glove that fits all,” says Alen Kwong, Business Development, 
Cranberry.® “However, all gloves should provide the comfort and protection that 
allows dental professionals to work safely in their environment.”

Low Derma Technology by Cranberry® is a patented 
formulation with no added allergy-induced chemical 
accelerators. Accelerators, such as dithicarbamate, 
thiuram and mercatobenziothiazole, are used to help 
stabilize synthetic rubber molecules during the manu-
facturing process. While these chemical accelerators are 
safe for use, they can lead to contact dermatitis issues, 
such as Type IV Hypersensitivities, among glove users. 
Utilizing Low Derma Technology, Cranberry launched 
Transcend Nitrile Powder-Free Exam Gloves to eliminate 
the exposure to chemical accelerators. Not only does 
this ensure a cleaner nitrile for clinicians, Transcend Ni-
trile Powder-Free Exam Gloves are also built with strong 
film formation for unconventional strength.

Source: Cranberry®

Transcend Nitrile Powder-Free Exam 
Gloves with Low Derma Technology 
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REP CORNER

Striking a Balance
Benco sales consultant Ian Pryor thrives on a fulfilling career and a healthy lifestyle.

Ironically, nearly 10 years out of col-
lege, while focusing on a career in health-
care, Pryor lost track of his own wellbeing. 
“When I turned 30, my doctor wanted to 
put me on medication for basic health is-
sues, which I knew I could control through 
a healthy diet and exercise,” he recalls. “I 
knew I couldn’t approach this with some 
half-hearted changes. I had some big goals 
to achieve.” From fitness to CrossFit, he 
learned that taking care of himself could be 
as rewarding as his career.

Transitioning into sales
Convinced he wanted to pursue a career as 
a dentist, Pryor interned as a researcher for 
Dentsply Caulk while in college. Although he 

enjoyed the company, he found that research wasn’t his calling. A friend suggested 
he might find sales to be a more creative alternative, so following his graduation, he 
accepted an inside sales position at Dentsply Caulk. “I loved sales, but not the phone 
work,” he recalls.  Something was missing, and it didn’t take him long to realize that 
something was the face-to-face contact with the people he was helping. 

“In 2006, I took a position with Brasseler USA®, where I stayed for six years,” he 
says. “I started out with a small territory in Delaware, eventually becoming a key ac-
count manager.” His new position involved calling on larger groups of decisionmakers 
at universities. Interesting as the work was, he missed interacting with small dental 
business owners, where he felt he could make a greater impact.

“I discovered Benco Dental through professional connections,” says Pryor. “At the 
time, I knew very little about the company and applied online. Although they had no 
openings, they brought me in to see their corporate headquarters and showroom in 
Scranton, Pennsylvania, and I immediately knew this was the company for me!

“I could see that Benco is all about giving the customers choices and ensuring their 
best interests are met,” he continues. Pryor remained engaged with the company for 
about six months, at which time they were able to piece together a territory for him in 
Delaware, and he officially joined Benco in January 2012.

For Ian Pryor, his attraction to the dental industry has always been about 
the opportunity to help others. A biology major in college, he originally considered 
becoming a dentist. He soon realized that sales – rather than actually practicing 
dentistry – was more to his liking. But he never veered from his original goal: “To-
day, I help doctors build dental practices,” he says. 

BY LAURA THILL

In his 20 years working in the dental 
industry, he’s covered a lot of ground. “At 
Dentsply Caulk, I focused on the dentists’ 
restorative needs,” he says. “At Benco, I 
focus not only on my customers’ clini-
cal needs, but a number of other issues 
as well, such as office setup, insurance, 
hiring, etc. I help them build their den-
tal practice.” Often, this involves help-
ing them navigate a constant series of 

changes and new developments. “Keep-
ing up with new technology will always be 
a concern for my customers – especially 
for the older dentists nearing retirement 
who plan to sell their practice in the next 
five years.”

Raising the bar 
As confident as he was about the direc-
tion in which his career was heading, at 
some point, Pryor realized he didn’t feel 
great. As his personal physician pointed 
out, given his subpar health, how could 

“When I turned 30, my 
doctor wanted to put me 
on medication for basic 

health issues, which 
I knew I could control 

through a healthy diet and 
exercise. I knew I couldn’t 
approach this with some 

half-hearted changes. I had 
some big goals to achieve.”

Ian Pryor

Features
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Calendar >

JANUARY >
Digital Issue
Recruitment + Job Postings
Editorial Close: 11/27/19  Ad Close: 12/27/19

FEBRUARY >
Print + Digital Issue
New Products
Selling focus: Infection Control
Special feature: Children’s Hygiene 
Month
Editorial Close: 12/17/19  Ad Close: 1/17/20

MARCH >
Digital Issue
Waterline Treatment
Editorial Close: 1/28/20  Ad Close: 2/28/20

APRIL >
Print + Digital Issue
Importance of Service Techs
Selling focus: Waterline Treatment
Editorial Close: 2/20/20  Ad Close: 3/20/20

MAY >
Digital Issue
Amalgam Separation
Editorial Close: 3/24/20  Ad Close: 4/24/20

JUNE >
Print + Digital Issue
Dental Distribution Hall of Fame
Selling focus: Product Awards
Special feature: Restoratives
Editorial Close: 4/15/20  Ad Close: 5/15/20

JULY >
Digital Issue
Whitening
Editorial Close: 5/26/20  Ad Close: 6/26/20

AUGUST >
Print + Digital Issue
Top Reps to Watch
Selling focus: Handpieces
Editorial Close: 6/17/20  Ad Close: 7/17/20

SEPTEMBER >
Print + Digital Issue
Annual equipment issue:  
Small, Capital, + Accessories
Editorial Close: 7/14/20  Ad Close: 8/14/20

OCTOBER >
Print + Digital Issue
Infection Control + Compliance
Selling focus: Masks + Gloves
Editorial Close: 8/18/20  Ad Close: 9/18/20

NOVEMBER >
Digital Issue
Nitrous Oxide
Editorial Close: 9/30/20  Ad Close: 10/30/20

DECEMBER >
Print + Digital Issue
Selling to Specialists
Selling focus: Endo + Implants
Editorial Close: 10/13/20  Ad Close: 11/13/20

For Dental Sales Professionals           January 2019

A partnered publication with Dental Sales Pro • www.dentalsalespro.com

for your  
dental 
practice 
customers

For Dental Sales Professionals         February 2019

Solutions 
Spotlight

For Dental Sales Professionals           March 2019

A partnered publication with Dental Sales Pro • www.dentalsalespro.com

Faster,  
easier,  
better
Cone beam technology  
and 3D printing continue  

to be game-changers  
for dentists and  
patients alike. 

For Dental Sales Professionals         April 2019

Risk assessment and caries 
management must start early to 
prevent or minimize the disease.

Caries  
Prevention

For Dental Sales Professionals           May 2019

Periodontal Disease
When sales reps understand the risks of periodontal disease,  
they can better understand their dental customers’ concerns.

For Dental Sales Professionals         June 2019

DENTAL DISTRIBUTION

HALL OF 
FAME
Fred Salzman
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For more information contact: Diana Partin 
770-263-5277
dpartin@sharemovingmedia.com

Additional Advertising Opportunities  
(call for pricing)

• Customized inserts
• Ghost Covers
• 2 Minute Drills inserts
• Cover Spotlights
• Company profiles and content marketing
• Banner ads in the DentalFacts newsletter
• Pop-up banner sponsorships
• Dealer specific targeted inserts
• Full page digital ads
• Polybagged Inserts
• Bellybands

• 36% More Torque  
 Highest Torque in its class at 4.2 Ncm.

• Multiple Safety Functions 
 Minimizes risk of heat generation  
 in the handpiece and motor. 

• Contra Angle Check 
 (Proprietary to NSK) Helps detect  
 abnormalities caused by deterioration  
 of the electric attachment and  
 insufficient maintenance before use.

• Mounting Flexibility 
 Split form with main and control unit  
 gives it the ability to mount inside  
 or outside any dental unit.

• Smallest Dimensions and Lightest Weight  
 W76 x D87.1 x H63.4mm (Control Unit); W146 x D75 x H48mm (Main Unit)

NLZ Electric Micromotor Systems
 

 
•  Endodontic version – Rotary & Reciprocating 
 Designed for WaveOne® files

NSK America Corp.    1800 Global Parkway, Hoffman Estates, IL 60192, USA    TEL: +1 888 675 1675    FAX: +1 800 838 9328

NEW
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• 6:1 Reduction endodontic handpiece 
 Designed for WaveOne®  reciprocating file
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»  Ivoclar Vivadent
800.533.6825
IvoclarVivadent.com

minute drill
Cervitec® Plus

August 2018

Cervitec Plus is a varnish containing 
Chlorhexidine and thymol and is 
professionally applied to targeted areas for 
long-lasting protection.  The varnish is an 
alternative to Chlorhexidine oral rinses.

Doctor:  
Doctors often prescribe a Chlorhexidine oral rinse 
but many patients are non-compliant because of 
unpleasant taste and staining of teeth, dentures, 
tooth restorations and tongue. Stains may be 
harder to remove from restorations that have 
surface scratches. Cervitec Plus varnish is applied 
in office, has a thin, clear appearance and neutral 
taste resulting in happier and healthier patients.  In 
addition, Cervitec Plus is safe to use on children, 
unlike the Chlorhexidine oral rinses.

Patient:  
Cervitec Plus has all the benefits of chlorhexidine 
without the negative side effects of staining and 
bad taste. Patients do not have to worry about 
remembering to rinse at home since the varnish is 
applied in office and it can release chlorhexidine 
for up to a 90 days.

What’s in it for:
Dealer Rep:  
Cervitec Plus is the only 
chlorhexidine varnish on 
the market, making it a 
unique product with no 
direct competition.

2-Minute Drill insert

At BISCO, “adhesion is our passion”, and we dedicate ourselves to understanding 
and improving the ability to bond restorations. BISCO offers all the products you 
need, from start to finish, for each clinical procedure. BISCO’s award winning brand 
names include TheraCal LC®, All-Bond Universal®, Duo-Link Universal™, eCEMENT® 
and Z-PRIME™ Plus.

www.bisco.com
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Welcome to BISCO!

• Science based materials
• Proven quality
• Outstanding service
• Unbeatable value
• Committed to education
• Made in the U.S.A.

Rx Only

Bellyband

Insert/Polybagged
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1.  Publisher reserves the right to position sales messages in each issue 
according to design space.

2.  All messages are subject to the publisher’s approval. Publisher reserves the right 
to reject messages or advertisements not in keeping with publication’s standards.

3.  The publisher assumes no liability for errors or omissions in reader service numbers.
4.  Publisher will not be bound by any conditions, printed or otherwise, 

appearing on any order form, insertion order or contract when they conflict 
with the terms and conditions herein or any amendment hereto.

5.  Requests for specific position are not guaranteed unless premium position 
is paid.

6. Prices are subject to change.
7.  Color proof must be supplied with advertising materials. Failure to do so 

will result in $75 charge to generate matchprint.
8.  The publisher’s liability for any error will not exceed the charge for the 

advertising in question.

9.  Payment terms are net 15 days. Overdue accounts may be charged a 1.5 
percent per month finance charge or the maximum legal rate of interest 
allowed by law for all past-due invoices.

10.  Recognized advertising agencies providing complete preferred print 
materials are allowed a commission on gross billing space, color and 
position, only if the account is paid within 30 days. 

11. Verbal agreements are not recognized.
12.  If the advertiser does not fulfill the number of committed issues, Share Moving 

Media will bill back the company for unearned discounts based on current 
rate card rates and the number of issues participated in at the end of the 
contract period. Advertiser must notify Share Moving Media of any changes/
cancellations in writing. Any cancellations made within five business days 
before the printed ad deadline will result in advertiser being billed for that 
month and the ad will be moved to a future issue pending space availability. 

Submitting Ads:
•  CMYK is the only accepted mode for color advertisements. Convert all 

artwork from RGB mode to CMYK. Do not use Pantone (PMS) colors in 
your layout, unless saved as CMYK process separations.

•  The publication is produced in Macintosh platform using Adobe 
Indesign CC. Ads produced on PCs must be submitted  
as a pdf or with all fonts in outline form.

•  Advertisements must be built to size. Bleeds must extend at least  
1/8-inch beyond the trim area. Please keep vital matter  
at least 1/2-inch within trim area.

•  Include ALL screen and printer fonts with your layout. (Include those used by 
embedded graphics in illustration programs, unless converted to outlines.)

•  To ensure proper film-output, a color proof must be supplied  
with your advertisement. 

• Please put the advertiser’s name in the title of your file.
•  Ads may also be uploaded. To obtain a link for uploading files, please 

contact Art Director Brent Cashman at bcashman@sharemovingmedia.com
•  Mail ad materials to: Share Moving Media, 1735 Brown Rd. Suite 140, 

Lawrenceville, GA 30043 Attn: Graham Garrison. 

DISPLAY ADVERTISING SPECIFICATIONS:
First Impressions is printed in four-color process in Macintosh format using Adobe Indesign CC. 
All colors and artwork must be saved as CMYK. All ads produced on a PC must be submitted in pdf and have all fonts in 
outline form.

Full-Page Size: 
Trim Size:
8.375” W x 10.875” H
Bleed Size:
8.625”W x 11.125”H
Live Area:
7.625” x 10.375”

Bleeds: 
Ads which bleed 
must extend 
no less than 1/8”  
beyond trim. 
Trim Size is 8.375” x 10.875”.
Please do not extend live area 
past 1/2” trim size.

Non-Bleed: 
The non-bleed sizes  
allow for a 1/2” float  
space between ad  
and trim, as indicated.
Non-Bleed Size:
7.375” W x 9.875” H

Bleed:
17” W x
11.125” H

Trim:
16.75” W x 
10.875” H

Two-Page
Spread

TERMS AND CONDITIONS:

1/2 Page Horizontal:
Non-Bleed

7.875” W x 5” H

1/2 Page Vertical:
Non-Bleed

3.75 W x 10.375” H

1/2 Page Horizontal:
Bleed

Trim size: 8.375” W x 5.5” H
Bleed: 8.625”W x 5.75”H

1/2 Page Vertical:
Bleed

Trim size: 4.125” W  
x 10.875” H

Bleed: 4.375”W  
x 11.125”H

Two-Page Spread
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Editor
Laura Thill
lthill@sharemovingmedia.com

Managing Editor
Graham Garrison
ggarrison@sharemovingmedia.com

Senior Director of  
Business Development 
Diana Partin
dpartin@sharemovingmedia.com

Art Director
Brent Cashman
bcashman@sharemovingmedia.com

Circulation
Laura Gantert
lgantert@sharemovingmedia.com

Editor, DentalFacts
Alan Cherry
acherry@sharemovingmedia.com

Vice President of Sales 
Katie Educate
keducate@sharemovingmedia.com

Corporate Office
1735 N. Brown Rd., Suite 140
Lawrenceville, GA 30043
Phone: 1-800-536-5312
Fax: 770-236-8023
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