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DSPConnect    
$4,000 annual fee (includes unlimited links)

With over 15,000+ downloads, DSPConnect equips Dealer Reps 
with an easy to use, efficient solution for storing and sharing product 
brochures, white papers, and rep lists.

Total Circulation: 7,500 
(includes 5,280 dealer sales reps / management / service techs)

Includes:   �• Patterson Dental	 • Henry Schein Dental
• Benco Dental	 • Burkhart Dental 
• Darby Dental  	 • Atlanta Dental 
• Independents	 • Nashville Dental

Advertising in First Impressions is a proven investment!
• �Builds a relationship with the people who sell and service your products
• �Gives you access to customers that rely on distribution to recommend  

products and services
• Shows your company’s commitment to distribution
• Strengthens your brand
• Positions your company as a market leader
• Increases mindshare, which grows marketshare
• Provides a venue to “tell your story” to distributor salespeople

Since 2007, the focus of First Impressions has been clear: to provide an 
informational and educational link between manufacturers and the distribution 
channel responsible for selling their products to the profession. Our goal is 
to enable sales reps to get better at what they do by serving coverage and 
content on market analysis, emerging trends in the industry, new products and 
a real-world “how-to” approach to selling. First Impressions is free of charge to 
distribution sales reps, customer service reps, managers, and executives from 
national and regional companies. With a circulation of 7,500 readers, your brand 
and message is being delivered to the people who are calling on and selling to 
the 150,000+ dentists in the United States.

What Your Customers Say About First Impressions

Gray 
market...
and worse

Counterfeiting bigger threat 
than product diversion
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The document underscores the importance of 
manufacturers designing reusable medical devices 
and instruments with reprocessing in mind, and pro-
viding crystal-clear instructions to providers on how 
to clean, disinfect and sterilize them. It also draws 
attention to the need for providers to place well-
trained, well-qualified people in reprocessing areas.

The FDA doesn’t have a direct role in monitoring 
how dental offices reprocess instruments, notes Su-
san Runner, DDS, MA, branch chief of dental devices, 
FDA, who spoke about the guideline at this spring’s 
OSAP 2015 Annual Symposium in Baltimore, Md. 
Rather, the agency’s regulations pertain directly to 
how manufacturers market their devices and the kind 
of labeling – including reprocessing instructions – 
they provide. That said, the FDA is working to develop 
partnerships with professional groups, such as OSAP, 
to emphasize the importance of proper reprocessing 
of reusable medical and dental devices, she said.

Times
Sign of  

the

It was four years in the making. 
But in March, the U.S. Food 
and Drug Administration 

issued its long-awaited 
final guidance document on 
reprocessing reusable medical 
devices – the first such update 
since 1996. 

FDA document addresses concerns about difficult-to-process 
instruments and the ‘human factors’ of instrument reprocessing
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Dentistry
Cosmetic

By Laura Thill

Cosmetic dentistry 
should be a  
part of patients’  
total wellness

Cosmetic dentistry 
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If for no other reason, dentists 
should offer their patients 
cosmetic dental services 
because “it’s what’s best for 

the patient,” says Paul Kim, DDS 
and Northeast clinical director for 
Great Expressions Dental Centers. 
Whether patients require cosmet-
ic treatment for health reasons, 
or desire it to improve their ap-
pearance, if they want it, dentists 
should offer it “so that patients can 
live the life they want,” he says. 

From teeth whitening and 
veneers to crown lengthening 
and total smile makeovers, cos-
metic dentistry is on most pa-
tients’ radar at one time or anoth-
er, he says. These are the types of 
services that help patients gain 
confidence, both in the work-
place and in social settings, he 
explains. “[Dentistry] is not sim-
ply about treating tooth pain 
and decay,” he says. It’s about a 
patient’s total wellness, which is 
why it’s so important for dentists 
to “have this discussion” with 
their patients, he adds.

When dentists incorporate 
cosmetic dentistry into their ser-
vices, it sends patients a message 
that they care about their total 
wellness, Kim continues. “And, 
the investment is very small com-
pared with the return,” he says. 
“You can’t put a dollar amount 
on this.”

Indeed, watching their pa-
tients leave the practice with a 
terrific smile can be extremely 
rewarding for dentists, he con-
tinues. “I had one patient who 

[was embarrassed about her 
teeth] and covered her mouth 
when she spoke. After I treated 
her with Invisalign®, she became 
a totally different person. Her 
confidence rose and her atti-
tude changed, and she landed 
the new job she wanted.

“Dentists should present 
cosmetics to their patients just 
as they would present any treat-
ment,” says Kim. “They should 
present it as what’s best for their 
patients.” Showing patients be-
fore-and-after photos can have a 
great impact in helping them see 
the difference cosmetic services 
can make, he says.

Of course, the issue of cost in-
evitably comes up, he continues, 
and it’s helpful if dentists can offer 
patients financing options. “Great 
Expressions accepts all insuranc-
es, which [accounts] for a lot of 
our patients,” says Kim “For those 
patients without insurance, we 

Cosmetic dentistry encom-
passes a number of services, 
including the following:

• Whitening

• Bonding

• Dental bridges

• Veneers

• Gum lifts

•  Bite reclamation. 
(Patients with years of 
excessive wear to their 
teeth due to grinding 
or acid reflux can alter 
their vertical dimension)

• Tooth reshaping

•  Teeth straightening 
(e.g., orthodontia  
or Invisalign)

Cosmetic services

“ The investment [in cosmetic 
dentistry] is very small 
compared with the return. 
You can’t put a dollar  
amount on this.” 
– Paul Kim, DDS and Northeast clinical director for Great Expressions Dental Centers

offer a discount dental plan called Smile Protection Plan, which saves 
them between 30 and 35 percent.” And, patients always have the op-
tion to work with a third party financing company, he adds. “The most 
important thing is for patients to get the care they need.” FI
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“�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

“Love the magazine!” 
– Sharon Braverman, Territory Representative  

Patterson Dental

“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



Issue Tech Talk Selling Focus Editorial Topics Ad Due Date Mail Date

Jan Digital Telesales 12/30/15 1/7/16
Feb Print Preventative Hygiene Gloves New Products and Selling Opportunities 1/15/16 2/10/16

March Digital Water Line Treatments 2/25/16 3/7/16
April Print Hand Hygiene Masks Made in the USA 3/17/16 4/11/16

May Digital HR/Dental Office 4/27/16 5/7/16
June Print Product Awards and Preferred Products Hand Instruments Hall of Fame 5/18/16 6/10/16

July Digital Evidence-based Dentistry 6/26/16 7/7/16
Aug Print Update on Composites Digital Imaging Pediatric Dentistry 7/15/16 8/10/16
Sept Print *Equipment issue – small equipment, capital equipment and accessories 8/15/16 9/7/16
Oct Print Handpieces & Maintenance Digital Cameras Office Design 9/16/16 10/7/16

Nov Digital Green Dentistry 10/26/16 11/7/16
Dec Print Update on Endo Curing Lights Service Tech and Sales Reps Impact 11/11/16 12/6/16

Full Page Print Ad Rates     1x = $4,480    2x = $4,274    3x = $4,068    4x = $3,965    5x = $3,862

Additional Advertising Opportunities (call for pricing)
• Customized inserts	 • 2 Minute Drill insert or video
• Company profiles and content marketing	 • Bellybands and polybags
• Banner ads in the Weekly Drill	 • Advertising on DentalSalesPro.com
• e-blasts	 • Full page digital ads

Regular Features

For more information contact: 

Gold Print and Digital Package: 
• �Six full page ads (Inside front cover, inside 

back cover) in both print and digital
• An additional full page in issue of choice
• An additional digital ad in issue of choice
• New product showcase and news priority

Total investment of $30,385

Silver Print and Digital Package:
• Six full page print ads
• �Six full page digital ads
• �An additional full page in issue of choice
• An additional digital ad in issue of choice
• New product showcase and news priority

Total investment of $28,325

Bronze Print and Digital Package:
• Three full page ads
• One half page print ad
• Three full page digital ads
• New product showcase and news priority

Total investment of $16,995

Print and Digital Packages

• Distributor Profiles
• �First Person perspectives on the industry
• �Ask the Expert (sales and the dental practice)

• Infection Control

• DTA Column
• Rep Corner profiles
• Industry News and New Products

• Product Selling Focus
• Service Tech Focus
• Dental Advisor Tech Talks

Editorial Topics

Monica Lynch  
770-263-5266   
mlynch@mdsi.org

Bill Neumann 
215-816-2866 
wneumann@mdsi.org

Custom print, print/digital and digital only packages are available

Basic Plus Package = $10,000 
• �5 full page digital ads
• 1 new product spot in the news section
• 1 banner ad in the Weekly Drill for one month
• 1 press release in the Weekly Drill
• DSPConnect listing for one year

Basic Package = $7,600
• 3 full page digital ads
• 1 new product spot in the news section
• 1 banner ad in the Weekly Drill for one month
• 1 press release in the Weekly Drill
• DSPConnect listing for one year

Starter Package = $5,500
• 1 half page digital ad
• 1 half page print ad
• 1 new product spot in the news section
• 1 press release in the Weekly Drill
• DSPConnect listing for one year

Diana Craig 
770-263-5277 
dcraig@mdsi.org



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, MDSI 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 
MDSI 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@mdsi.org

• Mail ad materials to: MDSI, 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: 
Trim Size:
8” W x 10.5” H

Bleed Size:
8.25”W x 10.75”H

Live Area:
7.5” x 10”

Bleeds: 
Ads which bleed 
must extend 
no less than 1/8”  
beyond trim. 
Trim Size is 8” x 10.5”.
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” W x 9.75” H

Bleed:
16.25” W x
10.75” H

Trim:
16” W x 10.5” H

Two-Page
Spread

First Impressions Staff:
Editor

Mark Thill
mthill@mdsi.org

Senior Editor
Laura Thill

lthill@mdsi.org

Managing Editor
Graham Garrison
ggarrison@mdsi.org

Founder
Brian Taylor

btaylor@mdsi.org

Publisher
Bill Neumann

wneumann@mdsi.org

Senior Director of  
Business Development

Monica Lynch
mlynch@mdsi.org

Director of  
Business Development 

Diana Craig
dcraig@mdsi.org

Art Director
Brent Cashman

bcashman@mdsi.org

Circulation
Wai Bun Cheung
wcheung@mdsi.org

Associate Editor
Alan Cherry

acherry@mdsi.org

Corporate Office
1735 N. Brown Rd., Suite 140

Lawrenceville, GA 30043
Phone: 1-800-536-5312

Fax: 770-236-8023
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should be a part  
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Spotlight
Solutions

Revenue 
generators for 
you and your 
dental customers 
in 2015
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Territory reps can play an 
important role in the sale of 
a new or updated electronic 

dental record system.

Sales
EDR
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Counterfeiting bigger threat 
than product diversion
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Pain management: 
The basics
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At the push of a button, dentists 
and hygienists can detect  

caries accurately and easily.

Caries 
Detection
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