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Not only has CAD/CAM technology been used for crown and bridge restorations, but it can  
also be used in the production of surgical guides, planning and fabrication of abutments and frame 
substructures.

CT based CAD/CAM surgical guides are custom made for each patient’s clinical situation, allowing 
highly accurate drilling and implant placement according to the digital surgical treatment  
plan. They can be fabricated to fit onto existing teeth, over the tissue, or rest on the bone.  These  
surgical guides provide the seamless link between implant planning and actual treatment, insuring 
predictable implant placement.

The use of computer-aided design technology has also been used for the fabrication of custom  
abutments. Using specific designing software, the patient-specific abutments are individually  
designed from the final tooth shape to provide better margin placement and gingival tissue support 
whether the restoration is cement, screw or attachment retained. These abutments are available in 
zirconia, titanium, or gold-shaded titanium for many major implants system connections.

Enhancements to the milling technology have given rise to more accurate and precise CAD/CAM 
restorations. The benefit of CAD/CAM technology is that it allows the practitioner and dental  
laboratory the ability to produce aesthetic, well-fitting, prosthetic dental restorations very  
predictably and cost effectively.

Dr Ara Nazarian

Guest Editor

Dr Ara NazarianDear Reader,



| content

page  06

page  30

page  14

page  42

page  20

page  46

©
 Robert Kneschke/S/S/SSShShSutte

uttersto
rstockck.com

| editorial

03 Dear Reader
Dr Ara Nazarian, Guest Editor

| practice management

06 Seven dental marketing mistakes...  
and how to avoid them
Carolyn S. Dean

| feature

10 “Transfer of knowledge at eye level” 
An interview with Dr Fred Bergmann, President of 
the Deutsche Gesellschaft für Orale Implantologie 
(DGOI), the German society for oral implantology

| case report

14 Abutment fracture in a bridge supported by 
 natural teeth and implants
Drs Gregory-George Zafiropoulos,  
Giorgio Deli & Rainer Valentin

20 Fixed aesthetic restorations
Dr Dario Žujic, DT Velimir Žujic & DT Dragan Stolica

26 Digital planning for full mouth reconstruction
Dr Ara Nazarian

| opinion

30 The 3-D difference: CBCT diagnostics to 
 enhance treatment—Part 2
Dr Anthony Ramirez

| industry news

40 Manufacturer news

44 “The future of dentistry is digital  
and focused on prevention”
An interview with Curaden CEO Ueli Breitschmid

| meetings

46 IMAGINA Dental receives high praise as 
 foremost technology congress

48 International Events

| about the publisher

49 submission guidelines
50 imprint

04 CAD/CAM
2 2016

CAD/CAM
 international magazine of  digital dentistry

22016

  issn 1616-7390  Vol. 7 • Issue 2/2016 

case report
Digital planning for 
full mouth reconstruction

opinion
The 3-D difference: 
CBCT diagnostics 
to enhance treatment

practice management
Seven dental 
marketing mistakes... 
and how to avoid them

Cover image courtesy of  
Nobel Biocare Services AG (www.nobelbiocare.com).



VCONCEPT is a universal approach that takes into consideration an entire structure: The innovative V3 
implant, the advanced prosthetic appliance and their affect on a greater volume of bone and soft tissue. 
To learn more about VCONCEPT visit: www.vconcept.com 

©MIS Corporation. All Rights Reserved

in a place that has no borders, 
creativity goes unbound...

By

SET THE VOLUME



| practice management marketing mistakes

06 CAD/CAM
2 2016

Seven dental 
marketing mistakes...
and how to avoid them
Author: Carolyn S. Dean, Australia

As a dental professional, you face unfamiliar chal-
lenges in running and marketing your practice. You are 
confronted with increased competition (both locally 
and abroad), an oversupply of dentists, everrising 
practice operating costs, and more marketing-savvy 
patients. On top of this, your potential patients are  
becoming more discerning about where they go for 
dental treatment, with many heading overseas.

In order to achieve practice success, it is essential  
to build long-term relationships with patients and 
prospects. Long-term patients are more likely to feel 
satisfied. It is they who welcome the opportunity to 
refer others to you and who will continue to use your 
services in the future. 

Over my years working with hundreds of dentists as  
a marketing consultant, I have observed the common 
mistakes that prevent them being able to market their 
practices successfully.

1. �Not knowing your numbers and not 
tracking them

One of the most common mistakes that I see is that 
many dental practices just do not track their numbers. 
There is a saying that “if you fail to plan, you plan to fail”. 
It is critical that you track all of the metrics in your busi-
ness, and your marketing spend is no exception. The sig-
nificant numbers that you need to know and track are:

·· average lifetime value of a patient
·· marketing return on investment
·· new patients 
·· patient loss.

2. Not knowing your ideal patient

One of the cornerstones of any marketing campaign 
is knowing who your ideal patient is. Many practices 

make the mistake of not identifying this in their ea-
gerness to go ahead with their marketing campaign 
as soon as possible. You need to stop and think about 
whom your marketing will be directed to, what this 
group of patients wants, what problems they have, 
and what solutions they need. The key to implement-
ing a strategic marketing plan is identifying your 
practice’s ideal patient or target patient profile. Once 
you know your market, you need to establish how best 
to communicate with them. 

3. Wanting a silver bullet

Marketing your dental practice to attract the right 
kind of patients, keep them active and encourage 
them to refer you to their contacts is no easy task. 
Many practices think (and hope) that there is a silver 
bullet to solve their marketing issues. This leaves them 
open to unscrupulous sales people and to disillusion-
ment and frustration when their marketing efforts 
fail. The companies trying to sell you the marketing 
silver bullet that will solve all your marketing worries 
are constantly calling. Well-meaning friends, col-
leagues and patients may give you advice on what 
they think you should do to market your practice. The 
range of marketing media is evolving, and the rapid 
changes in online marketing make it almost impos
sible to keep up. 

4. Taking a scatter-gun approach

I speak to many dentists who tell me that they have 
tried many different types of marketing and they have 
all failed and nothing has worked for them. When I dig 
deeper, I discover that they have tried many different 
approaches, but nearly all of these have been done  
in a haphazard way and in short bursts. I call this  
a “scatter-gun approach” to marketing. It does not 
work to try one approach for a month or two in an 
inconsistent manner without tracking the results or 
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“Many practices 
think (and hope) 

that there is a  
silver bullet  

to solve their 
marketing issues.”
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refi ning the campaign. This will always end in failure. 
It has been shown that it can take between six and 
eleven repetitions for patients to see or hear a mes-
sage before they act on it. Do you know how many 
ways and how many times you communicate with 
your patients?

5. Doing it all by yourself

You have to remember that patients are more savvy 
than ever before. They are constantly exposed to 
a huge amount of marketing and their expectations 
of what is and is not professional are continually in-
creasing. The reality is that when you are competing 
against the corporates, you need to ensure that your 
marketing is up to scratch. 

It is very common for practices to have their branding 
and logo professionally designed and then decide to 
take it over, producing home-made brochures and 
other marketing collateral that use different colours, 
fonts and even versions of the logo. If you are not 
 consistent, your attempts at establishing a brand will 
be in effective.

6. Procrastinating

There are just so many things for you to think about 
when it comes to your dental marketing. How can 
you fi x your website that is not effective? Should you 
be engaging with your patients on social media and 
how to start? You know that you need to educate your 
patients on a regular basis, but what are the best ways 
to do this? You need reactivation and referral cam-
paigns, but you have no idea how to carry this out in a 

professional and consistent manner. It is not uncom-
mon to be so confused and overwhelmed that you 
spend your time procrastinating and doing nothing.

7. Not getting the right advice

When you own or run a dental practice, in fact any 
kind of business, there is no shortage of marketing 
advice to follow; there is an overwhelming amount of 
advice out there. You may have had the experience of 
wasting time or money on poor advice. The problem 
is that many dentists are not getting the right dental 
marketing advice. They may listen to many different 
sources and form opinions based on advice from peo-
ple who may not understand the business of dentistry. 

8. Summary

There is no magic when it comes to marketing your 
practice successfully. Quite simply, it comes down to:

 · picking the aspects of marketing you want to use, 
wisely and with due care and thought,

 · ensuring that, whatever marketing activities you 
decide to undertake, you perform to the best of 
your ability and budget,

 · being consistent,
 · tracking your results—setting your goals and re-

viewing or refi ning them on a regular basis,
 · getting good advice from trusted experts in the 

area of marketing you are undertaking. 

It takes time, but the effort that you put in will be re-
warded by more patients, increased production, bet-
ter relationships with your team and patients, and a 
sense of control when it comes to your marketing. It 
is now time for you to focus on your marketing. By 
marketing well, doing it consistently, and avoiding 
the scatter-gun approach, you can avoid making the 
common mistakes that many practices make._

There are just so many things to think 

about when it comes to successful 

dental marketing.
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