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What if it knew what media you 

needed for your job?

Digital equals connection. You don’t 

work outside of modern workflows.

Neither do we. Our content is 

designed with you in mind.

4 channels: the chair, the tools, 

the front office, the lab.

Products. Esthetics. Techniques. Business.

Your team asked. We answered.
www.DentalProductsReport.com

Only one network gives you 
the complete picture of dentistry.

DLP0822_023_DPR Network_FP HOUSE AD.indd   23DLP0822_023_DPR Network_FP HOUSE AD.indd   23 7/29/22   12:55 PM7/29/22   12:55 PM



Dental Lab Products®  is published six times a year by MultiMedia Healthcare LLC  2 Clarke Drive, Suite 100 Cranbury, NJ 08512. 
© 2022 MultiMedia Dental LLC.  All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical including by photocopy, recording, or information storage and retrieval without permission in writing from the publisher. Authorization to 
photocopy items for internal/educational or personal use, or the internal/educational or personal use of specifi c clients is granted by MJH Life Sciences® for libraries and other users registered with the Copyright Clearance Center, 222 Rosewood Dr. Danvers, MA 01923, 978-750-8400 fax 978-646-8700 or visit 
http://www.copyright.com online. For uses beyond those listed above, please direct your written request to Permission Dept. email: etemple-morris@mmhgroup.com.
MJH Life Sciences® provides certain customer contact data (such as customers’ names, addresses, phone numbers, and e-mail addresses) to third parties who wish to promote relevant products, services, and other opportunities that may be of interest to you. If you do not want MJH Life Sciences®  to make your 
contact information available to third parties for marketing purposes, simply email mmhinfo@mmhgroup.com and a customer service representative will assist you in removing your name from MJH Life Sciences® lists.  
Dental Lab Products® does not verify any claims or other information appearing in any of the advertisements contained in the publication, and cannot take responsibility for any losses or other damages incurred by readers in reliance of such content.
Dental Lab Products® welcomes unsolicited articles, manuscripts, photographs and other materials but cannot be held responsible for their safekeeping or return. 
To subscribe, email mmhinfo@mmhgroup.com.

!"#$%&!"#$% !"#$%&'%"()*+,&-.(&"+/$% !"#$%&'()*+%#*!&0%"()*+,&
+/%")1/")+&+/2,&2,,)$&-%$&*/",$.&3-,$(&".&2.."#-+2".&"%&+/$2%&
0$%*$2#$(&240-*+&".&240%"#2.1&5-3&6"%785"6,&-.(&")+*"4$,9

!"#$%&'()
*+%#*!

,-./)01234516)
'()*&+,-#./01#'2+3!"24#2-#4#52+3!"246)4-&7#3&+4823#
$%4$#2-#9+!:27&7#2"#:4+2!(-#-%49&-;#-(3%#4-#+!("7#4"7<
!+#-=(4+&;#>!+#(-&#2"#$%&#84"(>43$(+2"?#!>#4**#3&+4823#
3+!@"#-()-$+(3$(+&-;#2"3*(72"?#4"$&+2!+#4"7#9!-$&+2!+#
+&-$!+4$2!"-;#>(**#4+3%&-;#4"7#289*4"$6-(99!+$&7#>(**#
4+3%&-A#B$#2-#-427#$!#!C#&+#-9&&7#-2"$&+2"?#!>#>(**#4+3%&-;#
2"3*(72"?#289*4"$6-(99!+$&7#4+3%#3!"-$+(3$2!"-;#2"#
("7&+#0#%!(+-A#

7"8/99
D%&#EF61GG#2-#4#164H2-#82**2"?#843%2"&#7&:&*!9&7#
-9&32>234**I#>!+#7&"$2-$+IA#D%&#164H2-#-&+:!#8!$!+#
3!"$+!*#&"4)*&-#%2?%6-9&&7;#%2?%6433(+43I;#4"7#%2?%6
=(4*2$I#843%2"2"?#!>#9+!-$%&-&-A#D%&#("2$,-#%2?%*I#
433(+4$&#82**2"?#!C#&+-#$%2"#84+?2"#*2"&-;#+&7(32"?#
$%&#!9&+4$2!"#$28&#+&=(2+&7#>!+#%4"7#>2"2-%2"?#)I#4#
*4)#$&3%"2324"A#D%&#J6-%49&7#3*489#%4-#4"#!9&"2"?#
$%4$#4**!@-#$%&#82**2"?#$!!*#$!#72+&3$*I#9+!3&--#$%&#
2"$&+9+!H284*#4+&4-#!>#>+!"$4*#$&&$%;#@%23%#289+!:&-#
&-$%&$23-A#D%&#!+2?2"4*#499*234$2!";#876?&4+;#9+!:27&-#
4#(-&+6>+2&"7*I#-3+&&"#$!#8&&$#$%&#:4+2!(-#"&&7-#!>#
7&"$4*#*4)!+4$!+2&-;#2"3*(72"?#+&4++4"?2"?#82**2"?#
!+7&+-#4"7#&H$+43$2"?#(">2"2-%&7#@!+KA

,":;)*24<5
B84?!@!+K-,#.F8&#J+!@"#2-#4"#4($!84$23#3+!@"#
7&-2?"#8!7(*&#!>#$%&#3!894"I,-#.F8&#L!*($2!"-A#
M4-&7#!"#$%&#94$2&"$,-#.F#-34"#74$4;#(-2"?#4+$2>2324*#
2"$&**2?&"3&#NOBP#$&3%"!*!?I;#$%&#3+!@"#9+!-$%&-2-#
7&-2?"#$%4$#2-#8!-$#-(2$4)*&#>!+#$%&#94$2&"$,-#!+4*#
&":2+!"8&"$#2-#4($!84$234**I#?&"&+4$&7#2"#-&3!"7-#
@2$%#$%&#-!*($2!"A#D%&#3+!@"#7&-2?";#(-2"?#$%&#&H2-$2"?#
7&"$4*#JOF;#2-#7!"&#$%+!(?%#7!5&"-#!>#8!(-&#3*23K-#
>!+#!:&+#QG#$!#Q1#82"($&-#)I#-K2**&7#7&"$2-$-#4"7#7&"$4*#
$&3%"2324"-A#R!@&:&+;#$%&#9+!3&--#+&9!+$&7*I#$4K&-#!"*I#
-&3!"7-;#@2$%#S(-$#4#>&@#3*23K-#(-2"?#.F8&#J+!@"A#D%&#
3+!@"#7&-2?"#34"#)&#7!@"*!47&7#2"#-&:&+4*#7&-2+&7#>2*&#
>!+84$-A#D%&#.F8&#J+!@"#34"#)&#433&--&7#4"7#(-&7#
>+!8#4"I@%&+&#2"#$%&#@!+*7#4>$&+#8&8)&+#+&?2-$+4$2!"A

!"#$%"&'$(&)*+,&-$&'$.,&/.0
./01#'2+3!"24#7!&-#"!$#+&=(2+&#$%&#(-&#!>#)4-&#!+#
-(99!+$#-$+(3$(+&-#7(+2"?#$%&#-2"$&+2"?#9+!3&--A#D%2-#
2-#-427#$!#-4:&#-2?"2>234"$#48!("$-#!>#52+3!"24#$%4$#34"#
)&#(-&7#>!+#-2"?*&#9!-$&+2!+#("2$-#!+#.6("2$#)+27?&-A#D%&#
52+3!"24#3!8&-#9+&-%47&7#N8!"!PA#O:42*4)*&#-%47&-#
2"3*(7&#OG;#MQ;#OQ;#4"7#MTQA#D%2-#9+!7(3$#2-#4:42*4)*&#2"#
8(*$29*&#-25&-;#2"3*(72"?#UV#88#W#X1#88#4"7#UV#88#W#
.G#88;#4**!@2"?#$%&#52+3!"24#$!#433!88!74$&#4#:4+2&$I#
!>#82**2"?#843%2"&-A#

0=>?;2)@(A)BB*
CC98DEF8EF,F)
G=>?;2=H6I34:

!"#$%"&'$1&22&,3$1-*"&,0$'%-,4'$+.%
D%&#EF61GG#>&4$(+&-#4#-2"?*&#>+48&#)4-&#Y;#Z;#4"7#'#
4H&-;#9+!:272"?#%2?%#+2?272$IA#O#3!8)2"4$2!"#!>#-92"7*&#
@2$%#$%&#>2H&7#%!*7&+#82"2825&-#>*(3$(4$2!"#4$#$%&#7+2**#
$29#@%2*&#$%&#*2"&4+#?(27&-#4"7#)4**#-3+&@-#&"4)*&#9+&6
32-&#9!-2$2!"2"?#4"7#-$4)*&#82**2"?A#D%&#*2"&4+#?(27&-#
4"7#)4**#-3+&@-#>!+#$%&#Y;#Z;#4"7#'#4H&-;#4-#@&**#4-#$%&#
7&3&*&+4$!+-#>!+#$%&#O#4"7#M#4H&-;#3!"$+2)($&#$!#$%&#
+&7(3$2!"#!>#72-9*43&8&"$;#4"7#4-#4#+&-(*$;#"!#34*2)+46
$2!"#2-#"&&7&7A

*6545)!?;3J24513H)#53
;5I365458;?;3I34IKLML24N=3JHMN;5J6?

!"-%$'0%'$%"&'$'+5%6-)0$-7-)%
.F8&#J+!@",-#OB#$&3%"!*!?I#4($!84$234**I#>2"7-#$%&#
$!!$%#$%4$#+&=(2+&-#3+!@"#7&-2?"#)I#&H482"2"?#$%&#
7&"$4*#.F#-34"#74$4A#O$#$%&#-48&#$28&;#2$#4($!84$234**I#
27&"$2>2&-#$%&#84+?2"#*2"&#)&$@&&"#$%&#$!!$%#4"7#?(8#
!>#$%&#3+!@"#9+!-$%&-2-#$!#)&#84"(>43$(+&7#4"7#-(?6
?&-$-#4"#!9$2825&7#84+?2"#*2"&A#B$#$%&"#?!&-#$%+!(?%#
4#9+!3&--#!>#3+&4$2"?#4"#!9$284*#3+!@"#7&-2?"#2"#4#
84$$&+#!>#-&3!"7-;#3!"-27&+2"?#$%&#-(++!("72"?#4"7#
4"$4?!"2-$#$&&$%A

#:6O4<42PH)#53
QRE)E)SDE/)E9D,)
,N:;I61

!"#"$%&'('' ! dentallabproducts ! &

DLP0822_003 OTC.indd   3DLP0822_003 OTC.indd   3 8/4/22   1:06 PM8/4/22   1:06 PM



!"#$%&'(%)'*"+,#-&-./0'
!1.1$%&'*"+,#-&-./'2"1.#3'4567"8"'

9-7'!"#$%&'(%)-7%$-71"3

!"#$%&'(")

*!$+,-.-'!/01"

!"#$%&'"##(

!! !"#$%&'()*+")'(,%)+-.()%&./+01234.5)5+
0(%)'6(1+.'*+75(1)(&45
!"#$%&%'(")*'+,-"$)&'!))./'(-%.#"-$'0)1-"(#2'
(2-3#"%2'$."-&4./'&).'$--&'5&')./-"'*%.-"5%2$6

)*$+

!" 895:+;'&(&./®+;<+=>7+0<;>+?)%.@&4+
0A5()@
!/5$'7-"%*57'$,$.-*'5$'%'."#-'89$)2#.5)&'
$,$.-*'()"'7-"%*57'"-$.)"%.5)&$6

#&2"!/&(-)*/",*"
)*$+

!# 895:+!BC8+D&%42'&.
!/5$'&-1':5"7)&5%'()"*#2%.5)&'%22)1$'(#229%"7/'
"-$.)"%.5)&$'.)';-'$5&.-"-<'5&'2-$$'./%&'='/)#"$6

'3)/,"))-$4"!&2/$,)
!#,,%!-.#,$

!$ 02/&*&EA&'6+?2'')4(&2'5B+0(%.()6&)5+(2+
0(%)'6(1)'+F.G#?/&)'(+H)/.(&2'51&I5
>)1'7%&',)#'-&$#"-'./%.',)#'/%?-'$.")&4')&-$'
15./',)#"'<-&.%2'0"%7.57-$@'A#"'<-&.%2'2%;'-30-".$'
$/%"-'/)1'.)'$)25<5(,'725-&.'7)&&-7.5)&$6'

-/%'".$-

%% J+K&@)/&')+2E+")'(./+F.G+K)41'2/26A+

&'()*+,,-'.56"!"-5/((-7$#$!!$+8)-9&'-7"*6)-:$#"-;!$#<!"#!#$%&'(#!)*#!+*,&&#-./-.!&,-01+,%#!'2!
)(,/-/-.!-#3!0#-),&!)#+*-/+/,-1!,-0!)*#!24)4(#!'2!0#-),&!&,5'(,)'(6!#04+,)/'-7

®
JLML0K+NONN''B '0#"12%'33''B '.$$1%'3

!"

!%

,"+-4!$03*2)
$ K1)+')3)5(+/.,'41)5+E%2@+(1)+&'*,5(%A

/ $,G/&51)%P5+>2()
0 JG2,(+(1)+Q2.%*
# -)*&4./+92%/*+>)35®

R2%+@2%)+42'()'(+2'/&')SSS
Find out where dental lab technicians are living 
their best lives, and where they may be looking to 
escape as we present our annual list of the 10 best 
and 5 worst places to be a dental laboratory techni-
cian in the US.
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TECHNOLOGY | We break down the 
results of the Dental Lab Products®

2022 Technology Survey.
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!or dental laboratories, there’s 

no escaping the connection 
to technology. It’s right 

there in the title of the individuals 
working at the bench: technician. 
Both words share the same root, 
and both play critical roles in the 
creation of dental prosthetics.

Whether in the evolution of 
the materials being used, the 
processes by which these materials 
are formed into restorations, or 
the tools employed throughout, 
dental lab work!ows signi"cantly 
changed thanks to technological 
advancements over the years. 
More reliable processing and 
enhanced esthetics drove the 
transition from precious metals 
to milled ceramics. Designs once 
sculpted in wax are now routinely 
created in a completely digital 
environment. The precision and 
!exibility of milling and 3D print-
ing make casting technologies less 
appealing, and enhanced stain 
and glaze materials now provide a 
way to add esthetics without hav-
ing to spend time cutting back and 
building up esthetic restorations.

New technologies and 
approaches offer new ef"ciencies, 
and adapting to these changes 
at the right time is key for a lab 
to stay successful and busy. Ef"-
ciency is the nature of any produc-
tion industry, and although dental 
labs produce customized, func-
tional prosthetics, they are in the 
business of production. Thus, it 
makes sense that labs continue to 
test new technologies, materials, 
and work!ows in search of ways 
to save time and energy while 
making restorations even better 
than what they produce today.

In the current era of dental labs, 
technology is doing more than 
ever before. Digital solutions are 
now the standard, and automa-
tion is employed in numerous 
ways throughout the production 
process. These innovations allow 
smaller operations to take on 
more work, as they can produce 
more with modern technologies 
such as 3D printing and milling 
than they could before.

Our cover story, “Digital 
Technology Reigns Supreme for 
Dental Laboratories” (page 12), 
presents the results of the Dental 
Lab Products® 2022 Technology 
Survey. You’ll "nd out which tech-
nologies are the standard today 
and which ones are on the rise. 
We also asked which technolo-
gies provide the best return on 
investment and which are best for 
impressing clients.

Arti"cial intelligence (AI) is one 
area of cutting-edge technology 
starting to affect what dental labs 
can do and how they do it. AI is 
already available for crown design 
and is involved in automating 
many production steps and opti-
mizing lab work!ows. The scope 
of what AI computer systems can 
design continues to grow. They 
also run automated production 
processes, manage the lab’s busi-
ness operations, and identify 
opportunities to add ef"ciencies to 
existing work!ows.

The advancement of this tech-
nology brings to mind the vision 
of a fully automated lab where 
cases come in digitally and all 
design and production work is 
managed by AI solutions, down 
to the "nished restoration that is 

packaged and shipped without 
any human intervention. We are 
obviously a long way from making 
this a reality, but the technology to 
support such an operation is not 
far ahead of where the industry 
stands today.

Given the current shortage of 
lab technicians, especially for-
mally trained ones, this concept 
may become more appealing as a 
business model. With few schools 
teaching dental technology and 
an aging dental lab workforce, no 
one is quite sure where the next 
generation of dental technicians 
will come from. Operating with 
more machines and fewer techni-
cians could become a necessity.

Technology may support that 
possibility, but that doesn’t mean 
it would be best for everyone 
involved. If automated systems do 
the work and the only oversight 
comes from someone trained 
solely on these systems, there’s an 
increased likelihood of error, and 
there may not be someone with 
the knowledge base to recognize 
when an error occurs.

Technology will continue to 
evolve. It will continue to change 
how dental labs make the things 
they make. But for the industry to 
truly advance, it needs technologi-
cal disruptions to be guided by 
those with the knowledge and 
background to understand not 
only how the machines run but 
also the underlying principles 
behind them.
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Medical World News® provides health care professionals 
with important news and engaging stories about health care 

and other health care professionals. With live streaming video 
and on demand programming, Medical World News® keeps 

health care stakeholders informed and enlightened. 

SECOND OPINION™

Financial Success in the 
Post-COVID-19 Economy
Ike Devji, JD, an asset protection attorney, sits 
down with Anthony Williams, investment adviser 
representative, founder and president of Mosaic 
Financial Associates, to discuss strategies 
for investors, the post-COVID-19 economy, 
and what physicians need to know to achieve 
fi nancial success.

TO WATCH, VISIT bit.ly/FinPC19

WELLBEING CHECKUP™

Wellness, Well Played
Music therapist Jennifer Buchanan discusses the 
healing power of music and how music can help 
us start seeing our lives in technicolor.

TO WATCH, VISIT bit.ly/wbcwbwp

AFTER HOURS™

The Street Vet
Veterinarian and animal consultant for Netfl ix Kwane Stewart 
explains how he started providing free veterinary care to homeless 
animals, leading him to co-found Project Street Vet.

TO WATCH, VISIT bit.ly/StVet

Medical World News® is a ! rst-of-its-kind 24-hour online program for health care 
professionals, by health care professionals. The site provides video editorial content on 
a variety of cutting-edge topics delivered on demand for all health care stakeholders, 
offering the latest news and information in an easily digestible, one-stop-shop format.
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!chieving a natural esthetic 
for 3D-printed teeth while 
maintaining ! exural strength 

and wear resistance is not possible 
using ordinary material. That is where 
Trusana comes in, according to Steven 
Sadowsky, DDS, FACP, professor at 
the Arthur A. Dugoni School of Den-
tistry at the University of the Paci" c in 
San Francisco, California, and dental 
implant expert. Trusana is a 3D print-
ing resin that uses a photopolymer 
liquid to create denture teeth with 
fracture toughness, wear resistance, 
and esthetic translucency.

The Need for an Innovative Material
Created by Myerson Tooth, Tru-
sana was formulated to " ll the need 
left by materials that were prone 
to breakdown, a problem Dr Sad-
owsky noticed in his prosthodontic 
practice. 

“We were seeing a lot of mechani-
cal complications with the ‘All-
on-4®’design, especially with the 
provisional prosthesis that’s used 
to provide immediate function and 
stabilize the implants during the 
integration during the " rst phase 
of treatment,” Dr Sadowsky says. 
“Even after we " nished the de" nitive 
restoration, there was often whole-
sale wear on the teeth. So that within 
5 years, we needed to completely 
retread that prosthesis, and someone 
who’s paying quite a bit for this type 
of de" nitive work was obviously 
going to be discouraged after a fairly 
short time of service.” 

Dr Sadowsky cites several studies. 
“One investigation concluded that 
patients were 50 times more likely 
to need posterior tooth replacement 
at 5 years or less than at 2 years 
of service.1  A longitudinal study 
addressing prosthetic complications 
over 29 years found what was quite 
in! ammatory for our work. After 
about 10 years, only about 10% 
of our prostheses were without 
mechanical problems.”2

Equally troubling have been the 
higher fracture rates of up to 60% 
using the all-acrylic prosthesis that is 
delivered at the time of implant place-
ment.3 These mechanical problems  
could jeopardize the integration of the 
implants. This led Dr Sadowsky and 
his colleague and notable polymer sci-
entist, Jeff Stansbury, PhD, to additive 
materials using a urethane dimethac-
rylate formulation with robust physi-
cal properties. After researching and 
patenting a highly durable denture 
tooth material, Dr Stansbury and Dr 
Sadowsky discovered Trusana for 
additive manufacturing.

Strength Through Data
Trusana stood out to Dr Sadowsky 
because of its unique composition 
among other 3D printing materials. 
“Trusana has really formidable prop-
erties,” he says. Dr Sadowsky says that 
Trusana’s ! exural strength is where it 
shines. “What we see from Trusana 
is that the ! exural strength is 50% 
higher than present market materials. 
In comparison with methyl methacry-
late, which was the conventional mate-
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rial most used in analogue processing, 
it is more than 100% better in terms of 
! exural strength.”4 

Trusana’s ! exural strength is 160 
MPa when dry and 171 MPa after 
being stored in water for 14 days. One 
of the pitfalls of additive and other 
denture material  can be water uptake. 
Because water uptake degenerates 
the physical properties of the denture 
tooth, it can cause breakdown and 
staining over time. Trusana has the 
added bene" t of being hydrophobic, 
meaning its water uptake is just 
around 0.3% and it is impervious to 
the aging seen with other materials.

The denture material not only 
displays high strength as well as tough-
ness with an exceptionally good elastic 
modulus, but its esthetics are a big 
draw too. Dr Sadowsky says patient 
feedback to Trusana has been very 
positive. “The patient that was " rst 
to bene" t from a Trusana implant 
prosthesis was very complimentary, 
and she felt like she could smile for the 
" rst time without being sensitive to her 
appearance,” he says. “She also felt 
like she had a lot of con" dence in terms 
of the stability of the prosthesis.”
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[HARD-EARNED PURCHASES ]
As with most technologies, dental lab technology can change the way labs operate 
regarding effi ciency, cost savings, and expansion. Fifty-nine percent of respon-
dents say their priority when choosing new technology is research and deliberation, 
which is unsurprising given the expense and investment of some dental lab tech-
nologies. Another popular response at 35% is return on investment (ROI), another 
factor when considering money spent.

In general, how would you describe yourself in terms of 
incorporating new technologies into your laboratory?

35%

0%

59%

6%

I’m a researcher. 
I need to see a 

hands-on demo, 
hard data, etc.

I’m a dreamer. I have a 
technology wish list but 
no plans to purchase.

I’m an ROI fanatic. I 
need to see how this 
product will improve 
my bottom line.

I’m an impulse shopper. 
I see something I 
want, and I go for it.

[MONEY MATTERS ]
With 35% of respondents saying ROI was a key factor in purchasing habits, the survey asked which products offered the strongest ROI for their dental lab. Pressing ovens, digital design 
software, and digital benchtop scanners topped the list, with more than half of respondents affi rming the strong ROI on these investments. Despite this, 61% of respondents said their 
digital intraoral scanner did not have a strong return on investment.

This technology provides a strong return on investment.

1
Strongly 
Disagree

5
Strongly 
Agree

2

4

3

22%

6%

33%

17%

22%

50%
6%

28%
6%

11%

6%

11%

17%

11%

56%

6%

11%

22%

11%

50%

28%

22%
28%

11%

11%

0%

6%

44%

22%

28%

17%

11%

17%

11%

44%

11%

11%

17%

17%

44%

11%

11%

28%

6%

44%

28%
11%

22%
28%

11%

17%
6%

17%
33%

28%

56%
11%

17%
11%

6%

6%

17%

6%

11%

61%

11%

6%

17%

11%

56%

11%

6%

22%

22%

39%

11%

22%

22%

17%

28%

17%

11%

17%

11%

44%

6%

6%

22%

22%

44%

22%

6%

17%

11%

44%
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ALL DENTAL LABORATORIES APPLY TECHNOLOGY AND INNOVA-
TIONS TO SUIT THEIR SPECIFIC NEEDS. Whether big or small, they 
have the hands-on experience to not only manufacture dental inven-
tions but also inform research and the future of technology. For labs, 
keeping up with the latest technology can give an edge over the 
competition when it comes to new customers and opportunities.

Knowing what technologies lie ahead can help labs in this way, and 
the best method of knowing is consensus. The Dental Lab Products®

2022 Technology Survey asked dental lab professionals which kinds 
of technology they use daily and what technology they hope to see 
in the future. Demographically, 81% of respondents are lab owners, 
with 19% being lab managers, and the majority working in the dental 
lab business for more than 2 decades. Read on to see what these 
experienced lab professionals have to say about the future of dental 
lab technology in the industry. Answers are rounded up or down to 
the nearest whole percentage.
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[ EVERYDAY EXPERIENCE ] 
With each dental lab fitting different needs, it is no surprise there is a wide range of technologies used by respondents. Technologies like microscopes, digital benchtop scanners, and electric 
waxers are the most popular when it comes to everyday use, whereas 3D printer purchases and parts washer purchases loom on the horizon for a few respondents. With each dental lab having 
different priorities, it may come as no surprise that certain technologies are more popular than others.

What is your history with the following specific materials and technology?

My lab plans to purchase 
this in the next 12 months I previously used this but no longer do I access this through an outsource partnerI use this in my lab I do not plan to purchase this

67%

0%

0%

22%

11%

28%

6%

6%

17%

44%

18%

0%

6%

18%

59%

39%
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33%

33%
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[ MARKETING INSIGHT ] 
Respondents seem to agree to disagree. Most technologies listed lack a majority in strong agreement or disagreement, with many neutral answers. Standing out amid the neutrality is digital design 
software, where more than half of respondents strongly agree it could be a powerful tool during face-to-face interaction with clients and customers. Another standout is 3D printers, where half of 
respondents strongly agree it is a good way to draw in and market to clientele.

This technology makes a big impression on clients and drives new business.
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[ VARIABLE VALUE ] 
Respondents seem to be in agreement that many lab technologies and workflows add at least a little value to the dental lab. Most staunchly protected are combination ovens, microscopes or 
loupes, lab management software, and digital design software, with 78% of respondents strongly disagreeing they did not add value. For the most part, strong agreement is scarce, other than in 
the digital intraoral scanner category. With 45% of respondents agreeing that digital intraoral scanners did not add value, it trends with the ROI question as not adding value and lacking a good 
ROI. What this means for the future of the technology in dental labs remains to be seen.

This technology does not offer much value to a dental lab.

1
Strongly 
Disagree

5
Strongly 
Agree

2

4

3

[ THE FUTURE IS BRIGHT ] 
As workflows and technologies evolve, dental lab professionals on the front line per-
haps best understand the trajectory of the industry. Thirty-nine percent of respondents 
say that 3D-printed dentures are the next big step for the industry, which comes as 
no surprise. 3D-printed dentures are quick, efficient, and more durable with each 
innovation. This was followed by 28% of respondents saying artificial intelligence and/
or automated case design are the next big developments. This seems to be a wider 
reflection of the dental industry as a whole, as artificial intelligence and machine learn-
ing progress in areas such as case design, diagnostics, and front office processing.

What emerging technologies and workflows have the 
biggest potential to impact the future of dental labs?

17%

39%

17%

3D-printed dentures

3D-printed crowns 
and bridges

implant case design 
and delivery (surgical 
guide/temporary 
restoration/abut-
ment/!nal restora-
tion) impressions

28%

arti!cial intelligence/
automated case design
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11%

0%

6%

0%

67%

6%

22%

6%

0%

33%

17%

6%

17%

28%

72%

6%

17%

6%

0%

67%

6%

22%

6%

0%

71%

17%

6%

6%

0%

61%

28%

6%

6%

0%

78%

11%

6%

6%

0%

50%

28%

11%

11%

0%

78%

11%

0%

11%

0%

0%
11%

33%
6%

50%

72%

11%

11%

6%

0%

72%

17%

6%

6%

0%

56%

17%

6%

22%

0%

78%

11%

6%

6%

0%

78%

11%

0%

6%

6%

44%

17%

28%

11%

0%

72%

6%

6%

11%

6%

67%

11%

6%

11%

6%

[ RECRUITMENT TOOLS ] 
As lab owners and technicians look to attract new technicians to the lab, having the 
latest technology can help draw in the workforce they need. Asked to select technol-
ogies that would attract new technicians, respondents have selected technologies in 
the digital department as the most popular. 3D printers, and digital design software 
came in tied at 89%, while digital benchtop scanners came in near the top at  83%. 
Following closely behind are microscopes or loupes, pressing ovens, and wet/dry 
mills at 67%. Newer technology brings in new talent, according to respondents.

$%&'()*)+, !"#$%#"&'('%)*))

The ability to work with this technology can help  
attract new technicians to my lab.  

[Lab professionals were asked to choose all that applied.]

3D printers

89%

Digital design 
software

89%

Microscopes/
loupes

67%

Pressing Oven

67%

Wet/Dry 
mills

67%

Digital 
benchtop 
scanners

83%

DLP0822_012-016_Tech Survey.indd   16DLP0822_012-016_Tech Survey.indd   16 8/4/22   1:43 PM8/4/22   1:43 PM



!"#$%&"'()*&$+*$ !"#$

!"#"$%&'('' ! dentallabproducts ! ,-

!"#$%&'()*+),"-.)/'0%1')  ! )*+,-./%),*&0-,1)232&4"563-&78!

./)0(123.(4&%*5+&"

2345
"#$%&'()*+,(-

236
78*&'9):;4
<<=>?@A>@ABA))C))D8*&'98E-F!"#

WHERE
.-/0&12-1&3-/)(*-14&35667-)*2&-,8&+124)&
9()*+,(-&)401+)-1(+,0:

WHEN
;24,4<4)&-&*-04&*-660&3+)&=(6648&
9()*+,(-&*)+>,0?&/)(8@40?&+)&(=A6-,17
05AA+)148&)401+)-1(+,0:

WHY
B+1&+,6C&8+40&12(0&9()*+,(-&-66+>&35667
-)*2&)401+)-1(+,0D(,*658(,@&(=A6-,17
05AA+)148&840(@,0D1+&/4&0(,14)48&(,&
6400&12-,&$&2+5)0?&/51&=561(A64&5,(10&
*-,&/4&0(,14)48&(,&124&0-=4&3-01&*C*64?&
-,8&,+&/-04&+)&05AA+)1&01)5*15)40&-)4&
,44848&85)(,@&0(,14)(,@?&0-<(,@&/+12&
1(=4&-,8&=-14)(-6:

EFG&H;IJ

EFG&FK;

E2(0&,4>&9()*+,(-&3+)=56-1(+,&-66+>0&35667-)*2&)401+)-1(+,0&1+&/4&0(,14)48&(,&6400&12-,&$&2+5)0:

E24&3+)=56-1(+,&+3&12(0&9()*+,(-&A)+=(040&,+1&+,6C&-,&4L&(*(4,1&0(,14)(,@&A)+*400&/51&-60+&+A1(=-6&A2C0(*-6&-,8&
401241(*&A)+A4)1(40:&B+1&M501&3+)&504&>(12&35667-)*2&*-040?&"#$%&(0&-60+&05(148&3+)&A+014)(+)&*)+>,0?&>2(*2&*-,&
/4&0(,14)48&(,&6400&12-,&"N&=(,5140:&O1&4P2(/(10&QQNN&RS-&+3&01)4,@12&-,8&$TU&1)-,065*4,*C&-,8&(0&-<-(6-/64&(,&
V%7==&-,8&"N7==&A)402-848&8(0*0?&>(12&=561(A64&02-840&-<-(6-/64&-,8&=+)4&(,&84<46+A=4,1:

DLP0822_017_5W* Zubler.indd   17DLP0822_017_5W* Zubler.indd   17 8/4/22   1:33 PM8/4/22   1:33 PM



!"#$%&'$(")$*'+),*$-.&-$(")$.&/*$+-,"'0$"'*+$#1-.$("),$2*'-&3$4,&%-1%*+5$
6),$2*'-&3$3&7$*84*,-+$+.&,*$."#$-"$+"31219($%31*'-$%"''*%-1"'+: !"#$%&&'#(')%*"

SDECORET / STOCK.ADOBE.COM

7)+1'*++!"#$%&'!() !"##$!%&"#'

*+ ! +%,-.**.!/&0+12-3 ! !"#"$%&'(''

,-elationships are key to a 
thriving dental lab business, 
but they need trust to ! our-

ish. As legendary sales expert Zig 
Ziglar says, “If people like you, 
they’ll listen to you, but if they trust 
you, they’ll do business with you.” 
So how do you ensure you have 
strong relationships built on trust 
with dental practices? We spoke 
to several dental lab experts who 
shared their secrets to solidifying cli-
ent connections and strengthening 
lab-client relationships.

Dental practices want labs to 
provide value with their knowledge 
about dental restorative design and 
production. Conrad Rensburg, ND, 
NHD in Tech, the owner of Absolute 
Dental Services, and Jack Marrano, 
CDT, director of signature prosthet-
ics at Absolute Dental Services, think 
being a resource to clinicians with 

new products, technology, and work-
! ows is crucial.

For example, when Absolute Den-
tal Services implemented new tech-
nology for dental implants in 2000, 
they became the clinicians’ resource 
on taking proper impressions for this 
work! ow, Rensburg explains. With 
2 education centers onsite, Absolute 
Dental Services makes providing 
clinicians with educational oppor-
tunities a priority. “From a business 
perspective, education has been the 
strongest driver in building these 
relationships,” Rensburg says.

Marrano agrees, adding that 
materials expertise is also essential. 
Clients can go anywhere to have a 
crown made, he says, so labs should 
position themselves as resources for 
answering questions and providing 
information. Rensburg and Marrano 
judge their success in this area by 

whether clinicians rather than their 
representatives call them to learn 
about new materials or protocols. 
“Then we know we’re doing our job 
right, because they trust us to give 
them the right advice,” Rensburg 
says. “The dental technician of the 

future should be a resource and not 
just a technician.”

“World-class restoration is a by-
product of a " rst-class relationship,” 
Marrano adds. “Things are moving 
faster, and dental practices are lean-
ing on the lab more than ever.”

Keith Crittenden, byproduct resi-
dent and CEO of the AmericaSmiles®

Network, says a dental lab can also 
leverage its knowledge gained from 
working with different practices. By 
working with multiple clinicians, 
labs learn much faster than dentists 
about restorative materials and tech-
niques. “The lab needs to see itself as 
a valuable resource for communica-
tion and information about all den-
tistry rather than exclusively [make] 
false teeth,” Crittenden says.

Lisa Aguirre, product manager of 
dental solutions for Roland DGA, 
says collaboration is essential to build-
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ing relationships. Aguirre refers to 
the adage “Two heads are better than 
one,” adding that working together 
is especially important for restorative 
dentistry. However, communication 
is a crucial part of that equation, too. 
“When things don’t go right with a 
patient’s treatment plan or restorative 
case, there was a communications 
breakdown somewhere,” Aguirre 
says. “Whether from dentist to labo-
ratory or even from patient to dentist, 
any communication breakdown can 
affect the outcome.”

Aguirre says clinicians typically 
take extra time with patients to ensure 
they understand the risks and bene!ts 
associated with a proposed treatment 
plan and set realistic expectations for 
the !nal restorative treatment out-
come. However, they do not always 
communicate this information to the 
dental laboratory, and that’s where 
the trouble starts. “Effective col-
laboration is vital between the dental 
laboratory and clinician to ensure that 
everyone is working toward the same 
objectives in addressing the clinical 
and esthetic needs of the patient,” 
Aguirre explains.

Richard Jentsch, head of research 
and development at Opulent Digital 
Specialists, agrees that communica-
tion with the clinician and their staff 
is essential. Keeping these lines of 
communication open with the of!ce 
manager or dental assistant provides 
labs with the chance to !x problems 
or provide alternate solutions. Labs 
should also check in regularly to get 
feedback, even if there haven’t been 
complaints. “Don’t assume no news 
is good news, because it might not 
be,” Jentsch says.

Jentsch also recommends talk-
ing to the practice about their goals 
and timetable. A lab can then take a 
consultative approach. Without that 
conversation, the lab’s advice can 
point the practice in the wrong direc-
tion, creating gaps in the relationship. 
“At some point, the gap is so big they 
might feel a different partner would be 
better suited for them,” Jentsch says.

David Lesh, founder of Dale Dental 
and Concert Dental Labs and a con-
sultant at 8&9 Dental Lab Consult-
ing, agrees that regular contact and 
customer feedback are critical. The 
feedback card is an effective and over-
looked tool in this effort and the clos-

est a lab can get to real-time customer 
feedback. Lesh says doctors are will-
ing to be more honest on a feedback 
card, compared with a phone call or 
in-person conversation, because it is 
less confrontational. “I don’t know 
[whether] there is a better way that 
keeps your !nger on the pulse of client 
sentiment. It’s the No. 1 way to build 
relationships,” Lesh says.

Lesh also recommends keeping 
track of scores and celebrating your 
successes. For example, when his 
last dental lab reached a 4.9 out of 5 
average overall quality score on their 
cards, they sent out a press release 
reading “Dentist Rated 4.9 Out of 5 
for Overall Quality.” Lesh also told 
their customers the lab’s performance 
bonuses were tied to the feedback 
card scores. As a result, the clients 
thought the lab team was invested in 
their best outcomes.

“But like many things, feedback 
cards can do as much harm as good 
if you’re not looking at them. So if 
there’s a ‘poor,’ ‘fair,’ or ‘please call 
me,’ it needs a response immediately 
and cannot sit in an inbox in the 

unpacking area,” Lesh explains.
Humanizing the company is essen-

tial to relationship building as well, 
Lesh says. He encourages video con-
ferencing over phone calls to discuss 
cases, putting pictures and bios for 
the customer service team and team 
leaders on the website, and adding 
photos to email signatures. In addi-
tion, he recommends open houses 
for local accounts at least once a 
quarter. Lesh’s previous lab hosted a 
Manicure Night a few times a year 
for local accounts and their entire 
of!ce teams. “They loved it,” Lesh 
says. “And it changes the dynamic 
when you call that front of!ce, or if 
something goes wrong with a case.”

David Turpin, the fourth-
generation owner of Spartan Dental 
Lab, thinks availability is vital. He 
provides his mobile number and tells 
clients to call or text anytime. This 
access is helpful for digital work"ows 
when dentists need immediate scan 
feedback or if practices need the 
lab to help with scanner problems. 
“It improves the digital work"ows 
especially when, through our com-

munication, we don’t have to bring 
the patient back,” Turpin says.

!"#$%&'"()&*#+,&-".(&
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Sometimes practices do not know all 
you can do. Overcoming this hurdle 
and doing more for your clients 
starts with communication, Jentsch 
says. Practices will not know you 
have more experience or training 
unless you tell them. If they like their 
current supplier and are not ready 
to switch, Jentsch suggests offering 
a deeply discounted or free parallel 
case. “The important part is to have 
them produce it the way they’re used 
to with the provider they’re used to, 
but at the same time, give them one of 
your cases. Then, let the doctor and 
the patient decide which they prefer,” 
Jentsch says.

Crittenden takes the same 
approach with !rst-time cases. There 
is no shame in telling the doctor you 
have not done a case like this before; 
everybody has their !rst case some-
time. Plus, it can help you do more 
things with them in the future. “If 
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they trust you in other areas, maybe 
they will trust you with this one as 
well,” Crittenden says.

Jentsch also encourages labs to 
discover their advantage. Maybe 
it is quality or a faster turnaround 
time than the other supplier. Perhaps 
you can integrate the practice’s 
technology, like the Imetric system 
or photogrammetry software, better 
than their current system. “Maybe 
the doctor is looking for something 
they haven’t been able to ! nd with 
other laboratories,” Jentsch says. “If 
they don’t know how the technology 
works and nobody else they work 
with knows either, but you do, you 
have an advantage.”

Crittenden also thinks labs should 
ask dentists questions about how 
they choose a lab for a project. This 
conversation allows a lab to talk 
about other opportunities. “You can 
tell the doctor, ‘Look, I do these all 
the time. I’m just not doing them for 
you,’” Crittenden says.

“In most cases, this sounds more 
complicated than it is, and the fear of 
the unknown comes into play,” Agu-
irre says of practices that do not want 
to try a new supplier. “As a dental 
laboratory professional, patience is 
key, along with a willingness to work 
closely with the clinician, especially 
on dif! cult or larger cases.”

Turpin agrees that ! nding out 
customer pain points is an excellent 
way to uncover opportunities with 
your customers. “Honestly, most 
of the time, it’s communication,” 
Turpin says.

When working on complex cases 
or helping doctors with new, more 
ef! cient work" ows, Turpin will go 
to their practice. He’s found that 
explaining over the phone isn’t 
enough, and clinicians are hesitant to 
make any sort of change to work" ow. 
Offering to go to patients’ appoint-
ments to walk them through step-by-
step is a great way to gain trust and 
build a lasting relationship. “When I 
offer to come to their practice to help 
them through a process, they tell me, 
‘I didn’t know you did that,’” Turpin 
says. “I explain we are partners, and 
it is my job to make sure they are 
comfortable with the process so we 
can deliver the best outcome for the 
patient. For the most part, they are 
grateful for the time spent with them.”

Aguirre says clinicians can also 
be hesitant to ask questions to avoid 
seeming unknowledgeable or out 
of the loop. She sees this as a prime 
opportunity for dental laboratory 
professionals to expand and solidify 
their relationship with the clinician 
by offering to educate and support 
them. “Knowledge is wealth,” Agu-
irre says. “Spending just a few extra 
minutes to assist a clinician goes a 
long way.”

Rensburg believes in anticipating 
the clients’ needs. He listens to what 
practices say and anticipates the 
questions they might ask. Providing 
pertinent information up front makes 
dental practices feel more comfort-
able that the lab is a valuable and 
knowledgeable resource. “So instead 
of waiting for them to ask it, answer 
it,” Rensburg says.

*+!',-.%/%0'(0-1#2%&'!()3'")-
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You want to do what is best for your 
customers, and you do. However, 

what if what you thought was help-
ing the relationship was hurting it? 
Certain actions can damage your 
relationship by mistake.

The fastest way to ruin a relation-
ship is letting a practice go into 
arrears with payments, Crittenden 
says. When the terms stretch to 45, 
60, or 90 days, Crittenden says the 
relationship sours and the lab sud-
denly cannot do anything right. “The 
doctor no longer sees you as a part-
ner, but as this albatross or burden 
around their neck,” Crittenden says. 
“You’re helping maintain a healthy 
relationship by forcing the doctor to 
stay current.”

Crittenden says labs also uncon-
sciously damage their relationships 
with practices by accepting unac-
ceptable work. He says dentists want 
to be held accountable; they don’t 
want to do unsatisfactory work. If 
you let them give you less than what 
they are capable of, dentists will start 
to disrespect you and blame you for 
problems. “The lab has to say, ‘I need 

better quality,’” Crittenden says. 
“Some of my best customers now are 
customers with whom I took a very 
! rm stance on payment and quality. 
As a result, they’re still with me, pay-
ing their bills on time and providing 
better quality work.”

“We are up-front in our communi-
cation with our doctors [if] what they 
sent will not work. If it’s bad coming 
in, it’s only going to be bad going out,” 
Turpin agrees. “We are all too busy 
to do it twice, so we do our best to let 
them know our concerns right away 
before starting the case. Most of them 
appreciate this feedback and will send 
a new impression or scan if asked.”

Language matters as well. How 
you ask for better work is essential, 
Aguirre says. “The worst thing a 
dental laboratory professional can do 
is make extra demands of the of! ce 
or clinician while handling a case. 
Additional demands give the impres-
sion of being in" exible, too busy, or 
unwilling to help. Instead of placing 
demands on dental of! ce staff or cli-
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We journey through the years and look 
at the origins of the various technologies 
that a dental lab uses every day.

.

.

.

.

DLP0822_022_The List.indd   22DLP0822_022_The List.indd   22 8/4/22   1:45 PM8/4/22   1:45 PM



is back!
Grab a front-row seat to access leading dental lab news 

and insights to continuously grow your business and 
improve patient care.

BE THE FIRST TO DISCOVER:
INDUSTRY NEWS LATEST PRODUCTS 

AND SERVICES
ARTICLES FROM 

LEADING EXPERTS

& MUCH MORE

Subscribe to DLP e-newsletter today!
subscribe.mjhlifesciences.com/dlp

DLP_eNewsletter_Ad_072220.indd   1DLP_eNewsletter_Ad_072220.indd   1 7/28/20   9:14 AM7/28/20   9:14 AMDLP0822_CV2_DLP E-News_FP HOUSE AD.indd   2DLP0822_CV2_DLP E-News_FP HOUSE AD.indd   2 7/29/22   12:52 PM7/29/22   12:52 PM



VOCO · 1285 Rosemont Drive · Indian Land, SC 29707 · www.vocoamerica.com · infousa@voco.com

Call 1-888-658-2584

89% fillers by weight:
Outstanding wear resistance
Enhanced color stability

30–50% less resin compared to
classic hybrid and pseudo nano composite

Low shrinkage of only 1.6 vol.%
NON-STICKY
Prolonged working time under ambient light

Designer Nano particles:
EXCELLENT POLISHABILITY AND POLISH RETENTION
Tooth-like modulus of elasticity
Tooth-like thermal expansion and flexural strength

Data on File at www.vocoamerica.com

89% filled Universal 89% filled Universal 
Nano-Hybrid Composite Nano-Hybrid Composite Nano-Hybrid Composite 

: 
Built to Last
10 YEARS OF PROVEN
PERFORMANCE, ESTHETICS
AND SUPERIOR HANDLING 
BUILT ON TOOTH-LIKE 
PHYSICAL PROPERTIES
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