SELECTED AS THE

KEY STATISTICS

# Industry’s leading product magazine

143 years of industry expertise
= Total qualified circulation: 151,325!
" BPA audited

= Average spend on dental products by dentists:
more than $90,000?

AUDIENCE
" Average age: 51.6°
=15+ years in practice: 92%*
= Male: 61%°
= Female: 39%°

EDITORIAL SECTIONS

" Product Watch—product launches and
updates from throughout the industry

u Clinical 360°—practical clinical advice, research
and techniques

= Products in Practice—product impact on the
practice’s bottom line

1BPA, June 2010

2Source: IBS; World Industry Report—Dentists in the US, Feb 2010
3Readex Research Survey, August 2010

“Kantar Media Dentistry Readership Study 2010

*April 2009, Readership Assessment
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BRAND RESEARCH

DPR RANKS FIRST IN ACTIONS TAKEN OUR READERS GIVE THE REASONS TO ADVERTISE

38%
0% 40
DPR has the highest -
percentage of readers DPR was selected 3
who purchase an - as the #1 go-to 20
advertiser’s product - 1_- publication
or service after an L by readers. 10 "*
viewing their ad. = J J
" . _ :
A AL TSP F£ES P, Dental Inside Dental
f“:‘*‘ J'* 'y ,o"a &P dr“{;‘ 'Z:;’. Pmducl;s mw Economics  Dentistry  Product
Report Shopper
%
DPR owns the 0 = s3%
highest percentage o DPR was voted 60 .
of readers who visit 5% most frequently E 25 _—
the advertiser’s 1o read magazine— gg
website after . N . dental 10
N .
seeing their ad. J professionals ’ pental Dental  Dentistry  Inside Dental
- read three out Products Economics  Today  Dentistry  Product
4“‘:&" #ff#ff o d’ J‘ of four Issues. Report shopper
5%
DPR delivers 0% DPR was ranked 0 355 31%
advertisers the 5% as the most 30 2 19%
highest number 2t convenient 20
of direct contacts 15% magazine for 10 -
from readers who 10% readers to find o
viewed their ad. L what they’re Dental Dental  Dentistry  Dental Inside
.. looking for. P;:dpﬁ fconomics  Today :.::rp:t. o

jﬁ' .ﬁg’f

Source: 2010 PERQ Dentistry Study

Source: Readex Research ® Study August 2010
Sample size: 18,000 users from key segments of DPR
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2011 EDITORIAL CONTENT

In today’s media environment, anyone can run a press release—and
most do. You can promote with media partners who cut and paste,

or you can promote your products with Advanstar Dental Media,
committed to real reporting and relevant coverage to meet the dental
professional’s product needs in print, online and through social media.

PRODUCT WATCH
Dental professionals’ guide to the month’s newest products and services
as well as brand updates.

For the manufacturer: Opportunities to be highlighted in this section
include:
Announcements on your latest offerings and services.
Double Take: Choose a legacy product. Send us a hi-res image,
description and a short testimonial from a long time user.
The Benchmark: Want a product reviewed? We publish reviews
conducted by three organizations. You can contact them directly to
have your product considered.
The Dental Advisor (Tricia Price, 734-665-2020 ext. 103)
Atlanta Center for Dental Excellence (Molly Thompson,
678-223-3411)
Contemporary Product Solutions (Shannon Pace, 757-226-9498)

CLINICAL 360°
A panel approach to clinical coverage including articles from well-known
KOLs as well as everyday dentists.

For the manufacturer: Opportunities to be highlighted in this section
include:
Special Reports: Have a significant product launch in the pipeline?
Let us know so we can help tell the story behind your launch in a way
that engages your potential customers. We only do a few of these
each year and request at least three months advance notice of the
launch to conduct the interviews.

DENTALPRODUCTSRERORT

Techniques in Practice: Our TIPs are step-by-step articles written
by dental professionals you’ve partnered with, demonstrating
your product in use. More of a case study than a demo.

Tech Briefs: A one-page feature designed to highlight the key
features of high-tech products.

You and Your Lab: A one-page feature co-written by a dentist and
dental lab technician, focusing on one piece of advice. A chance
to highlight products that enhance dental/lab communication.

PRODUCTS IN PRACTICE

How products impact practice development.

For the manufacturer: Opportunities to be highlighted in this
section include:
Promote legacy brands in your product line or give additional
exposure to a product after its initial launch. Submit an article
that focuses on any of these topics: RO, efficiency, staff training,
protocol or marketing the product.
5 Reasons to Buy: How certain features translate to 5 clear
benefits for using the product.

Special Sections: Appear quarterly
Modern Hygienist: Facilitating the dialogue between dentists and
hygienists on leading products in preventive care.
Think Like a CEO: Helps dentists embrace their roles as business
owners and staff leaders.

Award -Winning e KR
Coverage — AN oL
2010 National
@ -ZZIE APEX. DESIGN
(. BRONZE F— - e Vi
WINNER PUm :‘ax:lluﬁ; gu ] over $2 million
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2011 EDITORIAL CALENDAR

JANUARY
THINK LIKE A CEO

FEBRUARY
MODERN HYGIENIST—LOUPES

MARCH

APRIL

JUNE

JULY
THINK LIKE A CEO

AUGUST
MODERN HYGIENIST—SCALERS

SEPTEMBER
TOP 25 WOMEN IN DENTISTRY

OCTOBER
THINK LIKE A CEO

NOVEMBER

MODERN HYGIENIST—INFECTION
CONTROL

Supplement: Materials, Part Il

Cover Story

Products powering advanced treatment planning
—Technology revolutionizing restorations, implants,
endo and ortho

The CAD/CAM chorus — Interviews with the people
behind the adoption rates: users, skeptics, labs and
manufacturers

While you were sleeping — How dental sleep medicine
has emerged as a viable practice driver

The changing face of continuing education —
Manufacturer-driven events and digital opportunities

Recession-era recalls — Products that provide quality
care at reasonable price points

Anesthetic awakening — Revamping your supply closet
in the era of “painless dentistry”

Keep it running — Critical services for the functional,
profitable practice

Technology Census — Annual coverage of what people
use, want and wish for when it comes to technology in
the practice

Redefining the general dentist — Three business models
and the products behind them

What’s your imaging 1Q? — Protocol, information
storage, liability issues and what comes next

DENTALFRODICTSRERCRT

Products in Practice —

We welcome submitted articles
from manufacturers

Operatory design and your bottom line
— Organizing your office properly can help
you get more from your products

Products that make materials work — Mixers,
trays, syringes, curing lights and more...

Protocol for intraoral cameras — What
five images you should always show your
patients

The successful dental practice — What buyers
are looking for

Technologies that drive technology — Synergy
between equipment can increase ROI

Marketing to the edentulous patient —
Know your options for delivering solutions

Byte by Byte —
Building a model practice from
the ground up

Choosing the right space

Operatory furniture — delivery systems and
cabinetry

Patient education (software, intraoral
cameras, mounts)

20
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2011 ADVERTISING RATES

bx 14990 96840 7
A2x 14840 9530 %
Asx 14780 940 7
20x 14820 9460 T
24x 1450 9420 7
36x 14400 930 .7
45x 14210 9800 6
S5x 1ano .920 &
BLACK & WHITE RATES

Frequency discounts are based on total number of
insertions (regardless of size) within a 12-month
period for Dental Products Reportand Dental Lab
Products.

COLORRATES
Additional costs to black & white space rates:

Standard color

(per page or fraction thereof)........ccocvuvreeeunne. $660
Matched PMS color*

(per page or fraction thereof)..........cccccvuveuenee. $960
4-color process (per page):

Largerthan 1/3 page......cccoeeeeveeeeerveereeererennns $2,040
1/3 PABE OF €SS .uvurerrereereeriseserssses e $1,190

Metallicink* . Contactyourrepresentative

REGIONAL ADVERTISING
Contact your representative for rates.

COVER & SPECIAL POSITION RATES
Cover2and4............ B/W rate +20% +4/Crate
COVEr3 oo B/W rate + 10% + 4/Crate
Centerspread B/W rate+10%+4/Crate per page
Other preferred or special position—contact your
representative

DENTALPRODUCTSRERORT
2011 SPEC SHEET

Dental Products Report
Publication Trim Size: 10" x 12.5”

Tab Bleed Spd:
20.25" x 12.75"

Tab Bleed:

10.25" x 12.75"

Tab Non Bleed Spd:

19"

Tab Non Bleed:
9" x

1/2 Vertlcal Page
Bleed:
4.75" x 12.75"

1/2 Vertical Page:
x12"

9" x

1/2 Horizontal Page:
5.375"

1/2 Horizontal Page

Bleed:

10.25" x 5.375"

5.6875"
Ble:

2/3 Vertlcal Page:

2/3 Vertlcal Page
ed:

6.1875" x 12.75"

1/3 Vertical Page:
2.8125" x 12"

1/3 Vertical Page
Bleed:

3.3125" x 12.75"

1/3 Horizontal Page:
9"x3.5"

1/3 Horizontal Page
Bleed:

10.25" x 3.5"

1/4 Vertical Page:
4.25" x5.5"

Page:
9"x2.75"

2011 DIGITALAD REQUIREMENTS

1. Digital datais required for
allad submissions. Preferred
formatis PDF/X-1a. Note
thatastandard PDFis not
apreferred format. Files
should be a PDF/X-1a, which
isa PDF subset specificto
printing. Publisher shall have
no obligation or liability to
Advertiser of any kind (includ-
ing, without limitation, the
obligation to offer Advertiser
makegoods or any other
form of compensation)ifan
adis supplied to Publisher

by Advertiserinany format
otherthan our preferred
formats. Non-preferred or
non-acceptable formats will

be charged a $150 processing
fee. Allfiles should be built to
exactad space dimensions
purchased. For detailed
instructions on preparing
PDF/X-1afiles and submitting
adfilestothe correctsize, go
towww.AdsAtAdvanstar.com
orcontact the production
manager.

2. Publisher willnot sup-

ply afaxed or soft proof

for Advertiser-supplied

files. Advertiseris solely
responsible for preflighting
and proofingall advertise-
ments prior to submission to
Publisher. If Publisher detects

1/4 Horizontal

2.8125" x

anerrorbefore goingto
press, Publisher will make a
reasonable effort to contact
Advertiser to give Advertiser
anopportunity tocorrect
and resubmit Advertiser’s file
before publication.

3.Accepted Method of
Delivery: The preferred
method of delivering ad files
toAdvanstarisviaaweb
based ad uploader, www.
AdsAtAdvanstar.com. Files
canalso be submitted on CD-R
or DVD-Rdisc format.

4.Ad Proofs: To ensure that
Advertiser’sadisreproduced
correctly,aSWOP-certified

1/6 Vertical Page:
5.5"

1/6 Horizontal
Page:
4.25"x3.5"

color proofthat has been
made from the samefile

that Advertiser supplies to
Publisher mustbe provided.
Publisher cannot provide
Advertiser any assurances
regarding the accuracy of
reproduction of any ad sub-
mitted withouta SWOP proof.
Publisher shall have no obliga-
tion or liability to Advertiser
ofanykind (including, without
limitation, the obligation to
offer Advertiser makegoods
orany other form of compen-
sation) forany ad supplied

to Publisher by Advertiser
withouta SWOP proof.
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TERMS AND CONDITIONS

The following terms and conditions (the “Standard Terms”)
shall be incorporated by reference into all Insertion Orders (“I0”)
submitted to Advanstar Communications Inc. (‘Advanstar”) by
Advertiser or its advertising agency:

A. Terms: Invoices are rendered on the publication date of each
issue of a printed magazine, e-mail newsletter or digital edition of
amagazine, and once per monthinarrears for Web site advertis-
ing campaigns, and are due upon receipt.

B. Advanstar holds the Advertiser and its advertising agency
jointly responsible for paying all duly authorized advertising in-
serted in or attached to any magazines, e-newsletters or Web
sites owned or operated by Advanstar. All past due payments
may be re-invoiced directly to the Advertiser, who will be held
fully responsible for payment.

C. Agency commission: 15% of gross billings on space and
premium positions. Production charges are not subject to
agency commission. Agency commission will be disallowed on
all past due invoices. In the event Advertiser’s account is placed
for collection, Advertiser and agency agree to pay Advanstar for
all reasonable collection costs and/or attorneys’ fees incurred.
Advertiser and agency also agree to pay finance charges on the
unpaid account balance at the rate of 1-1/2% per month or the
maximum permitted by law.

D. Advanstarwillnotbe boundby any terms, conditions or provi-
sions appearing on |0s or copy instructions which conflict with
provisions of these Standard Terms, including, without limita-
tion, sequential liability statements from advertising agencies.
In the event of any inconsistency between an 10 and/or copy
instructions and these Standard Terms, the Standard Terms shall
control.

E. Exceptasotherwiseexpressly providedinthe|O, positioning
of advertisements within an Advanstar magazine, e-newsletter,
Web site or on any page is at the sole discretion of Advanstar.
Advanstar may redesign or modify the organization, structure
and/or look and feel of the magazine, e-newsletter, Web site or
any other advertising product at any time and without notice.
Further, Advanstar does not guarantee that access to its Web
site will be uninterrupted or that the Web site or any ads placed
onitwillmeet the Advertiser’s requirements.

F. Advertiser shall deliver to Advanstar the content, graphicim-
ages and other materials for the advertisement in a form and
manner to be specified by Advanstar. Advanstar will not be re-
quired to publish any advertisement thatis not receivedin accor-
dance with the foregoing and reserves the right, at Advanstar’s
sole discretion, to charge Advertiser, at the rate specified in the
10, forinventory held by Advanstar pending receipt of acceptable
materials from Advertiser, or to publish in substitution any prior
advertisement submitted by Advertiser until such time as Advan-
star can reasonably begin publication of the advertisement set
forthinthelO.

G. Each insertion order for an Advanstar web product shall
specify: (@) the type(s) and amount(s) of Inventory to be delivered
(e.g. impressions, clicks or other desired actions) (the “Deliver-
ables”); (b) the price(s) for such Deliverables; (c) the maximum
amount of money to be spent pursuant to the IO (if applicable),
(d) the startand end dates of the campaign, and (g) the identity of
and contact information for any third party ad server (“3rd Party
Ad Server”), if applicable. Other items that may be included are
but are not limited to: reporting requirements such as impres-
sions or other performance criteria; any special advertisement
delivery scheduling and/or advertisement placement require-
ments; and specifications concerning ownership of data col-
lected.

Advanstar will make commercially reasonable efforts to notify

Advertiser or its Agency, if applicable, within two (2) business
days of receipt ofan 10 signed by Advertiser if the specified inven-
toryis notavailable.

Advanstar will use commercially reasonable efforts to comply
with the 1O including all advertisement placement restrictions,
requirementsto create areasonably balanced delivery schedule,
andto provide within the scope of the |0, an advertisement to the
Site specified onthe IO when such Siteis called up by an Internet
user. Any exceptions must be approved by Advertiser in writing.

Advanstar will use commercially reasonable efforts to provide
Advertiser at least 10 business days prior written notifica-
tion of any material changes to the Site that would change the
target audience or significantly affect the size or placement of
the advertisement specified in the affected 10. Should such a
modification occur with or without notice, as Advertiser’s sole
remedy for change or notice, Advertiser may immediately cancel
the remainder of the IO without penalty within the 10 day notice
period. If Advanstar fails to provide such notification, Advertiser
may cancel the remainder of the IO within 30 days of such modi-
fication, and in such case shall not be charged for any affected
advertisements delivered after such modification.

Advanstar will submit or otherwise make electronically acces-
sibleto Advertiser promptly after acceptance of an IO final techni-
cal specifications, as agreed upon by the parties. advertisement
delivery shall comply with editorial adjacencies guidelines stated
onthelO.

Advanstar shall make reporting available as specified in the 10.

Advanstar shall monitor delivery of the advertisements, and
shall notify Advertiser either electronically or in writing as soon
as possible if Advanstar believes that an under-delivery is likely.
In the case of a probable or actual under-delivery, the parties
may arrange for makegood consistent with these Terms and
Conditions.

In the event that actual Deliverables for any campaign fall be-
low guaranteed levels, as set forth in the 10, and/or if there is
an omission of any advertisement (placement or creative unit),
Advertiser and Advanstar will make an effort to agree upon the
conditions of a makegood placement either in the 10 or at the
time of the shortfall.

Permanent or exclusive placements shall run for the specified pe-
riod of time regardless of over-delivery, unless the IO establishes
animpression cap for 3rd Party Ad served activity. Advertiser will
not be charged by Advanstar for any additional advertisements
above any level guaranteed or cappedinthe |O.

H. Alladvertisements are accepted and published by Advanstar
ontherepresentation that the agency and/or Advertiser are prop-
erly authorized to publish the entire contents and subject matter
thereof.

| All contents of advertisement are subject to Advanstar’s
approval. Advanstar reserves the right to reject or cancel any
advertisement, 10, URL link, space reservation or position com-
mitment, at any time, for any reason whatsoever even if the
advertising has been published previously by Advanstar. In the
event of suchoccurrence, Advanstar shallreturn to Advertiser the
amount of the booked value of the advertisement as Advertiser’s
sole remedy for any claims of loss or damage arising from such
rejection or cancelation.

J. Advertiser hereby grants Advanstar the right and license to
use, reproduce, transmit, and distribute all creative materials
supplied by or on behalf of Advertiser, including without limitation,
all text, graphics, illustrations and photographs (the “Creative”).
Advertiser represents and warrants that: (i) it has all the neces-
sary rights in the Creative; (i) the Creative does not violate any
applicable law or regulation; and (iii) the Creative does not violate

orinfringe uponany third party rightin any manner or containany
material or information that is defamatory, libelous, slanderous,
thatviolates any person’s right of publicity, privacy or personality,
ormay otherwise resultinany tort, injury, damage orharmto any
person. Advertiser acknowledges that Advanstaris relyingonthe
foregoing representations and warranties. Advertiser agrees to
indemnify, defend and hold Advanstar and its affiliates, and their
respective officers, directors and employees, harmless fromand
against any and all expenses and losses of any kind (including
reasonable attorneys’ fees and costs) incurred based upon a
breach of any of the foregoing representations and warranties
or in connection with any claim arising from or related to any
advertisement supplied by Advertiser or its agents and run by
Advanstar.

K. Advanstar shall not be liable for any omitted, misplaced, or
mispositioned advertisements.

L. Anorder for an advertisement in an Advanstar magazine or
e-newsletter may be cancelled by Advertiser for any reasonup to
theissue’s published ad close date (the “Close Date”). Advertiser
will be responsible for, and hereby agrees to pay, orders can-
celled after the Close Date , regardless of the date of ad place-
ment.

M. An order for an advertisement on any Web site owned or
operated by Advanstar may be cancelled for any reason upon
thirty (30) days written notice from the Advertiser.

N. A 1/6 page ad is the minimum rate holder. (WILL VARY PER
MAGAZINE)

O. Inthe event Advertiser notifies Advanstar of a request and/
or required change of copy (the “Copy Change”) and Advertiser
fails to deliver the Copy Change to Advanstar by the Close Date,
Advertiser will forfeit such advertisement placement and Adver-
tiser will be responsible to pay for the forfeited advertisement.

P. Advertiser will be shortrated if, withina 12-month period from
the date of thefirstinsertion, Advertiser does not use the amount
of space upon which its billings has been based. Advertiser wil
be rebated if, within a 12-month period from the date of the first
insertion, Advertiser has used sufficient additional space to war-
rantalower rate than that at which it has been billed.

Q. Costsincurred by Advanstar for production work on adver-
tisements willbe charged to the Advertiser regardless of whether
ornottheadruns. Advertiser willbe charged for any file modifica-
tions, creative or typography services provided by Advanstar.

R. Advanstar will hold Advertiser’s advertising materials for a
maximum of one year from the date of the issue in which the ad
last ran. Advanstar will not be held responsible for consequen-
tial costs or other damages due to loss or damage of digital ad
materials, art, proofs or transparencies.

S. Reader response inquiries are provided as a service. Ad-
vanstar disclaims all liability and responsibility for inaccuracies.
Except as otherwise expressly provided in an IO accepted by
Advanstar, Advanstar makes no guarantee with respect to usage
statistics for any advertisement.

T. Advanstarexpressly disclaims any and all warranties, wheth-
er express or implied, including, without limitation, any implied
warranties of merchantability or fitness for a particular purpose
with regard to its advertising services, including any and all oral
and written information communicated about such services. To
the maximum extent permitted by applicable law, in no event
shall Advanstar be liable for any consequential, incidental, di-
rect, indirect, special, punitive, or other damages whatsoever
(including, without limitation, damages for loss of business prof-
its, business interruption, loss of business information, or other
pecuniary loss) arising out of this agreement, even if Advanstar
has been advised of the possibility of such damages. Because

some states/jurisdictions do not allow the exclusion or limitation
of liability for consequential or incidental damages, the above
limitation may not apply to advertiser. In no case, and under no
theory of law, shall Advanstar’s liability for any error exceed the
amount due or paid for the advertisement giving rise to afore-
mentioned error. Notwithstanding the foregoing, Advanstar shall
have no liability for (i) any failure or delay resulting from conditions
beyond Advanstar’s control; or (ji) errors in content or omissions
inany creative or advertising materials provided by Advertiser.In
the event of abreach by Advertiser, Advanstar may terminate this
Agreement immediately without notice or cure period, without
liability to Advanstar. Either party may terminate this Agreement
for convenience, with or without cause, upon thirty (30) days
written notice to the other party. In the event of any termination,
Advertiser shall remain liable for any amount due under an 10 for
advertisements delivered by Advanstar and such obligation to
pay shall survive any termination of this Agreement. Underno cir-
cumstances shall Advanstar be liable for any indirect, incidental,
special or consequential damages (including, without limitation,
loss of profit or impairment of goodwill) of any Advertiser. Under
no circumstances shall Advanstar’s direct or indirect liability to
any advertising agency or Advertiser exceed the invoiced cost
of the advertisement.

U. Applicable if 3rd Party Server is used. Advanstar will track
delivery throughits ad server and Advertiser will also track deliv-
erythroughits proprietary or subcontracted 3rd Party Ad Server
whoseidentityis set forthinthe 0. Advertiser may not substitute
the 3rd Party Ad Server specified in the 10 without Advanstar’s
prior consent. Advertiser and Advanstar agree to give reciprocal
access to relevant and non-proprietary statistics from both ad
servers, orifsuchis notavailable, provide weekly placement level
activity reports to each other. In the event that Advanstar’s ad
server measurements are higher than those produced by the Ad-
vertiser’s 3rd Party Ad Server by more than 10% over the invoice
period, Advertiser will facilitate a reconciliation effort between
Advanstar and 3rd Party Ad Server.

Where Advertiser utilizes a 3rd Party Ad Server Advanstar will not
bonus more than 10% above the Deliverables specifiedinthe 10
without prior written consent from the Advertiser. Permanent or
exclusive placements shall run for the specified period of time
regardless of over-delivery, unless the |0 establishes animpres-
sion cap for 3rd Party Ad served activity. Ifa 3rd Party Ad Serveris
beingusedand Advertiser notifies Advanstar that the guaranteed
or capped levels stated in the IO have been reached, Advanstar
willuse commercially reasonable efforts to suspend delivery.

Whenapplicable, 3rd Party Ad Server tags shall be implemented
so that they are functional in all respects.

V. These Standard Terms, together with IOs submitted by Ad-
vertiser, (i) shall be governed by and construed in accordance
with the laws of the State of New York and the United States,
without giving effect to principles of conflicts law; (i) may be
amended only by written agreement executed by an authorized
representative of each party; and (i) constitute the complete
and entire expression of the agreement between the parties,
and shall supersede any and all other agreements regarding
the subject matter hereof, whether written or oral, between the
parties. Failure by either party to enforce any provision of these
Standard Terms shall not be deemed a waiver of future enforce-
ment of that or any other provision. Advertiser may not resell,
assign, or transfer any of its rights hereunder.

Section headings are for convenience only and shall not be con-
strued as part of this Agreement.

32



SALES AND CONTACTS

PUBLISHER/SALES DIRECTOR
Dennis O’Neill
212-951-6613
doneill@advanstar.com

NORTHEAST
Molly Nieser
440-891-2765

mnieser@advanstar.com

SOUTHEAST
Derek Hamilton

610-449-1056
dhamilton@advanstar.com

MID-ATLANTIC
Doug Mersten
212-951-6633
dmersten@advanstar.com

CLASSIFIEDS
Linda Barrier
800-225-4569 ext. 2701
Ibarrier@advanstar.com

ADVANSTAR

VP/GENERAL MANAGER
Jim Vitkus
212-951-6688
jvitkus@advanstar.com

MIDWEST
Keith Easty
218-740-6511
keasty@advanstar.com

WEST COAST
Drew Thornley
619-459-9595
dthornley@advanstar.com

SALES SUPPORT
Kathy Dieringer
224-764-2170
kdieringer@advanstar.com

641 Lexington Avenue, 8th floor ¢ New York, NY 10022
Phone: 212-951-6600 e Fax: 212-951-6666
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S ADVANSTAR DENTAL MEDIA

ABOUT ADVANSTAR DENTAL MEDIA

Advanstar Dental Media is a national provider of integrated media
solutions for the dental industry serving practicing dentists, dental
lab technicians and dental professionals in the U.S. The company’s
portfolio consists of market leading publications, e-media, and custom
media solutions that include: Dental Products Report, Dental Lab
Products and dentalproductsreport.com. Advanstar Dental Media
was established in 2003 and is headquartered in New York City.
Our publications have been the brand leaders in the marketplace for nearly
a half-century.

*

ADVANSTAR

DENTAL MEDIA
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