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ABOUT US

At Springer Nature, we publish six dentistry journals on behalf of the British Dental Association (BDA). The BDA
is a professional association and trade union for dentists in the United Kingdom, with a mission to advance the

science, arts and ethics of dentistry; and improve the nation’s oral health.

British Dental Association

Our six journals, known as the British Dental Journal (BDJ) Portfolio, reach nearly 15,500 BDA members® every
fortnight. Our publications provide you with unrivalled reach to the UK dental market, with dental professionals

accessing our content and services throughout their entire professional careers.

The BDJ Portfolio journals:

BDJ BDJ InPractice BDJ Open

British Dental Journal

EBD BDJ Student BDJ Team

Evidence-Based Dentistry

Supporting dental professionals DENTISTS/SPECIALISTS
at all levels including: DENTAL STUDENTS
NURSES/TECHNICIANS
HYGIENISTS
PRACTICE MANAGERS

"Audit Bureau of Circulation (ABC), January-December 2022 Contact us
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BRITISH DENTAL JOURNAL AUDIENCE

15,514 circulation to BDA Members 100% home delivered to dentists’

75% of readers are dentists/specialists™

Five reasons to A
advertise with the ﬁﬁgﬁcﬁ 55,386 readers per issue”

British Dental Journal

@ 87% of readers consider the product information™

m very/quite useful

69% of readers take an action after viewing a product information ad™

‘Audit Bureau of Circulation (ABC), January-December 2022 | “"BDJ Publications and Services Survey 2020 | "*Signet Research’s BDJ AdAppeal™ Master Report, May 2022 | “Audit Bureau of Circulation Contact us
(ABC), January-December 2022, BDJ Publications and Services Survey 2020
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OUR PUBLICATIONS

PLATFORM

EDITORIAL
CONTENT

TARGET
AUDIENCE

MARKET
POSITION®

JOURNAL &
ONLINE

Flagship journal of
BDA

> Original research
> Clinical reviews

> Features

> Letters

> Product news

100% home

delivered to:

> BDA members

> |nternational
institutional
subscribers

UK’s #1 subscription
based dentistry
journal

BD InPractice

EVERYTHING PRACTISING DENTISTS NEED TO KNOW.

JOURNAL &
ONLINE

> Dental industry news

> Editorials on hot
topics

> Best Practice advice

> Dentist-to-dentist
referrals

100% home

delivered to:

> Exclusively to BDA
members

UK's #1 subscription
based dental practice
journal

JOURNAL &
ONLINE

Best available
evidence on

the latest
developments in
oral health

Delivered to:

> BDA members

> International
institutional
and personal
subscribers

Inbound into BDJ
four times a year

BDJ Student

r { Lo T30 o %/‘
O

TTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTT

ONLINE ONLY

> News and views

> Editorials

> Features

> Educational reviews
> Career advice

> Training

> Forums

> BDA student
members
(includes
undergrads)

> The only publication
targeting dental
students

BDJ Open

ONLINE ONLY

Primary research
on dental and oral

health

> Oral health
researchers

> Medical and
dental clinicians

> Decision-makers

> Open Access

ONLINE ONLY

> Interviews

> Core CPD topics

> Clinical research

> Advice

> Letters

> Dental products
news

> Practice managers
> Nurses

> Hygienists

> Technicians

> Free publication

> Includes
economic CPD
alternatives



https://www.nature.com/bdj/
https://www.nature.com/ebd/
https://www.nature.com/bdjopen/
https://www.nature.com/bdjstudent/
https://www.nature.com/bdjinpractice/
https://www.nature.com/bdjteam/

JOURNALS

BDJ

BDJ In Practice
Evidence-Based Dentistry
BDJ Student

BDJ Team

BDJ Open

2024 Calendar
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BDJ

British Dental Journal

The flagship journal of the British Dental Association (BDA)

The British Dental Journal (BDJ) is home delivered 24 times a year to all BDA members and international institutional subscribers. The BDJ reaches

the vast majority of the dental professional market in the UK.

Editorial Content > Features
> QOriginal research > Letters
> Clinical reviews > Product news

JOURNAL REACH’

24 issues a year

15,514 print circulation

100% home delivered
55,386 readership”

"Audit Bureau of Circulation (ABC), January-December 2022 | “Google Analytics, September 2022-August 2023 | “*Hybris, August 2023 | “Audit Bureau of Circulation (ABC), January-December 2022,

BDJ Publications and Services Survey 2020

MONTHLY WEB REACH™
220,697 page views
116,385 users

149,088 sessions

Online Audience
Breakdown
UK/Europe
Americas
Asia/ROW

EMAIL REACH™
6,400 GDC registered,
practicing UK dentists

16,756 alert subscribers
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BDJ

British Dental Journal

BDJ AUDIENCE

PRODUCTS PURCHASED®

Workwear (including PPE) 89%
Practice materials (including bonding, impressions materials, etc.) 86%
Equipment (including handpieces, drills, etc.) 74%
Oral health products 70%
Computer hardware and/or software 53%

Affiliated dental services (e.g. Dental printing, waste management, etc.) 53%

SERVICES READERS PERFORM®

Crowns 94% Restorative 94%
Bridges 92% \Whitening 91%
Endodontics 90% Veneers 85%
Periodontics 84% Orthodontics 54%
Implants 47 %

WHAT READERS SAY ABOUT BDJ":

"Quick way to update on evidence base
and keep up with dental news in the UK.
Also update on new products.”

"Good for relevant CPD and to keep up
to date with new developments.”

“| found the journal useful, particularly
during covid where it was able to keep
up abreast of what was happening on
the ground. | read this every month.”

/1% of readers state they have taken action after
seeing an advertisement or article in the BDJ"

*BDJ Publications and Services Survey 2020 | “Signet AdAppeal™ report for BDJ, May 2022
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BDJ InPractice

Keeping dentists up-to-date and well informed

BDJ In Practice covers business issues and practice management advice as well as focusing on practical elements of personal and team

development. Taking a broader remit and a lighter tone, BDJ In Practice provides essential reading for well-informed dentists and dental teams.

Editorial Content

> Dental industry news

> Editorials on political hot topics
> BDA membership updates

JOURNAL REACH"

12 issues a year

15,162 print circulation

100% home delivered
44,426 readership”

> Financial/economic data

MONTHLY
WEB REACH™

6,961 page views
4,024 users
4,088 sessions

Online Audience
Breakdown

UK/Europe: 46%
Americas: 26%
Asia/RoW: 28%

> Practical practice advice

> Dentist-to-dentist referral

EMAIL REACH™
3,620 alert subscribers

WHAT READERS SAY ABOUT
BDJ IN PRACTICE!:

“I rely on it to find out about new
compulsory things like guidelines
which don't seem to be communicated
to practices by any other routes.”

“"Use it to keep up to date with recent
advances and as inspiration of new

things to research and read further on.”

“| feel BDJ In Practice is one of the most
useful journals | have read. And it is so
relevant in today's practice and keeps
us abreast of the technological and
practical advances in dentistry.”

"Audit Bureau of Circulation (ABC), January-December 2022 | “Google Analytics, September 2022-August 2023 | “"SAP Hybris, August 2023 | “"Audit Bureau of Circulation (ABC), January-December 2022, Contact us

BDJ Publications and Services Survey 2020 | 'Signet AdAppeal ™ report for BDJ In Practice, June 2022
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£BD

Evidence-Based Dentistry

A central resource for the latest and best evidence-based approach in oral health care
Evidence-Based Dentistry (EBD) filters out all cutting edge evidence from a wide range of sources condensed into digestible

summaries, drawing attention to the current methods and findings.

JOURNAL REACH’
4 issues a year
15,605 print circulation

45,724 readership”
Inbound into BDJ
100% home delivered

"Publisher Data, January-July 2023 | “Google Analytics, September 2022-August 2023 | ""SAP Hybris, August 2023 | “Publisher Data, January-July 2023, BDJ Publications and Services Survey 2020

MONTHLY WEB REACH™
16,533 page views

8,919 users

10,185 sessions

Online Audience Breakdown

UK/Europe: 26%
Americas: 37%
Asia/RoW: 37%

EMAIL REACH™
14,948 alert subscribers
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BDJ Student

BDA's official online magazine for their dental student members
BDJ Student offers invaluable information and advice for tomorrow’s dentists and aims to prepare readers for their future working lives.

A lively and accessible magazine, the content includes:

Editorial content
> BDA student updates > Editorials and features > Forums

> News and views > Educational reviews > Career development

> Opinions > Training advice

MONTHLY WEB REACH" EMAIL REACH™
4,655 page views 4,627 alert subscribers

2,542 users

2,468 sessions

Online Audience Breakdown
UK/Europe: 38%
Americas: 25%
Asia/RoW: 37%

"Google Analytics, September 2022-August 2023 | “SAP Hybris, August 2023

Establish your
brand early

with future
dentists including:

Dentistry students
Undergraduates:
year 1-5

First year post
graduates
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BDJ Team

A free online publication for the whole dental team

BDJ Team supports dental care professionals (DCPs) in their working lives through inspirational stories, news and reviews, advice articles, dental
product information, and relevant clinical research. BDJ Team also provides verifiable continuing professional development (CPD) as required for
General Dental Council (GDC) registration, as well as economic CPD alternatives to courses and conferences.

Editorial content Read by:

> Interviews > Advice > Practice managers > Hygienists
> Core CPD topics recommended by the GDC > Letters > Nurses > Technicians
> Clinical research > News and reviews

MONTHLY WEB REACH" EMAIL REACH"”
21,187 page views 4,100 DCPs
14,365 users

16,058 sessions

Online Audience Breakdown
UK/Europe: 38%
Americas: 36%
Asia/RoW: 26%

"Google Analytics, September 2022-August 2023 | “SAP Hybris, August 2023 Contact us
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BDJ Open

Peer reviewed open access research on dental and oral health

BDJ Open publishes technically sound, scientifically valid dental and oral health primary research.

Research topics include
> Dental materials science

> Public health

> Restorative dentistry

> Periodontology

MONTHLY WEB REACH"®
10,539 page views

5,979 users

6,283 sessions

Online Audience Breakdown
UK/Europe: 21%
Americas: 37%
Asia/RoW: 42%

Endodontology
Oral surgery
Paediatric dentistry

vV V VvV V

Management of dental disease

EMAIL REACH"™
5,687 alert subscribers

"Google Analytics, September 2022-August 2023 | “SAP Hybris, August 2023

> Prosthodontics
> Orthodontics
> Oral biology

Read by:

> QOral health researchers
> Medical and dental clinicians

> Decision-makers
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BDJ PORTFOLIO PUBLICATION CALENDAR 2024

PUBLICATION ISSUE DATE DELIVERY DATE SPECIAL FEATURES CONFERENCE BONUS DISTRIBUTION PR CLOSE [B)gfgﬂ::l\lcé COPY DUE

12-Jan 16-Jan 15-Dec 22-Dec 3-Jan
BDJ in Practice January 16-Jan 11-Dec 18-Dec 20-Dec
BDJ 26-Jan 30-Jan 8-Jan 15-Jan 17-Jan
BDJ 9-Feb 13-Feb 22-Jan 29-Jan 31-Jan
BDJ in Practice February 13-Feb 16-Jan 23-Jan 25-Jan
BDIA Conference Preview
BDJ 23-Feb 27-Feb Signet Survey: Ad Brand 5-Feb 12-Feb  14-Feb
Themed Issue:
Oral Medicine
BDJ 8-Mar 12-Mar BDIA Dental Showcase 19-Feb 26-Feb 28-Feb
BDJ in Practice March 12-Mar BDIA Dental Showcase 13-Feb 20-Feb 22-Feb
BDJ 22-Mar 26-Mar Evidence-Based Dentistry 4-Mar 11-Mar 13-Mar
BDJ 12-Apr 16-Apr 21-Mar 28-Mar 3-Apr
BDJ in Practice April 16-Apr British Dental Conference and Dentistry Show 15-Mar 22-Mar 26-Mar
BDJ 26-Apr 30-Apr Dentistry Show Preview 8-Apr 15-Apr 17-Apr
BDJ 10-May 14-May British Dental Conference and Dentistry Show 19-Apr 26-Apr 30-Apr
BDJ in Practice May 14-May 15-Apr 22-Apr 24-Apr
Signet Survey: Ad Probe
BDJ 24-May 29-May Themed Issue: Implant 6-May 13-May 15-May
Maintenance
BDJ 14-Jun 18-Jun 27-May 3-Jun 5-Jun
BDJ in Practice June 18-Jun 21-May 28-May 30-May

"Surveys conducted independently by Signet Research, Inc.
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BDJ PORTFOLIO PUBLICATION CALENDAR 2024

PUBLICATION ISSUE DATE DELIVERY DATE SPECIAL FEATURES CONFERENCE BONUS DISTRIBUTION PR CLOSE [B)(E)A(?[I)(::\I:I(I;E COPY DUE

28-Jun 2-Jul Evidence-Based Dentistry 10-Jun 17-Jun 19-Jun

BDJ 12-Jul 16-Jul 24-Jun 1-Jul 3-Jul
BDJ in Practice July 16-Jul 18-Jun 25-Jun 27-Jun
BDJ 26-Jul 30-Jul Signet Survey: Ad Impact 8-Jul 15-Jul 17-Jul

BDJ 9-Aug 13-Aug 22-Jul 29-Jul 31-Jul

BDJ in Practice August 13-Aug 16-Jul 23-Jul 25-Jul
BDJ 23-Aug 28-Aug - rtg;‘g;“ni‘fc 'lsrft“een;ace 5-Aug 12-Aug  14-Aug

BDJ 13-Sep 17-Sep 26-Aug 2-Sep 4-Sep
BDJ in Practice September 17-Sep 20-Aug 27-Aug 29-Aug
BDJ 27-Sep 1-Oct Evidence-Based Dentistry 9-Sep 16-Sep 18-Sep

BDJ 11-Oct 15-Oct 23-Sep 30-Sep 2-Oct
BDJ in Practice October 15-Oct 17-Sep 24-Sep 26-Sep
BDJ 25-Oct 29-Oct Signet Survey: Ad Appeal 7-Oct 14-Oct 16-Oct
BDJ 8-Nov 12-Nov 21-Oct 28-Oct 30-Oct
BDJ in Practice November 12-Nov 15-Oct 22-Oct 24-Oct
BDJ 22-Nov 26-Nov 4-Nov 11-Nov 13-Nov

BDJ 13-Dec 17-Dec 25-Nov 2-Dec 4-Dec
BDJ in Practice December 17-Dec 19-Nov 26-Nov 28-Nov
BDJ 20-Dec 24-Dec Evidence-Based Dentistry 2-Dec 9-Dec 11-Dec

"Surveys conducted independently by Signet Research, Inc.
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ACHIEVING YOUR OBJECTIVES

Whether your objective is top, middle, or bottom of the marketing funnel
— focused on driving awareness, engagement, or leads — we can help you
find the right marketing mix and set KPIs.

YOUR OBJECTIVES

OUR SOLUTIONS

Looking to increase awareness of
your brand, product, or event? Run
DIGITAL, JOURNAL and EALERT
ADVERTISING

Want to engage an audience with
your solution and position your

brand as a thought leader? Create
BRANDED CONTENT

Ready to convert prospects into
leads? Choose our WEBCASTS,
EMAIL MARKETING and COVER
TIP ONS/ BOUND OUTSERTS

HOW DO YOU
MEASURE SUCCESS?

IMPRESSIONS
TIME IN VIEW
REACH
PAGEVIEWS

SCROLL DEPTH
TIME ON SITE
SOCIAL REACTIONS & SHARES

CLICKS
REGISTRATIONS
QUALIFIED LEADS

Dedicated teams across Project Management, Editorial and Marketing work together to support your campaign throughout the planning,

real time optimizing, and post campaign periods.
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JOURNAL ADVERTISING

In addition to traditional journal advertisements, BDJ and BDJ In Practice also accommodate printed outserts that are packaged with the journal.

Cover tip-on Cover Barn door cover Bound
product outsert
sample

Our journals are now delivered in paper envelopes.
Ask us about branding opportunities for the envelopes.
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JOURNAL ADVERTISING

Free Reader Feedback Survey

Place your advert in select issues of The BDJ and get feedback on the extent of your ad’s exposure, and readers’ impression of your ad and

of your brand. Specifically, you'll learn if your ads were noticed, read, and acted upon. Ads will be rated for their effectiveness as well as how
they're perceived.

]

SR (£)

Make comparisons with other Find new ways to Maximise the return
ads and companies using better communicate of investment with
measurement scores and with your audience your media buy

effectiveness rates

Reader Feedback Survey Calendar Journal Title ssue Date Studies:
BDJ 23-February Ad Brand
BDJ 24-May Ad Probe
BDJ 26-July Ad Impact
BDJ 25-October Ad Appeal
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BDJ ADVERTORIALS

Talk directly to the BDJ audience to promote your products and services with an advertorial
published within the display section of BDJ.

We publish a maximum of two advertorials per issue, making this a highly visible channel for reaching the

> Published as a Double Page Spread

> You set the narrative — product testimonials, case studies, processes, and more

> Approximately 1,000-1,200 words along with images

ADVERTORIAL

SureSmile” | g 2entsply

THE CASE FOR CLEAR ALIGNERS

Clear aligners are one of the fastest-growing areas in dentistry. Boosted by public demand for discreet braces
and supported by advanced technology, clear aligners are paving a new way for orthodontic treatment.

As the UK orthodontic market continues to recover to its
pre-pandemic position, reports suggest a significant uplift in
orthodontic revenues in the next five years'. Driven by the ‘zoom
boom'? and public demand for straighter teeth, and fuelled by
two years of COVID-imposed restrictions, the global shift towards
treatment uptake has coincided with technological and material
advances that have created more options than ever for patients
to straighten their teeth.

Now, as NHS dentistry faces continued challenges, more
practices are re-evaluating the options and many are searching
for treatment options that provide the care and attention patients
deserve, as well as helping secure their route to private practice.
In this scenario, clear aligners are a perfect candidate. With
patient demand showing no sign of abeyance, clear aligners are
a desirable, accessible treatment likely to play a significant role in
dentistry in the coming years.

Ultimately, the advantages of clear aligners are not only in sync with
patients’ wants and needs but are also naturally intertwined with
practice prosperity. Suitable for a wide variety of cases and driven
by digital technology that is accessible to both general dentists and
orthodontic specialists it is easier than ever to plan effective
orthodontic treatment using tried and tested clear aligner systems.

According to Dr James Taylor, principal dentist and clear aligner
advocate, “My satisfied patients have spread the word, and we
all know there’s no better source for new patients than personal
recommendation, so it's been great for business!”

ADVERTISER RETAINS SOLE RESPONSIBILITY FOR CONTENT

Benefits of clear aligners

In the past the orthodontic market was largely dominated by
fixed appliances, which were regarded as the most effective
way to treat complex cases, with the use of emerging
technologies, such as clear aligners being limited to more
straightforward treatment plans. Aligners were seen largely as
an aesthetic treatment, used to realign simple malocclusions in
the upper and lower anteriors.

However, patient demand for faster, less invasive treatments

- made possible by the advent of new technology, digitisation
and advanced materials - mean that clear aligner treatment has
emerged from the closet. Metamorphosing into an evidence-
based, clinical treatment that is as comfortable in a hybrid
treatment plan alongside fixed appliances, asitis as a
standalone aesthetic answer for those patients who simply
want to smile with straight teeth.

Of course, from a patient perspective, clear aligners offer some
distinct advantages:

A discreet alternative to fixed appliances

More comfortable to wear

Easier to maintain good oral hygiene

Fewer refinements — less chair time

Virtual treatment model acts as a motivation to improve

patient compliance

But clinically, there are also numerous reasons why the choice of
treating with aligners is growing in professional popularity.

Improved oral health - studies show that treatment with
clear aligners reduces the chances of periodontal disease
and the hypomineralisation that can be an issue with fixed
appliances®

Predictable - because treatment is planned digitally, it is
possible to see the case evolve virtually, enabling tweaks
and refinements to be made to the treatment plan. This
provides a predictable framework and takes the guesswork
out of treatment planning

Elimination of bonding and potential for enamel
damage - clear aligners eliminate the need for bonding
and removal of bands and brackets, thereby saving time
and reducing the possibility of enamel damage during the
removal process

Greater clinician control - a digital workflow is fast,
efficient and is completely within the control of the clinician,
who designs and executes the treatment plan

A new way with SureSmile®

The SureSmile Clear Aligner System by Dentsply Sirona
harnesses all the advancements in clear aligner technology to
offer an enhanced experience for both patients and dentists.
Crucially, this system enables general dentists, as well as
spegcialists, to offer clear aligner treatment, backed up by
substantial customer support, training and mentoring
opportunities

SureSmile is a scan-only system, which uses the speed,
efficiency and accuracy of a full digital workflow. This is the
backbone of its predictability and accessibility, resulting in 50%
fewer refinements compared to other clear aligner systems®. In
the words of Dr Tif Qureshi, founder and Clinical Director of The
IAS Academy, “I think scan only is a genius move from Dentsply
Sirona and looking back at my cases it's absolutely clear that
because it's scan only, SureSmile has been the most predictable
system | have ever used.”

ADVERTORIAL

An enhanced digital workflow

Using the SureSmile Aligner Treatment Planning Software,
dentists can upload intraoral scans from Primescan® (or a similar
scanner) and combine them with X-rays and photos from almost
any source. SureSmile is an ‘open’ platform, which is intuitive to
use and browser-based so can be accessed anytime, anywhere.

Once the plan is submitted to the SureSmile Digital Lab it goes
through a planning and inspection process to ensure the
proposal that is returned to the clinician for approval has taken
into account all the requests and is clinically sound. Once
approved the SureSmile aligners are fabricated and delivered,
ready for treatment to start.

SureSmile — materially different

One of the key patient benefits of clear aligners is that when in
the mouth they are virtually invisible. SureSmile is made from
Essix® plastic, an advanced material that is transparent, durable
and evenly distributes the forces required in orthodontics. The
SureSmile platform also accommodates customisable trimlines
in either scalloped or straight edges, according to the clinician’s
preference. Slits in the aligner allow for the insertion of
intermaxillary elastics and access to attachments, which may be
necessary for the treatment of more complex cases.

Dr Alison Simpson is Director and Principal at Trinity Dental in
Rothwell and uses SureSmile as her clear aligner of choice; “I
find that | don't need to make as many refinements with
SureSmile, as the treatment design is more accurate and
predictable. | have no issues with compliance, as my patients
find the aligners comfortable, and they love the clear Essix
material which is so transparent it's aimost impossible to tell
they’re wearing them. It's lovely to see positive outcomes at the
end of treatment as a result.”

Reliability and control

This combination of the best clinical advancements in materials
and technology enables clinicians to feel confident in
recommending and using SureSmile.

Dr Nina Shaffie, Specialist Orthodontist, is confident in
SureSmile’s reliability, “I decided to start slowly with simple Class
| cases and then with each case | increased the complexity just
to see how the system would work and the results that | could
achieve. And | found the one common factor across all of them
was predictability. | had finally found a clear aligner system that
actually gave me back full control as an orthodontist.”

To find out more about SureSmile by Dentsply
Sirona or to book a no-obligation 1:1 consultation
with a SureSmile Specialist, please visit:

d i m/e b/

www.
orth

y g ies/

.html

s comiu-k-orthodontics-market- 105048

ovid-19-and-cosmetic-dentistry-the-zoon

ADVERTISER RETAINS SOLE RESPONSIBILITY FOR CONTENT

BDJ audience.

Contact us
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APPLICATION NOTE

Highlight the features and benefits of your new products and communicate innovative
applications to dental professionals in a technical essay format.

> Distributed in the journal pages of the BDJ

We publish a maximum of two application notes per issue, making this a highly visible channel for reaching the BDJ audience.
> Listed in BDJ e-alert

See the Application Note
article online )

VERTISING FEATURE APPLICATION NOTES

more interest in cosmetic, hi-tech and preventive treatments in a cost-
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effective way. The ability to easily access automated software tools,
that take the headaches and human error out of patient marketing,
now means that promotional activity can be created and automati-

ally distributed at predefined intervals to targeted patients, result-
ing in better engagement, improved interest and increased treatment
uptake. It's important to ensure that patient consent is gained for all
electronic marketing material sent to patients to ensure full compli-
ance with GDPR. This process can be streamlined via the practice’s

management system, ensuring positive opt-in is logged automatically
into the patient’s file.

Patient power

Patient recommendation has always been an important aspect of
attracting new patients, and 94 per cent of practices agree that word
of mouth is their most popular source of new patient referrals. Patient
testimonials now come in all sorts of shapes and sizes, and whether
written, or spoken to camera and posted online, they are a powerful

tool for new patient acquisition. However, the impact of testimonials

on search engine rankings seems less well understood, with less than
30 per cent of research respondents routinely asking for any sort of
recommendation at the end of a course of treatment, and even fewer
using the resultant reviews to proactively promote their practice.

Get tracking

For those actively marketing their practice, setting targets and
tracking campaign results are essential if dentists and managers are to
understand the most effective ways of communicating with patients.

Defining success criteria and having tools to help monitor results

is the only way that the effectiveness of a campaign can be assessed.
Interestingly, the research found that those dentists who do measure

Despite this logic, 75% of practices that carry out marketing
ampaigns fail to set targets and over half of these neglect the
importance of tracking results or monitoring progress. This lack
of evidence, to prove the success or otherwise of a campaign, is

attributed primarily to a lack of knowledge and difficulty in extracting
the correct data.

OF THOSE WHO
WANT TO IMPROVE
SAY THAT THEY
DON'T HAVE THE
TOOLS TO DO SO

success, do so based on a variety of criteria — revenue, enquiries,

Adopting Best Practice
booked appointments and treatment uptake were all cited as

measurements of success. By tracking the journey of an enquiry, it is

In an effort to improve knowledge of how to create marketing cam-

paigns, attract new patients, encourage treatment uptake and educate
possible to establish not only whether the campaign was successful, patients on treatment options, a checklist of actions has been identi-
but also, if treatment did not result, it is possible to pinpoint the

specific moment at which communication broke down.

C!/O OF PRACTICES
= /9 WHO DO CARRY
OUT MARKETING
CAMPAIGNS, DO
NOT SET TARGETS

anp

OVER HALF OF THESE
FAIL TO TRACK THEIR RESULTS
OR MONITOR PROGRESS
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fied, a selection of which are listed below:

« Plan campaigns across a variety of media. Planning and track-

ing an effective schedule across a variety of media - email, direct
ail, social media etc. - is key to running successful marketing

campaigns.

« Send the right promotion to the right people at the right time.
Segmenting patient data and automating the sending of cam-
paigns to a targeted audience will improve their effectiveness
and deliver improved return on investment.

« Balance promotional messages with education. As a health-
care provider, being overtly commercial can be off-putting to

patients, whereas a softer, more educational approach often
proves to be more beneficial.

« Measure results and know your ROI. Ultimately, measuring
return on investment is the only metric which counts in deter-
mining success.

Bridging the gap

The research carried out identified a noticeable gap in dentists’ knowl-

edge in terms of how to run coordinated campaigns and in the value
of reporting even the most basic metrics, such as tracking response
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TIME TO CHANGE: WHAT WILL THE NEW
NHS CONTRACT MEAN?

A conversation with ROGER MATTHEWS, Honorary Life President, Simplyhealth Professionals

The current National Health Service (NHS) dental contract came into force in England in 2006. Previously,

dentists were paid for each item of treatment they provided; now they are reimbursed per course of

treatment, measured as ‘units of dental activity’ (UDAS). Whereas the original contract rewarded dentists

for overtreatment, the 2006 contract changed the dynamic, and dentists struggled to accommodate all their

NHS patients with their allocation of treatment courses. In 2009, the influential Steele Review recommended
g

a ‘blended contract’ v
pilot trials of the new pr

increased focus on preventive dentistry. The Department of Health held some
mme, and since 2015 has been testing a prototype remuneration model. Roger

Matthews, previously the chief dental officer at dental payment plan provider Denplan, nowSimplyhealth
Professionals, gives his thoughts on the new contract and how its rollout could affect both dentists and patients.

What are the issues with the
current contract?

The 2006 contract resulted
in constricted funding, a
commoditisation of dentistry,
a drop in care quality and a
reduced focus on preventive
care. It put pressure on
dentists and practices, and
virtually forced dentists to
move to a combination of
NHS and private practice in
order to meet the needs of
their patients under the UDA-
based system. This led to less
care for those who were most
in need.

In order to improve the
quality of dental care,
maintain access for patients
and provide a fair service,
the contract had to change.
Patients wanted a change
too. They want continuity of
care, so that they can develop
trust and confidence in their
dentist. They want quality
of care. And they want good
communication, and clear
indications of what is available
on the NHS (and what isn't),
and what they need to pay.

What was the impact of the
al pilot programme?

For dentists who had worked

under the 2006 contract —

with UDAs, key performance

indicators (KPIs) and

intensive contracts — the

pilot programme came

as a breath of fresh air. It

provided them with more

freedom, and allowed them
to focus more on preventive
care. The practice teams
liked it and the patients liked
it, but the problem was it
decimated access.

Next came two prototype
models, were they as
successful?
The dentists who were
working under the 2006
contract saw the prototypes
as an improvement with
more of an emphasis on
preventive care. Those
who had been involved
in the pilot, however,
saw the prototypes as a
retrograde step, with too
much reliance on multiple
targets: capitation -
payment per registered and
regularly-attending patient
— and UDAs and KPIs. The
prototypes require a lot of
additional administration
Over my career as a
dentist, which began in the
early 1970s, the demographic
of patients has changed.
Then, most patients needed
a moderate amount of
treatment, and only a few
needed little or no treatment,
or indeed highly complex
interventions. Now many need
little or no treatment other
than advice or self-care, and
an increasing number need
complex treatment. | don't
think the prototypes really
reflect this reversal.

DENTISTS

NEED TO LOOK
CAREFULLY AT
THEIR BUSINESS
PLAN

When will the new contract
be introduced?
The new contract will
be rolled out from April
2020, according to recent
predictions But before then,
final decisions need to be
taken about the model, and
then the legislation must
get through parliament. This
doesn't leave a lot of time for
evaluation of the prototypes
and for making changes based
on the evidence collected.
There are still a lot of
questions to be answered
Is the patient charge regime
appropriate? How will we
pay associates under the
new regime? If the contract
is rolled out rather than put
in place everywhere at the
same time, how will the initial
practices be chosen? And how
will payments and patient fees
be managed if the 2006 and
2020 contracts are in place
at the same time in different
localities and practices?
Another concern is that
the latest NHS 10-year plan,
which announced increases
in funding over the five
years beginning 2019/2020,
doesn’t mention dental care

Good oral care improves
cardiovascular, diabetic and
renal outcomes, and should be
part of overall healthcare.

What should dentists do?
Dentists who are struggling
to work under the current
NHS contract need to look
carefully at their business plan
and how they want to work

in the future. This doesn't
necessarily mean stepping
away from NHS work — you
can stay in the NHS and work
creatively, for example by
getting children and families
engaged in preventive care
Another approach could be
moving towards a mixed
practice, combining both NHS
and private work. Changing
how the practice operates
requires inspiration — and
support from expert and
trusted advisors who can
counsel and coach

@ Simplyhealth

Professionals

ADVERTISER RETAINS SOLE RESPONSIBILITY FOR CONTENT

Time to dive into a
better direction for
you and your practice?

If you are battling against a current
of missed targets or endless

NHS admin, it might be time to
change your perspective.

Making that transition - whether partial
or total-is made so much easier with
a trusted specialist by your side.

Simplyhealth Professionals will help
you get the best out of your practice
for your patients, your team and you.

13* and 14* March

Spinnaker Tower,
Portsmouth

3rdand 4 April
The Historic Dockyard,
Chatham

24 and 25 April
Hotel Indigo at the Cube,
Birmingham

Book now at
www.denplan.co.uk/freshlook

Our Fresh Look events, specially
designed for non-members, provide
the inspiration you need to find a
new direction for your practice.

Featuring Catherine Rutland, Head of
Professional Support Services, who
will be speaking on current issues in
NHS dentistry. Plus, you'll discover
how your own bespoke payment
plans can work simply and in harmony
within a mixed NHS practice.

CPD
available

) simplyhealth

Contact us
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Abstract

Background Healthcare is a significant contributor to climate change and
planetary health. Prevention of oral disease, such as caries, is an important
part of any mechanism to improve sustainability. Caries prevention includes
community schemes such as water fluoridation, toothbrushing, or fluoride
varnish (FV) application. The aim of this study was to quantify the
environmental impact of FV application.

Materials and methods A comparative life cycle assessment (LCA) was
conducted to quantify the environmental impact of a five-year-old child
receiving two FV applications in a one-year period in schools and in dental

practice.

Results FV application in dental practice during an existing appointment had
the lowest environmental impact in all 16 categories, followed by FV
application in schools. FV application at a separate dental practice
appointment had the highest impact in all categories, with a majority of the

impact resulting from the patient travel into dental practice.

Discussion FV application while a child is already attending dental practice
(for example, at routine recall) is the most sustainable way to deliver FV.
School FV programmes are an alternative, equitable way to reach all children

who may not access routine care in dental practice.

Key points

* This paper is the first in a three-part series looking at the environmental

impact of different community-level caries prevention programmes.

Permutive, September 2020-August 2021
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Precisely target your banner ads using our complementary targeting approaches.

TARGET TARGET
ARTICLES SPECIFIC
BY KEYWORD JOURNALS

Display your banners on articles with matching Target our portfolio of 25+ dental titles.
keywords — from specific gene IDs to product names.

Send us a website or whitepaper and we will create a

keyword profile for your unique audience.

Examples of targeting by u u
keywords and journals:

British Dental Journal, BDJ In Practice, BMC Oral
Health, International Journal of Implant Dentistry,
Progress in Orthodontics

Hypersensitivity, Dentine, Fluoride, Amalgam,
Gingivitis, Caries

Geographical targeting is available for both options.
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DIRECT EMAIL MARKETING

Leverage our established trust with a push marketing package for brand awareness and lead generation.

vatech

Bespoke email marketing

Send a solus email to our targeted dentistry audience to

generate leads for your event, product, or white paper.
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GDC registered

practicing
UK dentists

Ealert advertising
Readers of the BDJ Portfolio journals sign up for alerts to keep

up to date with the latest issues. Advertising positions in these

e-alerts allow you to target your message to an active and

engaged audience, alongside the content that interests them.
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BRITISH DENTAL ASSOCIATION E-SHOTS

Align your organisation with the British Dental Association by sending direct communication to their
contact database. Engage with The BDA audience in an exclusive way that is only available via The BDJ.

6,400

GDC registered,
practising dentists

4,100
DCPs
(Dental Care Professionals)

> Only 1 email is sent per week maximising exposure and engagement - block competitors from promoting their products to

this premium audience at key times

> Every email is personalised to the individual recipient giving it that personal touch

> Time optimisation ensures that your message is delivered at a time when your audience is most likely to respond

> One of the most credible lists in the industry using up to date, clean data

> A/B testing of creative to 20% of the audience to see which works best. The best performing creative then gets sent to

the other 80% of contacts*

* Available on request (full list only)
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BDJ VIDEOS

Align your organisation with the British Dental Journal by partnering with us on a sponsored or
custom video. Engage dental professionals with your brand while positioning yourself as a thought
leader in an area of dentistry. All videos are promoted across our social media channels, and housed
on the BDA YouTube channel.

Sponsored Videos Client Supplied Videos

Easy-to-watch “video bytes” based on published peer Submit your own video, subject to editorial approval, to be

reviewed BDJ papers published and marketed to our audiences.

> Maximum length of 120 seconds The social media campaign for Dentally’s video ran across
both BDJ and BDA's social media channels, and received
above industry average engagements*.

> Features your logo and the BDJ logo
> Short turnaround
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4.79% Facebook engagement
1.85% Twitter engagement

* Averages based on Social Insider benchmarks Jan-Dec 2022 - socialinsider.io/blog/social-media-industry-benchmarks/#10 Contact us
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Drive awareness of your commitment to dentistry or highlight a research breakthrough with an article hosted on the BDJ website alongside our own
news and research content, prominently featuring your organization as a trusted partner.

Our award winning custom media team will work with you to adapt your message into an engaging article that our marketing team will promote to

your target audience.
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DENTAL RECRUITMENT

The British Dental Journal boasts the largest share of the UK dental Contact: Charley Sheppara

recruitment with print advertising as well as online advertising on
BDJ Jobs.

charley.sheppard@nature.com
+44 (0)20 7418 5918

BDJ Jobs

11,533 90,262 2,700,733
average monthly users” average monthly unique page views’ number of jobs alerts sent™
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465,103 30,525 79% of BDJ audience read the
number of jobs views™ registered job seekers™ recruitment classified section”

‘Google Analytics, September 2022-August 2023 | "Madgex report, September 2022-August 2023 | “"Madgex report, September 2023 | "BDJ Publications and Services Survey 2020 Contact us
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BDA EVENTS
FACE TO FACE EVENTS

BDA seminars are amongst the most highly respected and well
attended events in UK dentistry. Covering everything from clinical to
business topics, our seminars range from 20-person training courses
to clinical seminars for 50-90 delegates.

These events provide a fantastic opportunity for you to get in front
of dentists and the dental team during the breaks between sessions
and an excellent way for the trade to get in front of decision making
dentists.

Along with the above opportunities you can also support our LDC
Conference and Officials’ day events. These events both have
sponsorship and exhibition opportunities.

ONLINE EVENTS

We work with industry leaders to deliver CPD opportunities that
dental professionals can view from the safety and comfort of
home. Our weekly live webinars cover everything from clinical to
business topics and regularly attract on average between 200 and
400 delegates. We then host an on demand version, giving you an
additional branding opportunity.

We also run a number of online events throughout the year from small

training events to hands-on at home events.

These events are great opportunities for the trade to reach and
engage with a wider audience to promote specific products and
services that relate to the topic.
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Sponsorship packages £2,500+VAT
Exhibition stands start from £400 + VAT

Contact:

Susan Graves

Exhibition Sales and Sponsorship
Executive, BDA
Susan.Graves@bda.org

020 7563 4175

Further information: bda.org/events
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If you'd like to speak to us,
please contact:

Paul Darragh

Account Manager, BDJ Portfolio

E: paul.darragh@springernature.com
T: +44 (0)20 7014 4122

C: +44 (0)77 2521 8506

Andy May
Head of Commercial,
Promotion Solutions - Clinical

E: a.may@nature.com
T: +44 (0)20 7843 4785
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