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ADVERTORIAL: ACTEON

Piezotome CUBE –  
Less Trauma, 
Less Drama
By Chip Vagnoni, Marketing Manager

ACTEON North America has launched 
the Piezotome CUBE (figure 1), a brand 
new ultrasonic bone surgery device that 
will change the way dentists think about 
atraumatic extractions.  One of the most 
common procedures dentists perform 
are tooth extractions.  Although they are 
a common procedure, they can pres-
ent some unique challenges for general 
dentists and specialists alike.
 
The main goal of any tooth extraction 
is preservation of the socket, bone, 
and surrounding structures.  Traditional 
methods of extraction such as forceps 
and rotary burs alone can lead to com-
plications such as fracture of the buccal 
bone, loss of surrounding bone, and soft 
tissue injuries.  Also, patients can expe-
rience significant swelling, pain and dis-
comfort post operatively.

Extractions with immediate implant 
placement are rapidly becoming more 
and more popular for the following  
reasons.  

• Waiting to place an implant 
can lead to bone loss.  

• Recent studies have 
shown patients lost 50% of 
crestal width in a 12-month 
period (6.1 mm average) 

• Two thirds of which 
(3.8 mm; 30%) occurred in the first 3 
months1-2 (figure 2).  

• Also, if patients can get the implant 
placed in the same visit as the ex-
traction, it saves them another visit.  

• Preserving the socket is paramount 
for performing immediate implant 
placement after extractions.

Piezotome CUBE can help dentists 
make their extractions more atraumatic 
and predictable.  The high frequency, 
ultrasonic vibrations of the CUBE only 
disrupt the PDL and bone and will not 
damage soft tissue so it is very effective 
even with ankylosed teeth.  This elimi-
nates having to cut a surgical flap in the 
gingiva preserving the periosteum. The 
extremely thin extraction tips (figure 3), 
spare more bone preserving even the 

thinnest of bone in the buccal area to 
facilitate immediate implant placement.
 
Lastly, your patients will thank you due to 
reduced pain, swelling and trauma post-
operatively.

With the Dynamic Power System In-
side (DPSI), (figure 4) Piezotome CUBE 
boasts the highest cutting power of any 
ultrasonic bone surgery device on the 
market with 30% more power than pre-
vious devices making procedures very 
fast.  The touch screen makes power 
selection simple with the CUBE as well.  
Lastly the CUBE is a versatile device 
that can also perform sinus elevations, 
ridge splitting, bone block grafting, and  
crown lengthening.

Contact your Friendly Benco Rep today for a demo of the Piezotome CUBE.
1 L. Schropp, A. Wenzel, L. Kostopoulos, and T. Karring, “Bone healing and soft tissue contour changes following single-tooth extraction: a clinical and radiographic 12-month prospective study,” 
International Journal of Periodontics and Restorative Dentistry, vol. 23, no. 4, pp. 313–323, 2003.
2 Giorgio Pagni, Gaia Pellegrini, William V. Giannobile, and Giulio Rasperini, “Postextraction Alveolar Ridge Preservation: Biological Basis and Treatments,” International Journal of Dentistry, vol. 2012, 
Article ID 151030, 13 pages, 2012. doi:10.1155/2012/151030
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M ST
PEOPLE IN DENTISTRY

32
INFLUENTIAL

WHO’S UP? WHO’S DOWN? WHO’S OUT ENTIRELY?  

(One very notable figure, to be sure.) Incisal Edge’s 

second annual look at our industry’s primary forces to 

be reckoned with—the doctors, executives, lobbyists, 

educators, innovators and, er, Miss Universes doing  

more than anyone to shape dentistry today.  

And tomorrow. 

By Elizabeth Dilts, 
Mellanie Perez, 
Joshua Coe and 
Shannon Bowen 

HEN INCISAL EDGE PUBLISHED its inau-
gural list of dentistry’s most influential people 
last year, we noted that measuring something 
as nebulous as “influence” is like trying to 

measure the depth of a parent’s love, or the quality  
of a scenic view. It’s an inherently subjective task. 

       Dollars are of course crucial: company reve-
nue, market capitalization, public or private budget 
controlled. We then considered the heft different 
organizations can bring to bear. If a given group is 
influential, then its leader is too, even if he or she is 

As we did a year ago, in naming the  
32 Most Influential People in Dentistry for 
2018—one for every tooth, of course—we  
took a variety of metrics into consideration. 

a low-key operator. (A great deal of influence can 
be exerted behind the scenes, after all.) Finally, we 
attempted to quantify “size of voice”—how much pull 
an individual has through his or her speaking, writing, 
research, even social-media activities. 
 It’s an imprecise exercise, to be sure. A lot of the 
final decision comes down to Justice Potter Stew-
art’s famous standard: You know it when you see it. 
And you’ll see plenty of it—dental influence, that is, 
not what Stewart was talking about—in the pages 
ahead. Disagree? Think we left someone obvious off? 
We’d love to hear from you. 
 We want to spark a discussion every year with 
each new look at the state of dental influence. This 
multibillion-dollar industry to which we’re all so proud 
to belong is ever-changing, after all. It only stands to 
reason that its most notable influencers are, too. 

Benco Dental, the publisher of Incisal Edge, maintains business relationships with, is a distributor of products manufactured by, or is a supplier  
to several of the firms identified on this year’s list. Any significant relationships have been noted within the profiles. 
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Septodont: More than 
just local anesthetics

Experience our innovative product line

From the manufacturers of Septocaine
septodontusa.com

®

anesthetics • materials • endodontics • infection control

Anesthetics · Pain Control · Endodontics · Restoratives   
Infection Control · Perio & Surgical · Prosthetics · Bioceramics

Contact your Friendly Benco Rep or call 
1.800.GO.BENCO for more information.
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1
the globalist 
STANLEY BERGMAN (last year: 4) 
Chairman and CEO, Henry Schein 
Melville, New York 

1

TAKING THE TOP SPOT THIS YEAR is an industry icon who, 
among his many other laurels, was named 2017 CEO of the Year 
by Chief Executive magazine—an honor previously bestowed upon 
Disney’s Bob Iger, FedEx’s Fred Smith and Citigroup’s Sandy 
Weill, among other luminaries. Chief Executive cited Bergman’s 
“sustained high performance in both business goals and organiza-
tional values,” the latter a nod to his impassioned advocacy for the 
rights of immigrants, the impoverished and children worldwide. 

       Having spent 42 years at Henry Schein, Bergman has been its  
CEO for nearly three decades. The son of parents who fled Nazi 
Germany and himself an immigrant who left apartheid South Africa, 
Bergman has presided over his company’s ascension to a global dental 
fixture with unmatched scale and know-how. 
      Henry Schein’s charitable arm has donated millions of dollars’ 
worth of dental and other medical supplies to serve refugees overseas 
as well as needy Americans, and Bergman used his CEO of the Year 
acceptance speech to call on his fellow executives to ensure that 
society’s benefits reach everyone. “We have an obligation . . . to do a 
better job expanding these benefits to others,” he said. “Progress is 
great, [but] we cannot leave people behind.” 
       Facing a decline in its performance against the S&P 500 over the 
past year, the Long Island–based company has doubled down on its 
practice-management software products and dental equipment, areas 
in which it’s known for its expertise. (Last year was the first time in 
four years Schein hadn’t outpaced the S&P.) 
       And at an age when most CEOs are thinking about riding off quiet-
ly into the sunset, Bergman, 68, has recently announced several bold 
moves to reboot Henry Schein for the future. In the coming months, 
the company will enter a joint venture with Internet Brands that com-
bines Schein’s considerable software division (Dentrix, TechCentral 
and others) with e-services such as DemandForce and Officite to form 
Henry Schein One (with projected annual revenue of $400 million); 
it’ll also spin off Schein’s animal-health division in a merger with an 
e-commerce company to create a stand-alone public firm with some 
$3.6 billion in sales—all while putting over $1 billion in tax-free cash 
into the parent company’s coffers. Turning one large publicly traded 
health-care distributor into three smaller, more nimble companies—
that’s influential. 

mr. everything 
MARCO GADOLA (last year: 7) 
CEO, Straumann 
Basel, Switzerland 

2

Gadola, 54, took over as CEO of Straumann, the Basel, Switzer-
land–based maker of dental implants, CAD/CAM prosthetics, 
biomaterials, digital restorative equipment and much more, in 
early 2013. (Years earlier he had been Straumann’s chief financial 
officer; before claiming the top job there, he had most recently held 
the CFO position at freight-logistics company Panalpina.) 

 Since his appointment, Straumann’s market capitalization has gone 
in one steady direction: up, up, up like the Matterhorn, fivefold in just over 
five years. Investors have cheered Gadola’s bullish moves into digital tech-
nology and its recent $150 million acquisition of Texas-based ClearCor-
rect, which serves notice to the crew at Align Technology (see page 28) 
that he has them in his sights. (Straumann has also acquired a 38 percent 
stake in Geniova, a Spain-based manufacturer of what Gadola calls “an 
innovative hybrid aligner solution that combines the strength of fixed 
orthodontic appliances with the flexibility of removable clear aligners.”) 
 “Our continuing strong growth and significant outperformance confirm 
that we are executing an appropriate strategy,” Gadola said in his note to  
shareholders in Straumann’s 2017 annual report. “We have set the stage  
for future growth by entering new markets and the attractive field of es- 
thetic dentistry, and we have responded to market and technology trends 
by building digital capabilities and by devoting resources to the [dental- 
support-organization] segment.” 
 Straumann’s goods are sold in more than 100 countries, with revenue 
growth worldwide on the ascent thanks in part to implants, its primary 
product class. Last year, Gadola says, “was a landmark. We launched 
multiple innovative products, increased our scope, reach, technology capa-
bilities and production capacity.” The numbers bear him out; Straumann’s 
net revenue grew by 21.2 percent in 2017, and overall growth was its 
highest in a decade. The company’s market encompasses the world—it 
even opened a subsidiary in Iran last year—but Gadola notes that America 
is naturally a primary driver of future revenue gains. 
 “The U.S. market is very attractive for orthodontics, growing by  
30 percent,” he says. He certainly knows from big gains; all of Strau-
mann’s constituent businesses saw double-digit growth in 2017. Bold 
risks, smooth worldwide execution, heady returns: From his perch in  
bucolic Basel, Marco Gadola truly bestrides the globe. 
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