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The focus of Efficiency in 

Group Practice is clear:  to 

provide an informational and 

educational link between 

manufacturers, distributors, 

service providers and dental 

group practices. Our goal is 

to enable group practices to 

capitalize on their strengths 

and differences empowering 

them to reach new heights 

of efficiency and become more profitable. 

We strive to serve coverage and content on 

emerging trends in group practice dentistry. 

Efficiency in Group Practice is published 

six times per year. Every issue of Efficiency 

in Group Practice is available in print and 

digitally. With a circulation of 12,000+ 

readers, your brand and message is being 

delivered to the rapidly growing dental 

support origination sector.

“ Efficiency in Group Practice serves as an 
excellent resource for dentists affiliated 
with a dental support organization or group 
practice environment. From covering the 
current state of DSOs to offering advice to 
dentists on best treating today’s patients 
with today’s standards, the 
content featured helps clinicians 
and industry professionals stay 
current in the ever-changing 
landscape of dentistry. As DSOs 
become increasingly prominent 
in our industry, this education is 
important now more than ever.” 

–  Samson Liu, DDS, MAGD, MBA, vice president  
of clinical affairs at Heartland Dental and  
president of Dentists for Oral Health Innovation 

As the role of 
hygienists continues 
to evolve, DSOs 
must offer new 
training protocols 
and guidelines

A Fresh Approach
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DSOs:  
An Industry Update

Progress 
Report

By Laura Thill
Editor’s note: Progress comes in many shapes and forms. Advances in technology and an evolving focus on 
the patient experience have raised the bar for clinicians, as they hustle to stay at the forefront of an industry 
marked by lightning-speed growth. 

Determined to be a leader, the dental industry has taken significant 
steps these past 10 years to ensure it offers more and better services 
to patients. With that has come the growth of dental service organiza-
tions. In fact, for many dental professionals, DSOs have made it pos-
sible to stay focused on patient care rather than getting swept up by 
the demands of their business.

Efficiency in Group Practice reached out to several industry experts to discuss the evo-
lution of  the dental service organization: the factors that have impacted their growth, the 
challenges they have faced and the changes that lie ahead.
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EGP: What have been some of the 
greatest challenges facing DSOs, 
and what strategies have proved 
successful for addressing them?
Oreffice: As is the case with any inno-
vative and disruptive industry model, 
there has been some skepticism about 
– and resistance to – DSOs from the 
dental establishment, state and federal 
regulators, lawmakers and payors. 
This is changing as more stakeholders 
become educated about the DSO 
model and see the benefits – particu-
larly a better quality of  life for dentists, 
improved dental health outcomes for 
patients and lower costs for payors. It 
is hard to dispute data, which is one 
of  the reasons Benevis has invested in 
electronic health records and compre-
hensive quality and compliance 
programs. Our own internal data, as 
well as publicly available government 
data, consistently shows that our affil-
iate providers like Kool Smiles are 
leading the way in providing conser-
vative care, improving patient health 
outcomes and lowering costs for 
government payors like Medicaid. 
We also do a lot of  outreach to stake-
holders to educate them about the 
DSO model, share our success stories 
and best practices, and give voice to 
the growing number of  dentists who 
have found their clinical home with a 
DSO-affiliated provider. 

EGP: In your experience, is it 
easier or more difficult for DSOs 
to do business today compared 
to past years?
Oreffice: In some ways it is easier 
for DSOs to do business today 
due to changing perceptions about 
the DSO model and its growing  

popularity. Of  course, these positive trends also mean that the DSO sector 
is more competitive than it was 10 years ago. Like the rest of  the dental 
industry, DSOs will need to continue innovating and evolving to stay 
competitive in the years ahead. 

EGP: What is the biggest change we can expect to see in dental health-
care in the next several years, and what will this mean for DSOs?
Oreffice: The biggest change we can expect to see in dental healthcare is the 
shift from fee-for-service to pay-for-performance models, both among public 
and private payors. Rather than paying providers for volume, pay-for-per-
formance models will reward preventive care, cost-effective management 
practices and improved oral health outcomes. With their industry-leading 
EHRs and quality and compliance systems, DSOs like Benevis are uniquely 
positioned to help dentists demonstrate value and outcomes, so we expect 
that even more dentists and group practices will enlist the expertise and 
resources of  DSOs as they navigate this new payment paradigm in the years 
to come. 

Great Expressions  
Dental Centers
Efficiency in Group Practice: How 
have dental service organiza-
tions, including your own, grown 
over the past 10 years?
Greg Nodland, COO: Through the 
years, we have seen an increased 
awareness, understanding and 
acceptance of  the DSO model. 
Today we see greater coordination 
among specialists, leading to better 
clinical outcomes, as well as a more 
rewarding clinical environment for 
our doctors. For instance, at GEDC 
we created a Doctor Career Path 
– a way for doctors to have a long-
term career with growth vs. going to 
individual practice and doing asso-
ciate work then moving to the next 
practice. We want our doctors to 
know that their career can flourish 
and grow at GEDC and there is a 
path to help them reach the heights 
they want to achieve. An increased 
level of  sophistication has driven 

Greg Nodland
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Targets practices with 4 to 700 locations. 
Circulation 12,000+. Our readership includes 
Dental Service Organizations (DSOs), 
Management Services Organizations (MSOs), 
and other dental business models.

Our readership includes:
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4.  Publisher will not be bound by any 
conditions, printed or otherwise, appearing 
on any order form, insertion order or contract 
when they conflict with the terms and 
conditions herein or any amendment hereto.
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guaranteed unless premium position is paid.

6. Prices are subject to change.
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materials. Failure to do so will result in $75 
charge to generate matchprint.
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of committed issues, Share Moving Media 
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notify Share Moving Media of any changes/
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deadline will result in advertiser being billed 
for that month and the ad will be moved to a 
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