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ABSTRACT 

This project wreathes three years work in medical field and it comes to mark out and understand the main 

forces of marketing field followed by examples which underline the impact on the market of a distribution 

company and, also, understanding the company relationship between its internal and external environment, the 

direct relationship with the market and with its’ the competitors.  

The aim of this cross-sectional study was to underline the relationship between the distibution companies 

and the private dental offices, also the direct relationship between the dentist and the promoting sistem, the 

distribution way of dentistry products. 

For a most acurate research, it’s necessary to apply different methods of research in the market. The main 

methods are observation and investigation. The measurement of the products circulation in the final sale point–

all across the distribution line–is the primary function of marketing research. In the study, measurements can be 

determinated by: the number of sold units, by the value in standard currency of total sales from one period to 

another. 

In relationship with the economic and social environment and also with the dentistry market, the 

marketing of modern companies can’t limit only to the production process and distribution of the units; it 

involves a permanent and complex communication with the extern environment which imply a good information 

of the leaders, specific actions of lobby for sales and input; all those actions represents the promotion policy of 

the distibution companies of dentistry products. 
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INTRODUCTION 

The evolution of theory and practice 

marketing disclose the increasing interest 

personal and public of many companies from 

different domains and different countries for 

learning and implement the principles of 

marketing, all this the success key for 

present and future [1]. This combine the 

adoption of marketing philosophy for all 

business organizations together with 

satisfaction principles of the final client, so 

the market already known is the one which 

brings the characteristics of products and the 

commercial ways, and the company create 

the products and the services for the clients 

[2]. About creating the objective of 

marketing “is the meaning of sale. The 

objective is understanding and knowing the 

client so well so that the product or the 

service suit his needs….and to sale itself” 

[3]. The efficient management and marketing 

market is based on theory of influence and 

have six key principles: reciprocity, 

commitment and consistency, social proof, 

authority, liking, scarcity [12]. 

AIM AND OBJECTIVES  

The aim of this cross-sectional study 
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was to underline the relationship between the 

distibution companies and the private dental 

offices, also the direct relationship between 

the dentist and the promoting sistem, the 

distribution way of dentistry products. That 

is to say the development of interrelation 

marketing determine the development of 

each element of its’ chain. 

Nowadays, the dentist must know 

much more then medicine; he has to know 

accounting, the laws, the limitations of laws 

and therapeutic protocols [14,15], to have 

good skills as a merchandiser to choose the 

best product in his work, to know 

psychology [11], to bring close the trustfull 

collaborators, to calculate the impact of 

eating habits, common or harmful [16], the 

effects of aging process [17]. 

On the other end of the market are the 

companies which generates the products and 

medical systems and they have to implement 

a management and marketing strategy 

towards and for its’ final clients.  

The general objectives of this study 

are:  

- marking out and understanding the main 

forces of marketing field, learning about  the 

channels of distribution in dentistry field in 

Romania, the impact factors of the market 

and knowing the real role of the companies’ 

national representations; 

- understanding the company relationship 

between its internal and external 

environment, the direct relationship with the 

market and with its’ the competitors.  

In the study we made, the specific 

objectives were: 

- recognition the brand/company of the 

equipments and other dentistry products; the 

information sources for dentists;  

- the endowment of a dental office with big 

equipments, small equipments, tools, 

accessories and different materials, regardind 

the brand; the intension of changing/buying 

big and small equipments in 12 months 

future; 

- opinions regarding the software system 

implementation in dental offices. 

MATERIALS AND METHODS 

The research methos are differt 

raporting to the issue which is in study or 

with the research period and, regarding this 

issue, it’s necessary from the begining to 

establish the studies amplitudes and the 

period in time .  

For a most acurate research, it’s 

necessary to apply different methods of 

research in the market. The main methods 

are observation and investigation [4].  

The measurement of the products 

circulation in the final sale point– all across 

the distribution line– is the primary function 

of marketing research. In the study, 

measurements can be determinated by: the 

number of sold units, by the value in 

standard currency of total sales from one 

period to another. The circulation for similar 

units/products measures the field or the 

individual domain of the product and the 

combination of all those fields scale the local 

market.  

From all this informations is 

determinating: the market magnitude 

(express through a chain of transitions or 

individual sales, total units or their value); 

the trend of total market, of individual 

domains, of individual products and of 

different forms of the products; the 

geographic variations of the market; the 

anual, the cyclic ones, the seasonal variations 

and isolated movements; the corelation with 

different market factors. The gather 

informations are historical, but they 

represent the extrapolates base and future 

projections. 

The cross-sectional study of dentistry 

market in Romania 

The market represents the place in 

which an important number of salesmens and 

it’s characterized by a continuous 

modification of its’ elementary characters.  

This modifications allude at: the 

market dimension (number of consumers, 

consumed quantity), the structure of the 

market, the geographic zone (local, national, 

international) in which takes place the market 

transitions.  

The informations gathering was made 

stand on a semi-structure quiz which was 

implement by interviewers in dental offices.  
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The study stages are showen in figure 1.  

 

 
Figure 1. The study stages in a market research 

 

RESULTS AND DISSCUSIONS 

For making a complete picture of 

followed objectives, the gather informations 

are reproduce distinguished in the 4 big 

classes of dentistry units: big equipments, 

small equipments, tools, dentistry 

accessories and materials. 

The spontanious knowing grade of 

big and small equipments  

In our study, the best known brands for 

the big equipments are: KAVO- 56%; 

SIEMENS- 28%; SIRONA- 24%; 

CASTELLINI- 24%; KIRANA- 19%; 

DENTIOR- 18%. 

The best known small equipments are: 

KAVO- 35% and 3M- 32%. 

The utilization the sofware systems in the 

private dental offices 

The following informations (fig. 2) disclose 

an insufficient utilization of software system 

in our country. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. The sofware systems utilization in the private dental offices 

 

The endowment of dental offices with 

big and small equipments  

The results show an average dental 

offices number used different sources of 

informations to endow it with differents units 

(fig. 3). 

Marketing strategy 

The marketing function has a decisive 

role in elaboration of marketing strategy by 

indurate the actions program regarding the 

product policy, the price policy, the 

distribution and promotion. 

The good deployments of the company 

managerial process impose the identification 

and good knowledge of the marketing 

environment elements. So, it necessitates 
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attaining a business plan including here market strategies for one, two or five years. 

 

 

 

 
Figure 3. The sources of dental marketing informations for dentists 

 
After the market research, the company 

develops a business plan made for enhance 

quality and assure a better accessibility to 

medical services to final goal of being lider 

in the market of dentistry distribution. 

Market trade 

The study investigation took place in 

the 11 big cities of Romania and the results 

of the marked trade (about sales) are shown 

us in the figure 4.  

 

 
Figure 4. Romanian dental market trade 

 
Sales force is represented by the 

company persons who have the duty to 

establish business relationship with the sales 

lead and to sale the company products. In 

this category are included sales agents and 

medical representatives of the company. 

Sales force has to: detect lead markets, 

define the client profile and their location, 

sale, make merchandising actions in the 

distribution channels, offer technical and 

comercial consulting to the clients, provide 

marketing services for the products, search 

the market, negociate the new contracts, 

gather information about the clients and 

competition–all of those offer the company 

value [2]. 

The particular mode in which a 

company launch a product or more into the 

market in one specific moment is known as 

product mix [3].  

The chain of products is representaed  

by a group of similar products with 

appropiate design and package, with almost 

the same promotion, distribution and price, 

destined to the same type of clients [5]. 

The efficient management of the 
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product mix, suppose to combine advisedly 

the strategic options–while a product can be 

abandoned when its’ sales decline on a long 

period of time, another product from the 

same chain can be modify and different 

chain of products can expand in the market 

through new needs or/and opportunities [3].  

Product mix includes: product policy, 

price policy, distribution policy and 

promotion policy.  

The product price is induce and 

induces itself many marketing variables in its 

plan. The factors which affect the price 

decisions were group by Kotler in intern 

factors and extern factors (figure 5): 

 

 

Figure 5. Factors which affect the price decisions [3] (after Ph. Kotler) 

 
In modern marketing, the distribution 

included: the track of the product till the 

final client; the distribution channel; 

economic actions of the products from the 

successive step of production to the input 

(sales, buying, concession); the distribution 

or logistics; technical actions (endowment, 

human resources) [5].  

In relationship with the economic and 

social environment and also with the market, 

the marketing of modern companies can’t 

limit only to the production process and 

distribution of the units; it involves a 

permanent and complex communication with 

the extern environment which imply a good 

information of the leads, specific actions of 

lobby for sales and input; all those actions 

with different objectives and levers 

represents the promotion policy [6]. 

Incorporation of promotional policy in 

the marketing mix is entitle by the role, 

sometimes decisive, which the promotional 

actions have in sale process and also through 

the actions’ costs [7].  

The promotion is appreciate as “one of 

the most expensive element in marketing 

strategy”.  

By promotion and distribution of 

scientific information, the results of years of 

research and huge investments are avaible to 

the medical experts and patients [8, 18].  

The representatives of medical industry 

are aware that in all medical fields has to be 

defined and respected high standards.  

An important subject is the role of 

medical representative; he/she “represents 

maybe the most important ring between 

medical industry and client. He/she has the 

most difficult task–that to transmit a correct 

message in the market” [9].  

The job of medical representative is to 

sale medical equipment, drugs and specific 

services; he also provides scientific 

informations in the market [10, 11]. 

 

CONCLUSIONS 

-The key to success partnership is 

universal; it doesn’t matter if it’s in medical 

field or another field: both parts have to 

benefit by equal advantages and achieve the 

main objectives.  

- Understanding the shortcuts and 

employing sallers in an ethical manner can 

significantly increase the chances that 
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someone will be persuaded by our request. 

-Now, the medical companies have 

different business lines for products and 

equipments; the aim is to be the market 

leader in promotion and sale of dentistry 

products.  

-Medical companies has the advantage 

of high competence and expertise in medical 

promotion and also in commercial 

promotion. This represents the most simple 

and efficient communication way with the 

dentists in Romania. 

-Thereby, because of the growth of 

dental offices number the demand for 

medical services will rise. To face those 

changes, is needed that dentists to 

modenized their services to confront the 

competition. 
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