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Artificial intelligence has seen a rapid growth within recent years as more industries begin
adopting the technology. There has been little focus on implementing artificial intelligence
with marketing of dental treatments. Dental marketing with artificial intelligence shows
promising possibilities with B2B and B2C development, however more studies need to
focus on actual implementation.

To conduct the main research of the paper, a mixed method approach was utilized with a
research aspect from literature review, as well as interviews with dental industry experts.
The literature observed a lack of research which has been place towards artificial
intelligence in dental marketing.

A comparison of the information obtained from both methods was compared to identify
information gaps between the perspectives of literature and industry. There is keen
enthusiasm towards artificial intelligence usage in dental marketing, but a key limitation is
time and knowledge for proper execution.
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1 Introduction

Artificial intelligence (AI) has been touted as the next frontier of productivity in the work
force. Since the mass adoption of large language model (LLM), primarily with the inception
of Chat GPT in December 2022, significant hype has been associated with Al. As it can be
seen in Figure 1, Al adoption among business functions within companies has been steadily

increasing within the past six years.

Organizations that have adopted Al in at least 1 business function,' % of respondents

100 100

Adoption of Al

80 80
72
60 60
65
55
40 40
Use of generative Al
33
20 20
20
0 0
2017 2018 2019 2020 2021 2022 2023 2024

Figure 1, AI Adoption in at least one business function (McKinsey, 2024).

Within the potential domains of usage for the business functions, Al is being implemented
as a broad general offering, as can be observed with products such as generative chatbots,
enterprise resource planning integration and Al customer relationship management. It is
important to understand how these systems can be successfully incorporated with Al, as must
company functions operate based on such systems. The successful introduction of Al

systems should correlate with an increased potential for capturing sales from customers.

To gain a competitive edge, Al needs to be embraced as a pillar of the guiding strategy which

organization will use in the future. As automation of marketing becomes more prevalent,



this will increase efficiency and open new opportunities for growth. This will further achieve
set goals within the dental industry, with Al marketing possibilities in the future. To achieve
successful adoption of the technology, a clear vision of how Al can be implemented need to
align with the long-term goals of dental companies. Within the context of marketing, it
entails that leadership needs to be welcoming to the technological change and promote future

usage of the technology, with a great degree of focus in the dental sphere.

Dental companies will be split between early adopters of Al, or a lagging cohort of
companies who will follow trends set by the companies who decide to embrace Al usage.
The growth of Al has been unprecedented and has been reported with high growth in patent
applications beginning from 2019 (WIPO, 2019).

Marketing and the potential of automation with Al can be applicable within niche fields,
such a dentistry as an example. Al adoption in general has endless possibilities of usage and
new possibilities are being exposed at a record pace. It is essential to understand how Al, in
tandem with marketing can be implemented into specific industries. At the current pace, it
is necessary to assess where the market for Al dental marketing has progressed and if it is

viable to proceed in future development.

To understand how the technology can be implemented is the most important aspect to
overcome for companies. The aim of the thesis, to provide insights and strategies needed to
not only adopt Al but to fully leverage its potential. The usage of Al can unlock new

opportunities for marketing due to an increase in innovation.

1.1 Research gap

Since the inception of mass market Al and the potential of its use, the term “Artificial
intelligence” has flooded the industry, becoming the new trend in the technology sphere. It
can be argued that Al is the next generation of hype trends, fuelled purely by investment
from venture capital. This may be true, yet the technology has obvious use cases, particularly
in the field of dental marketing. Dentistry is using Al in a technical sense, yet there has not
been much discussion regarding the usage of marketing the technologies. New companies

are being created every day, yet not many companies are being focused on dental marketing.



The current literature examines specific focus areas relating to Al and its marketing
applications. Use cases are being explored to understand where Al can be leveraged as a
technology, as can be examined through systematic literature reviews (Chintalapati and
Pandey, 2021). As Al has become more prevalent, a large amount of focus has been placed
on interactive Al marketing, but this mitigates any knowledge about how Al can be used in
other aspects of marketing (Gao and Liu, 2022). The lacking aspect, in a broad sense is how
the technology can be implemented and what are suitable options at the current stage of

development, without assessing hypothetical adoption.

This issue is further compounded when looking at how specific industries would interact
with the technology. Dentistry is a unique field, where the technology is having a large
impact on the working environment, through its usage in numerous sub-disciplines within
dentistry. This can be seen with AI’s usage in providing more accurate and efficient
diagnosis, with a symbiosis created as dentists are increasingly more reliant on technology
(Ding et al., 2023). Combining Al for marketing of dental technology shows a gap in the
field and demonstrates the necessity to explore the topic deeper. By understanding how the

technology should be implemented to improve and automate marketing strategies.

1.2 Thesis structure

To provide a basic overview for the structure, the thesis will consist of three main chapters,
accompanied by an introduction and a conclusion. The first of which will be dedicated to
exploring the research methodology, understanding how to find and extrapolate results from
both literature and interviews with experts. This will examine the methods used going
forward in the thesis and how to best capture knowledge from both a papers and the

interviews to be performed.

The second chapter will expand upon the methodologies and examine the literature which is
to be found from the prescribed method in the research methodology chapter. From the
guidance in the second section, this will show the most relevant papers pertaining to the

research topic for this master thesis.

The third chapter will be dedicated to the interviews to be performed with the assistance of

experts in their respective areas. The background of the interviews will be structured in this



section, providing insight into what will be discussed and how the information can be

extrapolated from the experts.

Further chapters in the thesis will focus on analysing the results obtained from both the
interviews and the information from the research papers. This will enable further research
suggestions to be made and instil useful guidance for the audience, whilst providing

limitations of the current research.

1.3 Research questions and objectives

The objective of the thesis is to provide coherent understanding as to how Al technology can
be used within the marketing process. This understanding from the thesis will assess how
feasible it is to implement the technology and what are the potential future steps for
companies moving towards the future. The research questions used to guide the thesis is as

follows:

1. How can Al technology be leveraged to assist dental professionals in marketing of

dental activities?
2. What Al training methods are used and how are they used in dental marketing?

By finding answers to the questions, this enables guidance for future research which should
allow for additional further expansion upon the knowledge gained from the thesis. With the

development of the knowledge, more accurate implementation of Al in dental marketing.
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2 Research methodology

This section aims to provide structure towards how the research will be conducted. This
section will highlight how research and data will be gathered. To effectively comprehend
both the literature and insights from the interviews will aim to answer the research question

presented in the introduction.

By providing structure to both the literature being gathered and specifications for conducting
the interview, it will make it easier to provide an analysis of real-life observations and the
theoretical literature. The literature review, interview and a summarizing section for

interpreting the data will be discussed within this chapter.

It is essential to discuss the method used to conduct the literature review, as there are several
possibilities to conduct research. The main options for research include quantitative,
qualitative and case study research methodologies. Since there is not an abundance of case
studies regarding dental Al marketing integration, it is better to seek alternative research
possibilities. Since information is limited, it has been selected to use a mixed method in
which qualitative and quantitative research methods will be used in tandem. Since we have
quantitative data which has been processed in previously conducted research papers, we

must also compare it to real life context.

Hence, a mixed method will be used to complement or contrast the findings with qualitative
research through interviews. By combining two methods it provides harmony between the
two methods as they can complement each other as research methods. In essence this
approach will take the best aspects of each method and assimilate them for gathering the
data findings. This process of using the best aspect of each method, interviews and literature
review should provide a deeper dive into the topic of Al dental marketing. Using only one
method might provide a certain understanding of the topic, whilst both methods combined
should provide a litmus test to confirm biases. Reducing biases is key to providing proper

research into the topic and a mixed method style adequately tackles this issue.
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2.1 Literature search methodology

The research for the literature review portion of this thesis has been prescribed as a structured
literature review (SLR), with a summary provided in the prior section. The focus of this
section is aimed at providing an understanding as to how research papers have been selected.
The research method to be used in this thesis needs to be gathered from materials found on
conducting an SLR. The need to provide an SLR is further demonstrated with figure 2, in
which the likes of mass commercial adoption of Al such as Chat-GPT is demonstrated. This
is further demonstrated when examining that both search terms such as “Al” followed by
“ChatGPT” have both seen a dramatic increase in searches. This dramatic increase shows
how much attention has been placed on Al and the public growth which has rapidly

developed in recent years.

e Al ® ChatGPT Marketing

R + Add comparison
Search term Search term Search term

Worldwide ¥ 9/22/22 - 10/22/24 ~ All categories ¥ Web Search ¥

Interest over time @

[«

O <

L —~

Figure 2, Google Trends comparing Al, ChatGPT and Marketing from 2022 to 2024.

To perform the literature review, it is necessary to have a strategy when compiling sources
of information. Since Al has been front and centre as the new technology of this decade,

countless research articles have been published. A SLR is needed to weed out the relevant
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information for this paper. The template for the structure review has been formulated from
recommendation provided (Rocco et al., 2022), in which certain aspect pertains to this thesis.
Not all the criteria from the suggested SLR have been adopted, as not all the aspect are

applicable. The applicable aspects include the following:
Research problem:

This provides foundation for why the research is necessary. This has been discussed in the
introduction section, by providing a research question which guides the thesis. The research
problem is one of the necessary steps defined in the SLR, according to xxx, hence why it is

necessary to discuss in this section.
Research Method:

The method section provides the information as to how the research can be replicated for
future confirmation of what has been uncovered. This particularly relates to the material

selection, of which will be discussed in the subsequent section.
Findings and discussion:

This section aims to present the findings of the research in a logical manner, in which
relevant information pertaining to answering the research questions are presented and
discussed. It is preferred to summarize the findings with tables and charts, as they can be

easily interpreted, and conclusions can be easily discerned.
Implications:

This section provides further suggestions for how to proceed with research as there can be
numerous papers found relating to similar topics. It is necessary to make these suggestions

as it provides inspiration to explore the topic further, leading to more conceptual papers.

To formulate the selection criteria, it is necessary to structure how the literature will be
constrained only to the necessary research papers. As suggested by (Carrera-Rivera et al.,
2022), it is necessary to create an inclusion and exclusion criteria before commencing with
the literature review. To create these criteria, it is best to formulate it in a structured way,

which can be demonstrated in table 1.
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Criteria type Description Include Exclude

Period Articles are selected | Articles from 2022 | Articles prior to
based on a specific | through 2024. 2022.
time frame.

Language Articles are selected | Articles in English. | Articles in all other
based on the languages.

language they are

written in.
Type of literature Articles are selected | Articles from | Websites,
on where they have | journals or | newsletters, blogs,
been obtained from, | conferences, etc.
or where they are | indexed by SCOPUS
published. and WOS.

Table 1, Literature selection criteria.

Through such tables, it enables structure to be provided which narrows the scope of possible
papers which can be used for the literature review. It is also necessary to choose the

important inclusion criteria relevant to this paper.

Yet this approach needs to be augmented with a further procedure, as there are numerous
papers relating to the same topic. Hence, it is necessary to review the abstract of the papers

which fall into the criteria and assess if the paper is valid to use.

As it is important to formulate a guideline as to how papers will be selected, it is also
important to formulate key terms to be used when searching for literature. This can be
exemplified with the usage of key search terms which will be used when searching for legible
research papers for the literature review section. In table 1, we can examine the search term

process which is used to narrow down the scope of papers for selection.

To have proper filtering process, it is also necessary to pair the considerations from table 1,
with a Boolean search string for narrowing the potential literature. To formulate the terms
it, is necessary to use a combination of AND functions in tandem with OR operators. The

following logical search string seen in figure 3, has been formulated to provide an example
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of the filtering process. This filtering process is used when finding research papers, taking
into consideration both inclusion/exclusion criteria, as well as using Boolean operations to

filter down key terms.

Science Direct Search String

1200

1013

1000
800
600
400

200

76

("AI" OR "Artificial Intelligence") AND ("Al" OR "Artificial Intelligence") AND ("Al" OR "Artificial Intelligence") AND ("Al" OR "Artificial Intelligence") AND
("Dental" OR "Marketing) "Dental" AND ('Marketing" OR "Dental" AND ('Marketing" OR "Dental" AND "Chatbots" NOT
"Chatbots") "Chatbots") NOT "Surgery" "Surgery" NOT "Children"

0

Figure 3, Example of Science direct filtering of papers based on Boolean logic in search

string.

As demonstrated, the number of papers is greatly filtered down to papers when the searched
terms are searched with key terms. It is however important to note that all the papers returned
in the search strings, need to be vetted by reading their abstract. Regardless, if the result of
the search string may produce less than one hundred papers, it is important to further filter
the papers by reputability of the journals for the thesis or citations. The usage of the papers

will depend on abstract information, journal type and potentially the number of citations.
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2.2 Interview formulation

To validate the theoretical literature, it is necessary to provide real life context to the research
which has been used. Hence, it is essential to gather expert opinions regarding Al marketing
and automation. This can be best achieved with a semi-structured interview (SSI), in which
the interviewer follows a set of guiding questions relating to the main topic (Mashuri et al.,
2022). The structure aims to provide a general pattern, whilst also providing the interviewees

with the ability to freely answer and move the conversation based on their experiences.

To conduct the SSI, it is necessary to propose a structure which should be followed to obtain
a successful result. One method proposed by (Galletta, 2012, pp.45, 53) suggests segmenting
the interview into three separate parts. The first segment consists of presenting a clear
research purpose, while both expressing gratitude and ensuring consent if recordings are
used. This initial segment is important as it is designed to elicit a narrative from the
participant. In the middle segment aims at exploring the research topic in greater detail,
expanding upon the insights provided from the participant in the opening segment. In this
middle section it is necessary to include specific question to explore nuances and complexity.
The final segment revisits the participants previous points and aims to further explore and
connect the general ideas. This segment aims to support reflection and deeper engagement

in the interview.

The value of an SSI is further emphasized when highlighting it is a mixed method research,
providing real life and theoretical qualitative research. It is essential to allow for the natural
flow of the conversation to take place, which is the reason why applying a theoretical
framework to structuring the interview is required (Adeoye-Olatunde and Olenik, 2021). In
the case of this interview, the importance of the research is guided by the research question
and all additional questions aim to aid the answering of the research question. The list of

questions to be focused on during the interview will include the following:

1. Can you describe your current role in the dental industry and any experience you

have with Al technologies?

This question provides insight into the interviewee and how they interact with Al software,
within the dental industry. This can be followed up with a question asking how familiar they

are with AI marketing.
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2. In your opinion, how has marketing in the dental field evolved with technological

advancements?

This question provides insight into the changes that have occurred within the dental industry
as technological advancements have progressed. This can be followed up with a question
asking how much of an impact Al has made and if a positive response is received, proceed

by asking in what way.

3. How do you think AI can improve customer acquisition or patient engagement in

dental practices?

This question provides insight into how communication with customers can be improved
with the usage of AL This can be followed up with a question asking if there are specific

marketing strategies or Al application which can be used in for this type of role.

4. How do you think Al can personalize marketing content for Business to Business

(B2B) and Business to Customer (B2C) customers?

This question provides insight into what impact Al generated content can have with patients
and if it is worth have personalized content for each customer based on meta factors. This
can be followed up with a question asking if personalized Al driven marketing can be

implemented in customer retention.

5. What role do you think Al will play in the future of dental marketing, focusing on

the next 5 years?

This question provides insight into the future impact of AI and examine what the upcoming
trends with the field could present for growth potential. This can be followed up with a
question asking how Al can be used for influencing customers choices and engagement with

dental services.

The end goal of the interview is for the participant to express their own experiences, through
a guided structure. This aims at extracting information from past experiences and eventually
comparing those stated experiences with the findings from the literature. As a final point of
concern, and suggested to be mentioned, all interviews to be conducted will take into

consideration privacy and wishes of the participating members.



17

The format of the interview, based on the recommendations of Galleta, 2012 should be
structured with an introduction to understand basic information about the participating
members, as well as their background in the dental industry. This should be followed by
proposing questions which will extract the knowledge of Al and marketing in the dental
industry. A final question should be guided towards future developments and the direction

which technological developments should move towards.

The duration of the interview is to be capped thirty minutes, which should allow for the
questions to be answered and promote free discussion to take place. The interviews are to be
conducted through online meeting platforms, with recordings being taken from the meetings.
From the recordings, key talking points will be taken and summarized in further chapters.
The key talking points will provide the answers for the questions which have been
formulated as the participants are free to talk, deciphering of answers will be necessary based

on key words used and context of the answer provided.

At the current point, three members will be participating in the interviews. These members
have been selected due to their positions in the dental industry. Different professional
experiences and perspectives have been key considerations for interview members. This

aims to provide holistic answers for the questions which have been formulated above.

2.3 Analysis of data

As the structure for both the literature review and the interview has been established, it
provides a clear foundation to answer the research question. It is important to not only
understand a topic from theory, but also to back up claims mentioned from the theory with
real life experience. Hence why an interview with an expert has been establish as a mixed
method to be used in this thesis. This demonstration of mixed method can be viewed in figure

4, demonstrating the usage of both SLR and SSI.



18

> Structured Literature Review

Research Methods Mixed research Method

— Semi-Structured Interview

Figure 4, Structure of thesis research methods and literature methods used.

The purpose of utilizing a mixed method approach is to verify the information which has
been obtained from either the SLR or SSI. The mixed method approach can be a useful way
to confirm or deny if the information from literature is valid and should be perused for future

research into similar topics.

The results gathered from each method will be displayed in their subsequent chapters, with
further analysis of both methods to be concluded. This aims to compare the claims made in
the papers with the expert opinions. An analysis of both with be examined in the subsequent

chapters, with a comparison provided between the information obtained from both methods.
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3 Literature review

The literature review section aims to observe how Al, it the current availability, has been
implemented in the field of dentistry. This section aims to provide a holistic view of how the
industry at present is adapting to technological changes brought on through Al It is
necessary to understand where the main attention in the dental field is being placed, as this

will examine whether Al technology is being used for marketing in dentistry.

To assess if current research has been focusing on Al marketing in dentistry, it is important
to understand how much focus has been targeted towards understanding Al research into
marketing of dental services. This is important, as it will provide guidance for the current
research as well as future research. As Al technology has broad implementation, it may be
that the current focus is primarily clinical aspects rather than marketing. As the scope of
implementation is large, it is also necessary to assess techniques and technologies available

to use in dental scenarios.

Within the healthcare sphere it has been noted that Al technologies have been viewed as
providing three distinct possibilities, in which Al will replace healthcare providers, patients
consulting Al for healthcare issues rather than consulting specialists or Al aiding clinical
practices (Zahlan, Ranjan and Hayes, 2023). Currently dental knowledge dissemination, as
demonstrated by deep learning (DL) based cavity detection (Lee et al., 2018) and Al
procedure training in dental schools (Srivastava et al., 2023) show the biggest interest of

fields to study further demonstrated in figure 5.

Dental education

Patient focused } Student and patient interaction

Patient management

Overview Al in
dental practice

.. Oral and maxillofacial surgery
Clinic focused

Orthodontics

} Clinical and operational usage

Figure 5, Current scope of Al usage in dental practice (Srivastava et al., 2023).
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As the market for Al dental technologies has been expanding, it has been suggested that the
dental applications have been narrowed down to diagnostics, treatment planning and patient
care (Ghaffari, Zhu and Shrestha, 2024). All these fields within dentistry have come with
necessary technological improvements, as many stakeholders such as patients, clinics,
schools and research institutes will be engaging with more Al technologies. With the
increase in usage Al within the industry, the largest current focus being on technological

application within the clinical field.

3.1 Implementation of Al technology in dental marketing

To understand Al and the potential use cases in marketing, it is necessary to comprehend the
technical implementation to enable proper implementation. This aims to provide
understanding regarding the suitable training methods for dental marketing applications.
Different applications within marketing will require varied training methods and establishing
an understanding as to which methods are used in dental marketing, entirely based on
literature of Al technological implementation. This will provide brief guidance to inform of

current training methods which could be utilized for dental marketing.

Al, from a technological perspective, has been defined as a subset of computer science which
is concerned with having computers behave like human beings (Gupta, 2023). Essentially,
this signifies that computers are now capable of executing tasks such as decision making,
pattern recognition, and language interpretation of which the prior functions historically,
have been performed by human beings. Furthermore, artificial intelligence can process the
data it is presented, incorporating perception, reasoning, and action as additional cognitive

abilities (Patil, Patel and S.D. Lawand, 2023).

These advanced functions enable Al to not only analyse information but also make informed
decisions and take appropriate actions based on that analysis, further bridging the gap
between humans and computers. Artificial intelligence represents a recent and widely
accessible technological advancement that has been heralded for its potential applications

across various as suggested by the National Library of Medicine (Xu et al., 2021).

It is, however, essential to understand how artificial intelligence operates when preforming

the task promoted by human beings, as there are several learning methods which can be used
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for teaching artificial intelligence (Sarker, 2022). Each technique can have its advantages in

different areas of artificial intelligence implementation as suggested in the section below,

yet the focus of examining these research methods is to provide understanding how the

techniques can be applied for dental marketing. A summary of the common Al training

methods used within dentistry and marketing and their potential use cases provided in figure

6.

Use case of Al training in dental cases

Natural language processing

Enables the automation of appointment
scheduling, reminders, and patient queries
through Al-powered chatbots.

Analyzes clinical notes, treatment histories,
and patient feedback to extract actionable
insights, aiding in personalized care and
identifying trends in patient needs.

Deep learning

Analyzes dental X-rays, CBCT scans, and
intraoral images to detect cavities,
fractures, and other abnormalities with
high accuracy.

Creation of detailed 3D models of dental

structures, enabling precise orthodontic

planning, virtual treatment simulations,
and custom prosthetic designs.

Computer vision

Processes dental X-rays and CBCT scans to

detect cavities, bone loss, and other dental

conditions, enhancing diagnostic accuracy
and efficiency.

Tracks dental changes over time through
visual data, aiding in orthodontic
treatment adjustments and the creation of
custom aligners or restorations.

Figure 6, Comparison of Al training methods and potential use cases.
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Thorough understand of training techniques are required to properly implement Al training
methods, as different methods impact the ability for Al to make autonomous decisions.
Implementing the correct training method to achieve the required goals of dental marketing
can improve the effectiveness and hinder wastefulness in investments made into Al
Approaching the implementation carefully based on considerations required for dental

marketing can mitigated wasteful experiments and risks from operational failures.

3.1.1 Natural language processing

Natural language processing (NLP) is a branch of Artificial Intelligence that helps machines
understand, interpret, and create human language. It includes tasks like sorting text,
analysing emotions in text, translating languages, and answering questions. Machine
learning (ML), especially deep learning (DL), is often used in NLP to study large amounts
of text, making NLP an important part of Al development and research (Chen et al., 2024).

NLP can enhance dental marketing by automating and improving patient communication.
NLP tools can analyse patient feedback, reviews and social media to garner insights about
dental patients. NLP based systems can also be used for interaction with customers,
improving resource usage as well as providing customer engagement through chatbots. This

leads to more patient-oriented marketing in the dental industry (Dhopte et al., 2023).

3.1.2 Deep learning

Deep learning (DL) is a branch of machine learning (ML), in which DL combines complex
pattern recognition through deep neural networks. This enables the DL models to received
inputs and provide outputs based on hierarchical data processing. Within the dental industry
this has been used primarily in clinical settings such as periodontics, prosthetics, and oral
surgery. DL provides oral surgery enhancement in diagnostic precision, improving treatment
planning, and reducing human error, ultimately improving patient care (Eduardo et al.,

2024).
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3.1.3 Computer vision

Computer vision mimics human visual perception by using algorithms and optical sensors
to extract relevant information from objects. It has evolved into a branch of artificial
intelligence, enabling machines to stimulate human vision, unlike traditional methods that

are time-consuming and require extensive laboratory analysis (Kotappa et al., 2022).

Currently, in the dental focus, computer vision has a large focus on image recognition when
it comes to patient diagnosis and mitigating human error (Priya, Kanaga and Usha Kiruthika,
2024). The focus yet has not been placed on how marketing can be personalized for

customers to be more frequent dental care users.

3.2 Al in dentistry

Since the Artificial Intelligence and the usage within various industries has become more
prevalent leading to the discussion being shifted towards potential dental applications.
Within dentistry this has been no different, yet to comprehend how the technology should
be used is still being discussed. Global trends, as seen in figure 7, show that global

publications are growing at an exponential pace.
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Figure 7, Cumulative growth of Al in dentistry. (Artificial intelligence in dentistry: A
bibliometric analysis from 2000 to 2023).

Current methods to involve Al in dentistry proposed from literature suggest patient
interaction, as well as teaching dental students as a current key research focus. Patient
interaction with dental clinics presents potential for using Al marketing, as it can perform
tasks which can assist with customer engagement for the clinic. It has been suggested that
potential interactions can include providing chatbots to engage with customer questions,
analysing and interpreting patient records with NLP, providing personalized treatment plans
for customers and predicating preventative measures based on data trends (Afshari, Khademi
and Iranmanesh, 2024). Chatbots directly engage with the customers and can further enhance
engagement, as more accurate scheduling and precise customer communication can be

performed with Al

The largest realm of interaction, currently, with Al in the dental field relates to teaching.
Students who are in dental schools can use tools such as Al chatbots, as an additional tutor
to assist with learning. This can serve as a NLP black box for students, in which users can

interact with the answers provided by services, such as ChatGPT (Elnagar et al., 2024). This
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however can lead to uncertainty in answers, as Al chatbots do not have to provide sources
for where the information has been obtained. This can have serious consequences beyond a
learning environment, if Al chatbots are used within a clinical workplace. The uncertainty
and invalidity of answers could have detrimental consequences if clinicians only use Al
answers when treating patients (Mohammad-Rahimi et al., 2024). Hence, clinical use of NLP

answers has been greatly discouraged with the dental industry.

Automated Machine Learning
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NLP Processor NLP Engine
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Bag of Words Classifier
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Dialogue

> Management
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Q@ Chatbot Response Lea":xing
4—[ Natural Language Generation |€—————
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User Mechanism

@

Knowledge Base

User Interface

Figure 8, Architecture diagram of chatbot NLP, natural language processing (Fang et al.,
2024).

Currently however, Al has shown great performance in interaction with students as it
significantly enhances learning and engagement. The ease of receiving answers to students’
queries, as demonstrated in figure 8, expands the amount of information which students can
acquire information. (Fang et al., 2024). This has been further split into, clinical chatbot and
blackboard chatbots used with students. Yet, chatbots must be used with great care as results
derived from the various commercial NLP platforms may immensely vary. It has been
however suggested that if clinicians do not limit the usage of chatbots within working

settings, the quality and accuracy of answering performance (Azadi et al., 2024).
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3.3 Current uses of Al in dentistry

Within the medical industry, great amount of research has been placed on all aspects of Al
implementation. Al has been demonstrated to be applicable in 24 distinct applications, of
which includes chatbots (Moulaei et al., 2024). As dentistry is a subsegment of the overall
medical field, much of the focus of implementation has been conducted through clinical
usage. Marketing of dental practices and technologies being used by clinics are not exposed

to the public.

One way in which Al has been seen to be implemented has been demonstrated through
chatbots. Chatbots, integrated with Al technology, provide users with an interactive
communication tool, which can be used to answer questions from several domains of
knowledge (Al-Amin et al., 2024). The increase in usage of Al has promoted the
development of Al usage chatbots, with the added benefit of increasing the possible data
streams being used to teach the Al system. This increase in data, teamed with usage of
different language models, has allowed for chatbots to freely learn and track user

conversations (Bialkova, 2024).

As demonstrated previously, Al chatbots have been increasingly used in dental schools to
assist students with complex questions to which they would not readily have answers
available. As Al improves and the capabilities of chatbots increases, so too does usability

within fields such as marketing and dentistry (Bakkouri, Raki and Belgnaoui, 2022).

As Al technology in the dental sphere continues to increase in use cases leading to the scope
of available offerings also improving. Currently the clinical use cases are at the forefront of
focus, yet commercial dental products also need marketing for public usage. This has been
demonstrated with SmileView developing an application which would show customers how
their teeth would positively be impacted by using their product Invisalign (Fawaz, El Sayegh
and Vande Vannet, 2023). This example demonstrates how personalized Al-driven
marketing strategies can effectively promote patient engagement with specific dental
services, such as aligners. However, for Al dental companies offering technologically
advanced solutions, it is essential to attract customers by obtaining trust in the technology

and ensuring patient information is safely used with Al systems.
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As use cases with dental marketing increase, so to do other influential factors for
implementation. This can be best examined through data privacy and policies which uphold
a framework to allow for Al usage to be adopted (Rokhshad et al., 2023). Currently, Al
technology is being used and use cases are being explored but this may lead to regulations
and frameworks which need to be in place for both the clinics and the customers. Clinics
who integrate digital Al marketing within their own eco-system actively start to see an

increase in customer (Nazeli, Sugiarto and Wahyudi, 2023).

Patient interaction can significantly be improved with personalized Al marketed content.
Leveraging customer specific data insights, to tailor personalized experiences for customer
resonates better to patients' personal needs and preferences for their dental treatment
(Allareddy et al., 2024). Al can be used to analyse previous treatments from customer and
provide further treatment suggestions, whilst also providing educational materials for
customers. Privacy, transparency and legal frameworks need to be developed to allow for

more widespread public adoption.

3.4 Patient data protection for Al applications

A further limitation for the medical industry, specifically focusing on patient interactions
and data usage. With the increase in risk due to data harvesting and the interconnected nature
of technology. The usage and generation will further improve Al developments, yet
regulations need to be appropriate applied. Privacy and adherence to data regulations should
be discussed in tandem with dental Al applications and tools. Certifications need to be
approved, particularly in the European Union before medical based applications can operate
with patients, with this aspect applying to dental tools. General Data Protection Regulation
(GDPR) and Medical Device Regulation (MDR) for companies creating any medical
software or hardware can be obtained by achieving European conformity marking (CE), as

well as adhering to ISO standards demonstrated in table 2 (Van Der Storm et al., 2023).

ISO 27001 Provides a framework for implementing,
establishing and  maintaining an

information security management system
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(ISMS).

ISO 27002

Complements ISO 27001 by providing
detailed guidelines and best practices for
implementing information security controls

to protect organizational assets

ISO 14971

Provides a framework for the application of
risk management to medical devices,
focusing on identifying, evaluating, and

controlling risks throughout their lifecycle.

ISO 13485

Specifies requirements for a quality
management system tailored to the design,
production, and distribution of medical
devices, ensuring regulatory compliance

and product safety.

ISO 17021

Contains requirements for bodies providing
audit and certification of management

systems, ensuring competence, consistency,

and impartiality in the certification process.

Table 2, ISO standards required for certifying medical devices (Van Der Storm et al., 2023).

The ISO standards presented, demonstrate necessary considerations for data protections

when interacting with patient information. Data protections as seen with GDRP need to be

considered, in combination with CE standards when creating Al based products for the

public. These should be taken into consideration, particularly in Europe, as different

geographical regions have different requirements for their own data protection. These

standards are meant to provide an understanding of key data protection considerations.
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3.5 Conclusions from literature

Dental marketing and Al integration is not a widely discussed topic in literature. When the
key terms are segmented, more information is readily available. The largest focus with the
dental industry relates to the technical usage, as demonstrated with the clinical use cases,

rather than marketing focused usage.

There is a direct correlation between digital marketing and customer engagement. As more
patients engage with social media, more marketing needs to be tailored towards this new
trend. Seeking Al usage adoption, not only for clinical usage but also for marketing activities
should be further studied as great benefits can be observed as mentioned by Nazeli, Sugiarto
and Wahyudi, 2023. One potential usage of Al, as suggested by Bakkouri, Raki and
Belgnaoui, 2022 includes Al chatbots being used in dental education. Chatbots allow
students to have answers to their questions quickly assessed and continue to elaborate of the
same questions at any time of the day, rather than communicating with teachers. Yet greater

focus should be placed on patient-clinic interaction with Al marketing.

Al enabled chatbots also have the added benefit of being able to interact with customers,
who may be seeking answers to questions about their dental procedures. Chatbots have their
limitations, and it is suggested by Rokhshad et al., 2024 that using Al should be restricted to
chatbots for teaching students and patient interactions. Yet the technology should not be used
in clinical settings where dentist need to perform health-based recommendation purely based

on what an Al chatbot suggests.

Al integration into the dental market has seen huge developments, based on literature
findings not only pertaining to marketing. However, from the marketing aspect of dentistry,
there have been limited developments to actively incorporate Al. With digital marketing
becoming a necessary method to reach customers, through tailored advertising campaigns.
Al can play a pivotal role in customer engagement based on the ease of customising tailored

campaigns based on the preferences of the clients.

Creating trust with customers can be promoted with personalization through a deepened
patient clinic relationship. More focus needs to be placed on how clinics can implement

strategies to include Al enabled marketing into their operations. As research about the
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practical usage of Al marketing in dentistry is limited, this presents an opportunity to explore

the topic deeper.

Understanding available tools and resources which can make Al adoption in dental
marketing possible, based on the needs required by professionals when working with Al
tools in the future. Investigating best practices, challenges and desirable outcomes for
encouraging Al adoption can provide valuable insight into streamlining the industrial focus

of Al integration into dental marketing.

Garnering an understanding of industry needs can guide how future research will be shaped
in dental marketing. Current applications have only been briefly discussed in research
gathered, yet more information about practical usage of dental marketing should be a focus
going forward in the future. The technical aspects of using dental Al tools are covered quite
well and then technology is in its infancy. Al dental marketing also needs additional focus

to further improve real life use cases.
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4 Interview analysis and discussion

To gain a comprehensive understanding of dental marketing, it was necessary to conduct a
semi-structured interview (SSI). Conducting interviews with industry experts provided
deeper insights into the practical aspects of dental marketing, through the lens of industry
experience. To understand the answers from the interviews, it is necessary to find key points
and compare the findings with previous theoretical findings. This provides a holistic view of

the real-world dental marketing and literature-based findings.

Due to the limited number of interviews conducted, the findings may not provide a complete
overview of the dental marketing landscape. These constraints may be observed in regional
and specific industry experiences. The answers provided will be compared to each other
using tables and extracting key findings from each participants answer. This will provide the
viewpoints and allow for assessment of similarities and differences based on professional

experience.

4.1 Interview answers

In the prior research methodology section, formulation of the questions to be used for the
interviews were created. The same questions were used as template for questions which were
asked during the interviews. Some of the questions were asked in different orders, as the
interviewee was allowed to express their opinions freely without adhering to strict question
guidelines. This allowed the interviewees to further elaborate their answers and provide

insight which the question would not have allowed to explore deeper.

The interview included three participants, each with unique insights based on their own
experiences with the dental industry. The selection of candidates was important as each
member can provide different viewpoints based on experience, which can be validated by
research conducted in the previous chapter. The participants consisted of an executive from
an Al startup, a dental industry professional with 25 years of experience, and a practicing

dentist.
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The interview questions are presented below, with the key responses summarized in tabular
format to facilitate a concise and comparative analysis of each participating members
answers. The answers can be further assessed from the transcripts in Appendix 1, with the

key summarized finds being presented below:

1. Can you describe your current role in the dental industry and any experience you

have with Al technologies?

Al start up executive | Works as COO and is one of the co-founders in a company called
Relu, which specializes in computer vision for analyzing data of
dental customers. Primary tasks have been involved in focusing on

increasing sales of Relu product to large dental enterprises.

Veteran in dental | Has worked in dental industry for twenty-five years, started from
industry formal dental education and later moved into selling dental
equipment. First focus on dental industry involved using first
intraoral scanners and moved towards selling dental equipment
throughout the world. More recently has moved to work in startup

Relu in sales of Al software for dental laboratories and clinics.

Dentist Currently works as a dentist and technical director in a private
dental care center in the city of Angol, Chile. The establishment
provides services in pediatric dentistry, dental surgery,
orthodontics and many additional procedures. Addressing and
further preventing patient oral issues are top priorities. Currently
Al is not used in the dental care center for neither diagnosis nor

treatments.

Table 3, Summary of responses from industries experts for first question.

The purpose of the first question, is to provide an understanding of the professional
background of the participating members, as demonstrated in table 3. This question aims to
assess the familiarity with Al technologies, based on the professional experiences each
member possesses. This should provide insights into the practical knowledge and current

application of Al technologies within the dental industry.
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2. In your opinion, how has marketing in the dental field evolved with technological

advancements?

Al start up executive | Previously technological innovation was cyclical, with new
developments appearing every two years. The current pace is
different, with new developments being demonstrated more
frequently as competition has increased rapidly. Digital marketing
has become more important with known dental industry giants
producing more content based on modern trends. All avenues of
marketing need to be catered to, as the types of clients encompass

a wide array of demographics.

Veteran in dental | Marketing has not evolved together with technological
industry developments, as clinics still operate in an archaic way and need
to be pushed towards newer technologies. Laboratories have been
and will still be reluctant to switch to new technologies, until

improvements can be presented with Al development.

Dentist Technology has become a fundamental tool to create more
efficient marketing strategies, making dental services known to as
many people located within the city we operate as well as beyond
our borders. Tools provided by social networks to facilitate the
development of advertising material have made it significantly
easier to generate posters and videos to make our dental services

more well known.

Table 4, Summary of responses from industries experts for second question.

The purpose of the second question, revolves around the participants perspective of
technological changes in dental marketing, as demonstrated in table 4. This question
provides insight into the developments which have been made throughout recent years,
focusing on whether strategies and tools have been implemented to promote Al usage in

dental marketing.
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3. How do you think AI can improve customer acquisition or patient engagement in

dental practices?

Al start up executive | Dental companies do not use Al marketing, as it is not seen as a
tool which should be implemented. Al in dental marketing for
patients has not been used actively, but one place where it is being
used to interact more with patients is providing instantons
treatment options and explaining the treatment options. Al can
assist in the sales process, enabling customers to shop around for

the best deals and improve the sales process.

Veteran in dental | Al can be used to provide patients with a wide range of dental
industry solutions options. This can be done as a configurator which
customers can personally pick and choose which dental procedures
they wish to have done. Yet this must be done at the dental clinic,
as European Union regulations prohibit marketing of dental

treatments to patients.

Dentist At the current moment Al has not been used, yet it can certainly
be used to improve the search for patients seeking dental care and
not just consultations. Additionally, Al can assist with improved
monitoring and maintenance of patients over time. This can be
done through planning of future care and periodic contacting to

remind patients of upcoming treatments.

Table 5, Summary of responses from industries experts for third question.

The purpose of the third question, aims to assess if customer acquisition and engagement
can be improved with Al tools, as demonstrated in table 5. The question provides a
customer’s perspective towards the engagement with the clinics regarding marketing for
dental visits. This provides a different viewpoint, focusing on how clinics can improve their

marketing towards attracting repeat customers and potential new customers.

4. How do you think Al can personalize marketing content for B2B and B2C

customers?
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Al start up executive | Tailoring Al content with tools such as Chat-GPT is already being
used but it is being used with caution, as marketing material
created with such NLP tools does not sound authentic. Branding
and wording which is used needs to be reviewed and Al should not

be responsible for creating such content at the current moment.

Veteran in dental | Laboratories can be specifically marketed towards based on what
industry they do for their customers. Using Al technologies, this is better
segmented to create personalized marketing campaigns for
specific niche laboratories. This means that orthodontic

laboratories will receive tailored orthodontic marketing.

Dentist From the B2B perspective Al can be used to facilitate the
scheduling of services between clinics that our dental care center
does not have the capabilities on hand currently. From a B2C
perspective Al can be used to find customers much faster, with
more focus on the customers’ needs and desires. For either B2B or
B2C, specific and direct advertising can be generated based on the

search preferences of the customer.

Table 6, Summary of responses from industries experts for fourth question.

The purpose of the fourth question, aims to extract the professional opinions of the industry
experts to understand how Al can be used to create personalized marketing content as
demonstrated in table 6. The question looks at extracting if targeting of customers based on
their preferences is already being used. The answers can provide analysis of where the

current focuses in the dental industry are and how they are shaping current marketing efforts.

5. What role do you think Al will play in the future of dental marketing, focusing on

the next 5 years?

Al start up executive | Within the next five years, as dentistry is a hyper individual

industry, Al marketing will allow dentists to create personalized
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marketing content for their customers. This will also be seen from
companies using Al to create targeted advertising for dental
laboratories. This will see improved organic conversion rates, as
customers will be targeted based on their personal needs, without

having to create individual social media posts.

Veteran in dental | Large laboratories are being merged into conglomerations with
industry investment firms promoting efficiency with Al tools. These tools
are needed because dentists have limited time with patients,
usually thirty minutes which is the same amount of time needed to
create a proper treatment plan. Al tools will become more

frequently used throughout dental industry.

Dentist The future of AI marketing should focus on a more innovative and
efficient tool to replace current human based marketing system.

This would allow for more advertising material to be generated to

appeal to a specific population seeking dental care.

Table 7, Summary of responses from industries experts for fifth question.

The purpose of the fifth question, provides a futuristic outlook regarding Al marketing
synergy within the dental industry, examining what trends will be prevalent in the next five
years. The answers from the experts can be observed in table 7, where future trends can be
seen as being based on current technological capabilities which might present future use

cases for Al dental marketing.

Each of the questions presented, along with the summary provide readers with extracts of
key information from industry experts provides understanding as to how Al technologies
can be used in dental marketing. The answers provided from a professional perspective
provide expertise from professional experience, not only relying on information found in
research journals. Providing both perspectives creates checks and balances for each research

method, as either can contradict or support each other.

The purpose of the questions which were asked also to aim to uncover limitations which
cannot be found exclusively from analysing research conducted about marketing within the

dental industry. By providing limitations, it enables future research into the constraints
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which have been exposed through the thesis. This can act as guidance for future in depth

analysis about factors which may hinder Al usage in dental marketing.

4.2 Analysis of responses

The answers provided from the industry experts show that there is a lack of focus in dental
marketing, although Al has been acknowledged to be a useful tool when it comes to
marketing of dental procedures. A great amount of focus, currently, has been placed on
implementation of Al technology into clinical dental practices. This shows that there is a
keen interest in applying the technology, however the Al in the current capabilities has only

been focused on purely dental applications, such as surgery and oral scanning (Lee et al.,

2018).

Within Europe, since regulations are stricter, Al marketing has been hindered from sharing
developments with patients. This can affect the potential of Al dental marketing, as
customers should be informed about treatment options. As people are more inclined to gather
information from social media, this could be a source of attracting new patients to get dental
treatments. Of course, this would need to be assisted with Al marketing specific treatments

based on customer demand.

From the North American market, customers are seeking more personalized treatment
options, and this can be beneficial towards dentists. A key takeaway from this market area
is that dentists can create a more personalized plan for patients without having to increase
the amount of time spent with patients. This is beneficial for the dentists as the amount of
time they have per patient cannot increase, it is better if the dentists decrease the amount of
time spent with patients to improve throughput of customers. Al has been suggested as being
implemented with chatbots for small to medium sized enterprises. Al can tailor the treatment
plans for each customer based on their preferences from knowledge of their social media
preferences, as well as the technical information obtained from scans, which can be done

with chatbots (Kedi and Ignatius, 2024).

An interesting point of analysis regarding Al dissemination from a broad general perspective
can be observed in regional usage. Europe and North America can be considered first movers

regarding creating new technology and using the new technology. However, if we assess
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South America’s adoption of Al technology represented with Chile it appears that it is
currently non-existent. This can be due to factors such as allocation of investment in new
technology being higher in developed countries and the technology not being spread rapidly

across the world as of now.

Dental marketing with Al usage has the elements of great potential mainstream usage
irrespective of not being widely use currently. More effort to understand frameworks and
standards for integrating Al marketing into dental practices needs to be promoted to improve
new client engagement (Nazeli, Sugiarto and Wahyudi, 2023). All the experts confirm the
potential of Al and marketing, but no feasible solution is available. The lack of availability
of Al marketing tools, hinders the usage. Separation of B2B solutions, from B2C solutions

may be the solution to initialize more development in Al dental marketing.
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5 Conclusions

The research conducted demonstrates the potential for Al usage in dental marketing, as well
the technical implementation required to make usage possible. Al offers options which were
not previously possible in dental marketing. As dental care becomes more efficient with Al
usage becoming more prevalent from clinics, customers will also experience the benefits of
Al implementation. Personalized solutions for customers will become more common as Al
integrates with professional dental tools and patients are exposed to a myriad of options, of

which they were not exposed to before due to time constraints.

The research questions used to guide the thesis have been listed below, with firm and direct
responses to comprehend if the research and the interviews provide concrete proof to answer

the questions:

1. How can Al technology be leveraged to assist dental professionals in marketing of

dental activities?

Since dental marketing is a niche, it is possible to observe that there has been use cases in
which Al has already been leveraged in dentistry. Currently the practical leveraging case of
dental Al marketing comes in the form of an Al chatbot. Although the use cases are limited
and not entirely specific to marketing, current use cases do demonstrate the general direction

in which Al usage in dental marketing will eventually move towards.
2. What Al training methods are used and how are they used in dental marketing?

The technological implementation of Al training models broadly has a large amount of
information. However, training methods need to be specified for the use case which Al
would be used for when it comes to dental marketing. At present, NLP shows the greatest
practical usage for Al dental marketing due to processing customer issues. Current tools tend
to imitate similar available options in the market, rather than presenting new alternative

tools.

The thesis demonstrates a gap in implementation and knowledge of tools which can be used
in the dental industry. Further understanding needs to be developed to promote Al
implementation in dental marketing, as promising growth and development potential has

been exposed. Yet, it is important to note that the inclusion of Al into any field has sped up
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the cycle of development and it is uncertain what the future holds. New developments can
be made at a quicker pace than previously imagined with Al integration and novelty is being

stressed with each passing day.

5.1 Limitations and future research

As with any research work, this thesis has limitations from both the literature review and the
interview section, both of which were used to contribute to the analysis of the topic. The
limitations are meant to expose further studies and guide the direction future research by

providing critical thought in the faults of the current thesis.

Regarding the limitation involved in the literature review portion of this thesis, there is a
limited amount of information which pertains to the Al dental marketing. The two topics
when separately combined with Al have a vast amount of information, as the technology has
been quite rapidly researched to understand how it can be used. The limitation of papers
which solely focus on Al dental marketing, roughly fifteen, are not sufficient for making
adequate research analysis. This is due to AI dental marketing not being commonly
discussed, leading to a lack of papers. In future research, more emphasis should be focused

on adoption barriers and practical implementations of Al into dental marketing.

A further key limitation has been acknowledged in the interview section. The interviews
were conducted with industry experts, Yet the number of experts has been limited to only
three individuals. This is quite a limited scope for total number of interviews to be conducted
and provide holistic answers regarding Al dental marketing. It is quite cumbersome to find
qualified individuals to provide professional responses, yet a limited number of participants
is better than not having any participants. For future research, increasing the number of
participants for interviews would be beneficial, with an aim of participating members being
closer to ten professional individuals. In addition to increasing the number of participants, it
would be beneficial to gather experts’ opinions from various geographic regions. Different
regions across the globe have varied focus on dental treatment and care, which can exhibit

an interesting dynamic for gathering differing opinions.

To properly assess dental marketing, it may be best to further research what type of

marketing strategy would be necessary to be combined with Al technologies. Further
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research should be targeted towards assessing what marketing strategies should be used in
collaboration with Al marketing. This aspect of the research was not yet a subject of much
discussion and could greatly expand the knowledge relating to combing Al and dental
marketing. The current thesis has hinted at exploring these topics but not delved deeper into

any of the topics individually.
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Appendix 1. Transcript of interviews

o Interview 1: Antoine Coppens (Al start up executive, speaker 2)

Speaker 1

I guess as an opening question, can you describe your current role in the dental industry and

any experience you have with Al technologies?
Speaker 2

So yeah, so yeah, first of all, I'm COO at Relu and and one of the Co founders also of this
company, we've been doing Al for the industry for the past five years. And I would say Rella
was considered as one of the major Al players in the industry at this time. I mean it's good
to. Of course, specify that a little bit is that artificial intelligence is a broad term. Revenue is
specialized on computer vision. So we analyze the data. We are not into natural language
processing, for example, like you often see in GPT these days. But really, computer vision,
so in my role, of course I've been, I've been. Essentially pushing artificial intelligence into
the market because I do a lot. Of sales with 1. Mean with big enterprises, so really provides
area technology to big dental enterprises. So I would say therefore I have a pretty good
overview of what big enterprises are looking for in terms of Al and also a pretty good
overview of. I mean, what is all the competition doing in terms of AI? Definitely on the field

of computer vision.
Speaker 1

On on that, that sense. How how do you find that the marketing in the dental field has evolved

with the technological improvements, advancements in AI?
Speaker 2

I mean, the marketing part of it.

Speaker 1

Yes. Yeah.

Speaker 2



I think I think it's what everybody tells me is that, I mean the pace of the three or the pace.
Of innovation has gone up a lot. So before there were much bigger cycles, [ would say. Like.
Every two years you come to ideas and your show, your new thing, that that you've done
essentially, but now with the things are changing so fast that people are much more
frequently doing new launches, marketing new functionality they have. Because I mean
competition to be the best. Let's say has. Has become a lot fiercer than ever before. I think
it. Is and of course in terms of like in. General, the industry is not. Different, I think from
any other. Market. Digital marketing is obviously, I mean taking off a lot more like you see
big giants that have been around for more than 50 years. They're also promoting on TikTok.
They're also promoting on Instagram, making more funny marketing posts like. Like maybe
even posting memes like things like that to also reach a younger. Which is something if you
would look back ten years ago, would have been a no go. I think for a lot of these big

corporates.
Speaker 1

To do that, do you think that this from this more, more modern marketing, do you think that
it's been received positively, or it's been received negatively based on the old players or the

new players? And how's that dynamic?
Speaker 2

I mean, not sure if there's like a. Very active opinion on whether new marketing is more or
less positive. I think. I mean, people are just adapting to the to the new world. I think
definitely younger generation will like that or will appreciate that they're being reached on
the platforms that they typically use. But you still look at older audience, I think they will
still. I mean, typically find the old, maybe they won't be on TikTok, but they will read
magazines and of course all of the players are still also doing posts in magazines. So in that
sense, both audiences are still being reached, and I think they will still look positively at the
marketing there. But the marketing efforts just have to increase because you just have way
more platforms that you're reaching your customers way, way more scattered audience I

think then before.
Speaker 1

Then going on from that, how do you think Al can improve customer acquisition or patient

engagement in dental practices from previously? I heard that there's two separate segments



for this that there's from the customer perspective and that's very highly regulated. And then

also from the clinic and the dental. Aspen.
Speaker 2

So you said one is from the clinical, from the clinic aspect to market it to the patient you

mean?
Speaker 1

Clinic to labs or from company to labs or from or from dental to customers. How is the Al

being used there? Or is it being? Used at all.
Speaker 2

I think, honestly, the adoption of Al there is probably really minimal at this point. I do think
of course, there's a lot of potential. I think we've also plays a role. In that. Potential I would
say right now looking for example at what we are doing with artificial intelligence and
implantology, implantology is a very. Scary. It's not scary, but it's definitely a surgery which
is more impactful than just placing a crown without an implant because an implant. Is a
screw. That you put inside of the bone. UM, what we are doing for example? Is. We're
making a fully automatic treatment proposal. Still, while the patient is in the chair while the
patient is so which do you take a CBCT immediately you have a treatment proposal ready
for the patient. Which makes the entire tribute much more explainable, and I think that's
definitely where. Where we're going and the I can play an important role that we're trying to
make the treatment that you're going to give the patients a lot, a lot. More explainable I.
Think patients are also expecting a lot more in terms of having a clear explanation before
they jump into. I think the times where there was like a blind trust in in the. The practitioner
and the dentist. Has been over, I think definitely in the US. I think people are really shopping
around that. They want to clearly see what are you going to do with me? What is it that I'm
paying for? I think Al clearly can in in that sales process can help a lot because you can
immediately look, this is what I'm doing in a very explainable manner and then you will be
much more likely to sell the treatment. Now. In terms of. The other direction where you
come from the companies marketing towards the dentists and marketing towards the dental
lab, I think they're again, do I see there a big adoption of Al for marketing? I think again it's
probably. Pretty nascence again like probably some people are using it, but. At Velo and we

are an Al company, we don't even use Al to market towards companies. At this point. I'm



sure there's a lot of tools around to do that and maybe you could argue that. I mean check
GPT is A is a part of it for your copywriting when you're making a post that these types of

natural language processing tools. And help. But again, I think it's still very, very nascent.
Speaker 1

Yeah. So, you haven't had much experience with the natural language processing or any deep

learning. It's been purely for computer vision.
Speaker 2

I think in terms of marketing, yeah, I mean of course for coding, for doing our work, we use
JDBC every day like these natural language processing tools. But for marketing, I think it's.
Very, very minimal. And I also don't. I like Jet GPT, definitely has an initial proposal I.
Think that's how. We should use it, but I also think still. If you if you copy paste this type of
language from ChatGPT or from any natural language posting system into your marketing,
typically it sounds very Al like you immediately. I think if you if you speak English well,
you'll immediately see that it's generated by Al like it sounds very fake. Sounds very over
the top of it. Typically, and it and it often shows a very different style of writing than you
maybe have been used by that company because they never wrote like that. And all of a
sudden they're using a lot of words that you've never heard. And I think there it's still
important if you want to keep your personal brand and personal touch, you don't want to
sound like any other Al. Any other company using it. I think it's so important to have a good
review process and make sure your branding of your language, the language you use in your

branding still makes sense.
Speaker 1

So it Al can be used to tailor marketing content, but needs to be needs to have a process a

review for who is it targeting? Are we using the correct language things like?
Speaker 2

Yeah, I'd say so. And I'm sure. Yeah, it will get better at that right and maybe start adopting
your type of writing for example, but definitely yeah. Definitely a very useful tool to save a
lot of time. Definitely for small marketing teams like ours. Also like you can definitely

generate a lot more content, a lot faster.



Speaker 1

And then one final question just for the interview, what sort of role do you think AI will play

in dental marketing or in the dental sphere within the next 5 years?
Speaker 2

I think I mean maybe twofold that I think first of. All. Probably you are for dentistry. UM. I
mean, industry is a super personalized market, right? Like everybody kind of needs
something a little bit different. So I'm sure that having a lot more personalized marketing
will definitely help will also help the dentist to. Yeah, tailor their own marketing of their
practice to specific types of users, but also companies like us who are targeting dentists. |
think we will be able to. Make sure that depending on the user who's viewing our social
media posts, we can tailor the content for that for that user and therefore have a lot more
conversion rates, a lot more organic growth from that. Whereas right now you're just writing
one message and you're blasting it into the world and you hope you hope it's relevant for
enough. People, but I. Think. I mean, companies like Google have so much information
about that specific user. What is it that they're interested in? What have they been searching
recently and their targeting there for the content to the specific end user without us having
to write? 1000 different marketing posts I think we could at I definitely think in five years
we'll see that on the natural language processing side. We'll see that on the imaging side,
we'll sit on the video generation side like. Whatever content we're used to right now on social
media, I'm sure it will be much more automated. And yeah, yeah, for sure. I think. Apart

from that, I'm thinking of there's interesting. Applications for that in dentistry.
Speaker

I think.

Speaker 2

I think that probably makes sense. Yeah. So the.

Speaker 1

I think I think that personalized content is going to be really big, big driver, like you said
that customers in the US they're looking for personalized solutions for themselves, very

individualistic style, not anymore that you go in, get out and that's.



Speaker 2
Clearly.
Speaker 1

And then from the technological side, any, any, any things that you see some? Some

directions where the technology could be going.

Speaker 2

You think in terms of like just in dentistry in general or specifically for marketing?
Speaker 1

Yeah. Just dentistry in general.

Speaker 2

Pedestrian general I think you have to take into account that dentistry is like you, you see
the dentist when you go to the dentist, but the moment you lose a tooth the moment you need
to have some more on the compliance, put in your mouth, whatever appliance you put in
your mouth. That's also all dental technicians. I think there is an interesting dynamic going
on there where there's way too few of them because they don't. People don't typically study
that anymore. There's fewer and fewer people graduating. People often leave the job as well.
So it means that the demand for dentistry is not changing right in in. In the opposite, it's
increasing. People want to spend more money on their teeth. People are getting more rich in
globally in general, so they're spending more in the industry. The people that have to make
the appliances going into people's mind is decreasing. And I think Al is going to play a major
role, I think to fully automate all of the processes that they've been doing right now because
often they're working in like CAD software. Like the type of software you, you, you. You
draw your house in, they draw your teeth inside of it. I think we can fully automate that. And
let's say in in five years I think. Is going to have a double effect like. First of all, the existing
dental technicians. Are going to become way more efficient so that they can keep up with
demand just because. Yeah, it's going. To automate a. Lot of stuff for them, but because it's
going to get so automated. Dentists are going to ask themselves a question then why don't I
do it myself? Because I'm just clicking 1 button. So I think a lot of those customer appliances

will also be generated at the dentist site. And then these labs will do less design work and



we'll just do 3D printing work and like manufacturing work, I think that's definitely a
dynamic you'll see in dentistry. But then in, in terms of dentistry itself, you also see big
trends in terms of. As we said in marketing, like automatically generating a proposal so that
the patient can fully. And what will await them, but also for the for the dentists to much more
quickly see what are all the treatment possibilities that I have for this for this patient?
Because typically there's no one-size-fits-all for that patient. Like it's also depends on what
is their willingness to pay. Yeah what. What is their likelihood of actually wearing the
device? Things like that. I think we'll see a lot more. Help like an assistant for the dentist in
terms of like, look, these are all the treatment opportunities. This would be the price if you
do all of these like what you can just choose. What you propose to the patient? Same trend
is already happening in diagnostics site. So use upload a scan and that Al will recognize. Oh
look, they have a hole in their tooth here they might be in oral cancer there like. So there's a
lot of screening happening up front, which is also helping the. The patient and the dentist to
yeah deliver great, great healthcare. Yeah, I would say those are probably like the. High,

high-level, high-level stuff going on. In terms of like treatment or diagnostics related stuff.
Speaker 1

Y eah, that was all the questions from the from the interview side, like I said, wanted to make
it short and sweet. I'll, I'll keep the recording on because there were some things that I wanted
to add there that that I see based on research what I found and then also the from the

interviews now even with you.
Speaker

Thank you.

Speaker 1

Dirk, that there's a lot of these like precursors to Al integration into dentistry and it's really
at the at the beginning stages. So for instance, like you were saying with natural language
processing, there has been quite a lot of. Research into how the natural language processing
can be used with chat bots in dental training and like you mentioned, there's a shortage of
dental technicians. Again, does it match up perfectly that it's dental school equals dental
technicians or is it dental like dentists? So there's that then also deep learning like you said

with cancer treatment or picking up those things. So there's many of these like precursors to



what could be, but it just hasn't, I don't know if it's just a lack of funding or a lack of

technological.

Speaker

OK.

Speaker 1

Will or power or what's missing there?
Speaker 2

I think it's a lack of time. It's a lack of it and with that I mean that every adoption of

technology is an S curve and with at the beginning of that S curve, I would say I mean.
Speaker 1

Yeah, that, that's what. Think as well.

Speaker 2

Yeah. So I mean, I would say a lot of companies like you, you look at the the Al companies
in dentistry like we're from 2019, we're considered one of the old like the original ones like.
So we're like super, super recent and of course, a lot of Al companies popping up right now.
But you see there's a there's a field. Has essentially not changed for more than 100 years.
And now, since 2019, things have been booming in industry in terms of Al. So I don't think
the expectation can be that people are adopting this from one day to the other. I think when
you look at other technology adoption curves. Like you would say. Like cell phones or
TVMS or computers. Like it, it always takes a long time and I think. Even with Al in general,
I think it's it takes a long time, but there's the additional. Slowing down factor in dentistry
that it's a medical field and everything has to be certified and so you can develop a lot of
stuff very fast. But then by the time you can get it certified, you still have to wait typically
like another year. And it also makes sure that people are a bit more conservative in terms of
they can very quickly release something and iterate. The customers and then see what they
think and keep growing that way. It's a super fast way to develop. But you really have to
make sure you kind of do all the leg work on by yourself. You maybe include university and
some beta testers to get a fully validated product and then you do a big release and that kind

of has to be the thing. And I think that just slows. Down innovation for sure. In field and.



Yeah. Anyway also the second element to that is when the technology you're adopting can
have an impact on the health of a patient. Your risk adversity to adopt new technologies
anyway. Higher I think in in the medical field because. If I'm if I'm going to adopt A new
technology to improve my marketing, for example, if that goes wrong. Honestly, I don't
really care. Maybe I spend a bit of money and I didn't have optimal marketing, but that's like,
OK, I tried the technology, it doesn't work, it doesn't work. But if I tried the technology with
Al and it doesn't work and therefore I paralyzed my patient for the rest of their life. That's
way more you want to make be way. More sure before you adopt new technology. In the
medical fields. So I think therefore, yeah, people are obviously a bit more conservative to

adopt technology very quickly in this field.
Speaker 1

Would you say that the dentists who are doing the work are hesitant to adopt the technology
or are they using it more like a crutch for their for their current practice that they use it as an

assistant rather than taking the information as a true word?
Speaker 2

Yeah. Yeah, I think that that's really. How you have to. That that's the marketing pitch, I
would say like you have to see it as an assistant. I think that's kind of how. I mean anyway,
if you want to be. FDA approved or? Be marked. It has to be like you have to really see it as
an assistant. But the reality of the matter is that probably a lot of dentists or that's something
we really have to watch out for as software companies that dentists will don't see it as an
assistance after a. While. Once they've done. 99 cases and they saw actually every time it
was perfect start really trusting this thing. But then the 100th time it fails. They they've kind
of stopped reviewing or they're just like, oh, it's probably fine. And just click next and they
have, like, a full screening down of a of A of an image. For example, maybe there was an
oral cancer, but the Al didn't detect it. I think people will start spending a lot, lot less time
really reviewing. Was there an oral scanner here because they're just starts getting so much
trust into the Al now? I don't think that's necessarily a bad thing. Don't get me wrong, I think
it's good to. Know that, yes. The Al might sometimes miss neural cancer, but it's also
scientifically proven that it's a lot better than people. To do it so. It the chances are very high
that if the Al didn't detect it, probably the doctor would have never detected it themselves

either. And maybe sometimes there is that discrepancy and people tend to hyper focus on,



10

oh, the doctor would have seen it, but the. But at the same time, the Al probably then also at
the same time recognized 100 cancers that the doctor didn't recognize. So I think that's also
something to take into account. Yes, there might become a very high dependence on these

tools, but that's also typically because they're often better than humans at doing. That.
Speaker 1

Yeah, but 111 percent failure rate sounds much better than what could be with human

failure.
Speaker 2
Yeah, yeah.
Speaker 1

For sure, but it's not. It's not correct to say it in that way, because then you also have a patient

on the other side who doesn't want to be that 1% that that has the.
Speaker 2

Yeah.

Speaker 1

On them.

Speaker 2

It's true, but I think I think it's just the reality that people don't want to recognize or doctors
don't want to recognize that. They hyper focus on the 1% of Al like you mentioned, but they
don't want to recognize that their own failure rate is more like 10% if not 20%. So yeah,
they, they like to think that they're perfect because they study it and whatever, but it's just
not the case often. They're such a high paced environment that they also don't take the time
to. Decently. Look at the scan and really analyse the scan to its full to its fullest, like they're

just going very quickly and. Just have a have a glance and.
Speaker 1

Because as I understand, it goes from basically patient to patient. You have these 30 minute
slots or 20 minute slots and then you go to the next patient, the next patient, the next patient

and you get as many as in your day because it's business.
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Speaker 2

Exactly. And. And if you didn't. If, if you're starting to, for example, run out of time because
your other patients start waiting, you can't imagine like you're not going to spend 5 minutes.
Detailed looking at his camera, which is going to take 30 seconds and quickly check. Oh,
looks fine next one because you're running behind I think. As long as. Dentistry is going to
be set up in a way where it's so hyper focused on anyway like revenue, often time like just
trying to get one patient after the other at a high pace. It's not only revenue based, it's also
based because there's a shortage and if you don't want pent then patients, sorry they have a
waiting time of several years. Dentists. Have to have a high. Pace. Otherwise, there's just too
much demand for dentists to not be working at a high pace actually. So again, when you look
in that side of context. Which is just the reality of the world right now. Al is going to be

definitely be a. Better solution than what is wrong right now?
Speaker 1

There's a very interesting value proposition I have to say for density.
Speaker 2

Yeah, for sure. Yeah, for sure.

Speaker 1

It has a very, very big future, have to say.

Speaker 2

Yeah, I think so as well. I think for sure. And I really believe that, look you, you're going to
look back in 10 years like because you were talking about adoption is slow, but also the
companies are just all very young. The number of companies that have with Al that have.
FDA approval and CE marking. So the regulatory approvals is very, very few companies
like maybe three companies in, in the industry or something now fully have that. So I think
that's definitely something, but let's say longer term like 10 years, I think I think Al Is going
to be. All over the place in every dental practice, because indeed. It's just. Yeah, 2. Too good
to ignore it? Let's say that there's too many benefits. Like looking for example at the example
of diagnostics. Again, imagine you don't do a diagnosis because you're just again working

at a very high pace and you miss something. Then this in the US can have major, major
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lawsuits also, like if they if they miss that so it's. It's not nice to have right? So like it would
have been cool if I saw the oral cancer soon. Then I could have treated them a bit earlier.
No, no. It's really like if you missed it, then it was clearly present. Like you can get a lawsuit
and. In in the US, as you know, it's a way to get rich quick, right? So it's they people almost
want to sue their that they say they have an. Opportunity to do it, I think.

Speaker 1
And you can remove dentist and put anyone there.
Speaker 2

Yeah, exactly. Yeah, it's whatever. Just US culture almost like. Of course, not everyone, but
it's the, the way lawyers are marketing themselves is really like, look, I mean somebody did
something wrong to you. Let's fight them and you. And by the way, you'll also get maybe
€1,000,000 or $1,000,000. Like, yeah, who's going to say no to that, right, so. Yeah, I think
it's going to be. But anyway, I think therefore. Al definitely has a bright future in terms of
diagnosis, but also treatment planning, again because there's just not. Enough people to do
work. And treatment planning, that's more our market. When you look at, for example,
implantology without planning, you have a failure rate of 19%. Like with planning, your
failure rate becomes 2 percents and with planning I mean you are preparing what you're
going to do in the surgery. It's like you're going to build. A house but. You're first going to
draw the plan of how you're going to. Build the house instead of just. Just starting building
it and see what happens. So but the reality is that even though there's a 17% difference in
failure rate for general dentists when placing implants. Still, a lot of them don't plan, and the
reason is because it just takes a lot of time and time again, they don't have that time like
every dentist says. Of course I want to minimize my failure rate. Like it sucks to have a
failure. Like I don't want to hurt my patient. I don't want to have. Them. Have a bad
restoration or whatever, but I just don't have the. Time to spend half an hour behind my
computer. For every single patient to planet, and that's again where Al is going to make sure
that those. Technology. Long time and have clear benefits for the dentist and for the patients

are just going to be adopted much more because they're finally going to be auto.
Speaker 1

Thank you very much and I'll let you get back to your day again, very much appreciate it.
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Speaker 2

Thank you.

Speaker 2

OK. All right, all right.
Speaker 1

All right. Thank you very much. Have a nice day. Bye.

Interview 2: Dirk Mauclet (Veteran in dental industry, Speaker 1)
Speaker 1

So I started in this way in dentistry it also implantology orthodontics. So quite a lot of

experience during that 25 years.
Speaker 2

I heard from Antoine that I think you. He said that you would be one of the more that you

would know more about the industry than anybody else.
Speaker 1

Yeah, when I started, it was really the really, really, really first scanner and before that, it
was really like old fashioned way very. Handmade and nothing with computers, and I saw
even labs where there was even not a computer, maybe for the invoicing, but that was it. So

I saw the evolution.

Speaker 2

And this has been where in in Belgium or?
Speaker 1

Yeah, I was the latest 15 years. I was responsible the Benelux market. So but in big U.S.
companies, so was also really contact with a lot of other countries within Europe, EMEA

and travelled quite a lot because you know for the proof of concept, we were quite successful
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in selling digital solutions. And I have other also other teams in other countries like

Germany, France and Gre ece and to help them to accelerate the sales in digital.
Speaker 2

Interesting. Very, very rich career. I would have to say.

Speaker 1

And now, since I think October, October, yeah, I started for really.

Speaker 2

So quite a quite a jump there.

Speaker 1

Yeah, but I met them for the first time when they were themselves students and working on
a thesis, and they were working about Al in. Intense story, and they had some questions and
they called me a few times with some practical. Questions. How is it in the market and so
on and so on. So that was our first contact and we stayed in contact for like 5 years and now

we work together.
Speaker 2

Nice. Very interesting history there. I've been really very, very many different parts to it. So

maybe I can give a little bit of background to my thesis as well. What I've been doing so.
Speaker 1

Yeah, absolutely.

Speaker 2

So my thesis has been the marketing of dental technologies and maybe it's a little bit very
niche topic because now, as I see a lot of the focuses on the technological side of how to
implement the the Al technology. But it's been very interesting to give a look at what there
has been in in research and then now comparing that to what there is in real life. So then I
guess the the first question would be then you described your current role in dentistry and

the and what experience you have with Al technologies either with Relu or before.

Speaker 1
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When I started with yeah.
Speaker

Yes.

Speaker 1

In in dentistry and the 1st. Periods of scanning and it was like a lab scanner and it was quite
even quite manual and started with three shape that has, yeah, the first real good software to
create. And because you can. Something that you have to design a restoration on it and. If,
if I'm an honest true shape was really the first who has a complete workflow and this was in
the beginning little bit of problem. You had a scanner but you didn't have a real workflow.
So that's changed. Yeah, a lot in in the labs problem in the lab industry, is that a lot of lab
owners are at a certain age and especially in the first five years, they say, oh, no, I won't start
working on a computer. And so on and so. But at the end it was more the dentists who were
forcing the lips to go digital. The bigger labs with a lot of employees? Yeah. Bigger labs. It's
then I I'm speaking from 10 plus labs. They saw the advantage also for the. To go digital
because the biggest problem in in in, in the lab business is that you can't fund dental
technicians anymore. And this is a huge, huge, huge problem. So the. Going digital sourced
already a little bit the problem, but even today we face again the same issue because most of
them they are digital but not Al digital. So they really have to do every step. On a computer
drawing like the outline name it, it's stupid things and it takes you like 2 minutes, but if you
have to do it for. A lot of cases it takes time and time is the most difficult part in it. So the
bigger labs are really now asking us can you please create something by Al so that all these
steps is, yeah. Completely done by the Al and that we are like pilots in in an airplane with
Autopilot. We are just there to cease. Everything is going right. Maybe to do some
adjustments and then go for production, milling or printing while the milling machine is
milling. The staff can work on other things, but if they are. Working and designing it takes
quite a lot of time, especially if you go for implant cases or something like that. It's time
consuming and we start now doing more and more in Al has created quite nice things with
Al, but especially in in dentistry where we are working out for the large on the implant.
Running at dombi Al. But yeah, the question now from the labs is we need extra help because

we can't find the people anymore.

Speaker 2
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I wanted to come back to that actually about the that you said you mentioned the
technological side is there but then also the help I'm you're referring to the people that
actually behind the screen doing that. Is that because there's a lack of people going into the

industry or just that there's no proper train?
Speaker 1

The problem is that education there are not a lot of young people that start education for
dental technician. The problem over there it's because the. The education is not sexy at all.
If you go to, if you speak with teachers, they still work like we did 20 years ago. They are
not digital at all because they are afraid of it. They worked themselves in a lab for maybe 20
years and are doing their latest 1015 years of their career as a teacher. Even today they are.
Giving courses like. I had like 25 years ago and that's a huge problem because it's not sexy
at all. For young people to start with that studies and we had a discussion with the university.
Weekend to start like a special education, digital dentistry. But at the end they didn't find the
resources to set up the trainings. But actually this is what we need. This is what also can be
sexy for. For young people. To make that study. So let's say for instance, like in Belgium,
we have like. 15. Startups. And at the end there will be maybe, maybe one that will go into
the into the yeah profession and we'll work in a lab when they start in a lab actually. They
don't know nothing and they have to start all over again. So that means that their salaries in
the first two years is very, very low. Because actually they have to learn everything, and this
is also an issue when they start and they can earn more by working in the less and it's that's
also a problem. So that means. The study is not sexy enough. It's not. It's not. Attractive for
young people. And if they start, yeah, they have to be very, very, very motivated to struggle
through the 1st 2 years in the lab. So this is the main issue.

Speaker 2

Do you think that then Al not only in the technological side with dentistry? As I've read in
research, Al has been used now more so in as a chatbot with dental education. Do you think
this can be used as chatbot function can be used for students? For customer acquisition for
patients is there, is there a future involving those three key stakeholders? Then I guess in

dentistry with AI?

Speaker 1
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UM. I think in. Education of patients and knowing what's. Are the different solutions because
this is also an issue, can be very helpful. You have like dental monitoring that you can take
a video of your mouth with your with your phone. If you can combine that with OK A I can
do several proposals or several treatments, that's. Could be very. Helpful, especially in the

communication with the with the dentists.
Speaker

Yeah because a lot of dentists, they are not educated to have communication with patients,
they patients says, for instance patient enters the office and he says I'm not happy with my
smile. And the dentist will say I can solve it. It will cost you like. 18 Ibs euros. You have the
smile design, but it's quite time consuming. Still today for the dentist, so they don't do it
because it takes them like 20 minutes to make a proper smile design for the patient. And
actually it has to be as simple like a car Configurator that you. At your options and that you
have. The big screen that you see yourself, OK, if I do this treatment, this will be the end
result. And can I be happy with it. But yeah, that part of communication like smile design,

Al can be very helpful in that.
Speaker 2

And has the has the marketing in the dental field with the technological changes, have they
kept up or are they lagging behind?

Speaker 1

Lagging behind and the biggest problem is that as company as dentists as manufacture we
are not allowed to make marketing directly to patients. This is a European law. So that means
that. We are not allowed to make, yeah. Any promotional, whatever or marketing, whatever
that is going direct to the patient. So the patient is not informed by the industry. They can
only be informed directly by his dentist.

Speaker 2
Regulations have gotten in the way.
Speaker 1

Yeah, it's even not allowed by Europe to offer like, a pen to with your name on it, to a dentist,

it's really, really regulated.
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Speaker 2

But B2B is perfectly fine as I've seen on relus LinkedIn that they do quite heavily with lab

technicians and.
Speaker 1
Yeah, yeah.
Speaker 2

It's good to then put the pieces together to understand that that EU doesn't allow that you can
market to customers then. So then can you see that some sort of future where Al is also

personalizing the market marketing content from B2B like in the case where?
Speaker 1

Yes, that's no problem.

Speaker 2

So that they push like for this lab and this lab different things.

Speaker 1

Absolutely. Yeah. Some labs are doing everything some labs are doing only orthodontic
treatments or full dentures. Yeah. If you send marketing for implant planning to orthodontic

lab. It doesn't make sense. So yeah, absolutely.
Speaker 2

OK, that's actually quite interesting that then. Well, that, that there's different labs that do
different things, of course they have their own niche that they want to target in the market.
But it's interesting that then you can really find them and then target that this one goes for
this and this one goes for that. That's quite interesting. And I think with Al it's probably
quite. Quite good tool to do for that. And then final question, as I said, I don't want to take
so much of your time. [ understand that you have a busy day or, but it's interesting to discuss
and find out more from the research and then put it together in one final package. But then

what do you think the Al the role of Al will be in?

Speaker 1
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No problem.

Speaker 2

In future, dental marketing or technological in the next 5 years?
Speaker 1

On the lab side or the dentistry side?

Speaker 2

Whichever you feel most comfortable to discuss.

Speaker 1

Both. I think lab business is changing quite rapidly. What we see is the smaller labs like 123.
Persons they are stopping, so we see more and more big. Labs with invest investors and so
on. They are really asking for Al solutions. I'm quite sure that if we're going to look to the
to the lab business within five years, there will be more, much more done by Al, that's for
sure. And they are also asking for it in the dentistry site a little bit similar. The reason why
they don't go like fully digital today is it's because it's too time consuming today because I
I'm going to give you an example if they want to do a proper implant plan. Before they do
the surgery, it will take them after taking the CBCT images and the internals scan, it will
take them like 20 to 30 minutes to make a proper plan. So they don't do it because in 30
minutes they have placed already implants or have seen to other patients. Problem is that
today if you want to have an appointment with your dentists, it will and you have to search
for a new dentist then it will take you like 2 years to find a new. Dentist. If you have already
advanced and make an appointment, it's like 6 months so. There is a lack of dentists in in,
in, in Europe, so they don't put time in it in we presented the yeah, the better version of the
implant planning app where they just have to upload the data. It can be done by the assistant.
Clicking on next and two after 2 minutes calculation you have the complete. Proposal of the
implant planning. So it's means that it takes the doctor like one minute to log in and to open
the proposal and has his complete plan presented at the at the at the show in in forensic to
several doctors. They were so enthusiastic because and even they say Eva, the day that I can
do this. I will do a proper plan. Morning, but today it takes it's so time consuming that I don't
do it that I'm completely free handed and we will see. So it will change a lot because if we

can reduce the time. And dentists are not fighters. They are. They can put a PC on and off,
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but that's it. It has to be as easy as possible and as fast as possible. And that's what Al can
do. And that's what we are working on for implantology, but also. On orthodontic side. And

this can make a huge game changer.
Speaker 2

One final question before we finish up or if you want to speak freely, it’s up to you. But I
did come across in my research that there's a quite big issue that may be one reason why Al
hasn't been used so much within dentistry within the patient to dentist part is that. There's an

issue of privacy the health, privacy or security or is there any issues with that?
Speaker 1

No, not at all, OK. Our platform is completely GDPR approved. And so on and so. On so

there is no issue at all.

Speaker 2

So it's just based on the approvals and how you do your things with your own, yeah. OK.
Speaker 1

We have we have to have the FDA approval and the CEO approval and MDR and so on and
so on. And we protect also the yeah the patients information. But that's not an issue at all.
OK, if you're in in line with the rules about it, as we as company or other companies, then

there's not no problem at all, yeah.
Speaker 2

OK. That, that's all the questions that I had from my side. I think that you elaborated quite
well on them and then I think it will be quite useful for my thesis but. That was 111 question
that I wanted to ask because a lot of papers and I guess this comes from the IT side that
they're always saying we need to focus heavily on that patient safety, customer data safe and
it's not being used in a in a bad way with Al or it can go somewhere else with Al I that that's
what I was reading all the time. But I guess in this case that if you have your things in check

and regulators have approved then then it should be OK.

Speaker 1
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Yeah. For instance, if a dentist is doing planning on our platform, we even we can't see the
planning. We only can see it if the dentist flags the case as an issue case. Then he allows us
to see to the case and to see what has been what has been going wrong or whatever. Only
then and we can't. Open it any case that we want to have all that name, it's impossible. So

it's completely protected so. That's no issue, but you have to be in in in line with every rule.
Speaker 2

Right, right. I think that's all for me

Speaker 1

But if you have any questions, just text me and I'll give you an answer on it. No problem at

all.

Speaker 2

Yeah. Thank you very much and enjoy the rest of the day.
Speaker 1

Thank. Thanks a lot. Thank you. Bye, bye.

o Interview 3: Germdn Lavin Viasquez (Dentist)

Speaker 1

Maybe to begin, it would nice if you could tell a bit about your current role in the dental

industry and your experience with artificial intelligence technologies in the dental industry?
Speaker 2

I work as an oral surgeon and technical director for a private dental clinic in the Araucania
region of Chile, I work on a wide range of dental services offered by our facility. The services
we offer include paediatric dentistry, dental surgeries, surgery, endodontics, periodontics,
oral rehabilitation, orthodontics, and oral prosthetics with an emphasis on both preventive
and curative care. Currently, our clinic does not use Al technologies in the diagnostic or

treatment processes.
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Speaker 1

Has the marketing landscape in the dental industry changed with the recent advances in

technology? Focusing more recently on Al developments?
Speaker 2

Technological advances have greatly increased the effectiveness of marketing strategies in
the dental industry. We use social media platforms that provide specialized tools to
complement our advertising efforts. Additionally, we use external applications to facilitate
the creation of advertising posters and videos, allowing us to reach a wider audience both

inside and outside our city.
Speaker 1

Since the technology has seen great improvements to reach a wider audience, how do you
think Al can improve your customer acquisition and patient engagement internally or in

general?
Speaker 2

In general, I believe Al can make it easier to identify patients who need comprehensive
dental care rather than just consultations. Additionally, you can improve patient tracking and

retention by automating appointment scheduling and timely reminders for regular checkups.
Speaker 1

Do you think Al can be used to personalize content for patients who would be clients in your

clinic?
Speaker 2

Al can offer increased services for customers who might not be willing to visit our clinic so
often. We can reach them with content which is more catered towards their preferences, and

this might be one way which we can get more patients.
Speaker 1

What about from B2C perspective? For example, with laboratories which might offer

services for you?

Speaker 2
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Al can identify potential partnerships with practices that offer services beyond our current
offerings, such as oral implantology, by arranging scheduling between centres. For B2C
clients, you can quickly and accurately identify potential customers, allowing you to

personalize advertising based on their search preferences and specific needs.
Speaker 1

In your assessment, what role do you see Al playing in the future of dental marketing,

especially in the next five years?
Speaker 2

Without a doubt, Al will be an innovative and highly effective tool, surpassing current
systems that rely on human intervention. It has the ability to generate advertising content
that is targeted and tailored to specific populations, optimizing resource allocation and
expanding the reach of each dental practice. This will facilitate more effective

communication with patients and other practices.
Speaker 1

From my side, those are all the questions I have lined up for our interview. I would like to

thank you for your time.
Speaker 2

Thank you, it’s been a pleasure.



