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Better oral health for all %Fﬁﬁk?ﬁﬁﬁ%ﬁ%}% El/‘Jﬁmlfl
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To enable people to “do the right thing” — throughout their life - for maintaining
oral health (“Make healthy choices easy choices”) %Eﬁﬂﬂ]ﬁ;ﬁi_ﬁ'ﬁ
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To motivate providers (i.e. industry, health care professionals and educators) to
come up with products, services and information that enables people to "do
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Toothfriendl

Toothfriendly International is a non-profit association established in 1989
with seat in Basel, working for better oral health. [E Rk K ¥h22&—8 1T
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We promote preventive measures which include regular oral hygiene,
appropriate dietary habits and regular check-ups by a dentist. FA1ME S5 &
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We license the Toothfriendly Mark for use on the labels and in advertising of
products which are safe for teeth, i.e. non-cariogenic and non-erosive. FA1#%
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Toothfriendly Organisation 1Al ﬁfﬁ/\ﬁﬁéﬂ R*ﬂﬁ/]

Toothfriendly International 1989 [E bRk A2 A7 T-19894F
Toothfriendly Foundation 2004 A& W23k 43 7. 20045
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National Associations % & A &K < pH-Test Stations pHAZHIL
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1985 1997 uzz TRy PDUH

Witten/Herdecke

W | e ¥ ¥ i

Fn .
Iﬁﬁj:jj ﬁ‘ﬁj(% FEIWltten/Herdeckej(—T— EFI.:“:E{j(

Thailand Canfias
Interest Groups Chulalongkorn i

Greece

China @
Thailand




Toothfriendly test 5 & Nz

« Toothfriendly Non-cariogenic and non-erosive
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« pH-Telemetry Test = measurement of the plague-pH
and the exposure of the teeth to food acids in vivo
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Toothfriendly test 5 & Nz

Toothfriendly when... LL M & 5L AT A € AT A...

. ...pH of the plaque remains over 5.7 24 % & JF ) pHIE 4L = 15.7
NO cariogenic potential X 7 ik 54 Sl ik P

« ..acid load on the tooth surface remains below 40 pmol H+ x min 5

A 3% M EL D2 T 88 22K F 40 pmol H+ x min
NO erosive potential X 4 14 7% A J& ik

pH Test product Positive control (sucrose)

Tested

Minutes a5 90 PNy
Plaque-free electrode R

—P|aque-covered electrode



Scientifically tested 2 15 Bl 2256 UF 15 1 3 56

Over 100 products worldwide are accredited with
the Toothfriendly logo4= {H 7Lt i 10022 /4~ 7~ i il 1
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@® Mit dem , Zahnmannchen mit Schirm®
a ‘\ 2eichnet die Aktion rohnfreundiich e, Berfin,
zahnfreundliche Produkte aus. Weitere Infos
R erhalten Sie unter www.xohnmaennchen.de.

Auch fluoridiertes Speisesalz leistet einen
wichtigen Beitrag zu Ihrer Zahngesundheit.



Beyond confectionery [& 1 ¥ )

» Oral care products carrying the Toothfriendly logo must be safe and
effective EA U7 A PRI RS CRAG = i L A0 22 4 30

» Each product is revised and approved by the Scientific Advisory Board
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The Toothfriendly logo communicates a message that is:
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Supported by dental associations and opinion leaders
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Relevant to every consumer (healthy teeth)
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Easy to understand by any consumer

fa B T, AR ATV 5 AR 2 R A

Simple to apply under all circumstances
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Toothfriendly activities ik & P2

« Presence at international confectionery fairs and dental eventsZ: il
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* PR and communications: annual newsletters and Toothfriendly
International in the media 2~ 3L 55 55 VA AC I : A BE I TR (] s ik A
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« Educational material distributed by dentists & i 7 R} = 4= 5 & i i 5




Logo awareness: Switzerland A & A5 VR 1E Fi 1 Y E0 44 B

«  95% consumers recognize the logo - 95%1) A A TRIX MR il

» "Toothfriendliness" third most important buying criteria after
taste and consistency 7= it & B A 5 A bR R AR T I EAI R
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* 67% spontaneously choose product label with large
Toothfriendly logo - 67%1 N S5 14 R ik 86 B A BOR i bR iR
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Market survey: marketagent.com, November 2010
n= 1122 net interviews across Switzerland
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