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Who couldn’t use a little advice every now and again? I’m a big fan of calling an 
expert whenever there is a legal or technical hickup I cannot solve myself, and I’m 
betting that you are too. 
                                                                                                                                                                
If I’m right about that, you’re going to like this Newsletter issue, which is loa-
ded with good advice. Maybe you want to save some money by reducing your 
company’s pH-telemetry testing bill? Done! Or perhaps you are looking to improve 
the ingredient mix of your sugar-free candies ? We’ve got you covered! 
                                                                                                                                                               
Of course, the sound advice doesn’t end there. On page 5 we are pinpointing the 
key lessons to learn from Falim’s success in Turkey; on pages 6-7 you’ll find the 
most exciting Toothfriendly confectionery launches of the season; and we’re also 
introducing you to a bunch of very enthusiastic Toothfriendly team members who 
are happy to share their expertise with you. Give us a call and let us help you out!                                                                                                                                             
                                                                                                                                                                                                                                                       

Words of Wisdom

Dr. Albert Bär                                         
Toothfriendly International
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meet our team

Getting Unstuck

Working for Tooth-
friendly means that I 
get to... lead internati-
onal projects and col-
laborate with people 
of different nationa-
lities. It also means 
making a difference 
in the lives of others 
through prevention 
programs.  When I 
need a creative break 
at the office, I...  go 
for a walk. Walking is, 
for me, a meditative 
process and a feeling 
of freedom. The best 
career advice I ever 
got was to...  read the 
classic book, “Who 
moved my cheese?” 
of Spencer Johnson. 
Once you are aware 
of the inevitability of 
change, you can an-
ticipate yourself and 
make better decisi-
ons. The biggest „aha“ 
moment for me was, 
when I...  realized that 
you do not have to 
ask for responsibility, 
you just have to take 
it. If you believe in 
yourself and your abi-
lity to do something 
better than others, 
just do it! 

Five members of the Toothfriendly team talk about their own „aha“ moments at work.  

Laia Grao            
Toothfriendly 

Basel office

Thongchai 
Vachirarojpisan               

Toothfriendly        
Bangkok office

Hedi von Bergh             
Toothfriendly               
Berlin office

Sheila Koen            
Toothfriendly               
Istanbul office

Claudia           
Uebelmann       

Toothfriendly               
Basel office

Working for Tooth-
friendly means that 
I get to... make a 
contribution to oral 
health, not just in 
Thailand, but also in 
other countries. 
When I need a creati-
ve break at the office, 
I...  walk in the park.  I 
believe that if we are 
close to green nature, 
good ideas will come 
eventually. 
The best career 
advice I ever got was 
to...  do my best and 
let it go. Sometimes 
things happen that 
are just out of our 
control. Don‘t worry 
about the result. This 
is still my motto no-
wadays. The biggest 
„aha“ moment for me 
was, when I...  took an 
enneagram course 
in 2011. After years 
of working as a staff 
member in Univer-
sity, I struggled with 
something that was 
not clear in my mind. 
When my “aha” mo-
ment came, I realized 
what I wanted in life 
and how to manage 
my inner mind.

Working for Tooth-
friendly means that 
I get to... be versa-
tile and combine 
communication and 
organization skills. 
Also the social aspect 
is important: it is mo-
tivating to know that 
what I do is helpful 
for other people.  
When I need a creati-
ve break at the office, 
I...  get out of the 
office for a short walk. 
We have a nice park 
close to the office and 
walking there clears 
up my mind. Silence 
enables the space in 
mind for creativity. 
The best career 
advice I ever got was 
to...  dream and visu-
alize what you want 
to achieve… and 
get into the dream, 
make it realistic and 
make the right steps. 
The biggest „aha“ 
moment for me was, 
when I...  noticed that 
sometimes if the plan 
does not work, you 
should be flexible 
and have the courage 
to change the plan 
itself.

Working for Tooth-
friendly means that I 
get to... combine my 
journalistic skills and 
dental know-how - as 
well as my passion for 
beautiful teeth and 
caries prevention.  
When I need a creati-
ve break at the office, 
I...  love to listen to 
music: either jazz or 
classic. I also enjoy 
lunch breaks with 
good friends. 
The best career 
advice I ever got was 
to...  develop and pro-
duce a TV-program 
for the waiting rooms 
of dental practises 
- and of course to 
accept the offer to 
become the Tooth-
friendly Country 
Manager in Germany.  
The biggest „aha“ 
moment for me was, 
when I...  noticed 
how much support 
dentists need in the 
patient-related com-
munication. Another 
key lesson was to 
realise that beautiful 
teeth play a huge role 
in our private and 
professional lives.

Working for Tooth-
friendly means that 
I get to... make my 
own small contribu-
tion to oral health. I 
enjoy working for an 
organisation with a 
good cause.
When I need a 
creative break at the 
office, I...  get some 
fresh air and take a 
brisk walk at the park 
located just outside 
our office.
The best career 
advice I ever got was 
to...  be open and 
honest. If I’m facing a 
job-related problem, 
I try to deal with it 
directly with the 
people involved. 
The biggest „aha“ 
moment for me was, 
when I...  learned to 
look at things from 
other people’s per-
spectives: every coin 
has two sides. We can 
all learn something 
from the people 
around us if we are 
willing to really listen.
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in the spotlight

If you are looking for lessons in suc-
cessful chewing gum brand marketing, 
Falim, a single-wrapped mastic gum 
brand currently owned by the Monde-
lez Group in Turkey, is one of the best 
case studies you can use. 

Mastic - a resin obtained from the mas-
tic tree - has a long tradition in many 
cultures.  In ancient Greece, it was given 
as a remedy for snakebite; in India 
and Persia, it was used 
to fill dental cavities. In 
most countries mastic still 
remains unknown – or un-
popular – due to its strong 
pine-like flavor. In Turkey, 
however, mastic gums make 
a hugely popular after-meal treat. 

But what makes mastic gums so special 
in Turkey? Tradition, maybe, and the fact 
that they have been marketed cleverly.
Here are the four key lessons we can 
learn from the makers of Falim gum:

1. It‘s a gum with a message Falim is 
the Turkish version of a Chinese fortune 
cookie: each gum comes with a little 
piece of paper with a cute, short mes-
sage. Falim (“My Fortune”) uses a lot of 
wordplay and creative texting also in its 
marketing: billboards, social media and 
print ads. For the Turkish consumer, Fa-
lim is more than just a gum; it is a gum 
with a story. And authentic, emotional 
stories is what all powerful brands in 
the world are built upon.

Letting the traditional mastic gum Falim inspire you could be your smartest strategy. 

Mondelez Turkey: From Mastic to Mainstream

2. It has the support of dentists
Another key lesson for Falim has been 
the endorsement of Turkish dental 
professionals. In Turkey, mastic gums 
have always been considered beneficial 
for oral health – and not just due to lack 
of sugar, but to mastic’s anti-bacterial 
properties. 

Falim has integrated the 
dental message into its package de-
sign in an instantly-recognizable and 
sympathetic way that even children 
understand. Since the 1990‘s, the Falim 
wrapping boasts a large Toothfriendly 
symbol together with the words “Diş 
Dostu” (“Tooth Friend”). 

3. It looks nothing like regular gums
To many Western marketers, single-
wrapped gum seems like an unlikely 
product concept, but in Turkey, Falim 
is recognized through its 
unique style by the Turkish 
consumers in every age 
group. Modern gum pa-
ckaging may look different, 
but Falim stays true to its 
original wrapping. Granted, 
the range has also new packa-
ge formats: multipacks and

flip-top boxes. But at the core of the 
brand is still the simple single-wrapped 
gum. 

4. It‘s brand identity has been carefully 
renewed In Turkey, mastic gums may 
have hundreds of years of 

consumer tradition, 
but this does not 
make Mondelez im-
mune to the need 
to refresh the 
Falim brand from 

time to time. 

For example, when the company wan-
ted to signal that Falim also appeals to 
younger, urban consumers, witty social 
media campaigns helped to signpost 
the change. Today, the social media-
savvy Falim has over 134‘000 followers 
in Facebook and an active Twitter 
community. Find out more about Falim 
at www.falim.com.tr

Wrapped for success. Mastic gum is a 
Toothfriendly snack innovation which 

dates back some thousands of years.

„All powerful brands 
are built upon            

authentic, emotional 
stories.“
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news

Mexico‘s Sugar Tax Paves Way To Healthier 
Confectionery in Latin America

Mexico‘s ground-breaking tax on sugary beverages and 
confectionery makes immediate cut on consumption. The 
industry is looking at ways to go around the tax by creating 
healthier alternatives to sodas and sweets.

New websites and social media presence -                           
the Toothfriendly team has overhauled its communication 
platforms worldwide. Join us, like us and talk to us!

Switzerland: Uptick 
in Toothfriendly 
Certification

The Toothfriendly team has relaunched its websites www.toothfriendly.org, 
www.zahnfreundlich.ch and www.zahnmaennchen.de with a fresh new design, 
featuring regular posts to inspire and educate both consumers and opinion 
leaders about the organisation‘s efforts to promote oral health. The download 
sections contain consumer brochures and guidelines, presentations and pic-
ture material. You may also connect with us at LinkedIn or Facebook. 

In October 2013, Mexican congressmen 
approved a ground-breaking 12 % su-
gar tax on sweetened beverages. Apart 
from the drink tax, a new 8% tax was 
introduced on calorie-dense packaged 
foods, also with the aim of discouraging 
consumption.

The controversial tax is been hotly de-
bated around the country, and scorned 
by the food industry. Coca-Cola Mexico, 
for example, pledged to focus on sales 
of low-calorie and no-calorie drinks, im-
prove the transparency of labeling and 
not advertize to children under the age 
of 12. The confectionery industry is also 
looking for ways to smarten up their 
product formulas. A surge of new sugar-
free product formulations is expected in 
the near future. 

Three Swiss confectionery 
manufacturers are unveiling 
their safe-for-teeth novelties. 

Chocolat Frey launched a new Tooth-
friendly-labelled chewing gum flavour 
based on the nation’s favourite ice tea 
brand. The idea for the quirky gum con-
cept came from Migipedia, the digital 
consumer platform of the Swiss retailer 
Migros. 

Halter introduced a new range of 
Toothfriendly candies featuring exotic 
ingredients: aloe vera, goji and green 
tea. The flavours also contain added 
vitamins, ginseng and collagen.

F.Hunziker launched new Toothfriendly 
vitaminized gummy candies targeted 
for children. Toothfriendly Revamps its Visual Identity
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news

Turkish Chewing Gum Manufacturers 
Committed to Oral Health Promotion
The Turkish chewing gum industry 
is ramping up their commitment to 
Toothfriendly certification, with three 
companies announcing new milestones 
and Toothfriendly product innovations. 

Market leader Mondelez is coming 
up with new flavour variations to 
its number one mastic gum brand 
Falim, while Kervan announced the 
launch of a whole new Toothfriendly-
certified gum brand, Bebeto. A third 
major chewing gum manufacturer 
in Turkey, Continental Confectione-
ry Company, an affiliate of Gumlink, 
has revamped its Oneo gum range.                                                                                                                                           
                                                                         
«The market for Toothfriendly confec-
tionery is particularly strong in Turkey, 
with most of the nation’s sugar-free 
gum manufacturers committed to 
Toothfriendly certification», commented 
Selda Alemdar, the Country Manager of 
Toothfriendly Turkey.

Growth in Toothfriendly certification 
in Turkey not only reflects the demand 
for healthier and sugar-free confectio-
nery, but is having a positive impact 
on the oral health of underprivileged 
children living in the rural countryside. 
By using the Toothfriendly certifi-
cation mark, the industry is obliged 
to pay a yearly license fee which is 
directed to oral health promotion.                                                                                                                                       
                                                                           
«With the financial help of the industry, 
we support long-term caries prevention 
programs targeting underprivileged 
children», says Alemdar. 

«In Turkey, we have a strong cultural 
tradition for helping one another. By 
taking part in the Toothfriendly certifica-
tion program, the confectionery ma-
nufacturers are not only committed to 
producing healthier products, but also 
engaged in social resposibility projects», 
states Alemdar.

Germany:                    
New Dental Product           
Launches for Kids

Not only confectionery manufacturers, 
but also the makers of OTC medicine 
and baby nutrition show a commitment 
to Toothfriendly quality.

HiPP is expanding its range of Tooth-
friendly baby teas with various new 
flavours and product formats. The new 
granulate tea comes in handy single 
portion size sticks. 

Siemens & Co is presenting Emsillen, 
a Toothfriendly lozenge targeted for 
children. 

Along with industry giants Nestle, 
Unilever and Coca Cola, Toothfriendly 
International supported and co-spon-
sored the Food Matters Live event held 
on 18-20 November 2014 in London. 
Toothfriendly‘s presentation at the con-
ference was titled „Oral Health Aware-
ness & Toothfriendly Co-Branding“.

Food Matters Live is a unique cross-sec-
tor forum bringing together over10,000 
visitors from the worlds of food retail, 
manufacturing, research, nutrition and 
public policy. 

UK: Toothfriendly International at Food Matters Live

Food Matters Live is held at London‘s ExCel. Meet us there again in November 2015!
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Dr. Albert Bär, Executive Director at Toothfriendly In-
ternational, gives insight on the Toothfriendly labelling 
procedure.

may we help you?

                                                                                 

A: As every product which is to 
be labelled as Toothfriendly, also your 
new slab gum would need to pass the 
standardized plaque pH telemetry test 
which at present can be performed at 
university dental institutes in Zürich, 
Witten Herdecke or Beijing. In this test 
the cariogenic and erosive potential of 
the product will be examined in vivo. 
                                                                           
For each product we need the recipe 
number, its name, as well as its 100%

formula. Based on your product 
formulation(s), we will determine 
the need for testing and contact 
the test centers on your behalf to 
get you a written cost estimate.                                                                                                                                        
                                                                             
If on receipt of the test results, you 
would wish to use the Toothfriendly 
logo on the label and in the advertising 
of your product, a license agreement 
would need to be concluded between 
your company and our association 
which gives you the right to use our 
protected trademarks.
                                                                             
In any case, it would be useful to discuss 
your project over the phone already in 
a very first phase. We dispose of quite 
some experience in product develop-
ment and may be able to advise you, if 
needed.

                                                                        

A: So far we are unaware of any 
problems which national authorities 
of EU Member States would have 
had with the Toothfriendly logo 
on packages and in advertising.                                                                                                                                    
The logo itself is a registered trademark 
which is exempt from the Regulation 
1942/2006 (cf. Article 28(2) of this 
Regulation). 

Should you or any of your customers 
wish to use the Toothfriendly logo or 
face problems from the use of it, please 
let me know. We would be glad to help 
in whatever way we can.

„When In Doubt, Give Us A Call“

                                                                         

A: Not necessarily. In order to get 
a modified version of an earlier tested 
product approved, kindly send us  the 
100% formula (i.e. complete recipe) and 
the specifications of the used flavors, 
fruit extracts etc. of both the originally 
tested and new modified product.                                                                                                                                         
                                                                              
In case of ingredients which are on 
the market in a toothfriendly and a 
not toothfriendly quality  (e.g. maltitol 
syrup, polydextrose and a few others), 
we also may need to know the source 
(supplier) of the ingredient and its 
precise brand name.
                                                                              
If the modification is such that it does 
not impair the Toothfriendly quality of 
the new product, we prepare a report 
on the substantial equivalence of the 
two products and send this report to 
your company.

Q: One of the  slab gum re-
cipes I am working on requires 
the Toothfriendly claim. Can 
you tell me what the licensing 
process is? 

Q: We would like to use the 
Toothfriendly logo in our sugar-
free candy line sold in the EU. 
Do the various European Health 
Authorities accept the Tooth-
friendly logo?

Q: We have made a minor 
modification to the product 
composition of our Toothfriend-
ly chewing gum range. Does the 
modified product have to be 
tested?
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may we help you?

                                                                                 

A: We can indeed test not only final 
consumer products but also a variety of 
ingredients. When testing totally new 
ingredients we typically do the first 
tests under worst case conditions, i.e. 
rinsing with a 10% solution. The result 
will tell us whether the product is com-
pletely without risk, or whether it is a 
borderline case (such as certain maltitol 
syrups or polydextrose products), or 

whether it is a hopeless case. Regarding 
sorbitol, various pH-telemetry tests 
have already shown that it does not 
depress the plaque-pH of the human 
saliva below the critical limit. From a 
scientific perspective, the toothfriend-
liness of sorbitol is thus well docu-
mented and does not require further 
testing. However, if you wish to attain 
proof that the sorbitol you produce is 
Toothfriendly, it would suffice to test 
the ingredient in two volunteers with a 
minimum total cost.
                                                                              
As for fructose, this sugar will be fer-
mented by the plaque microorganisms 
rather quickly and therefore the plaque 
pH will drop below the critical value 
of 5.7. Therefore, from my perspective, 
it does not make sense to test your 
fructose syrup because a negative result 
is to be expected.

                                                                                 

A: To give you a short answer: yes, 
the test is always needed for new pro-
ducts and no, there are no alternative
methods.                                                                                                                                              

Today, pH-telemetry is considered the 
only feasible method for testing both 
the cariogenic and erosive potential of 
foods. The method is also laid down in 
the food law of several countries. For 
example, in Switzerland pH-telemetry 
was integrated into food law as early as 
in 1969. Also the regulators in the US 
and in Europe recognize pH-telemetry 
as the only reliable method for testing 
Toothfriendly-labelled foods. 

What makes the test so cost-intensive 
is the fact that it is done in vivo, which 
means that we use human volunteers – 
patients with removable dental devices 
– to measure the developments in the 
plaque pH. Since the dental protheses 
have to be fitted individually for every 
participant, the trials are time-consu-
ming.
                                                                             
We can, however, reduce the testing 
cost involved for your company by 
pre-screening your product formulation 
prior to the test. In case of a range of 
several flavours, for example, we would 
only need to test the most critical 
one(s): the flavour(s) with the highest 
levels of acidic or otherwise potentially 
harmful ingredients. By allowing us to 
evaluate your ingredient composition 
prior to the test you may save a signifi-
cant amount in testing costs.

Dental device worn by the pH-telemetry test 
person.

Q: Our company manu-
factures sorbitol and fructose. 
Could you determine the tooth-
friendliness of our ingredients 
with pH-telemetry? What is the 
cost of testing?

Q: We have developed a new 
sugar-free product and want to 
use the Toothfriendly claim on 
our labels. Is the pH-telemetry 
test always necessary? Aren’t 
there any cheaper alternatives?

„Today, pH-telemetry is considered the only 
feasible method for testing both the cariogenic 

and erosive potential of foods.“
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Isomalt also has longer dissolution kine-
tics as other sugar replacers leading to 
a prolonged indulgence. An important 
fact when it comes to active ingredients. 
Since it does not interact with active 
ingredients like vitamins or minerals 
isomalt scores in this respect as well. 
Additionally, it shows also very highly 
resistant to acid and enzymatic 
hydrolysis which expands the possi-
bilities for various hard candy ideas.  
Having a low viscosity, isomalt reduces 
bubble formation which may occur for 
deposited candies. 

When it comes to product quality and 
storage properties, the hygroscopicity 
of the raw material is a vital factor. Being 
low-hygroscopic, final products with 
isomalt will not become sticky or melt 
– even at warm temperature. This also 
allows to safe packaging material since 
hard candies with isomalt will not need 
to be wrapped individually. In contrast 
to other sugar replacers isomalt crys-
tallizes transparently which allows for 
transparent candies which keep their

A: With isomalt you choose the 
number one sugar replacer in sugar-
free hard-boiled candies. Worldwide 
manufacturers using isomalt in their 
candies are convinced of its technical 
and nutritional benefits. Being the 
only sugar replacer derived from sugar 
it has a sugar-like sweetening profile 
and a mild sweet taste. Having also no 
cooling effect in contrast to other sugar 
replacers it supports very well fruit and 
even subtle flavours . The important 
balance between acidity, fruit flavour 
and sweetness can be controlled to the 
maximum advantage.

brilliant shine and transparency over the 
complete shelf life.

From a nutritional point of view isomalt 
helps consumers with a sweet tooth 
to enjoy more healthy products with a 
natural sweetness. Having only half the 
calories of sugar it supports calorie-re-
duced candies. Furthermore, giving bulk 
it can replace sucrose in a 1:1 ratio easily 
without any further adoptions in the 
production process allowing not only 
sugar-reduced or low calorie but also 
sugar-free claims. Being very low-gly-
caemic it helps to balance one’s blood 
glucose level in a healthy way. Last 
but not least it is toothfriendly. Both 
nutritional benefits – low glycaemic and 
toothfriendly – have been positively 
evaluated by the EFSA and received a 
health claim approval. 

Regarding your second question: yes, it 
is possible to pair up isomalt with stevia. 
Our experts at the BENEO-Technology 
Center have overcome the challenges 
related to formulations with stevia. In 
hard-boiled candies for example the 
combination of isomalt and stevia sup-
ports a wide range of flavours without 
any negative aftertaste, sometimes 
associated with stevia.  This is due to the 
fact that isomalt enhances both fruity 
and subtle flavours and demonstrates 
good stability, ensuring that there is no 
difference in a product’s taste over time.  

Q: The company I work for is planning to develop sugar-free hard-
boiled candies. What are the benefits of isomalt as opposed to other su-
gar substitutes (e.g. xylitol, sorbitol)? And is it possible to pair up isomalt 
with stevia in sugar-free candies?

Anke Sentko, Vice 
President Regu-
latory Affairs and 
Nutrition Com-
munication at 
BENEO-Institute

Two ingredient experts, Anke Sentko and Bertrand Rodriguez, offer their advise on 
product formulation, from stevia-sweetened candies to delicious chocolate.

The Makings of Toothfriendly Confectionery

may we help you?
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may we help you?

Q: We plan to use maltitol syrup in our Toothfriendly fruit candies.   
Is maltitol syrup always safe for teeth?

A: Maltitol syrups are manufac-
tured by catalytic hydrogenation of 
high maltose-content glucose syrup. 
This process produces hydrogenated 
glucose syrups by binding a hydrogen 
molecule at the reducing ends of the 
constituent sugars. Thus, for example, 
the glucose fraction leads to sorbitol 
and the maltose fraction to maltitol. 
Both later are polyols which are recog-
nized to be safe for teeth. 

But in maltitol syrup, which is a com-
bination of sorbitol, maltitol, and both 
hydrogenated oligosaccharides and

polysaccharides, the key question is: 
is my maltitol syrup safe for teeth? In 
other words, how can I make sure that 
no hydrogenated polysaccharide will 
be fermented by the dental plaque 
bacteria? 

The answer is: manufacturing process. 
For instance, thanks to a unique and 
state of the art manufacturing process 
of Lycasin® maltitol syrups, we guaran-
tee that no fermentation will occur that 
may drive the plaque pH below 5.7 and 
be harmful for enamel. 

Technically, this is why Lycasin® grades 
have passed the pH-telemetry test and 
can bear the “Toothfriendly” quality 
label from Toothfriendly International.

Q: We are considering using maltitol in our new sugar-free product 
range. In which confectionery applications does it perform best?

A: Maltitol can be used in all kind of 
confectionary. The crystal or liquid form 
may be more suitable for one applica-
tion or another. Let me explain this with 
examples.

In chocolate, the powder form displays 
the advantage of the weight by weight 
replacement of sucrose in the recipe, 
which is very convenient for formula-
tors. Consumer tests have shown that 
organoleptic properties are also very 
interesting even in dark chocolate with 
a sweet taste nearly the same as sucrose 
and no cooling effect. 

In sugar-free chewing gum, maltitol 
provides the best crunchiness to answer 
the need of consumers. Its stability it 

very resistant to hot and humid condi-
tions. Thanks to recent research work, 
crystalline maltitol is now available in 
directly compressible form that allows 
the production of sweet, non-cooling 
tablets with a very good stability. It fits 
particularly well with fruit flavors or 
warm notes such as coffee, caramel or 
vanilla. 

Finally, maltitol syrups may also be 
used in various other confectionaries. 
They are the sweetener of choice for 
the production of toothfriendly sugar 
free jellies. A specific grade, which is the 
best traditional sucrose/glucose syrup 
blend replacer, offers the possibility to 
manufacture very good toothfriendly 
sugar-free hard boiled candies with 
similar production parameters and glass 
transition. The transparency will be kept 
during all the shelf life of the product.

Q: Which dental claims 
are possible for polyol-
containing products under 
the new EU Health Claim 
Regulation?

Anke Sentko, BENEO-Institute & Bertrand 
Rodriguez, Roquette

A: Since 2012, all polyol-sweetened 
chewing gums (sugar-free) benefit from 
certain approved generic health claims 
(EC Regulation n°432/2012) related to 
the maintenance of tooth mineralizati-
on, neutralization of dental plaque acids 
and stimulation of saliva in the context 
of oral dryness. Also, the Toothfriendly 
logo from Toothfriendly International 
offers a viable and easy to understand 
way to communicate the dental bene-
fits to consumers.

The official wording of the EU Health 
Claim Regulation regarding tooth mine-
ralization is as follows: 

“Consumption of foods/drinks con-
taining [name of polyol] instead of 
other sugars contributes to the main-
tenance of tooth mineralisation.” 

Flexible wording needs to be checked 
for every single product and country in 
close contact with nutritional and legal 
specialists. 

Bertrand Rodriguez, 
Corporate Scientific 
Communications 
Coordinator for Nut-
rition at Roquette

Bertrand Rodriguez, Roquette
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