






Unilever believes that there are lessons to be learned for parents in all of 
this and lessons for us too. Our ‘science of sharing’ research proves that 
doing things together with our children increases the likelihood of them 
adopting a behaviour – so this is a good lesson for when we are trying to 
get our kids to take on important life habits.

All of this has inspired Unilever Oral Care to create a new campaign to help 
children and parents to brush day and night. This is especially important 
because brushing day and night with a fluoride toothpaste can cut tooth 
decay up to 50% for children2. 

Our Brush Day+Night campaign will revolve around two characters, Pablo 
and Oliver, a father and son who share tips and tricks on how to make 
brushing enjoyable, rather than a nightly torture for both parents and 
children. A series of TV advertisements will run in participating countries  
at key times of the day. The advertisements will take viewers through the 
real life journey of Pablo who uses humour to educate his son, Oliver, while 
brushing his teeth, especially at night time. A new and improved schools 
programme designed to teach children how to brush will also be rolled out, 
together with a campaign targeted at dental professionals, providing them 
with engaging educational materials to pass onto their patients. Finally, a 
comprehensive PR campaign will raise awareness of the poor oral health 
of children and most importantly, what parents can do to solve this.

The campaign will be implemented via Unilever Oral Care brands including 
Signal, Pepsodent and Close Up in countries around the world. Hopefully, the 
collective result of all of this will be improved day and night toothbrushing 
among children and ultimately healthy teeth and mouths for life!

2 Pine et al. Int Dent J 2000; 50: 312-323


