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The content about health information was analyzed for the total 82 TV advertisements
of the three main domestic dental hygiene instrument manufacturers telecasted
between 1989 and 2002 in Japan. When classification was defined as different
commodity, toothpaste advertisement was the most frequent ones (80.5%), followed by
toothbrush related (37.8%). By the classification of target diseases, periodontitis
(59.8%) and dental caries (24.4%) are highest. As measures against the disease, plaque
controls (45.0%), and tooth strengthening by fluoride application (15.0%) are most
observed for dental caries. Sterilization (55.1%) and plaque controls (12.2%) were
taken most frequently when periodontitis is mentioned. In the present study, it turned
out that the provision of the fluoride application information was extremely few
although specialists have demonstrated the importance of fluoride in the prevention of
dental caries. The enterprise such as manufacturers that represent the Brick sector
should recognize the size of the influence that the health information offered through
the television exerts, and consider the ideal way of a preferable dissemination.
Manufacturer and companies should recognize the impact of TV advertisement and
consider more reasonable method to provide more useful, correct health information.



(BEHHAL - 1)

RIS EPEN & @t
2008 £ 1, 400, 000 420, 000 1, 820, 000
2009 £EFE 800, 000 240, 000 1, 040, 000
FRE
R
I
&t 2, 200, 000 660, 000 2, 860, 000

TRIESYEF R iRr
B OS5 - MIF AR

F—U— R RARXF AT FLE, av—U o, dEMRE

1. WFERHAA YW DT 5

T ARAT 4T D ONERIF O EEME DR LR
BATFIZBWTLR SN D Loz n,  TdhE
HAR21] OFITIZEEZEROIZDORES Y &
LT, [=2A2F 4 T7OIEH] NEViAERT,
PER B IR SN O HMZE N IRE T D EEN
PR ORI TIE 2 < L FRTHE RS B TIE,
— D NP BRI T D MR A O MREEIX
SN TV T,

2. WHEOHEM

B EDNRT Y v v s Z— ¥R EDT
T A N— bk 2y H— L TSRO AR
FENRRKE L R 2 LIXEHSn Tl . A0
FRTIE, TIAN—hE7 Z—=00DREERFRD
WEZ S Lz,

3. Wt HIk

H AR O =2 R AR A — B —3 #E3 e 4
HFLbEav—i v (TVOM) Zxfg & L=, TVCM
EEEDOT —H A TINLEBEAT Lz, SRET
1989 4E) &5 2002 4T, X BIT 82 R TH » 7=,
RN DML, TR NS & 8 L 7= %
WHERR L= E %2 b & ICEEFRFRONR D EE
IR EAT ST,

4. WFFEE R

PN LT & 2 A, HEEAl (80.5%) M2
BEHEL L IRWTHET 7V (37.8%) | PEMAR(28.0
%). TOM(18.3%) Th-T-, MNBHKAIL, HE
i (59.8%) b <. RO THER (24.4%)
Tholz, HE~OXEE LTUL, MEETIZT 7
—Z7 ar hba—L(45.0%) %<, 7 o &
HHERAIL1E. 0% Tdh - 72, HERIC OV TR
G5 1%), F9—2rar bue—(12.2%) 1%
<HY B sz,
BEIIEIEICTVOMO B E 21T 5, BE N
OBERIILT LHEMFEFELC LIRS, B

DED XS REEEBRICHEL TWAEMSE = &
IIEREERR I, ERHE 2 EOBOTRELER L 7
5, ABFZECIE, BME M ERERT 5 C R
% 7 vAe#hs H OE AR 23R IS D 7 Z & A
A L7, HEMZFITBEEREEEL T L 7 o bH
Vo7 LTWRWZ & & EIRICAIL, EIUTxG
L7 R E G e E B TH D, Fio, N
TV X —RETDIA—D -T2 LD
X, 7L EEE U CRAET A REERSRIETE
BORE SZHEHL, BFE LWV FERIZOH 7
EEETHMNENRD D,

5. TR L
(WHFEEE . WFZEoHE M OSBRI 728 12
ER 7Y

(Fax&R) Gt 1)
42> : FDI Annual World Congress in
Stockholm

HEE: Fk204£9 H 21 H ~27H
B4 : “Oral Health Information from TV
Program of Japanese Official
Organization”

6. WFZTHARE

(1) WFgefzss

fa[#3 % (Satoshi Abe)

PRI B R - R A - Bh#
WrgtE &5 - 90 376749



