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NEW INITIATIVE TO PUT SMILES 
BACK ON CHILDREN’S FACES

The London Eye is now sponsored by Coca-
Cola. On the opening day of the rebranded 
visitor attraction, the Children’s Food 
Campaign handed out 500 toothbrushes to 
visitors - 500 being the number of children 
admitted to hospitals in the UK each week for 
dental extractions. This is the most common 
reason for children to be admitted to hospital 
of all medical conditions. Lydia Harris wrote 
the following letter to the BDJ Editor-in-
Chief in response to the news:

Sir, on 17 January of this year the London Eye 
was rebranded the ‘Coca-Cola London Eye’. With 
this rebrand, London’s most iconic landmark has 
been illuminated red, the pods decorated with 
logos and staff uniform emblazoned with the 
Coca-Cola motif. Not surprisingly, this move has 
prompted some controversy within the health 
community. On the opening day, the Children’s 
Food Campaign handed out toothbrushes to 
some of the first visitors, in an attempt to relay 
the message that sponsorship of such a tourist 
attraction by a sugary drinks manufacturer is 
wholly inappropriate.

Guidance from the World Health Organization, 
issued in 2003, states that free sugars should 
make up less than 10% of total energy 
consumed.1 A new draft guideline in fact 
suggests that this should be around 5%,2 which 
equates to approximately 25 grams of sugar 
(with an average intake of 2,000 calories per 
day). With one 500 ml bottle of Coca-Cola 
containing approximately 53 g of sugar and one 
330 ml can containing 35 g, it is not surprising 
that sugar intake in all age groups exceeds 
current recommendations, with one of the key 
sources of sugar being soft drinks, particularly 
among teenagers.3

The following questions could then be posed: 
Does this type of advertising need more strict 
regulation, given the health consequences 
that increased consumption of this product 
could lead to? Would stopping this kind of 
sponsorship/advertising make a discernible 
difference to public health? Research suggests 
a link between sugary drinks marketing and 
sugar consumption,4,5 and in 2010 the World 
Health Organization set out guidelines to ‘ensure 
that children everywhere are protected against 
the impact of such marketing’.6 Given Public 
Health England’s best efforts to get people to 
‘Change4Life’ (a campaign aimed to encourage 
swapping sugary drinks for sugar-free), it seems 
inappropriate for an iconic London landmark 
such as the (Coca-Cola) London Eye to be 
sponsored by, and indeed, advertising for, a 
corporate, sugary drinks giant, whose increased 
sales may worsen our public health and the costs 
to our NHS.
L. Harris, Bristol
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SEEING RED

First Smiles, a new programme created by the 
British Society of Dental Hygiene & Therapy 
(BSDHT), is aiming to help forge links between 
nurseries and schools and local dental practices 
in order to teach children about the importance 
of good oral health and hygiene.

The initiative will also help young children 
to learn about what is needed to develop and 
maintain a healthy mouth while helping them 
to familiarise themselves with dental visits.  

President of the BSDHT, Michaela ONeill 
said: ‘Whether it’s their first tooth or their first 
dental visit, a child’s early experiences of oral 
health can impact on the rest of their lives.

‘First Smiles can ensure early years and 
primary school children everywhere receive 
the right information, delivered in an easy-to-
understand and enjoyable way, which they can 
later adopt at home.

‘As part of First Smiles we are looking for 
nurseries and schools to make contact with 
their local dental practices and approach 
them about delivering oral health lessons on 
Friday 19 June.

‘Schools contacting their local dental 
practices are generally pleasantly surprised 
how willing they are to give up some of 
their time to visit the classroom.  And often, 
they can have a profound effect on the 
attitude children will have towards a dental 
professional.

‘By instilling the importance of a healthy 
mouth at a young age, we are not only 
creating good health for these children now, 
but the benefits will most likely continue far 
into the future.’

The BSDHT are looking for nurseries and 
schools to partner with their local dental 
practices. If you are interested in taking part 
in First Smiles please contact the BSDHT by 
telephone on 01788 575 050 or by email at 

enquiries@bsdht.
org.uk.
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