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PROJECT DESCRIPTION
AND OBJECTIVE

As the Turkish Dental Association (TDB), in order to celebrate World Oral Health Day in a more
enthusiastic and visible manner that reaches much broader audiences, a planned and multi-
channel communication process was conducted throughout the first quarter of 2026, building
upon initiatives that began in 2025. This special day was treated not merely as a day of
celebration, but as a strategic opportunity to increase oral and dental health awareness,
popularize the preventive dentistry approach, and create lasting consciousness in individuals'
daily life habits.

Within the scope of the project developed in this direction, a holistic approach extending from
digital communication to field studies, and from educational activities to media relations, was
adopted. All resources available on the FDI-prepared www.worldoralhealthday.org website were
translated into Turkish and utilized across all campaign activities.

Within the framework of these efforts, creative and informative content reaching large audiences
was produced for social media platforms, emphasizing that oral and dental health is an integral
part of daily life. Simultaneously, by establishing one-on-one engagement through field-based
trainings, seminars, and events, it was aimed to ensure that information did not remain confined
to digital environments but was directly transferred to the community. In particular, awareness
activities conducted in schools were treated as a priority goal to instill correct habits at an early
age.

Furthermore, strong communication was established with local and national media through
prepared press releases; the outputs obtained during the campaign were shared with the public
via an extensive media network. Visibility was enhanced through applications in outdoor
advertising media, supporting the permanence of awareness by ensuring that messages were
encountered repeatedly within the flow of daily life.

As a result of all these efforts, this project, implemented under the leadership of the Turkish
Dental Association, has transformed into a impactful movement that integrates digital and
physical channels, reaches broad audiences, and offers measurable results. The data obtained
during this process reveals not only the scale of reach but also the increasing level of interest and
consciousness regarding oral and dental health within society.
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STRATEGIC
APPROACH

Diinya Agiz
Saghg Glinii
20 Mart

The project was built on a 360° strategy integrating both
digital and physical communication channels. A
meticulously planned approach was adopted, utilizing

content language and communication tools specifically
tailored to various age groups and target audiences.

The campaign, coordinated by the Turkish Dental Association, expanded across
Turkey through the integrated use of social media, field events, training sessions,
media relations, and outdoor advertising. Events were held in numerous provinces
—rprimarily in Istanbul and across 11 other cities—while simultaneous press
releases and digital posts in 45 provinces ensured a strong national visibility.

On the social media front, the content produced was shared across a large
number of accounts, achieving extensive organic reach. Within the scope of media
relations, press releases were distributed to national and local media outlets,
gaining significant news value and widespread coverage for the campaign.

In terms of field activities, awareness-raising efforts were carried out specifically
for children through training sessions and events organized in schools,
establishing early awareness of oral and dental health. This process was further
supported by the distribution of toothbrushes and toothpaste during the events.

The campaign was shaped around the “A Happy Mouth Is A Happy Life” theme
determined by the FDI World Dental Federation. A strong and consistent
communication language was established across all channels by utilizing the
“Toothie” character and localized versions of global content. Additionally,
campaign visuals reached broad audiences through the Kahramanmaras
Domestic Terminal, the Turkish Dental Association Journal, and Quintessence
Journal.
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SOCIAL MEDIA

CAMPAIGNS

Saghg! Giinii
20 Mart

(Posts were made between 13 March and 31 March, and the data was collected on 1 April.)

_ _ Story, Carousel and Static _ o A
Total Video Views Post Views Total Social Media Views
J
4 A
Peak Engagement Time:
Number of Digital Number of Printed
Content Pieces Materials Produced
Produced Morning
27+ 40+ vidday
Number of Accounts
Number of Accounts Sharing Stories, Afternoon
Sharing Videos Carousels and Static
Posts Night
95+ 65+
. J

The content produced within the scope of the campaign was designed to appeal to diverse target
audiences and shared simultaneously across numerous Instagram pages and digital platforms. As
a result:

. High reach and impression figures were achieved,

. A multiplier effect was created through organic circulation,

. Oral and dental health successfully secured a place on the digital agenda.
All posts were analyzed, and data regarding reach, impressions, and engagement were formally
reported. Furthermore:

. The official website and social media accounts of the TDB,

. The websites and social media accounts of participating local dental chambers,

. The social media accounts of dentists and student communities,

. The social media accounts of the dental industry, notably DISSIAD,
regularly shared "Toothie" and FDI content, providing robust support for the campaign's digital

visibility.



SOCIAL MEDIA
IMAGE EXAMPLES

(
FILTRESIZ DOGRU!
FOTOGRAFLAR iGIiN WUTLD BIR AG1Z,
*AGIZ BAKIMI” Dty lbinhayetdemekiy
{_ #nofilter )
DI$ HEKIMIM DOGRU!
“DISLERINi GOK iYi MUTLUBIRAGIZ,
FIRGALIYORSUN" Mutly bir hayat demekh’
DEDIGINDE BEN;
\_
(
| . s
Xﬁl&fi?é“&ﬁ’@ ‘ TOOTHIE, DISIFIRGAN[Z]
\ HER UG-DORT AYDA BIR
DEGISTIRMENIZI ISTIYOR.
Static Post
- KULLANIMA
HAZIRIM!
.




FIELD ACTIVITIES AND
TRAINING INITIATIVES

Participating Dental

Association People Reached
33 10

Total Events

Mugla @ Aydin izmir Kocaeli
@ Usak @ Manisa Eskisehir

Number of People Distributed Toothpaste Kahramanmaras @ Zonguldak @ Antalya
Reached and Toothbrushes

3899 2000+

Event Distribution

Zonguldak Antalya
3% 3%

Kahramanmaras
21.2%

Eskisehir
61%

Manisa
61%

Kocaeli
9.1%

Within the scope of field activities, educational initiatives specifically targeting
children were prioritized. Through events organized in schools:

« Oral and dental health awareness was instilled at an early age,

« Proper oral care habits were explained,

- Direct, one-on-one engagement with participants was established.
These educational sessions were supported by practical application through the
distribution of toothbrushes and toothpaste during the events.




FIELD ACTIVITIES AND

TRAINING INITIATIVES

Activities were diversified to appeal to different target groups:
. Oral and dental health education sessions

Seminars

Ceramic workshops

Theater and social events

Meetings with dentists and academic presentations

Diinya Aélz._
saghgi Guni
20 Mart




FIELD ACTIVITIES AND

TRAINING INITIATIVES

All activities carried out within this framework were supported
and documented by approximately 3,900 direct participants.




TRADITIONAL MEDIA AND
RESS RELATIONS (PR

The prepared press releases were shared with national and local media organizations, and the
campaign was featured across numerous news sites, portals, and media outlets. Through these

efforts:

The campaign reached broad audiences via news coverage,
Strong media visibility was achieved,
Awareness initiatives were extended beyond digital platforms,
The importance of oral and dental health was conveyed to large populations.
The resulting media reach data was measured and formally reported.

“Mutlu bir agiz mutlu bir hayat’

Tiirk Dishekimleri Birligi
(TDB), Diinya Dishekimleri
Birligi'nin (FDI) 2026 yil icin
belirledigi “Mutlu bir agiz, mut-
Iu bir hayat” temast dogrultu-
sunda kapsamli bir aciklama ya-
yimlayarak, agiz ve dis saghgi-
nin toplumsal refahin ayrilmaz
bir parcasi oldugu-
nu vurguladi. Agiz
saghginmn sadece
fiziksel bir sii
reg degil, bireyin
ozgiiveni, sosyal
yasami ve genel
psikolojik iyilik
hali iizerinde dog-
rudan belirleyici
bir giic oldugunu
ifade eden TDB
yetkilileri, siirdii-
riilebilir bir halk
saghg bilinci olus-
turmak adina kamu kurumlart
ve paydaslarla is birligi icinde
olduklarim belirtti. Egitim faa-
liyetlerini dijital platformlar ve
sosyal medya araciligiyla genis
kitlelere ulastirmayi hedefleyen
birlik, koruyucu hekimlik anla-
yisint toplumun her kesimine
yayarak agiz bakimim giinliik
yasamun dogal bir rutini haline
‘etirmeyi amacliyor. Giinlik
aliskanliklarin ve beslenme

WUTLU BIR AGZ

diizeninin agiz saghgindaki kri-
tik roliine dikkat ceken TDB,
ozellikle floriirlii dis macunu
kullanim ve dengeli beslenme-
nin dis iiriiklerini onlemedeki
onemine degindi. Sekerli ve
asitli gidalarin tiiketimine kar-
s1 toplumu uyaran yetkililer,
“Mutlu bir agiz,
mutlu bir hayat an-
layisiyla toplumun
tiim kesimlerini
diizenli agiz baki-
m1 aliskanliklart
edinmeye, dengeli
beslenmeye ve pe-
riyodik dishekimi
kontrollerini ihmal

riyle onleyici ted-

birlerin hayatiyetini

hatirlatt. Agiz ve
dis saghgi sorunlarinin yol aca-
bilecegi olumsuz sosyal ve fi-

A
MiNiKLERE AGIZ VE
DiS SAGLIGI EGITiMi

Izmir Dis Hekimleri imi gerceklest

ziksel sonuclarin ancak diizenli
takip ve dogru hijyen aliskan-
Iiklaryla asilabilecegini belirten
birlik, “Koruyucu agiz ve dis
saghg uygulamalarimin giinliik
yasamin dogal bir parcast haline
gelmesi amaclanmaktadir” di-
yerek 2026 yili boyunca farkin-
dalik calismalarinin kesintisiz
siirecegi mesajini verdi.

Odasi (izDO) 20 Mart
Diinya Agiz Saghgi
Giinti kapsaminda,

Karabaglardaki
Vilayetler Hizmet

Birligi Gazi Anaokulu

ogrencilerine yonelik
agiz ve dis saghgi

n as
Diinya
Dishekimleri
Birligi, 2026 icin
belirledigi “Mutlu
bir agiz, mutlu
bir hayat” temasi

kapsaminda
farkindalik
calismalar

Aguz Sagh&
Giinii ile genel
bir farkmndalik yaratmak istediklerini
belirten Tirk Dishekimleri
Birligi de (TDB) toplum sagh@1
icin calistiklarmi vurguladi. TDB
vetkilileri, “Bu cergevede yil boyunca
egitim faaliyetleri ve toplumsal
farkindalik galismalar yiiriitiiyoruz.
Dijital platformlar ve sosyal medya
aracilifiyla koruyucu agiz ve dis
saghgma iliskin bilimsel icerikler
tireterek genis kitlelere ulasmay1
hedefliyoruz” dedi. M POSTA

IZMIR Dis Hekimleri Odasi (1ZD0)
liyeleri, 20 Mart Diinya Az Saghgt
Giinii Kapsaminda Karabaglar’daki Gazi
Anaokulu Sgrencilerine agiz ve dis saghi-
& eitimi verdi. Dis hekimleri, Sgrencile-
e dofu fircalama yontemlerini gosterip
saglikls beslenmenin Gnemini anlatt.

4 Ahmet 0

Izmir Dis Hekimleri
Odast (1ZDO) Merkez
Mahallesi muhtarliginin
Katkisiyla Alevi Killti
Dernekleri Bayrakli
Subesi'ni ziyaret ederek
agiz ve dis saghgi

Dis saghginda biling olustu

Faruk Demir, Nurhan Celik Demir,ilkay Begeg
ikmeni, Adulet Kul, A Riza Uysal |

neden oluyor. Bu durum
da bakterilerin kana
Kanismasia yol acarak
kalp hastaliklars, diyabet
ve hamilelik siireci
iizerinde olumsuz etkiler
olusturabilir” diye konustu.

konusunda bir sunum yapti. 1 +
1ZDO iiyesi dis hekimleri iki kere muayene
Nurhan Celik Demir, Faruk ~ Herhangi bir dis
Demir, Ahmet Ozdikmenli ~ saghg problemi olmasa
ve lIkay Begec'in bile yilda 2 kere rutin

g erekli

i sunumda,

dlciide ctkiledigi anlatild:.
Dis hekimi Nurhan
Celik Demir, “Agiz ve
dis saglign cok dnemli bir
konu. Agiz ve dis saghig
yalnuzea dislerin ciirtimesi
Veya agiz kokusu gibi
sorunlarla suurh Kalmiyor.
Dis ci iizerinde olusan
plaklar, ciiruklere, iltihaba
ve dis eti cekilmelerine

dis gers
oldugunu da belirten
Demir, ozellikle cocuklara
kiiciik yaslardan itibaren
dis fircalama aliskanhginim
Kkazandinlmas: gerektigine
dikkat cekti. Alevi Kiiltir
Dernekleri Bayrakl:
Subesi Baskani Ali Riza
Uysal da verdikleri degerli
bilgilerden otirii

Dis Hekimleri Odas dis
hekimlerine ve tim emegi
gecenlere tesekkiir etti.

1ZDO’dan aguz ve dis saghgt egitimi
1ZDO Genel Sekreteri Melis Daraoglu
Gilirel, ¢ocuklarn yilda iki kez di hekimi
Kontroliinden gegmesi gerektigini ve asit-
1i sekerli yiyeceklerden uzak durmalar-
nin dnemini vurgulads. Egitim sonunda
grencilere dis firgasi ve macunu hediye
edildi. M Biilten

Ogrencilerle bir araya
gelerek agiz ve dis
saglhigi konusunda

detayli er veren dis
hekimleri, 6grencilerle
tek tek ilgilenerek dis
fircalamanin ipuclarini
da paylasti. M POSTA

1ZDO, egitimleriyle
farkindalik yaratt

izmir Dis Hekimleri Odasi (iZDO) 20 Mart
Diinya Agiz Sagligi Giinii kapsaminda,
Karabaglar Vilayetler Hizmet Birligi Gazi
Anaokulu 6grencilerine yonelik agiz ve dis
sagligi egitimi gerceklestirdi.

Izmir Dis Hekimleri Odasi [IZDO] Genel
Sekreteri Melis Daraoglu Giirel, “20 Mart,
Diinya Dishekimleri Birligi (FDI) tarafindan
Diinya Agiz Sagligi giinii olarak kabul
edildi. FDI her yil diizenledigi
kampanyalarla diinya genelinde
insanlarin; agiz sagliklarinin degerini
bilerek, ona gereken 6zeni géstermelerini
ve agiz sagliklarini korumak icin dogru
kararlari vermelerini amacliyor” diye
konustu. (Haber Merkezi)

MDO'dan cocuklara agiz ve dis sagligi egitimi

MDO'dan gocuklara agiz ve dis saglgi egitimi

Mugla Dishekimleri Odasi (MDO), 20 Mart Diinya Agiz ve Dis Saghgi Giinii kapsaminda il genelinde
egitim aligmalarini sirdiirtiyor. Bu kapsamda Egemen Ozel Egitim Kurumu, Aysel Celik Ozel Egitim
Kurumu ve Mugla Biyiiksehir Belediyesine bagl Emin Eller Giindiiz Bakimevinde dgrencilere agiz

v dis sagligi egitimi verildi.

Rdizve dis saghiginin
dnemine dikkat cekildi

izmir Dis Hekimleri Odasi Alevi Kiiltiir
Dernekleri Bayrakli Subesi'ni ziyaret ederek
agiz ve dis sagligi konusunda bir sunum
yapti. Dis hekimi Nurhan Celik Demir, “Agiz
ve dis sagligi cok nemli bir konu. Herkesin
Kkendi sagllglm korumasi gerekiyor; kil
agiz viicuda acilan giris kapisidir. Bitiin
besimler buradan viicudumuza giriyor, dis,
dil, damak ve dis etleri de burada. Eger
bunlarin sagligi bozulursa, viicudumuz
olumsuz etkileniyor. Bu durum da
bakterilerin kana karismasina yol acarak
kalp hastaliklari, diyabet ve hamilelik siireci
lizerinde olumsuz etkiler olusturabilir” diye
konustu. (Haber Merkezi)

“Milliyet Manisa

20 MartDinya Ag

a

dis ;agl gl eglt_lml

cocuklara
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Mugla’'da Diinya Agiz Saghgi Giinii
kapsaminda 6grencilere egitim verildi

Mabola Medya - 4 Mart 2026 1155

Agiz ve dis saghgmnin
onemine dikkat cekildi

_ WIZMIR Dis Hekimleri Odasi
(IZDO), Alevi Kiiltiir Dernekleri
Bayrakl Subesi'ni ziyaret ederek

agiz ve dig saghg

buradan viicudumuza giriyor.
Dis, dil, damak ve dis etleri de
burada Eger bunlann saghg
olum-

sunum yapt. Dis hekimleri Nur-
han Celik Demir, Faruk Demir,
Ahmet Ozdikmenli ve ilkay Be-
ge¢'in gerceklestirdigi sunumda,
agiz-dis saghgimn genel viicut
saghgim da 6nemli 6lgiide etkile-
digi anlatild1. Dis hekimi Nurhan
Celik Demir, “Agiz ve dis saghg
ok dnemli bir konu. Herkesin
kendi sagligini korumasi gere-
kiyor. Ciinkii ag1z viicuda agilan
giris kapisi. Biitiin besimler

suz et]ulemyor. Agizve dis sag-
111 yalnizea dislerin cliriimesi
veya ag1z kokusu gibi sorunlarla
siurh kalmuyor. Dis eti tizerin-
de olusan plaklar, ciiriiklere,
iltihaba ve dis eti ¢ekilmelerine
neden oluyor. Bu durum da bak-
terilerin kana kangmasina yol
acarak kalp hastalklan, diyabet
ve hamilelik siireci iizerinde
olumsuz etkiler olusturabilir”
seklinde konustu.




TRADITIONAL MEDIA AND
PRESS RELATIONS (PR)

149 89.161

Number of Digital News Total Visits
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OTHER ADVERTISING
ELEMENTS

Kahramanmaras Airport Billboard Reach Analysis (10 March — 1 April)

The reach potential of the billboard campaign displayed at
Kahramanmaras Airport between March 10 and April 1 (a total of 23 days)
was analyzed based on a minimum-case scenario.

Based on the airport's annual passenger data, the average daily
passenger count was calculated at approximately 900 individuals. Following
outdoor advertising industry standards, this figure was expanded by a
multiplier of 1.3 to account for accompanying visitors and greeters;
furthermore, it was assumed that an individual would encounter the
advertisement an average of 2 times.

Accordingly, the minimum daily impressions were calculated at
approximately 2,340. Throughout the 23-day campaign period, the total
reach is projected to be approximately 53,820 impressions.

Kahramanmaras Dental Association’s “Dental A¢i” Journal

The "Dental Acl" (Dental Perspective) magazine,
published by the Kahramanmaras Chamber of
Dentists, has a total circulation of 700 copies. The
8th page of the magazine featured dedicated content
regarding March 20th, World Oral Health Day. By
distributing this publication to relevant individuals and
institutions, the aim was to ensure the event reached
a broader professional and public audience.

4
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OTHER ADVERTISING
ELEMENTS

TDB Magazine, March Issue No. 225

The cover visual of the journal published by the
Turkish Dental Association possesses a strong reach
potential when evaluated across both digital and
printed distribution channels. The journal is delivered
directly to approximately 35,114 dentists.
Furthermore, it has been distributed to 42 local Dental
Chambers, 399 protocol members, 535 Expodental
companies, and 456 media organizations in Istanbul
and Ankara.

On the digital front, based on user behavior regarding
professional publications, it is estimated that the e-magazine receives
between 1,500 and 3,000 total monthly views; the cover visual is projected
to engage with the entirety of this reach. This corresponds to a daily average
of 50 to 150 views.

In conclusion, rather than high-volume mass reach, the cover visual offers
high-visibility characterized by professional credibility and direct access to
the specific target audience.

Quintessence Turkey Magazine, March Issue

Quintessence Turkey stands out as a high-quality,
target-oriented publication in the field of dentistry. s
Each issue has a total circulation of 2,500 copies, 4o i hayat demek
1,500 of which are delivered directly to subscribers. e y

Taking into account that a single copy of a
professional printed publication is often reviewed by
multiple people (through in-clinic sharing, waiting area
use, etc.), it is assumed that each copy is viewed by
an average of 1.5 to 2 individuals. Accordingly, the
total reach of the magazine is calculated to be within s026

the range of apprOXimately 3,750 - 5,000 peOple per 20 March World Oral Health Day
issue. Activity Report

¢
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INTERNATIONAL AND

SYMBOLIC PARTICIPATION

One of the most notable highlights of the events was the joint appearance by

the Mugla Chamber of Dentists:

. Standing alongside the Board Members of the Twelve Islands — their
sister chamber — they posed together wearing t-shirts featuring the
annual slogan in both Turkish and Greek.

This event served as a powerful demonstration of international solidarity and

professional unity.

MUTLU BIR AGIZ,

nnnnnnnnnnnnnnnn
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INTERNATIONAL AND
SYMBOLIC PARTICIPATION

Chamber presidents and general secretaries affiliated with the Turkish Dental
Association, who played an active role in the March 20th field activities, gathered in
Denizli during the EBDO scientific event. During this meeting, the campaign process was
evaluated comprehensively; commemorative photos were taken with participants and
students, re-emphasizing the significance of March 20th for our profession. This event
contributed to strengthening awareness among dentists and reinforcing professional
solidarity.

Event Details and Participation

. Date: March 27 — 29, 2026

. Venue: Denizli Metropolitan Municipality
Pamukkale Cultural Center

. Number of Participants: Approximately 900
dentists and industry professionals \

. Scope: Joint participation of all dental chambers
in the Aegean Region

"Toothie" and Awareness Activities
Throughout the congress, oral health awareness was integrated into the scientific
program through our campaign mascot, "Toothie."

. Presentations regarding "World Oral Health Day" materials and social awareness
projects were delivered to dentists in dedicated areas established within the congress
center.

. The "Toothie" mascot and campaign visuals were met with great interest from
participants, encouraging dental professionals to carry this awareness movement into
their own clinics and to their patients.

UNLEiRA

Al f:j
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CONCLUSIONS AND

DISCUSSION

The "World Oral Health Day" initiatives, carried out in 2026 under the
coordination of the Turkish Dental Association (TDB), have been
successfully completed using a 360-degree communication strategy that
integrated digital platforms, traditional media, and field events. In light of the
data obtained and the activities performed throughout the campaign, the
conclusions reached are as follows:

1. Digital Access and Social Media Success

Over 27 digital content pieces produced within the scope of the campaign
were shared across more than 95 different accounts, creating an extensive
organic distribution network.

. Total Social Media Impressions: 2,577,839

. Total Video Views: 2,301,713
These figures prove that oral and dental health issues have gained strong
traction on the digital agenda and that video content, in particular, has
generated high engagement among the target audience.

2. Field Activities and Community Engagement

To ensure that information did not remain solely in the digital environment,
33 field events were conducted with the participation of 10 different
organizations.
. Direct Reach: Oral health awareness was instilled through direct, one-
on-one engagement with approximately 3,900 individuals.
. Practical Support: To reinforce the educational sessions, more than
2,000 toothbrushes and toothpaste kits were distributed.
- Regional Expansion: Strong field visibility was established across
Turkey, particularly in Kahramanmaras, Mugla, and izmir.

2026
20 March World Oral Health Day
Activity Report
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CONCLUSIONS AND

DISCUSSION

3. Strategic Communication and Awareness

The "A Happy Mouth Is A Happy Life" theme, established by the FDI World
Dental Federation, was presented to the public through the localization of the
"Toothie" character. News coverage across traditional media channels and
applications in outdoor advertising (such as the Kahramanmaras Domestic
Terminal) ensured that the campaign was seamlessly integrated into the flow
of daily life.

Overall Conclusion

As a result of all these efforts, an increase in preventive dentistry awareness
has been observed within the community, particularly among children and
young people. The project has evolved beyond being a mere one-day
celebration into a measurable and sustainable awareness movement that
highlights the critical importance of oral and dental health for overall
systemic health.

In the coming periods, the primary goal should be to ensure the continuity of
this high engagement data and to transform preventive habits into
permanent behavioral changes.

Video for Our Story

https://youtu.be/c7U9isosg2E
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	PROJECT DESCRIPTION AND OBJECTIVE
	As the Turkish Dental Association (TDB), in order to celebrate World Oral Health Day in a more enthusiastic and visible manner that reaches much broader audiences, a planned and multi-channel communication process was conducted throughout the first quarter of 2026, building upon initiatives that began in 2025. This special day was treated not merely as a day of celebration, but as a strategic opportunity to increase oral and dental health awareness, popularize the preventive dentistry approach, and create lasting consciousness in individuals' daily life habits.
	Within the scope of the project developed in this direction, a holistic approach extending from digital communication to field studies, and from educational activities to media relations, was adopted. All resources available on the FDI-prepared www.worldoralhealthday.org website were translated into Turkish and utilized across all campaign activities.
	Within the framework of these efforts, creative and informative content reaching large audiences was produced for social media platforms, emphasizing that oral and dental health is an integral part of daily life. Simultaneously, by establishing one-on-one engagement through field-based trainings, seminars, and events, it was aimed to ensure that information did not remain confined to digital environments but was directly transferred to the community. In particular, awareness activities conducted in schools were treated as a priority goal to instill correct habits at an early age.
	Furthermore, strong communication was established with local and national media through prepared press releases; the outputs obtained during the campaign were shared with the public via an extensive media network. Visibility was enhanced through applications in outdoor advertising media, supporting the permanence of awareness by ensuring that messages were encountered repeatedly within the flow of daily life.
	As a result of all these efforts, this project, implemented under the leadership of the Turkish Dental Association, has transformed into a impactful movement that integrates digital and physical channels, reaches broad audiences, and offers measurable results. The data obtained during this process reveals not only the scale of reach but also the increasing level of interest and consciousness regarding oral and dental health within society.

	STRATEGIC APPROACH
	The project was built on a 360° strategy integrating both digital and physical communication channels. A meticulously planned approach was adopted, utilizing content language and communication tools specifically tailored to various age groups and target audiences.
	(Posts were made between 13 March and 31 March, and the data was collected on 1 April.)
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	FIELD ACTIVITIES AND TRAINING INITIATIVES
	Total Events
	Participating Dental Association
	Number of People Reached
	3899
	Distributed Toothpaste and Toothbrushes

	2000+
	Event Distribution
	People Reached
	Within the scope of field activities, educational initiatives specifically targeting children were prioritized. Through events organized in schools:
	Oral and dental health awareness was instilled at an early age,
	Proper oral care habits were explained,
	Direct, one-on-one engagement with participants was established.
	These educational sessions were supported by practical application through the distribution of toothbrushes and toothpaste during the events.
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	TRADITIONAL MEDIA AND PRESS RELATIONS (PR)
	TRADITIONAL MEDIA AND PRESS RELATIONS (PR)
	149
	89.161
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	OTHER ADVERTISING ELEMENTS
	OTHER ADVERTISING ELEMENTS
	TDB Magazine, March Issue No. 225
	The cover visual of the journal published by the Turkish Dental Association possesses a strong reach potential when evaluated across both digital and printed distribution channels. The journal is delivered directly to approximately 35,114 dentists. Furthermore, it has been distributed to 42 local Dental Chambers, 399 protocol members, 535 Expodental companies, and 456 media organizations in Istanbul and Ankara.  On the digital front, based on user behavior regarding
	professional publications, it is estimated that the e-magazine receives between 1,500 and 3,000 total monthly views; the cover visual is projected to engage with the entirety of this reach. This corresponds to a daily average of 50 to 150 views. In conclusion, rather than high-volume mass reach, the cover visual offers high-visibility characterized by professional credibility and direct access to the specific target audience.
	Quintessence Turkey Magazine, March Issue
	Quintessence Turkey stands out as a high-quality, target-oriented publication in the field of dentistry. Each issue has a total circulation of 2,500 copies, 1,500 of which are delivered directly to subscribers.    Taking into account that a single copy of a professional printed publication is often reviewed by multiple people (through in-clinic sharing, waiting area use, etc.), it is assumed that each copy is viewed by an average of 1.5 to 2 individuals. Accordingly, the total reach of the magazine is calculated to be within the range of approximately 3,750 – 5,000 people per issue.

	INTERNATIONAL AND SYMBOLIC PARTICIPATION
	One of the most notable highlights of the events was the joint appearance by the Muğla Chamber of Dentists:
	Standing alongside the Board Members of the Twelve Islands — their sister chamber — they posed together wearing t-shirts featuring the annual slogan in both Turkish and Greek.
	This event served as a powerful demonstration of international solidarity and professional unity.
	Event Details and Participation
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