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3That is what we stand for
If we want to, we can. It is up to us.
At Curaden, we also adhere to this principle when it comes to sustain-
ability and rely on the United Nations (UN), which is the main initiator 
of so-called sustainable development on an international level. The 
central idea in the guiding principle of their Agenda 2030 is to enable 
a humane life worldwide and at the same time to preserve the natural 
basis of life in the long term. This includes economic, ecological and 
social aspects.

This is exactly how we want to keep it at Curaden, in this family busi-
ness that is co-managed by the third generation. This handed-down 
and constantly evolving heritage encourages us to handle all our re-
sources with care. Who, if not us, will ensure that sustaintable think-
ing and action are embodied in everything the company does each 
day? As a family, we also do this outside of Curaden and are active, 
for example, in organic farming, organic viticulture or cultural commit-
ments.

For the first time, we are giving evidence of our activities within 
Curaden. We invite you to get to know us better in this respect.

Ueli Breitschmid, CEO and Owner
Christine Breitschmid, Managing Director

Editorial



5

Our attitude as Curaden

Sustainable decision-making and action is anchored in our vision: 
"Better health for you." We live by this guiding principle responsibly in 
social, societal and environmental issues. 

Attitude

Curaden understands that emp-
owerment is a key to better health 
and a healthier world

Curaden sees empowerment as 
a key prerequisite for sustaina-
ble change in personal behaviour, 
especially in oral and dental care 
and nutrition

Curaden creates offers and ac-
tions that are widely accepted, 
effective and non-traumatic

Curaden is dedicated to conser-
vative and efficient use of money, 
people, animals and nature.

Curaden creates successful and 
ambitious teams 

Our open error culture allows us to 
learn from mistakes and criticism. 
Above all we want to keep our feet 
on the ground and not take off. We 
know where we are coming from 
and do not want to overestimate 
ourselves.

Curaden offers activities and services for the 
benefit of overall health and for changing the 
training of health workers
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Triple bottom line

Ecological performance: 
Production and 
innovation

Environmental sustainability 
calls for the protection of the 
environment and its natural re-
sources. Companies and states 
should work for a conscious use 
of water, energy and finite raw 
materials. This also means that 
emissions must be low enough 
so that they do not cause any 
damage. From Curaden's point 
of view, this pillar stands for the 
careful use of natural resources 
and for research and develop-
ment activities that are always 
aimed at achieving the best pos-
sible quality in products and ser-
vices. In the optimal case, these 
two orientations balance each 
other out.

More on this from page 16

Economic performance: 
Growth globally 

Economic sustainability de-
mands good business manage-
ment. Even sustainable compa-
nies must make enough profits to 
be able to invest, for example, in 
modern machinery, new employ-
ees and further training. Curaden 
has set itself the goal of becom-
ing five times larger within five 
years. However, profit maximisa-
tion is by no means the only goal. 
Curaden as a company pursues 
long-term strategies. Fair trade 
is also part of this. In addition, 
economically sustainable compa-
nies can pursue new goals, such 
as improving the quality of life or 
promoting environmental protec-
tion projects.

More on this starting on page 8

Social performance: 
Changing behaviour 

Social sustainability puts peo-
ple at the centre: human digni-
ty and the free development of 
personality must not be denied 
to anyone. Positively formulated, 
the "social benefits" pillar calls 
for fair pay, the implementation 
of employee interests as well as 
the opportunity for education 
and training and free professional 
development. For Curaden, this 
benefit also includes all activities 
that change social behaviour in 
such a way that prevention be-
comes more important in health 
efforts.

More on this from page 10

Balance between three performances

The triple bottom line is a business concept. It states that companies 
should commit to measuring their social and environmental impact 
alongside their financial performance. Making profits is important  
yet Curaden does not want to focus exclusively on this.

Prosperity

CHF

Planet

People
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Prosperity

Economic performance: Growth globally

The market for oral hygiene and health products and services is growing 
markedly worldwide. Curaden, with its core brand Curaprox is more than 
keeping pace - it is even moving much faster. 

Year after year, the family- 
owned company, which has a 
healthy capital base and con-
tinues to be held purely by the 
Breitschmid-Heiniger family, is 
growing significantly faster than 
the market. The growth can be 
seen in various factors: The num-
ber of countries in which Curaden 
is directly or indirectly active is 
constantly increasing, and yet 
the foundation in Switzerland 
remains. This is demonstrated 
equally by the production facil-
ities and headquarters. The so-
called "Swiss premium oral care" 
is not just a propagated market-
ing slogan, but a guiding princi-
ple for Curaden and its partners. 
Moreover, the company's port-
folio now includes an impressive 
number of services and products 
that all aim in one direction: 

We revolutionise the way peo-
ple understand, value and en-
joy oral selfcare. Therefore, we 
offer premium preventive oral 
healthcare solutions and learn-
ing tools, covering all catego-
ries with best-in-class product 
offerings.

the executives as well as all 
employees support this path, 
which was mapped out in 2021 
and which the company has been 
following ever since.

Experts are researching 
high-quality services and prod-
ucts. They are all aimed at spe-
cialists in the dental world who 
love Curaden products and are 
happy to recommend them to 
their customers.

Curaden with its core brand 
Curaprox has clearly defined its 
goal for the coming years: The 
company should grow fivefold 
within five years. To achieve 
this, the organisation has to be 
prepared and adapt to its cus-
tomers’ respective needs. At 
the same time, the conditions 
must be created so that pro-
duction and sales channels can 
exist and be used. Dental pro-
fessionals need to be as much on 
board as academics, consumers 
or retailers. In order to achieve 
its ambitious goal, Curaden will 
invest in all fields of action and 
strengthen its commitments in 
key countries. The parent compa-
ny's level of self-financing makes 
this possible. The profits gener-
ated in recent years allow and 
encourage financing. The own-
er family, the management and 

 

The fundamentals to help us reach this ambitious growth target

SWISS
– Well engineered

– Well designed products

– Trusted quality

PREMIUM
– Desirable

– Top of the market

– Highest standard in
 quality and efficiency

ORAL
It‘s not about teeth only, 
all aspects of oral health 
matter: saliva, 
microbiome, gums

CARE
Through education, we 
help people improve 
their selfcare

We design and promote 
a full system of oral care 
tools, complemented by 
motivation, education, 
instruction and 
inspiration 
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People

Social performance: Changing behaviour

Everyone can have a healthy mouth for life and do a lot of good for their 
overall health. Beauty, attractiveness, well-being and happiness depend 
directly on it.  

Curaden communicates these messages consistently, drawing on 
the expertise and help of all those who work in or are active across 
the health sector. In particular, these factors form our core messag-
es as we help individuals take proper care of their teeth and gums 
for the prevention of dental disease. Curaden has launched several 
initiatives to help dental professionals worldwide learn how to suc-
cessfully share this message while spreading fun and wellness. They 
all focus on "self-learning" and "self-motivation", which are important 
prerequisites for drastic behavioural changes.

Curaden wants to help prevent a great deal of suffering on a 
personal level and significantly increase the impact of preven-
tion to reduce costs for healthcare and society. Oral care should 
be enjoyable, especially when it becomes clear that in the long 
term it makes a good contribution to one's own overall health 
and thus increases personal well-being. Curaden is spreading 
this message through various social programmes and its goals 
for 2022.

Curaden wants to change - and does

Curaden Academy is concerned with making an impact to 
achieve a change in perspective among oral health profession-
als. The continuing education courses and methods listed below 
are specifically aimed at dental professionals and oral health 
enthusiasts. They focus on learning effective oral care.

Curaden Academy

The Curaden Academy provides 
training and education for dental 
professionals in oral health and 
oral disease prevention. This ed-
ucational hub meets the needs 
of dental professionals working 
with patients. It is also aimed at 
dental professionals who in turn 
teach professionals, dental stu-
dents and anyone who wants to 
learn more about oral health and 
prevention.

iTOP - individually trained oral 
prophylaxis

The iTOP method achieves good 
oral and dental health through 
hands-on training ("touch to 
teach") with selected instruments 
and techniques. This method of 
cleaning and caring for teeth and 
gums is recognised, accepted, ef-
fective and non-traumatic, which 
perfectly describes the Curaden 
approach to all their products 
and services. Step by step, iTOP 
teaches an individually oriented 
care routine that leads to sus-
tainable good oral health. 

The first iTOP seminars were 
launched in 2006. Since then, 
more than 35,000 dental 
professionals in over 70 coun-
tries have participated in the 
courses.

iTOP at universities

Curaden is committed to its goal 
to include iTOP courses in the 
curriculum of dental students at 
universities. So far, 32 univer-
sities worldwide have integrat-
ed the iTOP method into their 
curricula.
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People 

Social performance: Our people

Curaden is a globally active company in an international environment. 
With currently more than 80 international partner companies, 
we encounter just as many cultural differences and peculiarities in our 
working lives, which inspire us every day. 

Integration
A diverse workforce represents an opportunity for us, which we ap-

proach with an open mind. Our employees are valued - irrespective of 
gender, nationality, ethnic origin, religion or ideology, disability, age 
and sexual orientation. This is also expressed, for example, by the fact 
that we employ people with disabilities from the Brändi Foundation for 
logistical activities and thus promote inclusion in the workplace.

Education
Curaden focuses on satisfied employees and promotes continuous 

learning. Curaden sets up training courses that are tailored to the 
needs of both the company and its employees, such as iTOP-Refresher 
and iTOP-Intern courses, where employees can learn how to handle the 
products correctly or generally refresh their knowledge. 

Women
Commitment and development are encouraged and rewarded with 

opportunities for advancement - Curaden makes no distinction 
between men and women. Curaden attaches importance to a balanced 
proportion of men and women, whenever this can be realised. For 
example, there is already a woman at the top of the organisation, 
which she will take over in the future. Four of the important national 
companies (Slovakia, Slovenia, Czech Republic and Poland) are led by 
women also. 

Christine Breitschmid, Managing Director

In the last few years, we have had an increase in women in leadership 
positions. Like Ana Stevanovic, Head of Professional Education. She is 
responsible for the Academy, Professional Education area and with her 
commitment in recent years she has been able to contribute significantly 
to the fact that around 35,000 people in more than 70 countries have at-
tended iTOP seminars at Curaden. The programme, which enables dental 
professionals to teach patients proper oral care, has been in existence for  
15 years. Ana Stevanovic is a trained dentist and manager and, togeth-
er with her team, not only develops continuing education programmes 
for dental professionals, but also establishes them in the educational 
programme of dental students. In doing so, she promotes networking at 
universities and strengthens cooperation with students and professors. 

Health
In line with its claim "Better health for you", Curaden encourages its 

employees to engage in sports, for example through "bike to work" cam-
paigns or participation in the Lucerne city run. The company also spon-
sors sporting events such as the Lucerne City Marathon. 

"Education is health and more than 
just a business. It is the essence of 
our mission. At Curaden Academy, 
we make the world healthier 
by shaping the future of dentistry."
 Ana Stevanovic
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Social performance: Goals
The status quo is not to remain. Curaden will continue to develop in the 
next years in the following four areas in particular:

1. Changing university 
education: achieving relevance 
for it through studies

Curaden has always pursued a 
policy of close cooperation with 
university and subject-specific 
research. The results can be seen 
in the products and services in the 
company's portfolio.

In 2022, Curaden intends to 
continue on this path and to 
have the merits of its products 
and services, its beliefs and 
teachings increasingly exam-
ined in their evidence. The di-
rect benefit of this will be to 
strengthen its persuasive power 
in the markets and its own rele-
vance.

2 "Selfcare" - helping people to 
help themselves and increas-
ing self-competence through 
education

According to the motto "more fun 
in the bathroom", Curaden brings 
more freshness and colour into 
life with eye-catching colours for 
its products and makes dental 
and oral care more colourful. We 
also create campaigns around a 
theme that is close to our hearts, 
such as education about tooth 
brushing during pregnancy. We 
provide tips and facts about how 
brushing your teeth affects the 
oral health of the mother and her 
unborn child. A corresponding ed-
ucational campaign by Curaden 
aims to raise awareness of oral 
health among pregnant women. 

In 2022, we would like to pick up 
young people in particular with 
the above-mentioned focal top-
ics. Those who set the course 
for good oral health at an ear-
ly age influence society in the 
long term. Therefore, our goal 
with our marketing campaigns 
is to raise awareness and make 
the daily tooth brushing routine 
more interesting. 

3. Bring about behavioural 
change and build political 
influence

Rituals are the key to perpet-
uating sales success, sales of 
products, teaching and services. 
Curaden relies on these recurring, 
ultimately automated behaviours 
in the consumer market, but also 
among oral hygiene specialists. 
Curaden, with its company patron 
Ueli Breitschmid at the helm, has 
always tried to bring about appro-
priate changes in behaviour.

In 2022, we want to create the 
conditions with increased po-
litical, social and academic in-
fluence. In this way, we want to 
bring about behavioural chang-
es in society, which will ultimate-
ly lead to daily rituals to main-
tain or improve oral hygiene. For 
example, political lobbying will 
be part of this strategy, as well 
as the realisation of a university 
in Avola, Sicily (Italy), which will 
be fully dedicated to the cause 
of prevention.

4 Reaching more children with 
the Brush Hour programme

"Brush Hour" is an interactive edu-
cational concept for children. Es-
pecially when it comes to develop-
ing healthy routines - routines for 
dental care - it is crucial to start as 
early as possible in life. The earlier 
healthy routines are learned, the 
more likely it is that teeth will re-
main healthy throughout life. With 
"Brush Hour", Curaden introduces 
children to the topic of dental care 
in a playful way. They learn the 
correct tooth brushing technique 
and take home useful information 
about the dental profession and 
everything related to the mouth. 
This way, they can inform their 
family about proper dental care 
routines.

Brush Hour is used in kindergar-
tens and schools. In coopera-
tion with educators and parents, 
Curaden wants to influence a 
healthy dental care routine and 
thus make its contribution to im-
proving the oral health of the pop-
ulation. Currently, the game is 
already being tested in five coun-
tries. In Brazil, Portugal, South 

Africa , Slovenia and Switzerland, 
test markets are busy building 
the necessary infrastructure and 
gathering initial insights on how 
a long-term deployment could be 
planned. 

Our goal is to fully develop five 
markets by 2022, namely Bra-
zil, Portugal, South Africa, Slo-
venia and Switzerland. Accord-
ing to current information from 
the markets, Brazil will teach 
90,000 children and South Af-
rica 24,000 children in 2022. 
After 2022, we will start to roll 
out the game in four more mar-
kets. We want to implement the 
project globally by 2025.
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Ecological services: Production and innovation
Ecological sustainability is not just a project name at Curaden and its 
core brand Curaprox. Curaden wants to act ecologically wherever this 
does not jeopardise the supreme premise of Swiss Premium Oral Care. 
Below we offer an insight into our current commitment and present our 
goals. 

Marco Zavalloni, Managing 
Director of Curaden and Manag-
ing Director of Curaplast - mainly 
responsible for production - spoke 
in depth about sustainability. 
He tells us what is important to 
Curaden in terms of ecological 
production.

To what extent are you 
concerned with the topic of 
low-resource production and 
recycling?

Marco Zavalloni: The careful use 
of resources is important to me. I 
have been shaped to handle them 
efficiently since I was a child. I 
often spent my holidays with my 
family in Trentino, whose living 
conditions were predominantly 
simple. So I was shown early on 
to pay attention to nature, not to 
dispose of it carelessly and even 
to collect leaves for insulation 
purposes for the winter. This way 
of dealing with raw materials has 
left a lasting impression on me, 
which is why I also pay attention 
to the careful use of our resourc-
es in the production of Curaprox 
toothbrushes.

How do you implement this in 
everyday life?

This resource-conserving atti-
tude is also expressed in the mis-
sion statement of Curaplast AG 
and forms the basis for our daily 
work. We only use the latest gen-
eration of machines for the man-
ufacture of our products, which 
consume less energy. As an exam-
ple, we have ordered another in-
jection moulding machine for the 
production of the Curaprox baby 
toothbrush. This one needs more 
than 60 per cent less electricity 
for the same output. Regardless 
of the fact that the purchase 
costs for the latest generation of 
machines are significantly higher 
than those of the standard ma-
chines. Furthermore, our priority 
in production is also to reduce the 
amount of rejects. The control of 
this is subject to a constant opti-
misation process. 

 Which situations in your  
business would you describe as 
win-win from an economic and 
ecological point of view?

Local production is certainly 
one of these win-win situations 
from an economic and ecological 
point of view, because we save 
unnecessary transport routes and 
thus save a lot of resources. Also, 
the constant reduction of rejects 
at all levels leads to reduced use 
of raw materials and saves energy 
at the same time. In this context, I 
would like to point out that we sell 
plastic waste ourselves. 

Where do you find inspiration 
for innovative products?

I find inspiration in silence 
and in nature. It never ceases to 
amaze me how much perfection 
nature brings forth in creating 
beauty. But I also observe peo-
ple in everyday life in their deal-
ings with products. With the new 
interdental brushes click-system, 
I observed my mother-in-law who, 
due to serious illness, was unable 
to click the interdental brush into 
the holder. This motivated me to 
develop a new packaging in which 
the brush is positioned in such a 
way that it can be easily clicked 
into place with both holders and, 
in addition, the product is kept 
clean and hygienic. A nice side ef-
fect of this family tragedy, which 
also led to the packaging being 
ten percent lighter, despite all the 
innovative features.

"Every entrepreneur should be aware that 
resources are essential for a well-functioning 
environment. Their occurrence on earth is 
limited."
Marco Zavalloni
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Protective cap of our toothbrushes
The topic of packaging and plastic reduction is a high priority at 
Curaden. In 2021, for example, we were able to reduce the pro-
tective cap of our toothbrushes by 0.6 g. With 40 million tooth-
brushes produced, this results in a saving of 24 tons of material.

Dental floss 
In 2021, we completely switched our dental floss packaging to 
cardboard. Here we can expect a saving of 150,000 x 2 grams 
of material in the coming years. 

Perio refill
Product management was able to change 2021 the packaging of 
"CPS Perio refill". The original packaging weighed 8.9 grams. Now 
it is 5.8 grams (plastic content only). This has reduced the plas-
tic content by around 35 per cent per package. With an annual 
production of 250,000 units, Curaden saves 775 kg of plastic 
compared to the original packaging.
Further we managed to reduce in previews years the plastic parts 
of our: 

-CPS prime starter from 8.9 gr to 4.4 gr
-CPS prime refill from 5.4 gr to 4.6 gr

Click-System
Curaden patented the click system for interdental brushes as 
early as 1986. The centre image speaks more than words: it 
shows how much plastic is saved in contrast to convention-
al interdental brushes. In actual figures, this corresponded to 
around 59,349 kg of material in 2021, i.e. more than 59 tons. 

Hydrosonic brush head
Furthermore, we were able to significantly improve the produc-
tion of our Hydrosonic brush head in 2021. Previously, the main 
parts of the heads were produced in China and the filaments 
then bristled in Germany and shipped back again for final pack-
aging in China. Today, Curaden manufactures the entire brush 
head in Switzerland. This eliminates more than 27'000 of kilo-
meters of travel from Europe to Asia and back.

Production partner
Curaden pays particular attention to the environment and sus-
tainable thinking in all dimensions of its production partners. For 
example, the Ebnat company, which is an important partner in 
the toothbrush sector, heats exclusively with waste wood recy-
cled in the manufacture of other products during a normal heat-
ing period. Curaden also returns plastic waste to the production 
cycle and pays attention to similar processes at partner com-
panies. Their advantages are intrinsic: faulty production can be 
minimised by analysing and improving production processes. 
For this purpose, waste from the company's own plastics pro-
duction is ground in the recycling plant and melted into recy-
cling granulate.

Annual Savings
of 84.1 tons

Planet

Ecological services: The examples

Those who want to do good business and grow healthily and sustainably 
must always make the right business decisions. Product innovation and the 
targeted use of natural resources are at the heart of this.

24t

0.3t

0.8t

59t 
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Vegan floss with castor oil

We were already able to exclude 
plastic from the outer packing of 
our dental flosses. But as always, 
the journey does not end here. 

The goal of 2022 is to success-
fully launch our vegan dental 
floss with castor oil. The pack-
aging will be exclusively made of 
cardboard. Castor oil is particu-
larly suitable and ecologically 
sound in its origin, as it grows 
without additional irrigation on 
poor soils that are not suitable 
for growing food.

rPET

In 2021, we tested the rPET for 
our toothbrushes as well as in-
terdental packaging. rPET is a 
plastic made from recycled PET. 
Empty PET bottles are cleaned, 
crushed and processed into new 
PET. rPET– reducing greenhouse 
gas emissions by 79% when 
compared with PET. 

The goal for 2022 is to evaluate 
our packing to ensure stabili-
ty and premium quality. In the 
second half of the year, we plan 
to start the production of the 
aforementioned packaging. 

Energy savings and improved mobility

The energy balance at Curaden is constantly being improved. In Sep-
tember 2021, for example, a second moulding machine was ordered 
for the company's own Swiss production facility, which is scheduled for 
delivery in April 2022. Our baby toothbrushes will be fabricated with 
this machine in the future. The difference compared to the existing ma-
chine Ma 232153 is that the new unit Ma 261796 has a fully electric 
drive. This is 25 percent more expensive to buy.

By 2022 we hope to have an energy reduction of 67 percent in our 
baby toothbrush production

Ecological performance: Goal
Innovation will also be driven forward in 2022. The following
products will provide Curaden’s partners around the world with
a stronger portfolio in the green sector:

01

PET
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The journey of a CS5460 toothbrush 

Plastic (PET) Filaments (PBT) Carton

Warehous Littau

Production Flawil

Distributors Warehous Stutensee

People 

Germany
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