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NAD RECOMMENDS COLGATE DISCONTINUE COMPARATIVE SPEED CLAIMS FOR
‘SENSITIVE PRO-RELIEF TOOTHPASTE,” COMPANIES TO APPEAL

New York, NY — April 10, 2012 - The National Advertising Division of the Council of Better Business Bureaus
has recommended that Colgate-Palmolive Company modify or discontinue certain advertising claims for the
company’s Sensitive Pro-Relief Toothpaste, including claims that the product works faster than Sensodyne, made
by challenger GlaxoSmithKline. Both Colgate and GSK are seeking to appeal certain of NAD's findings to the
National Advertising Review Board.

NAD, the advertising industry’s self-regulatory forum, examined claims in broadcast advertising and print
advertising directed to oral care professionals. Claims at issue included:

e "Gets to the nerve faster for long-lasting relief”

s "aclinically proven formula that works fast, within 2 weeks, to provide relief to the nerve and
builds a protective shield to help prevent painful sensitivity flare-ups when used as directed.”

* “Provides faster acting* and long-lasting relief with regular use.”

[* vs. a leading potassium nitrate toothpaste]

» "Faster to the nerve™ for Lasting Relief,” together with a pixilated, facial silhouette in profile
of @ man drinking a glass of ice water (the "Blue Man”), thanks to the apparently instant and
complete relief provided by this newly-launched product.

o  "FASTER & LONG-LASTING Hypersensitivity relief”*

» "*faster vs. Sensodyne toothpaste. Within 2 weeks. Based on clinical studies. Lasting relief
with continued use.”

s "Part of a new treatment solution for dentin hypersensitivity”

o "Rushes to the nerve for faster relief. Superior formula delivers potassium nitrate to the
nerve more quickly for faster relief.”

(Full text of decisions available to media upon request.)

Following its review of the evidence, NAD determined that the advertising at issue did not convey
the message that Colgate’s product provides immediate or instant relief and NAD determined the
advertiser could support stand-alone claims that the product is effective.

However, NAD determined that the evidence in the record did not support Colgate’s claims that its
toothpaste works “faster” than Sensodyne to relieve pain and recommended that the advertiser
discontinue “faster” claims - including both general claims to be faster and quantified claims that
appear in advertising directed to professionals.

NAD recommended that Colgate either discontinue the broadcast advertising at issue, or modify the
advertising to ensure that it no longer conveys the unsupported “faster” message, as well as the
claim that the product is “clinically proven better” than the leading sensitivity toothpaste.

With respect to the advertising directed to professionals, NAD recommended that Colgate either
discontinue its “over 30% more relief... at 2 weeks” and “29% more relief... at 8 weeks” claims, or
that modify these claims by clearly disclosing that the results were only seen in one of two test



methods. Finally, NAD recommended that Colgate either discontinue the graphs that are shown in
the professional advertisement, or modify them such that the scales do not visually exaggerate the
differences between the products.

GSK is seeking to appeal a portion of NAD's decision regarding Colgate’s use of the percentage
differentials in materials directed to a professional audience.

Colgate, in its advertiser’s statement, said the company would appeal NAD’s findings that Colgate
had insufficient support for certain superiority claims for Colgate Sensitive Pro-Relief vs, Sensodyne,
as well as NAD's rejection of Colgate’s time-to-improvement analysis.

Colgate noted that it “continues to be a strong supporter of the NAD self-regulatory process.”
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NAD's inquiry was conducted under NAD/CARU/NARB Procedures for the Voluntary Self-Regulation of
National Advertising. Details of the initial inquiry, NAD's decision, and the advertiser's response will be
included in the next NAD/CARU Case Report.

About Advertising Industry Self-Regulation: The National Advertising Review Council (NARC) was formed in 1971. NARC establishes the policies and
procedures for the National Advertising Division (NAD)} of the Council of Better Business Bureaus, the CBBB's Children’s Advertising Review Unit (CARU), the
National Advertising Review Board (NARB) and the Electronic Retailing Self-Regulation Program (ERSP).

The NARC Board of Directors is composed of representatives of the American Advertising Federation, Inc. (AAF), American Association of Advertising
Agencies, Inc., (AAAA), the Association of National Advertisers, inc. {ANA), Council of Better Business Bureaus, Inc. (CBBB), Direct Marketing Association
(DMA), Electronic Retailing Association (ERA) and Interactive Advertising Bureau (IAB). Its purpose is to foster truth and accuracy in national advertising
through voluntary self-regulation.

NAD, CARU and ERSP are the investigative arms of the advertising industry’s voluntary self-regulation program, Their casework results from competitive
challenges from other advertisers, and also from self-monitoring traditional and new media. NARB, the appeals body, is a peer group from which ad-hoc
panels are selected to adjudicate NAD/CARU cases that are not resolved at the NAD/CARU level. This unique, self-regulatory system is funded entirely by the
business community; CARU is financed by the children’s advertising industry, while NAD/NARC/NARB’s primary source of funding is derived from
membership fees paid to the CBBB, ERSP’s funding is derived from membership in the Electronic Retailing Association. For more information about
advertising industry self-regulation, please visit www partners.org.




