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Dr. L ee Jong-Wook
Director General of WHO in his
call on governments to promote,

protect and support breastfeeding
at the launch of the Global
Strategy on Infant and Young
Child Feeding

23 March 2004

Article 44 of the Global Strategy
sets out the responsibility of
companies:

E very three years, IBFAN publishes a report on compliance with the

International Code of Marketing of Breastmilk Substitutes and relevant World
Health Assembly Resolutions. The 2004 report, “ Breaking the Rules— Stretching
the Rules’, is organised by company in aphabetical order and follows different
Code themes within the write-up of each company. This summary highlights the
marketing trends over the past three or four years.

Thisisespecially so in countries which have not implemented
the Code or where measures are inadequate. Countries with strong measures
which are properly enforced are better at keeping company promotion out of
health facilities. The scourge of supplies (donations of formula) and samples
remain a major problem area with companies competing to receive equal and
sometimes exclusive treatment by hospitals. Distribution and display of
company materials is widespread and as in the case of supplies and samples,
these are more prevalent in countries where purchasing power is high like
UAE, Singapore and Hong Kong.

One country — Thailand — sticks out with
companiesvying to entice doctors and nurses with innovative giftsin varieties
and numbers not seen elsewhere. Mothers too are deluged with gifts during
their stay in hospital and when they return for check-ups. This happens because
the voluntary code in Thailand has expired and with no other instrument in
place to provide a level playing field, companies compete ruthlessly to expand
their market share. All of this comes at a price to the health care system, not to
mention the health of infants.

Companies exploit these weaknesses
by pushing at the boundaries of what is allowed. One striking example is
informational materialsfor health professionals. Since information to mothers
is restricted, companies adeptly mark materials as ‘information for health
professionals’, list the required statements and warnings in small print while
the text is addressed to mothers. Such attractive company materials are often
supplied in bulk to health facilities, testimony to the fact that mothers are
intended as the captive audience. One company, Nestlé, even states on its
materials that the item is intended for health professionals for distribution to
mothers!

The one dominant theme over this period was the emphasis
on fatty acids such as DHA/ARA, naturally found in breastmilk, but
imitated (derived from fungi, algae or fish oil) and added to formula to
purportedly make babies smarter. Eleven out of the 16 international companies
included in this report jumped on the bandwagon of selling ‘intelligence
in abottle’. All are cashing in on the emotional desires of parents to have
smart children.
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In many parts of the world, parents are willing to pay extrafor the |Q promise. It
is estimated that infant formula supplemented with fatty acids cost parents an
additional US$200 a year as these products are priced 15 to 30% more than
standard formula. There are no independent long term studies to substantiate the
benefits of added DHA/ARA to formula. Only recently have regulating agencies
started to act. In April 2004, Canada’s Food Inspection Agency ordered Mead
Johnson to stop claims about the effect of DHA & ARA inits Enfamil products.
It is expected that other governments will take similar action. Apart from the
1Q springboard, companies also harp on how other added ingredients bring a
product ‘closer to breastmilk’ and boost baby’s immunity to disease, promote
healthy growth, etc. All these misleading claims are promotiona in nature and
prohibited by the Code.

The impact on professional integrity is far-reaching. Monitoring reveals an
increasing number of health professionals becoming addicted to company
donations and sponsorship. China with its 19 million new babies annually
will be the next unsuspecting target of companiesin this respect. The fact that
the country has more than half of the world's Baby Friendly health facilities
will have little meaning unless the national law based on the Code is properly
implemented and enforced.

In a positive development, some companies
have actually removed blatantly promotional content from their web-site, and
others have restricted their web-pages to health professionals.

Several forced
recalls of products contaminated with the deadly Enterobacter sakazakii,
indicate the need for labels to warn that no formulais sterile. Labelling saw
greater compliance when Nestlé took a long awaited lead in labelling its
complementary foods from “six months”; implementing the global
recommendation for six months exclusive breastfeeding. The company, however,
needs to prove its sincerity in upholding the WHO recommendation by applying
itto all countriesand by keeping its Blue Bear complementary food mascot out of
health facilities.

Other companies, meanwhile, behave as if the several World Health Assembly
Resolutions on “six months” do not exist. This ‘head in the sand’ approach
generally applies to the interpretation of the scope of the Code with many
companies sticking to the indefensible stand that the Code applies only to
infant formula, not to “other products which are marketed or represented as
breastmilk substitutes’. This narrow interpretation accounts for a sizeable chunk
of violations reported.

Unlike the past reports, Breaking the Rules 2004
gives only illustrations of violations involving feeding bottles and teats and
does not give a company by company account. This in no way deflects from
the severity of the violations by manufacturers of feeding bottles and teats. A
table summarises the performance of 14 major companies vis-a-vis the relevant
Code provisions.

Thefind section features some practices which discourage

breastfeeding but do not directly violate the Code. M ostly, these practicesinvolve
‘formula for mothers’ or ‘growing-up milks'.

IBFAN -- International Baby Food Action Network

Note: The company which wrote
the above in early 2002 is Martek,
the main supplier of oils and other
additives to most formula makers.
Martek’s sales went up 183% in 9
months. It took independent re-
searchers 2 more years to establish
that the added fatty acids have no
definite benefits.



Sephen Lewis

Deputy Executive Director
UNICEF

April 1999

B reaking the Rules, Stretching the Rules 2004 is based on evidence collected

between Jan 2002 to April 2004. The ‘Rules’ are the benchmark standard
provisions of the International Code of Marketing of Breastmilk Substitutes and
related World Health Assembly resolutions.

Contrary to other years, monitoring was not organised by region, nor did it result
from a worldwide training of coordinators from selected countries as was the
casein 2001. Breaking the Rules 2004 (BTR) isthefirst major outcome of SIM,
the Standard IBFAN Monitoring tool which aims at popularising monitoring,
yet maintaining standard questionnaires so that groups and individuals use the
same protocol to report evidence from wherever they are. Reporting isflexible. It
can be electronic with digital forms and digital pictures or it can be manual with
handwritten notes and actual specimen. With SIM, everyone can be a monitor.
Results were first checked, translated and collated by four collection centresin
Europe, Latin Americaand Asia. They were then merged into one large database
and underwent thorough legal and factual checking by ICDC, before being sorted
by company and by type of violation. Intotal, morethan 3000 reportswerereceived
from 69 countries, some only with very sparseinformation, otherswith hundreds
of entries each.*

During the period under review, a few countries wanted to do monitoring as a
national exercise. Training with SIM was provided by IBFAN-ICDC under
the auspices of national governments and/or UNICEF field offices. Although
the results were primarily meant for national reports, they obviously fed easily
into the BTR collection. Thiswasthe case for Indonesia, Chinaand Thailand.
(See the separate “ Look what they're doing” reports). IBFAN Latin America
held a short training course for volunteer monitors and has published a 20
page“ Look what they' redoingin Latin America” report in Spanish. IBFAN
Europe used seed grants to motivate some groups to do monitoring while
IBFAN Africa coordinated its own monitoring. All shared their results for
this worldwide report.

SIM is not designed to obtain statistical information nor is it meant to provide
full information on any one company or any oneregion. Infact, reports covered a
total of 176 companies but many were found to be subsidiaries of transnationals
or local distributors. To provide continuity and the possibility of assessing progress,
it wasdecided to continuein thisBTR with the samelist of the 16 largest companies
asin previous reports.

Theprogressin digital technology meant that many monitorswere ableto sendin
scanned pictures and digital photographs. There was such awealth of imagesthat
only about one third could be reproduced and even then they had to be shrunk to
fit. For each violation reported, there are at |east ten others that went unnoticed.
Private deal s, pay-offs and agreements escape the public eye completely. And for

* All data were reviewed and double-checked. Entries not sufficiently substantiated by evidence
were rejected. All efforts were made to verify the accuracy of this report but any errors remain the
responsibility of the editors.
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each violation reported, one can be sure there are thousands more of the same
because companies mass-produce their materials and labels. In other words the
contents represent the proverbial ‘tip of theiceberg’.

The International Code was adopted in 1981 as a “ minimum” standard to help
protect and promote breastfeeding in al countries. Its preamble explains that
“ the marketing of breastmilk substitutes requires special treatment which makes
usual marketing practices unsuitable for these products’ . The Code, summarized
overleaf, spells out which marketing practices should be discontinued. Since its
adoption, the Code has been re-affirmed by the World Health Assembly (WHA)
on at least 15 occasions and new Resolutions with the same legal status as the
Code have been adopted to clarify certain provisions and to attempt to keep up
with changing products and practices. One of the aims of Breaking the Rulesis
to inform the WHA of the status of compliance with its recommendations and of
the new trends in marketing.

Scientific evidence from hundreds of studies over the past twenty years confirms
that breastfeeding — and especially exclusive breastfeeding during the first six
months— isthe optimal way to nourish and nurture infants. Breastmilk contains
al the essential nutrients as well as antibodies that counter infection. No infant
formula made of cow’s milk, soy or other ingredients can ever equal this natural
way of feeding. Human milk decreases risks for a large number of acute and
chronic diseases including diarrhoea and respiratory infection. Breastfeeding
provides all necessary nutrients and liquids for six months, it supplies half the
baby’s nutritional requirements between six and 12 months and up to one third
between 12 and 24 months. Even in the most affluent conditions, where water is
clean and mothers are highly educated, an artificialy fed infant ismore likely to
suffer from respiratory illnesses, gastrointestinal infections, and allergies. The
risk of HIV infection through breastfeeding certainly exists, but it has been
established that not breastfeeding can lead to asix-fold increasein infant mortality
due to infectious diseases.

IBFAN is often asked whether it is not frustrating to do Code monitoring and
keep on finding violations? Yesit is, but without watchdogs the Code would be
amere piece of paper. The network also knows that it does make a difference, a
big difference. IBFAN’s evidence is being used by international organisations
and ethical investment companies and manufacturers are increasingly being
challenged about their social responsibility and observance of human rights. Where
there are no laws, or where laws are not enforced, independent monitoring isthe
only way of putting pressure on companies to behave, the only way of teaching
consumers about new tactics, of informing health professionals about the latest
propaganda. If there were no independent monitoring, companieswould not need
to look over their shoulders and promotion would be much worse.

In addition to reporting, monitoring also allows action. Over the past year alone,
monitoring hasled to at least one conviction in court, (Wyeth in the UK wasfined
£60,000 for illegal advertising) to achangein abig commercial campaign (Gerber
in Trinidad and Tobago) and to the suspension of another (Nutriciain China), to
aretraction of claims(Mead Johnson in Canada) and to apol ogies (Mead Johnson
in Malaysia) as well as to revisions in company materials (Nestlé in China and
Ghana). Each one of these was started by one individual saying: “Hey, thisisnot
right” and, through IBFAN, knowing that she can rely on others for support and
help to build sufficient pressure for change. Governments as far apart as Brazil,
India and Iran have demonstrated that strong laws can change labels, that
advertising can be stopped and that companies will obey the rule of the land if
thereispolitical will to enforceit. IBFAN iscommitted to continue checking who
is“Breaking the Rules’.

IBFAN -- International Baby Food Action Network

Children who are not
exclusively breastfed for 6
months are more at risk for
the following diseases,
illnesses, and conditions:

e About 40% more likely to
develop type 1 diabetes.

e About 25% more likely to
become overweight or
obese.

e About 60% more likely to
suffer from recurrent ear
infections.

e About 30% more likely to
suffer from leukemia.

e About 100% morelikely to
suffer from diarrhoea.

e About 250% morelikely to
be hospitalized for respira-
tory infectionslike asthma
and pneumonia.

These statistics were
removed from messages and
ads designed to show the
risks of NOT breastfeeding
during the National
Breastfeeding Awareness
Campaign by the US
Department of Health.

The percentages and the two
references to the risks of
leukemia and diabetes were
removed, NOT because there
was insufficient scientific
evidence but because of
enormous pressure by Mead
Johnson and Abbott-Ross, the
two largest American formula
makers.

It might make mothers feel
guilty, said the companies. If
it isthe truth, said health
professionals, we cannot
withhold information from
our patients. If we want to
encourage people to wear
seatbelts, we do also give
them information about what
might happen if you don’t, so
why not with breastfeeding.



‘Inappropriate feeding practices lead to infant malnutrition, morbidity and mortality in
all countries, and improper practices in the marketing of breastmilk substitutes and

related products can contribute to these major public health problems.’

CobDE PREAMBLE

The International Code was adopted by the World Health Assembly on 21 May 1981. It is intended
to be adopted as a minimum requirement by all governments and aims to protect infant health by
preventing inappropriate marketing of breastmilk substitutes.

The Code covers the marketing of

all breastmilk substitutes (Article 2).

These include:

® infant formula (including so-called
‘special’ baby milks such as ‘hypo-
allergenic’ formula, preterm milks
and others);

® follow-up milks;

® complementary foods such as
cereals, teas and juices, water
and other baby foods marketed
for use before the baby is six
months old.

The Code also covers feeding
bottles and teats. (Articles 2, 3 and
WHA 54.2 [2001]).

Informational and educational
materials dealing with the feeding
of infants and intended to reach
health professionals, pregnant
women and mothers of infants and
young children, should include clear
information on all the following
points:

a) the benefits and superiority of
breastfeeding;

b) maternal nutrition and the
preparation for and maintenance
of breastfeeding;

c) the negative effect on breast-
feeding of introducing partial
bottle feeding;

d) the difficulty of reversing the
decision not to breastfeed; and

e) where needed, the proper use of
infant formula.

When such materials contain infor-

mation about the use of infant formula,

they should include:

a) the social and financial implications
of its use;

b) the health hazards of inappropriate
foods or feeding methods;

c) the health hazards of unnecessary or
improper use of infant formula and
other breastmilk substitutes.

Such materials should not use pictures
or text, which may idealise the use of
breastmilk substitutes (Articles 4.2
and 7.2).

There should be no advertising or other
form of promotion to the general public
of products within the scope of the
Code. There should be no point-of-sale
advertising, giving of samples or any
other promotional device to induce
sales directly to the consumer at the
retail level, such as special displays,
discount coupons, premiums, special
sales, loss-leaders and tie-in sales.
Marketing personnel should not seek
direct or indirect contact with pregnant
women or with mothers of infants and
young children (Article 5).

Manufacturers and distributors should
not distribute to pregnant women or
mothers of infants and young children
any gifts of articles or utensils, which may
promote the use of breastmilk
substitutes or bottle feeding. No financial
or material inducements to promote
products within the scope of the Code
should be offered to health workers or
members of their families. Financial
support for professionals working in
infant and young child health should not
create conflicts of interest (Articles 5.4,
7.3, WHA 49.15 [1996]).

Facilities of health care systems should
not be used to promote infant formula
or other products within the scope of
the Code. Nor should they be used for
the display of products, or placards or
posters concerning such products, or for
the distribution of material bearing the
brand name of products covered by the
Code (Articles 6.2, 6.3, 4.3).

Information provided to health
professionals by manufacturers and
distributors regarding products covered
by the Code should be restricted to

Breaking the Rules, Stretching the Rules 2004



scientific and factual matters, and should
not imply or create a belief that bottle
feeding is equivalent or superior to
breastfeeding. Samples of products
covered by the Code, or equipment or
utensils for their preparation or use,
should not be provided to health
workers except where necessary for
professional evaluation or research at the
institutional level (Articles 7.2, 7.4, WHA
49.15 [1996]).

No FRee SAMPLES
OR SUPPLIES

Neither manufacturers nor health
workers should give pregnant women or
mothers of infants and young children,
samples of products covered by the
Code. Free or low-cost supplies of
breastmilk substitutes should not be
given to any part of the health care
system which includes maternity wards,
hospitals, nurseries and child care
institutions. Donated supplies in support
of emergency relief operations should only
be given for infants who have to be fed
on breastmilk substitutes and should
continue for as long as the infants
concerned need them.

Supplies should not be used as a sales
inducement (Articles 5.2, 7.4). Note:
Articles 6.6 and 6.7 of the Code have
been superseded by WHA Resolutions
39.28 (1986), WHA 45.34 (1992) and
WHA 47.5 (1994).

No ProMoOTION
oF COMPLEMENTARY

Foobs BEFORE THEY
ARE NEEDED

It is important that infants be exclusively
breastfed for six months and only receive
safe and appropriate complementary
foods thereafter. Every effort should be
made to use locally available foods. Any

tional Code
Ith Assembly Resolutions

food or drink given before complemen-
tary feeding is nutritionally required may
interfere with the initiation or
maintenance of breastfeeding and
therefore should not be promoted for
use by infants during this period.
Complementary foods should not be
marketed in ways that undermine
exclusive and sustained breastfeeding.
Breastfeeding should continue for up to
two years and beyond. (Code Preamble;
WHA Resolution 39.28 [1986], WHA
45.34 [1992] and WHA 47.5 [1994],
WHA 49.15 [1996], WHA 54.2 [2001]).

ADEQUATE LABELS:
CLEAR INFORMATION,

No PROMOTION,
No BaBy PICTURES

Labels should provide the necessary
information about the appropriate use
of the product, and should not
discourage breastfeeding. Infant formula
manufacturers should ensure that each
container has a clear, conspicuous and
easily readable message in an
appropriate language, which includes all
the following points:

a) the words “Important Notice” or
their equivalent;

b) astatement about the superiority of
breastfeeding;

c) astatement that the product should
only be used on the advice of a health
worker as to the need for its use
and the proper method of use; and

d) instructions for appropriate
preparation, and a warning of the
health hazards of inappropriate
preparation.

Neither the container nor the label
should have pictures of infants, or other
pictures or text which may idealise the
use of infant formula. The terms

IBFAN -- International Baby Food Action Network
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UNICEF

‘humanised’, ‘maternalised’ or similar
terms should not be used (Articles
9.1, 9.2).

CODEX STANDARDS

The Codex Alimentarius Com-
mission must continue to improve
the quality standards of processed
foods for infants and young children
and to promote their safe and proper
use at an appropriate age, including
through adequate |labelling,
consistent with the International
Code, resolution WHA 54.2, and
other relevant resolutions of the
Health Assembly (WHA 55.25
[2002]).

ComMpPANIES MusT

COMPLY WITH THE
INTERNATIONAL CODE

Monitoring the application of the
International Code and subsequent
Resolutions should be carried out in
a transparent, independent manner,
free from commercial influence
(WHA 49.15 [1996]).

Independently of any other measures
taken for implementation of the
Code, manufacturers and distributors
of products covered by the Code
should regard themselves as
responsible for monitoring their
marketing practices according to the
principles and aim of the Code.
Manufacturers should take steps to
ensure that their conduct at every
level conforms to all provisions above
(Article I1. 3).

For the full text, see:
www.ibfan.org/English/resource/
whof/fullcode.html




Miles D. White

Chairman of the Board and CEO
Abbott Laboratories

100 Abbott Park Road,

Abbott Park, Illinois 60064-3500, USA
Tel: +1 847 937 6100

Fax: +1 847 937 1511

URL : www.abbott.com

FormMuLA:

Smilac, Smilac Advance, Smilac
Advance Excel, Smilac Advance
Follow-On, Smilac Excellence
Follow-On, Smilac Advance With
Iron, Smilac LF, Smilac Gain, Gain,
Gain Advance, Gain |1Q, Gain Plus,
Premilac 1, Premilac 2, Neosure,
Isomil, Isomil Follow-Up.

COM PLEMENTARY FOODS:
Abbott Extra Cereals, Smilac Cereals.

The Rosco Bear and his comfort
blanket promote most Abbott Ross
infant and follow-up formula.

Only in Brazil has the law forced Rosco
Bear off labels.

eadquartered in suburban Chicago, Abbott Laboratories produces
pharmaceuticals, nutritionals and medical products. Abbott Ross
markets its products in 130 countries.

In 2002, Abbott achieved record sales of $17.7 billion and net earnings
of $3.2 billion. The Medical Products Group, which includes
diagnostics, hospital products and nutritionals, reached $8 hillion in
sales. There has been speculation that Abbott Laboratories would spin-
off its nutritional products business in favour of more concentration on
hospital products. An analyst with J.P Morgan says “ But the hospital
products business isn't nearly as profitable as the nutritionals

business’ . The high profitability of the infant food business and intense
competition from Mead Johnson are the main reason for Abbott’s
aggressive marketing campaigns.

Abbott successfully uses ‘image transfer’ by riding on ancther
organisation’s good reputation. For example, in 2004, in the Gulf
countries, Abbott bought UNICEF diaries and inserted its company
name, mission statement and addresses on the inside front cover and the
Abbott logo on the last page with the slogan “ Improving Lives’ . This
same strategy was used for a well-known breastfeeding book published
in 2002 by the American Academy of Pediatrics (AAP); Abbott bought
300,000 copies and added the Rosco bear to the cover. Mothers and
doctors who receive a free copy, get a double message. Does it promote
breastfeeding or Similac? The chairman of the AAP breastfeeding
committee called it “ Thievery” . But AAP makes a profit and agreed to
sell Abbott another 300,000 copies in 2003. Abbott has continously
nurtured close ties with the AAP by giving grants for its awards and
donating at least $500,000 towards AAP's operating budget. The
company also contributes to the $1 million renewable grant to the AAP
by severa formula manufacturers. Little wonder that AAP came to the
companies aid when they felt a 2003 US government campaign to
promote breastfeeding was too hard-hitting on the risks of formula
feeding. The campaign has now been watered down.

In the US, where breastfeeding rates are increasing, Abbott and other
formula manufacturers have launched their latest marketing tool to get a
larger share of the $3 billion market: the addition of fatty acids, DHA
and AHA into formula products. Abbott’s claim, however, that its |somil
and Similac products bolster 1Q and eyesight are based on short term
clinical trials that merely show short term benefits and no benefits when
compared to breastfed children. Abbott’s Isomil soy formula has been
withdrawn from the market in New Zealand following widespread
concern over long term risks to child health.

e In China, company representatives visit mothers and offer samples
of infant formula, give infant feeding information by telephone and
send promotional materials directly to mothers.

International Baby Food Action Network -- IBFAN
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ABBOTT-ROSS

e InThailand company repre-
sentativesvisit or call moth-
ers at home, give samples
and gifts and recommend
Similac infant formula.
Promotional materials are
mailed directly to mothers.

Samples, CDs
and pouches to
promote brand
recognition and
ensure mother’s
loyalty.

e Abbott uses parents clubs and coupons to collect ad-
dresses and particulars of babies, to direct targeted
promotional mailings.

e In Singapore, Rosco Bear
invites pregnant women to
sign up or recommend a
friend to the company’s
“Join Our Club” pro-
gramme using an entry
form in a booklet about
Similac Advance Follow-
On, Gain 1Q Follow-Up
and Isomil Soy Protein
Follow-Up formulas. <«

e A sign-up coupon for Abbott’s 1Q Club is handed out
at an International Baby/Children Products Expo in
Hong Kong. IQ Club members receive afree gift, in-
formation on infant feeding, discounts on clothesand
toys, and invitations to health talks. v

e Parents in Singapore can
fill in coupons in Similac
ads in a newspaper and
Motherhood magazine to
receiveafree400gtin. The
ads compare the product
with breastmilk and make I I
claims about brain devel- :
opment. One ad has the ;
heading “ The smart for-
mula for smart babies’ .»

Sl anot

"B
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Intelligence?
Intestinal?
or Eye?

or any of these
u buy the product

1Q-

Abbott’s 1Q stands f
depending on whereyo

e Bahieswearing graduation
caps, the mention of brain
development and the big
letters “1Q” suggest the
product will increase “in-
telligence quotient”. In
Singapore, tiny words re-
veal this 1Q refers to “ In-
testinal Quality” .

GAIN Ig
SUPPORTS yaur childs
MENTAL & PHYSICAL

grawih poletiol

; 'i-i'tk Not so in Hong Kong and
Malaysawherein GainAd-
vancematerialsthe“l” in“IQ” containstheword “eye”,
suggesting the product will improve vision aswell as
intelligence. Alsoin Maaysia, Gain Plus, agrowing up
milk, has the same ‘ey€e’ in Q.

e “|1Q: most nutritious, baby totally brilliant.” A leaf-
let in Hong Kong links Gain Advance with brain
development and claimsit will strengthen baby’sim-

munological defence. The large

letters 1Q and the smart baby im-

ply the baby will be more intelli-

gent. There is no conclusive evi-
denceto back thisup
but the promotion is

A
e e very effective in
:ll'" terms of sales. <«

e Couponsinadsfor Gain 1Q
in Singapore's Motherhood
magazine can be redeemed
for a450g tin. The ads pro-
mote Gain | Q asagrowing-
up milk but thepackshot cals
it afollow-on formula.»

11
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e Abbot offers a
freetinof Similac [ =7 w=
Excellence Fol- ™ =
low-on to moth-
ers in Singapore
who are impres- | 7=
sed with the pro- |
duct’'sclaim to be
“even closer to
breastmilk”.

v o T

# ras aracrtant
W Crorgerge

Friveman:
h

A A graph in the centre of the ad shows
equivalence with breastmilk — definitely not
true and not allowed by the Code.

e Aninsertin a Similac Advance leaflet in Singapore
offers samplesand atoy —the* Smilac sensory bear”
— to enhance the devel opment of baby’s senses.

e An advertisement in
Thailand for Similac Ad-
vance compares the
product with breastmilk.
Words like “ good immu-
nity”, “ clever”, “ good
digestion” and* comfort-
able tummy” idedlise its
use. An advertorial with
the same heading rein-
forcesthe ad’s messages.

e Members in Abbott’s Parents Club in Thailand re-
ceive afree parent-baby journal, samples, invitations
to seminars, other activities and counseling on mater-
na and child nutrition.

e AnadvertisementinaThal newspaper features healthy
babieswith packshotsof Similac Advance, Gain Ad-
vance, Similac LF and | somil.

e Shelf-talkers, posters and leaflets promote Premilac
infant and follow-up formulasin shopsin China. Com-
pany representatives promote Premilac in some
shops.

e Abbott gives discounts and gifts
with purchases of Gain in Colom-
bia, and discountson Similac Ad-
vance in Peru.p»

e Specia shop displayspromote Similacinthe Domini-
can Republic and Gain in Vietnam, wherealarge card-
board teddy bear wearing a graduation cap claims
added DHA enhances brain devel opment.

12
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e In Curacao, a display card in a pharmacy shows
packshots of Similac and five other Abbott brands
and describes the situations for which they are rec-
ommended, under the heading: “ Formulasfor all your
patients' feeding needs.”

Samples and supplies

e Abbott gives unsolicited donations to health facili-
ties, (Similac in Indonesia and Curagao, Similac,
Similac Advance and I somil in the Dominican Re-
public, Similac and Similac Advancein Peru and the
United Arab Emirates, Similac Advance and Gain
Advancein Thailand). Health workers often pass on
free supplies as samples to mothers.

e Health facility staff and company reps give mothers
samples of Similac, Similac Advance or Isomil in
China, Malaysia and the Dominican Republic. In the
latter country, they visit health facilities sometimes
twice weekly to give samples and flyers. After cae-
sarean delivery, mothers receive samples of Similac.

e Mothers of low birthweight babies in Thailand are
given Neosure samples upon discharge.

e Abbott distributes Similac disposable infant nipples
to health facilities in the UAE.

Giftsto health workers

e Abbott winsfavour with health workers through gifts
like:
m caendarsin Ching;
m clothing and bottles of whisky in the Dominican Re-
public;
m jackets and prescription pads in Peru
notepads, pens and deodorant pads in Thailand.

<« Telephone

/ deodorant pads
bearing brand
names like
Similac Advance
and Gain.

International Baby Food Action Network -- IBFAN
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ABBOTT-ROSS

Other giftsand materials

e Mothersin Thailand receive gift packs, pouches and
promational materials (Similac Advance and Gain
Advance) in health facilities, sometimes while still
in the labour room!

e Abbott products and promotional materials and post-
ersare displayed in health facilitiesin China.

e Similac posters are displayed in health facilities in
Indonesia.

e In Indonesia, Abbott
supplieshealth facilities
with cot cards bearing
the company name and
Rosco Bear.»

e Similac leaflets with baby picturesand packshotsare
displayed in health facilities in Lithuania.

e In health facilities in many countries, Similac Ad-
vanceis portrayed as the formulaof the future with
this beautiful starry-eyed baby looking into space
In Malaysia, the
same “New Era”
baby promotes Iso-
mil Plus, a growing
up milk. Rosco Bear
and his comfort
blanket promote all
Abbott formulae.

e Tear-off prescription pads given to health workers
in Yemen make it easy to undermine breastfeeding.
Health workers tick
the picture of the for-
mula and give the
sheet to mothers, who
purchase the recom-
mended formula in
pharmacies. «

e Abbott gives health work- L
ers in the UAE notepads
showing a Gain packshot
and two babies.»

IBFAN -- International Baby Food Action Network

e Nurses in Thailand are re-
cruited to get mothersto com-
plete sign-up sheets. Abbott
uses the information to mail
music CDs, cassette tapes and
samplesof Similac Advanceto

mothers.
ﬁ'mmllmhu"l&l """
A=y R e T
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s
e
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® |npaediatric clinicsand maternity wardsin Thailand,
Abbott displays items featuring Rosco Bear to pro-
mote Similac and Gain.

e Similac labelsin Indonesia claim the formulais pat-
terned after breastmilk, and | somil labelsfail to in-
dicate that the product is for babies with specific di-
etary needs.

e In Zimbabwe, | somil tins lack important statements
required by the Code and the national law.

e Labels of Similac and I'somil in Indonesia, |somil
125g samples in Malaysia (below) and Similac in
Kenyaand the Dominican Republic arein English only
and not the local languages as required by the Code.

0y f\ @“\\

e A bottle and teat and the company’s teddy bear mas-
cot appear on Similac labelsin Kenya.

e InNew Zealand where | somil isnow withdrawn from
the market, the label used to say “ First choice of
Doctors’ . The New Zealand Commerce Commission
found Abbott guilty of false claims over that state-
ment.

13
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e A ledflet in Singapore designed as a baby’s letter to
Mummy draws comparisons between breastmilk and
SimilacAdvance p———
and recommends
starting solid
foods at four to
six monthsof age.

“Mummy, my future is
in your hands... so
choose the right
formula.”

e L eafletsin China, Hong Kong, Lithuania, Puerto Rico,
Singapore, UAE and Uruguay compare Similac, e A“Child Care Handbook by American Abbott” in
SimilacAdvance, Similac Advance Excel, Gain Ad- Chinagivesincorrect information about breastfeeding.
vance with breastmilk. Mothers are told to feed for 10 minutes on each

breast and advised to wash their nipples with hot

e Bottle feeding is idedlised by attractive pictures of water. The information given on artificial feeding

infants in a Lithuanian leaflet for Similac Advance
and in Puerto Rico by a picture of a mother bottle
feeding a baby in a Similac booklet.

Inthisleaflet from the UAE titled “ Smilac—clinical
performance like a breastfed infant”, Similac Ad-
vance and Similac Advance Excel come out on top
when measured against two unnamed brands, with
content and infant development comparable to
breastmilk.

% 0 e ey

e An Abbott-Ross handbook on breastfeeding in
Curagao intended for health care workers clearly ad-
dresses mothers. The text refers to 3-4 weeks of
breastfeeding and mentions Similac and | somil twelve
times. Four out of its 27 pages are devoted to
breastfeeding problems, but not a word about prob-
lems caused by bottle feeding.

e A ledflet in Lithuania advertises the Abbott formula

line, as well as
Similac cereals,
using a happy
baby’s picture
and packshots.
The cereals are

[ = E %

S oNEION recommended
— % for usefrom four
";f i ﬁ' and five months.
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does not com-
ply with Article
4.2 of the Code.

7 8

Abbott products
ranging from
Formance milk for
mothers to Similac,
Gain, Pediasure and

Grow, encircle a
happy baby on the
back cover.

A booklet in Singapore promoting Similac Advance
Follow-On, Gain 1 Q Follow-Up and | somil Soy Pro-
tein Follow-Up recommends solid foods from four
months.

In the UAE, an infant feeding booklet promotes
Similac Gain and gives incorrect advice, such as to
givethe baby water between feeds, orange juice from
three months and other fruit juices and solids from
four months.

\nside pages

Cover of booklet

Leafletsin Chinapromoting SimilacAdvance, Gain,
Gain Advance and Premilac 1 and 2 make claims
about the products such as “ strengthens baby’s im-
munity”, “ No indigestion with formula made by
Abbott” , “ optimum mental and psychomotor devel-
opment, strong bones, enhanced immune function”
and “ well-tolerated formula” .

International Baby Food Action Network -- IBFAN
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e Chinese pro-
motional ma-
terials use a
gold shield to
symbolise
resistence to infections
and immunity to dis-
ease, claimed by the T-
PAN content in its °

products. S
Gold shield T-PAN protection in Premilac 1 & 2.

BEE SR

LB FELEW

A baby warrior holds a similar
shield in this leaflet on Similac
Advance.

e A leaflet in China proclaims:” Babies fed formula by
Abbott grow as healthy as those fed by breastmilk.”

e A discount pricelist for arange of productsincluding
Similac Advance is clipped to a leaflet promoting
the product in China. __

e A leaflet in Uruguay
idealises the use of Abbott
breastmilk substituteswith
phrases like “ adequate
cognitive and visual
devel opment” , “ minimum
colic”, and “ best nutri-
tional profile” .»

e
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e A seriesof cards
distributed in a
health facility in
China shows
Rosco Bear

with the gold shield for a bet-

ter immune defence system.

The cards give child develop-

ment information on one side and a baby data form

on the other. The series starts from 0-1 month until

the baby is 15 months ol d.

e A booklet in Puerto Rico titled “ Infant formulas are
not all thesame” goessofar astosay Similacisequal
to or dlightly better than breastmilk.

IBFAN -- International Baby Food Action Network

e Thecover of aVCD in Hong Kong called Tender lov-
ing story of breastfeeding says about Abbott products:
“helpsraiseimmunity” , “ achieved by Abbott T-PAN”
and “ closest to the level of breastmilk” .

* .
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“T-PAN" is superimposed over a teddy bear head to associate it with
Abbott’s Rosco Bear.

e Abbott's Thai website contains product information
and tips on infant feeding which feign to encourage
breastfeeding but contain messages that undermine the
practice. For example, a
write-up on “ Nucleotide
(TPAN)", shows a
healthy baby encircled
by a TPAN banner, and
favourably compares ba-
bies fed formulas with
added nucleotides to
breastfed babies.

U

e The Similac Welcome Addition website displays the
whole range of Similac products and promotional
messages:“ No matter the need, trust the makers of
Smilac to have the right formula product for baby”
and“ ... Smilac —the name doctors and mothers have
trusted for generations” .
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Franck Riboud

President and CEO

Danone Groupe

7 rue de Téhéran, F-75008 Paris
Tel: +33 1 44 352020

Fax: +33 1 42 256716

URL : www.danonegroup.com

FormuLA:
Blédilait, Alma-Blédilait, Gallia,
Actimel, Nursie.

COMPLEMENTARY FOODS:

Blédine, Blédina cereals(8 varieties),
Blédina infant juice, Blédine jarred
baby food, Blédisoup, Gallia instant
cereals, Phosphatine(10 varieties),
Zywiec Zdroj bottled water.

1édin€
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This “Bledina, Second Mother” poster is
now a vintage collector’s item but one
wonders if Bledina’s attitude to breast-
feeding has changed very much since it
published this poster around 1920.

(see 2004 website)

T he Danone Group was consolidated in 1994 and is now said to
be the sixth largest food manufacturer in the world. It is‘big’

in yoghurts and biscuits and dominates the mineral water market in
several countries. A long chain of acquisitions and mergers led to the
Group controlling a great number of older companies. In 1973
Danone - Gervais (Gallia, Bledina) merged with BSN-Evian
(Jacquemaire, Fali) and became the |eading baby food producer in
France. Diépal, Nutripharm, Liga and Vitabis all belong to the
Danone Group. Danone markets infant feeding productsin other
European countries, in Russia, Francophone Africa and in the Middle
East.

Little monitoring was done in those regions and thisis reflected in
the outcome below. Lack of evidence during this period (2001- 2004),
does not imply the company is*“clean”. In France, an October 2001
national monitoring report placed Danone as the worst advertiser,
well above Nestlé. These two companies together produced 72 % of
all adsfor babyfood in France (with 45% by Danone and 27% by
Nestle). In terms of booklets and | eaflets, Danone dominated again
with 38% while Nestlé took 29%.

The British Medical Journal in January 2003 reported on Code
monitoring in Togo and Burkina Faso (West Africa) where it was
found that of the 40 commercia breastmilk substitutes that violated
labelling provisions of the Code, 21 were manufactured by Danone.

Danone has recently been criticised for itsinvolvement in the EU
funded CHOPIN project. This seeksto develop an infant formula
which would not pre-dispose the baby to obesity later in life. One of
the CHOPIN tria callsfor 200 formula-fed and 50 breastfed infants
in 5 EU countries. In Belgium and Germany the researchers could
not find enough formula-fed babies! Bledinais experimenting on
these babies with new formulations of baby milks (www.childhood-
obesity.org). Eighty percent of the Programmeis publicly funded
(EU) while Danone funds less than 20% but clearly sees
opportunities for future marketing.

e The Blédina website
“ Pas a pas, bébé grandit
avec Blédina” (step by
step, baby grows up with I - e
Bléding) featuresames | SatRead.
sage from a “ Doctor in e
Nutrition” who says that w@@M@j@@[@ S ety
“If you chose to bottle VT :
feed your baby, you know . _

L. Blédina website features packshots and a baby bottle
that the Comp05|t|0n of feeding (see next page).

-
e e el LI, S
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DANONE

infant formula is (T

close to mother’s
milk” . A movie F":_:i_-

clip on the website
shows a busy : T
mother bottle feed- ‘
ing her baby.

On the same website, Blédina implies equivalence
between its products and breastfeeding: “ during the
first four months breastmilk and babymilk are the
only foods adapted to the baby’s young and imma-
ture digestive system. They satisfy his nutrition
needs perfectly...” . A separate paragraph acknowl-
edges that breastfeeding is the best way to nourish
the baby...but immediately warns the mother that
she has to feed herself with utmost care to have
quality milk - no coffee, alcohol or other stimu-
lants and “ to keep beautiful breasts, mother must
wear a special bra day and night” and finally:
“Weaning is the transition from breastmilk to
babymilk...”

In BurkinaFaso, Blédinejarred baby food, Blédisoup,
Blédina juice and Gallia instant cereals are all rec-
ommended from 4 months and mostly by feeding
bottle.

e |n Costa Rica, a Danone Actimel leaflet found at a
paediatrics congress claims that the product has the
“ efficiency of fermented milks or acidolactic bacte-
ria in fermented milks for prevention and treatment
of infant diarrhea”. It is recommended for infants
from three months.

e In Togo, one health facility displayed a large calen-
dar with pictures of mothersand their infants, ateddy
bear, and the legend “ Danone Baby Food”

e A Blédinaleaflet in a United Arab Emirates (UAE)
hospital shows a chart recommending Blédina prod-
ucts for low-birth-weight, acute diarrhoea, minor di-

IBFAN -- International Baby Food Action Network

— ) )
mprm | Qestive disorders and ...
MM frombirth! Thereisno men-

B tion at all about breast-

o, ffiﬂﬁ feeding. Flipside shows
ol || Blédina products with
=t ; "—Q packshots: Nursie formula
o 11 for 0-6 months and cereals

LIK from the fourth month.
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« This Blédina chart recommends

e Alsointhe UAE, Blédina EW

distributes aleaflet “For a Lo Rt
Healthy Growth” to health n n - .
workers showing pack- e e
shots of the Nursie range
of 6 formulasfor ages 0-6
monthsand cered sfor ages
from 4 months.

everything for baby except
breastmilk.
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A Check boxes below each pro-
duct make it easy for the doctor
to tick and pass to the mother.

e Ready-to-feed Nursiebottles
for newborns are donated to
maternities in the UAE.

e In France, the label on Blédina infant juice claims

that the product “ containswater, to hydrate” and rec-
ommends that the product be used for babies from
four months. The label also advises that the product
be used “ day to day to ensure the nutritional balance
of the baby” , wrongly implying that breastmilk isin-
sufficient for that purpose during baby’sfirst months.

® Zywiec Zdroj, amineral water in Poland controlled

by Danone shows a happy, healthy mother and baby,
implying the water isto be used for bottle feeding.
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Mark A. Wilson

President and CEO

The East Asiatic Company

(Dumex Division)

2 Enterprise Rd, Singapore 629814

Tel: (65) 6265-4566

Fax: (65) 6265-7169

Email: dumex@eac.com.sg

URL: www.youngnutrition.net
WWW.E8C.COM.Sg

FormuLA:
Dumex 1, Dumex 2, Mamex, Mamil.

COMPLEMENTARY FOODS:
NutraKids (formerly Protimex).

Like other manufacturers, Dumex
has adopted recurring symbols to
illustrate and promote its products.
Its rattles and feeding cup have
come to signify brands.

rx'-\_s?‘(%'“i
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These promotional symbols are used on
labels and repeated in booklets, posters
and on T-shirts.

T he Dumex brand was created in 1946 by the East Asiatic Company
(EAC), a Danish multinational founded in 1897 for the export of
pharmaceutical products to Asia. EAC started marketing baby foods in
Asiain 1953 under its Nutrition Division. Operations were later
consolidated under the International Nutrition Company Ltd., awholly
owned subsidiary of EAC. Dumex products can be found in more than
20 countries throughout Europe and Asia.

EAC Nutrition is headquartered in Singapore and its products are
manufactured in China, Denmark and New Zealand. They are sold
primarily in Asia, the Caribbean and Eastern Europe.

The company recorded net sales of USD 1 hillion in 2002. It saysit has
“nourished” over 20 million babies in its market areas and that its
brands are highly recommended by medical professionals. It recognizes
that breastmilk is best for babies, but the company will provide
“complete nutrition” during the baby’s first year of life “if breastfeeding
is not possible for mothers”.

The International Code forbids all sampling, but Dumex representatives
give out plenty. A particularly bad case was found in Cambodiain
2001 where small plastic sachets with just enough formula for one feed
were given to new mothers to introduce them to the product. The
sachets had no instructions on how
to use the product but a sticker
with the Dumex brandname was
prominent. Mothersin poverty-
stricken Cambodia are not
expected to be able to buy alot of
formula, so small sachets mab be
enough to tempt some of them. In
countries with higher purchasing
power, mothers receive full-size
samples.

e Company representatives give free samples of Dumex 2 to mothers
in shops and at home in Thailand.

o Promotional materials are mailed to Thai mothers.
e Dumex lisadvertisedon TV in China

e |n China, Dumex uses banned promotional tacticsin shops: special
offers, tie-in sales, gifts of free toys with purchases, posters, shelf
talkers and leaflets.

e An ad in Singapore's Motherhood magazine promotes NutraKids
as “ Two-step weaning foods for babies from 4 and from 6 months’
and includes a contact number for enquiries.

International Baby Food Action Network -- IBFAN
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DuMEx

e Anadvertisement inthe Moth-
erhood magazine in Singa-
pore announces a change of
brand namesfrom Protimex
to Nutrakids, recommended
for use from four months. A
coupon offersafree sample
of Nutrakids. The weak
voluntary Code in Singa-
pore allows this, the International Code does not.

WIOATIONES

e Dumex repsin Thailand visit workplaces to dispense
information about infant feeding and recommend spe-
cific brands to mothers.

e A poster-sized calendar in an Internet café in Phnom
Penh and in many retail outlets promotes Dumex prod-
ucts, including follow-on formula, with packshots and
claims such as: ‘improved formulation’ with OFA

(Omegafatty acids), betacaro-

tene and taurine.

Promotion in health facilities, supplies
and promotion to health workers

» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system,

» Article 7.3 provides that there should be no financial or
material inducement, to promote products within the scope of
the Code.

» Article 7.4 allows samples to health workers but only for
research purposes. Health workers may not pass on any
samples.

e Health facilities in Thai-
land display items that
feature the Dumex com-

pany and brand name.

IBFAN -- International Baby Food Action Network

e Company representatives in Thailand give mothers
in health facilities promotional materials such as leaf-
lets, music tapes and gift packs containing product
samples, nappies, feeding bottles and booklets on in-
fant feeding.

e Dumex donates unsolicited supplies of formula to
health facilities in Thailand. Dumex and other com-
panies arrange with health facilitiesto take turns pro-
viding free supplies.

e Dumex uses healthworkersin Thailand to give moth-
ers aform to fill out, enabling the company to send
promotional materials later on.

e Thai Mothersreceive free samplesof Dumex 1 and 2
from company repsand health workersthroughout their
stay in health facilities and at postpartum check-ups.

e In Thailand, Dumex gives health workers diaries,
newspaper racks, notepaper holders, handbags, pens
and notepads bearing the brand name Dumex.

e HealthworkersinaThai hospital give mothersaleaf-
let which says Dumex 1 has nutrients that are impor-
tant for brain development and the immune system.

e In a Thai hospital |eaflets
promote Dumex 2 for ba-
bies from 6 months to 3
years.

e Dumex givesheathworkers
in Thailand abooklet called
“ Secret tricks to help your
child become clever” .

e Cambodian health workers
aregiven T-shirtsby Dumex.»
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e Calendars in a Cambodian health facility show im-
ages of Dumex products with the slogan “ Expert in
Infant & Child Nutrition” .

e |naCambodian hospital, aDumex height measurement
wall chart features the company name together with
the rattle and feeding cup found on Dumex |abels.

e In ChinaDumex distributes calendars, posters, weight
and height chartsfor infants, leaflets and stickers bear-
ing the Dumex name. These items are displayed on

oy health facility walls, windows,
~_ shelves and notice boards.

S ownnese

e A leaflet found in health care
unitsin Chinaannounces* new
formulation, new package for
Dumex infant formula” and
claimsitiscloser to breastmilk,
promotes good mental health
and strengthens resistance to
diseases. Clipped to the leaf-
let is afree dellvery hotllne
an application for
Dumex’s Baby
Club and acom- | ="
pany represen-
tative's card.»>

u@\ ATION

e In China, mothersin health facilities are given cards
announcing a Dumex child care hotline.

e |n Saudi Arabia, Dumex distributes
to doctors, formulatin-shaped tran-
sistor radios la-
belled as Pro-
timex (now known
as NutraKids) on
onesideand Mama
Plus on the other. ¢

e A 48-page booklet in a‘discharge pack’ of a hospital
in Singapore contains guidelines “ to stimulate your
baby’'s mental development during thefirst year” and
picturesfor visual stimulation from the Dumex 1 and
2 labels (rattle and feeding cup) and Mamex and
M amiI labels (toy and book).

e In a hospital in Singapore, discharge bags given to
mothers contain a cardboard photo frame which
doubles as immunization schedule. A tearaway sec-
tioninvitesmotherstofill in acard to receivea* spe-
cial baby gift” and information
regarding

“ Dumex
World

benefits’ .
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e In China, Dumex 1 labels recommend complemen-
tary feeding from four months. Dumex 2 labels con-
tain promotional text such as*“ Better Basis, Greater
Future” , “ Promote Resistance against Diseases’ and
“ Raise Winners of Tomorrow” .

e Dumex labelsin Cambodiaarewrittenin Thai, Malay
or English but not Khmer.

e NutraKidscereasin Maaysiaand Singapore arela-
belled for use from four months.

International Baby Food Action Network -- IBFAN
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DuMEx

e A booklet in Singapore entitled Fine Weaning recom-
mends breastfeeding for four months. The Dumex 1
rattle and Dumex 2
Cup appear on alter- --
nate pages. The U@lm‘] ﬂ
Dumex name be-
neath three children
with a graduation v
cap suggests the 353
company’sproducts eI
will make children
intelligent.

e A card and aleaflet in China show packshots and an-
nounce Dumex follow-up
formula is now fortified
with AA and DHA.

UlNATILO

e In Hong Kong, a booklet Dumex — A guide to infant
feeding suggests that solids be introduced from three
months and shows a mother spoon-feeding her baby.
It claims that Dumex is specially formulated to pro-
vide suitable nutrients for the different stages of de-
velopment and features afeeding schedulefor breast-
fed and bottle fed babies. Included are promotional
prices, specia offers and a Dumex hotline service.

W memprLEE e A Chinese handbook for ex-
pectant mothers advertises a
full range of Dumex products
including Dumex 1 and
Dumex 2. There is a column
for motherstofill in and return
to the company, facilitating di-
rect marketing. The picture of
the children with agraduation
cap (shown above) is on the
inside back cover.

|- X
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® A bookletfor health &~ —_—a

e AnadvertisementinaMa-

e In Thailand a Health guide
book for mother and child
promotes Dumex 1 and 2 as
e o similar to breastmilk, with
Uﬁ{ﬁl‘?@ \E “pest nutrition for highest
Sl brain development” . Three
babies symbolise the Dumex
“3N” slogan (Nature, Nurture
and Nutrition).

workersin Thailand -
titled ‘3N of brain OLATNON
development’ shows |3 & —
picture of a mother
and sister bottle
feeding a baby,
idealising bottle
feeding.

D

e ‘Addvaluefor life' isthe heading of aleaflet in Thai-

land which advertisesDumex 1 and 2 and claims the
addition of nucleotides promotes immunity, growth
and brain development and that the amount of beta
carotene in the formulais the same as in breastmilk,
enhancing immunity.

e In Thailand, a leaflet promoting Mamex claims the

nutrients for brain development in Mamex are simi-
lar to breastmilk; atable shows that Mamex is clos-
est to breastmilk compared to other brands.

e A shelf talker in asupermarket in Malaysiaannounces

a free pack of NutraKids infant cereal with every
purchase of =~
two packs.p»> i

‘mew [ON

e A |eaflet promoting —" Win the
weaning blues” — found at a
counter at a Disney on Ice Show
in Malaysia promotes Nutrakids
cerea, marketed for usefrom four
months, with packshotsand ababy
picture. <
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laysian newspaper and a
magazine in Singapore
show packshots and baby
pictures. A toll-free* Nutri-
line” is also given. The
product claims to produce
“fitter...brighter babies’ .»
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F riesland Coberco Dairy Foods increased its production in 2001
by buying up Nutricia's division of flavoured milks and coffee
whiteners. Its 2003 turnover was 4.6 billion euros, but net profit
decreased by 33% to 56 million euro. Moreover, Dutch trade unions
threatened court action in March 2004 because the company has been
under-paying its pensioners.

%S_Méoz”g, Faced with losses in Europe, Friesland focuses on the profitable
7940 AC Meppel, The Netherlands markets in South East Asia by intense brand positioning in Vietnam
Tel: +31 522 276 276 and Malaysia (Dutch Lady), in Indonesia (Frisian Flag) and in
Fax: +31 522 276 444 Thailand (Foremost). An international brand design consultancy
Email: mail @fcdf.com company is creating new ‘brand architecture’ and packaging. The
URL: www.fedf.com new labels on infant foods now use a common ‘ Triple Care’ icon.
The product designs are currently being rolled out across Asia.
Promotional efforts and new label designsin The Netherlands and
Greece in 2002 paid off with market shares of respectively 14.7%
and 17.3%.
FORMULA In 1997, Coberco (acquired by Friesland in 2000) lost alawsuit in
Friso, Frisolac, Frisolac H, Frisomel, Bangladesh where it promoted My Boy Eldosoy and My Boy
Frisomel Advance, Frisopep, Frisosoy1 EldOplUS in violation of the International Code and the Bangladesh
Frisovom, Dutch Baby, Dutch Lady, Law. The IBFAN group in Bangladesh reported that the Coberco
My Boy Eldosoy, My Boy Eldoplus. distributor admitted to the charge and quietly paid its fine.

COMPLEMENTARY Foobs . . .
Frisocrem. An IBFAN campaign starting in 1984-1985 managed to change the

Malaysian subsidiary’s name from “Dutch Baby Milk Industries’
into Dutch Lady. The company’s infant formula brand, however,
remained “Dutch Baby” and delivery vans continued to advertise the
formulato the public in violation of the International Code. IBFAN
reported on thisregularly inits“ Breaking the Rules’” publications
from as early as1985 and as

recent as 2001. By 2004,

however, the company

Formula labels promote bottle
feeding with a soft-toy teddy bear

and bottle. Frisomel follow-on milk

and Frisocrem cereal labels show a finally appears to have .,‘ gm -
bunny. The catch phrase linking the taken note of the protests. 1

Friso range of productsis: “ Friso Thelast “Dutch Baby”

Triple Care — Development, van isgone.
Digestion and Resistance.”

"
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e Friesland collectsinformation for direct
promotion by asking parents in
Singapore to complete a coupon in an
advertisement for free samples of
Frisomel and Frisogrow. The heading
“Frisocare’” andthe” Friso TripleCare”
logo promotethe productsasbeing good
for mental and physical development.

International Baby Food Action Network -- IBFAN
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FRIESLAND

F

e A ledflet in a China supermarket

&

e A chain store in Hong Kong ad-

fortune smiles SRS e In this advertisement in

on Frisomel's _SLSi Singapore’s Motherhood
bablest

Bl Bk ot Bl g -:. L m®a2| ne, pal‘entS can Wln a

Frisomel ‘walking bunny’ or
cash prizes of up to S$888 (an
auspicious number in Chinese
communities) with every pur-
= -'-U @lm chase of 900g Frisomel fol-

PR low-on milk at chain stores. <«

vertises a special price for
Frisomel Advance follow-up
formula. p

compares Frisolac H with breast-
milk and claimsit promotesintel-
ligence, health and digestion.

Juawasijaapy JadE-ﬂSMaN

e To entice sales in Hong Kong, Friesland distributes

flyersoffering freedelivery of Frisosoy and Frisovom
purchases. A list of phone numbersfor placing orders
are printed on the flipside of the flyers. ¥

Back of flyer

'.;:LU HIRIOR

Front of flyer
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» Article 5.3 of the Code bans promotional devices at the
retail level.

e Toy bears are given

with purchases of
Dutch Lady 2 follow-
onmilk in supermarkets
in Viethnam. Promo-
tional leaflets are also
distributed in stores.

Promotion in health facilities

» WHA Resolution 47.5 (1994). No donations or subsidised
suppliesin any part of the health care system.

» Article 5. No samples or giftsto mothers.

e Unsolicited supplies of Frisian Flag infant formula

in 200g boxes are delivered to health facilitiesin In-
donesia and distributed to mothers.

IBFAN -- International Baby Food Action Network

e Taking turns with seven other companies, Friesland
provides unsolicited donations of Frisolac 1 and
Frisolac 2 to heath facilities in Thailand, which are
passed on to mothers as samples.

(WO

Samples to mothers in Thailand come in pretty pouches.

» Article7.3. Nofinancial or material inducementsfor health
workers.

e Friesland gives health workersin Thailand gifts such
as notepads, pens, magnets and tissue boxes bearing
the company name and/or the Frisolac brand name.

» Article 6. No product promotion in health care system.

e Posters and leaflets bearing the
Frisolac brand name, packshots
andthe" Friso TripleCar€” logoare
displayed in Thai health facilities.

e Health facilitiesin In-
donesia display cot
cards with the Frisian
Flag company name
and logo.p

A Friesland baby at birth.

e In a health facility in
Russia, a poster entitled
“ Child Feeding, What?
When?” promotes six
types of formulas below
apicture of amother and

. =
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e A large Friesland teddy bear pic-
tureisstuck above awashing sink
in a Moscow hospital .p>




FRIESLAND

Breaking the Rules, Sretching the Rules 2004

e A 2003 monitoring report by
Vietnam’'sMinistry of Health

says Friesland displays post- i g
ers and leaflets about its Pl
products in ,
health facili- qi“:
ties, such as k

the one pro-

moting Dutch

Lady 1 and 2.

e In Malaysia, the company placed an ad in The Sar
newspaper to recruit nutritional reps whose responsi-
bilitiesinclude “ regular visitsto medical institutions
to promote infant related products’ .

L abelling

» Article 9 of the Code requires labels
to NOT discourage breastfeeding and to
inform about the correct use of the
product, the risk of misuse and abide by
a number of other points.

Y e In Indonesia, Frisian Flag infant
)'d* formula labels encourage mixed
e e el feeding and advise that babies need
51110 0LE  foods other than breastmilk from

four months. <4

e In Russia, Frisolac, Frisopep, Frisovom and
Frisosoy labels all show the toy bear together with a
large, shiny feeding
bottle, idealising the use
of formula and discour-
aging breastfeeding.
(Note: bottlesare allowed for
illustrating methods of prepa-
ration, usually with graphics
on the back of the tin).

Misleading text and pictures
which violate the Code

» Article 4.2 requires all information material to advocate
for breastfeeding and not contain pictures or text which
idealises the use of breastmilk substitutes.

» Article 7.2 Only factual and scientific info to health
professionals.

e In China, promotional materials compare Friesland
formulas with breastmilk.

e Frisosoy is compared with breastmilk in aleaflet in
Thailand.

® In a brochure in Thailand entitled Alternative
way for mother who loves and cares for baby, a

24

happily playing mother and baby idealise
Friesland cereals and infant and follow-up for-
mulas.

A leaflet in Thailand claims that with Frisolac 1,
“ Baby will have no constipation and will be healthy”
and that Frisolac 2 “ givesfull energy for good devel-
opment” . A hotline number is also provided.

In a leaflet in
Singapore,
Friesland’'s

Fors cimmpe Lol o

@ #
a £ -If_
B

“Friso Triple e e
Care” logo, bear | = _ _ Pt
and rabbit mas- | =

cotspresent Fri- | = WQ@&B&TU@D@ @

somel follow-on | — i 1
as atrustable so-

[ution. Theleaflet cautions, “ Look again! If you think
you have chosen the best milk for your child”, and
uses pseudo-scientific language and a flow chart to
idealise the functions of additives in the product.

LNkl RFR

e |n this leaflet in
China, a loving gaze
between mother and
baby idealisesthe use
of Frisolac H.«

e
LT e
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An ad in amagazine on
food allergies in the
Netherlands promotes
Friso 1 and Friso 2 as
“the complete solution
for allergies’ .»

“Your baby's first weaning guide”, a leaflet in
Singapore, recommends complementary feeding from
four months. The cover picture suggeststhat it allows
fathersto sharefeeding responsibilities. Packshotsand
text promote Frisocrem:* Being a nutritiously forti-
fied instant milk based cereal, its convenience isin-

diSDUtabIe.” Tomr Bakss fisa
Whis hpads ol b=
ol wrr Bt - MarmEE G e

Friesland’s
bear and rab- “f‘:.‘ —
bit mascots | — - =
and “Friso :

Triple Care’ | = — [N d

logo promote WU@&MU‘@W =
trust and com- : =,
pany loyalty. Ba ;_i—f- L
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Gerber

Daniel Vasella

CEO, Novartis
Lichtstrasse 35, CH-4002
Basel, Switzerland

Tel: +41 61 324 1111
Fax: +41 61 324 8001
URL : www.novartis.com

Products include:

COMPLEMENTARY FOODS:

Gerber vegetable, fruit, meat or fish
purees, Gerber cereals, Gerber juices,
Gerber bottled water.

GERBER FEEDING BOTTLES AND TEATS.

L ogos & |cons:

Gerber’s website has a story of the
woman whose face as a baby became
an icon for the company in 1928 and
the official trademark in 1931.

Gerber

“Thelogo is the essence of who we
are,” said a vice president for
Gerber North America. “ It isthe
epitome of a happy, healthy baby and
the symbol of trust we have with
parents. It’s everything to our

company.”

Advertising expert, Professor Jim
Twitchell agrees: “ There could be
better baby foods, but if you own the
concept of the beautiful baby, then
you're golden. And that’s what Gerber
owns, and it just made mincemeat out
of all its competitors, and | think it
was primarily because of what was on
that label” .

IBFAN -- International Baby Food Action Network

I n 1994, the Gerber Products company merged with Sandoz and

then became part of Novartis, a Swiss giant in pharmaceuticals,
veterinary products and aleading producer of genetically modified

seeds. Gerber, however, keeps its own profile, particularly with its
famous baby face which appears on al its labels often together with
the slogan: “ Shouldn’t your baby be a Gerber baby?”

Gerber controls between 60% to 90% of the US and Central America
baby food markets. Its biggest rival in Europe and Southeast Asiais
Heinz. Gerber has recently launched into Chinain avery aggressive
way. Like elsewhere, the baby face is very prominent.

The Gerber baby face has also meant trouble. When Guatemala
banned baby pictures on labels and refused to register new Gerber
products in 1993, the case went to the Supreme Court. Guatemala
was brave but had to buckle under in the face of the combined clout
of company lawyers and US government pressure. Brazil, however,
isabigger fish and Gerber wisely chose not to challenge its strict
labelling laws but to sacrifice its baby face at the prospect of breaking
into the huge new market, dominated by Nestlé. Both companies now
abide by Brazil's strict labelling laws and dutifully put on their
complementary food labels: “ Breastfeeding must be maintained after
introducing new foods into the child's diet, until 2 years or beyond.
This product must not be used for feeding infants during the first 6
months of life, except upon advice of a doctor or nutritionist”.

Gerber is pushing product exposure through creative new ways such
as contracting the Brazilian Outback restaurant chain to give free
Gerber jars and juices to travelling babies while their parents enjoy a
steak and a break.

With rising opposition to genetically modified ingredients, Gerber
announced in 1999 that it would eliminate GM ingredients from all
its products worldwide. Greenpeace and other campaigners rejoiced
but in 2001, Greenpeace test results showed that Gerber used
genetically engineered soya in its baby food productsin the
Philippines. Theirony is obvious: how can a subsidiary of
Novartis which spends millions on promoting GM seeds as safe,
turn around and ask farmersto deliver non-GM ingredients for its
own baby food?

Promotion to the public

» Article 5.1 of the Code prohibitsadvertising and all other forms of promotion
of products under the scope of the Code.

® Gerber’s 75th anniversary was advertised as the “ Forever Young”
campaign in Trinidad’'s Guardian newspaper, on the radio and
in leaflets. Two main promotions were announced: anyone who
buys two or three Gerber products can win prizes such as baby
clothes and can also enter the Anniversary Sweepstakes for
US$1,000in cash or hampers. Gerber feeding plans and car stick-
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ers were freely H}IE‘FFH 19:.1..

handed out.» i e o Lood e
) e

Note: The ”Fore_ver -_ W

e cpanded aod [N

then modified after
complaints by TIBS of
Trinidad and Tobago
— an IBFAN group.

y o8
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e An advertisement in a parents magazine in Costa
Rica promotes Gerber’s fortified food products for
use after three months and states: “ Around the fourth

month your baby

will recognise
your voice...with
time he will learn
how to relate in

: g4 | various ways...
manatont e 3 thanks to good

"JU@ AN & - feeding” .

e Also in Costa Rica,
Gerber gives out pocket
diaries that say on the
cover: “The only thing
we cannot give is
mother’s love ... All the
rest, Gerber gives....”

o A Gerber cereal adver-
tisement in a Vene-
zuelan magazine asks “ Do you need a creche?” and
announces a competition to win a place in a creche
with the purchase of Gerber foods.

e The Gerber website promotesitsbaby foods, Ger ber
baby water and other products with baby pictures,
packshots and slogans: “ Shouldn’t your baby be a
Gerber baby?” and “ Join the Gerber Family” .

B Gerber Qo ol o bab lror parcnrsliexcial ajcr
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Promotion at point-of-sale

» Article 5.3 of the Code bans promotional devices at the
retail level.

e A Jleaflet in a
Shanghai super-
market promotes
Gerber vegetable
purees as “ 1% and *“‘Uﬂkm‘ ‘

“ 2" Foods’ with- &
out specific age

recommendations.

The baby is wearing a maternity wristband, suggeet-
ing the product may be suitable from birth.

e In pharmaciesin Costa Rica, Gerber displays posters
inviting mothersto enter alucky draw when they buy
Gerber products. Winners receive monthly pocket
money for varying periods of time.

e Gerber usestie-in sales at a supermarket in the Do-
minican Republic to promote their fruit purees.

e Gerber distributes a leaflet Feeding plan — Gerber
Sepsin Dominican Republic supermarkets that pro-
motes First Sep products for use from 4 months.

e In Mexico Gerber offers up to 30% discount on its
products.

e A leaflet in a Beijing supermarket offers gifts with
purchases of Gerber products during the company’s
75" anniversary celebrations. A form, to be filled in
and sent to Gerber facilitates future contact.

WJM J\@K‘
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°

Front of leaflet Flipside of leaflet

e In aleaflet in the same Beijing supermarket, Gerber
asks: “Smart mother - have you prepared well?
Are you ready?”
The leaflet
recommends
Gerber purees
after three
months, juices
from two months
and Ger ber
spring water for
bottle feeding.

International Baby Food Action Network -- IBFAN
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e Gifts are offered with Gerber purchases

in Peru, Malaysia and Thailand. » L abelling

e Gerber puts up specia displays in
Uruguay shops to encourage sales.

» WHA Resolution 54.2 (2001) advises exclusive breast-
feeding for 6 months which means that the recommended age

e Shelf talkers and special displays for use of complementary foods cannot be under 6 months.

promote Gerber productsin Indonesian supermarkets. | o All of Gerber's labels (except in Brazil) violate the
Code because of the baby face logo and because its
First Foods are recommended from four months. In
Brazil, Gerber follows the law and its labels say: not
before six months.

e A“First Sep” leafletinaMexican supermarket pro-
motes Ger ber vegetable/meat/fruit pureesfromfour
months: “ According to modern infant nutrition prac-
tices, it is possible to introduce complementary foods
as soon as your baby needs additional calories, fol- e Gerber Oatmeal labelsinthe United States say “ the

lowing his physical development rather than hischro- American Academy of Paediatrics(AAP) recommends
nological age.” The leaflet features a crawling baby supplementing baby’s diet with iron beginning at 4 to

with packshots of purees and rice cereals. 6 months” and that the product supplies the iron

. needed by infants. This implies endorsement by the
AAP, which in fact recommends exclusive
breastfeeding for six months.

e AlsoinMexico
a free jar of
Gerber pear
puree is given
with the pur-

chase of one set
Gerber’s special offer in Mexico includes teats
Of prOdUCtS =~  for newborns and complementary foods.

one jar each of apple, carrots, and rice cereal plus
two teatsfor newborns- al of which aremarked “ First
Sep” without arecommended age of use.

e Gerber spring water labels in Costa Rica encour-
ages early complementary feeding, saying the prod-
uct isideal for preparing porridges, juices and cere-
als, which Gerber markets for use from three months.

"R
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e InaUAE supermarket dlsplay of the range of Gerber
products, brand
name and logo are

shownonall sides. Misleading text and pictures

This picture tops . .
the display and which violate the Code

also appears as an

advertisementina | @ !n@SingaporeMotherhood advertisement, Gerber says.

“From 4-6 months, a milk

local new er. X S o
Pap diet aloneisinsufficient” .

JONAT
e Thisadin The Star newspa- mlt"-lii;,h Time

Promotion in health facilities per in Malaysia invites par- mer:m?(;“
H H ore Protein From
. . o ents_ to TIII In a coupon Real Chicken & Fish
» Article 6.2 bansthe promotion of productswithin the health (which gives the company .

care system. addresses for direct promo-
tion) toreceiveafree sample
of Gerber RiceCereal. The
ad promisesareduced price
for two Gerber Rice cere-
als and encourages mothers
to go for early complemen-
tary feeding; mothers are
left to decidewhenit’'s* high

time” . The age recom-

e A Gerber publication in a
doctor’s office in Costa Rica
bears the company logo on
each page and features two
happy babies on the front
cover. The back cover lists
Gerber contacts. p

e |n China Gerber products

: : . . mendation on gl ¥4+
and posters are put in hospital display windows. soveral small -
e Gerber itemsare also displayed in health facilitiesin packshots is
Thailand and the Dominican Republic. not readable.

o M BT
oy
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H einz was established in 1869 and manufactured bottled
horseradish, ketchup and pickles. The introduction of baby
foods 65 years ago saved Heinz during the depression.
Approximately 60% of Heinz's total sales come from outside the
United States, making it the most international U.S.-based food
company. 2003 sales were over USD 8 hillion with a net income of
USD 560 million.

Heinz carries some infant formula and a full range of baby foods
from 4 months to adult table food, from iron-fortified baby cereal to
specially prepared vegetables, fruits and meats for infants, toddler
meal s, desserts and juices.

Heinz bought Farley’s baby foodsin 1994 and Earth’s Best organic
baby foodsin 1998.

While Heinz is most known for its own jarred baby foods, it also
sells formula and other baby foods under the Plasmon, Dieter ba,
Nipiol, Wattie's, Farex and Farley’s brand names in various
countries. Camer a feeding bottles claim to belong to the “Heinz
Baby Corporation”. Heinz denies any link to Camera.

» Article5.1 of the Code prohibits advertising and all other forms of promotion
of products under the scope of the Code.

e A magazine advertisement in
China introduces Heinz's eight

new purees, cerealsand juices by - _, e _a et
featuring each product initsown | :
baby cradie. » L Aad [OVAGIOHN

‘Mother trusts Heinz, Baby loves
HeinZ states that Heinz is “ recom-
mended by Chinese Child Nutrition
and Health Research Centre” and that
i f its products are guaranteed by the au-
N (T thorities. Aninsert pulls out to reveal
b = ' Heinz infant cerealsand purees, some
Wﬂ@ﬂﬂmm recommended from four months. «

e A leaflet in China advertises
“Heinz Baby Expert On Ling”, a
radio programme on infant and
complementary feeding. Heinz
products are recommended for use
from four months. The leaflet
forms a prepaid aerogramme, en-
ticing mothersto submit their name
and address to Heinz for direct
marketing. »

28 International Baby Food Action Network -- IBFAN
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e ATV advertisement in Chinasays Heinz infant cere-
alscontain“ variousnutrientsfor baby'sgrowth” , add-
ing that “ baby's healthy growth isyour wish” . The ad
is accompanied by a jingle from a famous Chinese
pop song, “ Kissing my baby” . A

e In China, an im-
munisation record

booklet contains a == i
page that showcases ﬂ I AN
Heinz cereals with ' "
packshots.»> = = 1! ]
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e Anadtitled‘Infant Nutrition-
ist’ in a scientific journal in
China promotes Heinz cere-
als and purees for use from
four months and shows a
baby with a bib inscribed
with the letter “A” for excel-

Ience SC|ent|f|c symbols of calcium, zinc and iron

claim that the cereals arefortified — how much of this

will be absorbed by the baby is another question. <

e Heinz lists events and displays packshots of its cere-
as and jarred foods, one of which is recommended
for usefrom four months, inan
ad in a scientific journal in I
China titled ‘Heinz, Authority TATA BLEEEE
on Infant Nutrition’.p»>

e A UK magazine ad recommends
Farley's for use from 4 months
and showsacuteteddy bear un-
der the heading ‘Heinz. The
New Name Behind Farley's'.

.ea'ﬁ"g

e Thisad for Heinz All-in-One Ce-
real with Infant Formula at www.
heinzbaby.com does not mention
breastfeeding as the best. It claims
that it “ meets 100% of your baby's
dailyironneeds’ and contains 35%
infant formula. “ Trust Heinzto give
your baby the very best” . <

e “Love which feeds’ is the theme of a magazine ad
for Heinz pureesin the Dominican Republic that also
makes health claims about the product.

IBFAN -- International Baby Food Action Network

e An advertisement in the Malay-
sian magazine Parenthood seeks
entriesfor “ The Heinz-Farley's
Rusks Baby Debut Contest” .
Parents win a Heinz hamper if
their baby’s photo and caption
are selected for publication.
For Heinz, it is a way to col-
lect addressesfor future direct
promation.p

{UIION

e Another ad for Farley’s
Rusksin the same magazine
features a coupon that moth-
ers can submit for afreein-
formation leaflet. ¢

e An advertisement in Mother-
hood magazine in Singapore
asks “ Isn't it time to give your
child all theimportant nutrients
everyday?” and makesnutrition
and health claims about the Heinz products shown. A

e An ad in an Indian magazine promotes six varieties
of Farex cereals, with pictures of babies and toddlers
and recommends the product from four months.

e A seriesof adsfor Farley’sFol-
low-on in magazines in the UK
offer a free sachet by
calling the “ tinytums
careline”. Mothers
and babiesidealisethe
use of the product
which is claimed to
“improve baby's im-
mune system” .p»
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» Article 5.3 of the Code bans promotional
devices at the retail level.

e Thissupermarket shelf-talker in Co-
lombia has the slogan “ Dreams be-
ginwithHeinz ... thelovethat feeds’
and shows a baby, a graduation cap,
crayons and a black board, implying
Heinz produces an intelligent child.
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e Heinz offers a free bib with every purchase of two
tins of Heinz pureesin Colombia.

e A shelf talker in a Beijing supermarket asks custom-

ersto“ collect stars ....to get gifts” with purchases of
Heinz cereals, purees
and juices. Pamphlets
list the gifts available
(baby sleeping bag,
backpack, household
items, toy train).

Shelf talker

e L eafletsin Shanghai super-
markets offer points for
Heinz purchases to be col-
lected and redeemed for
feeding cups, towels, toys
and baby furniture.p>

® Soon-to-expire Heinz
productsare sold at dis-
count pricesin a super-
market in Gambia. €

-
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e Shelf talkersdraw attention to reduced priceson Heinz
Baby Juices and on Farley’s Follow-on in the UK.

e Heinz baby cereal == &

issold at adiscount e T

' i MIOLETION

at a chain store in ¢ UUDLEIESL

Singapore. Redee- ==
ming a coupon en- ;r'ﬂ_ - E %

ters customers in oottt MSesme—en

the store’s monthly Lucky Draw for a $100 prize. A

-

By Cormm -
Tt
Barars

Promotion in health facilities

» Article 6.2 bansthe promotion of productswithin the health
care system.

e Heinz often hands out giftsto
health workersin China.p

e Inahealthfacility in Trinidad
and Tobago a leaflet titled
‘HeinZ's Infant & Toddler Nutrition FAQ' promotes
Heinz foods for use from four months.

e InaUAE hospital, Farley distributes|eaflets on wean-
ing: “ 4-6 months....timeto start weaning” . A full range
of Farley’s products illustrates the message.
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e InChinaHeinzin-
fant feeding book-
lets promote the
company’s full
product range,
recommending
many productsfor
use from four
months. The booklets are supplied in bulk to health
facilities and made available to mothers with new-
born babies, such asthisone. A

e Heinz displays
posters, |eaflets
and productsin g ==
health facilities §
in China.» :

e In New Zealand Wattie's gives health workers info
packs that promote
Heinz Nurturein-
fant and follow-on
formulas, using the
slogan “ Nurturing

New Zealand Ba- TONATIEN
bies for over 20 | - !
years’ .p»

L abelling

» WHA Resolution 54.2 (2001) advises exclusive breast-
feeding for 6 months which means that the recommended age
for use of complementary foods cannot be under 6 months.

e Heinz product labelsin many countries idealise their
use with pictures of babies and attractive images.

e Heinz labelsrecommend products from too young an
age: asof four monthsfor most productsin most coun-
tries. In Mexico and Uruguay, Heinz puree labels do
not state any recommended age.

e In New Zedand, Wattie's “ Guide to Baby Feeding

Card” and “ Getting
started on solids”
advise that comple- ]
mentary feeding be- &
gin at four months
using Farex and
Wattie' sproducts.p

arner e M
N NCNATION

I
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e The brand name

Nurture of the Heinz infant formula range in New
Zedland idealises the use of infant formula.

International Baby Food Action Network -- IBFAN



H ipp is afamily-owned company located in southern Germany. It
was founded in 1932 and has established a strong reputation in the
organic baby food market. Hipp has factories and subsidiaries in severa
European countries. It markets mainly in Europe (very aggressively in
Eastern Europe) and is now expanding into Asia (Pakistan, Uzbekistan,
Taiwan, Japan and China).

In Germany, Hipp gives out videos projecting idyllic unpolluted
landscapes and Mr. Hipp among apple trees. The company claimsits
organically grown ingredients will help prevent allergies. Hipp has
received praise from environmentalists for guaranteeing organic
ingredients at affordable prices. Recently the Swedish probiotic
speciaist BioGaia signed an agreement with Hipp. However, Hipp
continues to produce non-organic foods under the Bebivita label which
does not reveal its connection with Hipp. The company has also been
criticised for its heavy-handed entry in the Costa Rica jungles where
farmers use unsustainable slash and burn techniquesin their rush to
grow organic bananas for Hipp.

Article 7.3 of the Code provides that there should be no financia or
material inducement to health workers to promote products. Not many
baby food companies nowadays dare give bonusses to doctors based on
the number of product prescriptions. It was highly disturbing, therefore,
to learn that in Armenia, Hipp pays a commission to doctors for each
Hipp product mothers buy on prescription.

Hipp received the 1999 Shaming Award from the UK Food Group, for
the misguided labelling of its infant teas, purees and juices which
encourage an early end to exclusive breastfeeding. The Food
Commission (UK) found in 2000 that Hipp biscuits have more sugar
(21%) than a jam doughnut (19%) even though the biscuits are labeled
“sugar-reduced” .

» Article 5.1 of the Code prohibits advertising and all
other forms of promotion of products under the scope
of the Code.

e Hipp baby foods use Western babies to adver-
tisein amagazinein China. Thisad is entitled

‘Babies tender stomachs need nature’scare’ .»
leaflet
ﬁ maga- = 13 = "'. : B

e An advertisement for
Hipp juicesin amother’s
magazine in Taiwan and
a leaflet for Hipp jar
foods and juices both
feature the “ Bio” logo,
the slogan “ Very Or-
. =s= | ganic, Very Tasty”, and
a baby eating Hipp products. A cut-out
coupon in the ad offers free gifts. <
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e Anadentitled ‘For your baby, the most natural isthe

best’ in Eltern magazine in Luxembourg asks “ After
the breastfeeding period of
6 months, what can you of-
fer to your baby?” , imply-
ing that breastfeeding
should cease after six
months and that babies
should progress to Hipp 2
as the natural option. <«

ke Lir Babh ..l m.- \.nml o
11}

_ w ﬁ\‘ﬂm uL"

e An ad for Hipp infant teas
in Mothers’ Journal in
Lithuaniaencourages bottle
feeding with a cartoon baby
drinking from a bottle and
holding a teddy bear. The
heading reads “ Be Healthy
and Big - Withlove, Hipp” .»>

What do

e An ad in a scientific jour-
nal in the UK uses the
popularity of organic prod-
ucts to promote Hipp or-
ganic infant and follow-up
milks. Thead comparesthe

e products to breastmilk:

ST o HEFP “formulated to be as nutri-

W‘ ‘O‘ L_ e e tionally closeto breastmilk

aspossible” .4

ORGAMNIC

MiLkS offer
mothers and babies?

e A leaflet in Hong Kong says Hipp baby teas can be
given 1 week after birth and Hipp fruit and vegetable
purees 9 weeks after birth. v

Cover of leaflet

10 i
OIS nur.:m
obier your baby ©

e Mothers in Latvia receive cou-
pons for Hipp products and gift
packs containing promotional
materials and free samples of
Hipp baby drinks, recommended
for use from one week of age.p

® Free samples of Hipp Preinfant ;
formula are given to mothers by o MWQTE 2
shopkeepersin Lithuania.

32

e An ad in the UK magazine
Baby & You, displays the
Hipp Organic product line
and offers a sample and a
‘money-off coupon’ by call-
ing alocal hot-line. In answer
to the heading, the advertise-
ment says. “ All ingredients
are grown naturally... the
applesaregrown insunny or-
chardsfar away fromall pol-
luting influences.” »

e Hipp posters, pro-
motional |eaflets
and brochures in
shopsin Armenia
have pictures of

e Hipp car stickers in Arme-
nia, Lithuania and Russia
say “ Baby with us” .»>

e Inthe UK, Hipp uses
shelf talkersto adver-
tise a discount — four
jars for the price of
three. <

Promotion in health facilities

» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system.

e Hipp donates unsolicited supplies of its infant for-
mulato health facilitiesin Armeniaand of Hipp teas
and Hipp juicesin Latvia. Samples are then given to
mothers.

e Heathworkersin Lithuaniagive mothersfree samples
of Hipp Camomile Baby Tea recommended for use
from the first week.

e Unsolicited free supplies of Hipp follow-on formula
were placed in doctors waiting rooms in Germany,
as many as 20 packs at atime.

International Baby Food Action Network -- IBFAN
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Hipp

» Article 7.3 provides that there should be no financial or
material inducement, to promote products within the scope of
the Code.

» Article 7.4 allows samples to health workers but only for
research purposes. Health workers may not pass on any
samples.

e In Latvia and Lithuania, Hipp
gives health facilities clocks,
cups, writing pads, sweets and
magazines showing the “ Hipp

Bio” logo and
Hipp ball-point
pens.p

\w TONAMON

S

e |In Georgia Hipp giveswriting padsto health workers
and Hipp booklets on infant feeding to health work-
ers and the public. They contain statements such as:
“Use Hipp Pre for infants when mother’s milk is not
enough.” A

TONATION

" e
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T
HiFP

Iiichmshrunge
e b

e Feeding bottles in a pack-
age which advertises Hipp
formulas are included in a
gift pack for mothersin hos-
pitalsin Germany, together
with abooklet from Hipp.»

e - -

pan -

M. — B —

Tawa-1lipp

Mo patons —
(L Fpare
C

T il e Doctors in Armenia

earn a commission
on prescnptlons for Hipp products; all they need to
doisfill in their name, workplace and signature on
special Hipp prescription forms.

e Breastfeeding poster
with HiPP logo found
onwall of paedi-

atric polyclinic
in Armenia.p

e Hipp distributes promotional materials such as
booklets and calendars for display at health fa-
cilitiesin Armenia, promoting Hipp productsfor
use from as early as the first week of life. Car
stickers and pens with the Hipp name and logo
are given to health workers. <

K‘HD‘ ‘ ‘A ﬂ@m
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L abelling

» WHA Resolution 54.2 (2001) advises exclusive breast-
feeding for 6 months which means that the recommended age
for use of complementary foods cannot be under 6 months.

e Hipp baby tealabelsin Lithuania show a bottle and
recommend use of the product from the first week.

e In Armenia Hipp juice labels recommend use from
three months; porridges, vegetable, fruit and meat
purees from four months.

e The label of Hipp Pre in Lithuania states that the
product is “...good for supplementing when
breastfeeding” .

e InGermany Hipp
infant meal |abels
recommend the
product for use
“ after five months
instead of a bottle
meal” .

e Hipp infant formulalabelsin Switzerland undermine
mothers’ confidencein breastfeeding with statements
such as “ If you can't breastfeed or if you can't do it
any Ionger you can use Hippl fromthe first bottle” .

The label recom-

mends the use of fol-

low-up formula after
four months.The la-

bels of Hipp 1 and 2

look alike and can

confuse mothers.

Misleading text and pictures which

violate the Code

HiFp

Pt St b

» Article 4.2 requires all information
material to advocate for breastfeeding
and not contain pictures or text which
idealisesthe use of breastmilk substitutes.

e InLatvia, Hipp distributes
promotional materials to

mothers. Amongthem " ®5 : iy
are abooklet and a J e
deisy-shaped sl gl

leaflet which
advertise afull
range of pro-
ducts under the
Hipp Bio range.

W by
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e Inmany parts of Europe, Hipp
widely distibutes a booklet on
infant feeding that introduces
its product line. The book is
available under various titles,
indifferent languagesand with
slight variations, but all pro-
mote Hipp products with
packshots and idealising pic-
tures and recommend compl e-
mentary feeding from too
young an age.

HifP
Py .|||:|llu:.||||:--|'i L
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e Thebooklet fromArmeniais
detailed below:

» The booklet promotes
Hipp infant formula, teas,
porridges, cereals and pu-
ree products, including
Hipp Hypo Allergenic 1
and 2, Hipp Pre, Hipp 1
and 2.

» Hipp Pre and Hipp 1 are
claimed to be adapted to
mother’s milk in terms of
protein, fat and carbohydrate
content.

» Hipp juices are recom-
mended to vary the baby’s
diet, adding that thisis“ es-
pecially important if you are
breastfeeding” .

» Hipp vegetablesand fruits
are said to be necessary in
the child’'s diet “ from 9
weeks” .

» Hipp Goodnight por-
ridges and cereals and
Hipp Meat purees are
recommended from four
months.

e Another booklet showing the same picture of ahappy
mother and child on the cover, recommends comple-
mentary feeding from three to four months,
breastfeeding or bottle feeding only once aday at six
to seven months and no breastfeeding at al after eight
months. The booklet dedicates four pages to Hipp
Bio organic products. Similar booklets are seen in
Georgia, Latvia, Romaniaand Lithuania.

34

e Hipp distributed |eafletsand
booklets about their prod-
ucts to health workers at a
Perinatal Conferencein Ger-
many, including a leaflet

that claims there is no e B
ORI

difference between

breastfed and Hipp HA- HiFP HA
fed babies at the age of g
six months and another E‘
that describes Hipp NE -
as a specia formula for o =3
the* firstdaysoflife'. 1t |+~ &
claimsHipp NE ismod- e E
elled on colostrum and o = =
targeted at breastfed ba- — =
bies asa supplement dur-

ing their first daysto pre-

vent hypoglycemia and dehydration. A

e A leaflet in Serbia
shows packshots of
Hipp formulas, cere-
as, juices, purees and

infant water. <

t THETR ANTUHHK NP i)
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e A Hipp booklet in Rus-
sianfoundin Armeniaof-
fers “ Recommendations
for feeding in case of al-
lergy” . The booklet con-
tains misinformation and confusing statements. On
pages 3 and 6, it states that allergy-prone infants
should be exclusively breastfed while on page 8, it
implies that exclusive feeding with Hipp Hypo-al-
lergenic 1 is just as good. Pages 4 and 5 promote
bottle feeding, again implying the equivalence with
breastmilk. It also promotes Hipp complementary

foods as of four months.
Pages 4 & 5 of the booklet

pormmew s T
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H umana, Germany’s second biggest producer of milk
products, has an annual turnover of €2.53 billion. It sells
products under the Humana and Miltina brands. The company
has long been criticised because of its misleading company
and brand name.

In November 2003, two babies died and fifteen babies fell
seriously sick as result of an outbreak of thiamine (Vitamin B1)
deficiency in Israel associated with the use of Humana's kosher
soy-based infant formula Remedia Super Soy 1. Despite the labels’
claim, Israeli Health Ministry officials found less than 10% of the
required amount of vitamin B1 in the formula. It had been left out
because Humana ‘thought’ there was enough thiamine in soy! Its
absence or insufficiency leads to encephal opathy, a serious form of
brain disease in the newborn. Long-term effects may resemble beri-
beri infection.

After dragging its feet, the company admitted a mistake was made
in the production process. Dr. Chessa Lutter of PAHO/WHO said
“the Remedia deaths serve as a powerful reminder that formula is
never as safe as manufacturers would have us believe ... Unless
thereis an easily identifiable cluster of sick infants likein Israel,
the fact that formula is responsible for their symptomsis likely to
go unnoticed.” Remedia broke its relations with Humanain
February 2004. Russia, Georgia and Azerbaijan banned Humana
products.

» Article 5.1 of the Code prohibits advertising and
all other forms of promotion of products under the
scope of the Code.

e Anadfor Humana 2 in a Serbian magazine
shows seven babies looking up to the
Humana name.»

e A sponsored article in The Resonance
newspaper in Georgia, about an interview
with apaediatrician discussing infant feeding and allergies, describes
Humana products as a close substitute to mothers milk when en-
countering digestive problems.

e Advertisementsinthe
German magazine
Baby present babies
and Humanaas*“milk
specialists’, the slo-
ganthat also appears
on product labels,
and show packshots
of various Humana
infant and follow-on
formulas. <

“MFSH&
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e A coupon for free samplesis
included in a German maga-
zine ad for Humana HA1,
HA2 and HA Brei cereal rec-
ommended for use from four
months. Packshots show the
similarity in design between
the formula, follow-up for-
mula and cereal |abels, caus-
ing potential confusion.

e
ot It i malteet e At

VORI

e An advertisement | e Frdbeihiaro.

in Germany’s El- = i

tern (Parents) ma-

gazine announces

the addition of
prebiotics to Hu-
mana follow-on
formulas and says
the company was

“inspired asusual -

by breastmilk” . "

Another ad says Humanamakes its products as close to
breastmilk as possible. Both ads
are placed next to articlesrelated
to infant feeding. A

e Humana displays posters in
Georgia and Serbia featuring
baby pictures, and promotes its
productsin pharmacies, markets
and grocery shops. <4

» Article 9 of the Code requires labels to NOT discourage
breastfeeding and to inform about the correct use of the
product and the risk of misuse.

e On formula labels in Georgia and Serbia, Humana
claimsto bethe” Milk Specialist” . Thelabelsare pri-
marily in German
with stickers bear-
ing only partial
trandation into the
local language.

>

e Humana's Amorosa mineral
water label in Italy states in
English that it is “recom-
mended for the preparation of
baby food” and in Italian that
itisa*“food for newborns’ .»

s
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e A booklet in Georgia entitled

*t gl lsan Py —
» Article 6.2 bans the promotion of MU@MX@U@D@ '*?
productswithinthe health caresystem. |/ F 1 g

o .

. i > g

‘For loveof thechild’ promotes 1 .
Humana products and urges B fusliche rum g a
paediatricians to recom- ‘f' o g [/
mend Humana 0, Humana
0-HA and Pre Humana | 4, g
special formulas.p

A leaflet in Germany promoting Humana 0-VLB
specia formula says it is* conceived for the special
needs of pre-termlow birthweight babies’ , but does
not mention the superiority of breastmilk.

Packages containing baby foods and pens with the
Humana brand name were given to health professio-
nalsat alecture organised by
the company in Georgia. The
gifts win health workers’
favour and samples will be
passed on to mothers.

Health facility waiting rooms
in Serbia display posters,
leaflets, calendars and pens
with the Humana company
and brand name.» Poster

A leaflet about pre-term babies features pictures of
infants, an “ SOS’ phone number and a coupon for
free samples of Humana formula. It says: “ If
breastfeeding is not possible, pre-term formula
is available to cover the special nutritional
needs of preemies.”

A Humanabookl et on breastfeeding promotes prod-
ucts and discourages breastfeeding, sayingit* ...ex-

cludes the father” .
[UIDIATION

At a perinatal con-
ference in Berlin, '
Humana distributed
materials to be passed
on to mothers, includ-
ing a leaflet entitled
‘For babies who
couldn’t wait’, pro-
moting Humana 0,
Humana 0-HA and
Humana 0-VLB for
low birthweight or
pre-term babies.»> b =t

Filr Babye, dis
et wearien konnken.
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Mead
Johnson

Peter R. Dolan

Chairman and CEO

Bristol-Myers Squibb Company

345 Park Avenue, New York,

NY 10154-0037, USA

Tel: +1 212-546-4000

URL: www.meadjohnson.com
www.enfamil.com, www.bms.com

Products include;

FOrRMULA:

Alacta, Alacta NF, Enfamil 1 + 2,
Enfamil A+, Enfamil AR, EnfaCare,
Enfamil Lipil, Enfamil Lipil with Iron,
Enfamil Premium, Enfamil LactoFree,
Enfamil Prematuros, Enfamil Soya,
Enfalac, Enfalac A+, Enfalac HA,
Enfapro, Enfapro 2, Enfapro Premium 2,
Prosobee, Progestimil, O-Lac and
Nutramigen.

L ogos & |cons:

Since 2001, Mead Johnson has been
working with design experts“ to
upgrade and reposition” its“Enfa”
products so that they will be easily
recognisable throughout the world. Like
its previous sketches of babies, the new
brand design encompasses infant
formula, cereals and toddler food.

New deS|gner m
labelling focusses
on Enfa and the
blue bow. ol
I
J‘ i g
~Ke 4
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|
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In some markets, Peter Rabbit, Beatrix Potter’s
famous children’s character, is still used as a

graphic and idealises bottle feeding.

IBFAN --

International Baby Food Action Network

ead Johnson, a subsidiary of Bristol-Myers Squibb claimsto be
the world leader in infant formulas with its Enfamil family of
formulas. Worldwide sales reached $721 million in 2003.

The company is very proud of its Enfamil Lipil infant formulalaunched
in January 2002 and said to be the first to contain DHA and ARA in the
US. However, in January 2003, Mead Johnson recalled 505 cases of the
product distributed to hospitals, stores and clinicsin the US due to
contamination by Enterobacter sakazakii. In March 2004, Pregestimil
HA was recalled in Canada because of an error in scoop size which could
lead to over-concentration and hence to diarrhoea and dehydration.

The claims about Enfamil Lipil (and Enfalac A+ and Enfapro Premium)
containing DHA & ARA are deceptive. Mead Johnson says they
improve eyesight and intelligence... These long chain fatty acids are
naturally present in breastmilk in perfect amounts; absorption rates from
commercially manufactured fatty acids may not match at all. Canada's
Food Inspection Agency (FIA) investigated the truth of these claims
and in April 2004, the FIA asked Mead Johnson to terminate the claims
forthwith! Prosobee, the soy formula was withdrawn from the New
Zeadland market severa years ago, following widespread concern over
long-term risks of its use.

I ntense competition with rival Abbott resulted in increased advertising
spending. Among the promotions is a sweepstakes offering 20 college
scholarships, each worth $25,000 to be won weekly from January 2004
until May 2004. Parents are to see their paediatrician to enrol in the
sweepstakes. The lucrative baby formula market in the US, worth over
$486 million to Mead Johnson, prompted the company to stall afederal
breastfeeding ad campaign end 2003. The campaign emphasised the
risks of not breastfeeding (different from the usual trumpeting of the
advantages of breastfeeding). Mead Johnson and Abbott-Ross joined
forces to pressure the government to drop or dilute the campaign. Close
ties with the American Academy of Pediatrics (AAP) in the form of
annual grants and sponsorship is believed to be behind AAP's support
for the industry stand (see Introduction for deletions in the campaign).

Bristol-Myers Squibb committed $115 million for a5 year ‘ Secure the
Future' programme which was supposed to aid millions of African
women and children in need of AIDS medication. The Washington Post
reported that 77% of the money went to US-based charities and medical
research institutions mostly in order to silence criticism of the
programme. Only afew thousand AIDS victims are said to be reached
by the PR effort which may, incidentally, have helped prepare the
ground for Mead Johnson formulas.

Promotion to the public

» Article 5.1 of the Code prohibits advertising and
all other forms of promotion of products under the
scope of the Code.

e An advertisement for Enfapro in a Mexi-
can magazine encourages mothersto buy the
product by saying “ Your baby is worth
everything” .p»




MEAD JOHNSON
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e An advertisement in a Chi-
nese magazine claims that
with Mead Johnson’s Enfa-
pro A+ babies eyesight and
intelligence improve.

<« A product that changes
blurred to sharp ...

e An advertisement in Costa
Ricaclaims*” Intelligence—
You can see it in his eyes’
and saysthat “ the magnifi-
cent thing of breastmilk is
the marvellous thing of
Enfapro Premium 2" .p»

U‘WMHOM
.', w
e A leaflet in Hong Kong advertises a‘train’ of Mead
Johnson formulas starting from Enfamil A+,
Enfapro, Enfagrow
and ending with Enfa-
kid. It al'so contains an

entry form for the MJ
Mother’s Club. <«

IOIATION

Formuln pom ko intelgencio
Enfapro Pm MIUM 2
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e An Enfapro Premium 2
adinaparentsmagazinein
Mexico claimsthe product
has DHA & ARA levels
similar to breastmilk and
showsapicture of ababy’s
hand on a mouse pad.»

e Mead Johnson adver-
tises discounts for
Enfapro A+ in the
Ming Pao newspaper in
Hong Kong. <

N
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e Mothers who enrol in the Mead Johnson Mother’s
Club in Hong Kong receive a gift pack with pictures
of the entire product
range, a set of cards
specially designed
for babies and the
‘Mead Johnson’s
Three Steps to
stimulate intelli-
gence’ booklet. 4
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o A ledflet in the US

e A Mead Johnson ooyl o=
webpage in Fin-
land shows a baby by
happily working L ||

on a computer, to = L '
prove the intelli- *__h g -
gence of Mead 1 (1 (TON
Johnson babies.» - ——-——--_-_-f L
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e TheWebMD site advertisesthe “ Enfamil Family Be-

ginnings” Club with pictures of cute babies and in-
duces visitors
to join with of -
fers of retail
discounts, nu-
trition advice,
onlineand tele-
phone support.
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e Thewww.enfamil.comwebsite advises” if you choose

to feed your baby formula, use Enfamil LIPIL with
Iron” and in much smaller print “if you choose to
breastfeed, your baby receives DHA & ARA from
breastmilk” .

promotes Enfamil
Lipil as the only
formula “ that has
LIPIL, a blend of § =~
natural nutrients e !

that may help [ (000

optimise eye and

brain development” and saysitis*“ ablend of DHA &
ARA: Nutrients found in breastmilk”. It offers sav-
ings of up to $4 by sending contact information and
the baby’s birth date. A

e Mead Johnson repsin Thailand talk to pregnant fac-

tory workersand mothers and encourage them to drink
EnfaMama, distribute the “ Smart System” guide on
infant care and gift sets with samples of Enfalac A.

e Mead Johnson’s Mama to Mama newsletter in Ma-

laysiaand Singapore regularly publishes letters from
mothers. One of them stated she used Enfapro (fol-
low-up formula) from birth with results which “ ex:
ceeded all expectations’” and that she “ found moth-
ering to be much easier and fuss-free with

Enfapro” . Following com-
plaints, Mead John- /

son hastened to i Meod ST

apologize  and Eﬂwm“:b_au
blame the terrible w,,.,q:“;'::aﬂﬁﬁi
mistake on a “typo- o it B8 2 e D
graphical error”... e s
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MEAD JOHNSON

e Enfaproisregularly advertisedon TV in Hong Kong.

e Clever cartoon ads in Maaysian newspapers entice
the public to check out Mead Johnson’swebsite which
promotesall the M ead Johnson products. It offersfree
samples on Don't 186 6t mgly thisgs B your beby

requeg_ v > w111 c0me cut lesking Wiy 100
e Al

[TOUGHION

il

Ef you mast to produce pere milk for breast-feeding,
drisk a let of papaye soup

Ersbd cmm ek oree et g read| Baseass s s ryed abin medere mel, o ey : oy
bt T sy e bty
T o P retepteg et gt .y ——

P ——— oo :

e A Mead Johnson gift pack for new mothersin Malay-
siacontains a see-and-touch’ flipbook and promotes
the range of Enfa products.

e InMexicoapromotional letter inside amagazine says
“in caseyou cannot breastfeed your baby for any rea-
son, ask your paediatrician about Mead Johnson prod-
ucts that contain DHA and ARA”

e Vietnam is one of the first countries to advertise the
new Enfa range icon above shops and in the media.

Promotion at point-of-sale

» Article 5.3 of the Code bans
promotional devices at the retail
level.

e Discountsand special salesin
Chinese shops promote
Enfamil and Enfapro. <«

e |n Chinathe company mails
promotional materials to
mothers at home; shops also
distribute such materials.

e Also in China the com-
pany uses posters, shelf-
talkers, specia displays
and offers of gifts with
purchases of itsproducts.

IBFAN -- International Baby Food Action Network

e Company pro- S oUmIO "Iﬁ;

moters in China ety
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use leaflets to e
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announce child- AR EN gy

care seminars sponsored by Mead Johnson. A

e In the Dominican Republic, the company promotes
Alacta, offers discountsin pharmacies and uses spe- 0]
cial displaysto promote Enfamil.

e Mead Johnson sponsors at least
one neonatol ogy announcement
board. It says: “ Courtesy of
Mead Johnson, where good . a1, AT P BN
healthis born” .»> L e e

- e
; r_—*'-_"_"::,."."i.u.-»r-“-"'

e

e Mead Johnson repsin Thailand
give out samples of Enfaproto || |
mothers in shops, hold special | & 1L
sales and offer discountson | @«

Enfalac, Enfalac A+, Enfapro "::";u:_ o
and EnfaMama. B

Promotion in health facilities

» Article 6.2 bansthe promotion of productswithin the health
care system.

e In Hong Kong, Enfamil displayed in health facili-
ties, says that its DHA & ARA levels are similar to
breastmilk, while information about Enfamil AR,
Prosobee and O-L ac claim that their fatty acid content
aids development of brain, eyes and nervous system.

e In a Chinese hospital a Mead Johnson flyer offers a
quiz program with prizes of toys or formula for the
first 100 parents who answer questions about TV
programmes correctly.

e Mead Johnson cot tags were found in an Argentine
hedlth facility with the dogan* Mead Johnson — Wbrld
leader in nutrition —iswith your baby from birth” .

» Article 7.3 provides that there should be no financial or
material inducements to promote products.

e Mead Johnson gives fridge magnets with a toll-free
number to health workers at medical symposiumsin
Argentina.

e Mead Johnson gives out growth charts, prescription
pads, calendars and folders with the Enfamil and
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Enfamil 2 brands in health facilities in Peru. Baby
ID tags with the company logo are provided and used
in hospitals. M ead Johnson prescription pads bear the
slogan “ The first thing a newborn consumes is love,
next our foods’ .

o Mead Johnson distrib- () “wakamir
utes penswith the Enfa- e -

e e UL TION

mil logo and an Enfa-
mil questionnaire to
doctors at a paediatric
congress in Argentina.
Theprizefor correct an- Enfaml st
swers to the question “ What is the solution to these
problems?” isaset of product samples. A

e Anad inthe Argentine Paediatric Journal claimsthe

Enfamil range is
“acompleterange
of paediatric com-
plements of vita-
o mins and iron so

- . you can be sure
WU@M&TU@D@ -~ = N that the little one
. getsall he needs’ .

e

e Mead Johnson distributes many gifts to health work-

ersand health facilitiesin Thailand, among them cal-
endars, clocks, hand-
phones, stationery, post-
ers, educational toysand
designsand bags. Many
of them carry brand
names like Alacta-NF,
Enfalac HA, Enfalac
A+ and Enfapro.

The
designs
also
promote
brand

names.
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» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system.

e Mead Johnson donates unsolicited supplies of
Enfamil and EnfaCareto health facilitiesin the Do-
minican Republic.

e Mead Johnson donates supplies to many health fa-
cilities in Thailand. Mothers receive Enfalac A+
samples and other Mead Johnson gifts from health
workers.

e InIndonesiaMead Johnson provides unsolicited sup-
plies of Enfamil, Enfalac and O-Lac to health fa-
cilities. Health workers give mothers free sampl es of
Enfamil, Enfapro and Enfalac A+ as going-home
gifts. Mead Johnson posters are displayed in health
facilities, usually with the company logo and Enfamil,
Enfapro brand names.

e In Peru the company sends unsolicited supplies of
Enfalac, Enfamil and Progestimil to health facili-
ties. One health facility aspiring to be BFHI certified
is still receiving unsolic-
ited supplies of Enfamil
Premium.

e Mead Johnson’s Enfa
clock found in a Viet-
nam hospital .

» Article 5.2 and 5.4 of the Code prohibit companiesfrom
giving samples and gifts to mothers.

e In Peru company reps visit mothers at health fa-
cilities to promote and give samples of Enfamil
Premium and Pregestimil viathe health workers.

International Baby Food Action Network -- IBFAN
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MEAD JOHNSON

e Company repsand health workersdistribute gift packs
with samples of Enfalac, Enfalac A+ or Enfapro to
mothers in health facilitiesin Thailand. Mothers are
required to give their particularsto the company
to facilitate future contact.

mhsning. f
LALLM ST TIALISA traprnessira

e An ad in the Thai Medical Times claims Enfalac is
the only formulathat research shows canincrease M DI
(Mental Development Index) scores 7% higher than
those in babies not on Enfalac.

e Mead Johnson hands out gift bagsto mothersat health
facilities in Thailand which include the * Smart Sys-
tem: birth — 6 months’
booklet, Smart System T\
Programme Guide, regis- ¢ '
tration form for Smart Sys-
tem and stimulation devel-
opment materials, and a {0
200gm box of Enfapro. T —

e \When mothers or nurses order Enfalac in Malaysian
hospitals, the product gets delivered with a gift pack
containing samples of EnfaMama, a towel with the
company logo,
nappies, baby
booksand leaf-
lets promot-
ing the entire
Enfa range.p>

e In the Maldives the company distributes calendars,
pens, educational materialsand free samplesto health
workers.

e In Trinidad and Tobago free samples of Enfamil
L actoFree are given to
mothersat health facilities.
Book marksfrom * Enfamil
Family of Formulas® list
the “ 101 ways to praise a
child” and show 6 Mead
Johnson formula products.

IBFAN -- International Baby Food Action Network

e In China, health education boards in hospitals bear
the Mead Johnson logo. Company repsdistribute free
samples of Enfamil to mothers; calendars with the
Enfamil and Enfapro brands, note pads and pens to
health workers.

e Health facilities in the Dominican Republic display
productswith the Enfamil brand and mothersreceive
free samples of Enfamil from health workers and
company reps.

Labelling

» Article 9 of the Code requires labels to NOT discourage
breastfeeding and to inform about the correct use of the
product and the risk of misuse.

» WHA Resolution 54.2 (2001) advises exclusive
breastfeeding for 6 months which means that the
recommended age for use of complementary foods cannot
be under 6 months.

e InMexicothelabel for |
Enfamil AR states |
that the product is de-
signed specially forin-
fants with physi-
ological reflux prob-
lems, whereas breast-
feeding is the best
method to deal with 2
this problem.» === .

e Enfamil Prematuros in Peru competes with
breastmilk by claiming it isacomplete formula
which promotes good visual and mental devel-
opment.

e Mead Johnson's Enfamil Iabel in Indonesia encour-
ages mixed-feeding by recommending it to be used to
complement breastmilk for infants under 12 months.
It also recommends complementary food for babies
above 4 months.

e In Puerto Rico and the Dominican Republic the
Enfamil Lipil label idealises the product by claim-
ing that the DHA and ARA composition is closest to
that of breastmilk. ¥
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MEAD JOHNSON

Breaking the Rules, Sretching the Rules 2004

e An Enfamil 1 label insert in China advertises other
Enfa products starting from EnfaMama to Enfapro,
Enfagrow and Enfakid accompanied by pictures of
babies. ¥

W\ \@lﬂﬂ @K

e Pregestimil label in Indonesia is in English only.

Misleading text and pictures
which violate the Code

» Article 4.2 requires all information material to advocate
for breastfeeding and not contain pictures or text which
idealises the use of breastmilk substitutes.

» For health professionals, Article 7.2 of the Code only allows
product information which is
= factual and scientific.

o Ledfletsfull of
baby pictures
in China pro-
mote Enfamil,
Enfamil A+
and Enfalac

for infants, Enfapro and Enfagrow for toddlers,

Junior Sustagen for older children, and MaMa

Sustagen for mothers.

e InArgentinathe company distributes abooklet: “ Re-
gurgitation affects some 50% of all babies’ and aCD
to paediatric students in teaching hospitals. The text
misleadingly suggests that 50% of babies suffer from
regurgitation and that Enfamil A.R. can help reduce
the occurrence, while ignoring the fact that breastfed
babies have less regurgitation and that it is a normal
event. An ad with similar wording appearsin the Ar-
gentine paediatric journal. These ads are neither “ sci-
entific nor factual”.

AR
finla Enfami
Lo el amileasthipe LAY S o a ”}."I

o e pian ¥ Ty Argrniind
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e The following Mead John-
son booklets were distrib-
uted at a Paediatric Con-
gress in Argentina:

» Enfamil isrecommended
for pathological problems
that can be resolved by
breastfeeding.

» Lactose-free Enfamil: “ provides essential nutri-
ents similar to those of breastmilk and routine for-
mulas’

PR i b St B el e, A
o b e e e de e

» Enfamil Soya: gives incorrect information on
weaning and diarrhoea and does not mention
breastfeeding at all.

.

» Enfamil Nutramigen: portrayed as a solution to
(cow’s) milk protein alergies.

International Baby Food Action Network -- IBFAN
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MEAD JOHNSON

e Company promotersin Chinarecommend EnfaMama
to pregnant mothers, distributing leaflets called New
Mother’s Health for 280 Days which also promote
Enfamil and Enfamil A+ as “ similar to mother’s
milk” .

e A baby care booklet
inaHong Kong hos-
pital has pictures of
Enfamil A+ and
Enfapro on almost
every page. 4

P Ll
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e A flyer in Hong Kong entitled
How to switch milk advertises
Enfamil A+ for newborns and
Enfapro for 6 months and
above. A similar leaflet pro-

J.» .é. i ot
L

motes Enfapro 2 describing »
the wonders of its DHA W
content.p> oy 7o
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e A leaflet in Hong
Kong promotes Pro-
sobee, O-Lac and
Enfamil A.R. while
another promotes
Enfamil A+ as the
only infant formula
with ingredients that

fit FAO/WHO recommendations on DHA & ARA

and match those found in breastmilk.

e Mead Johnson leaflets in Mexico claim that “ Mead
Johnson’s new formula is the only onewith DHA and
ARA levelssimilar to breastmilk and the only one that
has clinically proven significant improvements in
mental and visual development of babies.”

C
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Early stimulation for babies from 0-6 months

IBFAN -- International Baby Food Action Network

e A |eafletinaMexican health facility promotesMead
Johnson's infant formulas as “ Closer than ever” to
mother’s milk.

“Letshelp
themtobeas
brilliant as

they can be”.

e InThailand an Enfalac HA leaflet saysit isthe* |at-
est technology ... with hypo-allergenic formula, the
only formula that gives valuable nutrients close to
breastmilk” .

e Bookletsentitled Enfalac A.R.: Nutrition for regurgi-
tation claim the product contains essential fatty acids
similar to breastmilk.

e In Thailand a leaflet showing a baby claims
LCPUFA+s content in formula increases baby’s vi-
sion and 1Q, like breastmilk.

e Another Mead Johnson leaflet in Thailand claims
Enfalac A, Enfalac A+ and Enfapro contain nutri-
entsfor good physical growth, brain development and
immunity and that the whey casein protein ratio is
the same as in breastmilk.

Mead Johnson:
“Always ready”
(Argentina).

o o e il et {E FALH

A Mead Johnson ad in
Singapore, “With ARA and
DHA in Enfapro A+, itis
not just toys that catch
your child’s eye”.

Any truth in
DHA added
benefits?
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000
Melll W ith annual sales of 732,368 billion Yen (USD 6.7 billion) in

2002, Meiji founded in 1917, is one of the largest Japanese
manufacturers. The company’s main business is dairy products, baby
foods, and pharmaceuticals. It claims to make unceasing efforts to
bring itsinfant formula*® as near as possible to the functions of

mother’s milk.”
Shigetaro Asano .
Eraslilar £ €20 Meiji's products include formula, complementary foods, beverages
Meiji Dairies Corporation and snacks matched to baby’s age. It supplies infant formula mainly
1-2-10, Shinsuna, K oto-ku in Japan, China, Thailand, Taiwan, Malaysia and Pakistan.
Tokyo 136-8908, Japan
Tel: 81 (3) 5653-0300 In August 2002, in Japan, the company mislabelled Meiji Step, its
URL: http://www.meinyu.co.jp/english/ follow-on milk, with standard directions for Hohoemi infant formula,

causing young babies to suffer diarrhoea and vomiting from
consuming the wrong milk for their age. The public outrage reflected
in the mediaresulted in adownturn in sales.
Products include:
Meiji has engaged in ajoint venture in Thailand with the CP Group,
FoRmuLA; and in Chinait has established ajoint venture with a state-run
EITIFART M =R enterprise.
Hohoemi, Meiji Sep, Meiji FU, Meiji
Soft Curd.

Promotion to the public

Logos & Icons:
» Article5.1 of the Code prohibits

Meiji is one of several companies advertising and all other forms of
using its name as a brand name for promotion of products under the
most of its products. scope of the Code.

w < :_é- '.' e A leaflet about the stages of

4 pregnancy, distributed by To- : e @%}
_EAR m kyo health authorities, contains "oz %7 « “:f'/',/;

an ad for Meiji Hohoemi.

Cartoon characters are on
labels and in ads.

- w

e In Thailand Meiji mails free samples of Meiji FM-T to mothers.

e Meéiji advertises Meiji Step for babies nine months and older, in a
Japanese magazine, with the heading: ‘We want to nurture babies
and mothers across nations.’

e The Japanese Hohoemi website catalogue compares Hohoemi in-
fant formula with breastmilk (“ Getting gentler, getting closer to
breastmilk” ) and promotes M eiji baby water for use from 2 months.

Infant formula Baby water

2 i .
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In China, Meiji has added a baby bear to its logo
and promotes its products by offering door signs
for paediatrician’s offices and the like.

il SLEFGSEFT. FREIS]lSERET
—
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Promotion at point-of-sale

» Article 5.3 of the Code bans promotional devices at the
retail level.

e In China, shelf-talkers B
in storespromote M eiji
FM-T and Meiji FU.»

_ urp 2R
LIF!I!JJ'I'JHE-I-IEIS
-_Fﬂu.l

fered as gifts with
purchases of Meiji
FM-T in a China
supermarket. €

e Leaflets in shops and midwives' stationsin Ja-
pan offer gifts to mothers when they purchase
Meiji Hohoemi formula and submit a form with
their persona par- =
ticulars, enabling fu- |2
ture direct contact.»>

Hﬂ .'_-..._."
UIDNIEMTON @m e (I
MMT - e
lll..nlmtrl.-n‘. _
+::.u. . e Mothers in Japan can collect

.fﬁ stickers with purchases of
Meiji’s follow-up formulas to
exchangefor a storybook featur-

,ﬁ?ﬂ’fﬁa & ing their baby’sname asthe hero.
% A similar scheme is used for
R other Meiji products also. <

Promotion in health facilities

» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system.

» Article 6.2 bansthe promotion of productswithin the health
care system.

» Article 6.3 prohibits the display of products, placards and
posters or the distribution of company materials unless
requested or approved by government.

e Maeéiji gives health facilities in Thailand unsolicited
supplies of Meiji FM-T and Meiji FU to passon to
mothersas samples. Meiji takesturnswith seven other
milk companies supplying formulato some health fa-
cilities. Meiji productsand itemsare displayed in nurs-
eries, nurses' stations and maternity wards.

IBFAN -- International Baby Food Action Network

e Company reps give mothers in

Thai health facilities gift setsthat
include a Meiji FM-T sample,
baby clothes, mittens and Meiji
promational materials.

......

e Gifts such asincubator cov-
; ers, bags, diaries and calen-
IMEE dars with the Meiji logo and
brand names are given to
heath workers in Thailand.

e Meiji FM-T and Meiji FU leaflets are given to
mothers outside health facilities in China. They
contain promotional images and slogans like:
“Brain Gold” and “ Clever mum’s choice” and
“ Raise an intelligent baby — Choose Meiji” . One
leaflet claims Meiji products are “suited to Ori-
ental mothers and babies’ nutritional needs” .
“ Breastfeeding is best” is superimposed over
Meiji FM-T packshots in all the leaflets in an
attempt to disguise the promotion.
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MELN mummwar o Mothers in Hong

= : Kong health facili-
ties receive card-
shaped advertise-
ments promoting
Meiji FU with a
drawing of a tod-
dler wearing a
graduation cap and packshots with a cute koala bear
on the labels. The text says, “ Brighter brain and
brighter eyes’ and promotes DHA as* Brain Gold” .

e Maeéiji ad in a Japanese magazine boasts about Meiji’s
80 years of study of breastmilk and pledges to con-
tinue producing nutritious and safe milk.

LIgELS. —cRras

g
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e Meiji gives health workersin Thailand mother book-
lets that recommend exclusive breastfeeding for only
three months and complementary foods from four
months. They aso recommend formula if a mother
cannot breastfeed due to work or insufficient or no
milk. Text promotes Meiji FM-T and Meiji FU as
“ ...complete formulas with nutritious value for good
development of children at every age” .

e At aconference
in Thailand,
Meiji promotes
its productsin
booths and

displays.
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e A large 2003 calendar with packshots on every page,
|eaflets and other materials promoting M eiji FM-T,
Meiji FU and Mamilac milk for mothers are com-
monly on display in clinics
and hospitals in Japan.

e A catalogue available at amidwife stationin a Tokyo
health facility advertises the entire line of Meiji for-
mula, baby foods and several brands of feeding bottles
and teats.

e Meéiji representatives in Japan give health workers a
booklet entitled * Maternity Textbook’ to give to moth-
ers. It contains promotional material about Meiji
Hohoemi, including a comparison with breastmilk.

el RN e . *.—"

e A large poster promoting M eiji FM-T from birth and
claiming it is “Almost a Breastmilk” is found in an
Egyptian hospital.

International Baby Food Action Network -- IBFAN



Milupa

Dr. Rainer Siewert

Milupa GmbH

Bahnstrasse 14-30

D - 61381 Friedrichsdorf, Germany
Tel: 06172 / 99-0

Fax: 06172 / 99-1595

URL: www.milupa.de

Products include:

ForRMULA:
Aptamil Sart, Aptamil Pre, Aptamil,

Aptamil HA, Milumil, HN25, Conformil.

COMPLEMENTARY FOODS:

Milupa Cereal, Milubrei, Miluvit,
Miluris, Kinder Grieb, Fenchel
Milutee, Milupa Infant Foods and
Milupa 7 Cereals.

Logos & Icons:

Joining the battle of additives, “ LCP
Milupan - for healthy development” is
the logo and slogan used to describe
and promote LCP fatty acids added to
Milupa formula products. Its comple-
mentary foods are marketed from four
months and its juices and teas from as
early as the eighth day of life.

LCP

M

| milupa

L
w

Milupa has no strong single set of icons to
promote its products. It has dabbled with a
cartoon range of sun, moon and stars in the Middle
East; its car stickers show a bear, and Milupa
babies come and go on hospital posters.

IBFAN -- International Baby Food Action Network

IVI ilupawas founded in 1921 as afamily businessin asmall townin
Germany. In 1995 it was bought by Nutricia and became a
partner in NUMICO (Nutricia, Milupa, Cow & Gate). Its marketing and
labelling remain independent and hence it is reported here as a separate
company.

Milupa claims to be the leader in breastmilk composition research by
first introducing taurine in 1986, then in 1993 L CPs (long chain poly-
unsaturated fatty acids) into infant formulas. After engineering another
generation of LCPsin 2001, Milupa went into prebiotics like so many
other companies, forever seeking away of commercia production of
natural ingredients in breastmilk so as to exploit it in marketing.

In May 2002, the company’s Step 1 baby meal rice cereal was mistakenly
filled with MilupaOatmeal Cereal where gluten content may have adverse
effect on those sensitive to gluten.
Thisincident caused the recall of the
product in Canada. Then in Septem-
ber of the same year, Milupa's HN25
specia formulawasrecalled in Hong
Kong due to contamination by
Enterobacter sakazakii.

GLOBALISATION IN A NUTSHELL

A label of Milupa Oatmeal
Cereal in Canada tells us the
product belongs to Nutricia but
is distributed by Wyeth, which
in Canada belongs to Nestlé.

Promotion to the public

» Article 5.1 of the Code prohibits advertising
and all other forms of promotion of products
under the scope of the Code.

e Leaflets at an International Baby/
Children Products Expo in Hong
Kong contain a “ Milupa Mothers
Club” entry form that gives Milupa
information for direct promotion.
The leaflet shows packshots of

Milupa cereals and recommends pansjiees

their usefrom four months. Inviola | s e s 1y

tion of WHA 47.5, it compares | s wew= =27 °
Milupa cereals to traditional por- | e Sk -
ridge in terms of nutritional value, —

preparation and taste, and says
Milupa “wins’ on al three counts.

Overleaf
-~

e Milupa cereals are advertised in the Daily Enquirer newspaper in
the Philippines, showing packshots beneath a picture of a mother
feeding her baby cereal. The ad claims: “ [Milupa cereals] provide
a full range of vitamins and the most important minerals. Two serv-
ings of Milupa cereals contain at least 50% of the daily require-
ments of these micro-nutrients.” It provides an address, telephone
and fax numbers and email for more information.

e Milupa's German website contains promotion for al Milupa prod-
ucts, including infant and follow-up formula, and has a baby nutri-
tion advice section for new mothers.

a7
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e A father feeding a baby with a Milupa bottle, sug-

gesting relief for mother, idealises the use of Milupa
infant formulain adsin both Germany and Lithuania.

» Thead for Milumil 2, Milumil HAZ2 (for usefrom
four months) and Milumil 3 (for use from eight
months) in the German Wb Bekomme | ch Mein Baby

magazine also says. “ Be-

cause Milumil is so easy to
prepare, Daddy will be
happy to substitute for

Mama.” It promises that

“..your child always gets

exact nutrientsthat it needs

for healthy growth” .«

> In Lithuania, the ad for
Aptamil 3 and Milumil F
3 (both recommended | #en s tovan,
for use from eight |
months) in a Tavo Vaikas
magazine is titled ‘The
day with daddy’ .»>

e Milupagivesout samplesof Milupa cereals, recom-

mended for babies below six months, at a roadside
stand in Latvia

e |n Serbia, acutebaby pictureisused to promote vari-

ous Milupa products in My Baby and Mama maga
zines and in leaflets and posters in Belgrade and
Zrenjanin pharmacies and health facilities.

The same baby advertises Aptamil
2 and Milumil 2 follow-up formulas
recommended from four months
on posters in Bosnian clinics. 4

.. and here it promotes
Aptamil, Milubrei, Miluvit, Kinder
Grieb all marketed for use from four
months, and an assortment of other
products for older babies... P

g ufnS

... and here, it promotes Fenchel
Milutee, an infant tea recom-
mended for use from the second
week of life and claimed to prevent
colic. The photo insert of this
Milupa baby is also used as a
poster in health facilities,
reinforcing brand recognition. <«

e Anad for Miluvit, Milumil 2, Milubrei and Aptamil
2in My Baby magazinein Serbia (Ieft) includes pack-
shots and a phone number for nutrition advice. Simi-
lar images appear on height
charts(right) in health facilities.

F-n--u——u*m,—.

1

e Milupa exploits breastfeeding in Germany to adver-
tise Aptamil 2 from four monthsand Aptamil 3from
eight monthsin the magazine Baby. The same picture
isused on a leaflet for Aptamil Pre and Aptamil
HA1 given out at a perinatal conference in Berlin.

33U313JU03 UI|IBg WOy }3|4ea]

Magazine advertisement

Below the heading “Naturally, we can’t compete with this packaging
...”, the ad (above left) says: “ ... and breastfeeding is still best for the
baby, but when nature does not cooperate, breastmilk-like Aptamil in
the blue package will help.” The leaflet (above right) compares the LCP
ingredients added to Aptamil Pre and Aptamil HA1 with breastmilk.

e A |eaflet inside a maternity wear and baby products
catalogue in the UK invites mothersto join Milupa's
mailing list: “ ...you can expect to receive another pre-
ciouslittle bundle—over £50 worth of money-off cou-
pons’ Other benefitsinclude: apersonalised website
to guide mothers through pregnancy and early par-
enthood, a dedicated careline with mums, midwives
and health care professionals offering advice, regular
mailings, free samples and monthly competitions.
Completed sign-up forms
give Milupainformation for
direct marketing.

e Asrecently as 2004, the en-
tire range of Milupa formu-
las are promoted in Eltern
(Parents) magazine in Ger-
many with claims that
prebiotics make Aptamil
“veryclosetotheoriginal” .»>

International Baby Food Action Network -- IBFAN
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MiLura

e “Little man. Big business. No
problem.” Anadfor Conformil
in Baby magazine in Germany
says the product can stop loose
stools and constipation. €

\H@\‘”W‘Om :
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e A leaflet on Aptamil and
Milumil distributed at a peri-
natal conference in Germany
shows packshots and com-

pares the products to breastmilk, saying they are

“ adapted to breast-milk” and “ approach breastmilk” .

Promotion at point-of-sale

» Article 5.3 of the Code bans pro- M £y
motional devices at the retail level. ilubrej

. . . \H LMA ‘[J
e A bookletinashopin Serbiapro- L

motes Milubrei and Miluvit
products, most for use from four
months.»

e Leaflets given to
mothers at a phar-
macy in Belgrade,
Serbia, advertise
Aptamil 2 for use from four months
and offer afree“ Milubox” with each
purchase. <

i
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e In Serbia, Milupa sets up special
displays in shops to promote
Milumil and Aptamil and usestie-
in sales and promotional |eafletsto
boost sales of Milubrei.
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Promotion in health facilities

» Article 6.2 - No product promotion in health care system.
» Article 7.3 provides that there
should be no financial or material
inducement, to promote products
within the scope of the Code.

e Milupa gives health workersin
Hong Kong towels embroidered LS
with Aptamil 1, Aptamil 2and OGO
Aptamil 3 and the Milupalogo. - OARIEN

U

e |n Switzerland, health workers give mothers gift boxes
that contain samplesof Aptamil HA and Aptamil Pre,
Milactin teafor mothers and breast pads.

IBFAN -- International Baby Food Action Network

e Milupaprescription padsin heath facilitiesin Ghana
and in Sudan advertise Aptamil 1 and Aptamil 2,
other formulas and Milupa

Prescription pad from Sudan

cerealsfor infantsfrom four =3
months. Check boxes make ""ﬁ'“‘” aj’ Y
prescriptions easy. i <
i H B
Prescription pad from Ghana ==  Emeaie— s
| mitupo | B E B E
- - K. B

A

WL
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The reverse of the leaflet from
Sudan suggests strict four-hourly

bottle feeds from Day 1.» e - Ema R

e An advertisement for Aptamil First in the Common
Practitioner scientific journal in the UK compares
the Aptamil range with breastmilk, makes claims
about LCPs and says “ Aptamil is now Britain’s fast-
est growing infant milk” .

e In the UAE, Milupa gives hedlth facilities toys and
health workers bright red plastic bags with “ Milupa”
in bold on both sides.

W\H@\“

e Anadvertisement in the Archives of Diseasein Child-
hood says that “ ...when a baby is not breastfed,
healthcare professionals advise mums to choose an
infant milk that contains LCPS’ , suggesting infant for-
mula with LCPs is an alternative to breastmilk. The
advertisement mentions no brand name but displays
Milupa’'s name and logo.

e A height chart in a Zrenjanin,
Serbia, health facility shows
packshots of products, including
Milumil 2 and Miluvit, both mar-
keted for use from four months.p»

e In Serbia, items bearing the
names Milumil, Milubrei,
Miluvit and Fenchel Milutee
are displayed in health facil- W@\‘Wmu\‘
ity waiting rooms.
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e |n health centresin Sudan, colorful brochures adver-
tise Milupa cereals from four months with claims
about iron fortification to “ prevent anaemia, fre-
quently seen during the weaning period” .

e Doctors in Sudan receive blocks of tear-off sheets
about HN25 as a solution for diarrhoea to give to
mothers as “ a service of Milupa” .

e A fancy Milupabooklet given out by hospitalsin the
UAE advocates mixing Miluris (as of four months)
into breastmilk or formula as a smooth start in wean-
ing. It also promotes Milupa teas as of zero months,
jarred foods after four months and soluble rusksto be
disolved in breastmilk or formula.

L abelling

» Article 9 of the Code requires labels to NOT discourage
breastfeeding and to inform about the correct use of the
product and the risk of misuse.

» WHA Resolution 54.2 (2001)
advises exclusive breastfeeding for 6
months which means that the recom-
mended age for use of complementary
foods cannot be under 6 months.

e Milutee (infant tea) labels in
Serbia recommend it for use as
. L of one week. The label shows a
U@M&“@U@D@ baby picture and is mostly in
S German, with only partia trans-

lation on a sticker.

e Theinsideof Aptamil Preboxesin Latviaadvertises
Aptamil 1.

e InTanzania, Milupa 7 Cerealslabelsrecommend use
from four months and claim: “ The recipe contains
pre-biotics which are naturally occurring nutrients
similar to those found in breastmilk.”

e Aptamil 1 and Milumil 11abelsin Lithuaniahave no
important notices, no mention of the superiority of
breastfeeding, and no statement that the product
should be used only on the advice of a health worker,
yet space isfound for graphics to attract mothers.

Midleading text and pictures
which violate the Code

» Article 4.2 requires all information material to advocate
for breastfeeding and not contain pictures or text which
idealises the use of breastmilk substitutes.

e A |eaflet in Ghana compares
the protein, fat and carbohy-
drate content of breastmilk,
cow’'smilk and Aptamil 1in
abar graph to show Aptamil
1 has a“ special composition
closeto breastmilk” . It makes
other claims comparing
Aptamil 1 with breastmilk.p

e A |eafletin MacedoniapromotesMilumil 1, Milumil
2 and Milubrei cereal, saying the products “ remove
problems in children who eat too fast” and the rich
content of complex carbohydrates will make “ chil-
dren relaxed and
calmthroughthe
night” .

e A glossy Milupa
brochurefor doc-
torsin the Sudan
calls Aptamil
“the first invest-
ment for a child’s
future” and pro-

motes “ An Apta- ONEHION
mil for Every C TITn
Step” :Aptamil :
Sart, Aptamil 1

® In Ghana, a Milupa poster for its wheat & fruits ce-
real shows a baby with a bunch of fruits on its head
and has the caption “Milupa cereals as natural as
nature intended”. The product is recommended for
use from 4 months. ¥

e
Vot
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Morinaga

AkiraOno

Chairman and CEO

Morinaga Milk Industry Co., Ltd.
33-1 Shiba 5-chome, Minato-ku
Tokyo 108-8384, Japan

Tel: +81 3 3798 0152

Fax: +81 3 3798 0107

URL : www.morinagamilk.co.jp

Products include:

FormuLA:

Hagukumi, Chirumiru Ayumi,
Morinaga 1, Morinaga 2, Morinaga
BF, Morinaga BMT, Morinaga NL33,
Chilmil.

OTHER ProDUCTS:
Morinaga Bottled Baby Water.

L ogos & |cons:

Morinaga’s logo, in some countries
still a cow’s head, is now supposed to
change into a cherub holding the
letter “ M”, except in Japan where the
logo consists of a simple but stylised
“M” associated with the company’s
wide range of food products.
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In China, Morinaga uses cartoon drawings of

elephants on its labels and promotional materials.

IBFAN -- International Baby Food Action Network

stablished in 1917 as Nippon Rennyu, the company was reorganised

as Morinaga Milk Industry Company in 1949. Morinaga produces
mainly dairy products and beverages. It also manufactures agricultural
equipment and pharmaceuticals, but food and dairy products accounted
for 94% of the company’s revenues in 2002.

Morinaga manufactures formula under a 1994 joint venture agreement
with Mitsui and Harbin Dairy in China. A chemical license agreement in
Indonesia appears to continue but is now with Kabe Farma since Sari
Husada was bought up by Nutricia.

Morinaga Nutritional Foods Deutschland manufactures probiotic
cultures (such as Bifido bacteria and Lactobacillus bacteria), Lactulose
(isomerized lactose = prebiatic), Lactoferrin (multi-functional dairy
protein) and protein hydrolysates. Many of these go into infant
formulas.

In an effort to build a stronger brand, a
new corporate image has been forged in
2003 with the creation of a strange-
looking ‘cherub’.

B

Sponsorship in Japan of TV pro-
grammes and commercials with the
new logo started in April 2003.

Promotion at point-of-sale

om0 AN N
IHRIERIEN)
NS

» Article 5.3 of the Code bans promotional
devices at the retail level.

e A ledflet dbout Morinaga 1, 2and 3in
supermarkets in China shows the same
baby elephant used ontheformulala-
bels. The |leaflet compares Morinaga
formulas to mother’s milk.p»

e Morinagauses posters, shelf-talkersand |eafletsto promote its products
in China. Promoters are sent to shops and discounts are common.

e In Japan a leaflet announces a lucky draw for
45,600 customers of Morinaga powdered milks
or baby foods. Prizes include gift cards of up to
100,000 yen for 300 winners and a small can of
powdered milk for 12,000 others. <
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e 2rmwes o2 | ® Kalbe Farma, Morinaga's distributor in Indo-

sy S nesia, uses special displays and shelf-talkers,
gives samples and offers discounts to promote
sales at shopping complexes, where represen-
tatives promote Chil Mil follow-up formula
through direct contact and leaflets.
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Breaking the Rules, Sretching the Rules 2004

Promotion in health facilities

» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system.

» Article 5.2 and 5.4 of the Code prohibit companies from
giving samples and gifts to mothers.

e Morinaga donates unsolicited supplies of Morinaga
BMT to health facilitiesin Indonesiaand health work-
ers give them to mothers as free samples.

e In Indonesian health facilities, company representa-
tives obtain mothers' contact information through
midwives and call mothers directly to promote
Morinaga BMT and other company products.

e Morinaga promotional materials are distributed in
health facilities in Chinaand Indonesia.

e Morinaga gives baby cots with the company name
printed on it to health facilities in Indonesia.

L abelling
g e » Article 9 of the Code requires|abelsto
i NOT discourage breastfeeding and to
mﬁil’ﬂg inform about the correct use of the

product and the risk of misuse.

e Morinaga s Hagukumi infant for-

;.5 > , mulalabelsin Japan have acartoon
OO drawing of ababy and idealise the

product by comparing it to
breastmilk. <

| ®

e TheMorinagaBF label in Chinastatesthat “ the prod-
uct is like healthy breastmilk” .

e In Indonesiathe Chil Mil label shows a baby with a
bottle and claimsthe product contains DHA and vita-
mins for brain devel opment and growth.

Misleading text and pictures
which violate the Code

» Article 4.2 requires all information material to advocate
for breastfeeding and not contain pictures or text which
idealises the use of breastmilk substitutes.

» For health professionals, Article 7.2 of the Code only allows
product information which is factual and scientific.

e A leaflet for Morinaga Baby Water in Japan en-
courages bottlefeeding, recommending that it be used
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to prepare infant formula. It
says Baby Water “does not
break down the mineral bal-
ance of formula milk and is
therefore ideal for preparing
formula” .»>

A cartoon baby appeals:
“Mom, make our milk with
‘Baby Water’, please!”

e An advertisement in a maternity and child health
monthly newsletter for health workersin Japan, pro-
motes Hagukumi formulaby stating “ A lot of things
we learned from breastmilk” .

e In Japan, a maternity health handbook contains an
advertisement for Morinaga's Hagukumi together
with a packshot and the formula’s website at:

www.hagukumi.nejp

¥ 51 Phldohs
g%fumﬁi"ﬂf

e A |eaflet in Japan compares
gregi RMTY

Morinaga’'s Chirumiru
Ayumi follow-up formula
(for use from nine months)
with breastmilk, saying that
like breastmilk, it contains
lactoferrin to help build re-
sistance to disease. <

¢
IO

® In Japan a Morinaga leaflet creates fears and con-
fusionin mothers’ minds, warning: “ If you feed cow
milk, which containslessiron, instead of breastmilk
or powdered milk, the risk of iron anaemia will in-
crease ... It might stunt your baby’s physical and
mental development.” It also says: “If you are
breastfeeding, it is recommended to continue
breastfeeding and start feeding follow-up milk
around nine months becauseiron intakeislikely to
be deficient around this period.”
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Peter Brabeck-L etmathe
CEO

Nestlé S.A.

Avenue Nestlé 55

CH-1800 Vevey, Switzerland
Tel: +41 21 9242111

Fax: +41 21 924 2813
Website: www.nestle.com

ForRMULA:

Aletemil, Alfaré, AL110, Carnation
Alsoy, Carnation Follow-up Soy,
Alprem, Aletemil HA, Bear Brand,
Beba, Beba HA, Beba Pre, Beba
Sensitive, Carnation Good Sart,
Carnation Follow-Up, Lactogen,
Guigoz, Nan, Nan AR, Nan HA, Nan
Soya, Pre Nan, Nestogen, Nidal,
Nidina and Pelargon.

COMPLEMENTARY FOODS:

Alete, Alete HA Brei, Baby Menu,
Cerelac, Nestlé Cereal, Nestlé CHE,
Nestlé Legumes, Nestlé Bubur Susu,
Nestlé Rice, Nestum, Nestlé Prima
Infanzia.

Nestl€'s trademark family of birds
have been fattened up and have now
become an icon on formula labels
and gift items.

g7
S\
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Another new icon, Blue Bear, has
invaded hospitals and shops around
the world. Blue Bear is conspicuous
onall promotion for complementary
foods and has become an instantly
recognisable mascot even without the
company name.

International Baby Food Action Network

estlé claims to be the world's largest and most diversified food

company, marketing its products in almost every country in the
world. It has grown in the Americas and in Europe, mainly by buying up
smaller food companies, by joint ventures and take-overs. In 1985 Nestlé
acquired Carnation to win a share of the lucrative US baby food market.
Later it bought the Wyeth division of baby foods in Canada.

In Asia, there are fewer companies to take over but Nestlé expects to grow
faster on its own steam. At a press meeting in 2003, Nestlé pointed to the
2.4 billion consumers in China and India combined and said it counted on
China to become the company's biggest market. Indonesia with 220
million people is abig third in Nestlé's planning.

In terms of product development, Nestlé was quick to have seen the
potential growth of ‘functional' foods compared to ‘normal’ foods.
“Functional food” , Nestlé researchers say, “ provides a specific health or
performance benefit over that of consuming a normal healthy diet” (sic).
Its market grows at about 9% per year, versus 2% for ‘normal’ food.
Instead of creating new brands, Nestlé has been adding a claimed health
benefit to existing products and portrays those benefits through branded
activeingredients or ‘logos’ such as*“Prebio 1" or “Omega Pius’,
“Comfort Proteins” and “Bifidus’.

In consumer reports, shareholder publications and in reports to the WHO,
Nestlé claims to abide by the International Code. Evidence in this report
once again shows otherwise. The consumer Boycott of Nestlé products
continues in some 20 countries aiming to force the company to fulfill its
pledge to comply with the Code. As afirst step, Boycott organisers have
asked Nestlé to accept that the Code and Resolutions are minimum
requirements for all countries. The company refuses to do so.

In 1999 the UK Advertising Standards Authority ruled against Nestl€'s
claim that it markets infant formula 'ethically and responsibly'. In 2000
the company refused to attend a European Parliament hearing into its
marketing of baby foods. In January 2004, the UK Trading Standards
Office asked retailers to stop displaying and selling US parenting
magazines containing advertisements for infant formula, including
Nestlé brands.

Nestle's interpretation of the Code restricts the scope to infant formula
and follow-on formula by the same brand name. Even under this very
limited interpretation, Nestle ‘breaks the rules’ as demonstrated by
evidence in this report. See Section 1.

Where national measures are inadequate or have expired, asis the
case in Armeniaand Thailand, Nestle and other companies are quick to
return to aggressive and competitive marketing tactics, including free
formula supplies to hospitals, samples for mothers, media advertising and
seducing health workers with gifts. They only abide by the Code
grudgingly when forced.

In September 2001, Nestlé claimed it supported the WHO recommen-
dation of exclusive breastfeeding for six months and would “ change
labels of complementary foods, including infant cereals and jarred baby
foods currently marketed between 4 and 6 months” in more than 150

“ developing countries.”

Violations by Nestle have been divided into two sections:
Formulas and Complementary foods.
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Nestle and six months exclusive breastfeeding

Health campaigners have long been concerned about the promotion of products which encourage early weaning. In
1994, the World Health Assembly passed a Resolution calling for action on "fostering appropriate complementary
feeding practices from the age of about six months ... emphasizing continued breastfeeding ... and frequent feed-
ing with safe and adequate amounts of |ocal foods." This means that complementary foods should not be promoted
for use before the age of six months and that local foods can be an adequate complement to sustained breastfeeding.

Because there waslittle action, in 1996 the World Health Assembly repeated its call and urged that * complementary
foods are not marketed for or used in ways that under mine exclusive and sustained breastfeeding”. Finally, in 2001
the Assembly issued another recommendation on "six months" and only then Nestlé, as the market leader, an-
nounced that it would comply.

In April 2003 the company announced that it had "completed label changes on complementary foods to follow the
six-month recommendation™. During their general monitoring, IBFAN observers have checked the age recommen-
dations of all companies and provide evidence that the change promised by Nestlé finally occurred in many coun-
tries but not in all. See Section 2 for continuing violations.

It is hoped that Nestlé will abandon its double standard and apply the change in all countries, reflecting the univer-
sality of the Code and subsequent Resolutions. Other companies would have to follow suit if Nestlé continues a
decisive leadership role.

However, at the end of 2003, Nestlé gave alarge grant to the American Academy of Pediatrics (AAP) to pay for the
cost of sending the AAP 2004 Pediatric Nutrition Handbook for free to over 50,000 doctors. The Handbook re-
verses AAP's 2000 endorsement of "six months exclusive breastfeeding” by going back to the old “4 to 6 months.”
The Handbook mentions “4 to 6 months” several times but has only one footnote to say that the AAP Section on
Breastfeeding favours the 6-month recommendation. Double standards once again?

Section 1 — Promotion of formulas

Breaking the Rules, Sretching the Rules 2004

Promotion to the public

» Article 5.1 of the Code prohibits advertising and all
other forms of promotion of products under the scope of
the Code.

» Article 5.2 and 5.4 of the Code prohibit companies
from giving samples and gifts to mothers.

e InArgentina, aNestlé
distributor uses the Internet
(www.etoledo.com.ar) to
promote sales of Nan 1 and s et e e
2, Nidina and Nestlé
cereals. The text includes
an idealising statement
which claims Nan 2 isa
“maternalised milk”. »

e Nestlé gives free samples of Nan 1in Bulgaria.

e A magazine ad in Lithuania pro- -
moting Nan 2 shows an infant N 2
hand reaching for support froman
adult.»

e |n Switzerland, an advertisement
Baby Nutrition from Nestléina S5
supermarket magazine promotes |
Beba 2 and other products and
states that parents can be assured
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“...that their child gets, at any step of his devel opment,

the nutrition precisely correspondent to his needs.
From milk formulas to the delicious little complete
menus...”. Thereisapicture of ahappy mother and
child.

e A parent’smagazinein Luxembourg advertises Beba
Sensitive special formulawith the claim that “ Beba
is nearly lactose free and suitable for infants who
aresengitivetolactose” and |
the product gives* the safe
feeling to make the right |
choice.”

L tais ryictat Bigiaug 5
I8 185 mamans de
Vel sl e g
TOTATLO!

N
J‘L

e A French magazine ad says
“Nidal Bifidus 2 thanks
mothers for being the
model” thereby equating
its formula to mother’s
milk. »

Nestlé maintains aUS web site: verybestbaby.com
® |t promotes Good Sart formulawith theslogan “ It's
the Good Sart that will last a lifetime.”

e The baby formulas section claims its Good Start
“Comfort Proteins’ are gentle on ababy’stummy and
are" patterned after breastmilk” containing the“ rec
ommended levels of fat, carbohydrates, vitamins and
minerals for baby's first year.”

International Baby Food Action Network -- IBFAN
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e Thesectionon“ Choosing a Formula For Your Baby” _ .
idealises bottle feeding by suggesting that “ bottle Promotion at point-of-sale
feeding offers another opportunity for you and other

family bers to comfort your baby” . The section » Article 5.3 of the Code bans promotional devices at the

ends with a promotional message “ When choosing a retalllevel.
r_oyti ne forrpul a for your newborn, consider ircin—for— e InArmenia, there
tified Nestlé Good Sart Supreme DHA & ARA are special displays
e Nan 2 ispromoted as of Nan. Posters of
Royal feeding in a f w the blue bear logo
clever ad in Kinderen havethe.slogan
magazine, Netherlands. o “ Sart with the
“Royal feeding” in UICNATION best.” »

Dutch “Vorstvoeding”
isonly one letter away
from Borstvoeding

e In Malaysia, Nan
2 sold out quickly

(bresstfeeding). The ad Vor stvoeding when promoted as
appeared one month Boe=— : aspecial offer. »
after the birth of a E; : <ipmas
princessin the Royal o Nestle promotes
. The ad says “you don’t need to be

DUtCh fam' Iy » a successor to the throne to be fed m:ﬂ Tﬁyloﬁg:m

Lo . in a princely way.” “Nestle. For all -
N.B.-Likein o_ther EU countries, little princes and princesses.” 'n eC| a] Sal es
the Dutch law is weaker than the sSing sp

International Code and allowsfor advertising in publications specialising in Taiwan. »
in babycare. The International Code does NOT permit this. Nestl€'sown
Instructionsforbid promotion of follow-up formulawhen the brand name : :
is the same as the infant formula name. ® In Indonesia, a dis-

play of Nan products

e In an amazing flyer obtained on a city bus in is prominently set up ™%
Gaborone, Botswana, Nestle violates every article near theentrance of a1k
of the Code by showing that it does not! v shop in Solo.

e Nestlé sends sales reps to shops and supermarketsin
Fuzhou, Nanjing and Wuhan in Chinato promote Nan
and L actogen.

e Fortnightly, Nestlé representatives|eave promotional
materials on Nan products at a pharmacy in San
Cristobal in the Dominican Republic. Employeesre-
ceive free samples for themselves and to pass on to
customers.

IO wj‘w‘@ e In Indonesia, Nestlé promotes Lactogen and Nan
through salespeople in pharmacies in Gowa and
Sidoardjo. It also offers discounts to customers buy-

ing Nan 1 in shopsin Surabaya.

e InThailand, Nestlé gives out samples of productslike
Lactogen 1 and Nan 1 to mothersin shops.

W\“LJ\ QU]\ \O\\\
e A supermarket maga-

* Upon complaint, Nestlé claims that these |eaflets were used to zine in Switzerland E‘
“educate their di,stributors and salespeople in South Africa.” promqtes a range of W‘\\LU‘ FM i
Nestlé formulas and
e In Thailand, Nestlé gives out samples like L actogen complementary foods &= k Ed.ﬁ-__
1 and Nan 1 to mothers at home. Samples of Bear such as Beba 2 and 'ﬂ" i
Brand follow-up formula are given to mothersin an Beba2 HA andjarred &
introduction scheme where mothers are asked to pro- foods all recom-
vide their friends contact information to Nestlé. mended as suitable from four months. A

IBFAN -- International Baby Food Action Network 55
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Promotion in health facilities:
samples and supplies

» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system.

e Inthe Chinese provinces Fujian, Nanjing and Jiangsu,
Nestlé donates unsolicited infant formula Nan 1 to
hospitals including Baby Friendly ones.

e In Argentina, mothers receive free samples of Nan
Soya in health facilities.

e In Armenia, two 450 g tins of
Alfaré hypo-allergenic for-
mula marked “ samplefor profes-
sional evaluation” are routinely
given to each patient in aresusci-
tation unit. Doctorsfill up request
forms but no evaluation is con-
ducted. »

e |n the Dominican Republic, Nestlé representatives
providefreeinfant formulafor display in clinicswhich
the paediatricians will then prescribe to mothers. In
one clinic, mothers received Nan 1 infant formula
from nursing staff in the perinatal room and also L ac-
togen, Nestogen and Nestlé Cereals elsewhere.

e In Peru, Nestlé offers supplies of Nan.

e InIndonesia, Nestléisreported to have donated sup-
pliesof Nan 1 and L actogen 1, either:
% unsolicited
% Or upon request of health workers
% Or as a sale without collecting payment
% or at a hefty discount.

o,
g

o,
g

e The company also
distributes samples
of Nan 1 and
Lactogen 1to
mothers through
Indonesian mid-
wives. Nestlé reps
then call on new
mothers at home to
enquire whether
they are still giving
their babies Nestlé
products. p

N I

New mother with Lactogen 1 sample in
Indonesia

In Thailand,

e Nestle provides health facilities with free supplies of
Lactogen 1, Nan 1, Nan HA and Bear Brand fol-
low-up milk. »
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e it actively promotes Nan 1 and Lactogen 1 to preg-
nant women and mothersin health facilities; mothers
are given samples purportedly to ‘help them save
money.’

e it distributes
Lactogen 1
and Nan 1
and gift packs
through
obstetricians,
paediatricians,
nurses and
general
health
workers who pass
them on to mothers. »

e it recommends the use of its products by distributing
promotional materialsand samples, offersservicesand
gifts such as special classes on infant feeding and
video tapes on pre-natal care such as“ Guide for ex-
pectant mother” to promote company loyalty among
women at atimewhen they are making infant feeding
decisions.

e it persuades pregnant women and mothers to fill in
formswith their contact information and expected de-
livery date so that specific product promotion can be
mailed out at appropriate stages. Health facilities are
asked to distribute samples and sign-up sheets to
mothers.

Giftsto health workers

» Article 7.3 provides that there should be no financial or
material inducement, to promote products.

e |n Colombia, Costa Rica and the Dominican Repub-
lic, giftssuch asmouse pads, diaries, clocks, prescrip-
tion pads and stationeries, al with the Nestlé name
and logo, are distributed to health workers.

e |n Germany, Nestlé provides health workers with in-
formation records used for the transfer of newborns
during emergencies. The Alete brand logo appears
at the bottom of the sheet with the slogan “ All the
best for your child” .

International Baby Food Action Network -- IBFAN
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NESTLE

In Armenia,

e Nestlé
distributes
“Love my mom”

. R
baby suitsto poly- F S s
clinics and ' [ bl
maternities. » . [UTONATHON]  Suseton
/ | suchaway
that the
slogan reads

“l love my
Nestlé mom”

e Promotional leaf-
lets on Nan are o
distributed to poly- "’
clinicsand then passed
on to mothers.

e Nestlédistributesprescription
forms to doctors in clinicsin
Armenia. The prescriptions
are given to mothers to take
to pharmacieswherethey pur-
chase whatever Nestlé prod- 0]
uct is prescribed. Doctors
then get acommission, report-
edly about 10% of thesdle. »

A similar schemeissaid to be
operating in Bulgaria where
the commission is said to be 7%.

W@@@w@m
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e In Indonesia,
Nestlé distrib-
utes posters,
diaries, calen-
dars, stationery
and materials
on infant care
and nutrition to
health facilities
which are displayed in waiting rooms, nurseries and
doctors' offices. Many of these materials contain pro-
motional pictures and text for products such as Nan
and Lactogen. Nestlé also provides gifts for distri-
butionto mothers. Giftsvary depending onwhich class
mothers are warded in.

Nestlé desk calendar implying medical
endorsement

e Nestléin Nigeriagives
out notepads to health
workers. Each page
reminds them of the
Nestlé name and logo
with a caption promoting
the company as*“ ...the
expertsin nutrition.”

UNOUATION

e In Serbiaand Montenegro, Nestlé distributestable cal-
endars as gifts to health workers.

e Nestlé wall clocks are displayed in a South African
health facility.

IBFAN -- International Baby Food Action Network

e Nestlédistributesmany giftsto healthworkersin Thai-
land which feature the company name with and with-
out thelogo of the ‘ fattened birds' — organisers, book-
letsand growth charts, pregnancy cycle cards, candles,
paper holders, toys, bags and pens. v

NSIWIGNHLD,

Gifts to
health

workers in
Thailand

e Inthe UAE, Nestlé distributes every year expensive
desk and pocket diaries to health workers. v

The inside pages of the 2004 diaries promote Nan 1, Nan 2,
Cerelac and Neslac in the UAE

e |nVenezuela, Nestlé distributes aprons with the com-
pany name and logo to nurses and other workers in
paediatric wards. ¥

Q‘ n

Nestlé apron worn by a health worker in Venezuela
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Labelling

» Article 9 of the Code requires labels to NOT discourage
breastfeeding and to inform about the correct use of the
product and the risk of misuse.

In most developing countries, Nestl€'s formula labels
comply with the Code to a large extent although they
use small print for the required warnings. Several, how-
ever, do violate Article 9 by comparing the product to
breastmilk and by using idealising statements such as:

e In China, Nan 1 labels say
“ Choose quality food, choose
Nestl€” and claim that the
product is close to breastmilk.
Nan 1lisidealised by the claim
that its low phosphorous content
helps cal cium absorption and
promotes the growth of Bifidus
bacteria. »

e The Nan label in Finland claims that it “ can be used
from birth as an addition to breastmilk or to substi-
tuteit” and that the “ amino acid composition of the
product has been renewed. . .ableto reduce the amount
of protein which is now closer to the protein level of
breastmilk” .

® |In Mexico, Nestlé's Nan 2 label and in Peru Nan 1
claim the product have “ new improved protein effi-
ciency from start.”

e In South Africa, the Lactogen 1 label suggests the
product has the same benefits as breastmilk with the
claim that it "has all vitamins and minerals required
by an infant for growth and development."

e The Pelargon label in Tanzania promotes its higher
acidic content as being able to aid digestion.

Nestlé occasionally fails to comply with the local lan-
guage requirement on infant formula labels. In some
cases, there is inaccurate translation. For example:

In Armenia,

e the Alfar élabel hasinstructionsin 13 languages and
tranglation isinconsistent. For examplethe statement:
“ Semi-elemental formula with low osmotic activity”
in Russian readsas*” semi-elemental formulawith low
asthmatic activity” in Armenian.

e Tranglation is also inconsistent on the Nestogen la-
bel. In Russian, thereisastatement that breastmilk is
the ideal nutrition for &' newborn” , meaning a baby
below one month, while in Armenian breastmilk is
said to beideal for a“ baby” .
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e Labels on Pre Nan, Nan Hypoallergenic 1, and
Pelargon in South Africa are only in English with-
out the local languages as required by the Code.

e Nestle's Nan 1 label in Zimbabwe which originates
from South Africais not in the two main local lan-
guages which are chiShona and isiNdebele.

e Nan and Nestogen mmmy T
products in Armenia STTIRION
and Georgia carry im- » UUPLLLD

Terge fee NESHE.  nasts

ages of alarge feeding
bottle on the label, thus
promoting the culture of
bottle-feeding. (bottles
on labels are only al-
lowed for illustrating the
method of preparation). »

NAN] e
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Misleading text and pictures
which violate the Code

» Article 4.2 requires all information material to advocate
for breastfeeding and not contain pictures or text which
idealises the use of breastmilk substitutes.

» For health professionals, Article 7.2 of the Code only allows
product information which is factual and scientific.

Most Nestlé materials are marked “ for the medical pro-
fession” but they fail to meet the criteria set down under
Articles4.2and & 7.2 The following are examples of
materials which fail to meet the mark and are often sup-
plied in bulk and thus made freely available to mothers.

Argentina

e Advertisementsin professional
journals and leaflets promote
Nan as “the most complete,
balanced and safe range of in-
fant formulas’ and “ ... clos-
est to mother’s milk, at lowest
price”, “ nutritive and natural
as your love” and “the most
economic starter formula” .p»>

Booklets and brochures for doctors proclaim that
breastmilk is best for babies and the warnings about
the hazards of bottle feeding are there
—intiny print! —so legally, Nestlé
complies with the Code. In practice,
promotion dominates by far.

e A Nan 2 promotion “ Nutritionally
superior to cow's milk” while
Nan HA says* Infant formula
which prevents allergy” .»

International Baby Food Action Network -- IBFAN
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e At a paediatric congress, a Nestlé poster and an ad-
vertisement in ascientific journal both claim (liquid)
Nan is*“ The most intelligent choice when it is neces-
sary to replace breastmilk; so intelligent that it even
prepares itself.”

“

opclan |-|.-|:1:= |*'1I-!*|h'| =
Tap Inteligente,

“My first CD” with songs from The
Beatles and sounds of laughter of little
babies. This CD was distributed at the
Argentinean Paediatrics Congress.
Inside the case is a coupon to request
info about Nestle’s products for
babies.

Huge packshots dominate

the congress. P

Armenia

e A leaflet found in apaediatric hospital claimsNan is
afully adapted infant formula and is close to human
milk in content and digestibility.

e Nan leaflets — Nan: New with improved quality of
proteins and Nestlé Nan Acidophilic - distributed to
health workers at a Nestlé conference make broad
claims comparing the product with breastmilk and
compare the growth of the breastfed child with one
who is fed new Nan. There are statements which
claim that Nan promotes formation of bones, brain
devel opment and visua acuity

.

Promotion for health workers in Armenia

IBFAN -- International Baby Food Action Network

e A Nestlé Nutrition booklet in Russian promotes the
full range of Nestlé infant formula, Nestogen, Nan,
Alsoy, Alprem and Alfar é with a summary of micro
and macronutrients added to the products making them
closer to breastmilk, closer to nature and fully replac-
ing breastmilk.

Botswana

e An 8-page book-
let found in a
Botswanan hos-
pital proclaims
that “ Growing
up is Thirsty
Work” and pro-
motes L actogen
1“for thehungry
full term infant”
and L actogen 2 as“ specifically adapted to the needs
of infants on complementary food” and “ high in
bioavailable iron.”

e A leaflet 37°C in the shade claims that by using
Pelargon “ diarrhoea and its side effects are coun-
teracted” but fails to explain the risks involved in
artificial feeding where water is unsafe.

Warnings on back page in small print

China

o A leaflet in aChinese mater- 1
nity ward, Nan healthy baby, = = = _ "

ik

the future will be even =
brighter claimsthat Nan 1is = "' ®

the only formula that is low ‘3.-’ ':.E ]

in phosphorus and closest to = h-;;\“mﬂ;‘ ION

breastmilk. The backgroundis
similar to aNan label. »

—

e Another Chinese leaflet with a similar picture asks
“Why the Nan baby’s bottomis not red?” Two of the
babies suffer red bottoms but the one fed on Nan does
not, implying that Nan 2 with Bifidus can prevent
sore bottoms.

e An advertisement in a professional journal promotes
Lactogen 1 and L actogen 2
by showing a colourful
sketch of children playing
accompanied by the slogan
“Look! More and More
Lactogen Babies Grow
Healthily and Happily” . The
advertisement claims that
L actogen is the leading
brand in China and uses
advanced technology in its
manufacture.% (see page 60)
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e A Lactogen ledflet
starts with the slo-
gan “the natural
smell of milk and |
DHA content makes
your baby healthy
and smarter.” The
same slogan also
appears on a Nan a
leaflet. Nestlé denies it portrays bottle feeding as
equivalent to breastfeeding and explains instead that
DHA oxidises easily and can develop a fish off-taste
and that Nestlé's manufacturing
process ensures the natural taste of
milk is preserved.*

== —\V\‘\@\“’l\g‘“‘)
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e A Nan leaflet proclaims that
“raisinganintelligent childisno
longer an impossible dream”
with Nan 1 and Nan 2 and that
the Bifidus in Nan makes “ex-
cellent baby” . % »

Dominican Republic

e A Nan leafletinthewaiting room of apaediatric clinic
says that “ the best infant formulas have a composi-
tion qualitatively and quantitatively adapted to hu-
man milk” ; “ New Nan — optimum cal cium phospho-
rus ratio ... in quantities closer to human milk”

e A booklet “ Nucleotides in infant nutrition” given to
mothersin clinics states that “ Nan 1 starter formula
has added nutrients to cover the needs of the new-
born, among themnucleotides’ . The booklet promotes
Nan 1 as equivalent to breastmilk.

e Nan 1 booklet Importance of adequate proteininges-
tion found in clinics bearsthe message - “ Breastmilk:
high quality protein; Nan 1: the appropriate alterna-
tive". There are tables comparing Nan 1 composi-
tion to that of breastmilk. It claimsthat the stool pat-
terns of babies fed on Nan 1 are similar to those fed
on breastmilk.

e A magazine advertisement for Nidinafollow-up for-
mulasays* Give himall the protection he needs” and
uses a baby picture to promote the use of Nidina as
of four months.

Georgia

e A Nan leaflet found in a doctor’s office claims that
itsprotein, carbohydrate, amino acid and mineral com-
ponents are close to mother’s milk.

% Too little, too late — pursuant to complaints made to Nestlé China on the
materials marked % on this page and on page 59, the company agreed to
either withdraw or amend the materials.
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e L eaflets promoting Nestogen infant formula featur-
ing a packshot of the product and a huge bottle and
teat are found in health facilities,
shops and pharmacies.

e In Finland, a brochure aimed at
health care professionals compares
Nan baby formulato breastmilk. »

e

; X\Qﬂ\@

Germany

e Booklets distributed to health workers at a perinatal
conference in Berlin have many phrases discourag-
ing breastfeeding or equating Nestlé products to
breastmilk. For example —

- a booklet titled Allergen-Low Infant Nutrition
with Alete displays a healthy infant on the front
pagewith themotto“ All the best for your child” .

- booklet for parents has advertisements for
Aletemil HA 1 & 2 and has the Alete slogan
“ Al the best for your child”. Thereis a state-
ment claiming that “ Babies need allergen-low
nutrition to prevent allergies. If there is not
enough breastmilk, Aletemil HAis ... the proven
alternative from birth.”

- A booklet for parents—* Intensive care unit for
infants — advice for parents’ advertises Alete
HA Brei and features the Alete slogan “ All the
best for your child” . Complementary feeding is
suggested to start as early as four months.

- A daily nutrition booklet meant for parents rec-
ommendsthe use of Alete complementary foods
from the fifth month and baby teasfrom the sec-
ond week of life.

- A Beba booklet claims that it can solve infant
colic with its low lactose content.

- A Beba Pre lesflet titled

v Bt e

“ Nestlé Beba Pre even vt
nearer to the natural model” UICATEION
equates Beba to breastmilk. T;E"E'A
It also claims to contain ._s._,f“f 3
proteins “ even closer now to o~
mother’s milk.” o e

- A Beba Pre booklet uses phrases like “ ... his-
tory of life-saving Nestlé products’ to catch the
attention and confidence of the reader. Text like
“ Beba Pre contains nucleotides modelled on
breastmilk” attempts to equate bottle feeding
with breastfeeding.

e |n Ghana, Nestlé reps persuade health workers of a
baby-friendly hospital to accept Lactogen 1 and 2
promotional leaflets on the grounds that HIV + moth-
ers, orphans, mentally sick or caesarean mothers
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Breaking the Rules, Sretching the Rules 2004

NESTLE

would need it. The
front of the leaflet
shows packshots of
Lactogen 1 and 2,
while under L acto-
gen 1 it says “the
right choice” and
under Lactogen 2,
“Two feeds of Lactogen 2 a day provides the daily
protection needs of the infant” .

e A booklet titled I am
Breastfeeding my Babyisen-
dorsed with the statement
that it is“ Educational mate-
rials for mothers for distri-
bution by health profession-
alsonly. Presented with com-
pliments of Nestlé” It con- 11100
tainsmisleading information
on breastfeeding and was »
stopped from circulation by Ghanaian authoritiesin
June 2003 after complaints by health workers. In
March 2004, the bookl et, purportedly revised, isback
incirculation but still has misleading information par-
ticularly on positioning and attachment.

e A six-page brochure—
Nan 1—The New Sandard:
Closer to thereference—in
Ghana is portrayed as sci-
entific and factual informa-
tion for health profession-
as. It promotesNan ashav-
ing “a protein content 1
equivalent to the mean den- -__a
sity of mature breastmilk oy i
and an increased protein » | Leser in Nutrition Resedreh.
quality closer to the nutrient composition of human
milk.”

The Wew Standard:
Closer to the reference

I ‘@t IRTION

e A leaflet found in a super-
market in Arkhangel sk, Rus- Nestle
sia promotes Nestogen and

idealises the use of formula | NESTOGEN
with alarge bottle printed on ol | QAT
thefront and back of theleaf-
let. Packshots of five other
products are shown — Nan,

AIpretn, AL 110, Alsoy and = g
Alfaré. » . -
R

e A poster displayed in a pharmacy in South Africa—
“ The Lactogen range, the specialty range and intro-
ducing therange of Nan” —showsarow of L actogen
and Nan products.

IBFAN -- International Baby Food Action Network

o A Nan booklet found in a doctor’s

o Another Serbian brochure entitled

office in Serbia promotes its lac-
tose-freeformulaby implying medi-
cal endorsement of the product with
a nurse's cap and a stethoscope
‘worn’ by aNan tin. »

Nan 2 Follow-Up for Older Infants
showsabeautiful pictureof ababy’s
hand clutching an adult’sfinger to-
gether with the Blue Bear mascot
on a label of Nan 2. It could
symbolise bonding. It a'so equates | =
bottle feeding to breastfeeding by -,
stating that “ Nan isthe first choice || 1— : i 8 sar
at the right moment” . » i

Thailand

e A Nan 1 brochure claimsto have“ new improved pro-

tein efficiency” and starts with the statement that
“breastmilk isbest” with a page showing thefaceof a
baby next to another page showing the mother’sbreast.
Theleaflet opensup to symbolically separate the baby
from the breast with a picture of Nan 1 and the state-
ment that “ Nan 1 is closer now than ever ...”

4 When closed, leaflet seems to
n promote breastfeeding ...

When opened, a different
story unfolds! p

A Nan 1 brochurefound inaThai hospital claimsthe
product “gives valuable nutrients which have com-
plete benefitsfor baby from birth to oneyear.” It also
equates the product with breastmilk by claiming that
“theamino acid profile of Nan 1iscloseto breastmilk
and is suitable for the best growth” . The brochure
usesthe picture of alovely healthy baby with the cap-
tion “ add value with quality protein...” .

A brochure Protect your baby from allergy shows a
picture of a healthy looking baby with a happy fam-
ily. Thebrochure statesthat if amother isnot ableto
breastfeed, therisk of allergy in the baby will increase
and the alternative would be to use Nan HA formula
which is similar to breastmilk.

61
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e Other brochuresfoundin ahospital promote Nan HA
under different slogans such as* Protect your beloved
baby from allergy” , “ Nan HA: for baby...there's no
riskinvolved.” All claim to decreasetherisk of aller-
giesin achild because of small molecules of proteins
which ease digestion and absorption like breastmilk.
A statement boldly equates Nan HA to breastmilk by
stating that “ If mother cannot breastfeed, risk of al-
lergy will be increased. The other choice is
hypoallergenic formula (HA) which is similar to
breastmilk.”

e A leaflet given out at a perinatal conference offers
free membership of Nestlé's Dear Mom Club which
comes with the promise of programmes for mother
and child and free gifts.

e A Nan 2 brochure, part of a set called Full of Love
from Mother’s Breast claims that it contains Bifidus
BL which promotes body resistance and preventsin-
fection the same way as in breastfed children. An-
other brochure in this set promotes Nan HA as simi-
lar to breastmilk with a statement “ Breastfed baby
and/or Nan HA fed baby can reduce the incidence of
skinallergy” . ItidealisesNan HA with apictureof a
healthy baby.

e A leafletonNan HA, Nan 1 and Nan 2 with ahealthy
baby pictureidealisesthe use of the productswith the
caption “ Complete nutrition for healthy growth and
development” .

l-nl-l.ﬂ Campiste Nuirton for hesithy
""""" L grawth med deeplup=ant

amaay,

wlosansiay...
fﬁﬁﬁﬂﬂﬂqﬁuﬁ

ML

A selection of the many information materials for health professionals
inThailand — they are not restricted to scientific and factual matters.
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e Numerous copies of aleaflet found in awaiting room
of a community health centre in Trinidad and
Tobago describe the “ unique characteristics” of
Nestlé's soy-based Car nation Alsoy - “nutritionally
complete” and Carnation Follow-up Soy - “ dlightly
sweeter taste than soy starter which increases com-
plianceininfants’. Carnation Good Sartis “de-
signed to keep the osmolality similar to breastmilk”
producing “ stool consistency similar to breastfed
infants’ and Car nation Follow-up is“ enriched with
vitamins and minerals for healthy growth and devel-
opment.”

e In the UAE, a brochure
for Guigoz 1 and Guigoz
2 for the medical profes-
sion specifically targets
mothers in the Middle
East with claims that the
improved formula ad-
dresses mother’s worries
regarding a list of com-
mon ailments including
“ fever, coughs and colds,
colic” and “ baby not de-
veloping  normally:
weight, walking and talk-
ing, etc., baby not sleeping well” .

Camfart for baoby,
peace of mind for mother,

IOIGHON

Lol

Contrary to what the picture
shows, women in the Middle East
do not sleep in their head-dress.
Guigoz claims credit for the
peaceful scene of both mother and
baby sound asleep (and far apart).

e A leaflet on Nestlé Carnation Follow-up formulain
Trinidad and Tobago claimsthat the productisa“ nu-
tritionally complete baby formula specially formu-
lated for babies 4 months of age and older to ensure
active babies’ needs for calcium” and although
“starter formulas are adequate for the first year,
...Follow-up provides extra nutrition insurance” .
“Priced to save parents up to 20% compared to
Enfamil (M ead Johnson) and Similac (Abbott-Ross)” ,
it “ helps promote the continued use of an iron-forti-
fied formula throughout the first year of life”.

e Nestlé promotes L actogen 1
by distributing a four-page
card leaflet in health facilities
in Vietnam. This leaflet has
packshots of Lactogen 1 with
‘rays emanating
from acan and
arching towards
the baby’s brain,
bones and body
implying the
product is bene-
ficial to the baby’s
growth and deve-
lopment.

AR} ACTOGEN 1
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Section 2 — Complementary foods promoted
as breastmilk substitutes

In September 2001, Nestlé announced its support for
Resolution WHA 54.2 (2001) which recommends
exclusive breastfeeding for six months. The company
promised to change its labels in more than 150
developing countries although the Code and
subsequent resolutions apply universally. Nestlé's
initiative, however was welcomed as it showed
goodwill and leadership over other companies which
so far have ignored the need for label change.

This section shows, unfortunately, that Nestlé was slow
to fulfill its promises. Monitors in a dozen countries
still found many labels and ads with the four-month
recommendations which undermine exclusive
breastfeeding. The evidence recorded here is based
only on reportsafter Nestl€'s April 2003 announcement
that it had “ completed the change.”

For reasons of space, we are not reporting on the
great number of pre-April 2003 violations of
complementary foods promoted as breastmilk
substitutes.

Promotion to the public

» Article 5.1 of the Code prohibits advertising and all other
forms of promotion of products under the scope of the Code.

» Article 5.2 and 5.4 of the Code prohibit companies from
giving samples and gifts to mothers.

¢ InArgentina, Nestlé promotes HEL e L |
sales of formula and comple- o T —
mentary food through UIOTAT U]
(www.etoledo.com.ar). Nestlé
purees are promoted as suitable
for use as of four months and
Nestlé cereals do not have any 4
age recommendation. (30 Oct 2003)

R e L]
=i

e |nshopsin Botswana, Nestum cereals labelled from
four months are sold at a discount and advertised in
weekly special salesflyersasnewspaper inserts, hand-
outsin stores, to homesand on the streets. (Aug 2003).
By Jan. 2004, Nestlé cereals in Botswana were still
labelled at four months.

InBulgaria

e Anadvertisement in a
magazine shows a happy
couple with their baby on a
beach with a pack shot of
Baby Menu recommended
for use from four months
(April 2003).»>

oA Om
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¢ Another magazine advertisement shows atoddler and
awhole range of eight Nestlé foods: three are rec-
ommended from four months and a partially hidden
oneislabelled from three months. (June 2003)

took effect mid-2003. Even ‘, 34 S

S0, in August 2003, an ""-:'
advertisement in a scien- ,1 a J” .
tific journal shows 15 very '

young babies (below six THf |
months) competing in a o 2 %a‘,

e |n China, label changes

global baby competition SONNTION
and withthewinner being | = , . 0
ababy fed on cerealsunder | *i® S BER
the Nestlé Nutrition Plan.

Upon complaint, Nestlé China argues that it is allowed to ad-
vertise to health professionals (companies are only allowed to
provide factual and scientific information) but agrees neverthe-
less not to continue with the ad.

InHong Kong

e BlueBear
stickers with
packshots of
“Infant Cereal
Rice” and
“Infant Cereal
Milk” both
|abelled for
use from four
months
onwards are
distributed at the Hong
Kong Baby Products Expo (Aug. 2003).

e Coupons with an attached application form to join
the Nestlé Caring BB World are found in Hong Kong.
Upon submission of the form, afree bib bearing the
name of the baby is given as a gift. Cerealsin Hong
Kong are marketed for use at four months (Aug.
2003).v

AION!

STREEEMEESEE
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o A leafletin Hong Kong entitled The Nestlé Nutrition
Plan promotes “ The New Improved Formulation of
Nestlé Infant Cereals’ from “ Sage 1" (from four
months) “ so that your baby always gets the right
nutrition at the right moment of development” . The
Blue Bear mascot is featured with a bowl of cereal.
(July 2003) v

.E;ﬁa-i gﬁin nﬂ*fﬂ%gg A NHEOGT e ‘.‘I
B T T —

[rreet ity

o Nestléset up astall at aBaby/Children Products Expo
in Hong Kong to give out couponswhich indicate that
products are sold at special prices at the exhibition.
When mothers fill in forms attached to the coupons
they may select to receive samples of Nestlé Cereal
recommended for use from four months or Neslac
growing up milk. (Aug. 2003)

e A community service bill-
board in Indonesiareminds
mothersto send their babies
to the community health
centreand at the sametime,
advertises Nestlé milk por-
ridge at four months with
the slogan “ Growing Mo-
ments, Nestlé Moments” .
(April 2003) »

e A 24-page booklet deliv-
ered to Italian homes presents
Nestlé ready-to-use comple-
mentary foods many of which
are recommended from four
months (April 2003). »

[ ropariaey gl etteiy
il

¢ Inltaly, Nestlé sends out :
gift boxes of Nestlé Cereals @3 | @mﬁﬂ ol
or Nestlé Prima Infanzia o N
purees by mail to mothers.
These gift boxes contain a
v ~ “Dear Mom” letter emphasising
2 == = theneed to start baby on
= compl ementary foods, either
f cereals or purees,
as of four months.
The letter failsto
mention the
importance and
benefits of exclu-
sive and sustained
breastfeeding.
The gift pack also

64

o Shelf talkers promote Nestlé

o A leaflet headed

contains a discount booklet with eight coupons
worth atotal of €4. (April 2003)

In pharmaciesin Milan, Italy, Nestlé aggressively pro-
motestheir Nestlé Prima | nfanzia products through
the use of special displays, piles of promotional ma-
terials which encourage the use of the products as of
four months, special occasion leaflets, special sales,
discounts and shelf-talkers. (June 2003)

A Lithuanian magazine ad
offers afree pair of Nestlé

Blue Bear socksin ex- w_ u
change for aBlue Bear cut ——L 8

out from Nestlé cereal ;

boxes. Some of the prod-

ucts are recommended =

from four months onwards. : U [DUREION

(April 2003) » g G, i q
In Malaysia,

¢ Free sample of Nestlé Rice Cereal recommendsthe

products as suitable for use as of four months of age.
(Nov. 2003)

Rice Cereal in supermarkets
with the slogan “ Nestlé Baby
Cereal, weaning babies for
generations.” Label indicates
four months. (April 2003) »

In Serbia,
e An advertisement in a Serbian magazine recommends

weaning with Nestlé Rice Cerealsfrom four months.
(July 2003)

“Nestlé: Why com-
promise when

it's the question of
baby’s growth?”
found in a Serbian
shop advertises
complementary foods
from four months
with packshots of jarred
foods and a picture of

signwith abig ‘4’ on

raj ba:kground '-:.un-—--nn.i-;-:'q..
(July 2003) » a

A magazine advertisement for cerealswith the same
slogan induces mothers to submit their particulars
on coupons which entitle them to receive free bibs
from Nestlé. (July 2003)

International Baby Food Action Network -- IBFAN
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e A Nestum BlueBear leaflet from MESTUM
Trinidad and Tobago talks about
introducing cereals from six
months but one of the packshot
labels has a four-month recom-
mendation. (Nov. 2003) »

In Serbia where cereals are
labelled for four months, a
pharmacy gives out Blue
Bear car stickersto mothers.

Promotion in health facilities

» WHA Resolution 47.5 (1994) urges an end to free or
subsidised donations of products to all parts of the health
care system.

¢ In the Dominican Republic, mothers receive free
samples of Nestlé Cereals in health facilities
(July 2003).

¢ InlIndonesia, Nestléput up
asignboard for amaternity
in Indonesia which fea-
tures the names of Nestlé
and the Cerelac brand at
theentrance of ahealth fa-

Q@@X& cility (April 2003).4

e A prescription pad in a United = |
Arab Emirates hospital shows W W “
pack shotswith check boxesand ‘ =UIDTAMONE
recommends cereals and other | | | =
complementary foodsfromfour || ﬁ ﬁﬁ
months (Nov. 2003).» S S

5= 28N 384

L abelling

» WHA Resolution 54.2 (2001) advises exclusive
breastfeeding for 6 monthswhich meansthat the recommended
agefor use of complementary foods cannot be under 6 months.

e Nestlé Prima Infanzia puree label in Italy recom-
mends it for babies from the age of four months,

IBFAN -- International Baby Food Action Network

before complementary foods are necessary. Nestlé's
Blue Bear features on different types of puree. Nestlé
non-milk cereal label advises that “ milk feeding,
preferably with breastmilk should continue as long
aspossible” but recommends the product for babies
from four months. (April 2003)

e Nestlé CHE
cerealsin China
are recom-
mended for four

< monthsand
show alarge
baby picture on
label. (May
2003)

e |n Malawi, the Nestum label carriesthe age recom-

mendation of four months. (July 2003)

Nestl€ sinfant juicelabelsin Switzerland recommend
the product for babies from four months. There is a
special coupon on the label for collection of “bear
points’ in exchange for special offers. (July 2003)

In Vietnam,
Nestlé fruit
purées are
labelled as
suitable for
use from
four months.
Text on the
cartonisin
French but
asticker in
Vietnamese pasted over the bottle’s label shows
only the composition of the product.

(Oct. 2003)

Similarly, Nestlé

fruit purée

label in L o y—.
Indonesiais | g o Mt
packed in a
cardboard
carton with
mainly
French and
English texts. Worse, the
cardboard packaging recommends use from six
months but the bottles inside the packaging have
label s which recommend four months. (Aug. 2003)
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“four months” on its way out ...

Blue Bear comes in

The Blue Bear mascot for Nestl€'s complementary foodsis quickly finding its way into neonatal,
mater nity and paediatric wardsto promote brand recognition and tempt parentsto introduce
complementary foods early. Several ads address new mothers.

o Nestlé gives out ball-point pens with the
Nestlé name and the Blue Bear mascot to
health workersin Armenia. The Blue
Bear icon promotes Nestlé's
cereal products.

>

., muuu'«l i ja SinAwe
e InMalaysia, Nestlé distrib-

utes stacks of notepadsto | - w
health facilities with E §
company name and Blue .

9

. M«';ny agqt;mlty > :—-‘ Bear mascot in various
an iatric
hospri)tals in | . 5
China have R e a2 .z "8 .
notice boards on g aamr e iR R e g il
infant care and at H s 8
feeding. Those ey
sponsored by a*
Nestlé sport o)
CONSpiCcuous
Blue Bears. » The ubiquitous Blue Bear in a variety of poses - -L

adorn boards like this in Chinese hospitals

e Unsuspecting health
professionals in China
were glad to use sheet
after sheet of Blue
Bear stickerson

UAE hospitals
receive three-

dimensional
embossed Blue ‘ E‘ i

paediatric doors and Bear calendars.
neonatal walls totally o A o
unaware that these o Nestlé distributes large Cerelac calendars to health facilities

in the UAE and Russiawhere Blue Bear features as a
common denominator. Various packshots promote products.
Cerelac is described as "a spoonful of love.”

decorations were
clever advertise- p
ments for comple-
mentary foods
which their little
patients would not
need for at least six
months or never.
(WHO recommends
home-made comple-

o Free15gm sachets of infant cerealsrec-
ommended for usefrom four monthsare
at the reception of aclinic in Malaysia.
There is no limit to the amount that can

<« betaken by patients. Nestlé representa-

mentary foods out of Blue Bear stickers cover tivesalso visit antenatal classesand dis-
. N the entire glass door to a . . ..
local ingredients). neonatal ward. tribute door gifts comprising samples

and pamphlets of Nestlé Cereals.
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e A card“ An Invitation to all New Mothers’ found in a
Singaporean clinic offers mothers to enrol in Nestl€'s Infant
Nutrition Plan; it requires contact information of mother and
baby’s birth details.

It promises a free sample upon enrolment and » e
promotes Nestlé products including four s e 5
cereals recommended for T

four months. W _
_ : '- WU@M\TE@D@H'“ ¥

- ———
i R B

1 B

Nedlé " 5 A e Found in a doctors cabi-
o € gives mothers an -~ net in Georgia, a guide
introductory copy of | NE__SHE i for mothersgshowg pic-
Ne;tlé_Bapy News B tures of an infant being
magazine in maternities spoon-fed and a mother
in Switzerland and sends bottle-feeding her baby.
updates and promotions Blue Bear wearing a bib
by mail. The magazine <« remindsher of Nestléce-
advertises its website reals. The text discour-
which shows a banner of ages breastfeeding
Nestl€ baby services and “If you can't breastfeed

Blue I,B’ear I|nI§s to your baby, use specialised

Nestle's website. infant feeding products,
which are very closeto
breastmilk.”

SLVeste
Rt = : e A ledflet distributed at a paediatric confer-

ence in Lithuania promotes the use of all

Nestlé products except for infant formula.

NDNEOMN Many Blue Bear cereals, purées and juices
« arerecommended from four months.

Nestlé Baby News website (top)

mudkin reprlicirss plarsy

] hﬂ'! h'l-a!htt-ﬂ'uut

o A ledflet When
Life's Appetiteis
On the Rise, found
in a doctor’s office
in Serbia, features
achild’simpres-
sion of Blue
Bear. An ‘actual’
Blue Bear is
pictured on the
front while on
the back pageis
afeeding table advising
complementary feeding from four months. A

@M\“@U‘D@ |

o A leaflet in a Macedonian doctor’s office shows
arange of Nestlé cereals recommended for use
at four months. Other products on the leaflet in-
cludes fruit juices and purées.

IBFAN -- International Baby Food Action Network 67



Jan Bennink

Chairman and CEO

Royal NUMICO N.V.
Rokkeveenseweg 49

2712 PJ Zoetermeer

The Netherlands

Tel: +31 79 353 9000

Fax: +31 79 353 9620
Website: www.numico.com

FORMULA:

NuTtriciaA—Nutrilon, Nutrilon Premium,
Nutrilon LF, Nutrilon Soya, Nutrilon AR,
Nenatal, Nutriben, Nutricia Soya,
Nutriprem, Bebelac, Bebelac EC,
Kissing My Baby, Malish, Malutka,
Nutricia Infacare, Vital Infantil, KAS
1000, L-K Infantil, Bago Prematura.

Cow & Gate—Cow & Gate Premium,
Cow & Gate Follow-On, Cow & Gate
Sep-Up, Cow & Gate Next Sep, Cow &
Gate 2 Plus, Omneo Comfort.

Sarl Husaba—SGM, Vitalac.

COMPLEMENTARY FOODS:
Cow & Gatejar foods, Cereal Nutricia,
Creme Nutricia, Nutrix, Bambix, SGM.

NUTRICIA

N utricia, the largest Dutch baby food manufacturer, belongs to the
Royal NUMICO holding company (1998) coined after Nutricia,
the mother company, Milupa, a German baby food manufacturer
(bought in 1995) and Cow & Gate, acquired by Nutriciain 1981. The
range of Bebelac products (formerly by Lyempf) are now marketed
under the Nutricialabel. This report looks at all companies under
NUMICO, except for Milupawhich is analysed separately asit sticks
to its own brand names and promotional schemes.

Debt burdened NUMICO has been undergoing arestructuring drive,
after an expensive adventure into the North American vitamin
business. Divestment activities saw the sale (at a huge loss) of its
nutritional supplements subsidiaries, GNC (US), and Vitamex
(Sweden). NUMICO now intends to once again focus on baby food
and clinical nutrition in order to become a* high-growth, high-
margin specialised nutrition company” . It offloaded Nutricia India,
described as a‘low-margin start-up dairy and baby food operation’
which saw lossesin the first half of 2003 and also discontinued
Mococadairy production in Brazil.

Hoping to save costs on its baby food production in Western Europe,
NUMICO plansto reduce its plants from 16 to 9 by 2005. The
company wants to take advantage of Poland’s entry into the
European Union by tripling production at its Polish plant. Nutricia
Polska already exports 30% of its production to non-EU countries
but will now increase exports into the EU.

Net salesin the baby food sector increased by 5.6% in 2003 to
€1,016 million. The market grew especially in the UK, Ireland and
Belgium. The growth outside Europe was even stronger, some 12%
with Russia, Turkey and Indonesia being the top buyers. Most of the
growth, production-wise, was in formula (7%) while cereals and
jarred food only increased by 3%. In 2003, Nutricia Belgium was
forced to recall over 100,000 bottles of Olvarit baby food when
shards of glass were found in a bottle.

In February 2004, IBFAN was aerted to acommercial campaign by
Nutriciain China. The campaign, due to start in March, intended to
give away 50,000 CDs with famous children’s songs in order to
entice mothers to buy Nutricia baby formula. Nutricia's Director in
Chinasaid: (with these CDs)... “ we have gold in our hands’ .
IBFAN-ICDC launched a protest as the scheme was a clear violation
of the Code as well as the Chinese law. Nutricia promised to modify
the campaign “ to comply with Code” and at the time BTR goes to
press, the CD campaign remains suspended.

NUMICO claims to abide by the International Code and has issued
“Guiding Principles for the Marketing of Infant Formula’.
Unfortunately these Principles only govern the marketing of “ starter
infant formula” . Thisis clearly in contradiction of the scope of the
Code which encompasses “ all breastmilk substitutes’ . The Guiding
Principles also fall short of other minimum requirements set by the
Code and fails to pay any attention to subsequent World Health
Assembly Resolutions which enjoy the same status as the Code.
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Breaking the Rules, Sretching the Rules 2004 NuTRICIA

e InIndonesia, company representative in shops claim
Nutrilon can provide the same nutrients as breastmilk,
help the baby gain weight and promote the increase
of brain cells.

e Mothers in Indonesia in-
tending to returntowork re-
ceive samples of Nutrilon |
Premium 1, CrémeNutri- W@mﬂ
cia recommended from 4
months and leaflets on
Nutricia Baby Club.p

——

e InBotswana, astoreflyer distributed to homes, shops,
motorists and pedestrians and as newspaper inserts
offers discounts for Nutricia | nfacar e products.

e In China, a magazine ad-
vertisement — “ Are you
sure your baby will be ex-
cellent?” — shows 3 rab-
bits on arace track with 1
rabbit way ahead imply-
ing that excellenceisdue
to added DHA and fruc-
tose, reasonsfor mother to
chooseKissing My Baby,
by Nutricia.p>

e In China, Nutricia encourages sales of its products
with tie-in sales and offers towels with purchases.

mcmw

A

e AnadvertisementinaChi-
nese magazine shows a
baby and the slogan * Kiss-
ing my baby, giving more
confidence” and pack
shotsof Kissing My Baby
Follow-up formula. At
the bottom of the ad is a
form to join the ‘Kissing
My Baby' club. <«

e Cow & Gate Follow-on is advertised on the Hong
Kong TVB Jade Channel.

e In Ghana, special placardsfor Cow & Gate Cereals,
recommended for infants as of 4 months areseenin

Ghana: Poster with two adorable babies shows Cow & Gate brand name and
the Nutricia logo to promote brand recognition. The company also offers
“Buy 3 get 1 free” promotions for Cow & Gate Cereals for four-month old

e Nutriciagives out leaflets in shopsin Curagao about

formulaproducts Nenatal, Nutrilon 1 and 2, Omneo, infants.
Nutrilon Lactose Free, Nutrilon Soya 1 and Soya | ¢ | |ndonesia, Sari Husada promotes its SGM 1 for-
Plus 2. Other leaflets contain information on 3 dif- mulawith special displaysand shelf-talkersin super-
ferent types of Nutricia cereals: Cereal Nutricia, markets. — —
Créme Nutricia and Nutrix; all recommended from ‘l"}'ﬁ_‘ifg'l'z’l'hﬂ?
Alsoin C NUtricia off h ¢ up special displays at strategic Greme
o o e e o | - Places in spermarcts fo
seng?wpyand st};m ther &y y p products such as Bebelac,
ga pIng Bl e e Nutrilon, Nutrilon Premium R
baby’s birth certificate at A e ¥
y'S il _ Happy Baby Box and offersgiftswith purchases.
the distributor’s office. fampisiaments gratis! m\jﬂﬁﬂm o

The box contains a pack-
age of Nutrilon Follow-
on (6-12 months), Cereal
Nutricia (four months)
Creme Nutricia (four

e The Parenthood magazine in
Malaysia advertises Créme
Nutricia recommended for
4-8 months.

TS

months) and gifts, such as T, e Anadfor CrémeNutriciainthe
a toy bear and a spoon | e ST daily Sar newspaper in Malay-
bearing the Nutricianame. T s S lenm sa “ Perfect balance” .»
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Breaking the Rules, Sretching the Rules 2004

e Buy Nutricia baby food
and redeem gifts shown
in the giraffe! (Malay-

sian supermarket flyer). »

e In the Netherlands,
Nutriciatook advantage
of the birth of a Dutch
princess to offer special
gifts: all babies born on
the same date (7 Dec
2003) received a gift
pack including comple-
mentary food for 8

AUTHIT M.
1an e @umig

month-olds. Purchase of 10 Nutricia products (ex-
cluding infant formula) allowed for a free gift of

royal orange baby slippers.

This may not be aviolation of the weaker Dutch law
but it contravenes the International Code

e Early weaning advo-
cated on this leaflet for
mothersin Serbia:

“ Bebelac cereals for the
first non-milk feeding at
4 months.” A

e |nthe UK: four
Cow & Gate
baby jar foods
for the price of
three. The jars
are labelled
from 4 months.

Fw U\J\A\i

Il- Fws
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e Bebelac poster in

Serbian shop promotes
formula. An ad with the
same pictureis seenin
amagazinein Bosnia &
Herzegovina. A

e A shelf talkerina
UK shop offers
< “ New lower price”.

Temporary discounts
are promotional and
follow-on milks are
breastmilk substitutes.

e Cow & Gate Step-Up and

Next Step formulas (3 for 2
promotion) are advertisedina
supermarket in-house maga-
zine (UK). »

Cow & Gate takes out
advertorials in the UK Baby
& You magazine which pur-
port to give weaning advice
but actually promote its new
range of baby drinks pro-
moted from 4 months.

A tie-in-sale in the UK encourages mothers to buy
three Cow & Gate formulas (including Premium 1
and 2 Plus) and get one free.

Another advertoria inthe UK Mother & Baby maga-
zine appears as a Q& A from a mother but actually
promotes Cow & Gate's Omneo Comfort which is
claimed to be“ specially formulated for babies with
sensitive digestive systems.” Thearticle showsapack
shot of the product and asks the reader to enter into a
draw to win ‘ comfort packs’ —which includes a baby
sleeping bag and cuddle robe.

The UK parent’s website — www.ukparents.co.uk —
containsalink to www.readymilk.co.uk/uk2shop.htm
- which advertises pre-made Cow & Gate Premium
formulain sterilised disposable bottles with the head-
ing “ Making feeding easy — Ready Milk” .

e Thisadvertisementinthe UK
promotes a new range of
drinks which *introduces
your baby to new fruits and
flavours, hel ping themto ex-
pand their repertoire of
tastes from an early age.
Suitable for babies from 4
months...” . <

Health facilities in the Dominican Republic display
items, which carry the Nutrilon, Nutricia Soya and
Nutriben brand names, in waiting rooms, paediatric
wards and on office shelves.
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Breaking the Rules, Sretching the Rules 2004

NuTRICIA

e Nutricia distributes unsolicited supplies of Nutrilon
to health facilities in the Dominican Republic which
are subsequently distributed to mothers. Nutriciapre-
sents gifts of calendars, and blocks of notepads to
health workers, all of which contains either the
Bebelac 1 or Nutrilon brand names and the company
name and logo.

e InArgentina, NutriciaBago provides unsolicited sup-
plies of Kas 1000, L-K Infantil and Nutrilon Soya
to health facilities. Health workers pass them on the
mothers as free samples.

Diarrhoea in infants ...

e Aledflet —“ Diarrhoeain infants’ —

found at a clinic in Curacao (Carib-
bean) claims that “ Nutricia Infant
Formulae are complete: they closely
resemble breastmilk, not only com-
position, but also in absorption
characteristics.” <

e A maternity
clinicin
Curacao
distributes »
Creme Nutricia &
brochures which promote rice porridge
from 4 months. The same facility gives |
out Nutricia bookmarks with colourful
pack shots of 7 different brands of
Nutriciaformulas. »

e Nutriciadelivers Christmashampersas
giftsto aclinic in Curagao. The com-

pany also suppliestheclinic and ahos-

pital in Curagao with free formula.

B

RRIITHIT
kailihiri | |

e Gift for mothers in Curagao:
baby passports have the
Nutriciacompany logo and the
slogan “ Nutricia Baby Feed-
ing Specialists”. The state-
ment on the importance of
breastfeeding is included in a
separate sheet which will
easily fall out of the booklet.

By psar |

InIndonesia;

e Company representatives visit mothers at health fa-
cilities once or twice a month to promote Nutricia
products such as Bebelac.

IBFAN -- International Baby Food Action Network

e Nutriciadistributes many giftsto health workers such
as calendars, wall clocks, posters, pens, pencil cases,
notebooks and growth charts bearing brand names
such as Bebelac 1 together with the company logo.
Most of theseitemsare put up onwallsor deskswhere
there are seen by the public.

e Nutricia donates unsolicited supplies of Bebelac,
Bebelac 1, Créme Nutricia, Nutrilon and Nutrilon
Premium 1 to health facilities. In some cases, sup-
pliesare provided at special discountsor invoicesare
issued but are not followed up with payment collec-
tions. Elsewhere, Nutricia obligingly supply health
facilitieswith Bebelac
and Nutrilon upon re-
ceiving requests from
the facilities.

e Nutrilon 1 free sup-
plies to this maternity
clinic are passed on to
mothersafter delivery.

e In one clinic, mothers are given free samples of
Bebelac 1 on discharge. Company representatives
later telephone mothers to ask whether they are still
using Bebelac.

o e

Baby cot tags and
patient number cards
are supplied by
Nutriciato health
facilities and bear
either the Bebelac or
the Nutrilon brand
name.

Baby mattresses stamped with the
Nutricia name are also given.

T A Bebelac health
- record card

Health facilities display
‘, clocks, calendars,

posters and other

information advertising

= Nutricia products in
“] waiting rooms and on
o health workers’ desks.
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NuTRICIA

Breaking the Rules, Sretching the Rules 2004

e Sari Husada frequently do-
nates gifts such as baby cot
tags, baby feeding schedules,
beddings, briefcases, informa-
tion materials, |eaflets, immu-
nisation tables, growth charts,
wall clocks, water dispensers,
posters, notebooks and stick-
ers to health workers. These
items carry brand names of
formulas such as Vitalac 1 or

2 or SGM. One finds them in waiting rooms, exami-

nation rooms and in front of delivery rooms.

e Sari Husadaalso provides health facilities with unso-
licited suppliesof SGM, SGM l1andVitalac 1. These
are then passed on to mothers. What brand of for-
mula mothers receive depends on the ward class they
arein. Mothersin first class wards receive more ex-
pensive brands.

e Health facilities display
products such as Nutri-
lon and Nenatal in
wards, health worker’s
officesand, ironically, in
breastfeeding rooms for
mothers. <

s,

e In Malaysia, Nutricia
provides unsolicited
supplies of Bebelac 1
and Bebelac EC to pri-
vate clinics which then
distribute them as free
samples.p

I.-{‘l

o e LT
| uﬁﬂlﬂﬂi

af ELEY e Inone health facil-
"';:'.:'..‘ ity, aNutricia
Parents Guide on
Entertaining and
Educating Young
Children advertises
Créme Nutricia
starting from 4
months as “ the
perfect balance’
(back cover).«

i

e bkl

B gy A ey

e In Peru, Bago Sancor donates unsolicited supplies
of Bago Prematuraand Sancor Bebeto health fa-
cilities, including BFHI accredited ones, and moth-
ers receive free tins of Sancor Bebe from health
workers.

72

e In Mexico, a poster in a
health facility shows a
picture of a baby and
states“ Bebelac, the num-

ber onefor your baby” .«

® In Serbia, health facilities
display posters featuring
the Bebelac brand.»>

e Health workers in Serbia receive gifts such as desk
calendars, pens, diaries and notepads featuring the
Bebelac or Bebelac EC brand names.

e A Nutricialnfacare poster which says*“ That special
closeness’ is displayed in South African health fa-
cilitiesin reception areas.

e Nutricia provides
health professionals
in the UAE with

4
+

Bebelac and a7t
Nutrilon prescrip- 2 epall -
tion pads. These oy AL
show pack shots

and brand names
with little check
boxes for the doctor

totick. Theflipside of the pads contain more
promotion and claims such as “Nutricia Prebiotics’
produces a* bifidogenic effect similar to that of
breastmilk” .

e A desktop calendar givento

st health workers in the UAE

LT shows a father cradling a

miﬁ baby and five pack shots of

_ \ﬁ the Bebelac range of formu-

?Q\\@Mﬁm las with a different colour

W gewi  schemefor each monthrep-
~ resenting the

shades of the five different
Bebelac labels. A

e A brochure on Bebelac 1 in
UAE claimsthe product has* a
unique vegetabl e fat mix for su-
perior infant development” and
that “ early supplementation of
vegetable fats can determine
theinfant's 1Q level.” »

IBFAN
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Breaking the Rules, Sretching the Rules 2004 NuTRICIA

e In Luxembourg, the
Bambix non-milk cereal
displays a picture of a
baby and recommends
the product for “ 1% age”
babies. On the back
panel, it saysitis*“ ideal

oM for bottle-feeding from

e The Vital Infantil 2 follow-up for- four months.” »

mula label discourages continued

breastfeeding by suggesting that as

of 6 months, babies no longer get
breastmilk so require aspecial tran-
sitionmilk food“ likethisone...” <

e The label of Bebelac
infant juice in Serbia
recommends the prod-

L= uct for use from 4

e InIndonesia, Vitalac’'slabel doesnot contain awarn- months. <

ing about the health hazards of inappropriate prepa- i

ration of the formula and that it should only be used i S

onahedth worker'sadvice. ) e Labels on Infacare 1 in South

e Labelson Malish and ‘ ' Africaand Tanzaniaclaimitisa ‘tﬂg';fq;; re,
Malutka in Georgia and “...scientifically constituted W -
Malish in Armenia do not powdered infant formula. It is —
contain the important based on analysis of breastmilk w@@m@m}
notice that breastfeeding is to support your baby's healthy R
best nor awarning on the growth” . Thetext isonly in En- 1
health hazards of inappro- glish, not, asrequired, inthelo- | & ﬁ.::&.‘n—--
priate preparation. cal languages. > s o 34 Y O

e Thelabel of CremaNutriciain Costa Ricaindicates

it is suitable for infants from 4 months. o Thelabel on Cow & Gate’'sOmneo Comfort in South

Africacomparesthe product with breastmilk: “ Sools of

e The Bebelac 1 label in the Dominican Republic and an infant fed with breastmilk are soft and lighter in
Mexico discourages exclusive breastfeeding with a colour” and “ when using Omneo Comfort, if changing
statement that the product should be given “when from another formula, you may find that baby’s stool
breastfeeding is not possible or is insufficient” become softer andlighter” . Thetext isonly in English.

e Nutrilon Soya infant formula advises on itslabel in
the Dominican Republic that complementary foods
should be introduced as of 4 months. Nutrilon 2 in
Indonesia does the same.

e Sari Husada's SGM 1 label in Indonesiarecommends
complementary feeding as of 4 months and promotes
the use of its SNM porridge.

e InArgentina, the labels of Nutrilon Soya, Nutrilon
Premium, Kas 1000 and L-K Infantil and Vital
Infantil 1 do not have a warning about health haz-

ards of inappropriate prepa —

ration and the statement that | e A Nutrilon booklet 4

the product should be used on prebioticsin 2

only ontheadvice of ahealth Argentinamakes

worker. Nutrilon out to be

e Inltaly, theNutrilonAR la- similar to breast- [ onipsdprpial
bel shows a large feeding milk and claimsthat T l
bottle and does not have * prebiotics stimulate m@@m

i —0

a warning on the health the growth of the IE— ‘fn.g“w
hazards of inappropriate intestinal flora, predominantly bifidus
preparation. 4 bacteria, promoting normal stool consistency” .
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Breaking the Rules, Sretching the Rules 2004

e A booklet on Vital Infantil 1,

e Nutriciagives out mouse pads
to health workersin Argentina
containing a Nutricia Bago
logo and the text “ Doctor, you
see? Both in infant nutrition
as when you work on your
computer, | am your best
support” .«

showing the same doctor and
the text “ We know you care
for all kids as if they were
your own” claims* goodness
of easily digested and ab-
sorbed fats, similar to those in breastmilk” . A

e The bulletin of the Argentine
Perinatal Association showsa
well known doctor with three
pack shots of Vital Infantil 1
and claims the products to be
“the safest formula that pro-
vides essential nutrients, eas-
ily digestible fats, etc...” .«

Another ad on the
back of the same pub-
lication says “ Vital
Infantil 1: the for-
mula with a strong
impact on infant feed-
ing from birth”. The |-
Vital bear breaksthrough abarrier and proclaimsthat
“if baby takes this milk, he will also be strong...” A

Nutriciadistributes Nutrilon Omneo leafletsat a sci-
entific congress in Costa Rica which shows pictures
of babies and the promotional message “ ...stools of
optimal consistence, similar to those of breastfed in-
fants” and clamsiit is a “ balanced food in case of
gastrointestinal troubles’ .

A Nutrilon booklet in a Dominican Republic health
facility says “ In many cases, it is recommended to
replace breastfeeding with bottle feeding, following
a weekly progression” without
stating specifically in what situ-
ation thisis required.

e InGhana, Cow & Gate pre-
scription pads recommends
four cereal products from
four months. Free samples
of cereals are given to
health workers. <

e “ Complete balance begins

e A Nutriciacalendar inan In-

here’ — an ad in the Indone-
sian Ayahbunda magazine pro-
motes Creme Nutricia begin-
ning from 4 months.»

donesian health facility pro-
motes products for infants,
pregnant or lactating moth-
ers. A picture of a happy infant accompaniesthe slo-
gan “ Always there at every step of a mother’s and
baby's life” .

o

o " | % baby’s taste buds with
; some great nutrition” .
E ﬂ-’r ﬂ,l_ j ?

e An Infacare ad in India
says‘ Now | can tickle my

e

ﬁﬂ:_‘* e “ Nurturing a healthy little
“',". S8 Tk baby” ishow thisNutricia
o E;" leaflet from Hong Kong
= | - promotes Cow & Gate

Follow-On 2.4

In Hong Kong, Nutri-
cia invites mothers to
join the Cow & Gate
baby club and receive
gifts.p

Cow & Gate company representatives give free
samples of cerealsto Ghanaian health workers

Also, a Nutriben leaflet in the Dominican Republic
claimsthe formulaissimilar to breastmilk in terms of
its lipids profile, calorie distribution, carotene and
taurine content.

e An Indonesian leaflet on
Bebelac 1 claims it is as
good as breastmilk and that
babies fed on the product
will be healthy and bright.

e A Cow & Gateadinthe Com-
munity Practitioner in the
UK inviteshealth profession-
alsto contact them. ¢

Adinthe samejourna promotes
Cow & Gate Premium as* nu-
tritionally complete” with a

... the first choice to promote
healthy growth when not
breastfeeding” .»>
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Kohel Nishi

President and CEO

Snow Brand

13 Honshio-cho, Shinjuku-ku
Tokyo 160-8575, Japan

Tel: +81 3 3226 2158

Fax: +81 3 3226 2150

URL: www.snowbrand.co.jp

FormuLA:

Show Brand Al, Show Brand F,
Show Brand F2, Show Brand F Plus,
Show Brand P7L Beta, Smart Baby 1,
Smart Baby 2.

Snhow products and materials bear the
same Show logo. Bunny and Bear
icons appear on labels of some
products and promotional materials.

IBFAN -- International Baby Food Action Network

F ounded in 1925, Snow Brand is one of Japan’s magjor baby milk
companies. It produces a wide range of products, from dairy to
alcoholic beverages and livestock feed. Snow does biotech research and
is reported to have cloned a calf from its mother’s milk.

Snow uses its company name as a brand name on most of its products,
promoting brand recognition every time the company nameis used. It
introduced the Smart Baby and Smart Kid brands to capitalise on
parents’ desire for smart children.

Snow has been involved in arecord number of Japan’s food scandals. In
2000, thousands suffered food poisoning from Snow Brand milk which
caused a huge public outcry and was Japan’s worst contamination case
for over 30 years. In 2001 Snow was discovered to have purchased 13.8
tonnes of Australian beef, repackaged it as Japanese beef and then
claimed compensation from the Japanese government for having excess
beef that could not be sold. In 2002 the company admitted fiddling with
the expiry dates on 760 tonnes of frozen butter. No wonder that many
supermarkets pulled all Snow products from their shelves.

In an attempt to regain consumer confidence, Snow is said to have
joined forces with Nestlé Japan to produce baby foods. In 2002, Snow
was till in financial trouble and reported to seek additional loans from
the Norinchukin Bank. By 2003, the market was ‘up’ again. Snow
Brand bought Bean Stalk from a pharmaceutical company and was
doing well selling Bean Stalk Pocar baby isotonic drinks. Clever
marketing convinces mothers that their babies need such re-hydration
drinks to replace electrolytes lost during perspiration!

® Snow gives health workers in Thai-
land gifts such as clocks, calendars,
pens and notepads featuring the Snow
Brand company and brand name.p

e Health facilities in Thailand dis-
play Snow Brand posters and
other promotional materials. <

e In Thailand Snow donates sup-
plies of Snow Brand P7L Beta
to health facilities, both on request
and unsolicited.
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Breaking the Rules, Sretching the Rul &\pOO4

® Snow seeks direct contact with
mothersat health facilitiesin Thai-
land to recommend Snow Brand
products and to give sampl es and
gifts. Typical -

gift pouches
contain a tin
of Snow
Brand P7L
Beta,ababy’s
bonnet, and abooklet titled 7 in-
teresting topics for your bel oved
child, reinforcing the “7” in the
brand name. ”

e Promotional materials in
Thailand compare Snow
products to breastmilk, such

asthisbooklet that claimsthe - I
=~ ® Snow gives health workers in compositi on of Snow Brand =
Thailand sign-up sheets to dis- P7L Beta is based on re- . Tm..,..,.,.. =
tribute among mothers, en- search on the breastmilk of e Pl | j
=yt abling the company to contact gapakl?;se mothers_.tAI;tqthe;
i them directly with future OOKIEL comparesiisrallio o
3 promotions. 4 omega 3 and 6 with that of
el breastmilk.p
e Company representatives in ) '
wa _ Snow Brand F and Snow QR Ak Thailand claim Snow
Wk i ' -\-“‘} Brand P7L Beta Samplesthat Brand P7L Betaencour-
S75==|| arepassed on to mothers. ages good bowel move-

mentswith the addition of
oligosaccharide. Thisex-
ample tells mothers
“Don't let your baby get
constipation” and shows

= a packshot of Snow
e Brand P7L Beta. 4

e Snow gives cash grants to
health facilities in Thailand
and pushes its products and
promotional materials at pro-
fessional meetings.»>

e Promotional materialsin Thailand contain messages
that undermine breastfeeding like “ when formula
isnecessary” , “ when a mother cannot breastfeed”
and advice on supplementing breastfeeding with

bottle feeding.

e Bad advice in abooklet entitled Hello Baby in Thai-
land claims that weight gain slows when baby is one
month old and mothers should know that their milk is
not enough and start giving formula.

e A |eafletin Hong Kong features on the front page the
cartoon teddy bears from Snow’s Smart Baby 1 la-

bel and the slo-
e InHong Kong adiscount on Snow’s gan “ Especially Q
Smart Baby 2 is advertised in the for newborn” . It E?ﬁ
local Ming Pao newspaper. 4 also shows a B od —— !
packshot and a p——— “‘:b"
e In Thailand Snow provides shops mother and baby | zizeee L= },‘;‘."f’
with baby gloves and baby socks and outlines the | T il
to give out when customers buy product’s nutri- _ ==
Snow products. ent composition. Cmm g P
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Robert Essner

Chairman, President and CEO
Wyeth (American Home Products)
P O Box 8616, Philadelphia

PA 19101, USA

Tel: +1 610 902 4100

Fax: +1 610 688 6228

URL : www.wyeth.com

ForRMULA:

S-26, S26 Gold, S-26 Promil, S-26
Promil Gold, S-26 HA, SMA, SMA 1,
SMA White, SMA Gold, SMA Wysoy,
Infasoy, Promil, Promil Gold,
Progress, Progress Gold. Store
Brands: Baby basics, CVS, Home Best,
Healthy Baby, Kozy Kids, Hill Country
Fare, HEB, Little Ones, Parent’s
Choice, Safeway Select, Walgreen's.

Wyeth promotion in Asia and South
Africa uses cartoon carrots, wearing
baby booties and gloves, and cropping
up in advertisements, printed materials,
on clocks and signboards. The carrots
seem to have taken over from Wyeth's
cartoon babies which used to dominate
advertisements.
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Added fatty-acids are

projected as health benefits. ' .
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W yeth started as a small drugstore around 1860 in Philadel phia,
USA. As Wyeth Laboratories, it later became the first to
“advance manufacture’ frequently prescribed medicinesin bulk. In
1931, American Home Products (AHP) bought the rights to Wyeth,
which had been bequeathed to Harvard University.

SMA is said to be the first commercial ‘infant formula’, produced in
1921. By 1933, Wyeth introduced Beta-carotene in formula (brand
designers returned to the carrot-image in the next century) In 1961, the
company launched its whey-dominant infant formula, S-26, claiming it
was close to breastmilk. Promil started in 1981, as the first *follow-up
milk’ (6 months — 1 year) in North America. It was followed by
Progress (1 year to 4 years) in 1993.

While S-26 was doing well in export markets, competition was tough in
the US where Mead-Johnson and Abbott Ross control 86% of the
national market. To undercut the two giants, Wyeth went into “ store
brands’. These are formulas produced for large supermarket chains who
apply their own label and sell the formula for up to 40% less than the
established Enfamil and Similac brands.

Wyeth produces and markets formulas in more than 100 countries. Its
subsidiary in the UK was renamed SMA Nutrition, mixing company and
brand names. All of Wyeth's mgjor brands: SMA, S-26, Promil and
Progress tout a“Gold” line with claims that added fatty acids promote
brain development, immunity and growth. They also use the catch
phrase: “Never so close to breastmilk”.

Like most of the other large companies, Wyeth has cashed in on the
presumed benefits of adding LCPUFAS (long chain polyunsaturated
fatty acids) to its formulas. A prominent feature of its promotion are
pictures of babies (and carrots) wearing a mortarboard, signifying
intelligence and academic excellence following intake of DHA and AA,
the fatty acids Wyeth has added to its formulas. Recent studies have
shown that these claims are bogus and Mead Johnson has already been
forced to withdraw them in Canada.

In August 2001, Wyeth recalled SMA Gold and White formulasin the
UK after a severe case of infant botulism was linked to contaminated
SMA Gold. While the recall was widely publicized in the UK and
Ireland, the same batch of formula had also been distributed in Sri
Lanka, Thailand, Ghana and Nigeriaand it is not clear whether the
public in those countries was alerted. Then, in December 2002, Wyeth
recaled 1 million tins of both milk and soy-based formulas expiring in
2005, after FDA found Enterobacter Sakazakii in samplesit tested.
Ancther 500,000 tins of the same batch (all destined for US store
brands) had not yet left the factory in Vermont, USA.

In July 2003, SMA Nuitrition, the UK subsidiary of Wyeth, was found
guilty by the Birmingham Magistrates Court on six separate counts of
illegal advertising and ordered to pay £60,000 in fines and costs. In
arriving at a guilty verdict on all six summonses, the judge said that the
company has deliberately “crossed the line” in an effort to advertise
directly to a vulnerable section of society. Theinitial charges were
brought by the Trading Standards Department of Birmingham City
following complaints by mothers who felt that SMA's advertising broke
the UK Law as well asthe International Code.
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WYETH Breaking the Rules, Sretching the Rules 2004

e Wyeth runs advertisements
on Chinese TV showing a
young girl putting S-26 in her
mother’s shopping cart, with
the commentary “ thereason
why a bright 4-year old girl
can speak 4 foreign lan-
guages,... (isthat she) drinks
S-26 for 3 years and 9 [
months” .»> '

e InArgentina, Wyeth advertises S-26 via the radio.

e InBotswana, storeflyersadvertising discountsfor S-26
are put into newspapers and distributed as junk mail.

e Posters, shelf-talkersand leaflets promote Wyeth prod-
ucts in shopsin China.The" Wyeth Golden Sar” isa
contest for babies who have been fed S-26 for more
than 6 months.

e An advertisement for
Promil Gold in the
Motherhood magazine
in Singapore shows a
baby correctly fitting
shapes into their corre-
sponding holes, and

claims the product is “ Enriched with preformed AA,

DHA, natural carotenoids, nucleotides & selenium

' oo that help mental and physical development”. Wyeth

Flbside of contest e, : idealises the formula by saying “ your dream of a fu-

ture scientist in the family may not be just a dream” .

e In China, company reps visit shopsto promote S-26.

e An advertisement in Singa-

e Baby nappies, napkins, toy bricks and picture books pore’'s Motherhood magazine i0 ._T
are given with purchases of S-26 in China. “Wn! Wyeth Promil Gold and -
_ _ _ _ Progress Gold milk powder
e In China, Wyeth mails promotional materials and worth $1190.40" asks moth- .
newsletters to ers to submit coupons to be | = . '
mothers. A Chi- among 48 readersto win atin e el
nese lesflet pro- of each product.» HOLENLL)
motes S-26 with R
the dogan “ Wyeth e Special displays in Indonesian shops promote S-26

and S-26 Gold. Sales reps encourage mothers to try
S-26 or S-26 Gold by claiming their added DHA &
AA content makesthe products similar to breastmilk.
Mothers can give their address to receive more ‘in-
formation” materials.

baby, great fu-
ture” and shows
a picture of a
baby.»

e Discountson productsare
advertisedinaHong Kong
newspaper.p

e A Mexican website promotes SM A Gold and Promil
Gold. It advises that breastfeeding or formula feed-
ing provide al that baby needsin the first months of
life (equating their formula to breastfeeding).

® InMexico, promotional traysfor SMA Gold, Promil
Gold and Progress Gold bears the slogan “ Feeding
e A Promil Gold leaflet in the hopes of the future”. SMA Gold infant
Hong Kong offers afree gift formula is represented [/]

with every purchase and in- merely by the word
cludes a portion to sign up “Gold” following Wy-
for membership with eth’s narrow interpreta-
Wyeth’'sbaby club toreceive tion that the Code applies
further promotions. < only to infant formula.p
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e S-26Goldisdisplayedin e An advertisement in the UK

pharmacy shop windows magazine Baby & You
with pricediscount offers shows three cute babies of
in Uruguay. < different races and the

phrase“ SMAProgressisas
individual asthey are” and
makes the claim “ SMA
Progress is the only one
with the optimum balance of
iron and Vitamin C” .»

e |In the UK, shelf-talkers
announce discounted
prices offered for SMA
Gold and SMA Pro-
gress.p

e |nPeru, Wyethgivesdis- - 3
counts to customers who purchase S-26 infant formula_

¥ "'f'“*"'""_"-" e InMexico, Wyeth distributes
=] leaflets to mothers in shops,

— promoting SMA Gold as
T Sama “Closer to mother’s
T milk” and “the most
LT natural after mother's | o 5 o6 key chains

o o im ™ L
i ‘r‘nvl\:kll(en ;gﬁ:’?;‘;)i”ieg givento health work- i e
T T T ers in Argentina
EESIS ST St ) months old. Congrafu- come with fridge -
@ i '_' - lations!” < magnets proclaiming il
_________ st “ Look how easy and ! [
w\ﬂ@m@m fast you can prepare e '
" B a S26Gold” andshow | s Y| SR
/ amother bottle-feed- ‘_'_‘;"'_.
7| s ing an infant. The —
Qﬂi\@@ﬁﬂ@m ; magnet is put up for dlsplay in the health facility. A

e A supermarket flyer in Hong
Kong advertises Promil Gold
with a $5 discount if purchased

e InArgentina, Wyeth donated baby scale coverswith a
drawing of Wyeth's cartoon baby, as well as cot cov-

EREAENS oow
Frwrad

together with Huggies diapers.» T erswith abig S-26 logo in the middle. ¥

Cot cover

e Wyeth holds specia sales for its S-26, S-26 Promil
and S-26 Promil Gold in Thai department stores.

e A large South African advertisement announces new
packaging of 6 brands of Wyeth baby foods by show-
ing achild reading aWyeth newspaper: “ HOT NEWS
Wyeth Nutritionals' babies just got a face-lift”. A L L
packshot panel displayed next to it claims that the . . Leaflets

® S-26 promotional materi-
roducts “ help ensure growth, promote health and . .
P P g P aid physical als are displayed in ma-

mental  and ternity wards and on no-
emotional de- ticeboardsand shelvesin

health facilitiesin China.
velopment and

well-being” .
Leaflets in a
dietitian’s of-
fice use the
same picture.

Baby scale cover

Stickers
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Breaking the Rules, Sretching the Rules 2004

e A bookmark found in a Hong
Kong health facility shows a
packshot of S-26 and a baby
wearing a graduation cap. <4

e Health workers in Indonesia
give samples of Promil follow-
up formula to breastfeeding
mothers even though their ba-
bies are only 3 months old.

e Posters advertising a range of Wyeth products are
displayed in South African health facilities.

e Wyeth posters, booklets on baby care, immunisation
cards and other materials can be found in health fa-
cilitiesin Malaysia.

e Wyeth distributesnoteand
prescription pads with
mixing instructions for
S-26 to health workers in
Trinidad and Tobago vy

[ﬂ

Wi |r|--.._._-.,m.“J W\J \x“l@ﬂ -_-

T

e In China, Wyeth donates display shelves and calen-
dars with the S-26 brand and the company logo to
health facilities.

e A tabletoilet paper dispenser in “@\Wﬂgx
aThai hedth facility is made to
resemble a can of S-26.»>

e In Thailand, company reps
visit mothers in health facili-
tiesto gather addressesand to
recommend the use of their
products.

e Company reps visit mothers at health facilities in
Thailand to distribute samples of S-26.

e UK healthfacilitiesdisplay booklets promoting SM A
Progress. v

e Company reps give out product brochuresto mothers
at Thai health facilities. Sometimes, gift packs con-
taining atin of S-26 and brochures are given.

Gift packs

Product brochure

e Thecompany distributes calendars and stationery with
the company name and logo or the S-26 brand name
or both to health workers in Thailand.

e In Peru health workers receive S-26 calendars and
notepads with the Promil brand name.

e In South Africa, Wyeth distributed the* Wyeth
Nutritionals Reassurance Beyond Nutrition” folder
to participants at the Sensitive Midwifery Symposium.
Theinside cover hasan advertisement for awiderange
of Wyeth infant formula products.

. ® InUruguay, Wyeth giveshealth
Qﬂﬂ\/ﬁ W workers prescription pads with
pictures of a mother and her
baby, of S-26 Gold and a baby
holding atin of S-26 Gold. <«

1 e In the UAE, Wyeth gives
.| watcheswith the company logo
to health workers.

e In Colombia, health facilities get a discount on S-26
formula when ordered together with other products.

e Health workersin the Dominican Republic and Peru
givefree samplesof S-26 Gold and SM A to mothers.

e Wyeth donates cot tags, posters and other items with
their name and logo to health facilities in Peru; other
items are displayed in obstetric stations and paediat-
ric emergency areas.

e In Uruguay, an S-26 Gold ad-
vertisement in ascientific jour-
nal claims the product “ con-
tains long-chain polyunsatu-
rated fatty acids, the same as
breastmilk” .

e Clocksand other itemswiththe
Wyeth logo and brand names
are displayed on nurses
counters, in paediatricians’ of-
fices, waiting rooms and maternity wardsin Thailand.

International Baby Food Action Network -- IBFAN



Breaking the Rules, Sretching the Rules 2004 WYETH

e A range of Wyeth Nutritionals products in South Af-
ricaincluding S-26 1, S-26 Gold, S-26 Promil, SMA
1 and Infasoy 1 carry statementslike“ Breastfeeding
for babies is best from birth to 6 months” or
“ Breastfeeding for babiesis best from 6-12" which

e Wyethregularly donatesunsolic- may confuse mothers and others.
ited supplies of S-26, S-26 Gold )
and Promil Gold tohealthfacili- | © !N Mexico, a free

sample of Wyeth's
Promil Gold has
an insert under the
lid showing ababy

ties in Thailand. The company
takes turns with other milk com-
panies to provide free suppliesto health facilities. <

e In Indonesia, Wyeth sometimes invoices health facili- and slogans like -
ties for supplies of S-26, but does not collect payment. “Now the future of
Wyeth also gives unsolicited free supplies of S-26 to your b?‘b}’ can be
health facilities. In one hospital first class patients as brilliant as
receive a gift pack which includes a sample of S-26 gold” and “ For
infant formula. Some health facilities receive supplies babies that devour
of S-26 at discounted prices. the world”.p

e In the Dominican Republic, Wyeth donates unsolic-
ited supplies of SM A to health facilities.

| e Labels of S-26 in Tanzania
clam it is “ closer to human
milk in its nutritional values
when compared to other formu-
las...” and contain confusing
age recommendations. <

e Many health facilities receive unsolicited free sup-
plies of S-26 and S-26 Gold from Wyeth in Peru.

e In Tanzania, the SM A Gold
label states that it is*“...even
closer to breastmilk” , claims that “ ...the balance of
milk proteinsare similar to that found in breastmilk”

and advertises other SMA products.

e SMA Gold labels in
Kenya are in English
only and say “ Now
even closer to breast-
milk” .p»

e S-26 and SMA White labelsin Kenyaarein English
only. The latter say “ More satisfying for hungrier
babies” implying breastmilk isinsufficient. Thesame
message appears on labelsin the Gambia.

e SMA-Wysoy's label in Kenya shows a picture of a e An advertisement in “Com-

feeding bottle and teat. munity Practitioner” in the
UK shows packshotsof SMA
Gold and SMA White
against a backdrop of a pool
of milk with drops of ‘ nucle-

e In Malawi, labels of SMA are not written in the na-
tional language and omit the statement that the prod-
uct should only be used on the advice of a health

worker. otide’ falingintoit. The ac-
e Thelabel of S-26in Indonesia claimsthat it contains companying text reads “ al-
important nutrients vital for optimal growth and de- ways looking for ways to
velopment, but does not mention the benefits of bring our infant formula
breastfeeding nor the need to consult ahealth worker. closer to breastmilk” .
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e InSingapore, aleaflet en-
titted “ Promil Gold - 7
IQ points advantage”
promotes the |Q advan-
tage of the product over
other foods and milks. It
claimsto be Singapore's
first follow-on formula
fortified with both AA &
DHA.«

e The Wyeth Golden Baby, high achievement in the fu-
ture leaflet given out at the International Baby/Chil-
dren Products Expo in Hong Kong claims Promil
Gold contributes to a child’s intelligence. It urges
mothers to change to Promil Gold at 6 months to
“ supplement nutritional deficienciesof older infants”
after weaning. Vv

1 i & - .
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2 @Iz>
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e A leaflet in Hong Kong claims “ breakthrough in in-
fant formula” ,showing agraph comparing breastmilk,
S-26 and one Brand A+. S-26 appears most similar
to breastmilk.

e Another S-26 Manual for health professionalsin the
Dominican Republic claimsthat “ S-26 for premature
babies has a higher nutritional concentration than
ordinary formulas or mature breastmilk” andis* just
like human milk and contains whey-predominant pro-
tein” with “ LCPUFA levels similar to breastmilk” .

e The My baby book in the Dominican Republic says
“Your doctor recommends a Wyeth formula (S-26 or
SMA). Wyeth provides essential nutrients closest to
those of mother’s milk” .

e In Hong Kong, the
leaflet How to prevent
allergies to milk pro-
tein for your baby pro-
motes S-26 HA “as
preventing genetic al-
lergic reaction to milk
protein” and “ nearer
in resemblance to
breastmilk” .«

i
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e Brochures promote S-26 Gold in health facilities
in Hong Kong with the slogan “ Never closer to
breastmilk asnow” and ababy’sfacewith a‘golden
kiss' onitscheek. ¥

e The same baby pic-
ture isfound on fans
given to health work-
ers, bearing the “Al-
pha’ protein logos
identified with S-26
Gold.»

e The Handbook for complete development in all di-
rections from birth - 6 months was distributed at the
Thai Perinatal Society Conference. It containsclaims
that formula with added carotene, Omega 9 and other
nutrients will promote immunity levelsand brain de-
velopment similar to that of a breastfed baby.

e A pamphlet in China promotes Promil Gold and
Progress Gold with apicture of agraduate carrot with
blocks of DHA and AA. Infant formulaisindirectly
promoted by the figure “1”. ¥

International Baby Food Action Network -- IBFAN
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WYETH

e In Thailand, the S-26 range leaflets given to health
workersbear claimsthat the products have“ complete
nutrients closest to breastmilk” or have “ biofactors
for 3-dimensional development” and “ the best com-
plete thing that a mother could give her baby” .

® The brochure The best start, start here in Thailand
promotes Wyeth's S-26 Gold and S-26 Promil Gold
with DHA & AA content levels closest to breastmilk.
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Wyeth brochures and
leaflets in Thailand use
the intelligence theme
to idealise its (DHA-AA
enriched) products.

IBFAN -- International Baby Food Action Network

e In the UK, the Taking Good Care of Mums and Ba-
bies leaflet draws a similarity with breastfeeding by
saying“ giving your bottle fed baby a milk that's clos-
est to breastmilk is just one way to get a good start in
life — so at SMA Nutrition we give you more” . ¥

Front of flyer

Flipside of flyer
THERE LT b S SR T RSN Thas JUNT LS WLRE

e A leaflet in Peru given to mothersduring their visit to
health facilities contains information on the stages of
the baby’s growth and says* S-26 closest to mother’s
milk” .

e InTrinidad and Tobago, pregnant women who come
for a check-up are given a packet with a booklet of
helpful tips for parents-to-be. The envelope and in-
troductory letter show packshots of SMA’s range of
formulas.

e A metro station billboard in Hong Kong promotes
Promil Gold with the slogan “ Wyeth with the best
nutrition, in exchangefor the best development” . The
ad prompted protests by breastfeeding advocates. It
has since been removed. ¥
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Breaking the Rules, Sretching the Rules 2004

Feeding Bottles & Teats

FEEDING BOTTLES & TEATS

Feeding bottles and teats

come under the scope of the A
International Code of Mar-
keting of Breastmilk Sub-
stitutes. Manufacturers
are allowed to sell

but may not advertise v B

or promote their
productsin any way.
Their labels may not discourage breastfeeding. Moni-
toring has again revealed that manufacturers and dis-
tributors of these products consistently violatethe Code.
They are either unaware of their obligations or choose
to ignore that the Code appliesto their marketing prac-
tices as much asto those of manufacturers and distribu-
tors of baby foods. Promotion of feeding bottles under-
mine efforts by governments and NGOsto protect, pro-
mote and support breastfeeding. Since these companies
ignore their social and moral responsibilities, the situa-
tion can only be corrected by government regulation
and through concerted action by consumers.

Promotion to the public

Advertising, a practice forbidden by Article 5 of the
Code forms the bulk of violations. Advertisements of
feeding bottles and teats are usually found in parenting
magazines, promotional |eaflets and through websites.
In shops, special displays are common. Most of these
materials contain idealising text which claim the prod-
ucts have characteristics similar to the mother’s breast
or nipple. Invariably, the text is misleading and in-
tended to discourage breastfeeding.

A selection of pictures below illustrates.

Sl tht el v e
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This Avent Naturally ad is
found in magazines in many
countries, including Italy,
Lithuania, Mexico, Singapore
and the UK. The slogan “the
bottle that helps you to
breastfeed longer” is
accompanied by text
claiming that Avent designs
its feeding bottle to be “as
close to nature as possible”.

IBFAN -- International Baby Food Action Network

Avent ads in parenting
magazines in the
Dominican Republic,
Germany, Serbia and
Trinidad & Tobago
compares the “natural
shape” of mother’s
breast to the product
and says it “mimics a
mom”.

Avent,
Babelito and
Chicco
advertise on
m Argentinian

W@MX@@ websites.

Babelito, which produces difficult to
clean feeding bottles (right), paints a
mural (top) to promote its products on a
pharmacy wall in Uruguay.

A Camera ad in a mothers’
magazine in Thailand makes
a sweeping claim that the
product “is safe for baby”,
ignoring the risks associated

with bottle feeding.
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An Argentinian ad in a store :

magazine announces it takes - = E
babies “from breast to teat, Toivs trece.nnp

through Chicco”. S e < ]



FEEDING BOTTLES & TEATS

Breaking the Rules, Sretching the Rules 2004

Curity ad in a parenting
magazine in Mexico claims
itis “recommended by the
Mexican Paediatric
Association”, implying
medical endorsement.

I Your Baby Deserves
The Best!

Johnson & Johnson have
discontinued their own line
of feeding bottles but their
online store,
www.Babycenter.com

(accessible through
Johnson & Johnson’s
website) hosts and
promotes several brands
of feeding bottles and
teats.
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Height measures
advertising Curity
bottles to Mexican
creches.

(R) Dr. Brown’s Natural
Flow feeding bottle ad
entices mothers with the
slogan “Your baby
deserves the best!” in
Motherhood magazine
(Singapore)

(L) An ad in Baby and
You magazine (UK)
announces: “There used
to be more questions
than answers... Now
there is a feeding bottle
that provides one simple
answer - The Dr. Brown's
Natural Flow”.

A Honduran
Evenflo billboard
advertises feeding
bottles by
showing a picture
of daddy bottle
feeding his baby
and the slogan
“with love for the
baby”.

Huki manages to find
seven similarities
between its rubber teat
and a human breast in
this Indonesian ad.

This Mexican leaflet says “for best
growth, Gerber is more than you
imagine”. In Costa Rica, an ad in
pocket diaries given to mothers
highlights the convenience of the
product by saying “you can feed him
even though you are not with him”,
and in the Dominican Republic, a
Gerber ad promotes its teats
because baby “will enjoy his food”.

N
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The caption above baby’s hand in a Mister Baby ad
in Italy says “/ want it exactly like this”.

=T

In Italy, a Mister Baby’s ad
comparing breastfeeding with a
conventional teat and the
Mister Baby variety shows poor
attachment to the breast and
over-simplifies the complex
movements inside the mouth
that makes breastfeeding so
different from bottle feeding.

A blatant promotional ad for
Mister Baby from a
mother’s magazine in
Taiwan.

“No more crying babies!” shouts

MGby
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e e e .

t. . il

A Nuk ad for its feeding
bottles and teats in a
Japanese magazine reminds

= =
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this Singaporean advertisement
in the Motherhood magazine to
“parents who really care.”
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“Mothers, please start

- Covinbsf
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thinking about regular teeth before a baby’s first tooth comes
out” and claims products are modelled “on mother’s nipples
where a baby has to use its chin and tongue” and “jts unique
shape is ...the result of .. research on how a baby trains its nose

to breathe...”

International Baby Food Action Network -- IBFAN



Breaking the Rules, Sretching the Rules 2004

FEEDING BOTTLES & TEATS

Cute gurgling babies are used by NUK
to hard-sell bottles and teats in
Armenia. An advertisement in the /o e il mio
bambino magazine advertises NUK bottles as “ Nuk a natural
philosophy ... the best alternative to mother’s breast.” The
advertisement shows a mother bottle-feeding her baby and
portrays NUK teats as equivalent to mother’s nipples.
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An interesting juxtaposition of the pseudo with the real thing.
This time a two-page spread from Pigeon in Japan shows how
satisfied and happy baby can be even when its not mummy.

i

| -."_-

TOEE

e RS Sl

cran i ind
s

The breast as an icon? This
hard-cover Pigeon book in
Japan uses cartoons to discuss
breastfeeding, but contains
erroneous and misleading
information.

The baby in this Pigeon
magazine ad in Indonesia says
“My friend won’t make me
choke”. An illustration draws
similarity between the Pigeon
teat and mother’s nipple.

m@@&ﬂ@m : ;ﬁ“

“Bottoms up!” - Tolly Joy in
Singapore borrows the famous
phrase among drinkers to sell
feeding bottles.

Tommee Tippee ad in the
UK talks about “a teat so
close to the real thing, it
could be mummy”. Indeed.

IBFAN -- International Baby Food Action Network

Other types of promotion

Manufacturers, distributors and retailers occasionally
offer gifts and special discounts to induce sales.

Avent
Newborn Starter Set

Enter Coupon Code:
"in075" for 7.5% off

“Perfect for the new mom” discount given by an
online baby store for Avent products.

To boost sales, manufacturers and distributors are
increasingly joining forces with parenting magazines
to offer gifts of bottles and teats to subscribers. This
type of promotion is similar to sampling.

A

The Parenting magazine in
Mexico offers a Curity
bottle as a gift with a one-
year subscription to the
magazine.

A Pigeon ad in Parents Guide
magazine in Indonesia offers the
first 20 subscribers Pigeon gift
packs which include feeding
bottles. Other subscribers will get
up to 35% discount on Pigeon
products.

Other methods of promotion are through special
displays and baby clubs.

NUK Baby Club Qﬂ“@“m“@m
application forms
were distributed at
an expo in Hong
Kong.

Snoopy, the
famous
cartoon
character
pushes NUK in
Serbia.
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Promotion in health facilities

There are also reports of samples of bottles and teats
being given to health care facilities by Huki in Indone-
siaand Pur in Thailand. These arethen given as giftsto
mothers.

Pigeon actively promotes its products in health facilities in the
UAE by offering gifts and booklets which contain bad breast-
feeding advice. For example it starts by asking “how to know if
breastmilk is sufficient” and advises weighing before and after
nursing. It worries mothers by saying that dried breastmilk may
cause bacteria and mould! ‘Change your Pigeon breastpad every
3-4 hours’. It stresses the need for breastpumps because of
likely abnormalities of the baby’s mouth or the mother’s nipple,
flat breasts, inverted nipples, baby can’t suck properly, breast
too hard, etc.

Huge boxes of these packs
have been given to a hospital
in UAE to be distributed in maternity and paediatric wards.

The Coderequiresthat label s should be designed to pro-
videthe necessary information about the appropriate use
of the products, so as not to discourage breastfeeding .
Monitoring reveals that information on labels of most
feeding bottlesand teats contain claims of similarity with
mother’s nipple or breast and have misleading informa-
tion or statements which idealise bottle feeding.

Chicco labels in Indonesia have
a picture of a baby and offer
an extra teat for every
purchase. The label claims its
design and function are similar
to a mother’s breast and will
promote the growth and
development of the baby’s jaw
and teeth. It claims to prevent
choking, vomiting and
indigestion.
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< In Malaysia, Doctor Baby claims its
teats are shaped like mother’s
nipple and are non-carcinogenic.

The label of this Pigeon teat
shows how similar it is to
mom’s nipple so that “baby can
switch from breastmilk to
infant formula smoothly.” »

Lm\j\u <« Evenflo label in Mexico
‘;Mu‘tf*ﬂ claims its feeding bottle
;; and teat is “just like

\Wﬁ@ﬂ@m@m,

”

Mom?”, “natural ...like you

Label of Pigeon feeding WXX@“B&@“@

bottle and teat in

Indonesia features two
— cute cartoon babies and
claims to have an antl-
choke regulator.

Code compliance by selected

feeding bottle companies

Space constraints mean many violations are excluded
from this report. The chart below summarises the per-
formance of 14 companiesin relation to applicable Code
provisions based on data collected from January 2002
to March 2004.

Partial 7| Compliance
Compliance Unknown

ComPLIANCE
Substantial Not
wiTH THE CoDE X Ryt A icable
No No
promotion | promotion
Companies to the |in healthcare A?:g;:te

public facilities

Avent/Cannon (UK)

~)|

Babelito (Argentina)

Camera (Taiwan)

Chicco (ltaly)

Curity (USA)

Evenflo (USA)

Gerber (USA)

Huki (Indonesia)

Japlo (Malaysia)

Johnson & Johnson (USA)

Mister Baby (Italy)

Nuk (Germany)

Pigeon (Japan)

U IS</TESTESTAN U ST S<flaS]><

<SS LSS LS U<
<] U fEEES S S

Tommee Tippee (USA)

International Baby Food Action Network -- IBFAN



<celohmr

The Rules

'nlk




STRETCHING THE RULES

Productssuch as‘formulafor mothers and growing
up milks(GUM ) arenot within the scope of the Code.
Nevertheless, theaggressive promotional tacticsused
for such products serve to under mine breastfeeding.
IBFAN monitors reported on these and other prac-
tices which are not banned by the Code but which
give rise to conflicts of interest and clash with mes-
sages which promote breastfeeding.

Familiarity boost sales

The marketing of formula for pregnant women and
breastfeeding mothers give baby food companies direct
accessto mothers and givesthem an excuseto be present
in health facilities. The Code prohibits such access for
marketing conventional baby foods such asformulaand
other breastmilk substitutes. Moreover, formula for
mothersisunnecessary and underminestheir confidence.

Growing-up milksor 1-2-3 milks (GUMs) werealsoin-
vented to bypass the restrictions of the Code especially
in terms of advertising and promotion in clinics and
hospitals.

Both formula for mothers and GUMs use brand names
and designs or pictures and logos which areidentical or
very similar to those of products covered by the Code.
The promotion of the one links the mind of the con-
sumer to the other, creating brand awareness and ex-
tending brand loyalty into another range of products.

d

e For years New Zealand Milk Ltd. only sold Anmum
formulafor pregnant and lactating mothersin South-
east Asia and the Middle East. Since this was not a
breastmilk substitute, its marketing was not regul ated
by the Code. Because of this, Anmum gained access
into health facilities where it became popular with
both health workers and mothers. After entrenching
the brand in hospitals and clinics, in 2003, the com-
pany introduced an infant and follow-up formularange
called Anmum Infacare in Malaysia. Promotion of
Anmum formulas for mothers now also promotesin-
fant formula because it has the same name.
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Formula for mothers ... and for baby

same brand name!

e Mead Johnson (Enfarange), Wyeth (S-26 range), Hipp
and othersall exploit the value of similar brand names
by selling a product to mom during pregnancy and
thus promoting the sale of baby foods once the baby
is born.

e The name and the
packaging of SGM 3, a
GUM manufactured by
Sari Husada (Nuitricia) in
Indonesia, isvery similar
to that of the company’s
infant formula and
follow-up formula.

An advertisement —
“Baby’s needs
increase as he
grows” — in the
Ayahbunda magazine
in Indonesia pro- ; Seremi

motes Nutrilon 3 : y

Step-up as a food '

that claims to meet 4

e
B hl!.l.l'".l.'l l:" :1.-

the nutritional needs
of a child 1-5 years
old. Implicitly, this
advertisement also
promotes Nutrilon 1 S

- &
and 2. Towtyn | .,-r"'b

EEp

o Delilac | silos

Nutricia also markets Bebelac 3 or Delilac which are GUMs but
look very much like Bebelac infant formulas. The similarity is
intentional, and very profitable too!

International Baby Food Action Network -- IBFAN
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Exploiting women’s fears and
aspirations

Companies are aware of every pregnant woman's
desire: comfortable pregnancy, safe childbirth and
healthy, intelligent babies. More than happy to fill this
wish, companies flood the market with expensive
formulas that promise everything from smart foetuses
(milk for pregnant women), to superior breastmilk
(milk for breastfeeding mothers), to blue-ribbon babies
(growing-up milk). The aggressive promotion of such
products deliberately hides the fact that a balanced
and sustainable diet of local foods, available at a
fraction of the cost, will supply the nutrients required
for a healthy pregnancy and successful breastfeeding.

For example, Abbott promotes For mance for mothers
or mothers-to-be in Chinawith aleaflet proclaiming

“ Before delivery, nurture the foetus; after delivery,
boost milk production” and claims that it improves
upon the quantity and quality of mother’s milk. Such
messages undermine mothers' natural ability to
breastfeed.

A wall poster for Formance seen
inside a pre-natal clinic in China
gives mothers the impression that
the product is necessary for a safe
and healthy pregnancy

Yol i A

R ‘J. 3 CISIT N -

In Hong Kong, Wyeth
insinuates that S-26 Mama,
an unnecessary product, will
nurture an intelligent child in
the womb.

Capitalising on the
same intelligence
theme, promotion in
Singapore and
Vietnam claim that
Anmum has
important nutrients

ANMUM that support the
! rowth and
i shtjuagion g

development of
baby's brain during
the early stages of
pregnancy.

‘

IBFAN -- International Baby Food Action Network

Similarly, a shelf talker in a Malaysian supermarket advertises
Anmum as “healthy for baby's brain development.” lllustration
projects the image of a pregnant woman envisioning the healthy
growth of the baby from foetus to full grown baby.

In Thailand, a Mead
Johnson ad shows a
mother using earphones
to allow her foetus to
listen to classical music.
Simultaneously the ad
shows how Mead -
Johnson’s formula flows ,
to her foetus’ brain. A
similar ad in Malaysia says
“Beethoven can stimulate your
developing baby’s brain from
the outside. Now, EnfaMama
can help develop his brain from
the inside.

Testing the limits of
decency: as if the previous
ads were not aggressive
enough, this one (in
Thailand) goes further to

LR T —

show a foetus holding a YR
can of Anmum like a " ey s
prized possesion. =
gt
e e e F-? =
) - B
e -

Cashing in on the goodness of
breastmilk and parental love

In an attempt to outdo each other, milk companies are
claiming that their GUMs (growing up milks) contain
properties similar to breastmilk which are required to
“help develop brain and visual acuity” . Another
recurring claim isincreased immunity against sickness
and disease provided by GUMs. For example, an
advertisement in Ayahbunda magazine in Indonesia
promotes Morinaga's Chil Kid for children one year
and older with apicture of atoddler saying, “ Mom ...
mom, now | don't easily fall sick.” The label
resembles Chil Mil follow-up formula

Some ads even resort to psychobabble by comparing
their products with mother’s love. Claims like “ good
asyour love’ are used with reckless abandon.
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Thrrmrd by wiveried rraibing
when by wm sy o

Rk ai b v, s
aheflen by spai sl

A bewildering array of claims — these ads attempt to emotionally
link the product with intelligence and parental love

Baby clubs. entry to Direct Marketing

Hospitals used to give companies lists of new mothers
addresses as a routine. They now know better. So the
companies had to find a new way to get mothers
particulars. Most have set up baby clubs, parenting
clubs and online networks as away of reaching out to
mothers everywhere. Advertisements and couponsin
hospitals extend invitations to mothers to sign up with
such clubs and networks in their early stages of
pregnancy. Through this, companies are able to gather
personal data about mothers (and babies) and can thus
directly promote the entire range of products, starting
with milk for mothers, followed by breastmilk
substitutes and then GUMs. The Code forbids
company personnel from contacting mothers but
through the clubs, the companies argue, that mothers
contact them.

The “Asian Mom
Network” is an
attempt by Mead
Johnson to reach
mothers through
cyberspace.
Applicants will
receive a free
sample.
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For mothers who were not ‘ captured’ by product
promises early enough, milk companies have created
other clever schemesto get them hooked on GUMS.
These programmes emphasi se growth and devel op-
ment urging mothersto ‘ catch up’ and join the com-
pany bandwagon.

i
s

= ==
Very similar ... | = =— E . =
Half of the leaflet is a “response card” allowing for the mother’s
contact information and the baby’s current formula brand to be
sent to the company for more ‘information” and free samples of
Frisogrow

Gift packs for mothers who enrolled in Mead Johnson's Mother's
Club at an expo in Hong Kong. Inside the pack is a “Mead
Johnson A+ 3 steps to stimulate intelligence"” booklet and a
pack of educational cards. Indirectly, these promote Enfamil’s
A+ formula.

Expert advice from company-friendly
professionals

To boost credibility (and sales), companies team up
with the media and promote their products via spon-
sored advertorials on materna and child nutrition.
Often written by health professionals or the company’s
in-house nutrition team, these advertorials directly or
indirectly endorse a particular product or brand .

AL
AR 21

Hipp advertorial in German magazine. Note the similarity in
design of labels of growing-up milk (centre) and formula (right)

International Baby Food Action Network -- IBFAN
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This advertorial in a parenting
section of a Malaysian
newspaper has an accom-
panying advertisement for a
“Super Discount Saver”
which offers a 40 sen
discount for each jar of
Gerber "World's No. 1 Baby
Jar Food". The advertorial
talks about the different
Gerber foods required for
different stages of baby's
growth and method of
preparation. It also asks
readers to take advantage of
the discount offer to try out
all the different flavors of
Gerber jar foods.

Sponsor ship

Almost all companies involved in the baby food
business sponsor seminars, conferences or training
sessions for health workers or sponsor individual
health workers' attendance at such events. Although
the Code allows for such funding (provided it is
disclosed to the relevant parties), the acceptance of
financial incentives from milk companies will convey
conflicting messages. What is more disturbing (but not
surprising) is that companies use these functions to
promote their products in the name of scientific
information. Participants at these events often receive
gifts, a practice prohibited by the Code.

Nestlé makes its presence
felt in a paediatric
conference in Argentina.

And in Thailand. »

Abbott sponsorship of
a perinatology
conference in Thailand.

IBFAN -- International Baby Food Action Network

Product
promotion from
Wyeth and Mead
Johnson pervade
the exhibition
area of the same
perinatology
conference in
Thailand.

What better way for
Nutricia to imprint its
name with health
professionals in
Indonesia than
conducting a course
for them?

With an excellent
lunch, of course.
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Other practices worth noting

Depending on how stringent the Code or the
marketing law of a particular country is, Abbott
Ross will either market Gain Plus as afollow-up
formula or as a growing-up milk.

0T PAFERER
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Gain Plus —

18 months .
In Hong Kong, In Malaysia,
Gain Plus - 6 Gain Plus -1
months to 3 years.

Same brand, same company, different ages...
How can mothers not be confused?
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Abbott Ross demonstrates the tricky art of adaptive reuse. The
tactic to advertise a breastmilk substitute by promoting a GUM is
evident — the same ad used to advertise Similac Advance infant
formula in one country is reactivated to promote Isomil Plus
growing-up milk in another. Why reinvent the wheel when you
can rehash? The baby does the marketing.

e A Nestlé calendar which advertisesNido GUM inthe
Dominican Republic promotes the culture of bottle
feeding by showing a picture of a young girl busy
feeding her doll.

Nestlé starts them young!

The ultimate conflict of interest

Companies which necessarily compete with breast-
feeding because they produce substitutes, must not be
allowed to advertise their names or logos under the pre-
text of promoting breastfeeding.

e Friesland distributes breastfeeding posters to health
facilities with the slogans “ The best beginning for
life” and “ More than just a mother’slove” showing
its own company name and logo as well as that of
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IDAI, the Indone-
sian Paediatric
Society. The IDAI
collaboration is
tantamount to
medical endorse-
ment of Friesland
products and sends
conflicting mes-
sages to mothers.

This poster from a UAE

Ereasttesding Is hest

far youir baby maternity associates
breastfeeding with
Nestlé’s name and

b, Wl logo.

MTE|TITH

Feeding Bottles and Teats

Like manufacturersand distributors of baby foods, bottle
and teat companiesarefinding that it paysto fund health
workers for conferences and research. Although these
are allowed by the Code subject to disclosure, the ethi-
cal issue of conflictsof interest remains unresolved and
health workers who are mindful of their responsibilities
to promote and protect breastfeeding should be careful
not to involve themselves with companies which are
Code violators.

Strange bedfellows — a signboard
acknowledging Avent and Playtex
sponsorship of a breastfeeding
convention in the USA

An Avent leaflet found inside a breastfeeding book
promoting Avent’s sponsorship of a competition
for the best breastfeeding study and the best
breastfeeding promotion project.

International Baby Food Action Network -- IBFAN
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IBFAN continuously compiles violations and welcomes your input.

Have you noticed any company practices lately which violate the International Code or subsequent
resolutions? Or which discourage breastfeeding? If so, help us collect the information by photocopying and
completing the form below and sending it to —

IBFAN-ICDC, PO Box 19, 10700 Penang, Malaysia. E-mail: ibfanpg@tm.net.my

The above information is necessary to enable IBFAN-ICDC to double-check the information you
have given, if necessary. Your identity will be kept confidential.

Description of Code violation (please answer all questions, especially the when, where, who, what and how)

IS 00T A DTS v ] (o] o SRS
(Include heading or slogan found on company materials.)

2. When was the violation observed? (dd/MM/YYYY) ..o

3. Where? (place, City @nd COUMITY) .....ccuoirirueirireeieieieesesesessesesesesesssse e e b e e s e se e et bese e e s ssesanenens
(For newspapers and periodicals, please indicate the name and date of publication.)

4. Who isviolating the Code and how?

Company Brand Typeof product? Type of violation?

Typeof product: A. Infant formula, B. Follow-up formula, C. Complementary food, D. Bottle & Teat, E. Other (please specify)

2Typeof violation: A. Advertisement, B. Commercial promotion in health facility, C. Company contact with mothers,
D. Donation of products to health facilities, E. Free sample, F. Gift to health worker, G. Gift to mother, H. Inadequate labelling,

I. Promotion in shops, J. Sponsorship, K. Other (please explain, use another sheet of paper if necessary)

If specimen or picture is attached, tick here | |
5. Observation / Details (Please use another sheet of paper if necessary):

e Thisform may be returned to IBFAN/ICDC by post or via email as aWord, PDF or JPEG file. An electronic version of
thisform can be obtained from IBFAN/ICDC at ibfanpg@tm.net.my or can be downloaded from the IBFAN website at
www.ibfan.org

o Where possible, include actual specimen, photographs or scanned images of Code violations with your form.

o Samples should be identified and matched to the correct forms, especially when you do more than one report.

Thank you!

Together we arestrong.
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About IBFAN l‘l'nl lg )

The International Baby Food Action Network (IBFAN) is a
coalition of voluntary organisations in both developing and
industrialised nations, working for better child health and
nutrition through the promotion of breastfeeding and the
elimination of irresponsible marketing of artificial infant
foods.

IBFAN was launched in October 1979 and the network
now counts over 200 citizen groups in 95 countries around
the world. The network helped to develop the WHO/
UNICEF International Code of Marketing of Breastmilk
Substitutes and is committed to seeing marketing practices
everywhere change accordingly. IBFAN has successfully
used boycotts and adverse publicity to press companies into
more ethical behaviour. It also helps to promote and
support breastfeeding in other ways.

INTERNATIONAL

About ICDC CO D E

DOCUMENTATION CENTRE

The International Code Documentation Centre (ICDC) was
set up in 1985 to keep track of Code implementation
worldwide. ICDC publishes The State of the Code by
Country and The State of the Code by Company every two
to three years. Since 1991, ICDC has been giving training
courses on Code implementation to assist governments in
drafting appropriate legislation and other measures to
protect breastfeeding. ICDC collects, analyses and evalu-
ates national laws and draft laws. ICDC also conducts Code
monitoring courses and maintains a database on Code
violations worldwide.

IBFAN-ICDC
P.O. Box 19
10700 Penang, Malaysia
Fax: +60-4-8907291
Email: ibfanpg@tm.net.my ® Web: www.ibfan.org



