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Known until 1994 as BSN Groupe S.A., Danone has four core businesses:
fresh dairy products (principally yogurts); beverages (mainly bottled water);
clinical nutrition products and baby foods.

Danone’s involvement in the baby food market began with Blédina, a
relatively small company in France. In 2007, Danone acquired the Dutch
NUMICO group and in one fell swoop it became the second biggest baby
food company worldwide. Almost overnight, major European companies
such as Nutricia, Milupa, Mellin, Dumex and Cow & Gate became
French-owned. Danone also owns bottled water brands Evian and Volvic,
both of which are promoted as suitable for babies.

Danone sells its products in more than 150 countries; around two-thirds

of revenues are generated in Europe, 16% in Asia, and 18% elsewhere in
the world. The Group has a Business Conduct Policy which claims that it
‘specifically ensures that its baby milk marketing practices comply with national
legislation or regulations and any other measure adopted by any government.”

Danone’s Policy says nothing about one major tenet of the Code: the
obligation of companies to ensure that their conduct at every level conforms
to the Code, independent of other measures taken for the implementation of

the Code.

Danone describes its mission as bringing health through its products. It calls
itself the only food company to focus exclusively on wellbeing. Through

its subsidiaries, Dumex, Milupa and Nutricia, Danone produces a range of
highly priced formula products. In marketing language, the trend is called
‘premiumisation’, where product names can acquire “Gold” status and
command a higher price.

Designer formulas rest their promotion on the questionable wonders of
a prebiotic combination called Zmmunofortis. Danone claims this mix
stimulates the growth of good bacteria in baby’s gut and strengthens

its immune system. /mmunofortis claims have landed Danone in hot
soup because regulatory authorities say such claims are not scientifically
substantiated.

LETRR Mamil Gold (Dumex),
Aptamil (Milupa) UK Almiron (Nutricia), Spain Singapore

The logos above show how Immunofortis is marketed right across brands using the same shield and the same
tactics. The practice seems somewhat incestuous.
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Although its Food, Nutrition and Health Charter states that Danone
has a strict cross-company procedure to ensure that its nutritional
and health claims are truthful and not misleading, the following
developments in 2009 refute those lofty ideals.

a. In February 2010, the European Food Safety Authority (EFSA)
rejected Danone’s claim linking consumption of its immunofortis
prebiotic formula and a claim to “narurally strengthen the babys
immune system”. EFSA gave an opinion that the evidence provided
by Danone is insufficient to establish a cause and effect relationship
between the consumption of Immunofortis and the initiation of
appropriate immune responses. It found some of Danone’s data
“limited, inconsistent and irrelevant”. The EFSA opinion impacted
on claim-making in products such as Aptamil and Nutrilon, their
marketing and labelling.

b. Prior to that, in the UK
in July 2009, the Advertising
Standards Agency (ASA) made
a similar ruling against Nutricia
(trading as Milupa and Cow &
Gate) for unsubstantiated claims
in their ads. (See the write-ups
under Milupa and Nutricia for
more details.)

N

Still building thei
self-defences ¢

Despite these marketing set-
backs, strong growth in its baby
food division and demand in
Asia saw the company’s full-year
2009 profit rising to €1.36 bil-
lion from €1.3 billion in 2008.
In 2009, sales in its baby food
division grew 7.9%, on a like-for-
like basis, driven by the promotion of stage-two products (for chil-
dren aged from 6 to 12 months) and stage-three products (12 to 18
months) cereals and prepared foods for toddlers between 18 and 36
months.

Cow & Gate got into trouble for saying in this
ad that its follow-on milks “support your baby’s
natural immune system”.

Since past monitoring has shown Danone companies to be consis-
tent Code violators, breastfeeding advocates were up in arms when
its CEO Franck Riboud was appointed in 2006 to join the Board of
Directors of the Global Alliance for Improved Nutrition (GAIN),
an alliance which supports public-private partnerships to sell foods

and supplements to vulnerable populations. Following pressure, the
GAIN Board asked Danone to step down.

The Danone report which follows is assembled according to brand
name, in alphabetical order.
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Danone’s folly -
misleading ads

It is not only with baby foods
where Danone’s advertising
strategies are suspect.

In the UK, the ASA told

Danone in late 2009 to cease
broadcasting TV adverts that
stated its one-shot probiotic
drinking yoghurt, Actimel, could
boost the immune system of
children. ASA felt that the claim
“went one step too far” in that it
targeted healthy children when
much of the evidence related to
sick children.The fact the adverts
did not make it clear that two
Actimel drinks were required
per day to achieve the immune
system-boosting effect were also
cited by the ASA as reasons to
ban the ad for being misleading.

At around the same time, its
American subsidiary Dannon
agreed to settle a lawsuit

for misleading advertising. It
created a US$35 million fund to
reimburse consumers who were
enticed into buying its Activia
and DanActive yogurts because
of trumpeted health benefits that
did not exist.

Apparently, Dannon spent more
than US$100 million to convey
deceptive messages to US
consumers while charging 30%
more than other yogurt products.
Countering Dannon’s advertising,
the lawsuit cited scientific reports
there was no conclusive evidence
that the bacteria prevented illness
or were beneficial to healthy
adults — and that Dannon knew
this.
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This page focuses on specific responses to issues and discernible trends in the marketing of baby foods by the company under
scrutiny. It forms part of the Breaking the Rules, Stretching the Rules report.

Promoting water as a breastmilk substitute

Breastfed babies do not need any other foods for the first 6 montbs of life,
not even water. Danone markets its bottled water products as suitable,
even necessary, for use by babies regardless of whether they are breast or
bottle fed. This type of promotion targeted at babies at a time when their
entire food intake is best fulfilled by breastmilk renders Danones bottled
water into breastmilk substitutes. The products, by virtue of the way they
are marketed and represented, are thus covered by the scope of the Code.

+* In France:
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An ad in “Mes 12 premiers mois” (edition
2009/2010) and  “Happy Baby Book 2010
promotes Evian with the statement “Babys body
is 75% water, constantly renewed essentially by
what he drinks. The choice of water you give him
is therefore essential.” (see 2)

2
W
Dans son biber™™

A bottle feeding baby is featured on an Evian
water ad with the slogan “Tn bis bottle, there is
milk. And 90% water.” Choosing water is as
important as choosing infant milk, says the ad
which goes on to sing the praises of Evian water
— pure, virgin, lead-free, no disinfection treatment
etc. (see 3)
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This page focuses on specific responses to issues and discernible trends in the marketing of baby foods by the company under
scrutiny. It forms part of the Breaking the Rules, Stretching the Rules report.

+* In Morocco, the label of
its bottled water Ain Saiss
shows a picture of a baby
and states “Because it is

light and balanced, Ain
Saiss is recommencded for -
preparing bottles”. (see 4) _— What You need fo; );Ourw

Eau Minérale Naturelle

% At the Mother, Baby and Child Show 2008 in Dubai, UAE, an
ad under the title “What you need for your babys growth” promotes
Evian water as ‘my babys natural source of health” and explains how
the water, with its filtration process through “the pristine heighrs
of French Alps for 15 years”, “comes to your loved one pure, natural
and untouched by man.” Never mind the carbon footprint of
transporting the bottled water across the globe. (see 5)

bOby s growth

¢ The message that Evian bottled water is ideal for all babies is
driven home in a UK TV advert featuring babies roller-skating
around Evian bottles to a hip-hop beat. (see 6)

The roller skating
baby has made a
jump to Malaysia
as can be seen

on Evian water

pink bottle collars.
Since the product is
marketed for feeding
young infants it
comes under the
Malaysian Code
which prohibits
promotion of such
products in retail
outlets.

% On the Evian website, bottled water is represented as
perfectly suited for both mother and baby. Entitled
“Like Mother, Like Baby” the ad claims that water plays
an essential role for mother and baby before and after
child birth. Whether a baby is breastfed or formula
fed, the ad claims that the primary ingredient is water
and that in fact 87% of breastmilk is water, the water
the mother drinks. “7his water must be of natural
purity, consistency and unique balance. That's why Evian
Natural Mineral Water is perfectly suited for both mother
and baby.” (see 7)

(] eekiomen]

Page 4



INTERNATIONAI

An r'eport on baby fo: 'd @l cope

marketing practices

DOCUMENTATION CENTRE

IBFAN

This page forms part of the global monitoring report — Breaking the Rules, Stretching the Rules 2010. Companies’ marketing
behaviour is measured agalnst the International Code of Marketing of Breastmllk Substltutes and WHA resolutions.

Blédina

Blédina positions itself 7ight next to mother’ (du coté des mamans) through its 4 ;
383, rue Philippe Héron
various brands of baby foods. In mid 2009, Danone injected €22 million into B.P 432 F - 69654
a Blédina factory in Brive-la-Gaillarde, France, to establish another production Villefranche sur Saone Cedex
France

line. In November 2009, however, Danone announced plans to reorganise

production efficiency at the site following a staff reduction exercise. Blédinaalso ). 5033 (014 74 62 63 64
has other plants in Poland and the Czech Republic which are less costly to run. Fax : +33 (0)4 74 62 62 64

LOOK AT THIS!

In the EU, the labels of infant formula
and follow-on formula must be clearly
distinct from one another so as to avoid
any risk of confusion. The ads (right)
illustrate how Blédilait formulas are
labelled to resemble each other so that
promotion of follow-up formula, (per-
mitted under EU Directive but not
under the International Code), indirectly
promotes infant formula products (see 1
with inset) within the same range.

This Bledilait Relais 2nd Stage ad found
French parenting magazines Cézé momes,
Guide Baby and Maman tells moth-

After breastfeeding, go to a milk specially
developed to take over”. The product is
promoted as the infant formula conceived
babies who have been breastfed. The
states, “Weaning is a delicate process for
baby because his digestive system is still
immature. Thats why Bledilait Relais
2nd Stage contains adapted proteins which
more digestible for better tolerance. Rich

in iron, the kind of iron better absorbed,
promotes better growth.”

Another ad in the Happy Baby Book

2010 for the same product is much worse. |

titled “You gave him life, continue with

dilait 2 with iron better absorbed” the ad shows a baby emerging from a can of

Email: export.bledina@dan-
one.com

Web: www.bledina.com

Brands

Adlaril
Blédichef
Bledilait
Blédina
Blédine
Diargal
Farigallia
Nursie

Seeing double — Similarities in label design Phosphatine
indirectly promote products within the same range.

Logos

'"%uumdomum continuez bledlnd
DU COTE DES MAMANS

Blédina — by mother’s side

Plus d'un entant sur trois a des carences en fer'?

* Bébé est & un dge porart, | |
Putrenent qu o

Privé Gu fer nécessaxe, i sera plus vte fatigué ef phis sensile au infectons
* Cost pourquol Bibdiat 2 nouvele formute est un it contenant un fer spéciique mieux abeorbd.
* Budia U caicium ot des vitamines

7 Que la justo G086 de proténes pour ne pas surcharger [orgassme.
3240 Gtes “Bibcina” o0 www Bleding.com

Bledilait 2. It also warns “without iron, your baby will tire more quickly and be The Blédina bear will take any

prone to infections.” (see 2)

position to promote a whole range
of baby foods!
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Promotion to the public and in'shops
L

B Article 4.2 requires information to advocate for breastfeeding and iy W premiere
not contain pictures or text which idealise the use of breastmilk /. . m{!du
substitutes. :

B Article 5.1 of the Code prohibits advertising or other forms of
promotion of products under the scope of the Code.

B Article 5.2 and 5.4 prohibit samples and gifts to mothers.

B Article 5.3 bans promotional devices at the retail level.

B Article 5.5 prohibits direct or indirect contact with mothers.

| monde.

Even though the EU Directive on infant formulae and follow-on
formulae allows advertising of the latter, companies are responsible
for ensuring that their conduct at every level conforms to the Code. |
The information they provide and their advertising should not
mislead or contain unsubstantiated claims. The examples below
show how Blédina takes advantage of weak EU regulations and E'

why these laws must be strengthened.

o, ez
%* In France: Nice pictures, but what happened to the
breastfeeding mother?

- A 30-page booklet for moms La premiere merveille du monde says
“If you cannot or do not want to breastfeed, know that with for-
mula your baby will have everything he needs at every stage”. It also
describes Blédina industrial milks as “perfect” for baby’s needs
in iron, calcium, fatty acids & vitamins — practically equivalent
to breastmilk. The only picture portraying breastfeeding showsa =
cut off image of suckling whereas most other pages show blissful ﬁ:‘
scenes of father and baby, and mother and baby bottle feed-
ing. There also are ads for Blédine cereals and Blédidej biscuits
which are marketed as suitable for babies from 4 months. To
facilitate direct contact with mothers, free hotlines are provided.
(see 1)

- The booklet, “Une Nouvelle vie commence .... Rencontre avec le
petit étre plus important du monde” (A new life starts ... Meet
the most important tiny tot in the world) suggests equivalence — S—

Manipulating mothers through information on infant

between breastmilk and formula by stating that either breast- feeding — which mother would you rather be?
milk or infant formula are best for the first 6 months. The booklet

also states that it is a nutritional imperative for infant growth to use
follow-up formula up to 1 year when the global public health recom-
mendation is for breastfeeding to continue and be sustained

A partir de 4/6 mois;; —

for up to 2 years or beyond. (see 2)

- The booklet Amour, biberons et petites cuilléres” (Love, bottle and
spoons) begins with the statement: “Blédina wil/ be with you
everyday to offer the best there is for your baby.” Cleverly this brochure
tells mothers that “either breastmilk or infant milk is the only food for
baby’s immature digestive system” for his first 4 to 6 months and
continue with Bledina’s follow-up and growing-up milk until he is
3 years. (see 3)
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Using the same images as in picture 2 overleaf, Blédina catches
mothers’ attention at birth with a folder “étape 0 & 4 mois - Chaque
repas construit sa santé de demain” (Stage 0-4 months — every meal
builds his health of tomorrow) with the sole purpose of getting N ;

mothers to sign up for the BlédiClub which will give them “weckly o e
menus”, access to nutrition experts, newsletters, special offers and . et
gifts. Mothers are promised €150 worth of Blédina products upon
joining. Under the Code, companies are forbidden to contact
mothers directly or indirectly. Gifts are not allowed. (see 4)

our cipe!
av grand tirage av sort Blédina®.

B www.bledina.com

Gift-giving is also part of the game at baby fairs. Blédina gives out
to visitors T-shirts and ball-pens bearing the Blédina brand name
and slogan and pens embossed with the product name Blédilait. 3 b1
(see 5 & 6) Le.edidu

Nom :
Prénom :
Mot de passe :

rendez-vous vite sur www.bled

Car stickers with the Blédina logo and bear mascot found on labels
of Blédilait 1 and 2 are distributed at pharmacies. (see 7)

An ad for Blédisoup in the Happy Baby parenting magazine
warns, “Careful, theres hidden salt in adult food”. It states that
the baby’s kidneys filter three times less salt than adult kidneys

and provides Blédisoup as

the solution as the product

purportedly contains up to

three times less salt than adult

food. Blédisoup is promoted ce
as suitable for babies from 4 s

months. (see 8) A E , ‘

A similar ad in the same

d rands.
Méfions-nous du sel caché dans les plats des g Attention aux desserts des grands :

parenting magaZine, thiS les bébés ont besoin de doses de sucres a leur échelle.
time for Bledifruit, warns

“Careful with adult desserts! (__————‘E
Babies need sugar dosed to their VIOLAT‘O

age.” 'The product said to LS e e e
be 100% fruits and without

3 FOIS M

QUE CEUX DES ADULTES:

EBES ONT DROIT A
A 8 MOIS, LES BEBE! s
3 FOIS MOINS DE SUCRES QUE vou!

added sugar is marketed for o Sieding . |
A s contiecnent jusau' 3 fois moins 2B 2 4 o - » L
babies 4 to 6 months. (see 9) e et o g s sl | bloding

#77 les vitamines essentiolles - G, BS, B6 et B8~ cont la besoin, - 0U core prg waun® I
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- Also in the same Happy Baby magazine, an invitation
is issued to mothers to register with Blédiclub because
“Feeding your baby is done with care. As of now, Bledina
is next to you ... ready to help and advise.” The ad lists the
benefits of joining, including personalised advice, chats with
nutritionists and ideas for meals. The club offers guides,
samples, coupons and other gifts at every stage of the child’s
development. (see 10)

Promotion in health care facilities

B Article 6.2 bans the promotion of products within
the health care system.

B Article 6.3 prohibits the display of products, placards
and posters and the distribution of company
materials unless requested or approved by the Une santé de fer, “
government. ~a se forge dés le biberon B(edi;&hifﬁ :

r Vos prochains

%¢* In France: vous ? - ;

20 3 30 % des enfants
de moins de 3 ans manquent |
de fer... et le votre 2

bl
U COTE BEs RwAe

- At the Association Nationale des Puéricultrices oo e
Diplomées et Etudiantes, a large poster on _‘ e o ]2
Blédilait 2 and Blédilait Croissance titled “Zron N el o - .
Health, from the first bottle” asks moms if their ¢ \' : CZ‘cha‘du i -

Lui donner chaque jour
au minimum 500 nL de
ait infantile riche en fer
jusqu'a 3 ans.

babies have enough iron and then recommends
to give baby at least 500ml of iron-rich formula
each day until 3 years of age. One of the Vot phdiatre o s slions ey
claims made is “Infant formula: astonishing iron i Lat infanti £ % s G
contributions!” (see 11)

Pour retrouver 'équivaleit en fer de 2 biberons de 250 mL de
lait infantile, il faudraitconsommen =

. eme- =
0 s R R . < 2 J

- A doctor’s appointment schedule at the
Association Nationale des Puéricultrices
Diplémées et Etudiantes appears in the form of

a bookmark and shows pack shots of Blédilait 2
both in powdered and liquid form. (see 12)

% In a hospital in Lebanon, mothers who have Opted not
to breastfeed receive a free can of Nursie upon their
discharge. Another mother claims to have been given free
full-size Nursie formula as samples.

Mg e
EXe Ry

% Prescription pad supplied to a hospital in Jeddah, Saudi
Arabia and promoting, with huge colourful pack shots:
Nursie 1 & Nursie Premium infant formulas, two
follow-on formulas and one toddler milk. Back of
leaflet shows a child development chart in Arabic. Such
prescription pads confer valuable medical endorsement

of the products. (see 13)
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Brands
Although it is not clearly evident on the materials of Laboratoire Gallia

that the products belong to Groupe Danone, the name is mentioned in the Gallia
Baby Nutrition section of the Danone website. Ao

Promotion to the public and in shops
B Article 4.2 requires information to advocate for breastfeeding and bledlna qall‘a
in Di ichi i i 50 core e COTE DES MAMANS

not contain pictures or text which idealise the use of breastmilk

Logos

substitutes

B Article 5.1 of the Code prohibits advertising or other forms of ]
promotion of products under the scope of the Code.

B Article 5.2 and 5.4 prohibit samples and gifts to mothers.

B Article 5.3 bans promotional devices at the retail level.

B Article 5.5 prohibits direct or indirect contact with mothers.

Car'neh, Bébé

Le
Carne.', PABLwSS )y

VI P4

Consells pour bien -
accuellhr Bébe _,‘:

+* In France:

- The booklet Le Carnet de Bébé, seen here in two different
versions (see 1 & 2) profusely encourages breastfeeding
but only for up to 5 to 6 months. One cover actually
shows a baby holding a baby bottle asleep on his mom’s
breast! The booklet contains statements to the effect that
formula is close to breastmilk and advises that from the
6th month, milk is no longer exclusive food for baby.

There are ads for Gallia 2 in /
its various permutations in ' |
both editions (see 3). Parents

at health centres receive the
booklet as well as a ‘baby memo’

as gifts. (see 4)

et e vous sccompugnedepus e premirs s,

- The same image of the sleeping
baby with a feeding bottle also
appears in an ad in Maman to
promote Gallia Calisma 2.
Entitled Gallia Calisma 2 —
“Le relais de votre lait” (After your milk), the ad bears the slogan,
‘after yours, probably the best” and explains that ‘there is nothing more

perfect than mother’s milk to strengthen the babys immune system. 1o
get closer and closer, Gallia created Gallia Calisma 2, a unique baby
milk which helps to reinforce natural defences of all babies; its a milk
which is specially recommended after breastfeeding.” (see 5)

Gallia CALISMA2 >

Le relais de votre lait. |
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- Gallia Calisma 2 is also advertised in magazines such as
Le Guide Baby and Happy Baby which are given out in gift Gt o e
boxes or distributed at baby fairs. The product is described i
as “inspired by mothers milk” and as the best product for
weaning. (see 6)

Promotion in health care facilities

B Article 6.2 bans the promotion of products within
the health care system.

B Article 6.3 prohibits the display of products, placards
and posters and the distribution of company

materials unless requested or approved by the 6 ‘ . | .‘ Ga”lﬂ |

government. o i 1 fasrasan ]

g
s -
"'“"”-m wir -.1: e

e ey

eialn o S D, "rv’l

__ LARORATOIRY m m
4 Ivulu.ulul s v mEige lqbfr

%* In France:

- In one of the most blatant forms of
fashioning a product after the wonders of
breastmilk, a poster found at Association
Nationale des Puéricultrices Diplomées
et Etudiantes, a nursing school in France,
shows an idyllic close-up of a mum and her
baby above the slogan “After yours, probably
one of the best milks”. (see 7)

- In contrast, the plain looking note pad
below says almost nothing but the logo
displayed on it is effective promotion to
whoever gets it. When it is used by doctors
in health care facilities, there is implicit
product endorsement. (see 8)

LABORATOIRE qa,".a

Apres le votre probablementb Y

[
LU RN R Ga“'a I'un des meilleurs laits.
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DUMEX stands for Danish United Medical Export but only the Brands
acronym is used. Dumex began life in 1946 as a pharmaceutical unit S

of the East Asiatic Company (EAC) of Denmark. Its products span Dupro

baby formula, formula for mothers and growing up-milks. Its market Mamex

has traditionally been in Southeast Asia. Key markets are China m:m!x iy
(which Dumex entered in the late 1990s), Thailand and Malaysia. Mamil Gold
It also has a significant market share in Brunei, Vietnam, Cambodia

and Singapore. The Malaysian manufacturing branch which has been Logos

in operation since 1958 exports to 20 countries in Asia, the Middle-
East and Europe.

In 2006, Dumex was acquired by Dutch company NUMICO. When
NUMICO was in turn bought over by French group Danone in
2007, Dumex became known Danone-Dumex.

Promotion to the public

B Article 5.1 of the Code prohibits advertising or other forms of
promotion of products under the scope of the Code.

B Article 5.2 and 5.4 prohibit samples and gifts to mothers.

B Article 5.3 bans promotional devices at the retail level.

B Article 5.5 prohibits direct or indirect contact with mothers.

¢ In Singapore:

- Free follow-on formula in cyberspace. The Code as implemented
in Singapore covers only infant formula. Taking advantage of the
narrow scope, the Singapore Dumex website (www.dumex.com.
sg) offers members a free sample of Mamil 2. One Singaporean
mother reports that she was asked to accept Mamil 2 samples in
order to receive a ‘goodie bag’, with the purchase of non-related
products like parenting books. Also on the Dumex website,

Take the MamillG

offers
o B Mo J..-..-JJ;;

SGD500
worth of
Mamil
Gold

products.
(See 1 & 2)

Callus Email us Live chat

(Website accessed 19 March 2010)
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More on Dumex and Immunofortis
in Singapore

The website also promotes another range
of product Mamil Gold Immunofortis

as “breakthrough in infant nutrition” due

to its “immunofortis’content. (see 3)

Note: In neighbouring Malaysia, where the local Code
covers both infant formula and follow-up formula,
information on the Dumex website focuses only on
growing-up milks. Samples are likewise restricted to
this range. However the Malaysian website covertly
promotes infant formula and follow-up formula through
the use of a cursor in the form of an ‘Immunofortis
shield’, a logo found on the label of the products.Whilst
information on infant

formula and follow-up formula is restricted to Malaysian
residents it is accessible outside the country.

Dumex shows off its new ‘breakthrough’
packaging for Mamil Gold follow-on
formula in the daily newspaper 7he
Straits Times and promotes the product
with the claim designed with mothers
needs in mind’. Parents who provide
feedback on the new packaging stand to
win supermarket vouchers worth S$100

(US$74). (see 4)

In a Singaporean supermarket, large
banners are placed along shelves of
Mamil Gold follow-on formula.
The banner shows a baby with an

Immunofortis ‘shield’ on his tummy and “

the slogan “nourishment for babys gur”.
(see 5)

A supermarket in Singapore offers special discounts for Dulac 1
and Mamex Gold 1 infant formulas. (see 6 & 7)

»Home b ContactUs b Email Friend

b sismen
I L
Announcements . Wio
Mamil Gold jains fo de the
Our Products Iﬂﬂsf Mo,«?
e e IMMUNOFORTIS'  aiten o

Breakthrough

Healthy Recipes

Health News

these exclusive features:

Experts' Opinion
Hutrition Advice.
Child Development
Y
. (Click Rl |
Login
Password
: The Ground-Breaking Mamil® NewGen Pack
3 ﬂ ¥ ot chiidl deserves s ks A it sy anavin
password? { Win the grand prize of $2,800 in cash!
Mmm on orc o e 30t Jume 2903
Discaver why thousands = Jrainw WEE&'{-EE .\ aasothers, by mothers.
of Asian mothers trust h—-‘.- 4 e e n d gather!
DANONE DUMEX Online — 2
= 9
Click links below fo enjoy m— i

> Forums / Chatbox
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Elsewhere in Asia

% A supermarket in Cambodia features a special
Dumex display with cans of Dulac Gold infant
formula, Dupro Gold follow-on formula and Dugro
growing-up milk. A sales promoter in Dumex
uniform was on hand to promote the products.
Article 13 of the Cambodian Sub Decree on
Marketing of Products for Infant and Young Child
Feeding forbids promotion in shops through the use
of special displays. (see 8)

¢ In China

- Dumex vies for attention of shoppers
with this amazing display of a full range
of Dumex products including its infant
and follow-on formulas! In the face of
fierce competition, this attractive display
features a TV monitor with running
footage of ads and messages to entice .
shoppers into buying Dumex. The Chinese
Regulations are silent on promotion in

shops. However, shop displays like this

can be viewed as a form of advertisement which is

forbidden. (see 9)

- A Chinese New Year promotion offers “one free
water bottle with purchase” of Dumex products as §
a festive gift. Note the dolphin graduate on the
label of the follow-on formula implying that use
of the product will enhance intelligence. (see 10)

% In Thailand, an internet
advertisement for the
position of Dulac/Dupro
Brand Manager gives the job
description as managing and
controlling all marketing S
activities including product L
launches, brand activities and o
meeting sales targets. These
reflect the company’s intent
of pushing its marketing staff
to aggressively promote its
product in contravention of
Code restrictions. (see 11)

wihwmdn > S > Brand Manager (Dulac/Dupro)

Brand Manager (Dulac/Dupro)

Brand Manager (Dulac/Dupro)

Qe To manage and control all marketing activities of the assigned categories through
setting up Annual Marketing Plan, New Product Launch Plan, Brand Activities and ﬂm
monitoring the implementation of such plans. To ensure achievement of brand’s

© Better Mum Club goals (qualitative and quantitative) and KPI targets e.g., sales target, unit target,

EBITA, etc.
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Misleadng info

B Article 4.2 requires information to advocate for breastfeeding and not
contain pictures or text which idealise the use of breastmilk substitutes.

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

B WHA resolution 58.32 (2005) prohibits nutrition and health claims @
unless specifically provided for in national legislation.

auilding better people

¢ In Malaysia, a book found at a health care facility, ING
entitled A Wonderous Beginning — Your Guide to a
Healthy Pregnancy” (see 1) discusses maternal and infant
nutrition. Each page bears the dolphin logos (see 2 &
3) found on Dumex products. The part on breastfeeding
wrongly advises mothers to ‘clean your nipples with cotton
ball dripped in cool boiled water” which is unnecessary
and intended to make breastfeeding difficult and to ‘feed
your baby alternately on each breast for 10 to 20 minutes”
when mothers should in
fact empty one breast first
before giving baby the other
breast so that baby can have
the benefit of both the fore

and hind milk. This type of

misleading information is

A WONDROUS BEGINN

e To A Healthy Pregnancy

Your Guid

e
Address: __

——

Tel:

Name of Child

Date of Birth:

My nutntion qu

Herewith | attachfl 1\ B[ bl
Dumex produclito e ni i O

unacceptable and sabotages N

the breastfeeding process, \ ‘L :
causing it to fail. In the inside
back cover of the book is a
reply slip (see 4) which offers
mothers information materials
on nutrition in exchange for proof of purchase of a Dumex

product.
(Editor’s Note: This booklet was published in 2006 when Dumex was still
owned by NUMICO but it was still in circulation in 2009.)

% In Singapore:

- Mamil Gold is promoted in workshops on child immunity &
development where parents who sign up are given free goodie bags.

- Medical doctors are invited to talk on topics such as “Tmmunity
Breakthrough in Infant Immunology” at the Singapore Motherhood
Exhibition to promote Mamil Gold. Whether this practice will
continue in the light of the 2010 findings by the European Food
Safety Authority (see Danone company profile) regarding the lack

of evidence of claims relating to /mmunofortis, remains to be seen.
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Promotion in health care facilities

B Article 6.2 bans the promotion of products within the
health care system.

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

K/
L X4

In Malaysia:

* Hospitals are provided with calendars containing
pictures of famous personalities and achievers. The
calendars are prominently displayed on counters
and tabletops in full view of the public. Although
no product names are mentioned, there are the
ubiquitous dolphins similar to those found on
Dumex formula products on the calendar. The
Dumex motto ‘Building Better People’ along
with the slogan Bring out the genius'send a clear
message about what parents can aspire to with
Dumex products. (see 1)

*  Samples of Mamex Gold 1 and 2 are routinely
given to hospitals and clinics. (see 2)

% Infant formula promotion manifests itself on a
baby blanket in a Singapore hospital. The twin
dolphin logo seen on the blanket is the same as on
the label of Mamex Gold infant formula (inset).
(see 3)

% In Vietnam, the dolphin mascots found on Dulac
and Dupro labels are reproduced on posters and
as soft toys and distributed to health facilities to
promote brand recognition. Article 10(2)(c) of
the Vietnamese Decree on marketing and usage of
nutrition products for young
children prohibit the donation

of materials
that carry the
symbols of milk
products for
children under
12 months in
health facilities.
(see 4)
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This page highlights marketing practices which undermine or discourage breastfeeding especially those relating to products which
do not come under the scope of the Code. Sponsorship activities which may give rise to conflicts of interest are also reported here.
These activities impact on the promotion of breastmilk substitutes, even though they are not Code violations.

% In Laos, a height chart bearing the Dumex logo hangs =
prominently in the paediatric ward of a hospital il
courtesy of a friendly Dumex representative who is well
known to doctors and nurses there. (see 1)

fpurexy

Building better people”

% In Malaysia:

* The Dumex publication A Wonderous Beginning —
Your Guide to a Healthy Pregnancy” (for the cover, see
picture 1 in the part on Misleading Info) contains ads
for Mamil growing-up milk to “bring out the genius”
and Mamil milk for moms for “haping your baby’s best
Sfuture”. (see 2). The Mamil name and the dolphin
mascot indirectly promote infant formula and follow-
up formula which comes under the scope of the
Malaysian Code.

* Doctors are invited to participate in the Learning
Contiuum, a Danone/Dumex education initiative.
The programme includes
a workshop conducted at
a 5-star hotel in Penang to
discusss “gastrointestinal
disorders in infancy” and recent
advancements and research

findings by Dumex. (see 3)

, R

Gnuum
g
¢

Shaping your
baby's best future

MMA

% In Vietnam, a record book for
baby’s growth and immunisation
subsidised by Dumex is
made available at 2,000 dong
(USDO.10) to every parent
with young babies. A good form of
community service if not for the Dugro
Gold promotion on the back cover
(see 4). The ad shows a huge pack shot
of Dugro Gold with the slogan ‘continue
the advantages of mothers milk” alongside
the endorsement in gold “Tnnovation for
immunity—prebiotics”. 'The ad further
promotes the product by claiming that it

Brought toyou by
DANONE DUMEX

Damq
Stierices
Instityte

pramd ¥
ANH

“maintains the superiority of breastmilk”, and
helps to strengthen the immune system. The
logo on the packshot is similar to formula
products in the same range.

WHA resolution 58.32 [2005] warns against conflicts of interest

where financial support or other incentives are given for programmes
in the area of infant and young child health.
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This page highlights how vigilance by individuals and national groups can effectively compel companies into modifying their practices
to acceptable levels. Even though irresponsible marketing behaviour will never be fully eradicated, it helps for companies to know that
people are watching and will take action.

Pushing sales via baby picture contest

In 2008,

Dumex ran a 0

baby contest
in Malaysia to

N A

& I
I ? 108/08.
c}(: mmemor at'C o 3 eﬁe(\:‘lv:;t'g;“ o%%.hi\drzn aged
the company's 3 1 ' only P cove willbe
3 rs onC! ntest.
50th AT . 3 “c?«epwd in this €O
-
0 U U U U
anniversary. AN O BE WON
- 3 P - .
Contestants = YSYES Be
: s .
were required "

¢

'

P
8

to send pictures
of babies 1 year

JMEX's 30 years in Moloysic :
41 The chance to. b
o your chil ;

and above to EF i v

win attractive
prizes worth

RM400,000
(US$120,000), =0
the top Him:wmosm

prize being
The original ad (left). After complaints, minimum age
RMSO’OOO changed from 1 year to 3 years (pic 1) and the pack shot

(US$15’000) in : shown is Dugro 3 instead of Dugro 1 (pic 2).

cash and a trip to Tokyo Disneyland for a family of five.

To participate in the contest, participants were required to attach a Dumex
50th anniversary logo available on a range of milk products for babies over
1 year old such as Dugro 1 Plus, 3 Plus and 6 Plus. The entry form which
accompanies the ad also served as a market survey as it required participants
to state which milk brand they were using. By holding such a competition,
Dumex's intentions are pretty clear. Not only are they promoting the use
of milks for toddlers, they are also associating happy, beaming children with
the company and its full range of products touching also follow-up formula
products which are covered by the Malaysian Code.

The Malaysian Ministry of Health was alerted to the ad which many felt went
against the spirit and aim of the Malaysian National Breastfeeding Policy
which seeks to protect breastfeeding for children up to two years. Following
complaints, Dumex made the following modifications to its original ad:

1. Changing the minimum age of contestants from 1 year to 3 years.

2. Replacing the pack shot of Dugro 1 Plus marketed for babies 1 year and
above with Dugro 3 Plus for children over 3.

A small victory but a victory nonetheless. This retreat demonstrates that when
individuals or communities are informed and dedicate themselves to stopping
unethical business practices, positive outcomes can be achieved!
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behaviour is measured agalnst the Internatlonal Code of Marketmg of Breastmilk Substitutes and WHA resolutions.

Mellln .éode violations (Danone)

Mellin, a leading Italian baby food company in the complementary Brands

foods category was sold to Royal Numico in 2005 for €400 million. T

The acquisition of Mellin which at that time had 21% of the market Mellin Latte 2

gave Numico the number two position in the Italian baby food sector. Mellin Latte di Crescita
With its large grocery channel, Mellin gave Numico a good base to il ety L laclons

; : i Mellin Omogeneizzati di frutta
drive growth in a fragmented market. Mellin became a member of :

Groupe Danone when Numico was taken over by the former.

The violations shown in this section are from Italy. They not only Logos
violate the minimum standard of the International Code but some
provisions of the 2008 Regolamento concernente l'attuazione della
direttiva 2006/141/CE per la parte riguardante gli alimenti per lattanti
e gli alimenti di proseguimento destinati alla Comunita e gli alimenti per
lattanti e gli alimenti di prosequimento destinati all'esportazione presso
Paesi terzi which is stronger than the EU Directive.

LOOK AT THIS !

An event under the theme “Narurale o formulato” (Natural or formulated) was organised by a public
relations company for journalists. It was held at a splendid villa near Verona and paid for by Mellin.
It attracted journalists with a discussion about the dilemma of breastfeeding versus formula when
“breastmilk is insufficient.” The organisers lined up ‘experts’ to brief journalists so that they would
convey ‘right messages” about the company’s formula to parents. Although the Mellin name was not
mentioned, organisers confirmed that the event was paid for by Mellin. The other giveaway was the

fact that a statement on the publicity material mirrors a slogan in a flyer about the ‘infant nutrition
month’ in 2009.

THE LINK TO MELLIN?

Article 13 of the Italian Regolamento prohibits
companies to sponsor educational events unless
organised by a professional association distinguished
for promotion of breastfeeding.

Cover
page of the
publicity
material

OTTOBRE 2009

(S00T55533) wnww. mesedellanutrizioneinfantile.it

The statement in the centre picture — “La salute del futuro adulto dipende anche da quello che si mangia da pocolli
(the future health of a child depends also on what he is eating now)” is similar to the slogan “la sua salute da grande
dipende anche da quello che mangia da piccolo”— the health of an adult depends on what he eats as a child” used by
Mellin to promote its 2009 Nutrition Month (see right).
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Iron deficiency and obesity is the
focus of Mellin’s Month of Nutri-
tion in October 2010. As part of
the celebration, Mellin offers a
range of activities which will give
it access to parents, including free
on line counselling to parents on
nutrition and growth and develop-
ment of babies from birth to three
years. (see 1)

Shops have special display of Mel-
lin products. Display stands show
images of babies at various stage
of development and announce
personal counselling by nutrition
experts. (see 2)

The Mellin website stresses the
importance of not feeding cow’s
milk before 12 months. It pays lip
service to breastfeeding, alongside
displays of products labelled from
4 months. Herbal drinks with

no age indications are promoted
as useful from the first months of
life, to help digestion, to give relief
to little stomachs and when baby
finds it difficult to sleep. (see 3)

The distribution of formula
samples to hospitals is widespread.
Hospitals receive samples from
different companies on a rota-
tional basis including from Mellin.
Discharge letters praise breastmilk
but give outdated and discouraging
information on breastfeeding. They
go on to say that when breastmilk
is insufficient the hospital advises
supplementation with Mellin. This
amounts to an implicit endorse-
ment of the product in question.

if Mese della
Nutrizione
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Scopri le linee Mellin pits adatte alla
crescita del tuo bambino, tappa dopo tappa.
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-

» Concorso Mellin Per Te

(BegReies)

Quanti mesi ha ino I tuo piccolo, & o

in quali alimenti?
E a @ faa Scoprilo con il nostro quiz.

12-36

leqqi tutto

The Italian Regolamento prohibits all forms of advertising of infant formula. Advertising of follow up formula should not
interfere with or discourage breastfeeding and should not imply that products can be used for under six months.
Discharge letters issued to mothers after delivery must not contain a prescription or advise the use of formula.
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Milupa started as a small family business dealing in biscuits and sweets
in Friedrischsdorf, Germany in 1921. Founded by Emil Pauly, the
name Milupa is an anagram of the last three letters of his first name and
first three letters of his second name. The Pauly family began to develop
cereal based meals in 1933 and launched its first infant formula,
Milumil in Europe in 1964.

Milupa was acquired by Dutch company Nutricia in 1995. A holding
company was created by the name of NUMICO to reflect the first
syllables of Nutricia, Milupa and Cow & Gate, an earlier acquisition.
In 2007, NUMICO was in turn acquired by Groupe Danone, making
Milupa part of Danone.

Milupa’s main market is in Europe. Figures submitted in an arbitration
case concerning the Milupa trade name show that prior to its
acquisition by Danone, its infant foods had a market share in Germany,
Switzerland, Hungary, Turkey, Bosnia and Cyprus of over 30%, in
Austria of 60% and in Slovenia of 85%. The company now also
markets aggressively in the Middle East.

LOOKATTHIS !

In July 2009, the UK Advertising Standards Authority upheld complaints brought
by the UK IBFAN group, Baby Milk Action, over an advertisement for the Milupa
Aptamil brand of follow-on formula. The ad says Aptamil is the ‘best follow-on

milk’ and claims that ingredients called immunofortis help to protect against infection.

The Advertising Standards Authority (ASA) found, after a two year investigation,
that the ad is in breach of the advertising code clauses on substantiation,
truthfulness and comparisons. The ASA also told Milupa to remove claims about
infant immune system benefits because of lack of evidence.

Milupa, in its defence, said that Immunofortis had been approved at European

o ERREEE
HPFPEE TS St

o o INTERNATIONAL
@ CODE

I r DOCUMENTATION CENTRE

milk Substitutes and WHA resolutions.

(Danone)

Brands

Aptamil
Milumil
Milupa

Logos

avec
e
Renforce

) naturellement ‘
le systeme |

Two symbols of strength— a bear and
a shield— help prop up the shaky claim
that immunofortis “reinforces the immune
system”.

Your baby’s natural
immune system.

. . We've done
. the research,

he's doing the
development.

Commission (EC) level, and because it was the only one containing both prebiotics
and nucleotides, it was therefore superior to other follow-on formulas on the
market. It provided a table of ingredients and nutritional benefits to show why this
was so, but the ASA said it was not substantive enough to back Milupa’s claim that
its formula was the best. The ASA noted the EC had called for further research into
Immunofortis, and the level of evidence Milupa had supplied was not sufficient.

Editor’s note: The European Food Safety Authority (EFSA) in February 2010 gave an opinion that the evidence provided by parent
company Danone is insufficient to establish a cause and effect relationship between the consumption of Immunofortis and the
initiation of appropriate immune responses including the defence against pathogens. While the EFSA opinion was still pending,
Milupa forged ahead with an application to the UAE Ministry of Health in January 15,2010, to place an ad in newspapers to
announce a series of medical symposia on its range of Immunofortis baby milks.The draft ad persisted in claiming that Immunofortis
has been clinically proven to naturally strengthen the immune system despite the UK ruling and questions regarding the legitimacy of
the Immunofortis claims in Europe. Fortunately, Milupa’s request was turned down by the authorities in Abu Dhabi.
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While the UK ASA was still deliberating = babyboom

on whether or not to allow the ad with its e

Le systame
immunitaire

de votre bébe

immunofortis claims, Milupa was running 210 e
o & g " de ta recherche
full throttle with a similar ad across the ? o o,

channel in Europe over 2008 and 2009.

% For example, in Baby Boom (see 1), the
official Milupa newsletter distributed free
of charge in pharmacies in Switzerland,
the same images appear with a different
title, “The immune system of your baby is
the focus of Aptamil Research’. (see 2) The
message is essentially the same but instead
of claiming Aptamil as #he best follow-
on milk’, Swiss readers are told: “After many years of research on
breastmilk, inspired by it, our experts developed Immunofortis,

a unique mixture of ingredients close to those in breastmilk. This
exclusive patented formula reinforces the immune system of your
baby.” 'The ad gives a 0800 number for mothers to call for
nutrition advice and ends with the slogan “Aptamil. Inspired by
breastmilk, supported by science.”

- An article in the newsletter explains how by nature infants
are vulnerable to infections because their immune system is
not yet fully developed. Although it concedes that breastmilk
reinforces the developing immune system of the infant and
gives baby all it needs to grow up healthy, the emphasis is on
Immunofortis, the mixture that makes Aptamil the better choice
after breastmilk.

- More Code violations from the ‘ C’M
newsletter are recorded under the “ - @ V‘OLAT 3 m

section on promotion to the public.

Immunofortis promotion n Germany

% The Milupa website (see 3) in

Switzerland also sings praises p—— Grossesse T
© 0800 55 06 09 mois
L i ) gratis * gratuit * gratuito
for Aptamil with Immunofortis o
maklng the p[oduct out to be the L'intestin, au centre du systéme immunitaire de votre bébé }.'c
1 2 'lk No3 défenses sont assurées par le systéme immunitaire, qui correspand & Pensermble des moyens dont A t .I
best choice after mother’s mi o dereses st asayeee e setre o et oo e nens o APtamil
<'agit d'un réseau irés complexe composé d'une mulitude de cellules sanguines et d'organes spécifigues,
o o 10 L'organe e plus important estPintestin, dans lequel les 203 du systéme immunitaire se situent,
by showing several recent clinical i
Lorsqu'un héhé vient au monde, sa maman lui transmet les bons nutriments qui favoriseront le
Studies On hOW A t il naturall asharen p & des bactéries béné présentes dans son intestin.
am T
p y Une foig dans I'intestin de Béhé, ces nutriments vontvenir nourrir les bactéries saines qui s'y trouvent : elles
d H wont alars se multiplier. Plus elles sant nambreuses, moins i1y a de place pour les bactéries néfastes
I‘elnfo rces the immune System Of Lintestin forme alors une protection naturelle ® les Hsgues d'allergies ou dinfections diminuent. Sila maman
nallaite pas®, elle peut aussi procurer 4 son bébE l8s principaux bénéfices du lait matemel.
Fge de votre enfant -
b b Les laits Aptamil contiennent un mélange naturel, unique et patenté de nutriments naturels dant les proprigtés
your a y' sont proches de celles du |ait matemel. Ce mélange s'appelle IMMUNOFORTISE.

[Cottgore e protis =]

Fall aitement matemel est idéal pour votre enfant L'OMS recommande un allsitement exclusit pendant & mois
il au personnel qualifié desserices de santé i wotre enfant a besoin dun aliment complémentaite ou =i vous

Editor’s note: The Swiss Code falls below the

Aptamil dans un

minimum standard set by the International Code. - = A EgR
a Autres articles Nos produits

Switzerland does not belong to the EU but most R s

Swiss laws and standards are in conformity with “Aptamil milks contain Immunofortis, a blend of unique and patented natural nutrients whose functional

EU norms to facilitate trade. The EU ruling should  properties are similar to those of breastmilk.” Website accessed on 25-03-2010.
impact on the claims Milupa makes in Switzerland.
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bl'c and m ShOPS # Herzlich willkommen

» Milupa gesund Erndhrungsprogramm
» Produkte bei Milupa
b Mitterberatung & Service

» Entwicklung & Erndhrung

» Milupa Portal fir Schwangere

B Article 5.1 of the Code prohibits advertising and all other » Wi e
forms of promotion of products under the scope of the Code. —— Ty
=TT Milupa Produkte auf einen Blick
B Articles 5.2 and 5.4 of the Code prohibit companies from -]
giving samples and gifts to mothers. R
B Article 5.3 of the Code bans promotional devices at the retail
level. St

Kleinkind-Cerealien

Milch-Getreide-Mahlzeit

% In Germany, Milupa’s home country, Fiir eine
L : : getw
el P feniation for Mllup i Entwicklung Breaking all the rules - bird’s eye view of products on offer ...
products is rife: mit {il
. [ one D [ ek [ Ko |dos umarmotmen | aprmil
i ViSitorS to the main WebSite (WWW' ;::#:ﬂ mit Milupa gesund - natUrlich und wohl |
milupa.de) get a bird’s eye view of GOS/FOS Er—— sl o o
all available products and are able e sos sl T e
to write in for free samples and free ezt idiny e e
advice. Claims regarding prebiotics, its similarities to the ——
pattern of breastmilk and purported functions (promoting e

nati

a healthy intestinal flora and a balanced digestive system
with boosted

bistet beraits ab der erstan

Wache den Milupa

. . uchwohl TEE‘\St ein milder,
immunity) I 5 = il or R
form part of the g -5 T =l
information to = ...Including ‘digestible’ teas ‘with no extra sugar’ for babies
as of the 1st week...
mothers.
5! MOtherS Who S ~ -’ . : _i ilupa Muttel‘heratungi

register on the

Haben Sie
Interesse an

website receive a

packet through the
post containing \
an information Samples to bait mothers with.

l\

= lkostenlosen
¢L FProben und
=, Infor-

" rmationen.
Tragen Sie sich schnell in

booklet, a spoon, a discount coupon and a sample of

Aptamil Milchbrei (milk porridge) which mothers

unsere Milupa Mitterk artei ein
und Zie bekommen
autormatisch Post wan uns,

are advised to use when the baby is 5 months old. » rehr
...with 24-hour hotline for ...and samples for mothers who register.
mothers...
[ mitupa | 3
P —— ; ]
LATION g '
) /ADVAmed : S .
% Hotline:
V w willkommen auf milupa-mama-sein.de Aptamll kel e m Stete 4GB Kt Inpressum Datenschz r’ 0800 683 7000
— Genle e e et M Muttermilch stérkt Babys Abwehrkréfte am Besten. Elternservice ) ik
— e O LINERIN oo =
i ¥ i kiltken’ Unser Toppreis!
Benutzername / anm
BEESE i R Nach diesem Vorbid haben unsere Aptami-Forscher patertierte Aptamil Service v 18701 e
Kostenlose Produkd-Proben Infos, Downloads & Babys rste Homepoge 4 Pl
e p - e .| e e a—
Uber diese Website St anfodemt andagen und Tapes |
TR —
Special offers online
This is where it all begins. Encircling baby with Aptamll 2 at 4 to 6 months. All webpages accessed on 2 April 2010
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% As ifit is not enough for mothers @ nstmoms
in Germany to receive product e
promotion, samples and gifts
through packages in the mail

(see 1) when they join the

Magazin » Services » Babyentwicklungskalender

Magazin | Babyentwicklungskalender

Milupa baby CIUb on the Wie entwickelt sich Dein Baby? Was musst Du beachten?
. Finde alle wichtigen Termine und Informationen zur Entwicklung
lnternet’ the Company also Deines Babys im NetMoms Babyentwicklungskalender,
supports a mOthers’ internet Wichtige Termine Wissenswertes
magazine which offers a T—
& > Bu : Neugeborenes
‘Babyentwicklungskalender’ (baby’s  a.. é] Framaverin 51
development calendar) P E N
(see 2) complete with — 7 [rereeien
information on childcare and e S o monar
oy, o Kindergeld § Themawahlen [+
nutrition at every stage. On the -
q o 7. - 9. Monat Unterstiitzt die Abwehkratte
calendar are Milupa product ads. £y e i
| Vorbid dec Murtermilch
Bus 10. - 12, Monat
contact with f/
mothers L\ ; ]
2 i; E
begins even = ,
before baby = \
-Anzeige-
i  mitcpo |
IS born as *%: Ge::;ndle :(Ie"lnkin:r;):r:aﬂ:(m Hier Coupon
MR- r ein leckeres Frihstick  [[RIT T
expectant W

Note how the arrow points to a ‘save €1’ ideal as erster Milchbrei

mOthers can coupon for Milupa products.

register for
a pre-natal
‘passport’ (see 3) to enter results of screening tests right from the
word ‘go’. Mothers also receive information loaded with Aptamil
product promotion to accompany them through pregnancy, birth
and ten months after’

% In the Junge Familie parenting magazine an Aptamil 2 ad (see 4)
shows an adoring mother bottle feeding her baby framed by the
shape of the Aptamil shield. The ad explains the Aptamil
protection principle with the text Aptamil naturally supports your
babys resistance via prebiotics following the breastmilk example”. Equiv-
alency with breastmilk is stressed again by smaller text at the bottom
which describes the product as being close to breastmilk via patented
prebiotics, the reason, why “more than 70% of maternity clinics trust
the Aptamil brand”. The ad comes with an additional flap containing
a form which mothers can fill to get an Aptamil sample. Elsewhere
in magazines like Eltern, a follow-up ad on Aptamil milchbrei (por-
ridge) shows a baby enjoying his first spoon of Aptamil porridge,
which is promoted from the 4th month. (see 5)

¢ Price reduction for Milupa products, such as Aptamil Pre is
common in drugstores in Germany (see 6).
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% In Switzerland:

- The 32 page Baby Boom booklet (featured in the second
page of this Milupa report) distributed free in pharmacies
in Switzerland, contains pictures of happy healthy babies
and packshots of Milupa products on nearly every page.

Its biggest selling point is fmmunofortis which is promoted
as a given without reference to scientific data and research.
Products advertised include Milumil formula, Milupa teas,
Milupa cereals and Milupa Brei, all which marketed as K
suitable from as young as 4 months. (see 1). Some of the ads |

[
|

- ‘Delicious’ first biscuits ‘
; ; Les premiers biscuits de Bébé | milupa |
recommended for babies after 5 ' o " ”
| Les Biscoti et les Safari de Milupa sont de délicieux © Abase de 6 cércales _®
s : :é:;z m@:mmes, du calcium et dt M.'um‘l

months) a periOd during WhiCh \ Leur composition rlcneezdgg:s!:::ﬁeu:‘goﬁ‘tpeulsucré ™ ! S

5 5 . | onfontdes en-cs sans, déaixpour e pales i, et o s d i Favorise la croissance harmonieuse
babies should still be exclusively ' | oldsitse de votre DUE
breastfed. (see 2)

found in this booklet are described below:

- 'This ad states “‘Milumil supports

the harmonious growth of your / \ et

. amusants, en forme.
{\ d'animaux de la jungl

baby”, and claims the product is i e | oo
easily digested, tastes pleasant, is : '
satisfying, filling and reinforces the
immune system. (see 3)

- Marketed as suitable from 4
months, Milupa brei with
vegetables and fruits is promoted
with the slogan ‘good food habits
start at a very young age”. (see 4)

- 'This advertorial for Aptamil 3

which is marketed as suitable for ' N y . L ms

. ER
babies from 8 months encourages :
bottle feeding by demonstrating la nordial

pour le Nourrisson,

how a teat can be screwed on its ! )
méme aprés 8 mois.

ready to feed bottle “because you
don’t always have the time, Milupa Fogo
has prepared the bottle for you.”
(see 5)

- Lastly, Aptamil has developed
a Good Night milk with
immunofortis specially formulated
‘to satiate your baby during the
night” because a good night’s sleep
is important for you and your

baby. (see 6)

atimen Crest par

arce a P
s, Milupa a préparé e 1

= Pas de poudre a doser
= Pas deau & masurer

Swiemless,
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¢ Also in Switzerland, mothers are asked
to fill in forms disclosing baby’s date
of birth, mother’s address and contact

Ssuglingsmilchnahrung.

number to get samples of Aptamil Pre, e
Aptamil HA Pre or Milumil 1. The y
form shows pack shots and includes
description of each product. (see 1)

(11 Aptamil Pre avec IMMUNOFORTIS 13 s
Lait ce départ pourles premires semainos. Besoin d’un
aprés le sevrage ou en complément du lait is

matemel.

Nos conseilléres

répondent d toutes d

0 Aptamil A Pro | vos questions ! e i - : w o
aves IMMUNOFORT

Lait de départ pour les

20 g samples of Aptamil I and Aptmil HN25, both of which are marketed as
it s i suitable from birth, obtained from pharmacies in Switzerland. Some parents report

Favorise la croissance harmonieuse do votre béos.

receiving the samples from their paediatricians, others get them delivered to their
Mon enfent a une prédisposition zux allergies Qoul @ non m homes.

The names obtained from mothers are put to good use r &

in direct junk-mailing by the Coop store in Switzerland. b i bp
Coop works with selected companies selling baby products

and foods and sent the My World magazine to new mothers
offering unsolicited ‘good advice and advantageous coupons

ELd MMM
Passage Linck 2
for parents”. 'The magazine carries ads and rebate coupons :
for all participating brands including for Aptamil 2 and e _

Aptamil 3. (see 2)

In the UAE, a soft ‘plasticised’ baby book
with the Milupa name and Immunofortis bear
and shield logos are distributed to visitors at a
Mother, Baby & Child Show in Dubai. (see 3)

Lait de suite. Renforce natureile.
— E — ment le systéme immu

otre e 900, awé:‘:‘a;eo ;e Lait de suite hypoallergénique. Double. ment le systéme immunitaire df

protection: hydrolysat et IMMUNO- votre bébé, 900g, aprés 8 mois

FO
. RTIS, 800g, aprés 4 mois natt ment le systéme immunif
mﬂupa de votre bébé, 250 ml, aprés 8 mois
Milupa
J9l10

And in the United Kingdom, a shelf talker promotes
Aptamil 1 infant formula at a supermarket.
Although the product shown on the shelf talker is

a follow-on formula, the colouring and placement
promote the infant formula. (see 4)
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Promotion to health workers & health facilities |

pér foshnja Milup:
Zgjedhje ¢ shkélqyer pas quméshit ¢ nénés

B Article 6.2 bans the promotion of products within the health care
system.

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

Qumsht per foshnja nga 5-12 muaj.
 Zaedhja mé e mire per mosi
© APTAMIL 3

Qumésht pér foshnja nga muaji i teté ¢

“Hapi i métejshém pas qumeshti kttdyvé

g QUMESHT SPECIAL

© APTAMIL PREMATIL

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

% In Albania, brochures on Aptamil 1, 2 and 3, Aptamil HN 25
and Aptamil Prematil are distributed in health facilities. Note
pads inside a folder marked “Studlies about the care of children”
come with the brochures. They describe how Aptamil 1, 2 and 3
are the best solution after breastfeeding. (see 1)

Qumésht pér foshnja t&
parakohshme dhe/ose nén peshe
© APTAMIL ust

Qumésht per
foshnjav

© APTAMIL COMFORT
Qumésht pér trajtimin o
dhimbjeve t& barkut
nEpérmjet ushgimit.

% In Egypt:

- A brochure for health professionals entitled
“Protection modelled on mothers milk” discusses the
prebiotic fibres found in Aptamil and shows an
idealising picture of a mother and child. (see 2)

- A second brochure on Aptamil claims that the
product is “now proven to naturally strengthen the
immune system” . (see 3)

- Another brochure titled “7he Confident Solution g
to Digestive Problems” idealises Aptamil Comfort e
1 and 2 with a picture of a soundly sleeping baby.
Charts show how Aptamil Comfort’s “unigue
composition” is like no other commercial
formula and gives babies  natural intestinal

flora” like in breastfed babies. (see 4)

- Other promotional items found in Egyptian
health care facilities include an Aptamil
clock and calendar. (see 5)

¢ In France, mothers get a cute little band aid R
; . The Confident Solution fo
bearing the Aptamil bear mascot to brand Digestive Problems

little baby with when she gets vaccinated.
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¢ In Italy, paediatricians were
given large desktop-size
charts showing WHO’s Child
Growth Rate Standards based N -
on breastfed male and female @P,ér,eentililﬂler,éscitﬁseeondbp!@_@ﬁ
children. The Aptamil name — — -
appears at the top of the
chart in bold type, ensuring
visibility by both doctor
and patient. Juxtaposing the
Aptamil and Milupa names
with WHO charts could
suggest endorsement by

WHO. (see 7)

% A bilingual Milupa e

prescription pad in the UAE '
confusingly entitled ‘give
your child the best start in life” but marked ‘for
Health Care Professionals Only” is distributed in
primary health centres in Sharjah in the UAE.
It shows a full range of Milupa cereals and a
feeding schedule which indicates that babies
can start on cereals at 4 months. The pad is
meant to double up as an information leaflet
for mothers and, indeed, these leaflets were
distributed at the Mother, Child and Baby Show
in Dubai. (see 8)

F o | 2

|

&

s

circonferenza cranica (cm)

EREE
¥
|

1
5 6 7 8 9 10 n 12 1B
1 (settimane)

in rapporto all'alt

inul

B i cotsooro [T sconec- e Seemnin 200
g
H

NGRS
u Keenozd - P

Bl 8 Jed1 Tyl ullals lac |
Give your child the best start in life.

Baby's teeth should be cleaned regularly, especially
before bedtime. The feeding schedule is only a

% In the UK, the British Journal of Midwifery sugeston and. may be adustd o e il
includes a Milupa calendar showing the
Aptamil brand and claims about the formula.
The journal also caried an advert presenting Aptamil formula
as superior to other brands, a claim Aptamil may no longer
make after the ASA ruling. Aptamil is also advertised in the
Royal College of Midwives Journal, focusing on the same

disputed claims about Immunofortis. (see 9)

?R.";ASTFEEDFN.G 15 BEST FOR BARIES

Why vou et count on

Aptamil First
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Misleading text and pictures which violate the Code e
milupa
- ; ; i : : :
Article 4.2. requires all |nforrnat|‘on material to ad\{oca'te fo'r' Feeding yourbaby
breastfeeding and not contain pictures or text which idealise the use A Step-by-Step Guide
of breastmilk substitutes. to Good Nuitrition

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

B WHA resolution 58.32 (2005) prohibits nutrition and health claims
unless specifically provided for in national legislation.

% In Canada, Milupa's Feeding Your Baby, a step-by-step guide to
good nutrition which is available online, informs mothers that

“Babies fed on formula grow and develop as well as breastfed babies.” VIOLAT

Mothers are also advised, despite the global recommendation on Healthy babies
breastfeeding, to give solid foods to babies at 4 months because are happy babies!
they will require ‘@dditional nutrients which breastmilk or formula

alone cannot supply. " There is also promotion of Milupa ‘starter i
cereals’. (see 1)

110100 ednjilg
Sv$39 ednjiy

puwaouod edniiy

Bl

% In France in 2008, a folder bearing an idealistic picture of mom
and dad with a bottle feeding baby and a smaller insert showing
the same baby cuddling up to the mother and the statement “Affer
Breastfeeding” contains tear-off sheets with Q&A on weaning
and on preparation of bottle while the inside cover shows pack
shots of Milupa 1 and 2 and the slogan “Milupa — innovations
inspired by breasmilk”. A fanfold leaflet with the same idealising
images promotes different Milupa formulations for different baby
ailments — constipation, diarrhoea, allergy risks, premature birth

and cow’s milk allergy etc. Illustrated with pack shots and picture
of bottle fed baby. (see 2)

% In Switzerland, the same images are used a year later for the
promotion of the same products but the materials now bear the
statement that the product ‘reinforces the immune system of the

baby’. (see 3)
% In the UAE, a booklet on infant feeding 6-12

months downplays the role of breastmilk

after 6 months. It implies that follow-on
formulas have the adequate level of iron and
prebiotics to fulfil the baby’s extra needs at

this stage. No product name was mentioned

in the main text but an ‘important notice’ on
the inside back cover states that Aptamil 2 i
has been specially formulated to supplement Henforce b syseerre oAl
the solid food protein of the older baby’s diet. None of the iy

Code Article 4 requirements are met. (see 4) m “ouve\\anrmuut. ¢
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B Article 9 of the Code requires labels to NOT
discourage breastfeeding but inform about the
correct use of the product, the risk of misuse
and abide by a number of other points.

B WHA resolution 54.2 (2001) advises exclusive
breastfeeding for six months which means
that the recommended age for use of
complementary foods cannot be under six

Milumil

Folgenahrung HA 2

ﬂlfr n..em;miahm Stuglinge | e mﬂlygl' H Az

Entwicklung

months.

¢ In Germany, the label for Milupa follow-on
milk has been re-designed to include a face

unberstitzt
V' die Abwehrkriste

of a baby. The label is also found on the ‘,ﬂ,h:::bm
same product in Luxembourg. (see 1) V ostoimmicr b0

¢ In Lebanon, all complementary foods

T i i Labels before (right) and after 2009 (left). The EU Directive requires labels of follow-

under the Mllupa range, 1nCIUdlng on formulas to be different from infant formula but this is surely a step in the wrong
el

seven types of cereals and rusks, are el

labelled as suitable from 4 months.

X/

% In Spain, the outer sleeve of
Milupa frutapura indicates that
the product is suitable from 4
months and has the picture of
both a baby and a toddler. (see 2)

% In the UK, only claims permitted
by law are allowed to appear
on labels. The Aptamil label

uses the word Immunofortis for
FRUTA PURA MANZ/PLAT MILUPA

its prebiotic mix, implying that ; X100

the product will strengthen the , 1 90

. . . . . mm
immune system. The prebiotic mix is v o e
idealised with the slogan “Tnspired by - | LA

breastmilk” while the product itself is
described as “best infant milk”. (see 3)

BTR awaits news as to whether the

label for Aptamil infant formula will

change with the EFSA ruling (see company profile) especially
when new labeling provisions in the revised UK regulations
come into force in 2010.
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The aggressive promotional tactics for growing-up milks and
other products which are nor within the scope of the Code

H . . 7 i Continue to strengthen
indirectly promote infant and follow-on formulas bearing the e
same (or similar) names and logos. These practices undermine dfiral inune

system

breastfeeding.

** This ad, appearing in publications such as “Emirates
Parent Plus” and the Show Guide of the Mother Baby
& Child Show in Dubai repeats the claim made about
Immunofortis for Milupa 3 growing up milk. (see 1)

In May 2008, a notice to show cause was issued by
the Department of Health Advertisement, Ministry
of Health, UAE for promoting Milupa growing milk
without prior permission, as required by law.

+* 'This sample of Milupa 3
(see 2) marketed from 1 to 3
years, given at the same expo
indirectly promotes Milumil
1 and 2 through the use of the
same polar bear and shield logo.
Although no products are shown
on the gift bag (see 3), distributed
to visitors at the Mother, Child
and Baby Show in Dubai, UAE,
the polar bear and Immunofortis

shield, featured on both sides
of the bag, is found on Milupas

range of formulas. The gift bag %
contains information materials on 5 — g
infant and young child feeding ' '
(see 4) and product samples.

DY Molad- s W sas sl - 2, Paeds
(&3 uu dc Sra 1,.\ Madwde '75 Aucaks,
E " pitmst ]

)
*%*

Expatriate women in Dubai

are invited for a coffee morning to talk about
Al things Baby” which includes a presentation
by Milupa on infant feeding. Gift packs and
refreshments are offered! (see 5)

MMMMM

ua pro
(R o bt
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¢ In Brazil, an ad for Aptamil 1 and 2 in the Journal de Pediatria
(journal of Brazilian Pediatric Society) promotes the “unique”
Aptamil 1 and 2 with 0.8g of prebiotics per 100ml of formula.
Two shields, one representing benefits for the immunity system
and the other for the intestinal system represents Aptamil 1 and 2
as unique formulas that provide many benefits. (see 1)

Law No. 11265/2006 of Brazil prohibits the commercial promotion of infant formula.
Scientific and technical materials are allowed.

% In Estonia:

e ATV ad shown mostly on Sundays and weekday evenings promote
Aptamil 3 with slogans like ‘protecting the inside of baby”. The
young baby is shown with a force field” around it in many scenes; a
protection afforded by Aptamil 3. (see 2)

e The www.aptamil.ee website invites mothers to register the details of
their babies to get a present. This will enable the company to get in
contact with mothers at relevant stages. (see 3)

* The same website provides e = . ““?
2 Aptamil e
Estonian mothers of 3-6 o :
{ : e @
month old babies with oy MY MG pptamil

misleading information

(www.aptamil.ee/?object_
id=825). It suggests that
baby is ready to give up
breastfeeding when he

demands for more breastmilk; puts his hands to his
mouth; or is not satisfied with breastmilk alone. This is
followed by information on complementary foods and

follow-up milks. (see 4)

* A breastfeeding book (www.aptamil.
Iv/flashbooks/breastfeeding/ee/)
provides information that may result
in failure of breastfeeding such as
timed feeding from birth and early
introduction of complementary

foods. (see 5)

Osta Rimi kauplustest 2 [ voi
»
Aptamil toodet* ja Sul on véimalus teha

ine Rimi

* A photo campaign at a supermarket
chain offers shoppers free
professionally taken photographs of

Fotograaf cotab Sind lastetoidu oskonnas allolevates Hijpermarketites:

27.05.2010. 11-13:30 Sépruse Rimi

il 26.05.-08.06.2010.

professionaalse fotograafi abil tasuta pilt oma beebist.

o (V
Aptamil 1e2

comIMMUNOFORTIS'

Unicas férmulas com 0,8
de prebiéticos por 100m(

e

Efeito bifidogénico
Fezes mais pastosas
Melhor frequéncia

de evacuacges

21% dototal deinfecgdes
51% de dermatite atopica
|| 34%deinfeccdes

\\'wratoﬂas

Unicas formulas que atendem a todos estes beneficios.

F-'

»
2

s, & Sarut mirote,
Dol eram psésul Okt Ulen oms besdl viuses!

Véikelapse toitmise

2010, rde Centrum Rimi

their babies when they purchase two =

2010,

2010.

Aptamil or Milupa products. (see 6)

* Shoppers are able to purchase Milupa
products at a cheaper price when they use a leading
customer discount card. (see 7)
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Yo urCommniy ] s

% In Ireland, Milupa spearheads an “initiative to support MUMSLIKEUS e

and encourage breastfeeding” on www.mumslikeus.ie.
The Aptamil brand name and logo appears on the front -
page so that mothers who stop breastfeeding early will ~ 2zo s ? $ L £ 2

EVERY STAGE rx g:\ & ';,,

remember the brand. (see 8) WELCOME TO MUMSLHKEUS i

- VIDEOS, AND SUPPORT FOR

¢ In Romania:

* 'The labels of Milupa products
including Milumil and Milupa
cereals are in German. (see 9)

e The label of the Milumil Schlaf
gut Flischchen (Good Night
Bottle) follow-up milk shows an
idealising picture of a baby sound
asleep and contains claims about
probiotics. (see 10)

%* In Serbia, ballpoint pens with the
Milupa name are given out at a health
professionals meeting. (see 11)

Stretching the Rules

¢ In the UAE, a sticker on the lid of Aptamil 2
advertises Milupa 3 with the slogan “Continue
to support your babys immune system with
immunofortis”.

% In the UK, Milupa provides a grant of £20,000
for midwifery training through Tommy’s, a
charity which funds research into pregnancy

problems and provides information to parents. Y ) L
By supporting midwives, Milupa stands to Tommy’s & Aptamil
gain the goodwill and loyalty of the midwives they
support. The Aptamil brand name appears on
publicity materials relating to the grant. Knowing
full well that Milupa violates the Code, Tommy’s
gives notice to midwives who are unwilling to
receive money from a company that promotes
breastmilk substitutes to refrain from applying. This
is tantamount to abetting midwives to engage in
activities that may give rise to conflicts of interest.

Midwifery Training Grants

ommitted to supporting the development of midwives learning and kl\ in the UK. Working with Aptamil who
nd o offer some training™ grants for

e have defined. We will not|

fully supportive of the development of evidence-based practice in midwifery and is therefore delighted to
ing Tommy's in this initiative.”
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Nutricia, was established in 1896 in the %

Netherlands as a small dairy producer. It e ’." = Brands

went on to specialise in milk and cereal 3A|mil'6n_ R

products and from the 1980s commenced : i

a spate of acquisitions. Companies like Bebelac Karicare
Nutricia 1 & 2

Lijempf (Netherlands), Cow & .

. i Nutricia Confort
Gate (UK) and Milupa (Germany) were 1 Lta?tg’iﬁ _ Nzt::zz Lgr:igl
brought under the umbrella . S Nutricia A R

of NUMICO. In 2007, NUMICO was Nutricia Goodnight
Nutricia Pepti Junior
Nutricia Baby Soif

to operate under its own name and act as | :
Bambix

Danone’s manufacturing and marketing
arm for products of its former subsidiar- v

| i Logos
b 2 5 2 i etla+ACCESSIBLE B} yr .
ies. Their shared lineage is discernable et K

from the intermingling of their market-

e

ing tactics, slogans and logos.

Milupa o
In July 2009, the UK Advertising il aare 8‘5
Standards Authority (ASA) ruled, on a e

complaint that ... and caught in the same bind 1 I ®
was lodged by ' " ¥ ralil Bebe ac

the National

Child Birth il y
Trust UK that &4 3 Kdrlbar &
twoCow s EUEERERE

Gate ads entitled ® e syste

“Still building | Y A

their self-defences” T

and “Immune
system under
construction” were misleading because of a claim in the ads that their
follow-on milk upports your baby’s natural immune system”. The ASA
held that the claim was unsubstantiated and based on a study that was
not relevant for the product and that the ads must not appear again in
their current form. Nutricia was also told to produce robust evidence
to support their claims in future ads. Nutricia is reported to have
accepted the ruling in its entirety.

Trading as Milupa, Nutricia also came under fire from the British pub-
lic for similar promotion. See Aptamil ad above and write-up under

Milupa details for the ASA ruling.
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Promotion to the public and in shops

B Article 4.2 requires information to advocate for breastfeeding and
not contain pictures or text which idealise the use of breastmilk
substitutes.

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

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

B Article5.3 bans promotional devices at the retail level.
Article 5.5 prohibits direct or indirect contact with mothers.

o
%

In a store in Armenia, Nutricia products including formulas are

displayed on a shelf in the shape of a feeding bottle. (see 1)

K/
.0

A lo duspenibion
deo panemlo em
4 wrt:u.u'dhm
& .Ufi%zmﬁ?en o
! ) PMY - Frane 2008

% In community health centres in France:

e A series of booklets and brochures distributed
to mothers contain interesting information for
parents but end with the promotion of brands,
Nutricia 2, Nutricia Confort Plus, Nutrical

Lémiel and Nutricia A.R. (see group 2) Conse;\§ pov
* When companies print advice on infant feeding for = %ﬁ?‘eﬂc\éﬁg ||f‘

parents, they have to emphasise breastfeeding. This
leaflet with holiday tips would have been a perfect
opportunity for Nutricia to abide by the Code and

! / L From breastfeeding to bottle
to highlight how breastfeeding S sagen
pnen

is convenient for mothers oy Seme

om PMI oot

Milumel
e

traveling for babies. Instead :
this leaflet distributed in a local ;r;f
mother and child centre in R
France entitled “Happy Holidays Lemiel 4
with Baby” lists things to take j

Destiné aux bébés

on holiday. First on the list is i—
Nutricia Ready to Feed formula ~S
for travel. It carefully avoids The Guide for Pleasure o Latest booklets show that these products
g Bl fad and Taste — “For babies Regurgitation? now have a prefix to their name are called
any mention or breastree ing. who aret gogrmands and Milumel Nutricia
gourmets ... e
(see 3) ) o Cam Fomd 2008
« . » . ¥ o
* In the booklet, “Programme for feeding”, a feeding = (—‘;J’\:&ﬁﬁ it ) ;
it i ense-Lete - 4
schedule on its inside cover shows a range of Nutricia e sien st § -~
products Nutricia Lémiel 1, Nutricia Confort Plus — ';i';i;if::ﬁlilii‘fffﬂde‘;en;gsus e i,
sirpliiant o ve aiec w1 merts o
1, Nutricia 1, Nutrtilon A. R and Nutricia Soja. o e -
: onent avec bonbeur. y
The schedule is complemented by a pad of tear-off ¢ T

feeding introductions which makes it easy for doctors SR i

to prescribe Nutricia products. There is no statement
regarding the benefits and superiority of breastfeeding.
(see 4)
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- These two different publications promote Pepti
Junior for babies who are allergic to cowsmilk. No
mention is made about breastfeeding, the best way to

5 z
overcome cow’s milk allergy. (see5 & 6) . . . i
nothing about
breastfeeding, only
scary comments
about allergies
and on the back
page a very happy
baby with Pepti-
Junior. “Your
baby allergic to
cow’s milk - Nu-
tricia is with you
to make your
life easier.”

comment ChOISIT
ssnalimentation ?

J

“Is your bab . =

alle};gic to cg/w’s 6 ' = Aliment diététique

ol %{1‘ _Qy du lait de vache

these ques- IR QO
#% tions, Nutricia Front of leaflet ; -

would have every Back of leaflet

CONSEILS PRATIQUES mom believe that
ET RECETTES GOURMANDES Pepti Junior is the
answer.

; e PMI  Framwe
- 2008

- 'The folder entitled “mothers words — whar | @5
/ ans .., Pour les bébés qui ont toujours faim
they don’t always tell you” purports to help o gouqua Ftuseniego ot mfantt NUTRICIA

doctors in giving advice to mothers. In | : -_e Lemiel

actual fact, it promotes Nutricia

Lémiel ‘for babies who are forever hungry
and refuse the taste of breastmilk”. The
folder contains two sets of information,
one for the ‘gourmand’ baby and the
other the ‘gourmet’ baby. (see 7)

Front and back of folder advertising
Lémiel for greedy and picky babies?

- A round 14-page booklet for the same Por tes bébés
product entitled for hungry and gourmet Won't touch his bottle? Go for S
I f fedi the Lémiel taste, and here’s : e CL
babies” explains how Nutricia has a range a sample : e

of products for all tastes and all ages but
when a healthy baby refuses his bottle it
can simply be because of the taste. The

solution is of course Nutricia Lemiel 2, » ,
which is specially formulated to fulfil the : A oo : Lémiel 2
lictle appetites of the ‘gourmands’ and O, : e

‘gourmets’. (see 8)

- Lest mothers forget, they are given their
next appointment with the doctor on a

post-it sticker with the Lémiel 2 name Cover of the Lemiel 2 note pad shows baby, pack shot and phrase ‘“for babies
who are always hungry or who refuse the taste of infant formula.” Post-it notes
and lOgO. (see 9) inside allow for baby’s next appointent to be fixed.
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harmo

- A Nutricia card for a full range of Nutricia
products proclaims its products to have ‘@//
the essentials for harmonious growth”. One
side indicates which products can be bought ‘__ ; :
at French hypermarkets and which in e R el Crotssance K
pharmacies. The other side describes the full
range Nutricia products alongside packshots
of products. (see10) | Eerroe geTER e

NUTR|C|A tout I

iel pour une croi

- Nutricia France gives a round 16-page booklet
to new mothers which begins with felicitations : = |
to the new born. The cover shows the bear e i Babysalt
logo that is found on all Nutricia baby
food products and conveys the message to
parents to ‘diversify your child’s food” (see 11).
Inside the brochure there is information on
Nutricia Babysoif and Nutricia Croissance &
Cereals. Information for the infant teas under
the Babysoif range shows no age indication
which means parents may provide the infant
teas to babies before 6 months even though
there is a statement to the effect that “Babysoif
does not replace breastmilk, formula nor is it a
oral rehydration solution.” WHA resolution
49.15[1996] states that complementary foods
should not be marketed in ways that undermine
exclusive and sustained breastfeeding. The

booklet found in a pharmacy also contains ’

information on Nutricia 2 and 3, Nutricia Jouw kennis, "

Lémiel 1 and Nutricia Confort Plus 2. ons onderzoe et
haar groei

** In the Netherlands, an ad for Nutrilon 1
appearing in Kraamsupport entitled “Your
knowledge, our research, her growth” claims the
product has been “inspired by breastmilk for
over 100 years”. The ad states that Nutricia is
doing ongoing research to get as close as possible
to the miraculous working of breastmilk

and that they have been successful. The ad
announces that Nutrilon contains Immunofortis,
a patented mix of prebiotic fibres which is
claimed to have been scientifically proven to
strengthen the immune system, giving baby
optimal protection. (see 12)

Editor’s note: Whether this sort of claims in ads will continue in
the light of the EFSA ruling in Feb. 2010 remains to be seen. See e “'“‘SC“fw“f\i'uummwume
explanation in the Danone company profile. Nutitiont. VeSS

ool ) N OIS ? ?

T VMMUUNSVSTEEMVAN DE BABY
Tégen
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% In Spain: } o

* A Nutricia Almiron card found in pharmacies makes it easy for nurmicia 98
pharmacists to recommend a full range of Almiron products. Almirén
Almiron 1 is described as Similar to breastmilk”. Complementary i Amen:

[ ovsse s 56 rwses ]
foods are recommended from 4 months.

'SACEDADY DESCANSO TODA LA NOCHE

e de 05 . oo
etk o 194015

Three TV slots on Almiron with lmmuno-
fortis broadcasted over nine stations show a

Almirén 2
Noche

Almirén 3 e
3 Iy

oy
scene with a baby well below .
6 months. A promotional ; YL e
& / 1 tee ron N e Almirén
card says ‘A‘lmzmn with Im Almclon ) IMUNOFORTIS®  --ADEMAS NUEVA PRoMOION | i
munofortis is the only formula

et [ RSIVAEN EARMACHS D B =%
capable of giving strengthto g | % oo e 'Jﬁ%?ﬁé Alm iron , i a
the immune system with the g -
maximum scientific support”.
On the reverse side the card ~ J=if "3 aec.,( al de REGALO
states that consumers will A8 arcdades o Aémill‘én
receive an Almiron cereal ¥
product free for every three
units Almiron formula pur-

chased. (see 13)

Por la compra de

3 unidades ‘?w‘;’"t

lquier leche de continuacién

. 20
Rimiron>s L ReCURGTACION

¢ In the UAE, mothers at a Mother & Child Show in Dubai be-
came walking advertisements for Bebelac when they were given ] 4
free bags with a highly visible Bebelac logo and slogan “Com-
plete Care — easily digested, naturally protects”. (see 14 and section

on Healthcare Facilities for similar promotion on Bebelac in
Egypt and UAE)

% In the UK:

* Anad in Prima Baby and Pregnancy entitled, “Would a cuddle ] 5
be useful” offers pregnant women a free cuddly toy, money-oft  [EVIRSTLE ReRarls =
vouchers and a pregnancy diary. (see 15) be useful?

* Another Cow & Gate ad in the same magazines entitled “Do
I look like I need vitamins ¢ iron?” promotes Cow & Gate
follow-on formula as the “complete care follow-on” just like Be-
belac in UAE. The ad, part of a the multimedia campaign on
TV and the Internet uses health claims which are forbidden
by UK regulations. (see 16)

Do 1 look like

i b d ti
o Cow and Gate branded materials are includes TOr™Wabrand promo

in pack provided by birth registries in several
counties under an initiative by a private

company. In addition to promoting baby -) care fefiom-at miss |
clubs, the pamphlet includes postcards as gifis. & = o I S |
(see 17) : )

* Complate care follow-an milk |
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Promotion in health care facilities and to “7 (ot voutoundihe
health workers A oo
O breastmilk!
B Article 6.2 bans promotion of products within the health care o
system.
B Article 6.3 prohibits the display of products, placards and posters and ) &a®
the distribution of company materials unless requested or approved - yA & .
by the government. = e |

B Article 7.2 allows only product information that is factual and
scientific to health professionals.

When breast feeding is a problem,Bebelac i
Ertien helps you by providing a

B Article 7.3 provides that there is to be no financial or material w¥
inducement to health workers to promote products.

energy infants need in their first 6 months of i,

Bebelac

Closely resembling human milk in composition
as well as characteristics,
Bebelac 1 is the perfoct altomative for any healthy baby.

B Article 7.4 allows samples to health workers only for research
purposes. Health workers may not pass on samples.
that a baby needs:

B WHA resolution 47.5 (I 994) urges an end to free or subsidised
o * Enriched with an 5
donations of products to all parts of the health care system. * Easl igested and fficeniy use by

the baby’s body.
* Protects a baby against infections.

Bebelac 1 contains exactly the nutrients

% In Egypt:

Nutricia does sturdy cards for health professionals — @nr.,gm

bright colourful single sheets which hold up to repeated Ok Now ofter - a"#‘ﬁ‘- !
: : : : L think S A

handling. Touted as information materials for health o nmove! %

professionals, these cards make excellent promotional
materials for mothers who often are at the receiving
end. The company unabashedly uses promotional
images and text to idealise its products.

‘After 6 months, babies do need something extra.
“That's when itis time for Bebelac 2.
lac 2 provides all the essential nutrients mik requires to

These cards, invariably, go beyond what is scientific and Bebelac
factual. 4 Hme———,,

Tlavour that wil put a smi

SeweraCZ 101 children from
6 months and older:

* 'The card on Bebelac 1 claims that the product “Gs
the perfect alternative for any healthy baby”. Doctors A,
are told that “when breastfeeding is a problem, Bebelac
helps you by providing a ‘perfect alternative” as it “closely -
resembles human milk in composition as well as absorption 9
characteristics.” (see 1)

* 'The card on Bebelac 2 follows up with a baby thinking “Ok! Now

s ;eiac 2 is enriched with FOS and GOS.
~ easily digested and efficiently used
~ e baby’s body.
~ Htects the baby against infections.
~>nriched with Iron.

after 6 months, I think I need more!” Bebelac 2 is described as  “help- e
ing a baby develop into a healthy, growing child. And, well balanced

Bebelac 2 with prebiotics has an appetising flavour that will put a smile
on any child’s face.” (see 2)

Both cards bear the “complete care”logo which
idealises Bebelac as ‘easily digested” and “narurally protects”.
%* In France:

A tissue box makes a useful gift for doctors in a hospital since it
doubles as a promotional tool with pack shots of Nutricia Lémiel
2, Nutricia Croissance Harmonieuse 2 and Nutricia 3. (see 3)
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i)

* Atanother hospital in France, Nutricia materials =

at a stand are available as well as samples of Nmmup;\nmcf
Nutricia 2, Nutrilon Lémiel, Nutricia Confort eqqf®
Plus and Nutrilon A.R. 2. (see 4). Elsewhere, ‘
a highly promotional plastic carrier bag with -
packshots of the same products is provided - to d\]uTqu A
hold promotional materials distributed during ~ “*"@% #==2_ |
study days at a Nursing College. (see 5)

(4 ‘NllT

T e

* A big Nutricia poster on baby’s iron requirements
states, As of 6 months and up to 3 years at least

two bottles of infant milk per day is equivalent to : . e
] : s D‘ 3 LSqu’d ) ’v VOTRE ENFANT EST SOUVENI' ENR"UMtT\r
th e amount 0f dﬂl b’ iron to g row well It gOCS o Hlhatons de it infantile’ pacjour o (- TRan PALICHON ? FATIGUE 2

Est.ce que son alimentation luhppon o aser de FER 7
> votre

on to say that iron is indispensable for your b
child to develop well and strengthen his natural
immunity. (see 6)

* Another large poster asks, “Does your baby often
catch colds?” and “Is he peaky, tired?” It then lists
a variety of foods that are rich in iron including A goliker,
Nutricia 2. (see 7) o \MI

- Atahealth centre, a huge A3 cardboard =~ = &S
book ostensibly for toddlers to play imparts

promotional messages to mothers while they Vi
wait. The colourful pages promote bottle feeding NuTRIClA f 7
through the display of Nutricia products on every 8 consel® b
page and information on how to prepare formula
and what to do when breastfeeding problems
arise. (see 8)

b
asfucéi pour 4 en b 5"”'
ot ¢ ‘

Snippets from the book:

“if you cannot or prefer not ro breastfeed, you can use
infant milk — but not cow'’s milk...”  Breastfeeding
is ideal ... but if maman cannot or doesn’t want ro
breastfeed, she'll use a milk advised by the doctor”
“...have to go out and bottles should not be prepared ,
in advance! — Practical solution: use liguid Nutricia ‘ core oy ks i
2 — ready made, just pour.”

The back cover of the book promotes as many as 15 products. pour les bébés présertant

des régurgitations

Nutrilon A.R.

Le 1+ aliment diététique

* Tear-off prescription pads found in a hospital in France

encourage doctors to recommend Nutrilon A.R. a thickened S [T

a 3 4 & U
formula for infants who may‘ regurgitate. The prescription ‘Nutrilpl} ‘mﬁ%‘ ‘f
begins with the statement, “Your doctor prescribed you AR N N"‘“'OHAR

Nutrilon A.R.” printed on every sheet. These pads include 4 §i~ f Nutnlon - EEE | |

complete, well balanced and well tolerated formula”. Advises
mothers to give Nutrilon A.R. (see 9)
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In Lebanon, instead of educating mothers

on breastfeeding, NGOs are being used
to provide free Bebelac samples to needy
mothers, especially Iraqi refugees.

In the Netherlands, an e-newsletter to

health care professionals contains a link
to information on infant care and nutri-

Nutrilon met IMMUNOFORTIS versterkt

tion. The 0-6 months section clearly shows ; : ep stk who ek
an idealising picture of her mom and baby

with the Nutrilon and immunofortis brand : B e\ o o e e
logo. Nutricia also offers instruction cards

to health workers to give them a hand in . 1) Nummaa
explaining to young immigrant parents if | ‘
they don’t speak Dutch. (see 10)

In Spain:

Posters are a common promotional device in health -
facilities. Here a large poster on the “Steps of Infant g
Feeding” bears the Almiron brand name and has
graphics of Almiron formula ads cereals. The chart
at the bottom left hand corner implies that for

the first 6 months, babies ought to be given infant
formula and complementary feeding is promoted | =
from 4 months. The requirements of Code Arti- iz
cle 4 are not fully complied even though there is a
statement in small font stating that breastmilk is
best. (see 11)

Tear off slips entitled “Stages of infant nutrition” provide

information on the various stages of infant feeding given to
doctors by Nutricia reps to be passed on to mothers. These
slips of information promote Almiron follow-on formula
and complementary foods which are recommended from 4
months. (see 12)

Bebelac products are promoted as ‘he

natural way to strengthen the immune system” | BebelacHA st mu*
in a tear off prescription pad which also o O o

contains a growth chart. (see 13)

Another prescription pad tries to pass itself o i
off as product information but it clearly ke

promotes Bebelac HA, complete with a
tick box and dotted lines for the doctor to
write his prescription on. (see 14)
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Labelling

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

B WHA resolution 54.2 (2 001 ) advises exclusive breastfeeding for
six months which means that the recommended age for use of
complementary foods cannot be under six months. ]

#* In the Netherlands

- Bambix, a brand synonymous with baby cereals and
porridges, is now into producing formulas. The first
products which rolled out of the factory sported labels
which seem to have regressed in terms of labelling
regulations, featuring a baby teddy bear and a feeding
bottle. (see 1)

- The label for Bambix Groeimelk (growing-up milk),
recommended for babies 10-18 months, shows a picture of a
very young child and a feeding bottle, an image which is likely 3
to promote bottle feeding. (see 2)

% In the UAE, the Cow & Gate jarred food is also
recommended as suitable for babies from 4 months. (see 3)

le & Peach

apple an?pead\ blended with rice

** It is not only in Europe and the Middle East that Nutricia
promotes its complementary foods as suitable from 4
months.

In states of the former Soviet Union, labels in Russian
also show that Nutricia products (see Nutricia Top Top
(see 4) and Malysh (see 5) are being labelled as suitable
from 4 months. In relation to formula products,

both Nutricia Malutka from 0 months and Nutricia
Malysh Istrinsky show images of a cartoon rabbit
holding feeding bottles which normalises the culture of
bottle feeding. Nutricia Malutka is described as the
complete formula for children with precisely balanced
ingredients, among them 16 vitamins and 13 minerals.

Malysh, a formula

/}

. . rYY. "l
with buckwhea.t flour is LNW b MaHIGEAL ol o
marketed as suitable for Nullﬂtfla 'LOP T°l|> vourite cereals (Armenia)

: O ares | milk-based cereals,
babies from 3 months, vitamin fortified starting
defying Codex standards 4 months of age. (Azer-

v baijan
for formula and infant jan)

formula. (see 6
( ) Formula labels of Malysh Istrinskiy (left)

." % and Maliutka (right) found in Armenia and

1 Azerbaijan
: aoo¢ 5. gy :
NUTRICIA 3 e NUTRICI
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Never mind the Code ! For Nutricia, it would appear that laws are
meant to be broken, directly contradicting the Danone Group’s Busi-
ness Conduct Policy (see Danone company profile).

Cases in point are found in Eastern Europe and the Commonwealth
of Independent States.

% In Armenia, advertising of foods for babies under 6 months is not
allowed but the ads shown here reveal the extent to which the na-
tional law is ignored by Nutricia.

- A Nutrilon 2 ad using the image of a caring father, equates the
notion of protection with a product which offers “narural immunity

for the health of your child”. (see 1)

- An ad for Malutka shows a cute baby and a heartwarming slogan
Your childs first words will be thank you” - an insidious way of
telling mothers that babies will be grateful for Malutka. Hardly

likely since the product is recommended from 4 months. (see 2)

- A pleasant and happy scene in a Malyshka cereal ad convinces moth-
ers to start their babies on complementary foods, the hypoallergenic
kind, early (4 months - “we are already old enough ro try cereals’). (see 3)

- Nutricia gives seven reasons why ‘modern’ Russian mothers choose Malyshka. These
include quality standards, naturally organic ingredients, fortification with vitamins and
minerals, a wide range of flavours, hypoallergenic, convenience and a free spoon! It
looks like the preference is spoon feed. (see 4)

% In Kyrgyzstan, the law prohibits the

distribution of information and education ma- |, Keecso emmpommos
terials which idealise the consumption of com- | sEmEEs=tae
mercial baby foods. Nutricia violates the law

by distributing different types of leaflets which
promote Malutka formulas and cereal prod-
ucts. The bunny mascot in different positions

on product labels is featured feeding - an image |
which undermines breastfeeding. The idealising
picture of the beautiful smiling mum and her
baby is invariably featured below the Malutka logo in every

leaflet. (see 5) ‘
MAanKA ACCUPYMMZHT AETCKUX .
- N_} azo

s Rt s MONOYHLIX cmecei MantoTka
MATIHOTKA B =
ex 3 —

MonouHste U GesmonouHiie v kaw Mansiwka

<Y RemEHD -

MAAIOTKA

= T Camecnues

|
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This page highlights marketing practices which undermine or discourage breastfeeding especially those relating to products which
do not come under the scope of the Code. Sponsorship activities which may give rise to conflicts of interest are also reported here.
These activities impact on the promotion of breastmilk substitutes, even though they are not Code violations.

7 < > . « . » Cd
o I{n Fragecha foo't measure’ for brftbles says ‘He/p /‘ﬂm grown step by step” and 2258 00
know the shoe size of my baby with Nutricia Croissance Poudre”. 'The bear logo P
is the mascot for French Nutricia formulas so the advertising of the product | \,faf'f |
also promotes Nutricia formula. (see 1) ] /

+* In Indonesia:

* A signboard located on a main street of South
Jakarta bears the slogan “You are my everything”
above pack shots of Bebelac 3 and a woman
holding a card with the Bebelac logo. (see 2)

* Discharge bags bearing the Nutrilon 3
logo are distributed to new mothers when
they leave hospital after delivery.Each bag
contains a baby diary guiding mom through
the milestones of baby’s development
(complementary feeding is recommended
before 6 months). An information card for
mothers to send relevant details of the baby
back to the company is also included. (see 3)

¢ In Malaysia, an ad bearing the slogan ‘the best for him, the
best from him” for Bebelac Kid 3 shows how a ‘Bebelac
kid” knows that his soft toy can also be used as a pillow for
daddy. The ad underscores the importance of nourishing
the “little minds of children” because ‘truly smart kids think
with their hearts as well as their minds”. The packaging of
Bebelac 3 and 4 is very similar to Bebelac 1 and 2 which New BebelacKid 920

are not allowed to be promoted. (see 4) : v

¢ Although no baby products are displayed at a Nutricia
sponsored baby care lounge at Schipol airport in the
Netherlands, the huge Nutricia logo will go a long way towards b aby care |ounge
cultivating the goodwill of parents travelling with babies. (see 5) Fr Bt =

¢ In the UAE: by

- Bebelac 3 for growing children 1 to 4 years is distributed at a B NUTRIC]A
health facility and indirectly promotes the use of Bebelac 1 and
Bebelac 2. (see 6)

- At a Mother, Baby and Child Show, a gift pack containing
Bebelac 3 doubles as an announcement for a ‘new’ and
soon-to-be-launched product Bebejunior for children 1 year
and above. The product carries the same ‘Complete Care’ logo
found on Bebelac formula products. The slogan — “Zheres care
and theres Complete Care” suggests that using the product goes
beyond the ordinary because according to the company: “Healthy toddlers g
are happy toddlers”. (see 7) ’ 18

schiphol
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In Armenia, Malutka and Malyshka cereals are
labelled as suitable for babies from 4 months. (see 1)

£ I Hovemz,z, JO\L
\' Por favor, provea lo siquiente:

with the instruction  Nyiton [ e
to “Please provide the [N | 8 3

MANBIWKA

In Honduras,

prescription pads Monoynan kaw?

PUCOBAA

MosnoyHan
Kawa

Jfollowing” in Spanish
comes complete with
pack shots of the full
range of Nutrilon
formulas and check
boxes for doctors to
tick their recommendation. (see 2)

In Indonesia, a Nutrilon ad in Buletin IDAI (a
professional journal) entitled Daya Tahan Tubuh
Kuat (Strong body immunity) explains how the
unique probiotic and nucleotide composition

in the formula has been proven to boost body
immunity in babies. (see 3)

In the UK:

)

Standarc

Sterilised and ready fcr use
For use with Cow & Gate ready made feeds

0397282
patent o,

SRR,

Cow & Gate disposable teats are routinely given
to mothers when midwives make post-natal
visits. (see 4)

In Sept. 2010, the

BANNED! DISCONTINUED!

Advertising Standards
: Authority ruled that As of August 2010, Cow & Gate’s Good
Cow & Gate Milk ad panned over iron P o e Night Follow-on Milk is discontinued.
claim

.
1, 22 September r 2010, .
yp Milk has D&
te Care Growid =i
& G:Iwgl‘v?em Z‘re bout now much iron tod0ies
leadi

by Waisie MCC

Gate Complete Care
growing-up milk is
misleading viewers
about how much
toddlers need to eat to

The company finally conceded that the most
effective way to help settle baby at night

is to establish a consistent and predictable
bedtime routine and not from additives put
into formula. This is a promising development

An ag for Cow
panned for s jopmerit probiems

to eat to prevent develol

=]

[YUTTLLRRLAARARS

prevent development
problems. The ad
suggested that to meet

half its daily needs, a toddler would have to drink 12
litres of cow’s milk every day but only two beakers of

Cow & Gate Complete Care Growing Up Milk. This,
according to the ASA, could not be substantiated and

should not be broadcasted again in its current form.

and C&G should
continue to review
their business and
marketing policies.
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Sari Husada was established in 1954 under the name of NV Saridele.
In 1965, the flagship formula brand “SGM” was developed for
middle- to lower-income consumers. Today the brand extends to a
full range of baby foods and is second in the Indonesian baby food
market after Nestlé. In 1972, the company changed its name to
Sari Husada after it was acquired by PT Tiga Raksa. Sari Husada

was listed on the Indonesian bourse in 1983. In 1998, Sari Husada
began to form an alliance with the Dutch company Royal Numico
(then known as Nutricia International) to compete in the global
market. By 2005, Numico owned most of Sari Husada’s shares and in
2006, the company was delisted and became a private company.

When Royal Numico was acquired by Danone in 2007, Sari
Husada became French-owned but is still very much focussed on the
Indonesian market.

The violations in this section are all from Indonesia.

LOOK AT THIS !

Tempting Muslim midwives

M
SIVE PARTNERSH\P PROGRA

Driving sponsorship to |
= p (Srikandi, Mirah Delima

new lengths, Sari Husada
works in collaboration with

EXCLY

| PROGRAM
the Indonesian Midwives’ SRIKAND

stitutes and WHA resolutions.

Brands

Infant Formula:

SGM 1

SGM LLM (low lactose)
SGM BBLR (low birth weight)
SGM Presinutri 1

Vitalac 1

Vitalac BL

Follow-on Formula:
SGM 2

SGM Presinutri 2
Vitalac 2

Complementary Foods
SGM Cereal

Logos

( SARIHUSADA

Association to organise umrah
(an Islamic ritual) pilgrimages
to the holy city of Mecca.
Two exclusive partnership
programmes, Sri Kandi and
Mirah Delima aim at increasing

« Participant:
— Private Midwife Practices
— Ave Partus > =7 -11 month

« Period: 2 year

* Product: SGM, Lactamil, SGM 2, LLM, BBLR, Cereal, Biscuit,
+ Mekanism:

— Select potential participant based on delivery category

— Every participant save reward trough the program

— Formula for monthly saving is: Saving Value = (delivery x 2,5) + 5

count monthly will be evaluated every 3 months
— Reward would be received at the end of the program
— Reward received can not be exchanged by certain nominal

loyalty among midwives in
private practice. Under these
two programmes, midwives are

encouraged to promote brands like SGM 1, SGM 2, LLM and
complementary foods in exchange for rewards redeemable after
the programme period of one to two years. Rewards include

a chance to participate in the Umrah tour with possibility of
bringing along spouses and family members!
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Promotion to health workers & health facilities '

B Article 6.2 bans the promotion of products within the health care MY NEW BESTFRIEND
system.

B Article 6.3 prohibits the display of products, placards and posters Seeson
or the distribution of company materials unless requested or [ 1
approved by the government. d”f"'" =

B Article 7.3 provides that there should be no financial or material mantain
inducement to promote products. e N

s o |

¢ The Indonesian law Keputusan Mentri Kesihatan 237/

Menkes/SK/IVI1997 tentang Pemasaran Pengganti Air Susu MY NEW BE

Ibu (hereafter Menkes 237/1997) prohibits promotion of STFRIEND |

. . e e * TARGETT] i

infant formula and follow-up formula in health care facilities. - Atleast S T o IASING per PARTICIPANT “
E . g 5 of delivery

Samples, free supplies, gifts and other incentives to health - REWARD |

|

workers are forbidden. Gl S 8 MO (A east S 1 e an o1 ‘

= Will be invited to exclusive partnersh; I

o « 5 » ship program i

® L ATSHr Husad? programme na.med My new best friend” offers * SUPPORTING oRENTATION, J

rewards to midwives for pushing SGM 1 to mothers who NPl |

- Snack/Lunch Box |

|

|

have just delivered. For every purchase made within a period
of six months the midwives will receive a baby scale. The ‘
programme allows participating midwives to receive seminar

DEVELOPMENT & GROM PROGRAM

kits, door gifts and lunches.
* Another Sari Husada programme “Development & GROM” R,
Non Program Program

|

Rewarding Rewarding

targets staff of community health centres and mother and

child health centres for the promotion of SGM 2 and

complementary foods. Rewards include kitchen equipment L

and audio visuals.

Samples of SGM and Vitalac are routinely given to mothers | =
in healthcare facilities. Mothers received discharge packs
which include SGM Presinutri 1, Lactamil milk for mothers

and gauze pads.

.

Discharge bag promotes S

GM 1 and 2

hY

Newborn gets a dose of free SGM

Mums get these gifts, courtesy of Sari Husada.
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Sari Husada advertises
products such as SGM,
Presinutri 1 and 2 and
Vitalac in professional
journals. The ads do not carry
any information about the
importance of breastfeeding
and contain claims which are
promotional and misleading.

Under Menkes 237/1997,

infant formula ads in

Solusi Tepat

rofessional journals require
p J q Berkebutuhar SUS

the approval of the minister.
Ads for follow-up formula
bearing the same brand
name and features as infant
formula are not allowed to be

Dengan

serta mingral
Kebutuhan bayi

clbawah kendali mu
nulrst di Netheriand

55 tahun komitmen kami untuk nutrisi bafita Indonesia. 8 |

A i One company, two different brands, both offering a solution for lactose intolerant babies. No mention is
advertised to the PUth- made about the importance of breastfeeding for such babies.

Red is now the new
corporate colour
and materials are
colour coordinated.
Announcing a new
packaging (left);
linking SGM to
happy, healthy
children (centre)
and finally, making
sure doctors get the
message with a free
copy of Sari Pediatri
Bulletin which carry
the ‘happy, healthy
children’ ad (right).

Anak Ceria,
jah mengalami proses re-formulasi, kini telah hadir Anak Sehat -
SGM Presinutri

A A

with compliment of:

' SARI HUSADA

* The relabelling which accompanies the reformulation
of SGM formula products are followed by an aggressive
colour-coded promotional campaign. Ads placed in
paediatric journals play up the product slogan “Anak
Ceria, Anak Sihat” (Happy child, Healthy child) which
are also used for the promotion of a full range of SGM
products including growing-up milks. (See the section
on Stretching the Rules)

* An immunisation chart from 2000 is still found in a
health facility. Although old, the promotional message is
still as potent as it bears the SGM brand name and logo
as well as an endorsement from a paediatric assocation.  Great investment for Sari Husada. 10 years and still standing!
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This page highlights marketing practices which undermine or discourage breastfeeding especially those relating to products which
may not come under the scope of the Code. Sponsorship activities which may give rise to conflicts of interest are also reported here
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* Sari Husada uses the promotion of its growing-up
milks and cereal products to create brand awareness and
extend brand loyalty for their formula products on the
streets and in shops. It does so by maximising on the
slogan “Happy Child, Healthy Child” and the clever use
of the colour red which is the prominent colour on its
Presinutri range of products.

‘\‘ ; ahs
" Smuraadite
~pangel

-

& Anak Ceriu;-‘— —
4~ & AnakSehat

Dia sehat karena nutrisinya tepat
sesuol ohop perumbunon

From billboards looming above rooftops, to shelf talkers in shops, Sari Husada’s message touting ‘happy healthy children’ — “Anak Ceria, Anak Sehat” for
SGM Presinutri 3 also promotes SGM Presinutri 1 and 2. Picture on the left shows a ‘cheap sale’ promotion of SGM 3, but SGM 1 and 2 are within reach
(centre) while a sales promoter clad in ‘Sari Husada colours’ (right) does her best to push the entire SGM range.

Mengatasi Diare pado &

‘Sagalmena Terjadinya Diare?
A

‘Sayl dtngan Intolerans lakiosa

A\l [

Apa Penyebab Bayi Diare?
s =
1\ i

il

Tumbuh Kembang Bayi 0 - 12 bt
Tangan dan kaki bergerak ki ( *.V’fwﬁ

Kepala menoleh sediktke kanan - ki1
Menatap wojah ibu/pengasuh

¥ k602010

Mengangkat kepalo hetlkafengkurop
Kepala menoleh ke samping kanon - i
Bersuaro,Tersenyum sponian

Kepala egok ketika didudukkan 7Y [
Tertawo/berterick <r
Memandang langannya X

Tengkurop-elentang sendir|
lemegang mainan.

Meralh, mencgapai
Menoleh ke suara
Meralh maimon

 Sari Husada sponsors a nutrition corner (above) in a
community health centre and at the same time promotes
SGM cereals with the slogans ‘great mind, strong steps” and
‘an intelligent baby is a child of the future”.

Ouik forpaberpegangan
Memasukkan biskut krﬂmu‘\ll

engombi mangn cen
| on
ngan kanen - ki i

et
ey
Mol
g

et :
e o va
m Memanggi marma, papa

* Flip charts (right) showing development milestones of a
baby from birth to 12 months and treatment of diarrhoea
earn the loyalty of health workers. The charts promote
SGM 3 and 4 but to mothers it is the SGM name that

matters.
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