
Page 1

An IBFAN-ICDC report on baby food 
marketing practices
This page forms part of the global monitoring report – Breaking the Rules, Stretching the Rules 2010.  Companies’ marketing 
behaviour is measured against the International Code of Marketing of Breastmilk Substitutes and WHA resolutions.

Humana GmbH belongs to the Humana Milchunion group of 
companies,  a dairy cooperative of some 6,000 milk suppliers. 

The company slogan is “ Out of love for our children” and using this 
love theme, Humana justifies the promotion of its baby food products. 
Humana  first introduced what it claims as the “first baby formula that 
at the time most closely resembled mother’s milk” in 1950.  The product 
developed by a Herford-based pediatrician, Dr. Heinz Lemke, was for 
babies who could not be breastfed or whose mother’s milk supply was 
not enough.  60 years on, Humana markets its ‘100% German’ products 
in some 35 countries around the world in addition to its home country.  

The 2007 edition of this publication (BTR) reported that Milte 
Italia SpA, a subsidiary of Humana, was advertising Piulatte, a new 
wonder product capable of increasing breastmilk production by up to 
85%.  Because of this unsubstantiated claim, IBFAN Italia called for 
withdrawal of the Piulatte ad, warning of harm to mothers who were 
persuaded to buy the product. Mothers should rely on the real solution 
to  increasing breastmilk: better management of lactation.  When the 
ad was reported in BTR 2007, IBFAN Italia was threatened with legal 
action.  IBFAN Italia stood its ground and Milte Italia did not follow 
through with its threat. Instead, Milte Italia applied to the European 
Food Safety Authority  (EFSA) for an opinion on the scientific 
substantiation of a health claim related to silymarin (an extract of milk 
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LOOK AT THIS!
A new Humana TV ad, My Little Explorer, running since October 
2009 in Germany, portrays how babies learn by experimenting and 
how their little discoveries make them cleverer by the day.  The link 
between the intellectual and physical development of babies and 
Humana products is obvious – a blissful scene of a mother bottle 
feeding her baby is followed by a final scene showing the  
www.humana.de website address.  

thistle found in Piulatte) and increase in 
production of breastmilk after delivery. 

EFSA’s Panel on Dietetic Products, 
Nutrition and Allergies considered 
the studies submitted by Milte Italia. 
It concluded in 2010 that a cause 
and effect relationship had not been 
established between the consumption of 
silymarin and increase in production of 
breastmilk after delivery.

The scientific opinion vindicates the 
2007 call for withdrawal of the Piulatte 
ad by IBFAN Italia. Unfortunately, in 
the intervening four years many mothers 
would have been induced to buy a 
useless product.

The website itself explains how 
despite all the uncertainties 
of the first stages, parents 
and health professionals can 
depend on Humana to provide 
‘a healthy diet’ for the little 
ones with the right product for 
every need and every age.
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n	 Article 5.1 of the Code prohibits advertising and all other forms 
of promotion of products under the scope of the Code.

n	 Articles 5.2 and 5.4 of the Code prohibit companies from giving 
samples and gifts to mothers.

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

Promotion to the public and in shops

www.arzneimueller.de

Some of the prizes to be won. Inset top: Prize for 
best film; inset bottom: prize for best photo runner 
up.

www.newbabyland.com
www.flaschenmilch.de

v	In Germany:

•	 As part of its “My little explorer” campaign, Humana 
invites parents, families and professionals to take part 
in a film and photo competition through the www.
meinkleinerforscher.de  website.  Prices include holiday 
packages and Humana products. (see 1)

•	 Humana products are sold at discounted prices through 
on-line pharmacies and third party websites namely www.
arzneimueller.de (see 2);  www. flaschenmilch.de (see 3) 
and www.newbabyland.com (see 4).
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Misleading text & pictures which violate the Code

n	 Article 4.2 requires all information materials to advocate for 
breastfeeding and not contain pictures or text which idealise 
the use of breastmilk substitutes. 1
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v	In Cyprus, a 2003 website http://www.humana.
com.cy/products/milk_formulas.htm which is still 
downloadable in 2010 describes its Humana Pre-
Infant Formula as “matching  breastmilk very closely” 
and supplying “the growing baby with all nutrients”. 
(see 1)

v	In Germany:

•	 The web-page www.humana.de/de/mediathek/
checklisten-und-plaena/ernaerungsplaner tells parents 
about the huge assortment of Humana products at the 
disposal of parents when breastfeeding is not possible. 
Complementary feeding is recommended from 4 months. 
(see 2)

•	 Babies who are exclusively breastfed do not need any other 
food, not even water for the first six months of life. 

•	 The web-page on breastfeeding recommends adding a bit 
of water or tea if mom has not enough breastmilk! –  
www.humana.de/de/ratgeber/ernaehrung/stillen. (see 3) 
In this context:

	 •	 Humana Baby Wasser (baby water) is promoted 
	 not only for reconstituting infant formula but as a  
	 thirst quencher.  (see 4) 

	 •	 Humana Fennel Tea with caraway is described as 
	 suitable for babies from the first week because fennel  
	 is well known for its positive effect on wind and  
	 cramps. (see 5)
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v	In Germany:

•	 Humana works hard at linking with 
health professionals.  In its website, 
www.humana.de/de/hebammen-und-
mediziner.info doctors, midwives and 
other health professionals are funded to  
go to various symposia to find out more 
on nutrition.

•	 In one symposium, organised in early 
2010 in cooperation with the Working 
Group Neonatology and Intensive Care 
of the Franken und Schwaben region, 
dinner and lunch for participants were 
sponsored by Humana. In return for 
such hospitality, the seminar programme 
contains an advertisement for Humana 
O-VLB, a formula for low birth weight 
babies. (see 1) 

•	 In a similar seminar held for health 
workers in late 2009, participants pay a 
fee of 25 to 35 Euros and get free lunch 
and drinks but the leaflet for the seminar, presumably for health 
professionals contains advertising for Humana O-LVB, Humana 
O, Humana O-HA formulas.  There is no scientific content, only 
a promotional slogan “Humana – when especially much love is 
required”. (see 2)

v	Although the EU Directive which implements the Code requires 
that the labels of infant formula and follow-on formula be 
distinguishable from one another, Humana labels for these products 
are similar enough to give rise to confusion.

Labelling

n	 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.

n	 WHA resolutions 49.15 (1996) and 58.32 (2005) warn against 
conflicts of interest where financial support or other incentives 
are given for programmes and health professionals working in the 
area of infant and young child health.

Sponsorship
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