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months) or follow on formula (6-12 month), both currently unable to be marketed directly to mothers by industry. 

Australian research shows that consumers do not differentiate between the toddler and infant/follow-on formula. 

Marketing in one is effectively marketing in all brackets. 

 

11. The MAIF agreement does not apply to retailers – a significant loop-hole that allows retailers to be involved in 

marketing practices that would be otherwise disallowed. 

 

12. The MAIF agreement does not cover electronic marketing 

 

 13. Research shows that implementation of the WHO Code in full has been shown to be an effective tool at 

protecting breastfeeding. 

 

 14. The MAIF agreement and its weak guidelines are unenforceable and have no consequences for breaches. It also 

does not apply to non-signatories. It is a toothless tiger that does not afford the protection that Australian mothers 

and infants deserve. 

 

As a medical professional (Consultant physician), mother and previous ABA breastfeeding counsellor and community 

educator,  I am horrified by the lack of governance of marketing of infant formulas. Breastfeeding saving lives and 

reduces many illnesses both in terms of frequency and severity. The long term benefits of breastfeeding are only 

just starting to be understood and we are now more aware of the social, psychological and environmental benefits 

of breastfeeding. This precious skill needs to be protected and promoted, not undermined by global companies 

chasing the mighty dollar. Australia needs to finally take breastfeeding protection seriously. 

 

Your sincerely 

 

Dr Natasha Smallwood BMedSci MBBS MEpi MRCP FRACP 

 

  

 

  




