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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. 

• 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.  

• The MAIF agreement does not cover electronic marketing  
• Research shows that implementation of the WHO Code in full has been shown to be an 

effective tool at protecting breastfeeding. 
• 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. 

Yours sincerely, 
Frances Bilbao 

  
 

 




