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Site Visits in Ottawa

e visited public areas looking for products containing formula advertising &
marketing including ads and free samples or free bottles

* |ooked for informational pamphlets & magazines (ads & coupons)

* visited pharmacies, doctor’s offices & family health clinics, hospital

Internet Searches using Google
* searched sites designed & used by new mothers or pregnant women
* targeted formula company websites
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Breastfeeding is a natural way of providing nutrition to infants and has

many positive health benefits for mother and baby [1]. Health Canada
recommends exclusive breastfeeding for six months and then to introduce
healthy foods while continuing to breastfeed for a minimum of two years [2].

CONCLUSION

 Formula companies implement numerous strategies as a means to
expose Ottawa’s pregnant women & new mothers to their products

 Found advertisements at health centres, businesses, & pharmacies,
as well as with several internet searches

 Accumulated variety of products revealing formula advertising &
marketing strategies

* We were overwhelmed with formula ads & offers prompted by our
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In Canada, breastfeeding initiation rates are about 87% [3], but 21% of mothers
stop by 1 month and 46% have weaned their babies by 6 months [4]. Of the
babies who continue to breastfeed, by 4 months only 44.2% of these babies are
exclusively breastfed and by 6 months the percentage drops to 25.9% [3].

While the reasons for weaning or using formula supplements are complex, direct | y ) Internet searches (i.e., our searches trlggergd tfle topic)
marketing of infant formula to mothers contributes to supplementation which ~ ficopter | In the end, we I?elleve we answered the question, “What types of b.aby
can lead to premature weaning [5, 6] ;"Da . ad | formula marketing do pregnant women & new mothers encounter in

Ottawa?” with many examples of the types of marketing & advertising
that Ottawa women encounter.

Given the detrimental effects of baby formula marketing on breastfeeding rates,
the World Health Assembly adopted the World Health Organization's (WHO)
International Code for Marketing of Breast-milk Substitutes (the Code) in 1981
to promote, protect, and support breastfeeding [7]. WHO does not enforce
the Code, it is up to member states to enact a law. There is no law in Canada
to enforce the Code and prevent such marketing.
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This study was conducted to determine the formula advertising & marketing
strategies pregnant women and new mothers in the city of Ottawa encounter.
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