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Morals: 
Personal 

standards of     

right and wrong

Ethics:              
A system of 

moral principles 

Rules of 

conduct based 

on morals

Four Levels of Moral Discussion
Veatch, R.  The Basics of Bioethics, 2nd edition.  Saddle River, NJ: Prentice Hall, 2003. 

Metaethics

(How people know what is right)

Normative Ethics
(Principles of morally right actions)

Rights & Rules

(Codes of Professional Conduct)

Individual Cases

Rights—for those       

acted upon

Patient Bill of Rights:                                                  

“A patient has the         

right to privacy.”

Rules—for those with                                                    

a duty to act

• Hippocratic Oath:                                                   

“First do no harm.”

• IBLCE Code of Professional Conduct:  

“Preserve the confidentiality of clients.”

How We Apply Rules

Antinomianism                                             Legalism

Situationalism Rules of Practice
(Rules of Thumb)                   (Guidelines)

No Rules Apply                                   Rules Apply Rigidly
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Guidelines for Ethical Practice

IBLCE Code of 

Professional 

Conduct (CPC)

www.iblce.org/upload/downloads/  

CodeOfProfessionalConduct.pdf

Photo credit:  Mary Jane Chase, RNC, MN, CCE, IBCLC

8 Principles

1. Provide services 

that protect, 

promote and 

support 

breastfeeding

2. Act with due 

diligence

3. Preserve the 

confidentiality of 

clients

4. Report accurately and 

completely to other 

members of the 

healthcare team
5.  Exercise 

independent 

judgment and 

avoid conflicts 

of interest

6. Maintain 

personal 

integrity

7. Uphold the 

professional 

standards expected 

of an IBCLC

8. Comply with the 

IBLCE Disciplinary 

Procedures

A crucial part of an IBCLC’s duty to 

protect mothers and children is adherence 

to the principles and aim of the 

International                                

Code of Marketing of             

Breast-Milk Substitutes 
and subsequent relevant                      

World Health Assembly (WHA) resolutions
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From One 
Code to 
Another

The International 

Code of 

Marketing of 

Breast-milk 

Substitutes

History/background 

The Code applies to the marketing of 

the following products: 

•

Breast-milk substitutes
• Infant formula
• Any food or drink that 

replaces human milk ≤2yr 

Feeding bottles & teats

Restricts advertising, 

not selling

What Other Marketing 
Restrictions Exist?

NOT Covered 
by the Code

• Mother’s milk 

storage containers

• Pacifiers/dummies 

Are they teats?

Merriam-Webster 

online dictionary, 

teat:

1. the protuberance through 

which milk is drawn from 

an udder or breast : nipple

Why the 

Code Exists

• Breastfeeding 

decline & rise in 

infant deaths

• 1939—Dr. Cicely 

Williams spoke to 

Singapore Rotary 

linking non-

human milks to 

infant death
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Unethical marketing 

of infant formula

• Billboards with 

photos of fat, 

happy babies

• Formula company 

employees dressed 

as nurses handing 

out formula samples 

in hospitals

1977:

• INFACT launches 
Nestle boycott 

• Book The Baby Killer

results in lawsuit 

1978:

• US Senate hearings 
referred issue to 
WHO and UNICEF for 
international consensus

How the Code 

Came Into Being

1979

• UN & UNICEF 

recommended an 

international code of 

marketing

• 4 drafts over 18 months, 

each weaker

• US lobbied against the Code 

and Reagan administration                         

instructed representatives                          

to vote against it

1981: 

• Adopted May 21 at the 

World Health Assembly

‒ 118 in favor, 1 against 

(US), 3 abstentions

‒ Rejected by US—said 

WHO should not           

involve itself in  

commercial issues 

• Compromise document                            

and minimum standard    

• Meant for whole world                                          

Aims of the Code        

Protect mothers & babies 

from inappropriate   

marketing practices 

Ensure mothers get 

accurate information 

from health workers 

Study: Infant Formula Ads 
Reduce Breastfeeding

http://www.phdinparenting.com/2011/11/20/infant-formula-
advertising-does-influence-mothers/#.T14zqfW8F8E
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In the U.S. Formula Marketing 
Decreases Confidence

Ads fostered doubts about 

quality of their milk: 

“Wow, formula has [DHA] 

& maybe I have to                      

be eating fish or                               

taking supplements               

for that to get through              

to my baby.”

Parry, et al. Birth 2013; 40(2):115-24

Ads left impression 

that their milk could 

not resolve infant 

issues like formula

“You can’t change 

your milk, but I can 

change my formula 

and maybe that will 

solve my problem.”

Parry, et al. Birth 2013; 40(2):115-24

The ads conveyed an 

expectation of 

breastfeeding failure

“More than likely, 

there will be an 

occasion where you 

will probably need to 

use formula.”

Parry, et al. Birth 2013; 40(2):115-24

When ads were 

given by HCPs, this 

was interpreted to 

mean exclusive 

breastfeeding is not 

important

“I don’t think the 

doctor would give it 

to me if it wasn’t 

recommended….”

Parry, et al. Birth 2013; 40(2):115-24

Under the Code, affected companies may not:

• Give free infant formula or gifts to hospitals, 

health workers, or parents

• Promote their products to the public 

• Seek contact with or educate pregnant  

women or mothers with children up to age 3
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Under the Code, 
affected companies 
are limited                          
to providing 
health workers with 
scientific & factual 
information 

Product labels & 
packaging must:

• Be in a language the 
mother understands 

• Include prominent 
health warnings

• Not idealize baby milk 
or feeding bottles in  
pictures or text 

Health Workers & the Code

Article 7. 

Health workers 

Should encourage 

and protect 

breastfeeding

Should make 

themselves 

familiar with their 

responsibilities                

under the Code

7.3 No financial or 
material                                                                             
inducements                                                                                 
to promote                                                                                   
products                                                                                
within the scope 
of this Code 
should be 
offered by                                                                       
manufacturers                                                                                   
or distributors                                                                                                       
to health workers or their families. 

7.4 Samples of infant formula 

or other products should not 

be provided to health 

workers except for 

professional evaluation or 

research at the institutional 

level.

Health workers should not 

give samples of infant 

formula to mothers or their 

families.

Evenflo, Ameda & the Code

My own  ethical dilemma:

5.1 There should be       

no advertising or    

other form of promotion 

to the general public   

of products within the 

scope of this Code.
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“The truth does 

not change with 

our ability to 

stomach it.”

--Flannery O’Connor

Marketing of Feeding Bottles             

• Dr. Brown: “As close to 

breastfeeding as your 

baby can get”

• Avent: “Results more 

like breastfeeding than 

any other bottle”

• Munchkin: “Match 

mom’s natural flow”

Evenflo, Ameda & the Code

Marsha Walker, RN, IBCLC

• Past President, ILCA

• Executive Director, National 

Alliance for Breastfeeding 

Advocacy (NABA)

• Leads workshops to train U.S. 

Code monitors

• Reports U.S. Code violations to 

international groups

• Author, Selling Out Mothers and 

Babies & Still Selling Out Mothers 

and Babies

Evenflo, Ameda & the Code

Goal: To do the right thing

Desired results: 

• Promote breastfeeding more effectively

• Increase awareness of the International 

Code in the U.S.

• Raise the bar for other companies

What effects would 

Code compliance 

have on Evenflo?

• Time

• Expense

• Reaction from 

the breastfeeding 

community
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Creating a Process 
Decision-Makers

International groups are lateral organizations 

with no one person or organization in authority

Betty Sterken – INFACT Canada

• IBFAN’s expert on labeling/packaging

Annalies Allain – ICDC IBFAN Penang

• Expert on and an author of the Code

Joo Kean – ICDC IBFAN Penang

• Legal counsel to ICDC

Mike Brady – Baby Milk Action, UK

• Facilitates Nestle boycott, expert on EU regulations

David Clark – UNICEF New York attorney

IBFAN                                         

International Baby Food Action Network (1979), 

a network of organizations working to:

• Ensure the International Code and resolutions 

keep pace with marketing trends 

• Enact them as law or equivalent in all countries

• Independently monitor violations and encourage 

enforcement of laws or equivalents 

International Dutch foundation hosted 

in Penang Malaysia to:
• Collect and analyze information

• Draft legislation and other measures 

to implement the Code

• Serve as a training/publications unit

International Code Documentation Centre 

1991—ICDC “born” at meeting in the Hague 

commemorating Code’s 10th anniversary

IBFAN & ICDC Activities Code Monitoring
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Evenflo, Ameda & the Code

• Where to start?

• This was the last 

Evenflo print ad—

2005 New  Parent

magazine

• Since then, Evenflo

had done no direct 

advertising of bottles 

or nipples to parents

Evenflo, Ameda & the Code

• Becoming Code compliant

Infant Feeding 
Information          

• Removed from website 

(breast & bottle)

• No more booklets, 

handouts, publications 

for parents or providers

• Website featured only 

a referral list of  

non-commercial 

breastfeeding resources 

Contact with Mothers? 

5.5: “Manufacturers and distributors, in their 

business capacity, should not seek direct or 

indirect contact of any kind with pregnant 

women or with mothers of infants 

and young children”

Gerber has 24-hour toll-free helpline 

that fields 650,000 calls each year 
from parents

Evenflo’s Parent Link 
Resource Center 

• Is providing contact information or a 

phone number to call with questions a 

violation of Article 5.5?

• International regulations (ISO 13485 

certificate) require consumers have a way 

of contacting manufacturers with 

questions or problems with a product 
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What Can Be Discussed?

Yes No
• Questions on products

• Breast pumps

• How they work

• Assembling 

• Cleaning 

• Replacement parts

• Problems with the 

product

• Personnel answering 

Parent Link have been 

trained in these issues 

• Questions related to 

breastfeeding

• Insufficient milk

• Pumping schedules

• Breast or nipple 

problems

• Infant related issues

• These questions are 

referred to the list of 

breastfeeding resources or 

to Ameda LCs

Criteria for Packaging                        

• No idealization—no 
pictures of babies

• No comparisons to 
the real thing

• Warnings about 
inappropriate use

• Instructions for proper use

• Only factual information 

Slide credit: Marsha Walker, RN, IBCLC

Slide credit: Marsha Walker, RN, IBCLC

Slide credit: Marsha Walker, 
RN, IBCLC Slide credit: Marsha Walker, RN, IBCLC
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Oh Oh - A Glitch                               
Consultation and Collaboration           

at its Best

• “Best for Baby” slogan on feeding 

bottles/teats imply they’re better for babies 

than breastfeeding

• On Code-covered products Evenflo changed 

slogan to “Breastfeeding Best for Baby” to 

reinforce commitment to breastfeeding

Marsha Walker 
at 2008 ILCA Conference

• The leadership taken by 

Evenflo sets a vital standard 

for manufacturers and 

distributors of infant 

feeding products

• Evenflo is the first and only 

bottle manufacturer and 

distributor who meets its 

obligations under the Code Slide credit: Marsha 
Walker, RN, IBCLC

ILCA and the Code

Practical Implications                     
from April 2009 ILCA eGlobe

Q. Our coalition has a conference every year. 

Must we discontinue inviting as a vendor a 

company that does not meet its 

obligations under the Code?

A.  If your group is an ILCA affiliate                 
then only companies that                                  
meet their obligations under the 
Code should be invited as vendors 
or funders of your conference. 

While the Code itself allows non-
compliant companies to exhibit, 
as long as their information is 
scientific and factual, and as long 
as it is a professional venue,  
ILCA’s by-laws go beyond that, and 
state that affiliates may not do this.
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Q. Must I discontinue 

selling products from a 

company that does not  

meet its obligations 

under the Code? 

I could go out of business 

or my shop would have 

to close if they could not 

sell products from this 

manufacturer.

A. Business considerations are not             
the criteria by which to determine               
if a company is in violation                       
of the International Code. 

By selling products from a             
manufacturer of products                          
that come under the scope                        
of the International Code,                       
you become a distributor 
and have special obligations 
under the Code. 

A. (cont.) You cannot have those products 
prominently displayed (marketed) to mothers, 
although they can be a part of your stock, 
available for purchase by request.  

If the manufacturer violates the International 
Code in the way it markets bottles and teats,                
then you are also a part of that chain,               
and become complicit by association. 

As a lactation consultant you need to                        
take into account these ethical and     
professional standards implications.  

Anyone selling products covered by  the Code is a 

distributor and must uphold its retail guidelines:

� No advertising of 

these products

� No samples

� No special displays such 

as product pyramids

� No shelf talkers or 

window displays

� No discount coupons

� No giveaways or 

special sales

� No tie-in sales

“Lactation consultants have                          

a unique obligation 

because of their 

direct involvement with              

mothers and infants and 
infant feeding, thus the 

ethical concerns                        

are of huge importance.”
--from April 2009 ILCA eGlobe

Marsha Walker       Elisabeth Sterken

NABA/IBFAN           INFACT Canada 

/IBFAN North America 

More Developments

Call to Action: US DHHS & CDC

• Purpose: Set 2020 

breastfeeding goals

• 8/13/09 meeting of for-profit 

companies

• One step forward to a 

breastfeeding friendly culture
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My Day of Reckoning

“The truth does 

not change with 

our ability to 

stomach it.”

--Flannery O’Connor

Another Major Change
And a Surprise

ILCA 2012

Ameda is now             

an independent 
company                      

that does not 

manufacture or sell 
products covered      

by the Code
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The Code & Social Media

Mommy Bloggers Paid            
to Promote Formula

Is the International Code Still Relevant  

in the Information Age?
--Norma Escobar, IBCLC, Mexico City

http://lactationmatters.org/2013/03/14/the-international-code-

is-it-still-relevant-in-an-information-age-part-2/

http://lactationmatters.org/2013/03/14/the-international-code-

is-it-still-relevant-in-an-information-age-part-2/

Free Apps Recommend Using Formula                  
“To add a little more predictability to your life” A Fan of 

Facebook’s 

Unlatched 
breastfeeding 
support group 

received this 
email when 
her baby was 

3 weeks old

Fighting 
Back with 

Social 
Media 
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Moral of the Story

Each of us has opportunities 

to promote breastfeeding

Every step moves our 

culture forward

* Improve  practices

* Eliminate formula 

marketing 

* Raise awareness of 

International Code

For more information, 

please contact:
Baby Milk Action at  

http://www.babymilkaction.

org/contact-us

Questions?
nancy@nancymohrbacher.com

www.NancyMohrbacher.com 
Facebook.com/NancyMohrbacherIBCLC

Pinterest.com/nancymohrbacher
@BFReporter

www.BreastfeedingMadeSimple.com

~


