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Objectives

. To exposeritical activitiesandstages of the policy process
to translate the International Code into national measures

. To illustratemajor challengesxperienced during those
stages

. To exemplify how strategic actors were able to move forward
the Code througladvocacy effortan the nine countries
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A Context

A Alive & Thrive initiative
A Methods

A Critical activities at different stages of the policy process
A Conclusion



Professional Standpoint

Clinical
Community
Public
International

b2G | WfS3INEQ

International nutritionist wh
¥ @ engaged with strategic acto
in 9 countries

Practice Research







Globally, 90% of the burden afndernutrition
In 34 countries
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The International Code of Marketing of
Breastmilk Substitutes (The Code)

A International health policy
adopted by the WHA of the WHO

In 1981
- . Leiterrantivwsyl Coxde of Mok etinee
A Aim: To contribute to safe and e

adequate nutrition for infants, by
the protection and promotion of

BF, and by ensuring the proper use
of breastmilksubstitutes (BMS),
when needed, on the basis of
adequate information, and

through appropriate marketing

and distribution

(WHO, 1981)
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Targets

A Breastmilksubstitutes, feeding bottles and teats, infant cereals and
other foods when marketed for use as partial or total replacement fi
breastmilk

A Quality and availability of products, information for their use

Bans:

A Advertising of products to public or HPs

A Free samples to mothers, their families and health workers

A Promotion of products (e.g. product displays) in health care facilities

A Pictures of infants, or other pictures or text which may be idealizing
use of infant formula

A Nutrition or health claims

(ICDCI/IBFAN, 2013)
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A Governments

A Industry (the Baby Food Industry)

A Health professionals

A Non-governmental organizations (NGOSs)

Al 2yadzYSNEQ 2NBIFYATFGA2Y2




Why isthe Code important?

Estimatedvalue for global baby 44 800 OOO OOO

food and formula sales (44.8 billion US$)
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Gains for formula
companies

Resources
Invested In
breastfeeding



Alive & Thrive Initiative




Alive &Thrive (A&T) Initiative

A Initiative to save lives, prevent illness, and ensure healthy
growth and development

I through improved breastfeeding (BF) and complementary feeding
practices

A Funded by Bill & Melinda Gates Foundation, and the
governments of Canada and Ireland
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http://aliveandthrive.org/



http://aliveandthrive.org/

Major accomplishments
In Vietham

A Advertisement Law (2012) = bans the advertisement of
formula for up to24 months

A Decree 100 approved (Dec 2014) to further specify the
Advertisement Law

A Dissemination workshop for health staff (2014)
A Letter to formula companies

A Training workshops

A Media monitoring

A Fixed visits and visits upon violations




A&T Advocacy Approach
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Vietham became the spearhead of a

ENGEER  Movement ¢ Dissemination of its approach
: to others
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Realtime Evaluation of Progress

A Various documents to support and follow the implementation
of the Codeput limited information to understandhow to
translate the international Code into national measures

Internuntivwsal C ol of Marketine

of Brovesitnik Sudsties

(WHO, 1981)



