Dietary Foods Industries

Digital marketing of
breast-milk substitutes (BMS)
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ISDI members comply with all national laws of countries in which they
operate,* but different entities have emerged in the last 20 years.
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ISDI members support efforts by national governments to ensure

that compliance with national laws and regulations extends to
the entire value chain and all stakeholders in the digital
ecosystem, and not just BMS manufacturers.




However, BMS — including their composition, manufacture and
marketing — are already among the most strictly regulated of all foods.
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Local antitrust laws often preclude manufacturers from taking
AND down third-party content even if that content breaches the
WHO Code or national law.
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Given the complexity of the digital environment,
input from WHO's Chief Information Officer would be
valuable as WHO Members further deliberate this issue.
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