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The Code prohibits advertising of feeding 
bottles and giving them as free gifts. 

This advertisement offering a free bottle opens: 
“Breastfeeding is an amazing way to bond with your 
baby, but sometimes you need to take a break and let 
Daddy or Grandma feed you baby too.”

This advert headlined “Feed your baby the natural 
way“ states “Babies love them too, as clinical studies 
from Chicco’s research centre in the USA revealed that 
nine out of 10 babies immediately accepted the teat the 
�’�T�U�V���V�K�O�G���V�J�G�[���W�U�G�F���V�J�G���D�Q�V�V�N�G�U���l There is no reference 
for this study.

An advert headlined “Tried and Tested” contains 
endorsements attributed to mothers claiming 
that the bottles reduced their child’s wind and “I’d 
recommend them to any new mums out there.” 

The article below headed “Brilliant Bottle!” might be 
taken to be a product review, but it is another paid-
for advertisement.

Chicco promotes its bottles “For a NATURAL & EASY 
LATCH ON as mother’s breast”. 

None of the statements required by law in information 
�R�Q���L�Q�I�D�Q�W���I�H�H�G�L�Q�J���U�H�J�D�U�G�L�Q�J���W�K�H���G�L�f�F�X�O�W�\���R�I���U�H�Y�H�U�V�L�Q�J��
a decision to introduce bottles have been found in 
any Chicco advertising. 
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