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Abstract

Media can be a powerful communication tool to promote breastfeeding, influence

mothers' breastfeeding behaviour, create positive social norms and generate

support among stakeholders and policymakers for breastfeeding. However,

negative stories could deter women from starting or continuing to breastfeed.

This study aimed to describe the breadth and focus of the media coverage of

breastfeeding and the message frames that are found in three of the most widely

read national newspapers and three popular women's magazines in Great Britain

over a 12‐month period, as part of the Becoming Breastfeeding Friendly in Great

Britain (BBF‐GB) study. For this retrospective media analysis, 77 articles were

identified and 42 were included in the study for coding and analysis. We

conducted two content analyses to examine the articles' (1) message framing and

(2) alignment with the eight components of an ‘enabling breastfeeding

environment’ using the BBF Gear framework. Articles featuring breastfeeding

appear in British newspapers and women's magazines all year round. Twenty‐four

per cent had a neutral tone, while 59% predominantly focused on the positive

aspects or positive social support for breastfeeding, and 17% were predominantly

focused on the negative aspects or negative social attitudes towards breastfeed-

ing. The articles mainly focused on personal stories reflecting societal barriers

and positive shifts (68%), with 12% presenting an analysis of breastfeeding

evidence or barriers. There were fewer references to the legislation (5%) and

availability of funding (2%) and support (9%). There was no coverage of national

coordination and strategy, evaluation systems, or the political will to raise

breastfeeding rates.
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1 | INTRODUCTION

Breastfeeding is one of the most available and cost‐effective public

health interventions, impacting positively the health of both child and

mother. Increases in breastfeeding would see rates of obesity,

asthma, diabetes, and infectious diseases such as gastroenteritis, and

maternal cancers such as ovarian and breast fall significantly (Rollins

et al., 2016; Victora et al., 2016). Despite these benefits and the

recommendation by UN agencies that babies should be exclusively

breastfed for the first 6 months of life and continue to receive breast

milk to the age of 2 years and beyond, the prevalence of

breastfeeding remains low in the UK when compared globally

(Victora et al., 2016).

The reasons why women do not breastfeed are complex and may

be an interaction of physical, social and psychological factors

(Renfrew et al., 2012). A few of the most frequently cited reasons

include unrealistic expectations (Trickey & Newburn, 2014), per-

ceived insufficient milk (Public Health England, 2017), painful feeding

(Berridge et al., 2005), the desire for more sleep, embarrassment

feeding in public and prioritising immediate family well‐being (Smith

& Strand, 2008). Fathers also have an influence; the more fathers

know about breastfeeding, the more likely they are to support it

(Tohotoa et al., 2009). However, fathers can also have a negative

influence on breastfeeding rates, caused by the father's desire to be a

part of the feeding process (Merritt et al., 2019).

While media can be a powerful communication tool to promote

breastfeeding programmes, influence mother's breastfeeding be-

haviour and generate support among stakeholders and policy-

makers for breastfeeding (Pérez‐Escamilla et al., 2012), it can also

contribute to perceptions that breastfeeding is difficult for mothers

and potentially dangerous for babies (Brown & Peuchaud, 2008).

The media can help to discover public interests and legitimise them

as a problem, given its influence in determining which political

issues are most important and urgent to solve, hence establishing

political priorities in the public agenda (Ferré‐Eguiluz et al., 2020;

Bou‐Karroum et al., 2017). Despite the potential influence of

media, there is limited information on how media coverage has

influenced breastfeeding rates and affected the enabling environ-

ment (Bridges et al., 2018). This study was conducted to address

this gap.

This paper presents research on the media and breastfeeding,

undertaken as part of the Becoming Breastfeeding Friendly in

Great Britain (BBF‐GB) project. The BBF project is a global study

led by Yale University in the United States (Pérez‐Escamilla et al.,

2012). The aim of the project is to work with countries and

to empower them with their policymakers to explore the

current status of the breastfeeding environment in their country

and how it can be scaled up to promote, support and protect

breastfeeding.

From 2017 to 2019, England, Wales and Scotland went through

the BBF study process. The process is focused on an assessment of a

country using the BBF Gear model, a visual representation of the

components that comprise an enabling breastfeeding environment.

The model was developed based on global evidence and provides a

framework for scoring countries against 54 benchmarks related to

the eight interlocking gears (Pérez‐Escamilla et al., 2012). The gears

include (1) Advocacy; (2) Political Will; (3) Legislation and Policy; (4)

Funding & Resources; (5) Training and Programme Delivery; (6)

Promotion; (7) Research and Evaluation; and (8) Coordination, Goals

and Monitoring. As part of the BBF‐GB project, the University of

Kent withYale University conducted a media analysis of the top three

British newspapers and women's magazines. A similar exercise was

conducted in Mexico as part of their BBF work. A content analysis of

media articles in relation to breastfeeding was undertaken in Mexico

with the aim of exploring how media coverage influences the

breastfeeding‐enabling environment in Mexico. The study found that,

in general, the media coverage in Mexico focused on the strengths of

specific breastfeeding policies, and that there was limited news

coverage of key factors that negatively influenced or threatened the

breastfeeding environment (Ferré‐Eguiluz et al., 2020).

2 | METHODS

The aims of the media analysis were to:

1. Explore how breastfeeding is depicted in three top British newspapers

and three top women's magazines based on readership figures.

2. Understand the frequency with which breastfeeding is discussed

in these channels.

3. Review the content around the concept of breastfeeding,

including positive and negative coverage.

Key messages

• During the one‐year study period, articles featuring

breastfeeding appeared in the included British news-

papers and women's magazines all year round rather than

being focused on specific events, such as World

Breastfeeding Week.

• Articles mainly focused on personal stories and were

initiated by social media posts or discussions on

television by mothers, often celebrity mothers.

• While articles discussed the difficulties mothers face

during breastfeeding, they also detailed positive support

for breastfeeding, presenting a more balanced view.

• The articles did not fully reflect BBF's Gear Model

components for an enabling breastfeeding environment.

Most were categorised as promotion articles with fewer

advocacy pieces. There was little coverage of legislation,

services and funding while political support, breastfeed-

ing data and strategic oversight were not covered.
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4. Review the extent to which the articles cover the components of

a breastfeeding‐enabling environment (BBF gears).

The top three newspapers and magazines were selected due to

time and funding constraints of this project which meant not all

newspapers and women's magazines could be included. Print and social

media can be spread internationally, which can increase the potential

influence of international policies and people's attitudes (Robbins &

Dowty, 2019). Therefore, it is acknowledged that media from outside

of Britain can have an influence on policies and women's attitudes

toward breastfeeding in Britain. However, this study chose to focus

solely on British newspapers and women's magazines, as the study was

done especially to support the BBF‐GB work.

To achieve the aims above, the following research questions

were asked:

A. How do the three top British newspapers and three top women's

magazines (based on readership figures) frame the public

discussion of breastfeeding?

B. What breastfeeding topics and events are being covered, and in

what sections of the media (e.g., in the ‘health section’ or ‘news’)?

C. To what extent do the articles align with the BBF gears which make

up the eight components of an enabling breastfeeding environment?

2.1 | Design

A retrospective content analysis of the top three national

newspapers and women's lifestyle magazines ranked by sales

volume in Britain was conducted (Figure 1). Rankings were taken

from the website Statista.com (a provider of market and consumer

data) based on readership for both newspapers and magazines. The

list of newspapers and magazines was accessed 15 June 2018.

2.2 | Setting

Britain has 12 daily newspapers and 11 Sunday‐only weekly

newspapers distributed nationally (with additional other

newspapers being distributed locally). British newspapers are

often split into two distinct categories: (1) broadsheets (sometimes

referred to as the ‘quality press’) and tabloids (the ‘popular press’).

As a result of the Levison Inquiry (2011–2012)1, all newspaper

editors must follow the rules of the Editor's Code of Practice, and

any complaints about breaches of the Editor's Code of Practice are

investigated by the Independent Press Standards Organisation. A

recent national survey found that while TV remains the most‐used

platform for news by British adults, newspapers are still popular.

When combining the use of print newspapers and newspaper

websites/apps, 49% of British adults read newspapers in 2019

(Ofcom, 2019). The Daily Mail remains the most popular print

paper for 30% of British adults, followed by The Sun at 21%

(Ofcom, 2019). In addition to national newspapers, Britain has

numerous magazines published either weekly or monthly, aimed at

women.

2.3 | Search strategy

We searched only the online newspapers, as opposed to the print

versions. We searched the website platform of each individ-

ual medium listed in Figure 1 using the same search strategy and

terms:

“breastfeed” OR “breastfed” OR “breastfeeding“ OR

“human milk” OR “breast milk”

Results were filtered by date. Additionally, where the collective

search strategy failed to yield the full content of articles archived in

any given resource, search terms were searched independently from

one another. Finally, the term ‘human milk’ was searched both with

and without quotations; the quotations were included in the search

when searched in those databases (i.e., the online sites of the

F IGURE 1 Included media sources. Details of the newspapers and lifestyle magazines included in the media coverage review.

1A public, judge‐led inquiry set up by the then Prime minister David Cameron to investigate

the press after journalists at The News of the World were accused of illegally accessing the

voicemail messages on other people's phones, without their knowledge or consent.
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publications) where the application of the quotations affected the

final article yield.

2.4 | Media review

The search was performed on the newspaper and magazines'

online sites only and included stories published between 1 June

2017 and 30 May 2018. This date range was selected to be in line

with the BBF‐GB study criteria which focused on the same time

period when reviewing the gear evidence. The media search was

designed to meet the following inclusion criteria: (a) published

within the search timeframe; (b) related to breastfeeding in the

UK (stories on international breastfeeding events were excluded

as the study was done specifically to support the BBF‐GB work

which focused on country‐specific data and evidence); and (c) not

an advertisement.

Following the identification of 77 articles from the initial search,

two researchers (R. M. and C. S.) reviewed them to confirm that they

met the inclusion criteria. Of the 77 studies identified, only seven

came from the included women's magazines. Thirty‐four articles were

excluded, and one article was not available online by the time of the

review. The most common reasons for exclusion were: being on

another topic other than breastfeeding; breastfeeding just mentioned

very briefly in an article on something else (e.g., breast cancer)

(n = 16); or focused on breastfeeding outside of the UK (e.g.,

breastfeeding in another country with no comparison to the UK in

the article) (n = 16). A total of 42 articles were included in the final

sample, of which 37 were from newspapers and five from magazines

(Figure 2).

2.5 | Data analysis

A retrospective content analysis was conducted (Daly et al., 1997) to

explore the content of the articles and examine their tone,

categorising them as either positive, negative, or neutral towards

breastfeeding. One researcher analysed all the data (R. M.), with a

second researcher (T. E.) checking 20% of the media documents

(selected at random) to ensure coding consistency. The qualitative

data analysis software NVIVO (2019) was used to catalog and

categorise the articles as either positive, negative, or neutral towards

breastfeeding. R. M. added the full article text into NVIVO, then after

a thorough reading, categorised each article as positive, negative, or

neutral. These decisions were based both on the researcher's

perceptions, guided by the definitions presented below.

Articles were classed as neutral if they either focused on fact,

for example, simply reporting research findings with no spokes-

person giving personal comments or the newspaper/magazine

adding any additional information on the research findings, or if

they gave both positive and negative options in roughly equal

measure (i.e., tried to present a balanced argument, e.g., articles

might have one mother talking about the difficulties of breastfeed-

ing, as well as having another mother or a healthcare professional

talking about the benefits of breastfeeding, or articles might have

one woman talking about her difficulties, but then taking about how

she overcame them). Articles were classed as positive if over 80% of

the article focused on the positive aspect of breastfeeding, and

negative if over 80% of the article focused on the negative side of

breastfeeding (the percentage was based on content analysis as

opposed to word count). Other variables were also coded (Figure 3),

including:

F IGURE 2 Flowchart to identify media article review. Flowchart of media article selection. Of the 77 articles identified, 42 were included in
the final analysis.
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• where the article was placed (e.g., which section—health, lifestyle,

etc.) and

• article focus (e.g., research findings, health outcomes, personal

stories).

The codes identified were reviewed during analysis meetings

with R. M., C. S. and T. E. before the double coding was done.

We then analysed the content of the articles to understand how

well the components of an enabling breastfeeding environment (the

F IGURE 3 Coding structure. Articles identified were coded for type, focus and attitude expressed. Two reviewers reviewed the articles in
relation to attitude to try and reduce researcher bias.
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eight BBF gears) were represented in the print media discourse. The

BBF gears are Advocacy, Political Will, Legislation and Policies,

Funding and Resources, Training and Programme Delivery, Research

and Evaluation, Promotion, Research and Evaluation, and Coordina-

tion, Goals, and Monitoring (see Figure 4 for definitions). One

researcher (T. E.) analysed the 42 articles by first deeply reading both

the articles and comments sections (where available), then classifying

each by gear theme. The gear themes and article links were recorded

on an excel document. Some articles aligned with more than one gear

and were therefore recorded in each appropriate category. Each

article was then reread to check its relevance to the particular gear(s)

and to identify the emerging subthemes and summaries. The

document was then checked by R. M., followed by a discussion to

resolve any differences.

3 | RESULTS

Breastfeeding was covered in the media most months between 1

June 2017 and 30 May 2018 (10 months out of the 12 months) with

May and August having the highest frequency of breastfeeding

articles published (eight articles each month). The articles ranged

from 67 to 1365 words, with an average of 565 words per article.

Most articles were published in the ‘lifestyle’ sections (31%) or in

the ‘TV and showbusiness’ sections (19%). Only 13% of articles were

published in the ‘Health’ sections (Figure 5).

Most articles (59%) were focused on personal stories from

mothers. Ten per cent of the articles detailed findings from research

articles, and seven per cent were focused on policy issues, such as

relevant work‐related policies—the need for a suitable space to

express at work, and so forth (Figure 5).

Fifty‐nine per cent of the articles predominantly focused on the

positive aspects or positive social support for breastfeeding. For

example, an article published in January 2018 in the Daily Mail

newspaper, lead with the heading: ‘New mum Ferne McCann wraps

up as she enjoys the day out with two‐month‐old daughter Sunday…

after revealing her weight loss is down to breastfeeding’.

Seventeen per cent were predominantly focused on the negative

aspects or negative social attitudes toward breastfeeding. For

example, an article in the Daily Mail newspaper published in February

2018, detailed a negative situation that had arisen when a mother

tried to breastfeed in a supermarket café. The mother explained how

she had been directed to breastfeed in a storage area which was

‘unsafe’ and she was made to feel ‘ashamed’ of breastfeeding. The

mother said: ‘I don’t understand how such a big company can feel like

that, especially when they supply everything for breastfeeding. There

were only about four other customers in the cafe, and it is not as if I

get my whole breast out; it is all very discreet.'

Twenty‐four per cent of the articles had a neutral tone. A neutral

tone was evaluated as providing an equal (or near equal) mix of both

positive and negative information. For example, one of the personal

stories identified in the women's magazine titled Woman and Home,

detailed several female TV celebrities who had discussed their own

experiences of breastfeeding on the lunchtime show Loose Women

(a British talk show that broadcasts on ITV weekdays from 12:30 pm

to 1:30 pm, similar to TheView show in the United States). The article

detailed how the show's panelists talked about their own experiences

of breastfeeding, such as: ‘I had a terrible experience and I persevered

and persevered and I'm really glad I did preserve because there is no

doubt about it. There is nothing else on the planet that is brilliant as

breastmilk. These incredible bodies we have, women, make this

incredible thing called breastmilk’ and ‘It was horrendous from start

to finish…But the main thing is that you have that sense that you are

a rubbish mum, you're a failure. As much as I agree you should push

breastfeeding, of course, it's the best thing for the baby, but I don't

think you should be made to feel [like a bad mother].’

Our analysis of how the media documents related to the BBF

gear themes that constitute an enabling breastfeeding environment

showed that the majority aligned with the Promotion theme (n = 31,

72%), followed by Advocacy (n = 5, 12%). Beyond this, there were

few references to Training and Programme Delivery (n = 4, 9%),

Legislation and Policy (n = 2, 5%) and only one reference to Funding

and Resources (n = 1, 2%). There was no reference to the Political

Will, Research and Evaluation, or Coordination, Goals and Monitoring

themes (Figures 6 and 7).

The promotion theme incorporated a wide range of articles,

describing both the societal barriers to breastfeeding, such as the

sexualization of breastfeeding and breastmilk, poorly trained staff

members acting contrary to company policy, and unrealistic

expectations of women and mothers to conform to societal norms

around body image and work, and a lack of diversity in the

breastfeeding information—to a perceived cultural shift in favour of

breastfeeding through the sharing of positive breastfeeding photos,

use of donor milk banks, a recommendation to improve young

people's knowledge of breastfeeding through the school curriculum

and discussion of the beneficial, protective and healing properties of

breastmilk and breastfeeding for both infant and mother. One

celebrity noted the lack of visibility of breastfeeding, ‘I think one of

the biggest problems in our society is that we don't see it. We're one

of the very few cultures where we don't see it’ (Nadia Sawalha;

Woman and Home article) with another mother noting how the

information available lacked diversity and how she was seeking to

address this at a local level. ‘I often seek out information [about

breastfeeding], but the pages and hashtags are usually consumed

with women who look nothing like me. It's only until I narrow down

my search to include the word ‘black’ that the results begin to feel

inclusive. I use my own social media as a way to be a resource for

other women who feel like they don't see themselves’ (Cosmopolitan

article). The ‘promotion theme’ articles were more often presented as

personal stories and were mixed in their presentation of breastfeed-

ing and the reader response. Within articles, positive social media

responses were frequently cited as part of positively framed stories,

such as, ‘Bravo for posting such a natural and beautiful thing. I always

appreciate when public figures help in re‐normalising the most

natural thing in the world’ (Prima article). The comments sections

expressed both positive and negative responses. For example, in
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response to a Daily Mail story, ‘I couldn't give her what she needed…

but these women stepped in’, readers varied in their response to this

article about a mother who used donor milk after her cancer

diagnosis and mastectomy from ‘well‐done mum‘ to ‘she could have

used formula nothing wrong with it’.

Those articles relating to Advocacy centred around two

sub‐themes: citing research evidence illustrating the positive impacts

of breastfeeding, for example, through reducing allergies, which

presents the breastfeeding evidence as a starting point for better‐

informing guidelines for preventing food allergies, and the benefits

F IGURE 4 Definitions of BBF gears (Ferré‐Eguiluz et al., 2020). Definitions of the BBF gears were used to support the coding of the print
media articles (from Ferré‐Eguiluz et al., 2020).
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for mothers’ and babies’ mental and physical health; and calling for

accessible peer support delivery in line with national guidance

and with a particular action in deprived areas to reduce health

inequalities.

The Legislation and Policy theme aligned with just two articles

which explore the poor implementation of maternity rights and

policy in practice at work and public places which can pose a risk

to breastfeeding and its continuation. The articles present the

mismatch between the experience of mothers and the policy ‘(the

mother) was sent to a storage area, filled with old Christmas

decorations, by staff at a supermarket while trying to feed her

baby… In a statement (the company) said it was a ‘misunderstand-

ing’ of its company policy on behalf of the staff and said that

customers are welcome to breastfeed in all their cafes’ (Daily Mail

article).

Under the Training and Programme Delivery theme, articles

highlight the gaps in local provision and information for mothers,

with some criticism of a focus on ‘why breastfeed’ over ‘how to

breastfeed’. These stories aligned with those classified under the

promotion gear which described mothers reaching out through social

media for advice and struggling to understand or get help for pain or

difficulties while breastfeeding. One article in particular detailed a UK‐

wide study describing the inadequate and inconsistent levels of peer

support provision, with a commentator noting that alongside accessible

peer support provision that was appropriately targeted, action was

required to promote breastfeeding at the societal level.

F IGURE 5 Where articles are placed in the newspapers and magazines (by percentage). Details where the articles were placed, with the
highest percentage of articles coming under the lifestyle section in the newspapers and magazines.

F IGURE 6 Article focus (by percentage). Details the focus of the identified articles, with the highest percentage having a personal focus, and
telling mothers' own stories of breastfeeding.
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F IGURE 7 Content analysis of newspaper articles, by relevance to the BBF gears. Presents the number of media article references recorded
and the themes and subthemes identified in line with each of the BBF gear components.
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The Funding and Resources gear had only one reference. It

was made by the authors of the UK‐wide peer support study

noting that spending for breastfeeding peer support services was

inconsistent, with some areas experiencing underfunding and

others receiving ‘significant local investment. But, the authors

say, this was piecemeal and not matched to investment’ (Guardian

article).

4 | DISCUSSION

This study was conducted to try and understand how the most‐read

British newspapers and women's magazines frame the public discus-

sion of breastfeeding, as well as determine what breastfeeding topics

and events are covered the most. In relation to these aims, this study

found that media coverage of breastfeeding was often positive and

F IGURE 7 Continued
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frequently focused on mothers' experiences of breastfeeding. Other

women discussing the reality of breastfeeding may be helpful for

mothers and help them realise they are not alone if facing difficulties.

However, it may also deter some women from starting breastfeeding if

an article focuses too much on the negative experiences, as many

women's experiences of breastfeeding are ‘bittersweet’, for example,

they feel tired and may experience sore nipples at times, but also enjoy

the closeness with their child (Davie et al., 2021).

There seemed to be no pattern in relation to when the

breastfeeding articles appeared in the media, and during World

Breastfeeding Week (in August) and National Breastfeeding Week (in

June for England, Scotland and Wales), there were fewer articles

published than in the month of May. This can be regarded as a

positive as when a topic appears in the media more consistently, it

can be more effective in shaping public opinion and influencing

decision‐makers (Liu et al., 2018).

Media can influence how people think about a topic, such as

breastfeeding, helping people think about what are the causes, the

seriousness and the possible solutions (Buckton et al., 2018). Framing

these issues in the media could shape how mothers and the wider

population and policymakers think about breastfeeding (Liu et al.,

2018). Therefore, it is important that the British media keep

publishing breastfeeding articles. However, it might help other

women when they are deciding whether to breastfeed or not, to

give a more balanced view of breastfeeding, talking about issues

women face, as well as the benefits of breastfeeding. These benefits

should not be solely health‐focused; instead, they should also talk

about the psychological benefits for both mothers and babies.

In relation to the BBF gear components of an enabling

breastfeeding environment, the articles analysed focused primarily

on Promotion, then Advocacy. Articles were often driven by TV

debates or people posting pictures on social media (which were then

written into articles). While a number of the articles crossed over

more than one thematic/gear area, for example, by presenting a

personal story then moving on to cite the guidance or evidence—

sometimes in bold or italics for emphasis, the readers’ comments

suggest that even with the positively framed information or articles,

some negativity about breastfeeding and breastmilk is entrenched

and will require a more complex promotion strategy and gear‐wide

action to start to address the weaknesses in the breastfeeding

environment. As the BBF Gear model suggests, there are wider

contributory factors and some media articles explored the weakness

of some maternity rights and breastfeeding protections in line with

the Legislation and Policy gear. Yet their main focus was on

breastfeeding in public with sparse or no analysis of the support

available for mothers to return to work or the influence of formula

milk marketing in the UK. One article under the Training and

Programme Delivery and Funding and Resources gears explored

research exposing the geographic disparities in peer support

provision which can leave parents feeling isolated as well as

suggesting a lack of evidence‐led commissioning. These inconsisten-

cies emphasised the value of national leadership and oversight

supported by and driving consistent data collection (Political Will;

Coordination, Goals and Monitoring; Research and Evaluation gears);

however, these critical components were absent in the print media

discourse analysed here.

This study has some limitations. We only focused on three

newspapers and three magazines and recognise that there are many

other print publications within the British media. We also did not look

at news articles outside of the British media which may have an

impact on attitudes and perceptions in Britain due to the remit of the

BBF study. However, it is likely that international media has an

impact on those living in Britain. Another possible limitation is that

two of the British papers are regarded as tabloids (The Daily Mail and

The Sun), so a review of other broadsheets, such as the Telegraph or

the Times may have produced different results. We did not examine

social media activities, or radio and TV coverage. Social media

potentially has the power to impact positively breastfeeding rates, by

creating positive social norms, and in recent years have seen celebrity

mothers such as Chrissy Teigen, Pink and Samantha Faiers, who have

shared posts of them breastfeeding online. This might also make

mothers feel more comfortable about sharing such images or

discussing breastfeeding on a social media channel. The search was

also restricted within a period of a year to fit with the BBF process

criteria. However, this might limit the generalisation of the findings.

Deciding whether an article is positive or negative is subjective and

therefore different reviewers might interpret the findings differently

although we attempted to mitigate this with a second reviewer.

While our study looked at the British print media over a 12‐

month period, another study (Henderson, 2000) analysed television

programmes as well as articles from British newspapers in relation to

a reference to breast or bottle feeding over a 1‐month period (in

March 1999). The study found that bottle feeding was associated

with ‘ordinary’ families whereas breastfeeding was associated with

middle‐class or celebrity women. The study also concluded that the

health risks of formula milk and the health benefits of breastfeeding

were rarely mentioned, and the media seldom presented positive

information on breastfeeding.

This study would suggest that since 1999, there has possibly

been a positive shift in coverage around breastfeeding. However, it

has been argued that through clever marketing, the formula milk

industry still has formula milk positioned as the choice of the ‘hard

working’ family, and as a women's right to choose to breastfeed

(Hastings et al., 2020; Merritt, 2018). With this in mind, the findings

from this study support the need to design strategies to engage

journalists and the media much more in covering diverse aspects of

breastfeeding and to give positive and well as negative experiences

from mothers, and ensuring that breastfeeding is normalised for all

mothers, regardless of socioeconomic status.
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