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From the moment you tell the world you are having a baby  
and start looking for information online
You’re on the radar of formula milk marketing executives
They’re logging you on their future sales spreadsheet
Thinking up ways to take advantage of your fears and insecurities
You have a target on your back
Nothing will stop them from reaching you
And it’s not just one formula milk company
It’s all of them 
Spinning the truth about what’s in their products
Hiding behind people you trust online and in health care settings
Showing up wherever you turn for advice 
Piling on pressure to buy their products
At a time when what you really need 
Is some time to yourself
To just be
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