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This Codefor CommercialCommunicationss
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At PernodRicard,we are proud of our brands Our communications
aroundthe world employa highlevelof creativity We alsoknowthat
abuseor misuseof alcoholcanleadto individualand societalissues
such as excessivedrinking, drinking and driving, or drinking by
minors We therefore believeit is our responsibilityto apply high
standards to the content and placement of our commercial
communicationsincludingthe fast-evolvingdigital media

I FAQ I

Preamble

The content of our commercialcommunications
is of critical importancefor our reputation and
our legitimacy as a responsiblestakeholderin
the alcoholindustry.

PERNORICARDasadoptedthis set of rulesas
its own internal Code for Commercial
Communicationswhich will apply to all its
advertisingand marketingaroundthe world.

Everyoneinvolvedin marketingor salesof our
brands in PERNOLCRICARDemployees must
comply with this Code for Commercial
Communicationsind ensurethat our advertising
is also compliantwith relevant national laws or
codeswhichmustbe upheld,

In caseof conflicts,the relevant national codes
mustbe followed.
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Commercial Communications include:

A ATL

A Internet. websites, social media (campaign
conceptbut no singleposts),

A Collaboration

A Sponsorship

A Packaging

A Innovation

A Promotion(BTL)

No-alcohol and lower-alcohol alcoholic brand
extensionsare not an exceptionto the Codefor
Commercialcommunicationsand must comply
with the provisionsregardingnot havingprimary
appealto minors

Agency partners, and any ambassadors or
influencers, must be duly informed and/or
trained on thesestandardsaswell.

For any advice, guidanceor implementation of this
Codeaswell assubmission®f campaigngor approval,
pleasecontactthe ResponsibléMarketingPanel(RMP)
at RMP@pernoefricard.com.



mailto:RMP@pernod-ricard.com

Responsible Marketing Panel

I APPENDIX Fastnieo, Fiegi)

@ @ INTRODUCTION I GOLDEN RULES I FAQ

Commercial communications

Commercial communications to be submitted

to the RMP Basic principles

All brand advertising or marketing communications to consuménat: CommercialCommunicationsshould

wenhancecustomerawarenes®f a product/ brand,

wshowcaseninnovationor new product/brand A be legal (obviously), of good taste and truthful and conformto accepted

principlesof fair competitionandgoodbusinesgractices
Regardless of the medium used e.g. :

L print, A be prepared with a due senseof social responsibility and be basedon
L broadcast, principlesof fairnessand goodfaith;

b social media, N _ _

L packaginglabeling A not offend prevailingstandardsof decency,be unethicalor use degrading
b internet, stereotypesor situations

L sponsorship _ _ _ _ o

L consumer andrade promotion, CAUTION: This Code contains guidanceon CommercialCommunicationso
L merchandising, reacha highlevel of ethicsbut if stricter rulesexistin the country of execution,
b sampling they shouldbe followed.

b

point of salematerial

TheCodeappliesto all commercialcommunicationsover which PernodRicard PERNORICARBhouldnot:

teamshavefull editorial control from beginningto end.
Theyalsoincludeinnovationssuchas:

- productsentirely new to market,

- innovationswith a significantchangein labeling,packagingor flavor,

A Produceany alcoholic beverageproduct that contains excessiveamounts
of addedstimulants (1).

A Market any alcoholic beverageproduct or promote any beveragealcohol
combination as delivering energizingor stimulating effects (e.g. spirits
mixedwith an energydrink).

(1)e.gmore than 200 mg/l of caffeinleased on a consensus of research and regulatory information, as
outlined inthe report Stimulants Added to Alcohol Beverages: Research Review and Discussion.



http://www.producerscommitments.org/wp-content/uploads/2015/09/StimulantsResearchReview.pdf
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RMP Approval Process

[ >
L,_I You can have a look at the Code for Commercial communications at anytime during the process.

Ask for Advice*
+ upload your assets

@ RED ASSESMENT: Rejected

= must be re-submitted
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] Confi .
onfidential
a > RMP Platform deliberations X Approved subject to
ﬁ' https://rmp.pernod-ricard.io/ of the RMP %" modifications
(- [‘ Approved with NO restrictions
Formal | 1 -(9
Compliance
P submission® 7 working days
load
;Sige)tc;a your Monthly report of the

oYy campaigns submitted to

*Ask for Advice: send a temporary project to talk about it ﬂ:ie GOME]i{ ’ ASk for
with the RMP on the platform. It will be resubmitted for final - advice SUDIMISSIONS
approval. An “Advice” remains confidential without further remain confidential
distribution within the group.
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*Formal Compliance submission : send the final project or
almost final/mock-up that does not omit any relevant v I|||. Annual external audit
creative elements. You will receive a formal Assessment
(Green, Amber or Red). /_\



https://rmp.pernod-ricard.io/
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Inappropriate& prohibited contents

Beyond the golden rules the following are not permitted in any of our commercial communications

InappropriatecontentincludingPhysicaPOS Promotionalitems:: Prohibited promotional items and/or operations:
A Religioughemesandreligion, A Peoplebelow the legal drinking age cannot participate in point of salespromotion. In
A Productsassociatedwith the useof codesterms, symbolsor wordsassociatedwith youth caseof doubt, askfor proof of age,when appropriate (be aware of national laws and
culture, regulationsregardingidentity / proof of agerequests)
A Productghat leadto consumerconfusiorwith non-alcoholicbeverages, A Do not exerciseany pressureon people willing to participate and/or act negatively
A Sweetsor OK A f RdwiBgfiaRary no confectionary/treatsthat are primarily associated towardspeoplewho are not interestedin the promotion.
with children Adult confectionaryis acceptableiqueur chocolatesdark chocolate,if in A Do not use any & R NR& A{ ™MStHat may encourage excessiveor irresponsible
doubt salesdatashouldbe lookedat to ensureadult audience, consumption, such as activities which involve price/timing or & & LIAS/ROS Yy (i A ¢
A Drinkinggamesand/or gamesthat canencouragerresponsibleconsumption, (drinkingan excessivamountof alcoholbeveragesvithin a short period of time).
A Gameswith a sexuakontentor connotation, A Do not serve consumerswho are or appear to be uncontrollably excited, drunk,
A ClothesnOK A f Rizé®nayieferencethereto, aggressiveor engagingn anti-socialbehavior Ensureyour staff is fully briefed on how
A Sextoys, to manageconsumersvho appeardrunk,aggressiver anti-social
A Brandedcondoms, A Do not use drink-delivery methods/ gimmickswhich might confuse or mislead the
A Hangoverures, consumer as to the amount of alcohol they are consuming (e.g. alcohol sprays
A Arms(gun,basebalbat, knife, etc.) vaporizers)

A Donot initiate promotionswith energydrinksanddo not impulsethem.
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ALCOHOL MISUSE
o0

Include a responsible drinking message (RDM) in all print, TV, cinema, website, or
sponsorshipand digital advertisements The RDMmust be clearlylegible and noticeableon
the advertisement

Unlesst istechnicallynot feasiblethe RDMshallbe:
9 prominent, horizontaland affixedin a clearlyvisibleplace

Il}l'lﬁA:NNEDPA“TY' YA M, e RS ) L {lin afont and/or colorwhichclearlycontrastswith the background

THAT WILL MAKE = , AE 1 of a height of letters equal to 1/100 of the overall sum of height and width of the
YOUSAY‘ .= e : . R ORES RN & P advertisementif no stricter minimum sizeis required by the industry or any local law or
e ' : 2 regulation If the RDMconsistsof or includesa logo, it shouldbe of an appropriatesizeto

ﬂd/, | , ‘ v | X T ensurelegibility.
O - B |

i The RDM should be expressedin the languagemost easily understood by the target
e audienceand adaptedto localsituations
= All print local advertisementsand POS materials must, unless there are other local
I B AT e o requirements,include the website addressof the local responsibledrinking website where
consumers  can get more information e.g. www.drinkawareco.uk,
www.responsibledrinkingu, www.distilledspiritsorg/moderationresponsibility,

www.disfrutadeunconsumoresponsabt®mor www.wineinmoderationeu, etc.



http://www.drinkaware.co.uk/
http://www.responsibledrinking.eu/
https://www.distilledspirits.org/moderation-responsibility/
http://www.disfrutadeunconsumoresponsable.com/
http://www.wineinmoderation.eu/
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ALCOHOL MISUSE

5hbaQg

Yitoauer Times
s MY BIRTHDAY... IN 11 MONTHS

CommerciaCommunicationshouldnot :

A encourageor condoneexcessiver irresponsibleconsumption nor presentabstinenceor
moderationin anynegativeway.

A showpeoplewho appearto be drunkor in anywayimplythat drunkennesss acceptable
A suggestinyassociatiorwith violent, aggressivejlegal,dangerousor antisociabehaviot

A be associatedvith, acceptingof, or alludeto illicit drugs
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UNDERAGE CONSUMPTION
DO \

A Paid (and unpaid) CommercialCommunicationsshould only promote alcohol when at
least 70% of the audienceare above LPA/LDA1) (e.g., print, broadcast,digital, events)
Whenavailable CommerciaCommunicationsnustcomplywith higherstandards

&

#GETJUICY WITH ™

-~ ; A CommercialCommunicationshouldonly use models,influencersand actorswho are at
LIZZOINMIAMI, P | y

L7 4 Bty

least25yearsof age whenwe usethemto promotea brand

(1) Forthis code,the LegalPurchaseAge (LPA)r LegalDrinkingAge (LDA)is the minimumageto
buy or drink alcoholin the relevantlocal jurisdiction Shouldno local LPA/LDAexist, or shoulda
breakdownof the respectivdocal LPAnot be available 18 yearsof ageshouldbe used
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A CommerciaCommunicationshouldnot be of primaryappealto minors,nor showminors
consumingalcoholicbeveragegnor feature a childor ateenagerin a prominentshot).

A Exceptfor CSReampaignsno images,includingany User GeneratedContent, of anyone
whoisor appearsto be below LPA/LDANdinvolvedin drinkingalcoholmaybe shownon
anywebsite(or part thereof) within Pernodw A O -cOhRAR a

A CommercialCommunicationsshould not use creative features, objects, images,styles,
symbolscolors,musicandcharactergeither real or fictitious, includingcartoonfiguresor
celebritiessuchassportsheroes)of primaryappealto childrenor underage

A Commercial Communicationsshould not use brand of primary appeal to minors
identificationsuchasnamesJogos,gamesgameequipment

R

e T T e/ A Scenesshowinginflatables[e.g. doughnuts,inflatable beds/pillows,chairs,etc.] intended
‘A Idhg,tifne’ ago in é_’galaxybar 2 for usein poolsor water shouldnot be of primaryappealto minors

- farfaraway...." )

¥ amsowr
o o

Personaprojectc for internal useonly
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UNDERAGE CONSUMPTION

Examplesof unacceptableadvertising

5hbQt¢

1.

3./4.

Due to abuse of bright colors, bold, colorful
typography and the hearshaped logo, this label is too
suggestive of nomdult graphic culture.

Thename"Loopy"is similarto a cerealbrand popular
with kidsin the U.S

These items all carry imagery which could appeal
to minors
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