
Code for Commercial 
Communications

ThisCodefor CommercialCommunicationsis
designed to enable our teams and their
marketing agenciesaround the world to be
creativewhile meeting the highest standards
of responsiblemarketing.
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Commercial Communications include:
Å ATL
Å Internet: websites, social media (campaign

conceptbut no singleposts),
Å Collaboration
Å Sponsorship
Å Packaging
Å Innovation
Å 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
trainedon thesestandardsaswell.

For any advice, guidanceor implementation of this
Codeaswell assubmissionsof campaignsfor approval,
pleasecontactthe ResponsibleMarketingPanel(RMP)
at RMP@pernod-ricard.com.
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Alexandre Ricard
Chairman and 

Chief Executive Officer

At PernodRicard,we are proud of our brands. Our communications
aroundthe world employa high levelof creativity. Wealsoknowthat
abuseor misuseof alcoholcan lead to individualand societalissues
such as excessivedrinking, drinking and driving, or drinking by
minors. We therefore believe it is our responsibilityto apply high
standards to the content and placement of our commercial
communications,includingthe fast-evolvingdigital media.

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

PERNODRICARDhasadoptedthis set of rulesas
its own internal Code for Commercial
Communicationswhich will apply to all its
advertisingandmarketingaroundthe world.

Everyoneinvolved in marketingor salesof our
brands in PERNODRICARDemployees must
comply with this Code for Commercial
Communicationsandensurethat our advertising
is alsocompliantwith relevantnational laws or
codeswhichmustbe upheld,

In caseof conflicts,the relevant national codes

mustbe followed.

Preamble

mailto:RMP@pernod-ricard.com


All brand advertising or marketing communications to consumers that: 
ωenhancecustomerawarenessof a product/ brand;
ωshowcaseaninnovationor newproduct/brand.

Regardless of the medium used e.g. :
ҍ print,
ҍ broadcast, 
ҍ social media, 
ҍ packaging/labeling
ҍ internet, 
ҍ sponsorship,
ҍ consumer and tradepromotion, 
ҍmerchandising,
ҍ sampling
ҍ point of sale material.

TheCodeappliesto all commercialcommunicationsover which PernodRicard
teamshavefull editorial control from beginningto end.
Theyalsoincludeinnovationssuchas:
- productsentirely new to market,
- innovationswith a significantchangein labeling,packagingor flavor,

Commercial communications

CommercialCommunicationsshould:

Å be legal (obviously), of good taste and truthful and conform to accepted
principlesof fair competitionandgoodbusinesspractices;

Å be prepared with a due senseof social responsibility and be basedon
principlesof fairnessandgoodfaith;

Å not offend prevailingstandardsof decency,be unethicalor use degrading
stereotypesor situations.

CAUTION: This Codecontains guidanceon CommercialCommunicationsto
reacha high levelof ethicsbut if stricter rulesexist in the countryof execution,
theyshouldbe followed.

Commercial communications to be submitted 
to the RMP

Basic principles

PERNODRICARDshouldnot:
Å Produceany alcoholicbeverageproduct that containsexcessiveamounts

of addedstimulants(1).
ÅMarket any alcoholicbeverageproduct or promote any beveragealcohol

combination as delivering energizing or stimulating effects (e.g. spirits
mixedwith an energydrink).

(1) e.gmore than 200 mg/l of caffeine based on a consensus of research and regulatory information, as 
outlined in the report Stimulants Added to Alcohol Beverages: Research Review and Discussion.
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http://www.producerscommitments.org/wp-content/uploads/2015/09/StimulantsResearchReview.pdf


RMP Approval Process 
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https://rmp.pernod-ricard.io/


Inappropriatecontent includingPhysicalPOS/ Promotionalitems :

Å Religiousthemesandreligion,
Å Productsassociatedwith the useof codes,terms,symbolsor wordsassociatedwith youth

culture,
Å Productsthat leadto consumerconfusionwith non-alcoholicbeverages,
Å SweetsorŎƘƛƭŘǊŜƴΩǎconfectionary: no confectionary/treatsthat are primarily associated

with children. Adult confectionaryis acceptable,liqueur chocolates,dark chocolate,if in
doubt salesdatashouldbe lookedat to ensureadult audience,

Å Drinkinggamesand/or gamesthat canencourageirresponsibleconsumption,
ÅGameswith a sexualcontentor connotation,
Å ClothesinŎƘƛƭŘǊŜƴΩǎsizesor anyreferencethereto,
Å Sextoys,
Å Brandedcondoms,
Å Hangovercures,
Å Arms(gun,baseballbat, knife, etc.)

Inappropriate& prohibitedcontents 

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

Prohibitedpromotional items and/or operations:

Å Peoplebelow the legaldrinkingagecannotparticipate in point of salespromotion. In
caseof doubt, askfor proof of age,when appropriate(be awareof national laws and
regulationsregardingidentity / proof of agerequests).

Å Do not exerciseany pressureon people willing to participate and/or act negatively
towardspeoplewho arenot interestedin the promotion.

Å Do not use any άŘǊƛƴƪƛƴƎƎŀƳŜǎέthat may encourageexcessiveor irresponsible
consumption, such as activities which involve price/timing or άǎǇŜŜŘƛƴŎŜƴǘƛǾŜǎέ
(drinkinganexcessiveamountof alcoholbeverageswithin a shortperiodof time).

Å Do not serve consumerswho are or appear to be uncontrollably excited, drunk,
aggressiveor engagingin anti-socialbehavior. Ensureyour staff is fully briefed on how
to manageconsumerswho appeardrunk,aggressiveor anti-social.

Å Do not use drink-delivery methods / gimmickswhich might confuseor mislead the
consumer as to the amount of alcohol they are consuming (e.g. alcohol sprays.
vaporizers).

Å Donot initiate promotionswith energydrinksanddo not impulsethem.
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Golden Rules 
for responsiblecommunications
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ALCOHOLCONTENT

PREGNANCY

PERFORMANCE SEXUALSUCCESS SPONSORSHIPSOCIAL SUCCESS

UNDERAGE
CONSUMPTION

ALCOHOLMISUSE DRINKING& DRIVING AT-RISK ACTIVITIES HEALTHASPECTS

STEREOTYPES & 
CONTEXTS



DO

ALCOHOL MISUSE

Include a responsible drinking message(RDM) in all print, TV, cinema, website, or
sponsorshipand digital advertisements. TheRDMmust be clearlylegibleand noticeableon
the advertisement.

Unlessit is technicallynot feasiblethe RDMshallbe:
¶prominent,horizontalandaffixedin a clearlyvisibleplace
¶in a font and/or colorwhichclearlycontrastswith the background
¶of a height of letters equal to 1/100 of the overall sum of height and width of the
advertisementif no stricter minimum sizeis required by the industry or any local law or
regulation. If the RDMconsistsof or includesa logo, it shouldbe of an appropriatesizeto
ensurelegibility.

The RDM should be expressedin the languagemost easily understood by the target
audienceandadaptedto localsituations.
All print local advertisementsand POSmaterials must, unless there are other local
requirements,includethe websiteaddressof the local responsibledrinkingwebsitewhere
consumers can get more information e.g. www.drinkaware.co.uk,
www.responsibledrinking.eu, www.distilledspirits.org/moderation-responsibility,
www.disfrutadeunconsumoresponsable.comor www.wineinmoderation.eu, etc.
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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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CommercialCommunicationsshouldnot :

Á encourageor condoneexcessiveor irresponsibleconsumption,nor presentabstinenceor
moderationin anynegativeway.

Á showpeoplewho appearto be drunkor in anywayimply that drunkennessisacceptable.

Á suggestanyassociationwith violent,aggressive,illegal,dangerousor antisocialbehavior.

Á be associatedwith, acceptingof, or alludeto illicit drugs.

ALCOHOL MISUSE
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DO
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Á Paid (and unpaid) CommercialCommunicationsshould only promote alcohol when at
least 70%of the audienceare aboveLPA/LDA(1) (e.g., print, broadcast,digital, events).
Whenavailable,CommercialCommunicationsmustcomplywith higherstandards.

Á CommercialCommunicationsshouldonly usemodels,influencersand actorswho are at
least25yearsof age, whenwe usethem to promotea brand.

(1) Forthis code,the LegalPurchaseAge(LPA)or LegalDrinkingAge(LDA)is the minimumageto
buy or drink alcohol in the relevant local jurisdiction. Shouldno local LPA/LDAexist, or shoulda
breakdownof the respectivelocalLPAnot beavailable; 18 yearsof ageshouldbeused.

UNDERAGE CONSUMPTION 
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UNDERAGE CONSUMPTION 

Á CommercialCommunicationsshouldnot beof primaryappealto minors,nor showminors
consumingalcoholicbeverages(nor featurea childor a teenagerin a prominentshot).

Á Exceptfor CSRcampaigns,no images,includingany UserGeneratedContent,of anyone
who isor appearsto be belowLPA/LDAandinvolvedin drinkingalcoholmaybe shownon
anywebsite(or part thereof)within PernodwƛŎŀǊŘΩǎcontrol.

Á CommercialCommunicationsshould not use creative features,objects, images,styles,
symbols,colors,musicandcharacters(either realor fictitious, includingcartoonfiguresor
celebritiessuchassportsheroes)of primaryappealto childrenor underage.

Á Commercial Communicationsshould not use brand of primary appeal to minors
identificationsuchasnames,logos,games,gameequipment.

Á Scenesshowinginflatables[e.g. doughnuts,inflatablebeds/pillows,chairs,etc.] intended
for usein poolsor water shouldnot beof primaryappealto minors.
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UNDERAGE CONSUMPTION 
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Examplesof unacceptableadvertising

1 2

3 4

1. Due to abuse of bright colors, bold, colorful 
typography and the heart-shaped logo, this label is too 
suggestive of non-adult graphic culture.

2. Thename"Loopy" is similar to a cerealbrandpopular
with kidsin the U.S.

3./4. These items all carry imagery which could appeal
to minors.
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