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Predmluva

Plzenisky Prazdroj, a. s., je vedouci pivovarnickou spole¢nosti ve
stfedni a vychodni Evropé. Nase vyrobky - pokud jsou
konzumovany zodpovédné - zpfijemriuji a obohacuji Zivot
zékaznikim v mnoha zemich. Své vedouci postaveni chapeme
zéroven jako zévazek.

Jsme zodpovédny vyrobce, ktery si uvédomuje, jaké negativni
osobni i spolecenské disledky mize mit nadmérna nebo
nevhodné konzumace alkoholickych napoja. Proto se ve vSech
svych aktivitdich snazime podilet na prevenci téchto jeva

a pomédhame prosazovat zodpovédny pfistup ke konzumaci
alkoholu.

Plzerisky Prazdroj, a. s., patfi k zakladatelGm Iniciativy
zodpovédnych pivovard, jejimz cilem je (icinna samoregulace
komeréni komunikace v oboru pivovarnictvi v Ceské republice.
Jako ¢len mezindrodni skupiny SABMiller plc se hlasime rovnéz

k celosvétové politice této skupiny, jejiz soucasti jsou i nasledujici
Pravidla.
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generalni feditel spole¢nosti



Cile

01>

02>

03>

Prosazujeme zodpovédny pfistup ke konzumaci
alkoholickych napojt, ktera maze byt soucasti
zdravého Zivotniho stylu, a zarover se snazime
pfedchazet nadmérnému a nezodpovédnému uzivani
alkoholu.

V komeréni komunikaci nasich znaéek se zaméfujeme
jen na spotiebitele, ktefi se rozhodli konzumovat
alkoholické népoje a ktefi spliiuji zdkonem stanovenou
vékovou hranici.

Spolu se vSemi ostatnimi spole¢nostmi skupiny
SABMiller plc dodrzujeme jednotnou politiku
zodpovédného vyrobce alkoholickych napoja.
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Z&sady

Spole¢nost Plzerisky
Prazdroj, a. s., se zavazuje
plnit tyto zésady platné

v celé skupiné SABMiller plc:

03>

Kdykoli je to mozné a vhodné,
zahrnuje spole¢nost do své
komeréni komunikace vyzvu

k zodpovédnému pfistupu ke
konzumaci alkoholickych napojt.

04 >

Ve spoleé¢nosti existuji interni
pravidla chovani zaméstnanctl ve
vztahu k alkoholu, ktera jsou
voditkem pro zodpovédné jednani.




06>

Spoleé¢nost je aktivni ve vzdélavani
spotiebitell v oblasti prosazovéni
zodpovédné konzumace produktd
spole¢nosti a zejména v prevenci
jevd, jako je konzumace alkoholu
mladistvymi nebo konzumace
alkoholu pfi fizeni motorovych
vozidel.

08>

Spole¢nost v lokalnim

i mezinarodnim méfitku
spolupracuje s dalsimi piedstaviteli
alkoholového priimyslu s cilem
prosazovat zodpovédny piistup ke
konzumaci alkoholu.

10>

Spole¢nost vypracovava kazdoro¢ni

interni zpravy o svém zodpovédném
chovéni v duchu zasad stanovenych

timto dokumentem. Tyto zprévy
slouzi jako podklad pro oficialni
zprévy skupiny SABMiller plc.

07>

Spole¢nost podle moznosti
podporuje sbér dat tykajicich se
spotiebitelskych navykd a problémt
souvisejicich s alkoholem.
Podporuje vyzkumné projekty,
jejichz vysledky pomahaji ucinné&ji
zaméfit programy usilujici o prevenci
nadmérné a nezodpovédné
konzumace alkoholu.

09>

Spole¢nost spolupracuje

s nevladnimi organizacemi

a piislusnymi mistnimi

i mezinarodnimi tfady na vytvareni
ucinnych kontrolnich mechanisma
a programU prosazujicich
zodpovédnou konzumaci alkoholu.
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Kodex
komerc¢ni komunikace

Utelem Kodexu je stanovit pravidla pro oblast komer¢ni
komunikace tykajici se alkoholickych népojd. V tomto smyslu
Kodex slouzi jako doplnék ke vSéem regula¢nim a/nebo
samoregulaénim predpistim, které jiz v Ceské republice existuji.

Komeréni komunikace zahrnuje reklamu ve vsech médiich
(v€etné internetu a textovych zprav), dale obalovy design,
propagacni aktivity, akce na podporu nebo pfi zavddéni vyrobk,
merchandising, sponzoring a vyzkum.




01>

Hlavni principy
Komer¢ni komunikace:

> musi byt legélni, mravnd, poctiva, pravdiva a musi se
fidit obecné akceptovanymi zdsadami hospodaiské
soutéze a dobré obchodni praxe

> musi byt v souladu s mistnimi kulturnimi hodnotami

> musi byt zpracovana s patficnym smyslem pro
spolecenskou zodpovédnost a zaloZzena na zésadach
slusnosti a dobré vile

> musi byt v souladu se vSemi regulaénimi pfedpisy

> nesmi byt neetickd nebo jinak napadat lidskou
dustojnost, ¢est nebo mravnost

> musi dbét citlivych otazek ve vztahu ke kulture,
pohlavi, rase a ndbozenstvi

> nesmi vyuZivat témata, obrazce, symboly nebo tvary,
u nichz je pravdépodobné, ze by mohly byt
povazovany za urazlivé, ponizujici nebo ¢lovéka
neddstojné

04 05



02>

03>

04>

Plsobeni na mladistvé

Komer¢ni komunikace se nesmi zaméfovat na osoby
nedosahujici zakonem stanovené vékové hranice pro
konzumaci alkoholu.

Komer¢ni komunikace nesmi zobrazovat osoby, které
jsou nebo vypadaji mladsi nez 25 let, kromé pfipadd,
kdy v takové komer¢ni komunikaci neexistuje zadny
naznak, Ze tyto osoby prévé zkonzumovaly, konzumuji
nebo se chystaji konzumovat alkohol.

Komer¢ni komunikace nesmi vyuzivat postavy nebo
symboly ¢i vzory, které jsou obzvlasté atraktivni pro
déti.
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06>

08 >

Zodpovédna konzumace

Komeréni komunikace nesmi zndzorriovat nebo
podporovat nezodpovédnou, nebezpe¢nou nebo
nadmérnou konzumaci alkoholu.

Komeréni komunikace nesmi vyobrazovat osoby ve
stavu opilosti nebo zéddnym zplisobem naznacovat, ze
takovy stav je pfijatelny.

Komeréni komunikace nesmi znazorfiovat abstinenci,
odmitani nebo umirnénou konzumaci alkoholu
v negativnim svétle.

Obsah alkoholu

Komeréni komunikace nesmi piesvédcovat k volbé
produktu na zakladé vyssiho obsahu alkoholu nebo
jeho omamnych Gcinkd. Konkrétni informace o obsahu
alkoholu slouzici jako voditko pro konzumenty mize byt
v komerénim sdéleni uvedena, je-li to v souladu

s platnymi regulacnimi predpisy.
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09>

10>
11>

Vykon cinnosti pod vlivem alkoholu

Komercni komunikace nesmi znazorfiovat nebo
podnécovat konzumaci alkoholickych napojt

v situacich, kdy by takova konzumace byla vSeobecné
vniména jako nezodpovédna, nevhodné nebo
nezékonnd, napf. pied ¢innosti nebo béhem cinnosti,
ktera vyzaduje stfizlivost, zru¢nost nebo presnost.

Zdravotni aspekty
Komer¢ni komunikace nesmi zobrazovat nebo
zahrnovat téhotné zeny.

Komer¢ni komunikace nesmi tvrdit, Ze alkohol ma
lé¢ebné vlastnosti, nebo jej vyslovné nabizet jako
stimula¢ni, povzbuzujici nebo uklidriujici prostfedek.
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13>

14>

Nasili a protispolecenské chovani

Komeréni komunikace nesmi mit spojitost

s agresivnimi nebo protispolecenskymi vyjevy,
predstavami nebo chovanim, s nelegélnimi drogami ¢i
drogovou kulturou.

Spolecensky / sexualni uspéch

Komeréni komunikace nesmi naznacovat, ze
konzumace alkoholickych napojt je nezbytnou
nutnosti k dosazeni obchodniho, akademického,
sportovniho nebo spolecenského tspéchu.

Komeréni komunikace nesmi zobrazovat nahotu nebo
naznacovat, Ze alkoholické napoje mohou piimo
pfispét k sexudlnimu uspéchu nebo k uspéchu pii
svadéni druhé osoby.
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Introduction

Plzerisky Prazdroj, a. s. is the leading beer brewing company in
Central and Eastern Europe. Our products, consumed
responsibly, enrich and make positive contribution to the lives of
our customers in many countries. Plzefisky Prazdroj, a. s. views
its leading position as a commitment.

We are a responsible producer, aware of negative personal and
social consequences of excessive or inadequate consumption of
alcoholic beverages. Therefore, in all our activities, we make
every effort to contribute to the prevention of these phenomena.
At the same time, we assist in promoting a responsible approach
to alcohol consumption.

Plzenisky Prazdroj, a. s. is one of the founders of the Responsible
Brewers Initiative, the goal of which is effective self-regulation of
commercial communication in the beer brewing industry in the
Czech Republic. As a member of the international group of
SABMiller plc we acknowledge the worldwide philosophy of the
group, of which the following Policy is an integral part.
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Mike Short
Managing Director



Objective

O ] > To promote responsibility in the use of beverage
alcohol, as a part of a healthy lifestyle, while at the
same time endeavouring to prevent alcohol misuse
and abuse.

02 > In our commercial communications, to promote our
own brands among those of legal drinking age who
have made the decision to consume alcohol
beverages.

03 > To ensure that the commitment to responsibility
remains seamless across all SABMiller group
companies.
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Policy

Policy Plzefisky Prazdroj, a. s.
is committed to adhere

to the policy applied in the
whole SABMiller plc group:

03>

Wherever possible and appropriate,
the company includes responsible
messages concerning the
consumption of alcohol beverages
in their commercial
communication.

04 >

The company has an internal
employee alcohol policy in place,
which provides guidelines on
responsible behaviour.




06>

The company is active in educating
consumers on the responsible use
of the company's products and in
particular on such issues as the
prevention of underage drinking,
and drinking and driving.

08>

The company cooperates with, and
positively influences, the alcohol
industry nationally and
internationally to promote the
responsible use of alcohol.

10>

The company prepares annual
internal reports on responsible
corporate conduct in the spirit of
the Policy. These reports serve as
a base for official reports of the
SABMiller plc group.

07>

The company encourages, where
possible, efforts to collect data on
patterns of alcohol consumption
and associated problems, and
encourages research projects that
will provide data to direct efforts to
combat excessive and irresponsible
consumption of alcohol.

09>

The company collaborates with
non-governmental organisations
and relevant national and
international authorities, to develop
effective controls and programmes
to promote responsible alcohol
use.
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Code of Commercial
Communication

The object of the Code is to provide guidance for the commercial
communication of alcohol beverages. As such, the Code is in
addition to all regulatory and / or self-regulatory requirements,
which may already exist in the Czech Republic.

Commercial communication includes advertising in all media
(including the internet and text messaging), packaging,
promotions, product placement, merchandising, sponsorship and
research.




01>

Basic principles
Commercial communication must:

> be legal, decent, honest and truthful and conform to
accepted principles of fair competition and good
business practice;

> be in keeping with local cultural values;

> be prepared with a due sense of social responsibility
and be based on principles of fairness and good
faith;

> comply with all regulatory requirements;

> not be unethical or otherwise impugn human dignity
or integrity;

> be mindful of sensitivities relating to culture, gender,
race and religion;

> not employ themes, images, symbols or figures,
which are likely to be considered offensive,
derogatory or demeaning.
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02>
03>

04 >

Underage appeal
Commercial communication may not be directed at
persons under the legal drinking age.

Commercial communication will not incorporate
images of people who are, or look as if they are,
under 25 years of age, unless there is no suggestion
that they have just consumed, are consuming or are
about to consume alcohol.

Commercial communication may not employ
characters or icons, which have unique appeal to
children.



05>
06>

07>

Responsibile drinking
Commercial communication may not feature or
encourage irresponsible, risky or excessive drinking.

Commercial communication may not portray persons
in a state of intoxication nor in any way suggest that
intoxication is acceptable.

Commercial communication may not present
abstinence, refusal or moderate consumption in
a negative light.

Alcohol Content

Commercial communication may not encourage the
choice of a product because of its higher alcohol
content or intoxicating effect. Factual information for
the guidance of consumers about alcoholic strength
may be included, dependent on existing regulatory
requirements.
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09>

10>
11>

Performance

Commercial communication may not depict or suggest
consumption of alcohol beverages under
circumstances that are generally regarded as
irresponsible, improper or illegal, e.g. before, or during
any operation requiring sobriety, skill or precision.

Health aspects
Commercial communication may not depict or include
pregnant women.

Commercial communication may not claim that
alcohol has curative qualities, nor offer it expressly as
a stimulant, sedative or tranquiliser.
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15>

14>

Violence and Anti-Social Behaviour
Commercial communication may not have an
association with violent or anti-social imagery or
behaviour or with illicit drugs or drugs culture.

Social / Sexual Success

Commercial communication may not imply that
alcohol beverage consumption is essential to business,
academic, sporting or social success.

Commercial communication may not portray nudity or
suggest that alcohol beverages can contribute directly
to sexual success or seduction.
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Plzerisky Prazdroj, a. s.
U Prazdroje 7, 304 97 Plzen

www.prazdroj.cz




