Reworking the Responsible Marketing
Code (RMC)

Date: April, 2022



AGENDA

1. Background: why do we need an update?
2. Competitor benchmarking: what'’s the competition doing?
3. Recommendations: what should we change?

4. Timeline: how should we do it?
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Why update?

The RMC protects our consumers by putting them at the heart of our
business, whilst simultaneously protecting our reputation and license to
operate

New digital media are on the rise, while self-regulation initiatives
and EU legislation present new requirements in our marketing.

To protect consumers and safequard our license to operate in
this changing landscape, we need to take action through
responsible communications initiatives.

The RMC, last updated in 2018, needs changes.



Competitor
Benchmarking
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What is the competition doing?

Responsible Marketing Code
(2018)

Responsible Marketing &
Communications Code (2019)

Marketing Code-Promoting
RD (2021)

Code for Commercial
Communication (2021)

Marketing Communication
Policy (2021)

Length &
introduction

Content

Accessibility

Summary

23 pages, letter from CCO &
CA

Strong on responsible
consumption, listening,
animal welfare, diversity &
Code compliance.

Difficult to navigate,
provisions buried in
explanatory text.

With updates, can be
strongest industry code

18 pages, CEO letter and intro

Progressive, comprehensive &
specific. Strong on stimulants,
prohibited associations,
privacy, IARD and more.

Clear formatting, easy to
navigate.

Strongest industry code
at the moment

11 pages, intro by CMO

Strong on (underage)
abstinence, stimulants,
diversity, Code complaints and
annual review.

Easy to navigate, with
hyperlinks to internal policies.

Leading
industry code

26 pages, intro by CEO

Strong appendix with specific

attention to different channels.

Easy to use, clear formatting.

15 pages, intro by CMO

Strong on environment,
(underage) abstinence, and
specific on types of marketing
(promotions, packaging, etc)

Best design, easy to navigate,

hyperlinks to internal policies,

and easy to use (checkboxes,
“do’s and don'ts”)

Leading & best-designed
industry code



CCCCCCCCCC

Recommended

changes to
the RMC
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Our Level-Up Approach

Moderately engaging
Solid content
No external engagement

Low employee engagement

No KPIs

Innovative, engaging and accessible

Industry-leading content

Buy-in from key stakeholders

Motivated, knowledgeable employees

Clearly-defined KPIs




Designing for success

 The RMC’s content is buried in explanatory text,

making it difficult to locate provisions for both
internal & external stakeholders.

* Current industry-leading codes (ABI, Diageo) are

clearly structured, well-designed and easy to
navigate.

To lead the industry, the RMC needs a revised structure and
formatting to provide clarity, engagement and ease of navigation.




Gaps
Abstinence
Stimulants

Health elements

Labeling

Privacy
CBD & THC
Responsible research

Marketing at colleges

What could we change?

(See annex for complete list of recommendations)

Additions

Could raise adult
demographics
to 75-80% ?

Discuss audits
Metaverse
Gaming

Stronger link to
environment (spec.
greenwashing)

Link to E-commerce

Updates

Revise compliance
provisions

Influencer guiding
principles

Clarity on working with
athletes

Update definitions to
include new media

Clarify on adult appeal
& underage drinking

Better highlight % of
comms spending on RD

Format & Use

Improve navigation to
ease use forintl. & extl.
stakeholders

Move definitions &
compliance sections

Improve sections for
LoNo & digital media

Consider sections for
specific media channels

Link to external and
internal policies



Timeline
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APRIL-MAY

Competitor benchmarking &
recommendations (Carolyn
Panzer)

Internal & external stakeholder
feedback

Finalize content & structure
(SteerCo)

Select & brief agency for redesign

RMC Rework Timeline

Q2 2022

JUNE

 Start redesign of training
materials

* Finalize material for use at
Commerce Week

Q3 2022

JULY-AUGUST

* Global Commerce Week (05/07 —
08/07) - Signpost coming of the
reworked RMC

* Finalize assets for comms

SEPTEMBER-OCTOBER

e Global Town Hall (13/10) -
Announce new RMC to full business

* Functional meetings

12



Comms Timeline

JULY AUGUST SEPTEMBER OCTOBER

Global Commerce Week *  Finalize all visual assets for * Forum Community Town Hall * Marketing Council (TBC) — Engage key internal
(05/07 - 08/07) - Signpost comms (including video) (01/09) - Signpost coming of stakeholders in commerce before announcement.

coming of the reworked . . the reworked RMC to senior
RMC ’ »  Planwebsite update with IT internal stakeholders * GlObCl' Town Ha" (1 3/1 0) -
External engagement — *  Begin planning content for Announce new RMC to full business, along with WP
Request input from WFA & preseptatlons dgrlng post, website update, and LinkedIn post. Inform
IARD. functional meetings MTs one week beforehand by mail so they can push
+  Prepare brief on eLearning within their functions.
module development. * CA Live (TBC) - RMC presentation for CA functions

* Commerce Talk Live (04/10) - RMC presentation
for commerce functions

* Legal Live (TBC) - RMC presentation for legal
functions

13
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Plugging the gaps with other codes

RMC Recommendations

New best practice /
new topics

Updates & revisions

Format, structure & navigation

Abstinence (IARD, all codes, specific provision in Diageo code)

Energy/stimulants — could be in ‘Ask Yourself’ section of Principle 4 or in
Principle 7 (all other codes)

Call out prohibited activities — could be included in the ‘Why we Care’ section

of Principle 4 (see ABInBev & Diageo).

* Tobacco

« lllegal drugs (call out THC?).

*  Possibly move the care taken to certain sports (horse racing, UF, boxing
etc) here

Health section - add functional benefits, hydration etc. (Diageo)

How to make Code complaints (IARD, ABInBev, Diageo) — both for
stakeholders and employees

Beef up labeling - link to any policy (Carlsberg, Diageo)

OOH near schools

Call out privacy requirements as well as having them embedded in narrative
section of the ethical principle and included in digital section — this is an area
of great concern to consumers and stakeholders so might be useful to highlight
(see ABInBev)

Responsible research - do you have a policy (Carlsberg, Diageo)

Responsible Drinking Icons as per IARD policy (IARD, ABInBev, Carlsberg)

Link to company RD website (ABInBev & Diageo)

Marketing on College (all codes)

Raise adult demographics to
75 or 80%

Discuss audits

Metaverse

Gaming

Stronger link to environment
in Principle 8

E-commerce - link to code

Compliance - break it up by including a section
on approvals performance/KPIs and being clear
about audits

Under digital media definitions, consider

adding: QR codes, metaverse

Adult appeal — not sure we need to be so
specific about RMP in Why we Care section

Minors ‘Why we Care’ 1st bullet — does this
imply marketing causes underage drinking?

Bullet point on % of communications and
marketing investment dedicated to RDM is a
best practice — can you build out? Offer more
specific guidance? This could be a great story.

Add sexual orientation to first bullet under
‘Explanation’in Principle 8

Needs to be easier to navigate: The main issue is that specific prohibitions are embedded in the text
of the ‘Explanation’ or ‘Why we Care’ sections and therefore less explicit and clear for commerce
teams (e.g., Principle 7 embeds a prohibition on not making therapeutic claims in the explanation.
Principle 6 embeds a prohibition on using brands as an enabler for sexual and social success in the
‘Why we Care’ section — these are important prohibitions that need to be easier to find).

Table of contents with page numbers and, for on-line version, add a quick link to other sections so
commerce teams can jump to relevant sections.

Change structure so that each principle starts with a positively framed narrative that combines the
‘Explanation’ and ‘Why we Care’ sections and then lists specific prohibitions This will provide context
and allow commerce teams and reviewers and complainers to point to specific clauses under
discussion. Keep the’ Ask Yourself' section — it is strong and places accountability with commerce
teams to think for themselves.

Reorder the principles so that the first three are:

* Legal, Ethical and Truthful — start with broadest category relevant to all consumer goods
categories

* Responsibility & Moderation , including provision on Responsible Drinking Messages — frames it
positively from the outset

*  Minors/Underage drinking/adult appeal — combine principles 1 & 2 and talk about content and
placement

Move definitions and compliance sections to the end of Code

Have a separate Principle on No and Low Alcohol brands (let’s discuss structure)

Separate section for digital, although it is not a Principle (let’s discuss structure)

Consider additional sections on specific areas of marketing that commerce teams are undertaking, for
example, a section on sponsorships, use of influencers, on and off premise promotions, product
placement, digital etc. You can mention specific types of marketing under relevant provision or have a
separate link or consider a hybrid approach.

Link to external codes - list all global, regional, and national codes. Currently internal policy on Brand

Promoters and Social Media are under External References. Only Portman Group code listed. Many
countries have similar self-regulatory codes.

Hyper Link to internal policies: code of conduct (Diageo), labeling, trade promotion, etc.







