Marketing

Code of Practice

We are proud of our brands. They provide fun and enjoyment as treats or refreshment, and are
valued for their functional benefits. They can be enjoyed as part of a balanced diet and lifestyle.
We provide choice by offering variety and through innovation. We encourage responsible
consumption, as this is central to consumers continuing to enjoy our brands.

Our consumers are at the heart of our business. We are committed to listening to them and acting
responsibly in their interests and have done this successfully for generations.

This Marketing Code of Practice ensures we continue to meet our responsibilities to our consumers.

1. Accurate and truthful
® All our advertising will be truthful, accurate and well substantiated.
e Copy, sound and visual presentation will accurately represent all material dimensions of products
advertised, including taste, size, content and nutrition and health benefits.
® Health benefit claims will have a sound nutritional basis and comply with applicable government
regulations.

2. Attentive to local sensitivities

e In every country where we advertise we will be attentive to local, cultural, political and religious
sensitivities and always market within the highest common denominator of any existing regulatory,
advertiser, agency and broadcaster guidelines.

3. Supporting sensible consumption and balanced life style

® Our advertising will reflect moderation in consumption and portion sizes appropriate to the social and
cultural setting portrayed.

® Qur advertising will never portray or endorse inappropriate or over consumption.

® Unless a food product has been nutritionally designed as a meal replacement, it will not be portrayed as
such.

4. Protecting children

e We will always take into account the level of knowledge, sophistication and maturity of the people we are
advertising to. Younger children have a limited capacity for evaluating the credibility of information they
receive. They also may lack the ability to understand the nature of the personal information they
disclose on the Internet.

® We recognise and will act on the special responsibility we have to protect children from their own
vulnerabilities.

e We will comply with any higher or additional standards imposed by applicable local regulation.

e We will not advertise where children under the age of 8 years are likely to be the majority of the
audience. This is generally accepted as the age at which children start being able to comprehend what an
advertisement is seeking to achieve and to make judgements accordingly.

® We will exercise special care when advertising to children below the age of 12 in order to:

1. Support the role of parents: Our advertising will support the role of parents and other appropriate
adult role models in guiding and deciding what children should eat and drink. We will not use visuals,
language or messages that encourage children to pester parents or others to buy products.

2. Uphold responsible consumption and nutrition: Our products will be represented in a way to
encourage the sound use of the product, with a view towards proper nutritional development of the
child and development of good nutritional practices.

3. Promote positive values and social behaviour: We will, where appropriate, capitalise on the
potential of advertising to influence behaviour by developing advertising that supports positive and
beneficial social behaviour including sensible consumption, friendship, kindness, justice, honesty,




generosity and respect of others, and in so doing expose children to the benefits of constructive
advertising approaches.

4. Respect the distinction between editorial content and commercial promotion: We will not
advertise during or adjacent to a programme if the content of our advertisement is derived from or
associated with that programme. For example, we will not use broadcast or print media personalities
(live or animated) to sell products, premiums or services in a way that obscures the distinction
between programme or editorial content and commercial promotion. Commercials and
advertisements featuring characters from programmes or publications primarily directed to children
should not be adjacent to programmes or articles in which the same personality or character
appears.

5. Take care when using fantasy, celebrities or characters: We will take great care when using
any form of fantasy, including animation, not to exploit a child’s imagination in a way that can
encourage poor dietary habits or less than sensible consumption. When using fictitious or real
characters to promote our products, which are in the treat and occasional consumption range, we will
not use such characters to promote inappropriate consumption.

6. Represent benefits, promotions and prizes responsibly: Our advertising will not misrepresent
the potential benefits from the consumption of a product such as status or popularity with peers,
sporting success or intelligence. We will use language and visuals that are clearly understandable in
advertising and promotions, especially where it relates to the likelihood of winning a prize or being
included in a club of any kind.

7. Avoid a sense of urgency or price minimisation

8. Take care when showing children under eight: We will only show children under-eight years in
advertisements and promotions where they are under the supervision of a parent / guardian figure
affirming responsible and monitored consumption. We will not have any visual reference of children
under-eight years on company-owned vending equipment.

9. Exercise additional care in relation to websites and interactive media: Where we have
websites with children’s content, we will not knowingly link to pages of other sites that do not comply
with our standards. We will not seek to gain the address or other personal details of the child, we
will not e-mail children and we will comply with any higher or additional standards imposed by
applicable local law. We will use this area of any website we have to remind and encourage parents
to check and monitor their children’s use of online activities regularly. Under limited circumstances
of safety, security, liability and other purposes permitted under applicable law, when contacted by a
child, we will use the personal information they provide to attempt to notify and obtain consent from
the parent/guardian and will not further use such information for marketing to such children. Our
internet, interactive or web based marketing communication will clearly distinguish any material
intended only for adults, through access mechanisms that are age limited, as defined by applicable
local standards or regulation.

(Also see Cadbury Position Statement 2 - Advertising to children)

Application and governance

1.
2.

We will apply these guidelines to all forms of media including print, broadcast and cable television, radio,
video, telephone, point-of-sale, online advertising, other internet activities and packaging.

Prior to release, all advertisements and promotions to children will be reviewed at an early stage for the
appropriateness of the activity and then checked against this code before being signed off by Legal
representatives.

In addition, there will be a periodic review of business unit activity by regional and global management to
ensure that interpretation of the code is aligned locally, regionally and globally.

This code is reviewed annually by the group’s President of Commercial Strategy and put before the
company’s Sustainable Strategy Group for policy approval.
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