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1. CONTENT OF KRKA'S CODE OF
PROMOTION

1.1. Introduction

This Krka's Code of Promotion (hereinafter:
'Krka's Code of Promotion' or 'the Code')
defines activities relating to promotional
and non-promotional activities carried out
by KRKA, d. d., Novo mesto, (Slovenija) in
RB , (hereinafter: 'the RO' or 'Krka') in
marketing of its products. In their marketing
activities, Krka's companies should comply
with the national laws and regulations, and
with the current European, international
and national codes on promotion and
marketing of medicinal products adopted
by professional associations. The
provisions of this Code will be interpreted
and implemented in accordance with all
applicable rules.

The Code determines requirements
regarding Krka's marketing activities with
the focus particularly on prescription-only
medicinal products and interactions with
the healthcare community (including but
not limited to healthcare professionals,
healthcare organisations, patients, and
patient organisations). Krka may also adopt
more specific and detailed internal rules
relating to issues defined in the Code.

By adopting this Code, Krka demonstrates
its commitment to ethical standards in its
marketing activities related to prescribing
medications and its commitment to the List
of Guiding Principles Promoting Good
Governance in the Pharmaceutical Sector,
to integrity, respect, responsiveness,
accountability, collaboration, and
transparency.

The Code applies to and provides guidance
for Krka employees when they promote
products, or give information about

1. COOEPXAHWE KOLOEKCA OEATEJb-
HOCTU NPEOCTABUTEJIbCTBA KPKA MO
NPEACTABJIEHUIO MPOAYKUUAU

1.1. BBepeHue

HanHblii Kodekc OesimenbsHocmu [lpedcma-
sumenbcmea KPKA no npedcmasneHuto
npodykyuu (B panbHenwem: «Kopgekc
peatenbHocTn [MpeactaButensctea KPKA no
rpedcmasneHuro Npodykummn» mnu «Kodekc»)
onpenensieT AeaTeNbHOCTb, KacatLLyCs BCEX
MepOMPUATUI Mo rpedcmaseHuUro NpenapaTos
N MEpPONPUATUIA, HE UMEILLMX PEKNamMHOro
XapakTepa, npoBoanMbIx [NpeactaBuTensCcTBOM
AkunoHepHoro obulectea «KRKA, tovarna
zdravil, d.d., Novo mesto» (Pecny6nuka
Crnosenus) B Pecriybnvke Benapyce (panee
—IMpepncraButenscteo unn KPKA) B npencras-
neHun cBoen npoaykumu. MpeactaBnTensCTBO
MPOBOAUT CBOK MapKETVHIOBYH AEATENBHOCTb
B COOTBETCTBUM C 3aKOHOAATENBLCTBOM Pecrny6-
nvkn Benapycb, a Takke B COOTBETCTBUM C
OENCTBYIOLLMMN €BPOMNENCKMMU, MEXayHapoa-
HbIMW U HaUWOHarnbHbIMK MpaBunamu no
NpeacTaBMNeHNO Y MAPKETUHIY NEKapCTBEHHbIX
npenapatoB. [lonoxeHus gaHHoro Kodekca
0BBSCHSAKOTCS U BHEAPSIOTCS B COOTBETCTBUM CO
BCEMU AENCTBYHOLLIMMU NPaBUIIaMU.

Kodekc yctaHaBnuBaeT TpeboBaHusa B
OTHOLUEHUN MapKETUHIOBOW AEeATEeNbHOCTM
MpeactaBuTenbCcTBa M NpeacTaBieHus
NeKapCTBEHHbIX MpenapaToB, BKIYas
BOMPOCHI B3aMMOAENCTBUS C MEAULMHCKUM
Co06LLECTBOM (BKIHOYasi, HO HE orpaHW4YnBa-
ACb, crneuvanucTamy 3apaBoOXpaHeHus,
opraHu3auvsiM1 34paBOOXPaHEHUS, acCoLU-
auui nauueHToB). lMpencTaBUTENBCTBO
TaKkKe MOXET NMPUHATb Gonee KOHKPETHble 1
noapoGHbIe BHYTPEHHUE NpaBuiia, KacatoLm-
ecs BOMpOCOoB, onpeaerneHHbIx B Kogekce.

MpuHsiTuem gaHHoro Kodekca lMpepctaBuT-
enbCTBO AEMOHCTPUPYET MPUBEPXKEHHOCTb
3TUYECKVM HOpMaM B CBOEW MapKeTUHroBOM
OEesATenbHOCTH, CBSA3AHHOW C HasHauYeHueMm
NeKapCcTBEHHbIX MNpenapaToB, U CBOI
NPUBEPXKEHHOCTb OCHOBHbLIM LIEHHOCTSAM
KomMnaHum Takum kak LEenocTHOCTb, Mpos3-
payHOCTb, B3aMMHOE YBaXKeHUe, COTPYOHU-
YEeCTBO U OTBETCTBEHHOCTb.

Kodekc ncnonb3yeTcs U CAYXUT PyKOBOACTBOM
Ans coTpyaHukoB [lpeactaBuTenscTBa npwu
npeacTaBneHny npenapaTtoB UNn NpefocTaB-



products.

The principles set forth in the Code are
mandatory and shall be implemented by all
Krka subsidiaries and representative
offices.

1.2. Definitions
Frequently used terms refer to the
following:

Krka refers to KRKA, tovarna zdravil, d. d.,
Novo mesto, its representative offices, and
allits wholly owned subsidiaries.

Krka's representative refers to Krka
employee an who plans and carries out
activities in the field of marketing,
pharmacovigilance and other activities in
accordance with the legislation of the
Republic of Belarus.

The Code refers to Krka's Code of
Promotion.

Product refers to medicinal products
included in the State Register of Medicinal
Products of the Republic of Belarus.

Applicable rules refer to national laws and
regulations, industry codes and guidelines
relating to the promotion of medicinal
products (e.g. Law of the Republic of
Belarus "On Health Care", Law of the
Republic of Belarus "On Circulation of
Medicines", Law of the Republic of Belarus
"On Advertising", etc.) and Krka's internal
rules (e.g. the Krka's Code of Conduct,
Rules on Fraud Prevention, Detection and
Investigation, etc.). If national laws impose
more stringent requirements, Krka must
comply with those.

Healthcare Community refers to
healthcare professionals, healthcare
organisations, patients and patient
organisations. The term also includes any
other person or organisation that is involved

TNeHnM HopMaLmmM 0 HazHa4YaeMbIX fleKapCT-
BEHHbIX Npenaparax.

[MpaBuna, nsnoxeHHole B Kogekce, ABNstoTCA
obsazaTenbHbIMN.

1.2. Onpepenexus
YacTto ncnonb3yemble TEPMUHBI:

KPKA - lNpeacraButensctBo AKLMOHEPHOIO
obuwectBa «KRKA, tovarna zdravil, d.d., Novo
mesto» (Pecrybrnmka Cnosenus) B Pecny6rnivike
Benapycb, (nanee — lMNpencraBUTenbCTBO MK
KPKA);

CoTpyAHUK noapasaeneHns MapKeTuHra —
coTpyaHuk komnaHum KPKA, koTopbii
NNaHUpyeT U BbIMOMNHSET OEATENbHOCTb B
obnactn MapkeTuHra, dapmakoHagsopa u
Apyroe cornacHo 3akoHogaTenbcTBy Pecny6-
nukn benapyce.

Kodekc o3Hauyaet Kodekc OesmenbHocmu
lMpedcmasumenscmea KPKA no npedcmas-
J1eHuto NPodyKyuU,

NMpenapaT o03Ha4yaeT nekapcTBeHHOEe
CPeACTBO, BKIOYEHHOe B [OCyAapCTBEHHbIN
peecTp nekapcTBeHHbIX cpeacTs Pecnybnuku
Benapycs;

MpumeHuMble npaBuna o3HavawT
HauvoHanbHble 3akoHbl 1 [locTaHoBneHUs
Pecny6nukn benapycb, oTpacneBble
Kogekcbl n PykoBoacTBa, oTHOCALMECS K
AaHHon obnacTtu (3akoH Pecnybnuku
Benapyce «O 3gpaBooxpaHeHuny , 3akoH
Pecnybnukn Benapycb "O6 o6palieHun
nekapcTBeHHbIX cpefcTs", 3akoH Pecny6nu-
kn benapycb « O pekname», u T.4.)) u
BHYyTpeHHue npasuna komnanun KPKA (T.e.
Kodekc noesedeHusa kommnaHuu KPKA,
lNpasuna npedynpexdeHus, 6bisieneHuss U
paccrnedosaHuss MoweHHuU4Yecmsa, v T.4.).
Ecnn 3akoHopaTtenbctBo Pecnybnuku
Benapycb npegbsiBnser bonee xecTkue
TpeboBaHusa, lMpeactaButenscteo KPKA
[OIMKHO UX cobrnoaaTs.

YYacTHUKM CUCTEMBI 3A4PaBOOXPAHEHUS —
3TO crneuvanucTbl 34paBoOXpaHeHus,
opraHvMsauuu 3gpaBoOXpaHeHus, nauue-
HTCKME opraHusaumu. OTOT TepMUH Takke
BKJOYaET NMtoboe Apyroe fuLo Unm opraHvaa-



in the regulation, approval, control or supply
of medicines, or that communicates about
medicines in a professional capacity (e.g. a
medical journalist, but excluding company
representatives) to healthcare pro-
fessionals, healthcare organisations or
patient organisations.

Healthcare professional (HCP) refers to a
natural person who is a doctor, a member of
medical, dental, pharmacy, or nursing
professions, or any other person who may
prescribe, dispense, purchase, supply,
recommend, or administer a medicinal
product. The definition 'healthcare
professional' refers to: (i) an official or
employee of a governmental agency or
another organisation that may prescribe,
dispense, purchase or administer
medicinal products, (ii) an employee of a
pharmaceutical company whose primary
occupation is that of a practicing healthcare
professional. The definition of a healthcare
professional does not refer to an employee
of a pharmaceutical company, a whole-
saler, or a distributor of medicinal products.

Healthcare organisation (HCO) refers to
an legal entity whose main activity is the
implementation of medical and (or)
pharmaceutical activities

Patient organisation refers to a not-for-
profit organisation that is patient-focused
and mainly composed of patients and/or
caregivers that represent and/or support
the needs of patients and/or caregivers.

Promotion/Promotional refers to
marketing of medicinal products that
includes any form of door-to-door
information, for medicinal products, in
particular:

LMo, KOTOPble y4acTBYIOT B PErynnpoBaHnu,
YTBEPXAEHUUN, KOHTPONE WUnu nocTaBke
NeKapCTBEHHbIX MpenapaTtoB Mnu KOoTopble
nepenarT MHPOPMALMIO O NEKapCTBEHHbIX
npenapaTtax B cBOen npodeccrmoHanbHon
OesTenbHOCTM (Hanpumep, MeaULUHCKUN
XKYPHamnucT, HO UCKMYas npeacraBUTenen
KOMMaHuKM) crneuuanuctTaMm 3gpaBooXpaHe-
HWS, OpraHM3auusmM 34paBOOXpPaHeHUs Uin
NaLneHTCKMM opraHm3aumsm.

Cneuuanuct 3gpaBooxpaHeHus (C3) — ato
dun3nyeckoe nuuo, KOTopoe siBNsieTcs
BpayoM, ApYrMM MeaULMHCKAM PaBGoTHMKOM,
paboTHMKOM cTomaTtonoruyeckon, dapma-
LIeBTUYECKOW WU CECTPUHCKOM cdhep, wnmm
noboe Apyroe nuL, KOTOpoe MMEET MpaBo
HasHayaTb, OTnyckaTb, MOKynaTb, MoOCTaB-
NATb, PeKOMeHAOoBaTb UMAU MPUMEHSTb
nekapcTBeHHoe cpeacteo. Onpegenexuve
«cneuuanucT 34paBoOXpaHEHNsI» O3HavaeT:
() BomKHOCTHOE NULO UMW COTPYAHMKA
rocyflapCTBEHHOro opraHa Wnu Apyron
opraHu3auuu, KoTopble MOryT Ha3HauaTtb,
oTnyckaTb, NokynaTb UMW MPUMEHATH
nekapcTBeHHble npenapatbl (II) paboTHuka
hapmMaLeBTUYECKON KOMMaHWM, OCHOBHas
OesATENBHOCTb KOTOPOTro SIBMSETCA MpakTuka
cneuvanucta agpaBooxpaHenusi. Onpegene-
HMe «creunanucT 34paBO-OXpaHeHUs» He
0O3HayaeT CcoTpyAHMKa dapMaLeBTUHECKON
KOMMNaHuu, ONTOBOW opraHuM3auumn unu
ancTpubbloTopa nekapcTBEHHbIX Npenapa-
TOB.

OpraHusauus 3gpaBooxpaHeHusa (03) —
topyanyeckoe Nnuuo, OCHOBHbIM BUAOM
OeATenbHOCTU KOTOPOro SBMSIETCH OCyLle-
CTBIIEHWE MefULIMHCKOW 1 (unn) dhapmaves-
TUYECKOM AEATENTbHOCTU

MauveHTCcKass opraHusauusi o3HavaeT
HEKOMMEPYECKYH0 OpraHn3aLmto, OPUEHTUPO-
BaHHY0O Ha MauUWEHTOB M B OCHOBHOM
COCTOSAWYI0 U3 MaunmeHToB W/unu nuu,
OCYLLECTBMSAOLMX YXOA 32 HMMU, KOTOpble
npeAacTaBnaT u/unu nogaepxusBarT
noTpe6GHOCT! MauMeHTOB W/MAM nuu, Oocy-
LLECTBAOLLMX YXOZ 33 HUMMU.

MpencrtaBneHune o3HavyaeT npeacraBneHne
neKkapcTBeHHbIX CPeACTB, BKMl4atliee
nobyto bopmy npegocTaBneHus MHGopma-
LUy COTPYAHVKOM nogpasfdeneHus mapke-
TUHra MO feKapCTBEHHbIM Mpenapartam, a



(a) Presentation of medicines for
healthcare professionals within the
framework of activities approved by the
Ministry of Health,

(b) Calls of Krka's representatives on
healthcare professionals within
pharmacovigilance,

(c) Organisation of professional meetings
attended by healthcare professionals
for the exchange of views, promotional
and information events on over-the-
counter medicines,

(e) participation in scientific congresses
and other professional meetings for
healthcare professionals,

(f) participation of healthcare professional
attendance at scientific congresses and
other professional meetings.

Promotional material refers to any
material in a hard copy (brochure, leaflet,
mailing, etc.) or electronic form (pre-
sentation, video, e-brochure, e-mailing,
etc.) intended for the promotion of a
product(s). The promotional material may
include information about the product, its
therapeutic use, information about clinical
experiences with the product, and
comparisons with other treatment options
in accordance with local law. Distribution of
advertising material is possible only within
the framework of professional events for
healthcare specialists.

1.3. General principles
1.3.1. The basis of interaction with
healthcare professionals

In accordance with Krka's mission 'Living a
healthy life', Krka's relationship with
healthcare professionals is intended to
benefit patients, to advance the practice of
medicine and promote dissemination of
medical knowledge and experience.

KOLEKC OEATEJIBHOCTU NPEACTABUTEJILCTBA KPKA T10 MNPELCTABIIEHUIO NPOOYKLMN

UMEHHO!

(a) npencrtaBneHne nekapCcTBEHHbIX Mpe-
napaTtoB Ansi CreumanucToB 34paBooxpa-
HEeHWs1 B paMKax MeponpusaTuin, ogobpen-
Hbix M3,

(6) HavBMAayanbHble BCTPEYN COTPYAHMKOB
nogpasgenexHna mapketuHra KPKA «k
cneumanucTaMm 34paBOOXpaHeHus B
pamkax papmakoHaasopa,

(B) opraHusauusi npodeccuoHanbHbIX
MepOrpUATUIA C y4acTUeM CreumanicToB
3[paBOOXpaHEHMUs M0 06MEHY MHEHUSMY,
peknamHoO-MHOPMALIMOHHbLIX Meponpusi-
TW No 6e3peLenTypHbIM NEKapCTBEHHbIM
cpeacTeam

(m) yyacTve B HayYHbIX KOHrpeccax u gpyrux
npodeccrmoHarnbHbIX MEpPONPUATUAX C
yyacTMem crneumanuctoB 34paBoOXpaHe-
HUsA,

(e) yyacTua cneumanvcToB 34paBOOXpaHe-
HUS B Hay4HbIX KOHrpeccax W B Opyrux
npodeccroHanbHbIX MEPONPUATUSX.

PeknamHbIi maTepuan — nobon matepuan
B neyaTHon copme (Bpolutopa, NMCTOBKa,
paccblika U T.4.) UMK 3NEeKTPOHHOW copme
(npeseHTaunsa, sugeo, e-bpowipa, e-
pacceinka v T.A4.), NPeAHasHa4YeHHbIn Ans
npeactaBneHnsa nNpoaykumn. PeknamHbli
maTepuan MoXeT BKMoYaTb MHOPMaLMo 0
npenapare, ero TepaneBTUHECKOM NpUMeHe-
HAM N ero KIMHUYEeCKOM OMbiTe, a Takke
CpaBHEeHMWS C APYrMMK crocobamm neveHns 1
Apyroe B COOTBETCTBMW C NOKalbHbIM
3akoHopaTenbcTBOM. Pasgava peknamHoro
mMaTepvana BO3MOXHa TONbKO B paMKax
npodeccroHarnbHbIX MeponpuATMA Ans
cneunanucToB 34paBOOXPaHEHNS.

1.3. O6Lwme NpUHLMNbI

1.3.1. OcHoO8Hble NpuHYyunbl é3aumoode-
licmeusi lIpedcmaseumenbcmea co
crieyuanucmamMu 30pasooxpaHeHust

B cootBeTcTBUM C Muccuen komnaHum KPKA —
«Bo nmsa 3gopoBoro o6pasa kusHu» B3aMMo-
nencteue lMpeactasutensctsa KPKA co
cneuuanucTaMm 3a0paBOOXPaHEHUsT [OMKHO
ObITb HamMpaBneHO Ha MpPUHECEHUE MNOorb3bl
nauueHTam, COBEPLUEHCTBOBAHNE MeOULIMH-
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Interactions are focused on promoting to
and informing healthcare professionals
about therapeutic areas, products,
features, indications providing scientific
and educational information. Krka provides
healthcare professionals with the latest up-
to-date scientific medical and pharma-
ceutical knowledge and with up-to-date
objective information on products and
treatment options and supports any such
efforts and activities of healthcare society
thus giving healthcare professionals an
adequate basis for confident decisions
about the best treatment options that are in
favour of and to the benefit of the patients.

Nothing may be offered or provided in a
manner or under condition that would
inappropriately influence a healthcare
professional's independent decisions. No
financial benefit or benefit-in-kind may be
offered or provided (even if asked for) to a
healthcare professional in exchange for
prescribing, recommending, purchasing,
supplying or administering products, or for
acommitment to continue to do so.

The company respects the independence
of healthcare professionals and does not
interfere with the relationship and trust that
exists between patients and their
healthcare professionals.

1.3.2. Appropriate use

Promotion should encourage an
appropriate use of products by presenting
them objectively, without exaggerating their
properties, and in accordance with the
approved national Summary of Product
Characteristics (SmPC). In order to achieve
this, Krka's representatives only use
approved up-to-date standardised
promotional materials for the products and
therapeutic areas they promote.
Additionally, they can also present
Summary of Product Characteristics

CKOW MpaKkTUKWM U CTUMYNMpPOBaHWe pacnpoc-
TpaHEHUsI MEAWLMHCKUX 3HaHUA U onbiTa.
B3avmopeinctBue HanpaeneHo Ha npeacTas-
neHne npenapaTtoB M O3HakoMIleHue
cneuvanucToB 34paBOOXpaHeHUs c
TepaneBTUYECKUMU  FpyrnnamMu, NekapcTBeH-
HbIMW MpenapaTtamu, CBOWCTBaMU U MoKasa-
HUSIMWM  MOCPeaCTBOM MNpefocTaBrieHus
MHOpMaLnn Hay4yHoro u obyvarwLiero
xapaktepa. KPKA obecneunBaet cneuunanuc-
TOB 34paBOOXpPaHEHUs akTyanbHbIMU
Hay4YHbIMU MEAULIMHCKUMU 1 hapMaLieBTUYeC-
KAMW 3HaHUSIMW W aKTyanbHOW OOBbEKTVBHOM
MHdOopMaLmen o npenapatax U cnocobax
neYeHusi, 1 noaaepXxmBaeT nobble NofobHble
YCUNUSi N aKTVBHOCTM B cchepe 3apaBooxpaHe-
HVSl, MpedoCcTaBnsAs cneuuanucTaMm 3apaBo-
OXpaHeHUs1 COOTBETCTBYHLUME AaHHble Afs
NMPUHSITUS peLleHnst 06 onTuMarnsHoM crnocobe
neyeHns naunmeHToB B COOTBETCTBUM C
3akoHodaTenbcTeom Pb.

He ponyckaetca npegnaraTe Unu npeaocTas-
nATb 4T0-NnMbO Takum obpasom unu Ha
YCIOBMSIX, KOTOpble MOMMK Obl  HeHaanexa-
LWMM obpa3om MNOBMNMATbL Ha He3aBUCUMOEe
NPVHATVE peLLEeHNs CrneLmanycToM 34paBooX-
paHeHusi. He ponyckaetcsi npegnaratb wnm
npefocTaenATh (Qaxe B cryyae 3anpoca)
cneumanncTam 3apaBoOOXpaHeHnst UHaHCO-
Byl BbIrOAy UNW BO3HarpaxaeHve B nobon
dopmMe 3a HasHayeHue, pekomMeHpauuio,
NOKYyMKy, MOCTaBKy WU NMPUMEHEHue
npenapatos, uUnun 3a obeLlaHve npoaomKaTe
fAenartb 310 1 B OyayLuem.

MpencTaBMTeNLCTBO yBaXKaeT HE3aBUCKMOCTb
cneunanucToB 34paBOOXpPaHeHUs U He
OKa3blBaeT BMMSHUA Ha B3aUMOOTHOLLEHUS U
[0BEPUE, CYLLUECTBYIOLUME MEXAY HAMU U KX
nauueHTamu.

1.3.2. Hadnexawee npuMeHeHue

MpencraBneHne [omkHO cnocobcTBoBaTh
Hagnexatiemy MnpuMEeHeHNI0 neKapcTBeH-
HbIX MpenapaToB NocpeacTBOM 06bEKTUBHO-
ro npeacTaBrneHnsa AaHHbIX O HUx 6e3
npeyBennyeHunsi x CBOMCTB 1 B COOTBETCTBUM
c ytBepxaeHHou ObLen xapakTepucTukomn
nekapcTBeHHOro npenapara. Ytobbl focTuyb
3TOro, COTPYAHWKW MoppasgeneHus Mapke-
TuHra KPKA 1cnonb3ytoT TonbKo yTBEePXKAEH-
Hble [OeNlcTByloLUME CTaHAAPTU3NPOBAHHbIE
martepuansl Ana npeAcTaBnsemMblx npenapa-
TOB W TepaneBTUYecKknX rpynn. JJononHutens-



(SmPC) for all products in promotion
(mandatory if requested by a healthcare
professional).

1.4. Standards of promotion

Krka maintains ethical standards and
transparency in promotion at all times.
Promotion must be objective and balanced.
Promotional materials should be sufficiently
complete to enable the recipient to form
their own opinion. They must not be
misleading and must encourage the
rational use of medicinal products, without
exaggerations and superlatives. Promotion
must never bring discredit upon, or reduce
confidence in the Company and in the
pharmaceutical industry in general.
Promotion must always recognise specific
nature of products and the professional
standing of the recipient(s). Promotion
must never be done in a way likely to cause
offence.

1.5. Transparency of promotion
The Company does not do any form of
disguised promotion.

The Company recognises the importance
of transparency in relations and
interactions between the Company and the
healthcare community. Accordingly, Krka
discloses value transfers to healthcare
professionals, healthcare organisations,
and patient organisations in accordance
with the adopted standards.

1.6. Products

1.6.1. Promoted products

Only products with granted marketing
authorisations can be promoted. Products
are promoted only within the scope of
approved indications and other particulars
listed in the approved Summary of Product
Characteristics.

Rational use of products is promoted by
presenting the products objectively and
without exaggerating their properties.

HO OHW MOTyT TaKkke npegocTasnaTb ObLyo
XapaKTepuUCTUKY NeKapCTBEHHOro npenapara
(OXJIM) pgna Bcex npepcTaBnseMbix
npenapatoB (o6si3aTenbHO Mo 3anpocy
cneuvanucTa 3apaBoOXpaHeHust).

1.4. CtanpapTbl npeacTaBneHus npenapa-
ToB

MpenctaBuTensCTBO cobnogaeT aTuyeckue
cTaHAapTbl M MPUHUMUNBI MPO3PaYHOCTH
MH(OpMaLMM Ha BCex aTanax npeacTaBrneHust
npenapatoB. [peactaBneHve OOMKHO ObITb
06beKTUBHBIM N COHaNaHCUPOBAHHbLIM.
Mcnonb3yemble maTtepuanbl OMKHbI ObiTb
[0CTaTOMHO MOSMHbIMK, YTODBI y UX agpecara
MOTrT10 ChOPMUPOBATLCA COBCTBEHHOE MHEHME.
OHW He [OMmMKHbI BBOAWTL B 3abnyxageHue u
[OIMKHBI cnocobCcTBOBaThL paLMoHanbHOMY
NMPUMEHEHMIO NIeKapCTBEHHOTO npenapara 6e3
npeyBenuyeHnin 1 npesocxoactea. [pencras-
TNleHVe HUKorAa He [AOIMKHO AVCKpeaUTMpoBaTh
Unn CHWXaTb ypoBeHb AoBepyst K KomnaHun n
dapmaueBTUYECKON NPOMbILLNIEHHOCTN B
uenom. B npouecce npeactasneHus Bcerga
criegyeT yyuTbiBaTb OCOObIA xapakTep
npenapartoB 1 NPodeccroHarnbHOe NOMoXeHWe
nonyyarensi(e) nHcopmaumu. lNpencrasnexHne
HUKOra He JOMKHO MPUBOAUTL K MPUYUHEHWIIO
Bpeda.

1.5. TpaHcnapeHTHOCTb NPOABUXEHUSA
OeatenbHocTb [NpeacrtaButenbcTBa no
npeacTaBneHunto He LOMKHA ObITb CKPbITOW.
[MpencTaBMTENBCTBO OCO3HAET BaXHOCTb
TpaHCNapeHTHOCTN B OTHOLWEHUSAX U
B3anmogencrTeuax mexay lpeacrtasBut-
€NbCTBOM M yYaCTHMKaMu cdepbl 30paBOOX-
paHeHus. C yuyetom atoro, KPKA rotoea
packpbiTb MH(pOpPMauu o nepepave
LleHHOCTel crneunanucTaMm 3apaBoOOXpaHe-
HUSA, OpraHu3auusiM 34paBOOXPaHEHUs u
nauMeHTCKMM opraHn3aLmnsiM B COOTBETCTBUM
CNPUHATLIMW CTaHAAPTaMM.

1.6. JlekapcTBeHHble NpenapaThbl
1.6.1. lpedcmaensiembie npenapamsi
MpepctaBneHuo nognexaTt TONbKO
3aperncTpupoBaHHble NekapCTBEHHble
npenapaTtbl. JlekapcTBeHHble npenapaTsbl
NpeacTaBnsloTCa TONbKO B pamMkax yTBep-
XAEHHbIX MOKa3aHWM K MPUMEHEHWI0 U APYTUX
0COBEHHOCTEN, MepeyvncrnieHHbIX B yTBep-
xaeHHon OO6Len xapaKkTepuctuke neka-
PCTBEHHOrO Npenapara.

PaumnoHanbHoe npumeHeHne nekapcTBeHHbIX



1.7. Audience

1.7.1. Healthcare professionals
Promotion of prescription-only medicinal
products is aimed at healthcare
professionals only, and promotion of other
products is aimed at healthcare
professionals and general public or
patients. Any data on healthcare
professionals acquired during promotional
activities are handled in accordance with
applicable rules relating to personal data
protection. Mailings, e-mails or other
messages as part of promotional activities
can be sent only to recipients who have
given their prior consent or upon their
request. Recipients can at any time
withdraw their consent, and they will be
immediately withdrawn from all the mailing
lists of the Company. Their respective
personal data (e-mail addresses, mobile
phone numbers) will be deleted.

Attendance of healthcare professionals at
scientific congresses and other
professional events organised by a third
party can be organized only based on local
legislation.

The Company assures that information and
materials prepared for healthcare
professionals only and/or shared on social
media or through other channels of
communication are not forwarded or
shared with general public.

1.7.2. General public or patients

In accordance with our mission 'Living a
healthy life', Krka can support educational
programmes conducted to satisfy
increasing demands of the community for
scientific information and increase public
knowledge concerning healthcare,
prevention of diseases, signs and
symptoms of diseases, and available
methods of treatment. Such activities and
programmes are designed and
implemented in accordance with the
highest standards, and support the role of
healthcare providers. Information for the
common public can be very general, about

npenapaToB NpeAcTaBnseTcs NocpeacTBOM
0BBEKTMBHOTO MNPEACTaBNEeHUs AaHHbIX, He
npeyBsennyneas ux o.cobeHHOCTEN.

1.7. LUenesasayautopus

1.7.1. Cneyuanucmabi 30pagooxpaHeHUs
MpencraBneHve peLenTypHbIX JeKapCTBEH-
HbIX MpenapaToB HarnpaBfeHO TOJNbKO Ha
crneunanucToB 3apaBooxpaHeHus. Jlobble
[JaHHble O creumanucTax 34paBoOXpaHEHWS],
nonyyvyeHHble B Xxo4e MpeAcTaBreHus
npenapaTtoB, paccMaTpuBalOTCs B COOTBe-
TCTBMU C MPUMEHUMbIMW NpaBunamu,
KacawwWwmnmMncs 3alnTbl NepcoHanbHbIX
[OaHHbIX. Pacchlirku, anekTpoHHble COOBLLEHNS
nnm niobble apyrme CoobLLEeHVsT KaK MHCTPY-
MEeHTbl NMpeAcTaBleHUs npenapaTos,
HanpaBnsTCS TONbKO TEM MonyyaTtensim,
KOTOpble NpeABapuUTENbHO Aanu corfacue Ha
nony4yeHne Takux COOOLEeHUA nnm no ux
3anpocy. Nonyyatenn MoryT B rmo6oe Bpemsi
0TO3BaTb CBOE cornacue Ha fdanbHeinwee
nonyyeHume coobuieHuit, u oHu byayT
HeMeareHHO UCKITHYEHbI 13 Crncka MocTosH-
HbIX agpecaToB Komnanuu. Ix cooTBeTCTBY!10-
e nepcoHanbHble AaHHble (agpeca
3MEKTPOHHOW MOYThl, HOMepa TenedgoHOB)
OyayT yoaneHsi.

YyacTve B Hay4HbIX KOHTpeccax W Apyrux
npodeccnoHanbHblIX MEPONPUATUAX,
opraHu3yeMblx TPETbEN CTOPOHON, obecneyn-
BaETCs TOMbKO B COOTBETCTBUM C MOKarbHbIM
3aKoHOAaTENbLCTBOM.

[MpencrtaBMTENBCTBO rapaHTUpyeT, 4TO
MHpopmaLmsa u matepuarnsl, NOATOTOBMEHHbIE
TONbKO NS CreuuanvcToB 30paBoOXpaHeHust
n/Mnu pasmeLLeHHbIE B COLIMAIIbHBIX CETSX UMK
no ApYyrvM kaHamnam CBs3u, He nepenarTcs u
He pacKpbIBaOTCS LUMPOKOI OOLLECTBEHHOCTH.

1.7.2. O6bwecmeeHHOCMb UJIU NayueHmMsbl
B cooTBeTcTBUM C Hallen muccuen «Bo nms
3gopoBoro obpasa xu3Hu», KPKA moxet
obecneunBaTb MoaAepPXKY pasfnUyHbIX
nporpaMmMm 06y4eHusi, MPOBOAUMbIX C LeNblo
YOOBMETBOPEHNST pacTyllei noTpebHocTn
obuwectBa B Hay4yHOW MHdoOpmMauuu u
NoBbILLEHUs] ocBeAOMIIeHHOCTU obLiecTBa O
34paBooOXpaHeHuUn, npodunakTuke
3aboneBaHuii, NpusHakax M cuMnToMax
3aboneBaHnii U O AOCTYMHbIX MeToAax
nevyeHunsi. Takme akTMBHOCTW WM Mporpammbl
OpraHun3yoTCs 1 NPOBOASITCA B COOTBETCTBUM
C BbICOKMMM CTaHZapTaMu 1 NogaepXuBaroT
BaXHYIO POSlb MEAULIMHCKUX OpraHusauumn.



a certain disease. It must be objective, not
misleading, and void of any elements of
prescription-only medicinal product
promotion. Within the scope of such
communication, the Company may provide
the common public or patients with general
leaflets and brochures containing
information on diseases, treatment and
health. The information presented in
brochures is non-promotional and no
names of prescription-only medicinal
products are given.

When individual members of the common
public (patients) address requests for
advice on personal medical matters to the
Company, the enquirer is advised to consult
a healthcare professional. The Company
only offers information about its products
and the proper use of its products.

1.8. Promotional materials

Promotional materials, including their
content and graphics, are prepared in such
a manner that they do not induce ambiguity
about the product, the marketing
authorisation holder or producer, and do not
imitate elements used by other companies.
All promotional materials must meet at least
minimum legal requirements about data
from SmPC and/or Instructions for use,
including data about the marketing
authorisation holder. On all promotional or
other materials, the Company name must
be presented as a clearly visible Company
logo or a Company banner. In addition to
the Company name, all promotional
materials must also contain a complete
contact address of the Company subsidiary
and/or a Company representative office, or
a website address with other contact
details.

All promotional materials and information
(whether printed, digital or oral) must be
clear, legible, accurate, up-to-date,
balanced, fair, and sufficiently complete to
enable the recipient to form their own

KOLEKC OEATEJIBHOCTU NPEACTABUTEJILCTBA KPKA T10 MNPELCTABIIEHUIO NPOOYKLMN

MHpopmaums, npeactasnsgemast LUIMPOKON
06LWEeCTBEHHOCTN, MOXET HOCUTb 06Lunit
xapaktep, Hanpumep, nHgopmauua ob
onpefeneHHoM 3aborneBaHuK, MO3TOMY OHa
JomkHa ObiTb OOBEKTMBHOWM U He [OMKHa
BBOAWUTb B 3abnyxaeHue Wnu copepxaTtb
nobol anemeHT NpeacTaBneHus npenaparos.
B pamkax Tako kKoMMyHukaumu, MNpeacraBuT-
enbCTBO MOXeT NpeAoCcTaBUTb LUMPOKON
06LLecTBEHHOCTU UMW NaLMeHTaM NIUCTOBKA 1
Gpolwtopbl HEPEKNaMHOro xapakTepa,
cogepxalume MHdopmaunio o 3abonesBaHn-
Ax, cnocobax nevyeHuss u 3gopoBbe. Bces
MH(OopMaLMs, npeacTaBneHHas B Gpoluto-
pax, He MMEeeT peknaMHOro xapaktepa u He
COLEPXKUT Ha3BaHU peLenTypHbIX TeKkapcT-
BEHHbIX Mpenaparos.

B cnyyae 3anpocoBs, nocTtynawowmx oT
o6l ecTBEHHOCTU (MauMEHTOB) B ajpec
MpencraBuTenbCcTBa NO NIUYHBIM MEAWLMH-
CKMM BOMpocam, faeTcs pekomeHzauus
NPOKOHCYNBTUPOBATBCA CO CMeunanucTom
3apaBooxpaHeHusi. lMpeacraBUTenLCTBO
NpefoCTaBnsAeT ToNbKO MHGOPMaLMIO O CBOMX
npenaparax 1 ux npaBuIlbHOM MPUMEHEHUN.

1.8. PeknamHble maTtepuanbl

PeknamHblie maTepuansl, BKA4Yasa uX
cogepxaHue n rpaduveckme 3NeMeHThl,
DOMMKHbI ObITb MOATOTOBMEHbLI TAKUM 06pa3oMm,
4YTOObI HE cofepaTb HUKaKMX HESICHOCTEN O
npenaparte, gepxarene perncrpaumoHHOro
YOOCTOBEPEHUS UMK NPOU3BOAMTENe, U He
OOIMKHBI MOBTOPSITE AMNEMEHTOB, WCMONb3ye-
MbIX APYrMMU KOMMNaHusMU. Bce peknamHble
MaTepuanbl AOMXHbl COOTBETCTBOBATb
3aKkoHodaTeNbHbIM TPeOOBaHUSAM B OTHOLLIE-
HUM aanHbix 13 OXIM wunm UHcTpykumm no
NPUMEHEHMIO, BKIMOYas AaHHbIe O Aepxartene
perncTpaumoHHoro yaoctoBepeHus. Ha Bcex
peknaMHbIX UNUM Opyrux martepuanax,
HasBaHne KomMnaHwyM [OOMmKHO ObiTb YEeTKo
npeAcTaBnNeHo TOBapHbIM 3HAKOM WU
pa3melleHo B 6aHHepe Komnanuu. Hapsigy ¢
Ha3BaHuem KomnaHun, BCe peknamHble
MaTepuanbl OOMKHbI TakXke coaepxXaTb
NonHbIA KOHTaKTHbIN agpec [lMpeacraBuT-
enbCcTBa Unu agpec Beb-caiita, cogepxalle-
ro Apyrve KOHTaKTHbIE AaHHbIE.

Bce peknamHble matepuansl v UHGOpMaums
(6yop TO mevaTHble, LMGPOBbLIE UMK YCTHbIE)
OOIMXHbl OblTb YeTkuMU, pas3bopymBbIMU,
TOYHbIMMW, aKTyanbHbIMK, cHanaHCMpPOBaHHbI-
MW, CripaBean1BbLIMU 1 JOCTATO4HO MOMHBLIMY,
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opinion. It must not be misleading and must
encourage the rational use of products by
presenting them objectively and without
exaggeration.

Promotional materials relating to products,
their uses and therapeutic areas must be
up-to-date, referenced, clinically relevant,
prepared in accordance with the current
SmPC and compliant with all applicable
rules. 'Off-label' promotional messages are
prohibited.

1.8.1. Declarations and substantiation
of promotion

Information, declarations and graphic
representations must be accurate,
balanced, fair, objective and sufficiently
complete to enable the recipients to form
their own opinion of the therapeutic value of
the product concerned. They must not
mislead by distortion, exaggeration, undue
emphasis, omission, or in any other way.
They must be based on an up-to-date
evaluation of all relevant evidence from
medical and scientific literature.
Unsubstantiated superlatives, declarations
like 'product causes no adverse
reactions/toxic hazards' or 'risks of
addiction/dependency’ must not be used.
The term 'new' must not be used longer
than for 3 years after marketing
authorisation.

Quotations from medical and scientific
literature or from personal communications
must be faithfully reproduced (except
where adaptation or modification is
required in order to comply with any other
applicable rules, in which case it must be
clearly stated that the quotation has been
adapted and/or modified) and the precise
sources identified.

References to the literature used in

4TOGbI Yy MX agpecaTa Mormo ChopMMPOBaTLCS
cob6cTBeHHOe MHeHMe. OHWM He [OOMXHbI
BBOAWTb B 3abny)KOeHWe M OOSKHbI CroCco-
6cTBOBaTH paLMOHanNbHOMY MPUMEHEHUIO
npenapatoB, NpeacTaBnsas WX 06bEKTUBHO U
6e3 npeyBennyeHms.

PeknamHble maTepuansl, oTHOCSAWMECS K
npenapartam, UX MpUMeHeHuo U hapmako-
TepaneBTUYECKUM TpynnamM, AOMKHbI ObiTb
aKTyarbHbIMU, UMETb CCbISKU, BbITb KIMHUYEeC-
KW 3HaYMMbIMW, NOATOTOBMNEHHBIMU B
cooTBeTCTBMU C pAencTBytowenn Obwen
XapaKTEPUCTUKO NekapCTBEHHOrO npenapara
1 oTBeyaTb TpeboBaHWAM NPUMEHUMbIX
npasun. PeknamHble cooblieHns «BHe
VHCTPYKLMWY 3anpeLLeHbI.

1.8.1. YmeepxdeHuss u o6ocHogaHue
npedcmaesieHusi

WNHdopmaums, obbsaeneHns u rpadgpuyeckme
n3obpaxeHns AOJKHbl OblTb TOYHbIMU,
cbanaHcupoBaHHbIMU, OOBEKTUBHLIMU U
[OCTaToOYHO MOMHbLIMK, YTODObI Yy UX agpecaTta
Morno chopmMupoBaTbCcs COGCTBEHHOE
MHEeHMe O TepaneBTUYECKOWN LEHHOCTU
NlekapCTBEHHOrO npenaparta, O KOTOpoM MaeT
peyb. OHU He JOMKHbI BBOAWTD B 3abnyxaeHvne
nyTeM WCKaXKeHUs, NpeyBeriMyeHus, 4pes-
MEPHOro noAvYepKkMBaHUSA, UCKMHOYEHUs
nHcpopmaLmmn n/unm nboro Apyroro cnocoba.
OHM O0MmKHbI ObITb OCHOBaHbI Ha nocrneaHen
OLleHKe BCeX aKTyarlbHbIX [0KasaTernbCcTB U3
MeaULMHCKON M Hay4YHOW nuTepaTtypbl.
HeobocHoBaHHblE NpeyBenuyeHust 1 3asiB-
TNIeHUs Takue Kak «npuemMm npenaparta He
Bbl3blBAET HeXenaTenbHbIX peakuui/
TOKCUYHOCTU» WIIN «HE BbI3blBAET pucKa
pasBUTUS 3aBUCUMOCTUY» HEmb3sl MUCMOMNb30-
BaTb. CrOBO «HOBbI» MOXET BbITb NCMOMb30-
BaHO B CIyyae, ecriv nocne rocygapCTBEHHON
pernctpauuy OaHHOro JfekapCTBEHHOro
npenapata B Pecnybnuke bBenapycbk npoLuno
He Gonee 3 ner.

LintaTbl M3 MeOWUMHCKON U Hay4HON nuTe-
paTypbl MU U3 JIMMHON KOMMYHMKaLUK
OONXHbl MCNONb3oBaTbCA TOYHO (3a
WCKIIOYEHEM cryyaeB, korga Tpebyetcs
agjantauust unu mopudpmkaums ans Toro,
4YTOObI MPUBECTU B COOTBETCTBME C APYTVMU
NPUMEHVMbIMU NpaBuUiamMu - B TaKOM criy4ae
crnefyeT YeTKO ykasaTb, YTO uuTata Obina
aganTupoBaHa u/unu MoamguumMpoBaHa), co
CCbIJIKOV Ha CTOYHUK A@HHbIX.

CchbInkn Ha ucnonb3yemyl nutepaTypy



promotion must be clearly stated. The
Company will provide corresponding
literature or unpublished data ('Data on file')
if so permitted by national legislation,
whenever required from healthcare
professionals, promptly upon request,
otherwise only data from SmPC are used.

1.8.2.
products

Comparisons with other

If comparisons with other products are
made in promotion, such comparisons
must be based on relevant data and in
accordance with SmPCs of all the products
mentioned. When comparative data are
used, they must be factual, objective and
justifiable with reference to their source. For
comparisons, only relevant, substantial and
verifiable aspects are used. Comparisons
must be presented without distortion of data
and so thatthey are not misleading.

1.8.3. Approval of promotional
materials

Promotional materials are verified and
approved on a country level in accordance
with internal company procedures, which
are designed to ensure that all promotional
materials in use are up-to-date and
compliant with the applicable rules as well
as with the current Summary of Product
Characteristics. Marketing specialists
cannot prepare their own promotional
materials; all promotional materials are
prepared and checked by competent
departments and qualified personnel in
accordance with internal company
procedures.

1.9. Informational materials,
inexpensive promotional items

Advertisment , informational materials may
be offered and/or supplied to healthcare
professionals only if they are aimed directly

criegyet npaBunbHo odopMnsTh. MNpeacTtasu-
TENbLCTBO MPEfOCTaBMSET COOTBETCTBYHOLLYIO
nMTepaTypy Unu HeonybnMKoBaHHbIE AaHHbIE
(daHHble 13 apxvBa) Mo 3anpocy cneuuanunc-
TOB 3[paBOOXpaHeHusi, B Apyrux cry4asx
MCMONb3yTCst TONbKO AaHHble 13 O6Luen
XapaKTepUCTUKM NeKapCTBEHHOTO Npenapara.

1.8.2. CpaeHeHue ¢ Opyaumu Jneka-
pcmeeHHbIMU fpenapamamu

Ecnn npun npeactaBneHun npenapaToB
MCMNONb3yTCA CpaBHEHUA C APYrUMu
nekapcTBeHHbIMW npenapatamMmu, aTu
CpaBHeHUSA AOMMKHbl OCHOBbIBATbCHA Ha
onpeferneHHbiX aHHbIX U COOTBETCTBOBATb
OXIM ana Bcex YNOMSHYTbIX MpenapaTos.
Mcnomnb3yemble cpaBHUTENbHbIE AaHHbIE
[OOIMKHBI ObITb 06 BEKTVBHBIMU, OCHOBaHHbLIMU
Ha dakTax, CO CCbISIKOM Ha UCTOMHUK AaHHbIX.
[Ins cpaBHeHWs crieayeT NCNornb30BaTh TONbKO
akTyanbHble, CyLWleCTBEHHble acnekTbl,
KOTOpble MOXHO npoBepuTb. Pesynbratbl
CpaBHeHWs cneayet npeactaBuTb 6es
UCKaXXEeHNS OaHHBIX U Takum 06pasom, 4Tobbl
OHW He BBOAWMNM B 3abnyxpeHue. He
[0nycKkaeTcsl UCNomnb30BaHWe AUCKPEAUTUPY-
lowen cpaBHUTENbHOW MHpopmauun B
OTHOLLEHWUM OPYrnX NeKapCTBEHHbIX Npenapa-
TOB.

1.8.3. YmeepxodeHue peKnaMHbIX
Mamepuarsioe

PeknamHble maTepuanbl NpoBepsitoTCS U
YTBEPXKOAOTCS B COOTBETCTBUM C BHYTPEHHUMMU
npasunamu MNpeactaBuTenbCTBa, KOTOpble
npefHasHaveHbl Ansi Toro, YTobbl obecneynTts
aKTyarnbHOCTb BCEX WCMOSb3yeMblX Marepua-
NOB Y UX COOTBETCTBUE MPUMEHUMbIM
npaeBunam u pevicteytolen O6Lien xapak-
TEpUCTUKE NeKapCTBEHHOro npenaparta.
Cneuuvanucrtam no MapKeTUHry He paspelua-
€TCS CaMOCTOSATENbHO FOTOBUTb peKramHble
MaTepuarnbl, Tak kKak Bce matepuarbl 4OMKHbI
OblITb MOATOTOBMNEHbLl U YTBEPXAEHbI
KOMMETEHTHLIMU OTAeNnamun 1 kBanuuumpo-
BaHHbIMU COTPYAHUKaMW B COOTBETCTBUU C
BHYTpPeHHUMU npaBunamu [NpepcrtaBuT-
enbcTea.

1.9. UHdopmaLunoOHHbIE MaTepuansbl,
peknamMHo-CyBeHUpHasa nNpoAayKuus
He3HaunTenbLHOM CTOUMOCTH

PeknamHble, nHdopMaunoHHbIE MaTepuansl
MOryT npeanaraTbCcs U/vnu NpeaocTaBnATbCS
cneunanucTaMm 34paBOOXPaHEHNsT TOMbKO B



at the education of healthcare profes-
sionals and patient care. Informational
materials, inexpensive promotional items
may be offered and/or supplied to
healthcare professionals to whom the
products are promoted only if they are of
symbolic value (inexpensive), relevant to
the healthcare professional's professional
duties during of professional events and in
accordance with the legislation of the
Republic of Belarus.

The abovementioned materials and items
must never provide a personal benefit to
healthcare professionals or be used to
improperly influence them.

The Company does not give cash or cash
equivalents, or items that could easily be
resold or used to generate income.

Health care professionals may sometimes
be given gifts of insignificant value, not
related to medical practice, only as part of
protocol and other official events in
accordance with the legislation of the
Republic of Belarus.

1.10. Samples

Employees of the marketing department
are not entitled to distribute (provide)
samples of medicines on a reimbursable or
free basis, including for the purpose of their
medical use by patients in accordance with
local legislation.

1.11.  Marketing staff

1.11.1. Education

The company representatives, including
the representatives engaged under a
contract with a third party, who call on
healthcare professionals in connection with
the promotion of the Company's products,
must be properly trained and have sufficient
scientific knowledge to be able to provide
accurate and complete information about
the products they promote. This is ensured
by a regular periodic training system for all
Krka's representatives who are trained

TOM crny4yae, eCnu OHW HanpaBneHbl
HenocpeAcTBeHHO Ha obydyeHue cneuna-
NNCTOB  30PaBOOXPaHEHUs 1 OKasaHue
noMmowM nauymeHtam. MHdpopMaunoHHble
mMaTepuanbl, peknaMHO-CYBEHUPHYIO
NPOAYKUUIO MOXHO npeanaratbe w/unm
npeaocTaBnaTb cneuyanucTaM 3apaBooxpa-
HEHWS, Ha KOTOPbIX HanpaBneHo NpeAcTaBsse-
HVe NpOoAyKUUW, TOMbKO €CRN OHW UMET
CUMBOMUYECKYI LEHHOCTb (He umeloT
GonbloON MaTepuanbHON LEHHOCTU), U
MMEIOT OTHOLLIEHME K Npodheccum cneumanmc-
Ta 30paBOOXpPaHeHnst B pamkax npodeccuno-
HanbHbIX MEPONpPUATAA U B COOTBETCTBUM C
3akoHofaTenbcTBoM Pecnybnuku Benapychb.
BbilweynomsHyTeie MaTepuansl U npegmeTbl
HWKOr4a He [OMXHbl MPUHOCUTL FNYHYIO
BbIroAy cneumanuctam 34paBOOXpaHeHus
UMM UCMONb30BaThCA AN OKadaHUsi Ha HUX
HeHagnexallero BMnsH1S.

He ponyckaeTcs npenoctaBnsTe AEHEXHble
CpeAcTBa MMM MX 3KBMBANEHTbI, a Takke
npeameThbl, KOTOpble MOXHO NEerko nepenpo-
AaTb UM Mcnonb3oBaTb AMS MOMyYeHUs
poxopa.

Cneunanuctam 3gpaBOOXpaHeHUs MoryT
MHorga NpefocTaBnATLCH NOAAPKY He3HauM-
TenbHOW CTOMMOCTM, HEe CBfi3aHHble C
MEAVLMHCKOW MPaKTUKOW TOMbKO B pamMKax
NPOTOKOMbHbLIX U WMHbIX OdULMaNbHbBIX
MepOonpuATUA B COOTBETCTBUM C 3aKOHOAAT-
enbcTteom PB.

1.10. O6Gpa3ubl

CoTpyaHVKM NoApa3faeneHns MapkeTuHra He
BrpaBe pacrnpocTpaHATh (MPeaocTaBnsTh) Ha
BO3Me34HOM unu 6e3BO3Me3HON OCHOBE
006pasubl NIeKapCTBEHHbIX CPEACTB, B TOM
yucne B LEenax Ux MeauLMHCKOro npumeHe-
HWUSI NAUMeHTamMK, B COOTBETCTBUM C NlOKarb-
HbIM 3aKOHOAATENbCTBOM.

1.11. CoTpyAHMKM MapKeTUHra

1.11.1. O6yyeHue

CoTpyoHUKN noapasfeneHnss MapkeTuHra
MpenctaButenbcTBa AOMXHb UMETb
[OCTaToOYHYl MNoAroToBky M obnapatb
HEoOXOAMMBIMU HaYYHbIMU 3HAHWUSIMU, YTOObI
NpenocTaBnaTb TOYHYO U MOMHYH UHopMa-
LM O NpeacTaBNseMbIX NEKapCTBEHHbIX
npenaparax. 9To o6ecneyvBaeTcs C MOMOLLbIO
CUCTeMbl perynsipHoro obyyeHus Bcex
COTPYAHWKOB MoApasfeneHnss MapKeTuHra,
KOTOPbIE NMPOXOAST TPEHWHIN B 0briactn Bcex
NPUMEHNMbIX MPaBWI.



aboutthe applicable rules.

1.11.2. Individual calls

Krka's representatives must work in a
professional, responsible and ethical
manner. At each call, they must provide
healthcare professionals with a Summary
of Product Characteristics, or they must at
least have it available upon request for
each product that they present, information
on the safety of the medicinal product and
legislative acts on pharmacovigilance. A
face-to-face meeting of marketing
department employees can only be held as
part of pharmacovigilance work and Krka's
representatives should ensure that the
frequency, timing and duration of calls to
healthcare professionals, together with the
manner in which they are made, do not
cause any inconvenience. Krka's
representatives must not use any
inducement or deceptionto gainacall. Ona
call, or when seeking an appointment for a
call, Krka's representatives must, from the
outset, take reasonable steps to ensure
that they do not mislead as to their identity
orthat of the company they represent.

1.11.3. Duty to accept reports about
adverse reactions and opinion about the
products

Krka's representatives must have at hand
forms for reporting adverse drug reactions
(CIOMS or other forms if locally required) at
each call and make them available if so
required. Reports about adverse drug
reactions must be forwarded to the person
responsible for pharmacovigilance in the
country.

1.11.4. Market research and non-
interventional studies

Krka's representatives can occasionally
assist in market research, non-
interventional clinical studies and other
similar research programmes if this is
permitted by national law. Involvement of

1.11.2, UHOueudyanbHble ecmpeyu
CoTpyoHUKM noApasfgeneHnss MapkeTuHra
[OOIMKHbI BbINOMHSATL CBOO paboTy npodeccuo-
HanbHO, OTBETCTBEHHO M 3TUYHO. Ha kaxaom
BCTpPEYE OHU [OOJIKHbl NpPefocTaBnsATb
crneynanucTam 34paBOOXpPaHeHuss  obLLyto
XapaKTepUCTVKy NeKkapCTBEHHOro npenapara
WUNW, MO KpawmHel Mepe, OHU LOMKHbI UMETb
OXJMN gns kaxporo npeacTaBnsemMoro
npenaparta B Hanuuuv Ans nNpeaocTaBeHns
no 3anpocy creuuanucta 34paBoOXpaHeHUs],
MHGopMaLmo no 6e30nacHOCTU NeKapCcTBeH-
HOro npenapara 1 3aKoHofdaTerbHbIE aKTbl Mo
dapmakoHaasopy. JlnuHasa BcTpeya coTpyaHu-
KOB MofpasfeneHns MapkeTuHra MoXeT
NPOBOAMTLCS TOMbKO B pamkax paboTbl no
(hapmMakoHaa3opy Y COTPYAHWKU nogpasaene-
HWUS1 MapKeTUHra JOMKHbI N03aboTUTLCS O TOM,
4yTOObI YacToTa, BpeMs MNpoBeAeHUs u
NPOAOIHKUTENBHOCTL BCTPEYM K CMeLmanmucTy
30paBOOXPaHEHNS], @ Takke MaHepa nNpoBeae-
HUS BCTpeuu, He BbI3blBanM HeynobCTBa.
CoTpyaHukam nogpasfeneHnsi MapkeTuHra He
paspelwaeTcss MCMoMb30BaTb HUKAKUX
nobyxaeHUn Unn yrnoBoK Afsi TOro, YTobbl
[0CTUYb JOroBOpa O NPoBeAeHNN BCTpeyn. Bo
Bpemsi BcTpeun COTpyaHUKM nogpasgeneHns
MapKeTUHra OOJXHbl, C CaMOro Havana,
no3aboTnTbCsl 0 TOM, YTOObl He BBOAWTL B
3abnyxageHve OTHOCUTENBbHO CBOEW NTIMYHOCTU
NN MHAOPMaLMM O KOMMAHUU, KOTOPYIO OHU
npeacTaenstoT.

1.11.3. O6s13aHHOCMb NPUHUMamb
coobueHus1 0 HeXxeslamesibHbIX Peakyusix
U MHEeHUsI 0 lekapcMmeeHHbIX npenapamax
Ha kaxxpoi BcTpeye CoTpyaHWKu nogpasaene-
HUSI MapKeTVHra JOMKHblI MUMETb B Hanmnyum
odpuumnanbHy Gopmy M3BELEHUSA O
HexenaTerbHbIX peakuusx Ha NekapcTBeHHoe
CPencTBO MNW [AOMKHbI NPEAOCTaBUTL UX MO
3anpocy. CooblLieHnsi o HexenaTtenbHbIX
peakumsix Ha nekapcTBEHHOe CpeAcTBO
[OMKHbI BbITb HANpaBreHb! NLY, OTBETCTBEH-
HOMY 3a hapMakoHaA30p B CTpaHe.

1.11.4. UccnedoeaHue pbIHKa U HeEUH-
mepeeHYUuOHHbIe uccredosaHusi

CoTpyaHuKM noppasgeneHus MapkeTuHra
MOryT BpemMsi OT BpeMeHM nomoraTtb
B UCCMENOBaHUSIX PbiHKA, B HEMHTEPBEHLMOH-
HbIX KIMHUYECKMX UCCIeNOBaHNsAX U B APYruX
nofobHbIX MccneaoBaTenbCKMX nporpaMmax.



Krka's representatives in market research
and non-interventional clinical studies must
be strictly separated from their promotional
activities.

1.12. Events

1.12.1. Objectives

The purpose and focus of all promotional,
scientific or professional meetings,
congresses, conferences, symposia,
webinars, and other similar events
organised or supported by the Company
(an 'event') for healthcare professionals is
obtaining information by the Repre-
sentative Office about the doctrines used in
the Republic of Belarus, forming a further
strategy for the withdrawal of new drugs,
informing healthcare professionals about
the Company's medicinal products and / or
providing them with scientific information.

1.12.2. Venue

All the events organised or supported by or
on behalf of the Company must be held at
an appropriate venue that suits the main
purpose of the event and makes the most
sense logistically. The Company must
avoid using luxury hotels, resorts and
venues that are renowned for their
entertainment facilities or may be
considered extravagant.

1.12.3. Information
Promotional information that appears on
exhibition stands or is distributed to
participants refers to drugs registered in the
Republic of Belarus.

1.12.4. Hospitality

Hospitality may be offered to healthcare
professionals in connection with local,
national or international scientific and/or
educational events organised by the
Company or a third party.

YyacTue cOTpyaHMKOB noapasgeneHus
MapKeTMHra B UCCNeaoBaHWUU pbiHKA,
HEeVHTEPBEHLIMOHHBIX KITMHUYECKUX UCCIeno-
BaHUsX, (hbapmMaKkoHaZ30py CTPOro OTAENsieTcs
OT X AESITENBLHOCTM M0 NPELCTABMNEHMIO.

1.12. MeponpusaTtus

1.12.1. Uenu

Llenb 1 dokyc Bcex peknamMHbIX, Hay4HbIX Uin
npocheccroHarnbHbIX MepPONpUSATUIA, KOHrpec-
COB, KOHbepeHLuiA, CUMNo3nyMoB, BebuHapoB
1 Opyrnx nogobHbIX MEPOMPUATUIA, OpraHn3ye-
MbIX WX MPOBOAUMBIX MPU MNoAAepXkKKe
MpeactaButenscTBa (MeponpuaTUsa Ans
cneunanucToB 34paBOOXpPaHeHUs) Ans
CreumanncToB 30paBOOXpPaHEHNs — Mnonyde-
Hve uHdopmaummn [MpeacraBuTensCTBOM 06
ncrnonb3yeMblx AOKTpUHax B Pb, dopmupoBa-
HVe JanbHeuLen cTpaTerMm no BblBOAY HOBbIX
npenapaToB, MH(OPMMPOBaHME crneunanmc-
TOB 34paBOOXpPaHEHUss O NeKapCTBEHHbIX
npenapatax KomnaHum n/unm obecneyeHme nx
MHOPMaLMEN HayYHOro XapakTepa.

1.12.2. Mecmo npoeedeHusi Mepornpus-
musi

Bce meponpuaTtusi, opraHusyemblie Wnu
NPOBOAUMbBIE MPU NOAAEPXKKE UM OT UMEHM
MpencraBuTENLCTBA OOMKHBI MPOBOANTHLCS B
obbekTax, NoaxoAsALMX ANS Lenv nposeae-
HKS MeponpusiTus 1 Hanbonee Lenecoobpas-
Hbl C TOYKM 3peHust noructuku. MpencraBut-
enbCTBO JOMMKHO M3beratb MCMNoNb30BaHUs
NPECTMXHbIX OTenew, KypopToB U 0O6BHEKTOB,
KOTOpble M3BECTHbl Kak 0b6bekTbl AN
npoBeAeHNss MeponpuATUA KyNbTypHO-
pasBnekaTenbHOro xapakrtepa Wnu KoTopble
MOTYT CHATATLCS CITULLKOM POCKOLLHBIMM.

1.12.3. Uuhopmayus

NHdopmauns peknamHO-mMapKeTUHIoBOro
Xapaktepa, npefcTaBnsemasi Ha BbICTaBOY-
HOM CTeHAe Wi pacnpocTpaHsemasi cpeam
YYaCTHUKOB MepONpUATUSA, OTHOCUTCSA K
npenapatamM, 3aperncTpupoBaHHbIM B
Pecny6nvke Benapychb.

1.12.4. N'ocmenpuumcmeo

3Haku rocTenpumMmcTBa MOryT NPOSIBISTHCS B
OTHOLLUEHUM CMeunanucToB 34paBooOXpaHe-
HMS B CBSI3W C MECTHbIMW, HaLMOHambHbIMM
NN MeXayHapoAHbIMU HayYHbIMU W/ UK
obyvarLmmMy MeponpUsTUSIMU, OpraHu3ye-
MbiMU [peacTaBUTENbLCTBOM UMW TPETbEN
CTOPOHOW.



All forms of hospitality offered to healthcare
professionals must be reasonable and
strictly limited to the main purpose of the
event. As a general rule, the provided
hospitality must not exceed what
healthcare professionals would normally be
prepared to pay by themselves on such
occasions and must not exceed the main
purpose or the scientific value of the event.
Hospitality is limited to accommodation,
travel and meals (food and drinks). Travel
should always be on the most direct and
logical route, taking into account costs to
the Company. Arrivals and departures
should, whenever logistically possible,
coincide with the beginning and end of the
meeting. Hospitality is offered only to
persons who qualify as participants in their
own right.

The Company has implemented cost limits
for hotels and meals that are consistent with
norms and requirements of RB.

The Company must not provide or fund any
stand-alone hospitality that is not in relation
to, and necessary for, a professional
meeting. The provision or funding of
entertainmentis not permitted.

If participating or organising an eventwhere
some attendees participate online, the
Company may provide or fund appropriate
food and drinks only for those healthcare
professionals who are present in person at
an appropriate meeting location. The
Company must not provide or fund any food
ordrinks forindividual online attendees.

1.12.5. Exhibitions

Exhibitions are intended for advancement
of scientific and professional knowledge
and experience among healthcare
professionals. On the exhibition stand, the
name of the Company must be clearly
visible and recognisable. Informational or
educational materials, and inexpensive
gifts may be made available at the stand.
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Bce chopMbl rocTenpunmmcTBa, NposiBnsiemble K
cneuvanucTaMm 34paBOOXPaHEHs], AOMKHbI
ObITb pa3yMHbIMM U AOMKHbI CTPOIO OrPaHNyn-
BaTbCH MMaBHbIM Ha3Ha4YeHUEM MepONPUSTUS.
Kak obLuee npasunio, NposiBreHns roctenpum-
MCTBa He [OMKHbl NpeBblllaTe TOro, YTO
cneunanncTbl 34paBOOXpaHeHust Obinu Obl
0ObIYHO TOTOBbI 3anNnaTUTb WU He [OOMKHbI
npeBbILlaTh HAYy4YHOW LIEHHOCTV MEepPONpUATYS.
[oCTENpUUMCTBO OrpaHUYMBaETCs NPOXMBaA-
HMeM, MPoe3aoM 1 MUTaHWEM (€4a 1 HaNUTKK).
[Moesnka Bcerga AOMmMKHA OCYLLECTBASATLCSA MO
Havbonee NPAMOMY 1 NIOTMYHOMY MapLUPYTY C
y4eTom 3atpat KomnaHuv. Bpems npubeitus n
oTbesda [AOMKHO, ecrnvi MO3BOMSHOT BO3MOX-
HOCTU, ObITb COrMacoBaHO CO BpPEeMEHeM
Hayana v 3aBepLUeHVst MeponpuATUA. 3HaKn
rocTenpuMMcTBa NpOsIBASIOTCA TOMbKO K TeM
nmuam, KoTopble COOTBETCTBYIT KPUTEPUAM
y4YacTHuKa.

B lMNpeacTtaButenbcTBe ycTaHOBMEHbI Npe-
Aenbl 3aTpaT Ha NpPoXWBaHWEe B rOCTUHULIE U
nuTaHue, COOTBETCTBYOLWME HOPMaM U
TpeboBaHVAM 3akoHodaTenscTBa Pecnybnu-
kv Benapycb.

MpencraBnTensCTBO He AOMKHO NpefocTaB-
nATb Mnu duHaHcupoBaTtb kakue-nubo
OoTAenbHble NPOSIBNEHNUS rocTenpUMMCTBa,
KOTOpble HE MMEIOT OTHOLUEHUSI U HE HYXHbI
Ans npoeefeHus npodeccuoHanbHoON
BCTpeun. He ponyckaeTca npepocTaBneHve
Mnun uHaHcupoBaHue MeponpuUATUN
pasBriekaTenbHOro xapakrepa.

Mpu y4acTum nnm opraHn3aLim MeponpusaTyis,
B KOTOPOM HeKOoTOpble CrneuumanucTbl
3paBOOXpPaHeHNs NPUHUMAIOT yyacTue B
OHMainH pexume, [NpeacTaBUTENBCTBO MOXET
npefocTaBnATb N UHaHCMPOBaTb MUTaHNe
W HaNMTKW TOMbKO CMeLManvcToB 3apaBooxpa-
HEHUs, NINYHO MPUCYTCTBYIOLUMX B MecTe
BCTpeun. [peactaBuTensCTBO He [OMKHa
npenocTaBnATb N PUHAaHCMPOBaTb MUTaHVe
UMW HanuTKW ANs OTAENbHbIX OHNaNH-
Y4aCTHVKOB.

1.12.5. Bbicmaeku

BbicTaBku NnpegHasHaveHbl Ans npeacraene-
HMS HaYYHbIX M NPOdEeCCUOHanbHbIX 3HaHWI
1 oMbiTa CPeau CneumanncToB 34paBooxpa-
HeHusi. HasBaHne KomnaHum AOMKHO ObiTb
SICHO BUAHBLIM W y3HABaeMblM Ha BbICTaBOY-
HOM cTeHae. Ha cteHae pgonyckaeTtcs
Hanuune WMHMOOPMALMOHHbBIX UMM YYebHbIX
MaTepuanoB, peknaMHO-CYBEHUPHbIX
MaTepuanoB HE3HaYUTENbHOW CTOMMOCTH.
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1.13. Educational support

The Company may support scientific,
medical, pharmaceutical, and professional
education, thus contributing to the
advancement of scientific medical
knowledge of healthcare professionals.

The representative office may participate in
the education of healthcare professionals in
accordance with local legislation.

The event, for which the attendance of a
healthcare professional is supported, must
primarily consist of scientific, educational,
and professional content, must be directly
associated with the healthcare
professional's practised therapeutic area,
and must be directly related to the
Company's therapeutic areas. The event
may be conducted in person, online or may
be a combination of both. Participation
may only include organization of travel,
accommodation, and reasonable
hospitality. It must not include daily
allowances or any other costs associated
with the attendance at the event and cannot
be extended to family members or
accompanying persons.

The Company does not finance the
attendance of individual healthcare
professionals at certified courses or
programmes contributing to postgraduate
qualifications and degrees of education
since this would provide significant
personal benefit.

The aim of the educational support
provided by the Company is to facilitate the
spread of the latest scientific
developments, knowledge and medical
practical recommendations among
healthcare professionals, thus contributing
to their competencies. The Company aims
at building its positive image in the
healthcare community by means of
contributions to acquiring new knowledge.

1.14. Service and consultancy
Expert advice and support from healthcare
professionals, healthcare organisations

1.13. Mopnepkka B 06y4eHUn
MpencTaBUTENBCTBO MOXET y4vacTBOBaTb B
Hay4YHOM, MeAMLMHCKOM, (hapmaueBTuye-
CKOM UK npodeccruoHanbHomM oby4veHun,
cnocobCTBys TakuM 0Opa3om, MOBbILLEHWIO
YPOBHSA Hay4YHO-MeAULMHCKUX 3HAHWW
cneunanucToB 34paBOOXPaHEHMS.
[MpencTaBMTeNnbCTBO MOXET yvacTBoBaTb B
oby4eHun cneumanucToB 34paBOOXPaHEHUs!
B COOTBETCTBUM C FOKalnbHbIM 3aKoHoAa-
TENbCTBOM.

CopepxaHune nwoboro meponpuaTvs, B
KOTOpPOM creunanucT 3gpaBooxpaHeHus
NPUHUMAET y4YacTue npu y4acTnm KoMmnaHmu,
[OIMKHO, B MepBYI0 04epeb, UMETb HayYHbIW,
obyyarwmn n npodeccuoHanbHbl
xapakTep, AOMKHO OblTb HemnocpencTBeHHO
CBA3aHO C TepaneBTWYECKOW obnacTbio
crneymanucrta 3apaBoOXpaHeHus un ¢
TepaneBTUYeckumy obnactamm KomnaHuu.
Meponpusatne MoxeT NpoBOAUTLCA B O4HOM
pexumMe, B peXunMe OHMNanH Unm B Co4eTaHnm
TOro W Apyroro. Yyactme B Meponpusatusx
MOXEeT BKIto4aTb TOMbKO OpraHusauunio
npoesaa, NpoXuWBaHUSA U 3HAKNU rocTenpun-
MCTBa B pasyMHblX npegenax. Yyactue B
MeponpuaATMAX no obyvyeHWto He AOMKHO
BKMOYaTb CyTOYHble unu niobble apyrue
pacxofbl, CBA3aHHble C y4yacTuem B
MeponpuATAK, a TakKe He MOXEeT pacnpoc-
TPaHATLCA Ha YNeHOB CEMbW 1 CONPOBOXAaA-
FOLLMX ALY

[MpencrtasntenbcTBY He paspellaeTcs
durHaHcnpoBaTb MocelleHne oTAernbHbIMM
crieymanuctamu 34paBoOOXpaHeHuss cepTu-
PULMPOBaHHbBIX KypCOB MAW MporpamMm,
CMNocoBCTBYIOLLMX MOMyYEHNIO CBUAETENBCTB
06 oKOHYaHUK nocneamnnoMHoro obpasosa-
HUS N yYeHbIX CTEeneHemn, MOCKOMbKYy 3TO
NPUHECI0 Obl 3HAYNTENbHYHO MTUYHYIO BbIrOAY .
Llenblo yyactus B meponpuatuax no
oby4yeHUn sBnNsieTcA pacnpocTpaHeHue
nocnefHvx HayYHbIx pa3paboTok, 3HaHUi K
NPaKTUYECKNX MEAMLMHCKMX peKkoMeHpaumn
cpeaun crneunanucToB 3paBOOXpPaHeHus,
€nocobCTBYS POCTY UX koMneTeHumn. Lienbio
[MpeacrtaButenbcTBa sBNAETCA co3gaHue
NOSOXUTENbHOIO MMUAXa Cpeaun y4acTHUKOB
CUCTeMbIl 3[1paBOOXPaHEHNS MyTEM OKa3aHWsi
MOMOLL B TPUOBPETEHNN HOBbIX 3HAHWIA.

1.14. Ycnyru v KoHcynsTaumm
Ycnyrm u KoHcymnbTauuyM OT OpraHu3auni
3paBOOXPAHEHNS N MALMEHTCKUX OpraHu3a-



and patient organisations helps the
Company to make decisions that ultimately
benefit patient care. The Company may
engage appropriate experts from these
segments of the healthcare community to
provide necessary services, including i
preparation of materials and speaking at
company events in accordance with local
legislation, as well as preparation of
materials for training employees of the
Representative Office and using them to
prepare the marketing strategy of the
Representative Office.

1.14.1. Healthcare professionals
Engagement of healthcare professionals
and related arrangements must meet the
following criteria:

(a) Alegitimate need for the services
has been clearly identified before they are
required and before making arrangements
with prospective consultants;

(b) A written contract or agreement is
entered into specifying the nature of
services to be provided and, subject to
point (c) below, the basis for payment of
these services;

(c) Remuneration for services is
reasonable and reflects the fair market
value of services provided considering
the skills, experience, job role,
prominence and location of the individual
performing the services;

(d) Remuneration is made only for
performed work;

(e) Healthcare professionals are selected
based only on their qualifications,
expertise and abilities to provide the
service. The Company personnel
responsible for selecting the experts
must have the expertise required to
evaluate whether the proposed health-
care professionals are appropriate;

(f) The number of engaged healthcare
professionals is not greater than the
number reasonably necessary to
achieve the identified need;

(9)The Company maintains relevant
records and makes appropriate use of
the services provided by consultants;
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umii nomoratoT MNpeacTaBUTENbCTBY MPUHK-
MaTb PEeLUEHUs], KOTOpbIE B KOHEYHOM MUTOre
NPUHECYT Monb3y B NEYEeHWW MaLUeHTOB.
MpencTtaBUTENBLCTBO MOXET NpuBrekaTb
onpeneneHHbIX 3KCNEPTOB Cpeay y4acTHUKOB
CUCTEMbI 30PABOOXPAHEHUS1 K MpeaocTaBne-
HUIO HEOOXOAMMbIX YCIYT, BKITHOYas MOArOTOBKY
matepvaroB ¥ BbICTYMIIEHNE Ha MEPONPUSTU-
SIX KOMMaHWK B COOTBETCTBUW C JIOKaslbHbIM
3aKoHOAaTeNnbCTBOM, @ Takke MOAroTOBKY
maTtepuanoB Ansi o6y4YeHWs COTPYAHMKOB
MpencraBuTensCTBa U UCMOMNL30BaHWS UX ANst
NOArOTOBKM MapKEeTWHFOBOW cTpaTeruu
MpencTaButenbcTBa.

1.14.1. Cneyuanucmei

oxpaHeHusi

MprBneYyeHve cneuyanncToB 3apaBooXpaHe-

HUS U CBSI3aHHblE C 3TUM MepOonpuUATUS

AOIMKHbI COOTBETCTBOBATbH CreAyLWUM

KpUTEPUSIM:

a) 3aKoHHas NoTpebHOCTb B ycnyrax AOMKHa
6bITb YeTKO onpepeneHa OO Havyana
oKasaHus yCnyr v 4o AOCTUXKEHUS [JOroBO-
PEHHOCTM 06 MX OKa3aHWu C noTeHuuanb-
HbIMW KOHCYTNBTaHTaMW;

b) 3akntoyaeTcs NUCbMEHHBIN [OroBOP MM
cornallieHve c ykasaHueM xapaktepa
npefocTaBnsembiX ycnyr u, ¢ cobnogenu-
eM MOonoXeHus (C) HwKe; 4YTO SABMsETCH
OCHOBOW A5 ONnaThl 3TUX YCNyr;

C) pa3mep KOMMeHcaumm 3a ycrnyru aensietcs
pasyMHbIM M OoTpaxaeT pearnbHY
PbIHOYHYIO CTOMMOCTL NPeaoCcTaBnseMblX
ycnyr ¢ y4eTom HaBbIKOB, OMbITa,
[OIMKHOCTU, M3BECTHOCTM M MECTOHaXOX-
OeHNs nuua, okasblBatoLLEro yCryri;

d) Bo3HarpaxaeHvie onnayvBaeTcs TOMbKO
3a 0Ka3aHHble ycnyru;

e) BblIOOp CrneunanvcToB 34paBOOXPaHEHUs!
OCHOBaH WCKITIOYUTENBHO Ha UX KBanudu-
Kauuu, onbITe 1 CMOCOBHOCTSIX NpefocTaBs-
NATb YCNyru; nepcoHan, oTBeYatoLmin 3a
BbIGOp KOHCYMbTAHTOB [OMKeH obrnagartb
KOMMNeTEeHUUAMMN, COOTBETCTBYOLLUMM
TpeboBaHNAM Ans OLEHKN COOTBETCTBUS
OTAENbHOro creunanvcTa 3apaBooXpaHe-
HUS 9TUM KpUTEPUSM;

f) uymcno npuBnekaembix cneuvanucToB
30paBOOXPaHEHNS He [OMMKHO NpeBbIaTh
yncna, pasyMHO HEOBXOAMMOro, NCXoas 13
paHee onpeaeneHHbIX NoTpebHocTel;

g) KOMMaHus Be4eT COOTBETCTBYHOLUNN yyeT
n obecneuvBaeT ageKkBaTHOE VCMoNb30Ba-
HWe ycnyr, npefocTaBnsaeMblX KOHCYNbTaH-

30paeo-
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(h) The hire of a healthcare professional to
provide a relevant service is not an
inducement to recommend, prescribe,
purchase, supply, sell or administer a
particular product.

Krka supports all efforts made in order to
provide transparency in any transfers of
value between pharmaceutical company
and healthcare professionals, and
complies with all applicable rules, while
applying special attention to compliance
with applicable personal data protection
rules. Krka supports that the experts
declare about paid services to the
Company in accordance to the national
legislation. .

1.14.2. Healthcare organisations
Contracts between the Company and
healthcare organisations under which they
provide any type of services to the
Company are only allowed if such services
(orother funding):

(a) Are provided for supporting healthcare
orresearch and development;

(b) Do not constitute an inducement to
recommend, prescribe, purchase,
supply, sell or administer specific
prescription-only medicinal products;

© Any remuneration for rendered
services reflects the fair market value
of services provided;

(d) Remuneration is not dependent on
prescribing or recommending products
and no condition of this type may be
expressed orindicated.

If the Company participate in activity, the
amount paid must be fair market value
considering the nature and scale of the
activity

1.15. Social contributions

The Company may contribute to the
communities it serves by making charitable
financial and in-kind donations to
healthcare organisations to support
healthcare goals if permitted by national

Tamm
h) npvBnevyeHve cneumanncToB 3gpaBooxpa-
HEHNs C 3anpoCcoM OKa3aTb COOTBETCTBYHO-
Lme ycnyrm He aBnsieTcst nobyxaeHnem K
pekomMeHAauunn, HasHavyeHuto, MoKymnke,
CHabXeHWI0 NNy NPUMEHEHMIO onpeaerneH-
HOro npenapara.
KPKA noppepxvBaeT BCe yCunus, HanpasrneH-
Hble Ha obecnevyeHne NpPo3payvyHoOCTH
OTHOLLIEHWI MeXay KOMMNaHWeln 1 cneunanmec-
Tamy 30paBoOXpaHeHus, 1 cobniogaer Bce
npuMeHnMmble npasuna, yaenss ocoboe
BHUMaHve cob6noaeHnio AeicTBYOWMX
npaBun 3alnTbl NEPCOHanbHbIX AaHHbIX.
MpenctaButensctBo KPKA noggepxuBaer,
4TOGbI 3KCNepTbl coobLiann o nNpeaocTasne-
HUM lNpencTaBUTENbCTBY MNATHLIX YCIyr B
COOTBETCTBUM C 3aKOHOAATENBLCTBOM.

1.14.2. OpezaHu3ayuu 30pasooxpaHeHusI
3akntodeHvie forosopos mexay MpeactaBnT-
€enbCTBOM W OpraHv3aunsimy 34paBoOXpaHe-
HMA B pamMKax KOTOPbIX OHW  OKa3blBalOT
nwobble ycnyru lpeacraBntenbCcTBY,
[0MyCcKaeTcsl TONMbKO NPU YCIOBUM, YTO Takue
ycnyru:

a) NpefoCTaBnsATCA C LEnbio NOAAEPXKKM
30paBOOXPaAHEHUST UMN Hay4YHbIX Mccre-
[0BaHUI 1 pa3paboTok;

0) He aBnsAOTCA NOBYXAeHWEM K pekoMeHAa-
UMK, HasHa4yeHuto, MOKyrnke, nocraBske,
npoAaxe Wnu NpYMEHEHWIO OnpeaeneH-
HbIX peLlenTypHbIX NpenapaTos;

B) pa3mep noboi KomneHcauun 3a npea-
OCTaBnsieMble YCryrn OTpaxaeT pearbHyHo
PbIHOYHYO CTOMMOCTbL NPeAOoCTaBNseMbIX
ycnyr;

(r) BosHarpaxgaeHue (KomneHcauus) He
3aBWCUT OT Ha3Ha4YeHUst UM pekoMeHaa-
UMK nekapCTBEHHbIX MpenapaTtoB U
HMKaK1e YCIoBuWsi Takoro Tuna He MoryT
ObITb BbIpaXXeHb! NN yKa3aHbl.

Ecnun lNpepctaButenLcTBO yvacTByeT B

opraHusauuy Kakoro-To MeponpusaTus,

BbiNayMBaemasi cymma [OJKHa COOTBe-

TCTBOBATb pearbHOM PbIHOYHOW CTOMMOCTM C

y4yeToM xapakTtepa v maclutaba meponpus-

™s.

1.15. BnaroTBopuTenbHblIe MOXEPT-
BOBaHUA

MpepocTaBneHne NOXepTBOBaHUN yupexe-
HUAM, opraHu3aumsM unu obuiectsam, B
cocTaBe KOTOpbIX paboTalT cneunanucTsbl
3paBOOXPaHEHNs WM KOTOpble OKa3biBa-



legislation.

.16. Patient organisations

In accordance with Krka's mission, the
Company may provide financial support
and/or non-financial support to patient
organisations to benefit healthcare or
society. The Company may engage patient
organisations to provide services for the
purpose of supporting healthcare or
research. The Company does not seek any
influence on patient organisations' activities
and/or materials they support because of
the Company's commercial interests.

1.17. Disclosure of transfers of value to
healthcare professionals, healthcare
organisations and patient organisations

Transparent relations and interactions
between the Company and healthcare
professionals, healthcare organisations
and patient organisations assist informed
decision-making and help prevent
unethical and illegal behaviour. Krka
supports all efforts aimed at ensuring
transparency of relations between the
company and healthcare professionals,
healthcare organizations and patient
organizations in accordance with the law.

1.18. Responsibility

Krka's representatives and all marketing
and sales staff are responsible for providing
true, accurate and essential information
consistent with the Summary of Product
Characteristics. Krka's representatives and
all marketing staff are responsible for
compliance of all their activities with all
applicable rules.

Marketing Managers in the markets are
responsible for compliance of all marketing
activities with all applicable rules.

Director of representative offices are
responsible for compliance of all activities
(including the disclosure of transfers) with
allapplicablerules.

0T MeOUUUHCKUEe ycnyru unu nposoaAat
nccnengoBaHnda, NpoBoAATCA B pamMKax
NOKaribHOro 3akoHoAaTenbCTBa.

1.16. OpraHusauuu naymeHToB

B cootBetctBUM ¢ muccuen KPKA lNpegcta-
BUTENbCTBO MOXET MPENOCTaBMsATL MaTepu-
arnbHYH 1 /Ny HemaTtepuarnbHyH NOAAEPXKKY
opraHu3auvsM naumMeHToB B NoSb3y 34paBo-
oxpaHeHust unu obLiecteeHHocTH. MpeacTa-
BUTEMbCTBO HE OOMKHO BMUATL Ha OesTerb-
HOCTb OpraHusauuin naynueHToB W/ mMnu
MaTepwuarnbl, 45 KOTOPbIX OHa NpeaoCcTaBns-
eT NoAdEepXkKY, 3a CYeT KOMMepPYeCcKunx
MHTEPECOB KOMMaHUN B pamKax JoKanbHOro
3aKoHoAaTenbCTBa.

1.17. PackpbiTue unHcpopmauum o nepe-
[aye LieHHOCTel cneumManucTam 34paBoox-
paHeHusi, opraHu3auusim 3gpaBoOXpaHe-
HUS U NaLMEHTCKUM OpraHn3aumsim
OTKpbITblE OTHOLUEHWSI U B3aUMOAEWCTBUS
mMexay [MpenctaBuMTeNnsCTBOM U crnieumanmc-
TaMy 34paBOOXPaHEHUs, opraHu3aunsamu
34paBOOXpaHeEHUa U opraHu3aumamm
nauynmeHToB cnocobCTBYOT MPUHATUIO
pELLUeHU 1 NpeoTBPaLLEHNI0 HESTUYHOIO U
HesakoHHoro noeegeHusi. KPKA nopgepxu-
BaeT BCE yCWUNWs, HanpaBreHHble Ha obec-
rnevyeHne npo3payHOCTU OTHOLUEHUN MeXAy
KOMMaHven n cneumanuctTaMmu 3gpaBooxpa-
HEHWS1, OpraHU3aLnsiMn 34PaBOOXPaAHEHMS U
OopraHn3auusiMm NauneHToB B COOTBETCTBUM C
3aKOHOAATENbCTBOM.

1.18. OTBETCTBEHHOCTb

CneunanucTbl MO MapKeTUHTYy U Bce
COTPYAHWKN MoApasfeneHnss MapkeTuHra
HecyT OTBETCTBEHHOCTb 3a NpeaocTaBneHne
BEPHOW, TOYHOW U CyLLECTBEHHON UHopMma-
uun B cooTBeTcTBMU C OOLLEN XapakTepucTu-
KO nekapcTBeHHoro npenaparta. Cneuua-
NACTbI MO MapKeTUHTy U BCE COTPYAHUKM
noapasfeneHns MapKkeTWHra HecyT
OTBETCTBEHHOCTb 3@ COOTBETCTBUE BCeW
nNpoBOAMMON MMU OESATENbHOCTU BCEM
NPUMEHNMbIM NpaBunam.

HavanbHUKM OTAENOB MapKeTUHra HecyT
OTBETCTBEHHOCTb 3a MNPOBEAEHME BCEX
MapKETVHIOBbIX MEPOMPUATUIA B COOTBETCTBUN
CO BCeMM Ae/CTBYOLLVMI MPaBUnamu.
OvpekTtop lMpepcrtaButenbcTBa Hecer
OTBETCTBEHHOCTb 3a COOTBETCTBUE BCEMN
[esATenbHOCTM BCEM MPUMEHUMbIM MpaBu-
nam.

21



22

Director of representative office and
Marketing Managers are responsible for
regular training and education of marketing
staff on all applicable rules.

All employees involved in marketing
activities must familiarise themselves with
the content of the Code through the
eCampus e-learning system and
presentations at cycle meetings, and
annual repeat trainings through the
eCampus e-learning system or
presentations at cycle meetings.

A violation of the Code may constitute a
violation of work duties and may lead to a
disciplinary action and/or ordinary or
extraordinary termination of the employee's
employment relationship.

The Code must be revised at least once
every five years and at any significant
modification of the legislative framework.

1.19. Enforcement

The provisions of the Code must be
respected for representative office.
Director, Marketing Managers at
representative office are responsible for
adoption of relevant local Codes for this
purpose, whereby taking into account
possible stricter national requirements and
registered activities of the unit.

Any breach of the provisions of the Code
shall be considered a breach of employees'
employment duties under applicable rules.

2. REFERENCEDOCUMENTS

Krka's Code of Conduct
Code of Conduct— Medicines for Europe
Rules on fraud prevention, detection and
investigation
Law of the Republic of Belarus "On Health",
Law of the Republic of Belarus "On
Circulation of Medicinal Products”,

Law of the Republic of Belarus "On
Advertising”.

3. ATTACHMENTS
None

OupekTop MpegcrasButenscrea n HavanbHu-
KW OTAENOB MapKeTUHra HecyT OTBETCTBEH-
HOCTb 3a MPOBEAEHWE PErynsipHblX TPEHWH-
roB 1 oby4yeHne COTpyAHUKOB MapKeTuHra B
obnacTu Bcex nprMeHUMbIX MpaBuI.

Bce coTpyaHuku, yydacTBytolMe B MapKeTUH-
rOBOW AeSATENBHOCTU, [OMKHbI O3HAKOMUTBLCS
Cc copepxaHuem Kodekca 4yepes cuctemy
3aneKkTpoHHOro obyyeHnsa eCampus u
npeseHTaUum Ha LMKIOBbIX BCTpEYax 1 nytem
€XErofHbIX MOBTOPHbIX TPEHWHIOB Yepes
CUCTEMY 3NEKTPOHHOIO 06y4eHns eCampus u
npeseHTaLmmn Ha LKIOBbIX BCTpeYax.
HapywweHne Kodekca MOXeT NpefctaBnsaTb
coboli HapyLleHVe TpyaooBbiX 06si3aHHOCTEN
N MOXeT MPUBECTU K OUCLUNIMHAPHbLIM
Mepam u/unu npekpaweHuo TPYAOBbIX
OTHOLUEHWUA B OOBLIYHOM WU AOCPOYHOM
nopsiake.

Kopgekc HeobxoaMmo nepecmatpuBaTb He
pexe ofjHOro pasa B NsATb NET ¥ Npu no6om
CyLLECTBEHHOM W3MEHEHUN HOPMaTUBHO-
npasoBoi 6asbl.

1.19. NpuBepeHune B ucnonHeHune
MonoxeHnss Kodekca [omkHBI cobntoaatbes
B MNpeacTtaButenscrae.

OwupekTtop MpeacraButensctea U HayanbHu-
KW OTAENnoB MapKeTUHra HecyT OTBETCTBEH-
HOCTb 3a ajanTauuio nokansHoro Kogekca c
y4eToM BO3MOXHOro 6onee TpeboTenbHOro
oKanbHOro 3aKkoHoAAaTENbCTBA.

JTio6oe HapylleHune noctaHoBneHu Kogekca
cyuTaeTcs HapylleHvem TpyaoBbix 06s3aH-
HocTel paboOTHMKA B COOTBETCTBUU C
NpYMEHUMbIMY MPaBUnamm.

2. CCbUJIKWHA OOKYMEHTbI

Kodekc nosedeHus komnaHuu KPKA

MA 11-11-02 Kodekc deamenbHocmu
lMpedcmasumenscmea KPKA no npedcmas-
JIeHUO POOYKyUU

ADM 1-02 Kodekc nosedeHusi KomnaHuu
KPKA T[lonoxeHue o npedomepawjeHuu,
8blsi8MIeHUU U paccriedosaHuU MOWeHHUYeC-
mea

BakoH Pecnybnuku benapycb "O 30pasoox-
paHeHuu",

BakoH Pecnybnuku benapycb "O6 obpauje-
HUU rlekapcmeeHHbIx cpedcms”,

3akoH Pb "O pekname”.

3. NPUNTOXEHUA
OTcyTCcTBYOT



4. HISTORY
Date of preparation: February 2008
Firstrevision: September 2009, unchanged

Second revision: November 2012

Third revision: July 2014

Fourth revision: September 2017
Changesinallitems
Added 1.2. Definitions
Added 1.17. Disclosure of transfers of
value to healthcare professionals,
healthcare organisations and patient
organisations

Fifth revision: May 2020
Update of terminology — from visits to
calls, from meetings to events
In 1.17. Deleted deadline for first
disclosure (30 June 2018) and added
reference to the Medicines for Europe
Code of Conduct
Changesin1.18and 1.19

Sixth revision: November 2022
Updated requirements and
terminology in most of the items
according to the updated version of the
Medicines for Europe Code of Conduct.
The scope of the document extended
to cover promotion of all products.

5. DISTRIBUTIONLIST

Distribution: e-mail oreCampus

Marketing department and administration
Marketing Managers are responsible for
the preparation of implementation,
including the preparation of local
documents, their dissemination, and
training of all employees in the marketing
and sales network.

Krka's Code of Promotion is published
Krka's public website.

4. UICTOPUSI UBMEHEHUN
[ata paspabotku: peBparns 2008 T.
MepBas pepakumsa: ceHTsbpb 2009 r. Ges
M3MEHEHUI
Btopas pegakuusi: Hosib6pb 2012 T.
TpeTbsa pegakums: nonb 2014 r.
YeTtBepTasn pegakums: ceHTa6pb 2017 .
3ameHeHust BO BCeX MNyHKTax
[o6aeneH nyHKT 1.2. OnpepenexHus
[Oo6aBneH nyHkT 1.17. PackpbiTue
UHopMaummM O nepegade LEHHOCTEN
cneunanucTaMm 3gpaBOOXpaHeHUus,
opraHusauusm 34paBOOXpPaHeHUs u
nauneHTCKMM opraHu3aumsm
MaTtaa pegakums: man 2020 .
O6BHOBNEHNE TEPMUHOMOTNN — BU3UTBI -
BU3UTbI (NTUYHbIE U AUCTaAHUWUOHHbIE);
BCTPEY - MEPONPUATUS
B 1.17. YoaneH cpok nepBoro packpbITns
(30 ntoHs1 2018 r.) 1 gobaBneHa cebifka Ha
Kodekc accoyuayuu «JlekapcmeeHHble
cpedcmea Orsi Esporibiy
M3ameHeHnasnn. 1.18n 1.19
LLlectas pegakuusi: HosA6pb 2022 T.
O6HoBneHne TpeboBaHW N TEPMUHOMO-
rin B GOMbLUMHCTBE PasferioB COrfacHo
obHoBneHHol Bepcun Kopekca accouma-
ummn «JlekapcTBeHHble cpeacTBa Ans
EBponbi»
lMpoaneHue cpoka NpoABWMXEHUS BCeX
rniekapCTBEHHbIX NpenapaToB

5. JIUCT PACCbINKU

Paccebinka: e-mail unn eCampus
[MoppasgeneHne mapkeTuHra u agMUHUCTpa-
uns

HauyanbHuku oTAena mapkeTuHra HecyT
OTBETCTBEHHOCTb 3a NOATOTOBKY BHEAPEHWS,
BKItOMasi MOATrOTOBKY rOKanbHbIX [JOKYMEH-
TOB, UX pacnpocTpaHeHue u oby4eHne Bcex
COTPYOHWKOB OTAENa MapKeTUHra.

Kodekc deamenbHocmu [lpedcmasum-
enibcmea KPKA no npedcmasneHuro
npodykyuu onybrnukoBaH o6Llef0CTyNHOM
Beb-cante KPKA.
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