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Berea, atunci cand este consumata in mod responsabil, este compatibila
cu un stil de viata echilibrat si sanatos si este savurata de o mare majoritate
de consumatori.
In calitate de producatori responsabili, vrem s& ne asigurdam ca marke-
tingul berii Ti are drept tintd numai pe cei a caror varsta depaseste varsta
legala pentru achizitia de alcool si ca se face cu suficienta grija, astfel incat
sa nu incurajeze consumul excesiv si iresponsabil.
Prevederile acestor Reguli de Comunicare Comerciala pentru Bere repre-
zinta baza evaluarii activitatilor reale ce tin de comunicarile comerciale.
Acest lucru permite industriei berii sa dezvolte comunicari comerciale pen-
tru bere in mod creativ si in concordanta cu valori precum:

consumul ca experienta placuta, personala sau sociala;

consumul ca activitate sociala si consumul responsabil ca sursa de bucu-
rie si relaxare;

consumul responsabil ca parte a unui stil de viata sanatos pentru marea
majoritate a consumatorilor;

consumul trebuie sa se faca cu moderatie.
Pentru a mentine increderea consumatorilor, industria berii are interesul
sa se asigure ca toate comunicarile sale comerciale sunt reglementate in
mod corespunzator, astfel incat acestea sa fie considerate legale, decente,
oneste, adevarate si acceptabile din punct de vedere social.

Beer, when responsibly consumed is compatible with a balanced and
healthy lifestyle and is enjoyed by the vast majority of consumers.

As responsible brewers we want to ensure that beer marketing is directed
only at those above the legal purchasing age and is carried out with suffi-
cient regard so as not to encourage excessive or irresponsible consumption.
The provisions of these Rules on Commercial Communications for Beer
are the basis for the assessment of actual activities pertaining to commer-
cial communications. This allows the brewing industry to develop com-
mercial communications for beer in a creative manner and in line with
brand values such as:

drinking as a pleasurable personal or social experience;

drinking as a social activity, and responsible consumption as a source of
enjoyment and relaxation;

responsible consumption as part of a healthy lifestyle for vast majority
of consumers;

drinking should done with moderation.
To maintain consumer confidence, it is in the interest of the brewing
industry to ensure that its commercial communications are properly
regulated, so that they are seen to be legal, decent, honest, truthful and
socially acceptable.



Scopul acestor reguli de comunicare comerciald privind berea este
sa asigure respectarea si implementarea continutului lor si chiar sa
imbunatateasca — daca si unde este necesar — comunicarile comerciale
astfel incat sa nu ofenseze publicul sau acestea se apropie de limita dintre
comunicarile adecvate si cele inadecvate.

Toate site-urile web ale corporatiilor si cele legate de marca (brand) trebuie
sa solicite confirmarea varstei pe pagina de start si sa refuze intotdeauna
accesul celor care nu au varsta legala pentru a achizitia de alcool.

Aceste reguli se aplica tuturor canalelor de comunicare comerciala si me-
dia, inclusiv comunicarii prin internet si media digitala de orice fel care
sunt utilizate pentru a transmite clientilor o comunicare de marketing cu
privire la alcool.

Daca nu exista nici o cerinta legala in acest sens, in orice comunicare
comerciala difuzata prin mijloace video, radio, materiale tiparite, alte me-
dii de afisaj stradal care permit inscriptionarea, trebuie introdus un mesaj
de consum responsabil, oriunde este potrivit. De asemenea, trebuie in-
serat un mesaj de consum responsabil si pe suprafata etichetelor.

Comunicarea comerciala trebuie:

sa fie legala, decenta, onesta si adevarata, conformandu-se principiilor
acceptate ale concurentei loiale si bunelor practici de afaceri;

sa respecte toate cerintele legislative si reglementarile in vigoare;

sa fie concepute cu simtul responsabilitatii sociale, al bunei credinte si
onestitatii;

The aim of these rules on commercial communication for beer is to ensure
compliance with and implementation of the letter of it and to improve — if
and where is needed — commercial communications so as not to offend
our audience or even come close to crossing the line between appropriate
and inappropriate communications.

All corporate and brand-related websites should ask for confirmation
of age on the homepage, inviting users to enter their date of birth and
consequently refusing access to those below the legal drinking age.

These rules apply to all commercial communication channels and all
media, including the internet and digital media of any kind that are used
to transmit commercial alcohol-related marketing communication to the
customers.

If there is no legal requirement, a responsible consumption message must
be included in all commercial communication by using video, printed
communications; other media display street which allow the inscription,
wherever appropriate. It is recommended still, to insert a responsible con-
sumption message on products labels surface which allow this inscription.

Commercial communication must:

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

comply with all legislative and regulatory requirements in force ;

be prepared with a due sense of social responsibility and good faith and
fairness;
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sa nu contravina principiilor etice, sa nu ofenseze sau sa conteste dem-
nitatea sau integritatea umana;

persoanele nu trebuie sa fie prezentate intr-un mod degradant, care sa fi
priveze de demnitate, sau n situatii in care se Tnjosesc prin propriul com-
portament;

sa tina cont de sensibilitatile legate de cultura, sex si religie.

Asemeni tuturor comunicarilor comerciale promotiile la bere trebuie:

sa fie intotdeauna dezvoltate, implementate si administrate cu respon-
sabilitate;

sa fie ntotdeauna n deplind conformitate cu legile, reglementarile si
codurile in vigoare;

sa nu fie niciodata adresate minorilor (persoane care nu au implinit varsta
legala pentru achizitia de alcool);

sa nu incurajeze niciodata comportamentul violent, agresiv, periculos,
anti-social sau ilegal;

sa nu Incurajeze niciodata consumul de alcool si conducerea vehiculelor
sau abuzul de alcool;

sa nu fnjoseasca niciodata nici un grup al societatii si sa nu ofenseze
standardele acceptate de bun gust si decenta.

not be unethical in any way or otherwise offend or impugn human
dignity or integrity;

people should not be portrayed in ways which degrade them and
deprive them of dignity, or in situations where they degrade themselves
by their behavior;

be mindful of sensitivities relating to culture, gender and religion.

Like all other commercial communication promotions should:
always be developed, implemented and managed responsibly;

always comply with applicable laws, regulations and self-regulatory
codes;

never be aimed at minors or people under the legal purchasing age, if
higher;

never encourage violent, aggressive, dangerous, anti-social or illegal
behavior;

never encourage drink driving or alcohol misuse;

never demean any group in society or offend accepted standards of taste
and decency.



Note explicative
Generale:

1. Scopul oricarei comunicari comerciale trebuie sa fie promovarea unei
anumite marci (brand) si nu a efectelor alcoolului;

2. ,Legal” si , conform principiilor competitiei oneste si bunelor practici de
afaceri” inseamna ca toate comunicdrile comerciale ar trebui sa respecte
atat continutul, cat si specificul tuturor regulilor nationale, regulamen-
telor, legilor si practicilor de afaceri;

3. Definitiile a ceea ce este ,, decent si acceptabil” variaza de la o cultura
la alta, chiar si intre grupuri de vérsta. Adesea, contextul este cel mai
important: formele de adresare ce ar putea fi privite ca ofensatoare de
un public mai in varsta pot fi privite ca acceptabile daca sunt adresate
cu grija unui public mai tanar, cu varsta peste cea legala pentru achizitia
de alcool;

4. Termenul ,, decent” este de asemenea stréns legat de concepte cum sunt
violenta sau comportamentul periculos, lipsit de etica si responsabilitate.
Acestea trebuie evitate in permanentd, impreuna cu folosirea nejustificata
si injositoare a imagisticii, mesajelor si aluziilor de natura sexuala;

5. ,Onest”, ,adevdrat”, ,onestitate si cu buna credinta” au legatura cu
integritatea mesajelor noastre: nu ar trebui sa mintim niciodata sau sa
prezentam fapte neadevarate despre produsul nostru;

6. ,Etic” inseamna ca actiunile noastre trebuie sa respecte specificul
regulilor privind comunicarea comerciald responsabila. Nu este etic sa
incercam sa gasim portite de scapare si modalitati de a evita aceste
reguli sau sa actionam impotriva principiilor morale general acceptate,
chiar daca astfel de actiuni nu sunt interzise in mod expres de aceste
reguli;

Explanatory notes
General:

1. The purpose of any commercial communication should be to promote
a particular brand and not the effects of alcohol;

2. ,legal” and , conforming to principles of fair competition and good
business practice” means that commercial communications should
comply with both the letter and spirit of all national rules, regulations,
laws and business practices;

3. Definitions of what is , decent and acceptable” vary from culture to
culture, even between age groups. The context is often all-important:
treatments which could be considered offensive by an older audience may
be acceptable if targeted carefully for a younger audience above the legal
drinking age;

4. ,Decent” is also closely linked to concepts such as violence, or
dangerous, unethical or irresponsible behavior. These should be avoided
at all times and so should be gratuitous and demeaning use of sexual
imagery, messages and innuendo;

5. ,Honest”, ,truthful”, ,fairness and good faith” relate to integrity of
our messages: we should never lie or present facts about our product that
are untrue;

6. ,Ethical” means that our actions must be true to the spirit of our rules
on responsible commercial communication. It is unethical to try to find
loopholes and ways around these rules, or to act in defiance of generally
held moral principles, even if such actions are not expressly prohibited by
these rules;
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7. Respectarea ,, demnitatii si integritatii umane” inseamna ca oamenii nu
trebuie niciodata prezentati in mod degradant sau pusi sa se injoseasca.

Promotii

Nimanui nu trebuie sa i se interzica participarea la promotii din cauza rasei,
orientarii sexuale, religiei si apartenentei politice.

1.1. Comunicarea comerciala nu va prezenta si nu va incuraja consumul
excesiv sau iresponsabil de alcool si nici nu va prezenta abstinenta sau
moderatia in mod negativ.

1.2. Comunicarea comerciala nu va prezenta persoane in stare de ebrie-
tate, nici nu va sugera in vreun mod ca starea de ebrietate (betie) este
acceptabila.

1.3. Comunicarea comerciald nu va incuraja comportamentul violent,
agresiv, periculos sau antisocial (imbulzeala sau dezordinea publica) sau
orice legatura cu medicamentele ilegale sau cultura drogurilor.

7. Respecting ,human dignity and integrity” means that people should
never be portrayed in a degrading way or asked to degrade themselves.

Promotions

No one should be prohibited from participating in any promotion on the
basis of their race, sexual orientation, religion or political inclination.

1.1. Commercial communication shall not depict or encourage excessive
or irresponsible consumption, nor present abstinence or moderation in a
negative way.

1.2. Commercial communication will not portray individuals in a state
of intoxication or imply in any way that intoxication (drunkenness) is
acceptable.

1.3. Commercial communication shall not encourage violent, aggressive,
dangerous or antisocial behavior (crowd or public disorder), or any asso-
ciation with illegal drugs or drug culture.



1.4. Comunicarea comerciala nu va include prezentarea femeilor insarcinate
consumand bere si nu va fi adresata femeilor insarcinate.

1.5. Comunicarea comerciala nu va sugera consumul de bere in situatii ce
sunt privite in general ca iresponsabile sau inadecvate, cum ar fi inainte
sau fn timpul condusului masinii, la munca sau in timpul practicarii spor-
turilor — cu exceptia berii fara alcool.

1.6. Comunicarea comerciala nu trebuie sa sugereze bravura fizica, putere
sau forta ca rezultat al consumului de bauturi alcoolice.

1.7. Comunicarea comerciala nu va incuraja consumul iresponsabil de bere
prin volum, durata in timp sau in vreun alt fel.

1.8. Comunicarea comerciald nu va prezenta abstinenta sau consumul
moderat intr-un mod negativ. Exista situatii si momente cand consumul
de bauturi alcoolice poate fi nepotrivit, iar noi vom respecta intotdeauna
alegerea individuala de a nu consuma alcool.

Note explicative

Generale

1. 54 nu se incurajeze niciodata ,, consumul excesiv sau iresponsabil” inseamna
ca toate comunicarile noastre nu trebuie sa fi incurajeze pe oameni sa bea peste
limitele sigurantei personale sau in mod antisocial. Consumatorii nu trebuie
niciodata incurajati (sau nu trebuie sa li se prezinte in comunicarile noastre) sa
depaseasca limitele normale ale consumului de alcool sau sa bea cantitati sufi-
ciente pentru a Isi pierde autocontrolul (sa nu fie niciodata infatisate sau sugera-
te situatii in care o persoand este sau urmeaza sa ajunga fn stare de ebrietate).
Sa nu fie prezentata niciodata o situatie care sugereaza ca o cantitate mare de
bere a fost sau urmeaza sa fie consumata. Sa se verifice intotdeauna ca numarul
de beri prezentat sa fie in concordanta cu numarul de consumatori prezenti.

1.4. Commercial communication shall not include pregnant women shown
drinking and should not be directed to pregnant women.

1.5. Commercial communication may not suggest consumption of beer
under circumstances that are generally regarded as irresponsible or im-
proper, e.g., proceeding or during driving, at work or practicing sports
— except non alcoholic beer.

1.6. Commercial communication may not suggest physical prowess, pow-
er, or strength as a result of consuming alcohol beverages.

1.7. Commercial communication will not encourage irresponsible con-
sumption of beer, either through volume, time span or in any other way.

1.8. Commercial communication will not present abstinence or modera-
tion in a negative way. There are situations or times when consuming
alcohol beverages may not be appropriate, and we will always respect an
individual’s choice not to drink.

Explanatory notes
General

1. Never encouraging , excessive or irresponsible consumption” means
that our communications must not encourage people to drink beyond
safe personal limits or in an anti-social manner. Consumers must never
be encouraged (or shown in our communications) to exceed sensible
drinking guidelines or drink sufficient volumes to lose their self-control
(never show or imply a situation where somebody is, or is likely to be-
come, intoxicated). Never show a situation which suggests that a large
quantity of beer has been, or is about to be, consumed. Always make
sure that the amount of beer shown is appropriate to the number of
drinkers present.
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2. Se accepta prezentarea persoanelor care beau direct din sticld, dar
comunicarile noastre nu trebuie sa implice faptul ca o sticla sau un pahar
plin sunt baute dintr-o singura inghititura.

3. Persoanele nu trebuie provocate sa bea: trebuie sa aratam respect
.abstinentei si sa promovam moderatia“. Persoanele care aleg sa nu con-
sume alcool sau care aleg sa consume alcool in cantitati limitate nu vor fi
discreditate, ridiculizate sau prezentate intr-o lumina negativa - de exem-
plu, ca fiind mai putin ,,la moda”.

4. Atletii si actorii nu vor fi prezentati consumand bauturi alcoolice inainte
sau in timpul unui eveniment de atletism sau a vreunei alte actiuni care
necesita abilitati fizice exceptionale, putere sau fortd, cu exceptia berii
fara alcool.

5. Sponsorizérile sportive in general, care prezinta sigle si sloganuri sunt
acceptate, cu conditia sa nu sugereze ca consumul de alcool contribuie la
succesul in atletism, cu exceptia berii fara alcool.

6. Consumul responsabil de alcool presupune de asemenea consumul in
conditii de siguranta. Niciodata nu vor fi prezentate persoane consumand
alcool atunci cand este riscant sa o faca. Dincolo de consumul de alcool
asociat cu conducerea autovehiculelor, alte situatii riscante sunt: utilizarea

2. Showing people drinking from the bottle is acceptable, but our commu-
nications must not imply that a bottle or the full glass is downed in one.

3. People should not be challenged to drink: we must show respect for
.abstinence and promote moderation”. People who choose not to drink
or who drink limited amounts, should not be disparaged, ridiculed or
portrayed in a negative light — for example ,, uncool”.

4. Athletes and actors may not be shown consuming alcoholic beverages
before or during any athletic event or other endeavor requiring excep-
tional physical ability, power or strength, except non alcoholic beer.

5. General sports sponsorships that features brand logos or slogans are
acceptable as long as there is no suggestion that alcohol consumption
contributes to athletic success, except non alcoholic beer.

6. Responsible consumption also means drinking in circumstances that
are safe. Never show people drinking in situations where it is unsafe
to do so. This goes further than drinking and driving: handling any
sort of machinery, or mountaineering or rock-climbing, using a boat



oricaror mecanisme, excursiile montane si alpinismul, manipularea unei
barci sau a unui jet-ski, chiar si inotul etc.

in ceea ce priveste promotiile

Promotiile nu trebuie sa se refere la ,,concursuri de baut” ce incurajeaza
consumul excesiv sau iresponsabil de alcool.

Activitatile promotionale sau mesajele nu trebuie sa incurajeze niciodata
consumatorii sd ia parte la activitati riscante sau potential periculoase.

Activitatile promotionale ce implica degustarea vor fi evitate In benzinarii,
cu exceptia berii fara alcool

Nici o promotie sau material promotional nu va incuraja consumul ires-
ponsabil sau abuziv de alcool.

Daca una dintre activitatile prezentate la punctul 6, de mai sus, este
inclusa in publicitate, este important sa fie stabilit faptul cd consumul de
alcool este realizat DUPA ce activitatea respectivd s-a Incheiat si la fel de
important este sa fie indicat faptul ca activitatea nu va fi reluata dupa ce
consumul de alcool a avut loc.

or a jet-ski, even swimming, etc.

Regarding promotions

Promotions should not refer to ,drinking games” that encourage
excessive or irresponsible consumption.

Promotional activities and messages should never encourage consumers
to engage in risky or potentially dangerous activity.

Promotional activities implying tasting shall be avoided in petrol stations,
except non alcoholic beer.

All promotions and promotional materials must not encourage irrespon-
sible consumption or misuse of alcohol.

If one of the activities presented at 1.6 is featured in advertising, it is
important to establish that the drinking is done AFTER the activity has
finished and, equally importantly, that the activity is not about to be
resumed after drinking.



2. Minori

2.1. Comunicarea comerciala nu va fi realizata pentru a fi directionata
catre persoanele sub varsta minima legald pentru achizitia de alcool
(respectiv 18 ani).

2.2. Comunicarea comerciala nu va prezenta persoane consumand bere
daca acestea nu sunt, actioneaza si par, in limite rezonabile, a avea peste
varsta de 25 de ani.

2.3. Comunicarea comerciald nu va fi directionata In mod specific catre
minori si nici nu va prezenta minori ce consuma bere.

2.4. Comunicarea comerciala nu va promova berea in mediile de comu-
nicare tiparite (ziare, reviste), programe sau evenimente ale caror public
majoritar se stie ca este reprezentat de minori. (Acolo unde este posibil, se
vor cauta cifrele/datele privind audienta din media.)

2.5. Comunicarea comerciala in timpul difuzarilor media (TV, radio sau
cinema) care pot avea audienta formata din mai mult de 25 % minori, va
aparea doar dupa orele din prime-time (astfel cum este definita de catre
legislatia nationala in vigoare).
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2. Underage

2.1. Commercial communication shall not be primarily intended to appeal
to persons below national purchasing age (i.e. 18 years old).

2.2. Commercial communication shall not show any people drinking,
unless they are, act and reasonably appear to be over 25 years old.

2.3. Commercial communication shall not be specifically aimed at minors
or show minors consuming beer.

2.4. Commercial communication shall not promote beer in print media
(newspapers, magazines), programs or events where the majority of the
audiences are known to be minors. (Where possible, audience figures/
data from the media will be sought.)

2.5. Commercial communication during broadcast media (TV, radio and
cinema) that may have an underage audience of more than 25%, will
appear only after prime time hours (as defined by the in force national
legislation).



2.6. Comunicarea comerciala cum ar fi panourile, posterele din statiile de
autobuz etc. nu va fi amplasata in apropierea si in raza scolilor, liceelor,
gradinitelor, locurilor de joaca, lacase de cult sau in alte locuri folosite in
special de persoane aflate sub varsta la care este permis consumul de
alcool pe o raza de 150 m.

2.7. Comunicarea comerciala precum logo-ul sau denumirea comerciala a
marcii (brand-ului) nu va fi autorizata pentru a fi folosita pe materiale sau
marfuri (produse) ce urmeaza a fi folosite in primul rand de persoane ce
sunt sub limita legala de varsta pentru achizitia de alcool.

2.8. Site-urile web legate de bere vor dispune de un filtru activ, care va
verifica varsta legala pentru achizitia de alcool a fiecarui utilizator si va
interzice accesul celor care nu au implinit varsta legala pentru achizitia
de alcool si, de asemenea, vor include un mesaj cu privire la consumul
responsabil.

Note explicative

Generale

1. Comunicarea comerciala nu va face uz de obiecte, imagini, simboluri,
muzicd, personaje fictive sau reale care sunt atractive in special pentru
minori;

2. Comunicarea comerciala nu va face uz de marci familiare, nume, sigle,
jocuri, echipamente pentru jocuri sau orice alte articole care sunt atractive

in special pentru minori;

3. Pentru publicitatea cinematografica, clasificarea filmului reprezinta doar
o linie directoare (se stie ca 70% din public sunt persoane peste 18 ani).

2.6. Commercial communication such as billboards, bus shelter posters etc
shall not be placed in close proximity and within clear view of a school,
high-schools, kindergarten, playground, worship places or other site used
primarily for children persons below national drinking age on a radius of
150 m.

2.7. Commercial communication such as brand logo, or trademark, shall
not be licensed for use on materials or merchandising for use primarily by
persons below the legal purchasing age.

2.8. Beer related websites will have an active filter that verifies the legal
drinking age of any user and refuses the access for those under the legal
drinking age, and will carry a responsible use message.

Explanatory notes
General

1. In commercial communication it should be not used objects, images,
symbols, music, fictions characters or real figures that appeal primarily to
minors;

2. Commercial communication must not use familiar brands, for example
names, logos, games, games equipment or other items, that appeal
primarily to minors;

3. For cinema advertising the given by local film classification is only a
guideline (70% of the audience are known to be people older then 18
years).



BERARII ROMANIEI

in ceea ce priveste promotiile

Nici o promotie nu va fi adresata persoanelor care nu au implinit varsta
legala pentru achizitia de alcool;

Continutul materialelor si activitatilor promotionale nu va fi adresat in
principal persoanelor sub vérsta legala de cumparare;

Vor fi facute toate demersurile necesare pentru ca promotiile sa nu
fngaduie degustarea pentru cei care nu au implinit varsta legala pentru
achizitia de alcool. Personalul de promotie va fi instruit sa nu serveasca/
sa refuze servirea mostrelor catre persoane care nu au implinit aceasta
limita de vérsta.

Internetul si tehnologiile aferente

In ceea ce priveste anunturile (reclamele) pe internet, mesajele pe tele-
fonul mobil, site-urile internet, continutul acestora si tehnologiile aferente,
acestea vor fi concepute pentru adulti. Site-urile web ale companiilor si cele
destinate marcilor, ale promotiilor si ale tertelor parti se vor supune acelorasi
reguli. Continutul care ar putea atrage minori in mod special trebuie evitat.

Toate site-urile marcilor trebuie sa specifice clar ca este permis numai ac-
cesul persoanelor care au implinit varsta legala de cumparare si ca nu este
permis accesul celor care nu au implinit 18 ani. In vederea acestui lucru vor
fi instalate filtre active pe fiecare site de marca.

Regarding promotions:

No promotions may be directed to persons under the legal drinking
age;

The content of promotional materials and activities should not appeal
primarily to people under the legal purchasing age;

All reasonable steps should be made to ensure that promotions will
not allow sampling for anyone below the legal drinking age. Promotions
staff will be trained not to serve/to refuse to serve samples to underage
individuals.

Regarding internet & related Technologies

Internet ads, sms messaging and internet sites, their content and related
technologies should be designed for adults. As well as the company and
brand websites, promotions on third —party websites must also comply
with these rules. Content that may be especially attractive to minors must
be avoided.

All brand internet sites must state clearly that entry is restricted to people
to people over the legal purchasing age and prohibited to anyone younger
then 18 years. To ensure this, active filters shall be installed on brand
sites.



3.1. Comunicarea comerciala nu trebuie niciodata sa asocieze, direct sau
indirect, consumul de bere cu actiunea de a conduce vehicule de orice
tip.

3.2. Comunicarea comerciala nu va infatisa si nu va incuraja niciodata
consumul de bere in timpul sau fnaintea conducerii autovehiculelor de
orice fel — inclusiv a barcilor de viteza, jet-ski-urilor, snow mobilelor sau
aparatelor de zbor.

3.3. Daca comunicarea comerciala prezinta un individ care ajunge la o pe-
trecere sau conduce un vehicul inainte de a intra intr-un bar, trebuie sa fie
foarte clar facut faptul ca persoana respectiva nu va conduce ulterior.
Note explicative

Generale

1. Sponsorizarea transportului public si a taxiurilor este permisa.

2. Expunerea marcilor pe camioane si alte vehicule (utilizate in scop co-
mercial) este permisa.

3. In cazul in care comunicarea comerciald prezintd o persoand care
soseste la o petrecere sau conduce un automobil inainte de a intra intr-un
bar, trebuie sa fie foarte clar facut faptul ca persoana respectiva nu va
conduce ulterior.

in ceea ce priveste promotiile

Este recomandatd o vigilenta deosebita in ceea ce priveste participarea
la promotii a consumatorilor care ar putea conduce dupa desfasurarea

3.1. Commercial communication should not directly or indirectly associate
consumption of beer with the act of driving vehicles of any kind.

3.2. Commercial communications must never depict or encourage con-
sumption of beer while or prior to driving motor vehicles of any kind —
including speedboats, jet-skis, snow mobiles or aircraft.

3.3. If commercial communication features an individual arriving at a party
or driving a vehicle before entering a bar, it must be made clear that this
person will not be driving later.

Explanatory notes

General

1. Sponsorship of public transport and taxis is permitted.

2. The branding of the trucks and other motor vehicles (used for commer-
cial purpose) is permitted.

3. If commercial communication features an individual arriving at a party
or driving a vehicle before entering a bar, it must be made clear that this
person will not be driving later.

Regarding promotions:

It is recommended to be particularly vigilant about participation of con-
sumers who may drive following promotional activities — for example,
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activitatilor promotionale — de exemplu, dupa o degustare la supermarket sau
in cazul in care aceste activitati au loc in locatii legate de conducerea autovehi-
culelor — cum ar fi restaurantele sau magazinele de pe marginea soselelor;

» Se recomanda afisarea unui mesaj de tipul ,,nu consumati alcool la vo-
lan” sau ,nu conduceti dupa ce ati consumat alcool”. Exceptie face berea
fara alcool.

4. Afirmatiile despre sanatate si despre continutul de alcool

4.1. Comunicarea comerciala nu va crea nici o confuzie sau neintelegere
privind natura si taria berii.

4.2. Comunicarea comerciala nu va folosi taria crescuta sau scazuta a berii
ca si calitate pozitiva a berii.

4.3. Comunicarea comerciala nu va implica faptul ca abuzul poate fi evitat
prin consumul de bere cu continut scazut de alcool.

4.4. Comunicarea comerciala nu i va atribui berii proprietatea de a pre-
veni, trata sau vindeca o boala a oamenilor, nici nu va fi asociata si nici nu
va face referire la o astfel de proprietate.
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after a supermarket tasting, or in cases when it is taking place at the
venues closely linked with driving — for example highway restaurants or
stores;

* It is recommended the exposure of a ,,don’t drink and drive” or , don’t
drive after drinking” message. Except non-alcoholic beer.

4. Health claims and alcohol content

4.1. Commercial communication shall not create any confusion or misun-
derstanding as to the nature and strength of beer.

4.2. Commercial communication shall not use high or low alcoholic
strength as a positive quality of the beer.

4.3. Commercial communication shall not imply that abuse can be avoided
by consuming beer with low alcoholic strength.

4.4. Commercial communication shall not attribute beer the property of
preventing, treating or curing a human disease; associate or even refer to
such property.



4.5. Comunicarea comerciala nu va sugera ca bauturile alcoolice ar trebui
consumate pentru potentiale beneficii de sanatate.

4.6. Comunicarea comerciala nu trebuie niciodata sa pretinda ca berea are
calitati terapeutice sau ca este un stimulent, sedativ sau o metoda de a
rezolva conflictele personale.

4.7. Comunicarea comerciala poate include informatii factuale, cum sunt
continutul de calorii sau carbohidrati, cu conditia ca acestea sa nu fie aso-
ciate unor afirmatii privind beneficii asupra sanatatii.

4.8. Comunicarea comerciala nu trebuie sa asocieze berea cu starea de
graviditate sau sa se adreseze in vreun fel femeilor insarcinate.

4.9. Comunicarea comerciala trebuie sa se asigure asupra faptului ca am-
balajele, materialele de marketing, precum si publicitatea pentru versiunile
de bere cu alcool si fara alcool sunt evident diferite si distincte.

5.1. Comunicarea comerciald nu va crea impresia ca consumul de bere
sporeste sau reprezinta o conditie a acceptarii sociale, succesului social
sau seductiei sau sa promoveze sau exploateze indulgenta sexuald sau
permisivitatea sau sa prezinte nuditatea.

5.2. Comunicarea comerciala nu va sugera ca consumul de alcool poate
nlatura inhibitiile de natura sexuala.

5.3. Comunicarea comerciala nu va crea imaginea berii ca metoda de a
rezolva problemele vietii de fiecare zi.

5.4. Comunicarea comerciala nu va face discriminari intre persoanele de orice sex.

4.5. Commercial communication may not suggest that alcohol beverages
should be consumed for potential net health benefits.

4.6. Commercial communication must never claim that beer has thera-
peutic qualities or that it is a stimulant, sedative or means of resolving
personal conflicts.

4.7. Commercial communication may include factual information such
as calorie or carbohydrate content so long as it is not linked to health
benefits claim.

4.8. Commercial communication must never associate beer with preg-
nancy or target communications at pregnant women.

4.9. Commercial communication must always ensure that packaging,
marketing materials as well as advertising for alcoholic and non-alcoholic
versions of a beer are recognizably different and distinctive.

5.1. Commercial communication shall not create the impression that the
consumption of beer enhances or is a prerequisite for social acceptance
or social success, sexual success or seduction, or promote or exploit sexual
indulgence or permissiveness or portray nudity.

5.2. Commercial communication should not suggest that drinking can
remove sexual inhibitions.

5.3. Commercial communication shall not create an image of beer as a
means to overcome problems of everyday life.

5.4. Commercial communication should not be discriminatory for any sex.
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Note explicative

Generale

1. Este perfect acceptabil sa se prezinte persoane atractive sau scene in
care barbatii si femeile socializeaza.

2. Imbr&camintea si caracterul sdu oportun vor fi intotdeauna evaluate in
contextul in care apar (de exemplu persoanele ce poarta costume de baie
langa piscina sau pe plaja sunt pe deplin acceptabile).

3. Succesul social inseamna castigarea unui statut sub forma promovarii,
bogatiei, prietenilor, posesiunilor si popularitatii precum si atragerea
admiratiei sau recunoasterii meritelor din partea oamenilor.

4. In general, termenul de ,succes sexual” este deschis unui numar de
interpretari diferite si care nu se exclud reciproc intotdeauna, dar conform
sensului pe care i-l dam noi, comunicarea comerciala nu trebuie:

sa prezinte berea ca ajutor pentru a seduce;

sa prezinte bautul berii ca preludiu al activitatilor sexuale;

sa prezinte berea ca , accesoriu” pentru activitatii sexuale.

Explanatory notes

General

1. Showing attractive people or featuring scenes in which men and
women socialize is entirely acceptable.

2. Clothing and its appropriateness will always be judged in context in
which it is shown (for example showing people wearing swimming suits
by the pool or on the beach).

3. Social success means gaining status in the form of promotion, wealth,
friends, possessions and popularity as well as gaining other people’s
admiration or recognition of one’s achievements.

4. Generally the term ,sexual success” is open to a number of different
and not always mutually exclusive interpretations, but in our understand-
ing commercial communication should not:

present beer as an aid to seduction;

portray drinking beer as a prelude to sexual activities;

present beer as an , accessory” to sexual activity.



Comunicarea comerciala nu va asocia consumul cu operarea utilajelor
potential periculoase sau cu desfasurarea activitatilor potential periculoase
si nu va prezenta consumul inainte sau in timpul activitatilor sau in locatiile
ce sunt potential periculoase.

.Samplingul” Tnseamna oferirea cétre clienti a unei experiente pozitive a
marcii (brand-ului), care ii face sa doreasca sa cumpere produsul. Daca se
ofera oricarui client mai mult de un pahar de bautura, acest lucru ar putea
fi interpretat ca incurajare a consumului iresponsabil de alcool.

Distribuirea de , mostre gratuite” trebuie sa respecte urmatoarele reguli:
mostrele gratuite nu se pot oferi minorilor (persoanelor care nu au varsta
legala pentru a achizitiona alcool), chiar daca parintii isi dau acordul;
berea poate fi oferita gratuit numai in zone destinate ospitalitatii;
mostrele trebuie sa fie numai o masura (o unitate standard de maximum
50 cl, care trebuie consumata la locul in care s-a facut distribuirea);
fiecare persoana care degusta o mostra trebuie informata despre faptul
ca aceasta contine alcool, precum si cu privire la concentratia de alcool;
n cazul in care mostra nu este consumata la punctul de distributie, cei
care o primesc trebuie sa fie informati ca mostra este destinata in exclu-
sivitate consumului acestora, ca nu ar trebui sa o consume fnainte de a
conduce si ca nu trebuie sa o ofere minorilor.

Commercial communication shall not associate consumption with the
operation of potentially dangerous machinery or with the performance of
potentially hazardous activities, portray the act of consumption prior to or
during activities or in locations which are potentially hazardous.

Sampling is about offering consumers a positive brand experience that
makes them want to buy the product. Offering any consumer more than
one drink could be interpreted as encouraging irresponsible drinking.

The distribution of , free samples” is subject to the following rules”

Free samples may not be offered to minors (under legal purchasing age
people) even with parental consent;

Free beer may only be offered in designated hospitality areas;

Samples must consist in one measure only (standard unit of 50 cl, which
must be consumed at distribution point);

If anyone tasting a sample must be warned that the sample contains
alcohol and provided with information about its strength;

If the sample is not consumed at the point of distribution recipients must
be advised that it is for their consumption only and that they should not
consume it before driving or give it to minors.
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8.1. Toti membrii asociatiei ,Berarii Romaniei” (,,BR") se obliga sa respecte
toate regulile de mai sus.

8.2. Fiecare membru are obligatia de a se asigura ca angajatii sai, implicati
n toate comunicarile comerciale, respectd Codul si ca acest Cod devine
0 parte integranta a procesului de aprobare pentru orice comunicare
comerciala.

8.3. Respectarea Codului trebuie asigurata, de asemenea, ca si conditie
anterioara incredintarii afacerilor catre:

- Agentiile de publicitate;

- Societdtile de cercetari de marketing;

- Agentii si cumparatori de media;

- Alti consultanti si alte agentii externe.

8.1. All ,Brewers of Romania” members commit themselves to follow all
of the above rules.

8.2. It is the responsibility of each member to ensure that their employees
involved in all commercial communication, comply with the Code and
that the Code becomes an integral part of the approval process for any
commercial communication.

8.3. Compliance must also be secured as a pre-requisite when warding
business to:

- Advertising agencies;

- Market research companies;

- Agencies and media buyers;

- Other external consultants and agencies.



9.1. Oricine (persoana fizica, persoana juridica sau entitate a Statului) poate
sesiza Consiliul Roman pentru Publicitate privind o comunicare comerciala
prin formularea unei sesizari scrise referitoare la activitatea oricarui mem-
bru al Asociatiei ,Berarii Romaniei”. Aceasta sesizare va fi trimisa direct
catre Consiliul Roman pentru Publicitate, in atentia presedintelui, o copie
catre secretarul executiv si, eventual, o copie catre Directorul General al
Asociatiei ,,Berarii Romaniei”.

9.2. Secretarul executiv al Consiliului Roman pentru Publicitate sau Direc-
torul General al Asociatiei ,Berarii Romaniei” 1l va informa pe membrul
Asociatiei referitor la activitatea caruia a fost depusa sesizarea.

9.3. Sesizarea va fi analizata de catre un Comitet Etic al Consiliului Roman
pentru Publicitate, conform Codului de Comunicare Comerciala al Consi-
liului Roman pentru Publicitate.

9.4. Pentru ca acest Cod este recunoscut de membrii Asociatiei ,Berarii
Romaniei”, decizia Comitetului Etic va fi respectata.

9.5. Incepand cu data de 1 iulie 2009, Asociatia , Berarii Romaniei”, pe
baza informatiilor furnizate de catre Consiliul Roman pentru Publicitate, va
intocmi 2 rapoarte semestriale (in decembrie si iunie) ce vor viza sesizarile
depuse. Cele 2 rapoarte vor fi publicate in termen de maximum 15 zile, de
la sfarsitul fiecarui semestru.

9.6. intre site-ul Asociatiei ,Berarii Romaniei” si cel al Consiliului Roman
pentru Publicitate trebuie sa existe o legatura, astfel incat cei care
acceseaza site-ul Asociatiei sa aiba posibilitatea, in cazul in care observa
nereguli intr-o comunicare comerciald, sa depuna si sa trimita o sesizare cu
ajutorul formularelor existente pe site.

9.1. Anyone (individual, legal person or entity of the State) may refer to
the Romanian Advertising Council on a commercial communication by
submitting a written intimation against any member of the Brewers of
Romania Association. This intimation will be sent directly to the Romanian
Advertising Council, in attention of the president, copy to the executive
secretary and, possibly, a copy to the General Manager of Brewers of
Romania Association.

9.2. The Executive Secretary of the Romanian Advertising Council or the
General Manager of the Brewers of Romania Association shall inform the
member association against whom the complaint was made.

9.3. The complaint will be analyzed and judged by the Romanian Ad-
vertising Council Ethical Committee based on the Code of Commercial
Communications of Romanian Advertising Council.

9.4. As the Code is recognized by the Members of the Brewers of Roma-
nia, consequently the decision of the Ethical Committee is to be applied.

9.5. Starting with 1st of July 2009 Brewers of Romania Association, based
on information provided by the Romanian Advertising Council, will draw
2 half-yearly reports (in December and June) which will cover complaints
made. The 2 reports will be published no later than 15 days from the end
of each semester.

9.6. Between the Brewers of Romania Association’s website and that of
the Romanian Advertising Council must be a connection, so that those
who access the website of the Association be able, if there are irregu-
larities observed in a commercial communication, to make and send a
complaint with the forms on the site.
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10. Autosesizarea

10.1. Asociatia ,Berarii Romaniei” se poate autosesiza referitor la practici
existente pe piata care incalca prevederile Codului de comunicare comer-
ciala, printr-unul din membrii Comitetului de Reglementare.

10.2. Autosesizarea se poate constitui atunci cand unul dintre membrii
Comitetului de Reglementare aduce la cunostinta in scris, printr-o comu-
nicare electronica, celorlalti membri ai Comitetului despre o posibila ne-
respectare a Codului n ceea ce priveste comunicarea comerciala.

10.3. Autosesizarea va fi dezbatuta in cadrul sedintelor Comitetului de Re-
glementare, decizia finala fiind luata prin majoritatea voturilor existente.

10.4. In cazul in care, in urma autosesizarii, Comitetul de Reglementa-
re constata o incdlcare a Codului de comunicare comerciald, Directorul
Executiv al Asociatiei ,Berarii Romaniei” va aduce in scris acest fapt la
cunostinta membrului Asociatiei care a incalcat Codul si necesitatea de a
corecta actiunea intreprinsa.

10.5. In cazul in care membrul Asociatiei care a incalcat Codul, refuza sa
isi corecteze comunicarea, autosesizarea va fi trimisa catre Consiliul Roman
pentru Publicitate pentru a fi analizata de catre Comitetul Etic al Consiliului.
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10. Self complaint

10.1. Brewers of Romania Association may self complain on existing
market practices which break the Commercial Code of Communication by
a member of the Regulatory Committee.

10.2. The self complaint can be when one of the Regulatory Committee
members make informed in writing, by electronic communication, other
members of the Committee about a possible failure of the Code in
relation to commercial communication.

10.3. The self complaint will be discussed at the Regulatory Committee
meetings, the final decision being taken by the existing majority.

10.4. In case that, following the self complaint, the Regulatory Committee
found a failure of the Commercial Code of Communication, the Executive
Director of the Brewers of Romania Association will provide in writing to
the members of this Association that broke the Code and need to correct
the action.

10.5. If the Association member, who has violated the Code, refuses to correct
their communication, the self complaint will be sent to the Romanian Adver-
tising Council to be considered by the Ethics Committee of the Council.




11.1. Codul devine subiect al modificarilor la recomandarea membrilor, cu
aprobarea Adunarii Generale a Consiliului Roman pentru Publicitate, cel
putin o data pe an.

11.2 Comitetul de Reglementare al Asociatiei ,Berarii Romaniei” supra-
vegheaza procedurile de modificare a Codului si elaboreaza forma finala a
acestuia, coroborand toate eventualele sugestii de modificare aprobate de
Adunarea Generala a Consiliului Roman pentru Publicitate.

11.3. Membrii Asociatiei ,Berarii Romaniei” trebuie sa accepte Codul in
intregime, sa actioneze in conformitate cu acesta, sa 1l respecte si sa fie in
totalitate responsabili pentru actiunile lor, potrivit prevederilor Codului.

11.4. O versiune a Codului se gaseste pe site-ul Asociatiei, dar si pe
site-urile companiilor membre ale Asociatiei ,, Berarii Romaniei”.

11.1. The Code is subject to changes at the recommendation of the
members, with the approval of the Romanian Advertising Council’s
General Assembly, at least once a year.

11.2. The Regulatory Committee of the Brewers of Romania Association
oversees the procedures for amending the Code and prepares its final
form, corroborating all suggestions for amendments approved by the
Romanian Advertising Council’s General Assembly.

11.3. The members of Brewers of Romania Association must accept the
Code in full, to act according to it, to observe and to be fully responsible
for their actions, under the provisions of the Code.

11.4. A version of the Code is found on the website of the Association but
also the site of at least one of the members of the Brewers of Romania
Association.
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