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Foreword

We are extremely proud of our premium global brands and products, and of their marketing. This pride goes hand in hand with a deep sense of responsibility and respect for our consumers, employees and the communities in which we serve. For our marketing activities this means abiding by our Global Marketing Principles, promoting only to consumers of the required legal age to purchase and drink alcohol (LDA) and playing our part in reducing alcohol related harm. 

This 4th edition of our Global Marketing Principles reflects the constantly evolving environment within which we communicate and trade. It is vital to remain up to date with regulatory and legislative changes and to work together for the benefit of our business and long-term brand building. The digital environment is of increasing importance to our brands and these Principles add further emphasis and detail on how we can continue to be creative within this environment whilst remaining responsible even where there may be no specific local legal restrictions.  

Responsible marketing is a core focus of our broader Corporate Responsibility strategy. It is part of the Producer Commitments that Bacardi Limited subscribed as a founding member of the International Alliance for Responsible Drinking (IARD) alongside the other key global industry players. The Commitments include a number of actions to help raise communication standards to LDA consumers such as the IARD auditing of the compliance of our brand-controlled social media platforms.

Change is a constant and recent developments include new responsibilities about nutritional information on our packaging, so consumers can make informed choices, new restrictions on digital media, and new obligations to protect the privacy of consumers when they engage with us as part of data protection.  Our Guidelines explain our Global Marketing Principles and also incorporate examples of their interpretation and of the interpretation of similar principles applicable to our company because of our membership to regional and local associations in the alcohol and in the advertisers’ businesses.

Acting responsibly in marketing means respecting our customers and communities as if they were our Family. It also means preserving a positive regulatory environment for continuing the long-term business started by our Founders The present Principles are not meant to limit the creativity of our marketing and commercial teams but rather to set the perimeter within which they can act Fearlessly.

With your help we can meet and exceed our Corporate Responsibility ambitions whilst delivering engaging and world class content.



BACARDI LIMITED 
RESPONSIBLE MARKETING PRINCIPLES 
AND GUIDELINES FOR THEIR INTERPRETATION

	Principle 1 
All Bacardi companies and employees must comply with the laws, regulations and self-regulatory codes applicable to their marketing and promotional practices.

	Principle 2 
All marketing and promotional practices will present the responsible enjoyment of beverage alcohol and will not encourage the misuse of alcohol through the presentation of excessive consumption or situations where irresponsible consumption is accepted.

	Principle 3 
All Bacardi products will be clearly identifiable as beverage alcohol and will provide accurate information on alcohol content. A message or logo, and website address, for responsible enjoyment will be included in commercial communications and on packaging where practicable. 

	Principle 4 
The content and placement of all marketing and promotional practices will be primarily directed towards consumers of the required legal age to purchase beverage alcohol in the relevant countries and will avoid images and music that would appeal primarily to underage individuals.

	Principle 5 
All marketing and promotional practices will support the safe consumption of beverage alcohol and will not associate the consumption of beverage alcohol with any potentially dangerous activity, such as driving motorized vehicles, operating machinery, or performing athletic activities.

	Principle 6 
Corporate communications may recognize reputable evidence of the physical benefits from moderate alcohol consumption, but marketing activities will not claim medicinal or energy enhancing performance properties for Bacardi products.

	Principle 7 
Marketing and promotional practices will not be associated with any individual or group behavior that is antisocial, violent or destructive.

	Principle 8 
All marketing and promotional practices must be in good taste and must not contain indecent, demeaning, or insulting materials.

	Principle 9
While active in our digital spaces, we are to be honest, transparent, legal, and truthful and ensure none of our communications attempt to mislead our audiences. The privacy of the consumer in the digital space should be observed always.




In the Guidelines, after each of the Principles, you will find examples of their interpretation and comments and explanations about similar principles applicable to our company in regions and in markets as a consequence of our membership to local associations alcohol producers and advertisers.

All communications irrespective of media should comply with the minimum standards. These include but are not limited to:

· Broadcast advertising
· Out Of Home Media 
· Press releases
· Sponsorship
· Brand names and Packaging
· Brand education
· Research
· Websites
· Point of sale material 
· Mobile and Social media 
· Product Placement 
· Brand innovation and new product development 
· Experiential marketing and events
· On and off-premise promotions

Failure to comply with the Responsible Marketing Principles could lead to serious consequences for the company and the industry. It also undermines the voluntary global industry commitments we signed and are committed to deliver as a major player of the beverage alcohol industry.

All employees are personally and collectively responsible for the application of the Responsible Marketing Principles, procedures and guidelines by their respective operations and service providers. Violations could lead to disciplinary action up to and including termination. 



Principle 1

All Bacardi companies and employees must comply with the laws, regulations, and self-regulatory codes applicable to their marketing and promotional practices.

Explanatory notes

This Principle must be followed internally by all Bacardi employees, our agencies, third-party distributors and brokers, and joint ventures. New members of the marketing teams and agency staff should be trained as soon as they join the Company. Training includes the completion of the responsible marketing e-learning module within the first 90 days of employment, including a review of local market codes and legislation of which the individual is responsible. This obligation and compliance with our Responsible Marketing Principles should be included in services agreements with agencies and suppliers.

Self-regulatory codes are as important as local laws and all marketing and promotional practices should follow the spirit, as well as the letter of laws, regulations, and codes. Our Responsible Marketing Principles are the minimum standards and must always be adhered to, even where local laws may be less stringent.

Principle 2

All marketing and promotional practices will present the responsible enjoyment of beverage alcohol and will not encourage the misuse of alcohol through the presentation of excessive consumption or situations where irresponsible consumption is accepted.

Explanatory notes

Care must be taken when presenting images of drinks being poured or consumed. We should avoid situations where our products are being consumed excessively or in an irresponsible manner. 

Images showing individuals enjoying our brands in a relaxed setting or party environment is acceptable (where permitted by local codes). Communications should show only a reasonable amount of alcohol for the number of people within the scene and should reflect moderate and controlled consumption. 

This also applies to on-premise promotional activities where offers that encourage rapid drinking or abusive consumption should be avoided. Any promotional incentives should allow a reasonable time for moderate consumption. 

Excessive consumption

Avoid creating promotional activities where there is any emphasis on excessive and/or irresponsible consumption. This includes promotional activities encouraging rapid consumption e.g. multiple drink promotions including shots, where incentives are offered for the consumption of a number of drinks against a time-based deadline. For example, a single shot may be enjoyed responsibly or as part of an occasion, but we will not depict or encourage rapid or multiple shot consumption. 




Happy Hours

Take great care when involving our brands in Happy Hour promotions. We must avoid our brands being associated with heavy discounting or being seen to encourage excessive or irresponsible consumption e.g., speed drinking games and promotions.

Bar serving

It is important that our brands are served in a responsible manner at all times. We will continue to offer training to educate internal company representatives and third-party agencies on the way our brands are served to consumers and the importance of responsible consumption. Training is also needed and should be given to internal company representatives and any third-party agencies used at experiential marketing activities where we may be involved with serving directly to consumers of the required LDA.

Sampling

Sampling can only be carried out where it is legally allowed. All elements of sampling activity (including supporting materials) must comply with both the spirit, and the letter of law, and self-regulatory codes. Sampling must not encourage illegal, irresponsible and/or immoderate consumption, such as binge drinking, drunkenness, or drinking and driving.

All agency staff should be briefed on our Responsible Marketing Principles before they are allowed contact with LDA consumers.

	Key Sampling Guidelines


	Only offer sampling where it is legally allowed
	Do not provide samples to anyone who appears intoxicated.

	Do not offer samples to anyone under the LDA.
	Do not provide samples to women who are obviously pregnant.

	Sampling should not occur in areas that primarily appeal to people under the LDA.
	All marketing materials must carry responsible drinking messages and website where space allows, consistent with the brand as well as clear information on alcohol content.

	Ensure the sample is to be consumed by the person receiving it (e.g., it should not be given for someone else's consumption).
	Offer samples responsibly. Do not implement sampling programs that encourage excessive or irresponsible consumption.


	If the activity is to take place in a public area, avoid using promotional equipment, materials or themes that appeal to people under the LDA.
	All sampling staff must be at least 21 years of age

	Marketing materials distributed will not feature images of drinkers who are, or look as if they are, younger than 25 years of age.
	



	
Principle 3

All Bacardi products will be clearly identifiable as beverage alcohol and will provide accurate information on alcohol content. A message or logo, and website address, for responsible enjoyment will be included in commercial communications and on packaging where practicable.

Explanatory notes

We will not place undue emphasis on the strength of alcohol content as a key basis of appeal in any of our commercial communications.

Responsible Drinking Messages should be placed in a clearly visible and prominent position, horizontal only, on all consumer-facing communications where practical. The trademark line must not be larger in font than the responsible drinking message. Any local market mandatory information must also be added as required by law, including a relevant responsible drinking website address. This also applies to packaging and should be positioned on all key brand back labels. 

For example: ENJOY RESPONSIBLY (if space is restricted), or ENJOY [insert brand name] RESPONSIBLY  

Marketing teams can tailor responsible drinking messages to their brands but should try as hard as possible to use the same and avoid inconsistencies, except in markets where local legal requirements impose mandatory local texts. 

Many countries require including a responsible drinking website specific to their country or region. If no one site is required, please use ResponsibleDrinking.org (a global responsible drinking website developed by the International Alliance for Responsible Drinking, available in nine languages).

Research

No market or consumer research will be commissioned or conducted among people younger than the LDA. Consumers in research will never be encouraged to drink excessive amounts, or drink in an irresponsible way. If they are observed to be drinking in this manner, they will be excluded from the research immediately or this part of the research will be stopped. It is vital that those joining a research group are told they will be asked to consume beverage alcohol, so they can arrange for safe transportation home that does not involve them driving.

Principle 4

The content and placement of all marketing and promotional practices will be primarily directed towards consumers of the required legal age to purchase beverage alcohol in the relevant countries and will avoid images and music that would appeal primarily to underage individuals.

Explanatory notes

The legal age to purchase and drink alcohol (LDA) varies around the world from 16-25 years of age, according to local laws and regulations.
 
For avoidance of doubt, the minimum age for targeting marketing activities is 18 years of age. In those markets where the legal drinking age is higher than 18, the minimum age for our marketing activities is also higher to comply with local laws. Any commercial activities or communications that could have a potential appeal to those under the LDA must be avoided.

Attention should be paid to the use of celebrities in marketing communications and advertising activities. Well known personalities who could primarily appeal to persons below the LDA are not to be used. Reliable demographic data to prove the individual’s audience appeal must be obtained prior to agreeing to any marketing activities.

We must specifically avoid the use of cartoon characters, materials or images that primarily appeal to those under the LDA. Any celebrities, actors, models, band members, influencers, and any other famous individuals we use to actively represent and promote our brands should be and look 25 years of age and above. 

It may be difficult to define the use of music which might primarily appeal to persons under the LDA. We should not use established popular music within our marketing activities which primarily appeal to individuals below the LDA. 

Profiles and/or appropriate target demographics must be obtained from music companies (or agencies representing celebrities, actors, models and influencers) showing that at least 70 percent of the target audience is LDA and above within that market (or higher where required - 75 percent in the UK and in the Netherlands; 71.6 percent US). For specific rules on Influencers and Bloggers please see Principle 9.

Only television, radio, magazines, newspapers, websites and digital media with a minimum of three months audience data available, which proves a consistent demographic audience profile over 70 percent LDA (or higher where required) can be considered for use.

Where data does not exist, a decision should be taken with the relevant local lawyer on risks and acceptability of the material based upon other demographic information demonstrating compliance with the Principles.

Where product may be legally offered as a prize, company representatives or third-party agencies must confirm LDA status of the individual or group receiving the prize before finalizing such offer. If products are delivered, where legal, to a competition winner’s residence, a signature must be secured by the winner or another LDA consumer. It must not be left in the care of any person below the LDA.

Principle 5

All marketing and promotional practices will support the safe consumption of beverage alcohol and will not associate the consumption of beverage alcohol with any potentially dangerous activity, such as driving motorized vehicles, operating machinery, or performing athletic activities.

Explanatory notes

Our brands should not be marketed or promoted in any manner that depicts activities or locations where drinking beverage alcohol would be unsafe or irresponsible. Our marketing and promotional materials should not contain any claims or representations that individuals can attain physical or athletic success or status because of consuming beverage alcohol.

Our marketing and promotional materials should not portray our products being consumed by a person who is engaged in, or is immediately about to engage in, any activity that requires a high degree of alertness or physical coordination. Showing consumption after sporting activity is acceptable if it is clear the sporting activity is over. 

Sponsorship

All approved sponsorship activity can carry brand logos on team gear and merchandise where permitted by law. Audience profiles must be at least 70 percent LDA and above (higher where required) and should not be linked with consumption - before, during, or immediately after. Sports sponsorship must incorporate clear responsible drinking messaging across all relevant materials. 

Sponsorship activities need to comply with local laws and regulations which are often stricter than our Responsible Marketing Principles. Advice on local legal restrictions must be sought at the earliest opportunity.  

Sponsorship activities can involve hospitality in glamorous settings (e.g., on boats where consumption can occur) so any publicity generated from these events must show only responsible and controlled consumption. For example, it could be permissible to show people holding a cocktail while the boat is visibly moored alongside a quay, not moving nor about to move and with sails down.

Principle 6

Corporate communications may recognize reputable evidence of the physical benefits from moderate alcohol consumption, but marketing activities will not claim medicinal or energy enhancing performance properties for Bacardi products.

Explanatory notes

Consuming beverage alcohol in moderation for most people can be part of a balanced and healthy lifestyle. However, we must not promote alcohol for medicinal or therapeutic purposes. We should not imply that alcohol has the ability to prevent, treat, or cure human diseases, or create the impression that alcohol consumption enhances mental ability or physical performance, or offers weight loss benefits.

We will not suggest in any of our communications that alcohol can help consumers to be transformed to a better or different situation by depicting fictional or fantasy settings, whether consumption is shown or not. Factual information about our brands can be disclosed e.g., ingredient listings, nutritional values, where legal and appropriate, but should not be done in a way that gives the impression there is therapeutic or medicinal benefit.
 
We will not directly associate or involve our brands with energy drinks. This includes participating in retailer led promotions that include both our brands and energy drinks or promoting or encouraging the inclusion of our brands in mixed drinks or cocktail drinks where a component part is an energy drink.

We will not feature any specific ingredients on the front label of our pre-mixed drinks which can be seen as energy related or weight loss stimulants. Any such ingredients e.g., taurine, ginseng, should only be included in a recipe for taste purposes and declared as ingredients on the back label, where required by law.

Principle 7

Marketing and promotional practices will not be associated with any individual or group behavior that is antisocial, violent, or destructive.

Explanatory notes

[bookmark: _gjdgxs]Images of individuals can be seen behaving in a lively and spirited manner. However, images should not be used if they could be seen to condone anti-social, binge-drinking, drunkenness, destructive or illegal behaviors. Our marketing and promotional activities shall not involve or show any individual known of having a history of illegal, anti-social, violent or destructive behaviour.

Alcohol consumption should not be shown in the workplace. If a workplace environment is shown it must be clear to the audience that the working day has ended before alcohol is shown. 

Principle 8

All marketing and promotional practices must be in good taste and must not contain indecent, demeaning, or insulting materials.

Explanatory notes

Given the differences in cultural sensitivities among the countries in which our products are sold, what constitutes ‘good taste and decency’ is difficult to define precisely, and therefore local judgment is required.

Nonetheless, marketing communications should not use images, symbols or materials which are indecent, demeaning or insulting to anyone's gender, race, religion, sexual orientation, nationality, or culture. Something that may be acceptable in one country could be offensive in another so a global view, should be taken.

Marketing communications should also not convey that social or sexual success can be achieved through association or consumption of alcohol.

Principle 9

While active in our digital spaces, we are to be honest, transparent, legal, and truthful and ensure none of our communications attempt to mislead our audiences. The privacy of the consumer in the digital space should be observed always.

Explanatory notes

Our Principles apply equally to both digital and traditional media. Digital content is regulated the same as traditional media, so all codes and local laws must be observed. Particular care must be taken in dark markets where rules and legislation on social media platforms or web content is heavily restricted.  

As with all communications, digital marketing must be placed only in media where at least 70 percent of the audience is LDA and above (or higher where required).

Extra care should be taken to ensure direct messaging within digital media is only received by those above the LDA as defined in the local market of use. Where possible, technology should be used to ensure that direct communications are not received by those under LDA.

Age Affirmation

All websites and social media pages and channels must carry age affirmation thresholds where LDA consumers have confirmed or are required to insert their date of birth before successful access.

Marketing communications should take place on platforms that have an effective age affirmation mechanism e.g., Facebook and Twitter. If an age affirmation mechanism is not available then marketing teams should seek local legal advice prior to communicating from the digital platform and should ensure that the standards set out below are followed, as it must happen on our brand-controlled social media pages. 

1. At least 70% of the audience is LDA and above via demographic data (local rules may require a higher %).
2. An age disclaimer is added to the profile page explaining that the content is intended for LDA and above only.
3. A responsible drinking message is present (including any mandatory information that may be required e.g., health warning). Check your local rules.
4. A Forward Advice Notice (FAN) is included. See notes below.
5. User Generated Content (UGC) is moderated every 24 hours and a UGC policy is clearly accessible to communicate to the audience the high standards we expect our consumers to adhere to whilst communicating on our pages.  Materials not conforming must be removed.
6. It must be obvious to the consumer that they are viewing the official brand owned page e.g., via the official tick logo or appropriate text.
7. The Privacy Policy must be easily identifiable and accessible.

Forward Advice Notice 

We should include a FAN if content is designed to be forwarded or shared by consumers. For individuals who have downloaded content, we should have a clear statement that no content should be forwarded to, or shared with, individuals below the LDA. A FAN can also be embedded in video content or in accompanying text.

Transparency in Communications

Bacardi employees, agencies, and representatives must never pose as a consumer or member of the public to instigate conversations or promote our brands. It must be made clear to the consumer they are viewing official content, but also differentiates official from unofficial brand pages.

It must be obvious to the consumer if the brand has any commercial relationship with bloggers or influencers especially if they are posting from their own platforms e.g., by using #ad, #advert, #spon, or by using language that makes it clear to the consumer of a commercial relationship. Check your local rules for country requirements.

Influencers

Influencers receiving any form of incentive or compensation from our Company, such as free products, travel, accommodation or money, must be truthful, accurate, respectful, and disclose the fact that they are working on behalf of our Company and/or brands (see above regarding disclosure). 

Bloggers and Influencers must be 21 years old as a minimum. If the image of an influencer will feature within brand communications or if the influencers promote our brands and products, they must comply with the global advertising rules and be and look at least 25 years old.

Photo Uploads

Any images or videos uploaded onto brand controlled social media sites must ensure the content meets the standards of our Responsible Marketing Principles and the local laws and regulations, which include ensuring:

1. That all people featured look and are 25 years of age and above.
2. Permission has been gained to share the individuals image or third-party content.
3. No minors feature even if incidental.
4. Any accompanying text complies with our Responsible Marketing Principles.
5. No materials are used that could be perceived a primarily appealing to those under the LDA,

User Generated Content
 
UGC from a third-party is regulated under the alcohol codes once it is posted on our brand-controlled sites. UGC on any Bacardi owned or controlled site must be moderated on a regular basis (every 24 hours) and consumers need to be informed that UGC is monitored and any irresponsible content that breaches our Responsible Marketing Principles (as laid out in the UGC policy) must be removed.

	Key Digital Guidance

	

	All images of people that we upload anywhere on the Internet (whether our own advertising campaigns or photos we have taken at events} must be of people that look 25 years of age and older. As much as it is reasonably possible, we should get their consent and a confirmation that they are older than 25 years.
	All new members of our marketing teams or agencies who will be managing our social media communications must review our Responsible Marketing Principles, the responsible marketing e-learning module, and specific digital media guidelines prior to working on our brands.




	Consumers are able to upload photos/ images onto our websites, but photos containing images of people must be of people who look 25 years of age and over.
	On our websites, consumers should always have to affirmatively opt-in via checking a 'tick box' to allow their personal data to be collected or used. Giving only an opt-out option to users is unacceptable.

	Our brand controlled social media pages e.g. Facebook®, Twitter®, YouTube® etc. should detail our UGC Policy on the profile page or where appropriate depending on platform.
	UGC is material (including text, pictures, audios, and videos) that has not been created by the brand advertiser, but by a consumer. UGC that appears on a site or web page controlled by the brand advertiser should be monitored each business day. When content is determined to be inappropriate, the material should be removed promptly following our UGC policy.

	Prior to uploading any images or referencing the names of celebrities (even if images have been taken at our events), written permission must be sought. This included referencing and showing third-party brands.

	Do not use any images that could be misinterpreted as promoting excessive consumption across any of our social media pages e.g., one individual holding two drinks or high energy images where the overall context is unknown to the viewer.

	Do not use images which could potentially have primary appeal to those below LDA.
	



Database marketing

When collecting data through registration or personal contact, these consumers must have given us permission to collect and store their personal data for the purpose of future communications about our brands. Permission must be given by an 'opt in agreement' (e.g. tick box to agree use of data). Simply asking consumers to 'tick box' if you don't want your personal data to be used is not acceptable; moreover, in all future communications you must give the consumer the option to “opt-out.” Local regulations may restrict how the information can be used.

It is not best practice to buy generic consumer mailing lists and we must not engage in this practice. 

Emails and SMS/Text messaging

Emails can be used to inform consumers of an event or to update them on brand activity, where legal. To ensure we are communicating to those over the LDA, communication should only be made where we have data to confirm the recipient is over the LDA. We must also ensure it is clear which brand is sending the communications. 

Product Placement

Our brands can be shown in audio visual media as part of a product placement where legal. If we commission product placements as part of our commercial activity, our Responsible Marketing Principles apply. We must ensure the content in which we place our brands complies with the 70/30 placement rules (or higher, where relevant). We must avoid material that degrade the form, or status of women, men, or of any ethnic, minority, sexual oriented, religious, or other group, or containing lewd or indecent images. All materials must be in good taste and not used in any way that could reflect irresponsible consumption or encounter minors at any stage.

Clearance Procedures

The Global Marketing teams are accountable for responsible marketing and legal clearance of all global projects. Globally approved work may not be acceptable on a local basis due to specific market restrictions so local approval should always be gained prior to local use. Materials developed by local marketing teams should also be compliant with the Responsible Marketing Principles and with local laws and regulations. Marketing teams must factor extra time into the approval process for seeking global or local clearance, whether for voluntary advice or mandatory approval e.g. COFEPRIS in Mexico.

All new members to the Marketing team and our agencies should be trained to understand the approval review process to ensure realistic timelines. It is their responsibility to ask for training if they are not sufficiently knowledgeable, and they must also complete the appropriate in-person or online training on responsible marketing and all other market codes applicable to the area of which they are responsible. 
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