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1. IEPIEXOMENO TOY KQAIKA
IMPOQOGHXIHX THX KRKA

1.1. Evsayoyn

O napmdv Kadikag Hpodbnone the Krka (epeng:
«Kddixag IpodOnang the Krka» 1 «o Kddikag»)
opiler dpaotponreg mov  oyetiCovron  pe
mpoonTIKEg KoL W wpombnTikég  mOv
rpaypotomoovvror ek pépovg g Krka EArdg
E.ILE, xatd v gpnopia 1oV Tpoidviov me. LTig
dpactnprotntes papretvyk, 1 Krka 6a npéner va
GUUHOPOOVETOL JlE TOLG €Bvikohg vOpovg Kat
KAVOVIGLODG KO [E TOVG 10YVOVIEG EVPOTUTKOVS,
S1e0veic ko eBvikovg KOIKEG Yo TNV TpomBNon
KQL TNV EUTOPIN QUPHAKEVTIKOV TPOIOVIOV TOV
vioBeTovvTol amd emayyeAHoTikeéG evdoels. Ot
Surdéerg avtod tov Kddwka Oa eppunvevfodv kot
00 eQUPMOGTODY COUPMVO HE  OAOVG  TOVG
1GYVOVTEG KAVOVEC.

O Kadikac xabopilel amatnoelg CYETIKA e TG
dpaoctnpromteg pdpretvyk g Krka pe witepn
£UQUOT GTO. GUVTOLYOYPUPOVUEVE PUPHOKEVTIKG,
TPOIOVTH, Kol OTIG ariniemdpdoey pe v
DYEIOVOIKT) KOWOTNTY (GUUTEPIAUUPAVOREVEV,

EVOEIKTIKG, TMOV ETOYYEALATIOV VLyeiag, TV
opyovicpdVv vyeiog, TV ocbevov Kol TOV
opyavioenv acbevav). Ot omoutnoels Tov

Kddika spoppoloviar emiong oy mpombnon
GAAmV TPoidvimv Omov avtd eivar Kardiinio. H
Krka pmopei emiong va  eykpiver w0
GUYKEKPEVOUG KOl AETTOUEPELS E£0MTEPIKODG
Kavoveg oyetkd pe {ntipote mov opilovtat cTtov
Kodixa.

Me v viofétnon tov mapodvrog Kddika, n Krka
amodeucviel T déopevon TG Yoo TV TNPNOT

NokdV  TPOTHM®WY  OTIG  dPUCTNPIOTNTEG
MAPKETIVYK Kot T déopevot| g otig adieg g
Alotag  Katevbovmpuov  Apydv  ye v

wpombnon g ypnotng dukvPépyneng otov
QUPUOKELTIKO TOPEX., TNV  OKEPAIOTNTC, TO
oefacpo, TNV avtandkpion, TN Aoyodooia, TN
GUVEPYUOIO Kot TN Slo@AvELd.

O Kadixag woydel ka mapéyel kabodynotn 6tovg
vraArirovg g Krka otov npomBovv mpoidvro 1
TOPEXOVY TANPOPOPIEG GYETIKG PE TPOTOVTA.

Ov apyéc mov opiloviar otov Kdodwo eivon
vroypemTiKEg Kat epappudlovtar oty Krka.

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 Hellas
E.P.E. (hereinafter: ‘the Company’ or ‘Krka’) in
marketing of its products. In its marketing
activities, Krka 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 of prescription-only medicinal
products and interactions with the healthcare
community (including but not limited to
healthcare professionals. healthcare organisations,
patients, and patient organisations). The Code’s
requirements also apply to marketing of other
products where appropriate. 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 and its commitment to the values 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 products.

The principles set forth in the Code are mandatory
and shall be implemented in Krka.




1.2. Opwopoi
O1  opor mov  ypnoyomowvvVIal  cuyvd
aVaQEPOVTAL GTC KOAOLO:

Q¢ Krka ka1 n Eraipeia voeitar n KRKA Edldc
E.ILE.

Qg avrirpbéownog g Krka vogitat o wrpikoc, o
EUTOPIKOG /KA O QAPUAKEVTIKOS AVTUTPOCHTOG
™G Krka, o avtimpdowonog Bacwod tekatoroyiov
Ko kaBe dhrog vdhiniog tg Krka mov mpow0ei
TPOTOVTA G eMayyeApaties vysiog, opyavicpong
VYEOVOLIKNG TEpiBaiymg.

Q¢ Kaodikag vositar 0 Kddikag [TpodOnong g
Krka.

Qg ITpoidv voodvtut T QAPUAKELTIKG TPOIOVTOL.

Q¢ Egappoctéor Kavoveg voodvtar ot ebvixoi
vopol Katl kavovicpoi, ot Popnyavikoi k®dkeg
KOl Ol KatevBovipieg ypoppés oYeTikd e v
nmpodbnon eapudxov (z.y. Odnyia 2001/83/EE
mEPl KOIWOTIKOD KOOIKOS VIO TO. POPUOKD TOD
mpoopiCoviar yio. avOpadmivy yphon, 10V KOOIKA
ogovroloyias tov Medicines for Europe xim) xai
OTOVG eomTEPIKOVG kKovoveg g Krka (my.
Kaoag oeovrodoyios e Krka, Kavoves ayetixa
UE TV TPOINYI ATOTHS, EVIOTIOUO KOl EPEVVE,).

Edv ou gbvikoi vopor emPariovy avotnpdtepeg
amattioetg, 1 Etapeia tpénet va cvppopedvetat
LE QUTEC.

Q¢  Yyzwovoukyy Kowétnra voovvior ot
EMOYYEAHIATIES vyeiog, ol VYELOVOULKOL
opyavicpoi, o1 acbevei war ov opyavdoelg
acBevov. O  Opog mepuapPaver  emiong

oOmowoNToTE GALO TPOGOTO 1 OPYAVICUO TOL
gumAéketon 6T pOOUIOT, TNV EYKpIoT), TOV Edeyyo
I v mpounBel PUPUAK®V 1| TOVL EMKOW®OVEL
CYETIKA PUE QAPUUKO HE EMAYYEANOTIKY 110TNTA
(7. WTPKOGS dnpocoypagog, oA
eapovpévov Tmv ektpocdnav g Etapeiog) oe
smaryyeApaTieg vyelog, VYELOVOLIKOUG
OPYUVIGHLOVG 1] OPYUVHGEL UGOEVAOV.

Q¢ Ermayyshpoariog Yyeiog (EY) vositar  éva
QUOIKO TPOCHOTO 7OV Eivol YTpdc, UEAOG
WIPIKDV, OJOVTIUTPIKOV, QUPUOKEVTIKOV 1]
VOONAELTIKOV EnayyeApdT®mV 1| omotodfmote GAAo
Gropo mov eE0VCI0S0TEITAL VO GUVTHYOYPAPHCEL,
va dwbéoel, va ayopdoel, va mpounbedosl, va,

1.2. Definitions
Frequently used terms refer to the following:

Krka and The Company refers to KRKA
HELLAS E.P.E.

Krka’s representative refers to Krka’'s medical,
sales and/or pharmacy representative, key
account representative and any other Krka
employee promoting products to healthcare
professionals, healthcare organisations.

The Code refers to Krka’s Code of Promotion.

Product refers to medicinal products.

Applicable rules refer to national laws and
regulations, industry codes and guidelines relating
to the promotion of medicinal products (e.g.
Directive  2001/83/EC  community on the
Community code relating to medicinal products

Jor human use, Code of Conduct of Medicines for

Europe, etc.) and Krka’s internal rules (e.g. the
Krka's Code of Conduct, Rules on fraud
prevention, detection and investigation Fraud
Prevention, Detection and Investigation, etc.).

If national laws impose more stringent
requirements, the Company 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
in the regulation, approval, control or supply of
medicines, or that communicates about medicines
in a professional capacity (e.g. a medical
Jjournalist, but excluding company
representatives) to healthcare professionals,
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

“
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GUGTNGEL 1| VO YOPNYNOEL EVO QAPHUKEVTIKO
npoidv. O opopds «emoyyedpotiog vysiog»
avagépetor oe: (i) évav vmdAinio 1 évav
VIGAMIAO oG KuPepvnTikig vINpesivg 1] GAlov
0PYOVIGLLOD OV e&ovaiodoteitat va
GUVTOYOYPAPT|OEL VO SIVEILEL, VO AYOPAGEL T VL
dyepiotel apuaxo (ii) Evav vIGAANAO piag
PAPUUKEVTIKNG ETALPEING TTOV JPACTNPLOTOEITOL
og enayyelpotiog vyeiag. O opopds  ToVL
emayyehpatio vysiog Sev avagépetal og vGAANLO
QOPUOKEVTIKAG  eToupeing,  XOVOpEUTOpoO 1)
SuvouEn. PUPHAKEVTIKAV TPOIOVTIMV.

Q¢ Yyswvopkog Opyeviepis (YO) voeitor pua
ovtomta (i) mov £ivat [ VYEIOVOLIKY, TP 1
EMOTNHOVIKT) Evaon 1] opyaviopdg (avesaptnte
OmO TN VOWIKY KOl OPYOUVOTIKY HOper), T.X.
vocokopeio, KAVIKY, dpopo, TOVETCTAMO 1
GALO  EKTOABELTIKO  1dpype 1)  EKTUIOEVLHEVT
kowovie 1 (ii) péow tov omoiov £vag M
nePIocOTEPOL  emaryyehpotie vyeiag mupéyovv
vpecisg vysovopkis mepifaiyms. O opiopdg
evoc  opyaviopod vyelng dev  meprapPavel
YOVOPEUTOPO, SVOLED KOl TUPOHOL0 EPTOPIKO
£vO1QUETO.

Q¢ Opyavoon AcbOesvev voeitar o pn
KepdooKkomiky opydveoon, 1 omoie £xel ¢
emiKevTpo ToV 0ioBevi] Kot amoteeitan Kupiong amd
acfeveig, 1 / Kol QPOVIICTEG TOV EKTPOCHOTOVY 1
/ Ko vEosTNPILOVY TIC avAYKES TOV acBevdv 1 /
KUl TOV QPOVIIGTOV.

Q¢ IMpodbnon voeital 10 HAPKETIVYK TOV
QOPUOKEVTIKOV TTPOTOVTOV 7ov  mepriapfavel
ONOWSNTOTE HOPPT) TANPOPOPIOV AMd MOPTOL GE
TOPTU, SPACTNPOTNTE EEETUGTG, 1] TPOTPOT| TOV
GTOYEVEL GTNV TPOMONCT THG GLVTAYOYPAPNONG,
™G mpopnBetag, ™ cheTacNg, TG TOANGNG 1| TNG
KOTOVAAMONG  QUPHOKEVTIKOV — TPOIOVI®V
wiaitepa:

o) APAIIGT] PUPUUKEVTIKAOV TPOIOVT®V

o€ enayyeLIOTIES VYEING,

(B) Emokéyels Tov  avIImpocHTOV NG

Krka og emayyshpatieg vyeiag,

() MpouBera derypatmv

(8) Awpydvoon ETOYYEALOTIKOV Kot

TPOG®ONTIKOV GLVOVTINGEMV GTIS OMOiEg

GULLHETEYOVY EMayyehpaTieg vyeiag,

(¢) Ymootipén xov / 1 yopnyla

EMGTNHOVIKOV  ovvedpimv Kot ARV

EMAYYEALOTIKOV ~ GLVOVINGEDV Y10
emayyepatieg vysiag,
(o1) Ymootipin TG  GUHMETOXNS

EMOYYEMUOTIOV VYEING OE EMGTNHOVIKG

professional” refers to: (i) an official or employee
of a governmental agency, or another organization
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 wholesaler, or a
distributor of medicinal products.

Healthcare organisation (HCO) refers to an
entity (i) that is a healthcare, medical or scientific
association or organisation (irrespective of the
legal and organisational form), e.g. a hospital,
clinic. foundation, university, or other teaching
institution or learned society or (ii) through which
one or more healthcare professionals provide
healthcare services. The definition of a healthcare
organisation does not include a wholesaler,
distributor, and similar commercial intermediary.

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, canvassing activity, or
inducement designed to promote the prescription,
supply, recommendation, sale, or consumption of
medicinal products, in particular:

a) Advertising of medicinal products to
healthcare professionals,

Calls of Krka’s representatives on healthcare
professionals,

Suppy of samples

Organisation of professional and promotional
meetings attended by healthcare professionals,
Support and/or sponsorship of scientific
congresses and other professional meetings for
healthcare professionals,

Support of healthcare professional attendance
at scientific congresses and other professional
meetings.

b)

9
d)

e)




ouvédpulr Kol GAAES  emayyelpatikég

GUVOVTICELS.

Qg Awgnuietiké Yiké voeitar kade vikd oe
évtomn (QUARGOWD, EMGTOAY, Ypappo KAL) 1
NAEKTPOVIKY]  popgn  (mapovoiaon, Pivieo,
NAEKTPOVIKO QUALGAS10, AEKTPOVIKS Tayvdpopsio
K.A1.) mov mpoopiletar yio v mpodOnon evig 1
TEPIEGOTEPMV TPOIOVTI®V. To Sa@nuIeTIKG VAKS
umopet va tepihapPaver TANpoPopies GYETIKA pe
0 7POidV, TN OepamevTiky TOL  YpPHOM,
TANPOQOPIES OYETIKG pE KAWIKEG epmelpieg
OYETIKG € TO TPOTOV KAl GLYKPIGES pe GAAEG
Oepamevtikég emihoyés. Mmopei emiong  vo
nepapfdvel mAnpopopies GyeTKd pe v TN
Ko TV amolnpinon Tov Tpoidvtog.

1.3. I'evikég apyéc

1.3.1. H PBaon g aliniemidpoong pe
emayyelpaties vyeiog

Zopgwva pe v aroctoin g Krka «Zovrog puo
vy Con» 1 oxéon g Krka pe toug
emayyehpatieg vysiog éxel mg 6TéY0 Vo dPeRoEL
ToUg aocbeveic, va mpowmbnoel v doxknon ™G
W0TPIKNG Kar va mpowbioel ™ iddoon g

WIPIKNAG  yvodong Kol gumnepiog. 0]
aldniemdpdoeig EMKEVIPOVOVTUL otV
mpombnon k. TV eviuépoon  Tov

EMAYYEAUOTIOV VYelag oYeTIKG pe Bepamentikoig
TOMElG, mPoidvTa, YopuKTNPIOTIKG, evisibelg mov
TAPEYOVY  EMCTNUOVIKEG KOL  EKTOLOEVTIKEG
minpogopies. H  Krka mapéyer  otoug
emayyehpotieg vyelag TG MO mwPOoEATEG KO
EMKALPOTOMUEVEG EMOTNUOVIKEG LOTPIKES KO
QUPUOKEVTIKEG YVOCES KOl UE OUYYPOVES
OVTIKELEVIKEG TATNPOPOPIEG OYETIKA e  TO
mpoidvta Kol TG emhoyéc Bepameiog  xot
vrootnpifer wkabe tétowr mpoomdbew Ko
dpucTnpdmTa NG KOwMVIag TG vysiag,
TOPEXOVTAG £TCL OTOVG EMAYYEAMOTIEG vyeing
emapkt) Baon Y ™ AMyn aceardv anodcemy
OYETIKG. IE TG KaAVTEPES EMAOYEG Bepaneing mov
etval vép Kot TPog OPerog TV acbevav.

Timota Oev pmopei va mpooeepbei 1 va
napacyedel pe tpomo WM vmd Spovg mov Oa
UTOPOVGAY VoL EMPEGGOVY IUE AKATAAANAO TPOTTO
TG avedpmreg amo@doslg evdg emayyshpotio
vyeiag. Kavéva owovopukd ogelog § dpehog oe
£i80g dev TPEMEL VAL TPOGPEPETAL 1) VUL TAPEYETOL
(axdpn kot av {ntnOei) o erayyehpotio vyeiog pe
QVTGAAQYHO TN OLVTIOYOYPAQNoT, oUoTaoM,
ayopd, mpopfiBew M duyeipon mpoidvrmwv 1 Yo
pic 6£GHEVGT VUL CLVEYIOEL VO, TO KAVEL

Promotional material refers to any material in a
hard copy (brochure, leaflet, mailing etc.) or
electronic form (presentation, 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. It may also include information about the
price and reimbursement of the product.

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 the medical knowledge and
experience. 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
pharmaceutical 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
must be offered or provided (even if asked for) to
a healthcare professional in exchange for
prescribing, recommending, purchasing,
supplying or administering products, or for a
commitment to continue to do so.




H Etapeio offetor mv avefapmnoio tov
emayyehoTidv vyesiog kon dev mapepPaiver ot
GY£GT KUl TNV ENTIGTOGUVI] TOV VIGPYEL HETAED
TMOV 06OEVOV KoL TOV ETAYYEALATIOV VYELNG TOVC.

1.3.2. Karaiinin ypion

H mpodbnon 6o wpémer vo evBoppover myv
KOTAAANAN pfon TV TPOIOVIOV
TOPOVGIILOVTAG TO. GVTIKEWHEVIKA, YOpi§ Vo
vrepPAALEL Yo TG 1OOTNTES TOVG KO GOUPOVA IE
mv  eykekpyévny  ebvikn  Tlepinym  tov
Xapaxmpotikdv Tov [poiovrog (SmPC). ['a va
emrevyfei avtd, o avturpdéoomor g Krka
APNOOTOWVY UOVO EYKEKPUIEVO, EVIIHEPMHEVO
TomomoMpévo  SlPNUISTIKG  DAIKO Y Ta
npoidvia Kot Tovg OepamevTikovg TOUES TOov
npomBovv. Emumiéov, pmopodv emiong va
TAPOVGLAGOVV mv Teptinym TOV
Xapaktpiotikdv tov [Tpoidviog (SmPC) yia dha
0. TPOidVTA MOV TPO®BOOVVTOL (VIOYPEWTIKG EGV
{nnBolv amd emayyehpatio vy€iag).

1.4. IIpoTome npomdnong

H Krka mpei mdvra n0wd npodtoma kot Sapdveio
omv mpomdnon. H mpodbnon mpémer va. eivon
CVTIKEWLEVIKT KOt 1GOPPOTNHEVT). To
Srpnuotikd vAkd Bo Tpénel va eival EXapKOG
TAMPEG MOTE VO EMTPENEL GTOV TUPAAATIN Va.
oynHoTioel T d1K1) TOL YVOUN. Aev TpEneLva eival
TapumAaVTIKO Kot mpénel va evBappivel v
opBokoyik]  xpNoN  TOV  QUPHOKEVTIKOV
TPOIOVIOV, YOPIg vrepPorLc Kol
vrepPlepotiopods. H mpoddnon dev mpénetl moté
vo. mpokaAel dvoeNuon 1M ve peidvel v
gpmotoocvvyy oty Etapeic  kar ot
eappokevTiky Propmyavio yevikd. H mpombnon
npémel mavto. vo avayvopilel v Wwitepn @oon
TOV TPOIOVIOV KAl TNV EMAYYEALOTIKY 10T TO
tov napainmrdv. H tpodonon dev npénel moté va
yivetor pe tpomo oL EVOEXETUL VA TPOKOAEL
pocPoin.

1.5. Awgavsio pomOnong

H Etapeic dev mpoPaiver oe xapio popen
GUYKEKAAVIUEVIS TpODONOTG.

H Erapeia avayvopiler ™ onpocic g
dapdvelng TG 6YECEIS Kat TIG ahiniemdpaoetg
petaéd e Etowpeiog kot TG VYEOVOMIKNG
kowdmrag. Katd cvvénew, n Krka yvootomotel
g petofifdosic afie oe emayyeApaTies vyEing,

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
Products Characteristic (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 special 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 recognizes 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,




VYEWOVOUIKOUG  OPYOUVIGHOUG KOl  OPYUVIGHODS
acfevav coppova pe Ta viobetuéva TpoTLTA.

1.6. IIpoidvra

1.6.1. IIpowBodpeva npoidvra

Mévo ta mpoidvia pe yopnynbeica ddewn
Kukhogopiog pmopodv  va  mpomOnBoldv. Ta
Tpoiovia mpomBovvial HOVo 610 TAMIGI0 TMV
EYKEKPUEVOY eVOEiEEV Ko ALV oTOKEI®V IOV
AVOQPEPOVTAL OTNV EYKEKPEVT] TEPiANYM TmV
XOPAKTNPIGTIKOV TOV TPOIOVTOG.

H opBoioyumn yprion tov tpoidvimv mpombeitar
TOPOVCIALOVTOG TO TPOTOVTIO UVTIKEUEVIKG KO
X®pig vrepParlovoeg WidTTES TOLG.

1.7. Kowo

1.7.1. Erayyelparicg vysiog

H mpodbnon ¢uappakevtikdv mpoidviov  mov
xopnyodvtor  povo  pe  wrpik  cvvtayn
amevddveTar p6vo oe emayyehpaties vyeiag ko n
mpodtnon dikwv mpoidviav amevbiverar oc
emaryyeApatieg vyeiog kot oto gVpd KOwod 1 o¢
acBeveig. Onowdimote dedopévo oyetikd pe
EMAYYEAOTIEG VYEIOG MOV UMOKTOVIAL KOTd TN
dudpren PO TIKOV dpacTnplotiTev
avtipetoniletor cOuPve HE TOLG 1OYDOVIEG
KAVOVEG GYETIKG JIE TNV TPOCTAGIN TPOCHTIKADV
dedopévarv. H arinroypagia, to e-mail 1 dAda
INVOpOTE  OG  HEPOG  TOV  SLLQMMICTIKDOV
SpacTNPOTHTOV UTOPOlV va 6TEAODV HoVo GE
TOPUANTTEG MOV £XOVV SMGEL TNV TPONYOVUEW
ovyKkat@beot| Tovg 1 KaToémY aTpatdg TOVg.

O mopadinreg pmopodv avd mhoa oTyun va
amocvpovy TN ovykatdBeon touvg Kar  Ba
dwypagody apéomg oamd Okeg TIc Adoteg
alinioypagpiag e Etapeing. To avrictorya
TPOCHTIKG TOvg dedopéva (dievbivoelg e-mail,
apdpoi KkivmTdv Aepdvmv) Ou diaypagovv.

H ovppetoy emayyeiponiov  vyeiog  os
EMGTNHOVIKG GUVESPIOL KAl GAAEG EMOLYYEANATIKEG
eKONADOEIG TOL dlopyavdvovtal amd Tpito uépog

pumopei  va  vmootnpydeli  pdévo  katdmv
TPONYOVUEVOL UTNHATOG EMOyyeApatio vyeiog
Y ™V ev Adye® vrootipié.

H Etaipeia SwPefardver 6t or mhnpogopisg kot
T0 VAMKO mov mpoetowdloviar pévo  yw
smoyyeApatieg vyelog Kov KOwomowvvIol oto
HECOH KOWOVIKNG OIKTO®ONG 1 HES® GAAmV
KOVOM®V emkowvoviag dev tpomBodviar ovte
KOWOTOLOUVIHL GTO VPV KOIVO,

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.

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 supported only
upon a prior request of a healthcare professional
for such support.

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. Evpd kowvé 1} acOeveig

TOUQOVO [IE TNV UTOCTOA] HAG «ZMVTUG MioL VYU
Conp, n Krka propei va vroompifet ekmaidentika
npoypappato  mov  Sweldyovrar  ywoo v
IKOVOTOMoEL TIG GVENVOUEVEG AMOLTNCES TNG
KOWOTNTOG Y10 EMGTIHOVIKESG TAT|pOPOpies Kat va,
avERGEL TIG YVAGELG TOV KOWOD GYETIKA WE TNV
vyelovopikn TEpiBaiym, v Tpdinym acheveidy,
T0 GNIASI0 KO TC GOUTTONATO OCHEVELDY KUl TIG
Swbéoyeg  pedodovg  Oepamsing.  Téroweg
SpuoTnpdmreg KoL TPOYPAppATa GYedAlovToL
KOl VAOTOWOOVTOL GOPQ®VE LE TO LYNAOTEPL
TpOTLRO. KoL VTooTNPilovy T0 POAO TOV POPEMY
napoyns vysovopukig mepifuiyme. H evnuépmon
TOV KOWOU UTOpEL va £ivat TOAD YEVIKT, GYETIKG
pe pioe cuykekpyévn acbévewr. Tpénel va eival
QVTIKEYEVIKY], O)l TOPUTACVITIKY KOl VO UV
nEPEEL oTOYElD. TPodONoNg Yo Ta TPOiIdvVTQ
TPOMONCNS PUPUAKOV TOV XOPTYOOVTAL HOVO UE
WTPIKY  ovviayl. XT0 MARIGIO OoUTNG  TNG
emkowmviag, N Etapeia propel va mopéyerl oto
kowd 1 otovg oobeveis yevikd @uALGSL Kot
QUALGSIL OV TEPLEXOVY TANPOPOPIES YL TIG
naioeg kot ) Bepancio. Or mAnpogopieg mov
nopovotalovtat 6 QUAAGOW  Osv  eival
mpomONTIKEG Ko Oev divovror ovopata TGV
TPOo®OOVUEVOV TPOTOVIMV OV YOPNYovVTUL HOVO
LLE WLTPIKT) CUVTOYY.

Otav pepovopéva péEAN tov Kool (acbeveic)
vroPAilovY arThpaTe YL Tepoyl] GVUPOVADY Yo
npocoOTKE wrpkd {npate oty Etopeia,
GUVIGTATAL GTOV tovvTe. Vo cupfovievtel évav
emayyelpatio vysiog. H Etopeio mpocépel povo
TANPOPOPIES GYETIKG e TOL TPOTOVTAL TG KL TNV
opbn ypMom TV TPOIOVIMV TNG.

1.8. IIpomOnTikG viMKG

Toa dwenuotikd VAKGE, cLUTEPIAAUBAVOUEVOD
TOL TEPIEYOUEVOD KUl TOV  YPUPIKAV  TOVG,
TUPOCKEVALOVTAL IIE TETOO TPOTO AOGTE VO UMV
TPOKOAOVV QUOTin CYETIKG IE TO TPOIOV, TOV
KATOYXO TG GOEWG KUKAOQOPIG 1| TOV Tapoy®yd
KoL Ve unv  Jpodvtal  oToyEln  ov
ypnoonoovvtal and dikeg stapeies. Oha ta
Swwenuotikd  VAKG  mpEmel  va TANPOLY
TOLAIYIGTOV TIG EAAYIOTEG VOWKEG GMUITHGELG
oYeTIKA. pe To. dedopéva amd mv Iepiinyn tov
Xapakmmpiotikdv tov [Ipoiovrog 1/xat to PHALO
Odnyidv Xpnong, cvpnepthapfavopévoy tmv
dedopEVmV GYETIKA NE TOV KATOXO TNG GOE10G
KukAogopiac. e Oho T Tpoiovia 1M o€ GAAO
dwenuiotikd vAwkod, to Svopo g Etwpeiog
TPEMEL VAL TOPOVCIALETUL MG £vo. ELIAKPITO

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 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
products or other promotional 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, or a website address with
other contact details.




Aoyotomo g Etapeiog. Extog and to dvopa g
Etoupeiog, 6o 10 S@npotikd vAKO mpémet
emiong va mepEyel mAnpn dievbvveon g Etapeiag
N po Sievbuvon 1otdtomov pe GAAD oToyEin
EMKOWVOVIOG.

Olo 10 doenuoTikd VAKO Kal ot TANpogopisg
(eite évrumo, YNEWKO 1N TPOYPOPIKS) TPEMEL VoL
givan GaPEg, EVOVAYVOGTO, axpiféc,
EVIHEPMUEVO, 1GOPPOTNUEVO, DIKALO KUl EMUAPKDG
TAMPEC MOTE Vo pPmopel O MOPUANTING v
oynuaticel T Sk ToL YvopT. Asv TPEMEL vt givor
TAPUTAUVNTIKO Kot TipEmel va, evBappiver v

opBoioywn xpon TV TPOIOVI®V
TOPOLGIALOVTIAG TO OVIIKELMEVIKA KOl yopic
vrepPoic.

To dwenuotikd vikd mov oyetiletor e
wpoidvia, TG  YPNOES TOLG KOL  TOVG
Oepamevtikodg  topeig  mpémer v sivan

EVIUEPMUEVO, NE TOPUTOUTES, KAWVIKG GYETIKO,
VO TPOETOALETAL COHQ®MVA HE TNV TPEXOLOQ
[epiinyn tov Xapakmpiotikdv tov [poidvrog
KO VO CUUUOPPOVETAL [LE OAOVG TOVG 1GYVOVTEG
kavoves. Ta Swenuotikd pnvipate  «extog
EMGTLAVOTIS» ATOYOPEVOVTUL.

1.8.1. Anioecsig
npo®Onog

Kl TEKUpioen TG

O minpogopieg, o1 dNAMCEIS KOl Ol YPUPIKEG
napactdoelg mpémer  va  givar  axpifPeis,
1GOpPPOTNUEVES, OIKOIEC, OVTIKEWMEVIKEG Kol
EMOPKDG TANPEIS DOTE O TAPUANTTES VOL LTOPOVY
Vo JWHOPEAGOLY T YVOUI TOUG YL TN
Bepamevtiky aio Tov vad eEétaon TpoidvTog. Asv
TpEMEL Vo mapamiavodv ue  dwotpifroon,
vrepPoir], vepPorikn Epgao, mapdietyn M pe
omotovonmote dAlo tpomo. [péner va Pacilovrar
CE MO EVNUEPWHEVT] a&loAoynon Olmv TV
CYETIKOV  GTOWElmV NG  wWIpKNg Kol
emotuovikng Pipioypaginc. Asv mpémer va
¥PNCUYLOTOOVVTOL OVOTOGTATOL VIEPOHATIGHOL,
dNAdoelg Omwg «to TPoidy dev  TPOKOAel
avemBbopnteg evépyetes / toEkong Kvddvougy 1
«Kivdovo ebiopod / eEdptmongy. O dpog «véoy dev
TPEMEL Vo gpnocyLonoteitan meprocodtepo amd 12
UNVES amd TNV KukAoQopic TOV TPOIOVTOG G in
GUYKEKPLUEVT] AyOpPd.

Ta anoondopata and WIPK KAl ETICTHHOVIKA
Pipioypagpic | amd TPOCOMIKEG EMKOWMVIES
MPEMEL VO avamapdyovtol motd (extdg eav
amouteital  mpocapuoyny 1M TPOTOTOiNGT)
TPOKEPEVOD va GUUPOPE®BOVY pe
OTOLOVGINTOTE GAAOVG 1GYDOVIES KUVOVES, OOTE

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 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
promotion

and substantiation of

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 12 months
since the product was launched on a particular
market.

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




TPEMEL VO OVOPEPETOL CAPMG OTL TO UMOCTUG LT,
£yel mpooappootel 1 / xon tpomoromBel) kat va
nwpoodopilovrat ot axpiPeic mnyéc.

Ot ovagopéc ot PiPfloypagic  mov
ypnoyonoitar oty mpodnon  mpémel  vo
avagépovrar pe capivein. H Etapeio mapéyst
avtiotoym Pifloypagic | pun Onpocievpéva
dedopéva  («Asdopévo. o apyeion) Omote
amoteitol and emoyyehpotieg vysiog, apéomg
KaTOmY LT NLOTOC, DPOPETIKA
ypnowonowvvtor  povo  dedopéva  amd ™M)
[Tepiinym tov Xapoktmpiotikdv tov Ipoidvroc.

1.8.2. Zvuykpicsig pe dhio mpoidvra

Edv yivovral cvykpioelg pe Ghha mpoiovia Kotd
™MV Tpo®bnet, HLTEG Ol GuYKpicEl Tpémet va
Bacilovtat 6 oyetkd dedopéva Kat GOUPOVOL LE
m Ilepiimqym  tov  XopokKmmPloTIKOV — TOV
[TpoidvTtog OA®V TMV TPOIOVIMV TOV AVAPEPOVTUL.
Otav  YPNOYOTOOVVIAL GUYKPLTIKG  dedopéva,
TPEMEL VO EIVOL TPAYHOTIKE, OVTIKEWWEVIKQ Kol
QITIOAOYNHEVD. PHE avaQOopd oTnv Ty tove. I'a
CUYKPIGELS, YPTCLUOTOOVVTIOL HOVO  GYETIKEG,
OVCWOTIKEG kot  emainBevoipes mrogés. Ot
GUYKPIOEIS TPEMEL VO TOPOLCIALOVTAL YMPIG
alhoiwon Tov dedopEvav Kal £T61 MGTE VO, UMV
£LVOIL TOPOTACVITIKES

1.8.3. 'Eyxpion S109npisTiKoD vAIKOY

To dpMuoTiKd VAIKO eAEyYETOL Kl eYKpiveTal
6 EMNESO YOPUG AT TN S10IKNON TNG ETUIPELNS
cOUQOVE LE TG £0MTEPIKES dwdkacieg ™G
gtaupeiag, ol omoieg €xovv oyedwwotel yw va
Swauceaiilovy 6T Oha Ta SN uoTKd VAKE eival
EVIUEPOUEVE KUl GCUUHOPPOVOVIUL HE TOVG
oY0oVTEG Kavoves, Kabmdg Kat pe TV TpEYovaa
[epiinyn tov Xapakmpotikdv tov [poidvrog.
O 1wrpikds avimpdcmnog (dNAadt eKTPOCHOTOL
WTPIKOV, TOANcEOV 1/Kat gappakeiov, Pacikol
EKTPOCOTOL AOYUPICUAV KAl GAAOL EKTPOCHOTOL
ETOIPEIDV) deV PMOPEL VoL TPOSTOYPAGEL TO SIKO
oL SoPNMOTIKO VAWKO. Oho 1O O10@NMGTIKO
VAKO mpoeTodleTal Kot eEAEY ETUL Ao 0PLOOL
TUAROTO Kot EEEWBIKEVUIEVO TTPOCOTIKO COUPOVE,
LLE TIG E0MTEPIKES dradikacieg TG eTapsiag.

1.9. EviuepoTikd 1 sKkmordeutikd vMKo,
gidn wrpkiic ypNong km mPowONTIKG
avTikeipeva sutelotg aiag

adapted and/or modified) and the precise sources
identified.

References to the literature used in promotion
must be clearly stated. The Company will provide
corresponding literature or unpublished data
(‘Data on file’) whenever required from healthcare
professionals, promptly upon request, otherwise
only data from SmPC are used.

1.8.2. Comparisons with other products

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 that
they are not misleading

1.8.3. Approval of promotional materials

Promotional materials are verified and approved
on a country level by country management 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. Individual
field force representatives (i.e. medical, sales
and/or pharmacy representatives, key account
representatives and other company
representatives) 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 or educational
materials, items of medical utility and
inexpensive promotional items

10



Evnuepotikd 1 eknaidevtikd vAKO pmopel va
TPOCPEPETUL KAV VO TAPEYETUL OE EMAYYEANOTIES
vysiog povo edv oToyedel GUeEcH GTNV EKTAIOELOT
TOV EMAYYEALOTIOV VYEiOG Kol OT1] @povrido
acOevidv. Edn wrpumc  ypnopomtog 1
SwpnuoTikd €idn evtehodg aiag pmopodv va
TPOCPEPOVTOL KAV  vo  TUPEYOVIOL  OF
emayyehLaTies vyeiag 6Tovg omoiovg TpomBovvTal
0 TPOiovTa povo eav eivan copPoikng a&iag
(xapning odiag), mov oyetiCovior pe 1o
EmOyyEAHOTIKG  KabiKovIa Tov emayyehpotio
vyeing, ®EeEAOOV TEMKG TOLG Oobeveic,
Ppovtida TeV acheviv 1 v doknon g 1Tpikig
1| TNG PaPUAKEVTIKNAG.

Ta mpoavagepodpeve vikd kol avrikeipeva dev
TPEMEL TOTE VO, TUPEYOVY TPOCHOTIKO OPELOG OE
EMOYYELPATIEG VYEIOG 1| VO YPNCLULOTOLOVVTAL Yidt,
VoL TOVG emMpedsovy abépta.

Agv mpEmel va. TAPEYOVTOL PEYAAES TOGOTNTEG
W0TPIKAOV 10OV oV Bo avtiotddpulay ta cuvion
¢€oda  Asrrovpyiog evog wTpeiov vyslovouKg
nepiBalymg, SmAad wpowibeieg mov  eivat
KOVOVIKEG Kot amapaitntes yw v kabnuepivi
mpaxtiky. EEaipodviarl o1 KATuoTaoEl £KTAKTNG
avéykng yw ) dnuocie vysion Kar 1 wopox
Ponbewng oe kotacTpo@éC, edv  avtd  givan
EMITPENTO KUl COUQMVE [Le TV £OVIKTY vopobeoia.
H Etopeia dev mapéyer petpnrd 1 coddvopua
peTpnT®dv 1 oviikeipeva mov Oo pmopovcav
g0KoAn Vo peTamminfodv 1 va gpnooromboiy
Yo T SMpovpyia E1G0MHATOC.

Itg yopeg Omov oL WYVOVTEG KAVOVES TO
emrpémovy, éva Bve ddpo mov dev oyetiletar
[e TNV AOKNOoN NG WTPIKNG UTOPEL Vo SiveTal o€
omavie Baon Ge ETayyEANATIES VYEiNG.

1.10 Aciypata

Ta detypato mov dev mpoopilovran yur mdAnon
Kot dwribevtar o MEPOPICHEVEG TOGOTNTEG
UmopodV va  SOVEHOVTUL CUHQOVE HE TOUG
ebvikovg  kavoveg kar  kavoviopovs. o
TEPLOPIGUEVO YPOVIKO SdoTue Kot [HOVo Kot
eEaipeon, deiypota QUPUAKOV OV YopyodvTal
ROVO pe W0TPIKY cLVTAyl UTopovv va dobodv ce
emayyelpaties vyeiog mov eivat KatdhAniot yo
GLVTAYOYPAPNGT) TOV TPOIOVTOG, TPOKELUEVOD VO,
eEowelwbodv pe o TPOIdV KAl Vo amTOKTHGOVV
guUmEPio. GTNV CVTILETOTIGY TOVG, OAAG pdvo
KaToOmyy  WPONYOVUEVS  YPAmTNG  GiTNnoNg
VOYEYPOUPEVIIG KAl YPOVOAOYNHEVNG OO TOV
napainmrn. H mpounbewn derypdtov eréyyeton
Kotd TéTO TPOmO Mote va dc@uriletar M
Aoyodocio Yy ta Swvepdpeva deiypata. Ot
aoviirpocmmor s Krka eivan  katdlinio

Informational or educational materials may be
offered and/or supplied to healthcare
professionals only if they are aimed directly at
the education of healthcare professionals and
patient care. Inexpensive items of medical utility
or 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,
ultimately benefit patients, patient care or the
practice of medicine or pharmacy.

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

Larger quantities of medical items that would
offset the routine costs of operating a healthcare
practice, i.e. supplies that are normal and
necessary for day-to-day practice, may not be
provided. Exceptions are public health
emergencies and disaster relief if this is
permissible and in accordance with national laws.
The Company does not give cash or cash
equivalents, or items that could easily be resold
or used to generate income.

In the countries where applicable rules permit it,
an inexpensive gift not related to the practice of
medicine may be given on an infrequent basis to
healthcare professionals.

1.10 Samples

Samples that are not for sale and come in limited
quantities may be handed out in accordance with
the national rules and regulations. Over a limited
period and only as an exception, samples of
prescription-only medicinal products may be
given to healthcare professionals qualified for
prescribing the product in order to familiarise
them with the product and acquire experience in
dealing with them, but only in response to a prior
written request signed and dated by the recipient.
The supply of samples is controlled in such a way
that it ensures the accountability for the distributed
samples. Krka’s representatives are properly
trained to handle the samples adequately in
accordance with GMP and GDP as long as they
are in their possession. Together with samples,
healthcare professionals are provided with a
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sknodevpévol o vo xewpilovrar ta detypata
enapkdg coppmva pe v GMP ka1 GDP egocov
Bpiokovrar omyv xotoyn tovs. Mali pe T
SetypoTa, TOPEYETOL GTOVG EMAYYEANOTIES VYEWS
wo  Iepiinym  tov  XapaKnpioTikov — Tov
TIpoiévtog kol GAAEG OYETIKEG EMGTNHOVIKEG
TANPOPOPIEG GYETIKG, [LE TO TPOIOV

1.11. Opdda papkeTivyk

1.11.1. Exnaidsvon

O avTIPOCMOITOL g Etaipeiac,
SLUTEPACUPOVOUEVOV TOV OVTITPOCOTOV OV
£yovv ovahaBel sopPaon pe pito pépog, o1 onoiol
KaAOOV emayyeApaTieEg Lyeiag oe oyEon pe TNV
npo®inen tov mpoidviev ¢ Etapeiag, mpéme
vo sival  KotdAAnAo ekmadsvpévor  Kal  va
S0OETOVY EMAPKEIS EMGTNHOVIKEG YVAGELS DOTE
va. sivan og Béom vo. Tapéxovy akpifeis Kot TApelg
TANPOQOPIEG YO T TPOIOVTAL TOV TPO®HOUVV.
Avto dwo@ariletar and £vo TOUKTIKO GUGTIHL
neplodikng  exmaidevong  yw  OAOVG  TOUG
avumposmrovg g Krka mov exkmoudevovton
GYETIKA JLE TOVG 1GYVOVTEG KAVOVES.

1.11.2. Mspovopéveg EMOKEYELS

O1 avtimpdoonot g Krka wpénet va epydlovran
pe emayyehpatikd, vrevBouvo ko noud tpomo. Le
KaBe emiokeymn TPEMEL VO TUPEXOLV  GTOVG
EMOLYYEALATIES vyeiog mv [eptinym
Xapaxmpiotik@v tov [Ipoidvtog 1 TovAG eTov
npémel vo T S1bETouY KOTOmY OATHUATOS Yo
Ka0e mpoiov wov mapovcialovy. Ot avTimpoOcmTOL
m¢ Krka wpémer ve Swogakilovv ott 1
ouxvotnte., o ¥pOvog Kol M SdpKeEw TV
eMOKEYEMV 68 enayyehpaties vysiag, padi pe tov
TPOMO PE TOV OMOi0 TPUypHUTOTOl00VTIaL, Ogv
TPOKAAOVV Kaptio. evoyino. Ot avTimpdo®mmoL g
Krka dev mpénet va ypnoyonoovy omolodfirnote
napdtpoven N Eomdtnon Y va EmTOOVV pia
gmioKeyT. X M0 ETCKEYT), 1] OTOV ETWBIDKOLY VUL
Kieioovv  pavtefov Yo o emiokeym, Ot
avtupocmnol g Krka npéner, and v apyr, va
happavooy gbhoya pEtpa MGTE Vo SlucPaiilovy
011 deV TOPATAAVODV MG TPOG TNV TAVTOTHTA TOVG
1) TV ETOIPEIN TOV EKTPOCHOTOVY.

1.11.3. Ymoypéiowon amodoyns ava@opov
GYETIKA pe avemOOPNTES EVEPYELES KAL YVOUT)
GYETIKG, PE TO TPOIOVTU

O1 avturpdoonor g Krka mpémer va £xovv ot
S10ecny Tovg évivmo. Y TNV OVOQOPEL

Summary of Product Characteristics and other
relevant scientific information about the product.

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 about the
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. 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 deception to gain a call. On
a 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 or that 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 at each call
and make them available, if so required. Reports
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avembOuNTOV EVEPYEIDV QUPUAK®OV oE KaBe
emioKeyn Kou va T SwBétovv, edv  autd
amoutnBei.. Ov avagopés oxetikd pe avembounreg
EVEPYEIES puppakmv mpénel vo Swfifalovtal oto
Gropo  mov  eivar  vmevbBuvo Y T
PUPHOKOETAYPOTVI|GT GTY] XDPU.

1.11.4. 'Epeova ayopds kar pn mapepfotikéic
peréteg

Ot avtpoosmmor tg Krka pmopotv nepiotaciad
va.  Ponbodv oe Epevva  ayopdg, o
TapeUPaTIKES KAWVIKEG MEAETEC Kol of (AL
TaPOHOW  EpELVNTIKG  mpoyphppata. H
cvppetoyn avimposonwv g Krka oy épevva
yOpag Kot 6 un TopePPaticég KMVIKEG PHEAETEG
wpénel  va  dwympiletar avompd omd TG
SpnueTucég dpacTnPoTTES.

1.12. Exonidoseig

1.12.1. Ztoyon

O oxomdg kA1 1O emiKevipo OhV TGV
PN O TIKOV, ETGTHOVIKOV 1| EXCYYEAPATIKOV
GUVOVTIGE®V, covedpimv, oLvedpimv,
GLUTOGIMV, SWIIKTVAKOV Cepvapiny Kot AAL®V
ToPOUOIV EKONADOEMY TTOL dlopyavdvovTal 1
vmoompifovtar  and tv  Etopeio (o
«ekdNAmon») Y Tovg enayyehpoties vysiog sivat
N EVNUEPMOT] TOV EMULYYEALATIOV VYEING Yo TG
mpoidvta g Etapeiag 1 / xar m mopoyn

EMCTNHOVIKOV 1]/ KOl  EKTOOELTIKOV
TANPOQOPLAOV.
1.12.2. Témog cuvavti|eems

Oheg o1 exdnidoeg mov dopyavevoviar 1
vrootnpilovrar amd 1M ywr Aoyaplacpd Tng
Etapelog mpémer va  mpaypatomoodvial oe
KATAAANAO XDPO OV UVTUTOKPIVETAL GTOV KOPLO
oKOTMO TNG EeKONAMONG Kol omd ywpotalikn
amoym. H exdnioon mpaypatonoeitor £KTog TG
EilGdog povo edv  dopyavéovetor Yo
CUUUETEYOVIEG U0 DPOPETIKEG YMPES 1) €AV O
GYETIKOG TOPOG 1 1) TEYVOYVMGIH TOL £ival To
QVTIKEIEVO 1| TO avTikeipevo ™G ekdnAmong
dwrtifetan povo oe aiin yopa. H Etapeia npénet
va amo@evyel T ypnon Eevodoyeinv molvtekeiag,
Bépetpov ko ydpov wov enuiloviar ywr TIg
YUYUYOYIKEG TOVG EYKOTUCTAGEIS 1) MTOPEl va
BewpnBovv vepPoiikoi.

1.21.3. ITinpogopisg
Ot dwgnuotikés  mAnpogopisg, o1 omoieg
epoaviovtar  oe  exBecwakd  mepimtepa 1

Savépoviar 6Tovg GUPPETEXOVTEG GE Owbvelg
EKONAMGCELG, TPETEL VAL AVOQPEPOVTUL GE TPOIOVTH

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

1.12 Events

1.12.2 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 to inform healthcare professionals about the
Company’s products and/or to provide scientific
and/or educational 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 event takes place outside Greece only if it is
organised for participants from different countries,
or if the relevant resource or expertise that is the
object or subject of the event is only available in
another country. 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, which appears on
exhibition stands or is distributed to participants at
international events, must refer to products
registered in the market where the event takes
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mov  &yovv  Kotaympnbel omv  ayopd Omov
TpaypoTOnOlEiTOL 1 ekdNAmon M| mpoidva Tov
gyouv  kotayopnBel  otig  ayopég TV
GUMMETEYOVIOV KUl  UTOPOUV  EMOUEVMS VO
OVaQEPOVTOL 6T YHPO OTOV TPOLYLUTOTOEITOL 1)
EKONAMOT aKOpOL Kot 0 SEV EMTPETOVTUL EPOGOV
(a) Omowdnmote SaPMUoTKd VAIKO
GLVOSEVETOL OO KATAAANAT ONAMGCT) OV
avoQépEl TIC YMPEG OTIG Omoieg ExEL
gykpdei 0 TPOIoV Kat KuP1oTh GUPEG OTL
0 mpoidv M M ypnon  dev  sivan
EYKEKPIUEVO GE 0L GUYKEKPLLEVT YOPA. -
(B) Omowdimote SPNMIGTIKO VAIKO, TO

omoio  aVOQEPETUL  ©OE  WANPOQOPiE
GUVTAYOYPAPTIONG (evdeiles,
TPOEWONOMOE  KAM.), 7OV  EYOLV

sykpei og ydpa M (OPEG OOV TO TPOIOV
&xer eykpfsi, Oa Tpénel va GuvodevETHL

amd  smenynpoTiky  OAwmon  mov
vrodeucvier Ot ot Opot  GdEwg
KuKAOPOpiag dlapEpovy dedvac.

1.12.4. ®rhoevia

H ouofevio pmopei vo  TPoc@EPETAL  OF

emoyyehpotiec vysiag oe oyfom e TOMIKEG,
gBvicég 1| dwebvels emomquovikég war / 1
EKTUBEVTIKEG EKONAMOEIS OV SLOPYUVOVOVTOL
andé v Etopeioc M ond tpitovg. Tétoieg
eKONADOES pUmopel va mpaypatoromBody o1
ydpo. | oto eEwtepikd. H @uhodevia pmopel va
TPOGPEPETUL EMIONG GE GYEOT UE EMOKEYELS OTO
gpyootacw mapaymyis ™e Krka, d. d., Novo
mesto, g ZhoPeviag.

Oheg o1 popeég PLAOLEVIOG TOL TPOSPEPOVTUL
OTOVG EMOYYEALOTIEG Vyelag mpémer vo gival
€DAOYEG KOl QUOTNPE TEPLOPIGPEVEG GTOV KUPLO
okond g exdfimong. Katd yevikd kavova, n
mapexouevn uotevia dev mpénet va vaepPaivel
10 MOcO MOV Ol emayyeApaties vyeiog Oo Nrov
KOVOVIKG S10TeDEPEVOL VO TANPDOGOVY HOVOL TOVG
oe TETOl1EC MEPWTMOELS Kol dev TPEMEL va.
vrepPaivel Tov KHPLO GKOTO 1 TNV EMCTIHOVIKT
aéio g exdnimong. H pihotevia nepropiletar oe
Sapovn, tagido kot yevpata (Qoyntd Kal motd).
To ta&idwa Tpénetl mivta va eival 6TV 1O GUECT)
Kol Aoy dwdpoun, Aappdvovrag vméyn To
Kootog yw v Etopeio. Ov agiferg xar ot
avoyopnoelg Ho mpémel, OmMoTE £ivol £QIKTO, Vo
cvurtintouv pe ™V &vapén kol to TEAOG NG
cvvedpiaonc. H ouofevia mpoceépetar povo oe
Gropa mov mAnpovv T mpolmobécels g
GUUUETEYOVTEG amd PdVaL TOVG, EKTOG U eKEiveg
TIG OTAVIEG TEPWTMOGELS OTOV Evag emaryyeApatiog
VYEIOG pE YPELLETAL TPAYHOTIKG EVAV QPOVTIOTT

place, or products registered in the markets of
participants and can therefore also refer to
products (or uses) not authorised in the country
where the event takes place, as long as
(a) Any such promotional material is
accompanied by a suitable statement
indicating the countries in which the
product is authorised and makes it clear
that the product or use is not authorised in
a particular country;
(b) Any such promotional material, which
refers to  prescribing information
(indications, warnings etc.), authorised in
a country or countries where the product
is authorised should be accompanied by
an explanatory statement indicating that
marketing authorisation conditions differ
internationally.

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. Such
events may take place in Greece or abroad.
Hospitality may be offered also in connection with
visits to Krka, d. d., Novo mesto, Slovenia
production facilities.

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,
except in those rare instances where a healthcare
professional with a disability genuinely requires a
carer to enable them to travel.

The Company has implemented cost limits for
hotels and meals that are consistent with norms

and requirements in Greece.
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yw vo pmopéoetl va tagwdéyet. H Erapeia £xet
epuppocerl Opwr KOoTOLG Yoo Levodoyelo xai
YEOUOTO OV EiVOL CUVEM |LE TU TPOTLTA KUL TIG
amaitioslg g EAladog.

H Etupeia dev mpémer vo mapéyer 1 va
ypnuotodotel kapio pepovopévn erhofevio mov
dev oyetiletan xan dev eivor amopaitm yww pa
EMAYYEAPOTIKY] cvvavinet. Aegv empémetor 1
Tapoy 1§ XPNHATOSOTHON Yoyay®Yiog.

Edv yopnyel 1 Sopyavaver pio ekdnimon 0mov
OpPIGHEVOL GUHUETEYOVTEG GULHETEYOVV
dwdiktvakd, 1 Etaipeia pmopel va mapéyet 1 va
YPNUOTOSO0TEL KATAAANAL TPOQIL KOt TOTh PdVO
Yo keivovg Tovg emaryyeipotieg vysing mov sivat
TAPOVIES  OVTOTPOCONMS  GE  KATAAANAN
tonobeoia cvvavinons. H Etapeia dev npénet va
TapEYEL N va YpNUatodotel TpodPIIa 1 TOTA Yo
UEHOVOHEVOLS SLOKTVAKOVG CUUHUETEYOVTEG.

1.12.5. Ex0¢ozig

O exB€oeic mpoopilovion y TV Tpo®Onon ™¢
EMCTHOVIKNG KOl EMCYYEALUTIKNG YVOONG Kl
gunelpiog petald Tov emayysAlotiOV vyeiog. Xto
ekBeowkd mepintepo, 10 Ovopa TG Erapeiog
TPEMEL VAL EIval EVIAKPITO Kal avaryvopicipo. X1o
mepintepo pmopel vo SwtiBetar evnuepmTIKO 1
EKTOIOELTIKG VAIKO, £10N wIpKig ¥pNong Kot
avev alog dmpa.

1.13. Etmpikéc emokéyelg

M stapwr] emiokeyn G610 YOPO  TOV
EYKOTUOTACEMV Topay®yne, dwavopns 1 'Epevvag
kot Avarroéng g Etapeiag propei va fonbiost
TOVG emayyeApatieg vyeiog Kol TOLG MEAUTEG Va
KO TALVOT| GOV KaAvtepa T1g Bacikég
KUTACKEVUOTIKEG IKAVOTITESG, TNV TEXVOAOYIQ Kot
115 Aertovpyieg g Etaipeiag. Q¢ ex tovtov, o1
emokEWELS oTa Ypagsia g stonpeioag mpémel va
£YouvV TPy otk eKTaidevtiK adia.

Ocov agopd tov tomo Owelayoyne, Tig
TANPOPOPIEG OV TOPEXOVTAL Kat TN Quiodevia,
1600V 01 181G S10TAEEIS TOV TEPLYPAPOVTAL OTNV
evotnta Exdnidoeig (Pi. onpeio 1.12).

1.14. Exnawdsvtiki] vrostipién
H Etupeio pmopei va  vmoompiler v
EMOTNHOVIKY], 1OTPIKN, QUPUOKELTIKT] Kot
EMAYYEAPATIKY] eKTaidevor, cvpfdiiovieg ETot
oIV TPOMENCY TNG EMCTNUOVIKNG 1ATPIKNG
YVOONG TOV EMAYYEAUATIOV VYELNGC.

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 entertainment is not
permitted.

If sponsoring or organising an event where 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 or
drinks for individual 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, items of
medical utility and inexpensive gifts may be made
available at the stand.

1.13 Site visits

A site visit of the Company’s manufacturing,
distribution or R&D facilities can help healthcare
professionals and customers to better understand
the Company’s core manufacturing capabilities,
technology and operations. As such, site visits
must have genuine educational value.
Concerning venue, information given and
hospitality, the same provisions apply as
described under Events (see point 1.12).

1.14 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 Company may provide educational support to
individual healthcare professionals or healthcare
organisations.
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H Etaipeic pmopel vo mapéyel EXKTOOEVLTIKT
vrooTP] OF HEHOVOMEVOUG  ETOYYEANATIES
VYEING ) VYELOVOUIKODG OPYUVIGHOVG.

H sxdfioon, yioo tv omoie vroomnpiletar m
ntapovoio.  emayysipatio vyelog, 7mpémer  va
amoteeital  Kvpiwg om0 EMCTHUOVIKO,
EXTOOEVTIKO KOl EMAYYEANUTIKO TEPIEYOHEVO, VO
GUVOELETHL GUECH [E TOV DEPUTEVTIKO XDPO TOV
aokel 0 emayyehpotiog vyeiog Kol va. oyetiCeton
Gpeco. pe tovg OepumevTikodg  TOpElS TNG
Etaipeioc. H eKONAmOT propel v
TPOYUATOTOOEL QVTOTPOGOTMS, SUIIKTVOKA 1
umopei va givar cuvdvaopog kar tov dvo. H
eknodevtik vrrooTNPEN propei va meptiaupavet
povo v apoPi| Tov TEAOLG YYpaPNg, Ta Tasiona,
™M Stopovi Kat TV evAoyn erhogevia. Aev mpémel
vo  meplapPaver nuepiow  amolnpioon 1
0moodNToTE GAAO KOGTOS OV oXeTileTan pe TV
nopovcic. otV ekdNimon kor dev pmopel vo
emektabel o€ PEAN NG OKOYEVELNS 1) GLVOSODG.
H Etaipeia dev xPNHoTodoTel mv
TOPOKOAOVONCT UEHOVOUEVOV  ETCYYEANUTIOV
vyelag  oe  motomompéve  pofipota 1)
TPOYPEUUATE TOV GOUBAAAOVY GE PETETTUYLAKA
TPOCOVTH Kot Ttruyin ekmaidevong, kaboms avtod o
mapeiye oNUAVTIKO TPOCOTIKS G®ehog.

O o10y0g MG EKTAOELTIKNG VIOGTNPIENG TOL
mapéyetol amd v Etaipeia givon va dievkohiver
™ Suddoon TOV TEAELTCIOV  EMICTIHOVIKOV
eferilemv, YVOOEMV Kol W0WTPIKOV TPUKTIKOV
CUCTAGE®V HETOED TOV EMOYYEANATIOV VYEiC,
ocvufdAiloviag €tol oTIC WKavVOTNTEG Tovg. H
Etaipeio otoyedel oty owodounon g Hetikig
TG EKOVOG  OTHV  KOWOTNTO  VYELOVOUIKNG
epiBadyng HéGH GLVEIGPOPAS GTIV ATOKTNGN

VE®V YVOGEMV.

1.15. ZvpPpovievtikég vanpeoisg

Ot cvpPoviéc ewkodv kar N vrooTNPEN Ao
EMOYYEANATIES vyeiog, VYELOVOUIKOUG
0pPYOVIGHOUG Kal opyovacelg acbeviv Bonbodv
mv Etapsia va Adfer amopdoeig mov tehikd
®EeLoOY TV TepiBaiym tov acbevav. H Etaipeia
pmopet va TpocAdfet KatdAiniovg
EUMEPOYVAOUOVESG OO CUTE TO TUNMOTA TG
KOWOTNTOS VYEOVOIKYS Tepifuiyng yo v
Tapoyn TOV anopaitntov VITNPEGIOV,
cvpmeplAapPavopévng g vmpEciog  ©¢
gunepoyvoudvov e cvpfovievtikd copfodiuw,
TN optiag Kol G mpoedpiug exdnAdocewy, g
GULPETOYNG OE £PEVLVE, TNG CUIUETOYNG GE OPAOES
EOTIOONG KoL TNG £psuvag ayopds Kol TNg
KOTEPTIONG Kol TNG EKTAIOEVOTS Y10 TAL TPOTOVT .

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. Educational support may
only include remuneration of the registration fee,
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.

1.15 Service and consultancy

Expert advice and support from healthcare
professionals, healthcare organisations 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 serving as
experts on advisory boards, speaking at and
chairing events, participating in research,
participating in focus groups and market
research, and training and educating about
products.
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1.15.1. Erayyshparisg vyeiag

H ypfion enayyelpatidv vyeiog Kot ol GYETIKEG

pvlpicels mpémer va mAnpodv Ta okdiovda

Kpurfpa:
a) H vopuun avayxn yw tig vanpeoieg va
£YEL TPOGOLOPIOTEL [IE CAPNVELN TPV O
™V anoitnon Tovg Kol TPW omd )
COVOYT)  CUUEOVIOV HE  VTOYNQLOVG
cvppoviovg:
B) Tovaym ypantic obvpfacng M
oVUPOViag ToL TPocdlopilel T pHoN TV
TUPEYOUEVOV VINPECIOV KUl HE TNV
emedradn ™mg piTpag (v) mapakdto,
Baon yw Vv TANpoOR| aTOV TOV
VAN PECIDOV *
v) H apo yu 11 vimpecieg va eivon
£0Aoyn ko va avtikarontpiler Ty evhoyn
ayopaic  afle ToOv  mapeydpevev
vanpecwdY  AouPavoviag  vmoyn TG
de&romeg, TV epmewia, TOV EPYUCLOKO
poko, Vv e&éyovca Oéon war TNV
tomobeciot TOV ATOHOV TOV TAPEYEL TIC

VI PEGIES.”

0) H apoifn va kotafdiietor povo y
EKTELECUEVES EPYOGIES.

E) Ot emayyshpotieg vyeing va

emifyovtar névo pe Paon ta mpooodvIa,
TNV TELVOYVOGIN Kol TIG KOVOTNTESG TOVG
va  mapéyovv v vmnpecia. To
mpocwmkd ¢ Etapsiog mov eivon
vrevbBuvo  ywr TNV emhoy]  TtOV
EUTELPOYVOLOVOV TPETEL Vo, SlabéTel TV
GMOLTOVUEVY)  TEXVOYVMOCIO Yo va
alohoyfioel  €Gv 01 TPOTEWOHEVOL
emoryyeAIaTies vyeiag sivan katdAiniol.

ct) O oapbuog tov amocyoroduevav
emayyeApoTIOV  vyeing va pnv  sivan
LeyaAdTEPOG 0O TOV aplBpd mov sival
£0A0YQ UTOPALTTOG Y10 TNV ETTEVEN NG

AVAYVOPIGHEVTS BVAYKTG

¢) H Etaipeia va dtatnpei oyetikd apyeia
Kot ypnowomolel  katdAinie TG
vInpeciec mov  mup€yoviar  amd
cvpfoviovg.

1) H npdcinyn enayysipotia vysiog yio
TNV TAPOYN GYETIKNG LANPEGIUg v pnv

amoteiel  kivmpo  ywe  ovotoon,
cuvtayoypdenen, ayopd, wpopndeia,
TOANGo M dyeipion evog GUYKEKPLUEVOD
Tpoidvtog.

H Krka vmoompiler dieg Tig mpoondbeieg mov
Kotafdiiovtor Y ™V Tapoyn Sw@dvewg ot
kabe petaPifaon afiog petald QPUPHAKELTIKOV
ETOPEIDV KOl EMAYYEAHATIOV  vYeiog Kot

1.15.1 Healthcare professionals

Engagement of healthcare professionals and

related arrangements must meet the following

criteria:

a) A legitimate need for the services has been
clearly identified before they are required and
before entering arrangements with prospective
consultants;

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

¢) 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 healthcare professionals
are appropriate;

The number of engaged healthcare

professionals is not greater than the number

reasonably necessary to achieve the identified
need;

g) The Company maintains relevant records, and
makes appropriate use of the services provided
by consultants;

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 companies and healthcare
professionals, and complies with all applicable
rules, while applying special attention to
compliance with applicable personal data
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GUULOPPOVETOL PE GAOVG TOVG I0YVOVTESG KAVOVES,
evd mapdAinie diver dwitepn mpocoyn o
SLUUOPEMOT  HE  TOVG  LOYDOVIEG  KOVOVEQ
npootaciag nposonikdv dedopévev. H Krka
vrootnpilel 6TL 01 EpTEPOYVHOHOVEG INADVOLY OTL
gyovv mopdoyel LVINPecieg enl TANPOUN oY
Etowpeia kdOe @opd mov yphpovv 1 pAodv
dnudota Yo éva Bépa mov amotehel avTKEipEvo
™G GLHPGVING 1 omowdNmote GAko BEpa mov
oyetiCeron pe v Etonpeia.

1.15.2. Yyswovopkoi Opyavicpoi
TvpPdosg  petad g Etoupeiag  xon
Yysovopkav Opyoviopdv, Baoet Tov omoimy ot
opyovicpol  avtoi nopéxovv  kabe eidovg
vmmpeoisg oty Etopeia, emrpémovrar povo edv
této1eg vanpeoies (1 GAAN xpnpoTodoton):
(o) Tlopépovtor yw vmooTNpEn NG
vyslovopkng TePiBuiymg 1 g Epevvag
Kot avantoéng
(B) Aev ovvictovv TmapdTpLVEN Yo

o0GTAGY,  GUVIOYOYPaQNOoT,  oyopd.,
npopndsia, wOANon N Swxeipion
GUYKEKPIHEVOV  CGLVIUYOYPUPOVUEVOV

QUPUAKOV LOVO.
(y) Onowdnmote apoiPn yw mopeyopeveg
vnpecies avtikatonmTpiler v €dioyn
ayopaio.  ofie TV mopeyOMEVOV
VTNPEGLOV.
(8) H apopn dev euprdrar omd T
cuvtayoypdenen | ™ ovoTaoy
TPOIOVIOV KOl Kopid KOTAoTacn autol
TOL TUTOV deV UTOPEL VoL EKQPUCTEL 1 v
vrodeybei.
Edav 1 Etoupeio yopnyei e dpocmpromra, To
10cd mov kataPdiieral mpémet va eivau 1 €0AoyN
ayopaio agio AopPdvoviag vméyn T @von Kai
mv «Aipake G dpaoTNPOTNTOS Kol TUYOV
gUmopKd o@éAN mov Swbéter ) Etonpeia.

1.16. Kowovikég £16QopEg

H Etoupeio propei vo GUVEIGQEPEL GTIG KOWVOTNTES
mov  elvomnpetel  kavoviog  QUAAVOpOTIKES
owovokés Swpeég Kol dmpeég oe €idog oF
VYEOVOUIKOVS OPYAVIGHOVG Y10 TNV VIOCTHPIEN
oTOY®V  vysiovolkng  mepifaiymg, edv
gmrpénetan oo T eBvic vopobesio. Orvoppot
oKomoi nepLapfavoov vrooTpén 1
SMGTNHOVIKY]  €pEvva, WIPWKY  eKmaidevon,
exmaidevon acbevov, mpdoPacn acbevov oy
vyslovoky,  mepifokym  Kar T GUVOALKY
avamToEN GLETNUATOV VYEIOVORIKNG TEPiBaiymg.
Ot dmpséc xor o1 mapoyfc oe eidog o€
VYEIOVOMIKOVG OPYOVICHOUS EMITPEMOVIAL UOVO
gqv:

protection rules. Krka supports that the experts
declare that they have provided paid services to
the Company whenever they write or speak in
public about a matter that is the subject of the
agreement or any other issue relating to the
Company.

1.15.2 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 (or other funding):
(a) Are provided for supporting healthcare
or research 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
the services provided;
(d) Remuneration is not dependent on
prescribing or recommending products
and no condition of this type may be
expressed or indicated.

If the Company sponsors an activity, the amount
paid must be fair market value considering the
nature and scale of the activity and any
commercial benefit available to the Company.

1.16 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
legislation. Legitimate purposes include support
or scientific research, medical education, patient
education, patient access to healthcare and the
overall development of healthcare systems.
Donations and benefits in kind to healthcare
organisations are only allowed if they:
(a) Are given as a response to an unsolicited
and independent request from the
potential recipient;
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(a) divovtan g amdvinon oe pun {nmoév kot
aveEaptto aitnue and Tov SuVNTIKO OmOdEKTI
(B) Aivovtar o KGAVYT GUYKEKPIIEVIG AVEYKNG,
TPOYPAUUATOS 1) £PYOV TOV SVVITIKOD ATOdEKTY
KoL )L OG AmEPLOPLOTT) GUVELGQOPA:

(Y) Asv  mapéyovior 6 PEHOVOUEVOLG
enayyeApaties  vyelag M mpog  OpeEAOG
LEPLOVOUEVOV ETUYYEAUATIOV VYELOG:

(d) Texunpubvovral ko1 TnpodVIaL 6€ apyeio arod
v Erapeio xar

(e) Aev amotehoOv kivitpo Y0 cvoTAON,
oLVTIAYOYPAENOT, ayopd, Tpounbsia, TOANON 1
Sloyelplon  GLYKEKPEVOV  TPOIGVIOV Kol 1)
Etawpeia dev avapéver gbvoieg 1 o@édn yw Tig
KOWMVIKEG TG EIGPOPES, KL

(o1) Eivar oOpeoveg pe Ohovg TOUS 10YVOVIECS
KOVOVEG.

1.17. Xddroyor acOevdv

Zoppova pe v anooctoin ¢ Krka, n Etapeio
pmopel v mopéyer  owovouk Mkl
OIKOVOLIKY] VTOGTIPIEN GE OPYAVAGCELS UcBevmV
TPOG OPEROG TNG VYEWOVOUIKTG TEPIBaiyng 1) NG
kowoviag. H Etapeio pmopei va decpedoet
OPYUVAGELS AGOEVOV Y10 TNV TEPOYT VATPEGLOV
HE OKOMO TNV VIOGTNPIEN NG VYEIOVOUIKNAG
mepiboiyng M g épevvag. H Etwpeio dev
EMIDOKEL Kapio EMPPOT| OTIS IPUASTNPLOTNTES TMOV
opyavacemv ochevov 1)/Kat 6T0 VAIKO oL
VIOGTNPILOVV AOY® TOV EPTOPIKMV GOUPEPOVIMV
™¢ Etaupeiag.

1.18. I'vocstomoinon tov perofifdocsmv
adiag 6E EnAyYELPOTIES vysiag,
VYEIOVOHIKOVS  OPYOvVIOHOVS KOl ©F
opyavocels achevav

O dwpaveis oyéoelg Kot ahiniemdpaoeis HeTadd
™ Etaupeiog xat tov enayyelpatidv vysiog, Tov
OPYUVOCEMV VYEIOVOMKNG Teplfaiyng Kal TV
opyavicewv acBevov Ponbodv ot Anym
TEKUNPLOPEVOV amophosov kat PonBodv oty
TPOATYM avijfuwv Kan TAPAVOU®V
ovpneppop®v. H Etapeio 6o mpémer va
npoonadioel va amokarvyel petafipaces adiag
eviog Tov mediov epappoyng tov Kbddwka
Agovtohoyiag Tov Medicines for Europe e 6leg
1ig 7meploxés oOmov spoppoletar o Kddkag
Agovtohoyiag tov Medicines for Europe, 6nov o
TETOW YVOOTOTOM o1 /Ko avagopd dev opiletar
and allovg oyvovteg kKavoveg. O petapifacerg
aiag pmopei va meprhapfavoov otdnmote atiag
napéyeton N peroPifdleror amd v Ezaupsia

(b) Are given to cover for a specific need,
programme or project of the potential
recipient and not as an unrestricted
contribution;

(¢) Are not provided to individual healthcare
professionals or for the benefit of
individual healthcare professionals;

(d) Are documented and kept on record by
the Company; and

(e) Do not constitute an inducement to
recommend, prescribe, purchase, supply,
sell or administer specific products, and
the Company does not expect any
favours or benefits for its social
contributions, and

(f) Are in accordance with all applicable
rules.

1.17 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.

1.18  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. The Company
should endeavour to disclose transfers of value
within the scope of the Medicines for Europe Code
of Conduct on all territories where the Medicines
for Europe Code of Conduct applies where such a
disclosure and/or reporting is not defined by other
applicable rules. Transfers of value may include
anything of value that is provided or transferred by
the Company (directly or indirectly via third party
acting at its direction) to a recipient, including
monetary payments or in-kind benefits.
Disclosures must always comply with data privacy
legislation and competition law.
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(Gueoa M Euueca PEGH TPITMV OV EVEPYOVV VIO
mv  kabodiynon mg) o Evav  amodEKT,
GUUTEPIACUPAVOIEVOV YPNUATIKOV TANPOUGY 1
napoydv oe €idog. Ot yvwoTomomoelg mPEMEL
TAVTO VO, COUHOPPMVOVTOL [E TN vopobesia mepl
amoppritov dedopévov kar T vopobecia mepi
AVTAYOVICHOV.

Ot yVOOTOMOW|CES  ONUOCIEVOVIOL  GTOVG
16TOTOTOVG Y10, KAOE aryopd og ot fdom £mg Tig
30 Iovviov yw to Tponyodpevo £Tog.

H Etopeio 0o mpémet va yvooTonolel decuevoelg
kot petafipdoeig adiog o emayyeipotieg vysiag
KOl UYEOVOMIKOUG — opyavicpovg mov  Oa
Umopovoay  EVOEYOPEVIS VoL dnuovpyicovy
ohykpovon cvpeepéviov ko Bo mpEmel va
evBappivel Tovg amodékteg tov petaPifdoemv
a&iag va T YVOOTOToovV, OToL GvTO Eival TPog
TO GUUPEPOV TOV AGBEVOV 1) TOV KOWOD .

H Ertopeio yvootomoel petafifdocelg aciog otn
YOPA TG KOPUG TPUKTIKNG TOV OOSEKTT).

1.18.1. Erayyshpatieg vysiag
g OTOIKT, OVONOSTIKY PAoT, YVOGTOTO0UVTOL
ot akorovBeg petafifdosis adiog:

- Apoég ywe vanpecieg kar cvpPovievtiKég
VAN PEGIEC: OUYKEVTIPOTIKEG apotPég
(eEapovpévav tov 60V OMME YELHOTA Kot
notd, tegide ko dwpovi)) mov KatofdAilovial
and mv Etapeia oe smayyeipotio vysiog oe
AVTAAAOY IO Y10 TNV TOPOYT] VENPECIAV, OTOG 1)
VINPECIL MG EUTEPOYVAOLOVOG GE  EMLTPOTN)
EUTEWPOYVOLOVOY, OWie G e OpyuvOHEVN
S10pyavmon eKONAMONG, OV GULULETEXEL GE
opada  eotioong, kAm.  Ta  tAn  wov
koatafdiioviar o oyfomn MHE £pevva Ayopdc
eCupolvton and to medio g dnpoctoroinong.

- Edv évag emayyeipatiog vyeiag apvnbel va
napdoyelt T ovykatdBeon mov  amaiteitol
GUOUQMVE [LE TOVS IGYVOVTEG KAVOVEG TPOGTOGING
TPocHOTIKGOV ~ dedopévov, Ta  dedopéva  Oa
amokoAveHonv OVAVOLLOL. Edv TOALOL
emoyyeApatieg vyeiag apvovvtor T cvykatddeon,
T0TE N peTa@opd dedopévov afiag mpEmEL va
ovykevipwbel avogépovtag tov opOud tov
gnayyelpaTidv vyeiag mov mepriapfdvovial ot
GUYKEVIPOOT).

H aPEXOUEVT vrooTpitn Y ™mv
TapekoAovdnon  opyavouiveav  EKINAOGEGV
TpitwV, Ol EMOKEYELS OTA YPUPEi TNG ETONPEING
KOl Ol EKONAMGELS OV OpyavEOVOVIAL amd TNV
Etaipeia mpémel va yvmoTOTooUvVIaL GE QUTES TIC
vrokatnyopies. Ilpémer va yvootomombel To0

(oVVOAIKO) OGO TG MOPEYOUEVIC VTLOGTIHPIENG,

Disclosures are published on the websites for each
market on a yearly basis by 30 June for the
previous year.

The Company should disclose engagements and
transfers of value to healthcare professionals and
healthcare organisations that could potentially
pose a conflict of interest, and should encourage
the recipients of the transfers of value to disclose
them where this would be in the best interest of
patients or the public.

The Company discloses transfers of value in the
recipient’s country of primary practice.

1.18.1 Healthcare professionals
On individual, named basis, the following
transfers of value shall be disclosed:

- Fees for services and consultancy:
aggregated honoraria (excluding expenses
such as meals and drinks, travel and
accommodation) paid by the Company to
a healthcare professional in exchange for
the provision of services, such as serving
as an expert on an advisory board,
speaking at a Company organised event,
participating in a focus group, etc. Fees
paid in connection with market research
are excluded from the scope of the
disclosure.

- If a healthcare professional refuses to
provide consent required under applicable
personal data protection rules, the data
will be disclosed on an anonymous basis.
If multiple healthcare professionals refuse
consent, then the transfer of value data
must be aggregated indicating the number
of healthcare professionals included in the
aggregation.

Provided support to attend third party organised
events, site visits and Company organised events
must be disclosed in these sub-categories. The
(total) amount of support provided, which may
include registration fees, travel and/or hotel costs
and the number of healthcare professionals
supported must be disclosed.
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10 omoio pmopei va tepilapfavel ££0da yypaenc,
£Eoda 18100 1 / kKat Eevodoyeiov kat Tov apdpd
TOV EMAYYELLATIOV VYEIRG OV vrosThpilovTal.

1.18.2. Yyzwvopikoi Opyaviepoi
Y& aToptKn, ovopaosTiky faon, YveoTomoodvTol
o1 axdrovbeg petafidoeis afiag:

- Apoéc ywr vampeoieg kur cupPovisvTiKég
VINPEGIES: CUYKEVTIPOTIKEG apoPéc
(e€apovpévav tov e£600vV OmmG yehpota Kot
motd, Tafid kol dwapovi)) mov katafdiier 1
Etoipeia o évav vysovopkd opyaviepd pe
avTGAAOYHO TNV TEPOYN  DANPECIOV, .Y
VINPETOVIONG G EUTEIPOYVAOUOVAS GE EMLTPOTN
EUTEIPOYVOUOVOVY, MADVIAS GE  OPYUVOUEVT
S10pyGvmoT, GUUUETEXOVTIAG GE 0PGS0 E0TINONG
KA. OvapoiPés mov katafdihoviar o oyéon pe
épevva ayopds e&apodviar amd o mEedio g
Kowvonoiner|c.

- Emyopnynoeic kot Owpefs: CUYKEVIPOTIKG
APMHOTIKA TOGH Kol GOVIOWN TEPLYPUQT] TNG
Qoong ™G emyopynong M g dwpeds (m.y.
gmyopIyNoY Epevvag, dwped eEOTAGHOD, dmpPed
TPOIOVI®V K.AT.).

- - Xopnyia OpaoTnpoTHTOV Kol EKONADCEMV:
CUYKEVIPOTIKO YPNUATIKO TOGO OA®V  TOV

XOPNYLDV.

1.18.3. Opyaviopoi acBevav
e atopikn, ovopaostiky Bdor, yvootorolovvTal
ot axohovbeg petafifaceig atiog:

- Yroomipn: owovopk kot vrootpiEn oc
£180¢, PE TN HOPQN ETLOPNYNCEDY, SMPEDV Kal
XOPNYUDV GE SPACTNPIOTNTESG KA EKONADGELS.

- Apoéc v vmpeoiec:  ocvuPefinuéveg
VINPECIES ava OpYOVIGHLO acBevav,
SUpREPIAApPPAVOUEVIG (OGS TOVTOUNG TEEPTY PUPTS
™me QUoNG NG petapopls ofing Kol TOL
TUPEYOUEVOL TOGOV.

1.19. EvOovy

Ov avturpocmmot tng Krka kot 6o to mpocmmikd
UAPKETIVYK KUl TOANGE®V £ivat vevBuvor yio tnv
mapoy aAnbwav, akpidv kol OVCIWIGOV
TAnpogopudy copeeve pe v Ilepilnyn tov
XOpuKTNPIOTIKOV TOV Ipoidvroc. O
avunpoconor g Krka kot 6Ao 10 mpocmmiko
UEPKETIVYK KOl TOANCEOV givar vrevbuvol yur )
GUUUOPP®GT) OAOV TOV dPUCSTIPIOTHTMV TOVS UE
OLovg TOVG 16YDOVTES KUVOVEG.

1.18.2 Healthcare organisations
On individual, named basis, the following
transfers of value shall be disclosed:

- Fees for services and consultancy:
aggregated honoraria (excluding expenses
such as meals and drinks, travel and
accommodation) paid by the Company to
a healthcare organisation in exchange for
the provision of services, e.g. serving as
an expert on an advisory board, speaking
at a Company organised event,
participating in a focus group, etc. Fees
paid in connection with market research
are excluded from the scope of the
disclosure;

- Grants and donations: aggregated
monetary amounts and brief description
of the nature of the grant or donation (e.g.
research grant, equipment donation,
product donation, etc.).

- Sponsorship of activities and events:
aggregated monetary amount of all sponsorships.

1.18.3 Patient organisations
On individual, named basis, the following
transfers of value shall be disclosed:

- Support: financial and in-kind support in
the form of grants, donations and
sponsorship of activities and events

- Fees for services: contracted services per
patient organisation including a brief
description of the nature of the transfer of
value and the amount provided.

1.19 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 and sales staff
are responsible for compliance of all their
activities with all applicable rules.

Marketing Manager is responsible for compliance
of all marketing activities with all applicable rules.
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O Awcvfovtig papketvyk eival vredBovog Yo
copudpemeon  OAov  TOV  SpUCTNPOTHTOV
UAPKETIVYK IE OAOVG TOVG 1G)YDOVTES KAVOVEG.

O Awrvbivov Zoppoviog eivor vreedbovog yur ™
CUPPOPE®ET  OAOV TV dPACTNPLOTHTOV
(cvopumepthopPoavopévng TG yveocTonoineng
petafifacemv) pe GAovG TOVG 1GYVOVTEG KUVOVES.

O Awvdiveov ZdpPovkog kar o Avboviig
PapKETIVYK eivor LEEDBUVOL Y TNV TOKTIKA
eKmaidevon Kol E€KTOidELON TOL TPOCMMTIKOV
LAPKETIVYK GE OAOVG TOVG 1Y DOVTEG KAVOVEG.

Ohot ot vrGAANAOL TOV  EMMAEKOVTOL GE
SpusTNPIOTNTEG HAPKETIVYK KUL TMOATCEDV TPETEL
vo eEotkeiwfolv pe to mePEXOUEVo Tov Kddika
PEGH TOV GUGTHHOTOS NMAEKTPOVIKNG HAOnomg
eCampus Kol TOPOVCIACEMY OF GLVEIPIIGELS
KOKAOL Kol eTRowv  emavoiapfavopevev
EKTOLOEVCEMV.

M nopaPicon tov Kddika pumnopei vo GuvioTd
napaPiocn oto epyusoKkd Kaubfikovra Kot propel
va. odnynost oe meopywn Slwén N/ wai
covnOwopévy M Ektaktn  KoTtayyehio NG
EPYUOLUKNG GYECG TOV EPYULOUEVOD.

O Kddwkag mpénet va. avadsmpeital TOLAG IGTOV
pio @opd wk@Be mévie ypovie Kur oe Kabe

ONMOVTIKY]  TPOTOTOiNGT  TOL  VOHOBETIKOD
TAociov.
1.20. E@appoyn

O dwtacelg tov Kmdwka mpénet va, tnpodvrot aro
o\ v etarpeio Krka EAAAX EIIE.

Onowdfmote mopaPicon twv Swidiemv TOL
Kddika Beopeitan mopdfoocn tov xabnkéviov

amooyOANeNS TOV EPYOLOHEVOV GOUPOVA ILE TOVG
16(0OVTEG KOVOVEG.

2. ETTPA®A ANA®OPAXL
Kddikag deovroroyiog ts Krka

Kddwkag deovroroyiag Yoo 1o QApHAKO GTHV
Evpomn,

Kavovec yra tyv mpoinym, 1ov eviomious Kol Ty
Epevva amoTig

Director of Krka is responsible for compliance of
all activities (including the disclosure of transfers)
with all applicable rules.

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

All employees involved in marketing and sales
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.

1.20 Enforcemeni:

The provisions of the Code must be respected
throughout Krka Hellas E.P.E.

Any breach of the provisions of the Code shall be

considered a breach of employees’ employment
duties under applicable rules.

2. REFERENCE DOCUMENTS
Krka's Code of Conduct

Code of Conduct — Medicines for Europe

Rules on fraud prevention, detection and

investigation
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Odnyic 2001/83 / EK 1ov Evporaikod
KowoBoviiov at tov XZvpPoviiov g 6n¢
Noepppiov 2001 mepi kowotikol KOIKOS Yyt T
@appoaxa mov wpoopilovrat yur avOpbmivn ypron
Omm¢ Tpomomon|OnKe

Kavoviouog (EE) 2016/679 tov Evpomoikov
KowoBoviiov kot tov XvpPovkiov, ™g 27n¢
Ampiiiov 2016, ya v mpocTUsia TOV UGIKGV
TPOCHTAV  &vavtl TG enedepyaciog TV
OEQOUEVMV TPOCHOTIKOD YAPUKTIPA KAL Y10 THY
ehedBepn KuKhoQOpia TeV dedopévarv autdv, Kt
Y v Kotdpynon tng odnyiog 95/46 / EK
(Fevikdg  xavoviopds mpootaciag dedopévov,
I'KTIA).

3. IPOXAPTHMATA

Kavéva

4. IXETOPIKO

Hpepopmvia ovvtadng: Zentépfprog 2020
Ipdt Avabedpnon: Mdiog 2023

S. ZYNTAEH KAI EI'KPIZH

ZovtayOnke amd: Anpitpn Meveyarto, Marketing
Manager

L ey

"Eheyyoc and: I'ewpyie Nucorapdrkov, Regulatory
Manager, Okya Iewpyomoviov, Ymevbovn

Ao&wmpiou
| @‘g\‘& (o3(05)22)

Eykpibnke omd: Andrej Klobucar, Aivbivov
Zoppoviog

6. KATAAOI'OX ATANOMHX
Awvopn): e-mail, exktonmpévn £kdoon 1 eCampus
-Oko 10 mpocomkd papketvyk (MM, BM, MRs)

nov €yel mpooanebei otnv Krka EAhdg kol v
Yrev6vvn Aoyistnpiov

Directive 2001/83/EC of the European Parliament
and the Council of 6 November 2001 on the
Community code relating to medicinal products
for human use as amended.

Regulation (EU) 2016/679 of the European
Parliament and of the Council of 27 April 2016 on
the protection of natural persons with regard to the
processing of personal data and on the free
movement of such data, and repealing Directive
95/46/EC (General Data Protection Regulation,
GDPR).

3. ATTACHMENTS

None

4. HISTORY

Date of preparation: September 2020
First revision: May 2023

S. PREPARATION AND
APPROVAL
Prepared by:  Dimitris Menegatos, Marketing

Manager

/

o

Checked by:  Georgia Nikolarakou (Regulatory
Manager), Olga Georgopoulou (Chief
Accountant),

c5105(2023
Approved by: Andrej Klobugar, Director

6. DISTRIBUTION LIST

Distribution: e-mail, printed version or eCampus

All marketing personnel hired in Krka Hellas
(MM, BM, MRs) and Chief Accountant.
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