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INTRODUCTION {54t

At the heart of the Carlsberg Group are our brand promoters (BPs) — the people who make

it all possible by promoting our brand portfolio to customers and consumers across on-

trade, off-trade and market activations. We are proud of our BPs and recognise the vital

role they play.

?iﬁ%l%ﬁ@ﬁ%z RN MRS KE (BER) —MMNBIIIRRE, F
WRRER TR B, MBEATEGEEE RMNNSMAS, E—VIRATHE. Al

NI RN mEEERNIE, FOmBsummBER.

This manual builds on Carlsberg’s commitment to respect human rights by treating people
with fairness, honesty and compassion, and by providing a safe and inclusive workplace
where everyone belongs and can perform their job with confidence and pride.
AFMEETRLREEANEFANNKE, FUAF, BHAREOCTFRAIAIKEE,
FRHE-DZEMERNIERE, LB ASBEABCHIERIBEMNAER.

SCOPE 35 Hl

This manual applies globally and sets out the principles and standards for BPs across all
entities of the Carlsberg Group wherever they are deployed and whether they are hired
directly or through agencies

K%%T%ﬁ cEREN, ExtESREARERMEEHFERNRUMNTE SfztRER
B ?iﬁ%l%ﬂﬁﬁﬂﬂ%ﬁ%ﬁ%A LA TR 5.

Where the Group participates in existing joint ventures as a non-controlling shareholder,
the other shareholder(s) must specifically be made aware of this manual’s importance and
must be encouraged to apply the same standards. When considering new associates and
non-controlling joint ventures, the Group must strive to commit the other shareholder(s)
to adopting the manual for the associate or joint venture.
MRAKANFEERREN NS SUENERL Y, HtRRAMAFHBRIRZ AT H
NAKHANERY, FEXTERMERLYXBHERNFRHIEMOITE. EEZEFNE
REVHEEROEALVE, FEXNENILEMBREASLERCUXBIZFMIRAL
LBITRAE .

Agencies engaged by the Carlsberg Group to provide BPs must specifically be made aware
of and adhere to the same standards in addition to the standards required by the
CarlsbergSupplier & Licensee Code of Conduct.

R EEABENASHABARMEEERNRIENS, DI EREIAFHOERY,
UEEFHAE (RLREEBHTEFTTTAEN) ZROBRIREMER,
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All venues where BPs are deployed should be informed of the standards required by the
Carlsberg Group in respect of providing a safe and harassment-free working environment.

NBEREREEERNERERENE T REAERE. TR ITERE T IENEX.

Violation of this manual by any involved party may result in legal, contractual or
employment sanctions.

ERAFMOUGESEEE. GRS ENHR.

STANDARDS #rA4

1. SAFETY &£t

The Carlsberg Group strives to provide a healthy and safe working environment for
BPs. The Group is committed to promoting a zero accidents culture and takes all
reasonable measures to assess and mitigate any potential risks to which BPs may be
exposed in fulfilling their role.
RIBAEABOTAGMEHRER RBRE-—RR. RENTENRER., KESROTHT
BRI, HEXM—UIEENER, HEEREREHRELEPIEERNE
BN .

1.1.

1.2.

1.3.

The Carlsberg Group will not deploy BPs at a particular venue or occasion if
safe working conditions cannot be provided.

R EEAERRENTHERRE TASIRIERER.

BPs are empowered to:

RS REBN

- Leave premises if they judge that the working conditions are not safe, until
such time as appropriate risk control measures are put in place.
BAAZEMNIIERR, BRIFAAERBUE L NE =6 .

- Communicate unsafe conditions in the working environment to venues or
our management.

SIERRAREMNNEERANIBE TEREFHNALZEER,

- Challenge any unsafe acts observed and immediately inform a BP supervisor
when faced with an unsafe situation.

NRERMEAARETARKIEM, FEBIAREER T ZEEMIZHE

s | N A
REE,

All relevant health and safety incidents, including accidents and occupational
injuries and illnesses, must be reported in a timely manner to a BP supervisor
and/or People & Culture, recorded in Carlsberg’s Safety Recording System,
analysed and communicated as required by local legislation and the Carlsberg
Group's safety



1.4.

1.5.

standards and procedures. Please refer to section 3 with regard to harassment-
related incidents.

FrEHEXMNBRRMNEEFN, BFEFR. THHHRYMRRE, BUARNEE
HRATEM/HIARESXMUIRE, FILXERTRETEILXRS, RARERIGH
& MR T EEANTENEFHITIER. 2TNEBR. HFEE 3 ETEX
I A,

BP supervisors are responsible for regularly visiting the venues where BPs are
deployed.
RIFEERREEHFEIRIEEH RN uRE,

- Where BPs are required to work at a venue other than their regular venue,
a BP supervisor or another relevant party (e.g. Trade Marketing) must visit
the venue to ensure safe working conditions for BPs prior to their
deployment.
MREHERBEEFFN TS DOMIZAT TE, (REEFESHMAEXTT

(BIaNRIEEHT) DIUHRENZDH, ARAHEERZIHRERENIE
FF.

Safety training must be provided to all newly hired BPs before they commence
work. Safety refresher training must be provided to all BPs at least once a year.

BRAREFERNEEREFRIEREZEFI. 2TMEFEEDL—RKE
FRERERATHRERI.

SAFE TRANSPORT Z£ 3@

1.6.

1.7.

In markets where transportation to and from venues takes place late at night

or where venues are located in remote areas, a risk assessment must be
conducted to ensure that BPs are not exposed to risk when transporting
themselves to/from venues.

ERLFTZTHEIRE, REBEXIBANASHEEALEMZBNGA, 3]
DU FT B TERE, IFRRIESE REAR B AN AR .

BPs must be ensured a safe transport option. The chosen option must take into
consideration factors such as the specific location of the venue, the available
means of transport, security conditions in the vicinity of the venue and weather
conditions. Options may include provision of financial support for BPs" own
transport or the provision of safe group transportation in instances where the
assessment concludes that precautions are required.
RIFERDIMERLENRBLE, EFXNNEFELZEREMNEZR, Hla]
EREAAE. TANZBIR. FENEEZHEMRIEHE. RIBEITGSE



1.8.

1.9.

5

R, MRFEXBIER, JRENENEEAEERBECHXBIARH
X, FAERLEBATRHEETARNZEXBRS .

BPs must be well trained in transport safety and be reminded to make use of
safety aids (e.g. a motorbike helmet or car seat belt) at all times during their
commute.

R5H RALAE R

RB@L e, FREMNEBRSHHEMAREFEE (5]
WEBERELER. RETW

mEE)

Where it is deemed necessary for safety reasons and BPs feel comfortable with
the practice, offer the option of a check-in and check-out protocol for BPs to
notify their supervisor upon arrival at the venue and upon returning home.
MRETREEBAREANMMELT RIS, o DUAHEHSIE EHEETAN,
MEEZDA TR MBI RHNSHEE.

. BEHAVIOUR AND RESPONSIBLE DRINKING 7 /36 N f1 324 4k 5

2.1.

2.2,

2.3.

The Carlsberg Group has strict standards relating to the consumption of alcohol

in relation to work. The Responsible Drinking Policy sets out those standards
and defines the responsibilities of the Group and our employees in respect of
alcohol consumption.
EHENITERERSENRE. GERIEBER) BRBNRE, FRET
SHEMRATARETENRE.

The Group's BPs must always promote the enjoyment of our products in
moderation and only serve individuals who are of legal drinking age.

(RS RNV RBERRARMNOT MR, FREEGEFREFRNDAEHERE.

- In cases of doubt about whether a consumer is of legal drinking age, BPs
are expected to inform the venue manager or BP supervisor so that
appropriate actions can be taken.

A—REFREHEENZEREERN, EFEANAERBRAELENE
HEE, MWEXMELHER.

BPs must not sit with customers or drink alcohol during working hours under

any circumstances, including drinking alcohol with customers or consumers in
order to increase sales.

HEEAERT, REARATELENIEMERFLE-ESNE BIFF
NATRHHEMSEFSEGRE —EBRE.



24,

2.5.

2.6.

2.7.

2.8.

If a customer offers any form of alcohol or other beverage to a BP, they should
politely decline and explain that it is not allowed under the BP management
policy.

WRIBEHE R (EHE AR IR X AEBR R RE, 2L thiEss It
RRERE REEBUR T AR VXL

BPs must not engage in any form of games or activities prompted by customers
and consumers during working hours.

BRI TIEN B RS 5 PMERELENEEERNERSCAE.

BPs must never drink-drive. If a BP is in a position where they are unsure
whether they have exceeded the legal limit, under no circumstances should they
drive a vehicle.

RSHRENAEBEEEE. IR—MeHR I HEACHENEREBI T A
ERS, EEEIE /RT%BTJWZ ErE

- Drink-driving is considered an act of serious misconduct and may result in
termination of service/employment and legal implications.

HERSREANTERALTA, TJRSBMBRFNER/EAXER, FKIE
EERE.

In addition to not consuming alcohol, BPs are strictly prohibited from smoking
and using any form of illegal drug during working hours.

BT E TR R A ARE S, e5E R =27 TIER [al R AN MRz LRy
E| 7Y LY/

BPs should refrain from promoting our products to customers who are acting
drunk, out of control or aggressively for the sake of achieving sales.

(RS RN B N TIARSHE BR, mATEE. RESEFRGHTANME
HESHBANB = /.

3. PREVENTION OF HARASSMENT B IEIE$E

3.1.

3.2

The Carlsberg Group does not tolerate any acts of physical, verbal, sexual or
psychological harassment, such as bullying, abusive behaviour or threats in the
workplace.

R RRAAATREFELEZRTFRENSH. 5. HSU0ERER, 6
MER . BT, AT A

Anyone, regardless of their gender, sexual orientation, age, ethnicity or any
other personal characteristic, can be the victim or perpetrator of harassment.



3.3.

3.4.

7
TR HMR . R E. FiR. MERSUEEIEMREWE, AR TR AEK
BINZEELINETT,

Harassment, understood as “words or behaviour that threaten, intimidate or
demean a person”, includes, but is not limited to: deliberate unsolicited and
unwanted sexual flirtations or advances; offensive remarks and illustrations;
requests for sexual acts and/or favours; leering; whistling; and inappropriate
physical, verbal and non-verbal expressions and gestures of any kind.

‘B BMHERAEREANZTIERTA, BRERL, BREFRRT: SEA
RIABEMME. =F, IEHEMENMEIE. TR, melh. 2eXiE
FEEWE. WERMTAH. WER. ®AE, SEAEARABRIEEH
&, EETEESNRENFESE,

Harassment should be immediately reported to a BP supervisor or People & Culture
BP (Commercial/Sales).

BUNHEIAEEEEE, IARSXUBRE (HFHIEE)

- Any form of harassment must be thoroughly investigated and appropriate
actions taken.

DAMRIFEEEEANER, FELIRBELNTE.

- The company reserves the right to call the local authorities where the specific
situation requires.

RERBAREEL TEE HHHUETIRAINA .

- Where a BP or Carlsberg employee is the perpetrator, they may be subject
to disciplinary action, including termination of service/employment.
WREFEAZHAMELRARATFESRAITH, MU LELy, 8
RE RS/ BRRAXERF,

Agencies and BP supervisors are required to train BPs on how to handle
harassment (as part of the safety training) before they commence work for
Carlsberg.

HRSERARTEFRIER, REVETEHEEE LI (E5H R FEITanfarit
BRI (REZNN—ED) .

4. UNIFORM AND ACCESSORIES T {EfR 5 BR i

41.

Each market where BPs are employed is responsible for adapting the uniform
guidelines to local conditions:

ETHEBREERN, JURESHIFRERLN TIERIES#TER ERYIE

B



IF APPLICABLE (e.g. where markets require and/or allow the use of uniforms):

WMEA (BINSHHE R AFERAGIRNERL)

4.2. BPs must be provided with uniforms that make them clearly visible and
identifiable. The uniform should be worn in its entirety and solely for work
purposes. (Note: in this section, “uniform” refers to the BP's full attire)

BN RIRHREEH TN, BHIRANITIER. SR, (EIFRL
MEEEETER, M TG, WOTFRTIER. O ATHRR ITER
BREEATENFENEEER. )

4.3. Uniforms must always be functional, fit for purpose and decent. The design and
choice of material should take into consideration input from BP supervisors and
BPs themselves.

RIERTIERGER, E&TEFTENSE, HTMRERNEEEEEE.
{ESHRIIRIL

4.4. The uniform design must follow the brand corporate visual identity (CVI)
guidelines and reflect the brand image and persona.

TERRIRITT IR MRS W R TIRAIER, FRRMEERTAE.

4.5. The uniform should be made of appropriate materials that are suitable for the
local weather conditions, provide an adequate level of comfort and are
conducive to safe working.

TEREEMES SHATFMANGEMR, REEBNTFEREFENTRE
TP

4.6. The uniform and accessories should be designed and made to ensure
occupational health and safety (e.g., if shoes are provided, they should be of a
non-slip design).
TERMEMNRITHRENBERIAVERTIZE (], mRRMEET €
MeRITNEEHBEMN) .

5. EMPLOYMENT CONTRACT AND REMUNERATION & E 53R Ef

The Carlsberg Group has strict standards relating to labour rights. The Carlsberg
Human Rights Policy sets out those standards and defines the Group’s responsibilities.
R REAEZT IR TEAEENRE. (AT RE7TAIREMERN

"fE.
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5.1.

5.2.

5.3.

5.4.

5.5.

BPs, irrespective of whether they are hired directly (full or part-time) or through
an agency, must have a written contract clearly setting out all terms and
conditions.

TeEEEAEEBIREYMERNEHER #XAE—hBEER, B
HWAEFT A FRMF M

BPs must be thoroughly briefed on the contractual terms and conditions during
the employment process and be given a copy of the contract signed by both
parties.

ARAEES, EEAVAEE T BERZRNES FRERHTEZZN—MH

aE.

BPs promoting both non-alcoholic and alcoholic drinks must be:

(1) at or above 18 years of age AND

(2) of the legal drinking age of the country of employment, if this is higher.
T ERMIEER RS, (RERMM:

(1) 5% 18 A% EAt

() A EERLETEEREFR, UREBTRSFRERALE.

Legal identification testifying to age must be provided prior to employment.

NERBT A JUR AN B SAME B IXSIE iR

The fixed portion of BPs’ remuneration must be based on an hourly rate that is

at least equal to the statutory minimum wage of the country of employment.
In markets where no statutory minimum wage exists, we strive to pay BPs an
industry-competitive rate that also allows a satisfactory standard of living,
taking into consideration the prevailing cost of living in the country of
employment.

RIBRANFALANTELEEERBRIAE, AREEERBIATENT
%, BINKBENHEBREBEBTUYRSFNINEHFN, REPERSFE SN
TR RRAIKFE

Incentive plans may be put in place in addition to the fixed portion of
remuneration and may make up a reasonable proportion of the overall
compensation. Incentive plans must always be fair, transparent, and
communicated to and understood by the BPs. They must always be set up in
such a way that BPs are not subjected to vulnerable or unsafe situations.

PRIEA T B 46, bl Reitkl, IHESBRA S SHG. Zeitk)n
IR A IR, RS0 ES Ve I R R AT BE AR Y o IR L83 it )
WIRLE A FNE B 264 R sk .



5.6.
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While BPs are incentivised to make sales, they must also be trained on the
importance of observing work etiquette, such as responsible drinking and safety,
to ensure that our standards of behaviour are adhered to.

BREFERAFEE BNREMR, EtbsizEzZ)l it 7 #EsT
ERL (WM IENLZE) NEEM, MHERINNTARESEEST,

6. TRAINING AND COMMUNICATION 5zl 5745&

6.1.

6.2.

6.3.

6.4.

6.5.

6.6.

Newly hired BPs must complete mandatory orientation training (which includes
work safety and behaviour) and pass a test before they commence work.

IS ARESH R AR H MM ANIRE (BRIEReMiTH) FREE
i, AEFTREFRIE.

BP supervisors, relevant Trade Marketing or Sales Management personnel, the
People & Culture Business Partner (Sales or Commercial) and
Procurement personnel (agency contracts) must be familiar with the
standards set out in this manual and be able to provide information or training
to their respective stakeholders.

RERFE. HXREEHIHEEEAR. ARSXUEEKE HEHK
BE) « KMWAR (MEEXENEER) DARBZEAFHFREOFE FF
B 5 & BNFSAXFREEEMZI.

BP supervisors or Trade Marketing or Sales Management personnel must
communicate relevant standards and their significance to the venue
owner/management prior to the deployment of BPs.

ARAHEER ERZH, (RIBEE, SREFTH IHEEEARDIUREX
WERHBEMERATH TREANITENMAER/EEAR.

A standard set of BP training modules is made available for markets to adapt
and use.

AET G RE—ERENEE RBIER, HERESFRERATEEMER.

Refresher training for BPs must be conducted on an annual basis.
BDRFFREHEATH—REI.
- Ifa BP is rehired after a six-month period, they must undergo training again.

MRIEHRAE 6 MRREENEN, ML EZE.

If any standard is changed or updated, training must be provided to BPs or
relevant stakeholders in a timely manner.

WMREARELRE RS EH, WA Efeth A A H B xTTRARI.



6.7.

11

Agencies are expected to follow and implement Carlsberg’s training standards
for BPs (i.e. contents, frequency, assessment).

REVNMEER/IFT LR TRERERBIIRE.  (BIMRE. IR, HEF)

. ACCREDITATION OF AGENCIES XIZE#14IAUE

71.

7.2.

7.3.

7.4.

Newly engaged agencies should be thoroughly onboarded, trained and
accredited before the market deploys BPs provided by them.
MEENRIENMMEAELRHHEE R8T, NMizEH [ BEORE. AL

MAE

The agency accreditation process requires the agency to pass an assessment

upon completing the training provided by the responsible market personnel. In
addition, the agency will need to meet the standards outlined in the due
diligence process for BP agency selection (e.g. records of labour disputes, credit
check, business licence, bank account). If the agency fails to pass the
accreditation process, they will not be qualified to provide BPs to any Carlsberg
market.

RENBIIMEREZ KRB AEZ AT BT RERNE)IEF BT
o s, RIEVMEREFSHEXRRIFERERNIAE (NFHHFIACE.
ERAZE. EVHER. ROKAF) . IRAEVMRERDIMERE, WL
e R 5 T RRAIEHEA.

Existing agencies will be assessed and evaluated on an annual basis to ensure
the fulfilment of BP deployment standards.

HARENWESEREITETIE, B RBEZHHEE R,

As part of the agency contract, agencies are required to strictly follow and
adhere to Carlsberg’s expectations and standards when it comes to the
employment, deployment and training of BPs.

EAREERN—Y, REVMLIERBRNER. THMZINTE &
BRI BT R TR EIE MR,

. DIVERSITY AND NON-DISCRIMINATION % jo{k #fndE 11

8.1.

Recruitment of BPs must be carried out without prejudice or bias in respect of
ethnicity, age, gender, sexual orientation, religion or any other social or physical
characteristics.

(ESH RAVIRIS D MAZ MR, Fig. M5, MRE. REASEFEMESHS
LR R LB S



8.2.  BPs must report any form of discrimination, concern or violation to their
supervisor and/or People & Culture.

(RS RBAMEHEEN/HFARSXURIREEETE LA BILIERITA.

. CARE AND SUPPORT MECHANISM A1 X 541 %

9.1. BPs must be clearly informed who their supervisor is, and that a procedure is in
place for them to express any grievances or concerns. BPs can always rely on
support from their supervisor should a situation so require.

{ESH RBTHEBZEN SN EER R, FHEILAMNFERNHSIBMLERTE,
HEREHN, RERATUSHMENEENBHSZH.

9.2. There must always be a supervisor whom BPs can access or contact when
working, and local support lines must be in place in all markets.

SRR TR, DIURLREKRAZMBMNMNEE, MURLHBINE SRR EIK
Fy

9.3. BPs are explicitly told to ask questions, flag up or report potential violations,
and voice concerns about compliance with our standards. All grievances and
concerns must be filed, investigated and have any remedial actions tracked.

BRFASAIESHER, MM RURE &E, #RBAESAEE, NBANENE
MMRILTUS . P RIFMBUSEAIICRER, #HITRE, FIREHIHT
Ej]O

9.4. In addition, BPs may file a report (@anonymously if preferred) via the Carlsberg
Group's SpeakUp hotline or any future online support mechanism (e.g. mobile
app).

Lo, (RERTNBE R TA BEFasHAREKNL LIS (W%
M) RERE (MER, TEEFER)

9.5. To ensure that we continuously track and listen to BPs' voices, the company
will conduct annual surveys so that appropriate actions can be put in place.
ARRBAVFEEREFF B RIERNFEST, ABATERFE, DEXRE
S 1750,

9.6. Audit checks, carried out by Carlsberg or an external party, are to be conducted
on a regular basis to ensure that the standards set out in this manual are
adhered to.

N T HIRSMNBISHITRITIGE, HRARATF TN ENITESEET.
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Glossary KiE3R

Agency: An external entity contracted by the Carlsberg Group to provide services
or products, in this case brand promoters (BPs).

REVME: RLREAZNANMNING, AFERRSITH, ERFHEERER
HIESEA R

Audit check: A systematic evaluation that identifies areas of risk and ensures
compliance with internal and external policies and legal requirements.

HITRE . BERAINEG USRS S NEBAIMIBRIAZERE RN R F N
1o

3) Brand promoter (BP) (also referred to as a brand ambassador (BA) or sales

promoter (SP)): A hired individual (i.e. directly employed by a Carlsberg entity or
an agency accredited by Carlsberg) responsible for representing and promoting the
brand portfolio of the Carlsberg Group to customers and consumers.

AR A (MIRmERESHERET AR, EREHR")  BRTRARITH
R REANRMASEEFAMBERENZENA (I, EEXET R LR
R TRIMENREY) .

4) Carlsberg accreditation: A certification process that agencies must complete to

ensure they are aligned with the Carlsberg Group's standards and regulations
related to BP management.

RIAIME RENMMZIZROINDRE, MRBRETERIAKRAXTRER
EEAREFIRLE

Corporate visual identity (CVI): The visual elements that represent and
communicate the brand image of a corporation (e.g. logo, colour palette,
typography).

WA IRA (CVI) @ KRERFZELCVSZEERAOARTR (FIiRES. X
Fo. FK)

6) Diversity: The inclusion of individuals from various backgrounds, including

differences in race, age, gender, sexual orientation, religion and other personal
characteristics.

Zf: BREARME. Fig. M. HlE. RENMEEHTNNMEANER
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/) Grievance mechanisms. Procedures established within the organisation for
employees to report concerns or complaints regarding workplace issues, including
harassment or policy violations.

FRIFHLEH: ERRARIBEZAYG, HBEXANRIRES TESAEEHERXNEMN
ik, BRELSBEREM.

8) Harassment. Words (written or verbal) or behaviour (physical and non-verbal)
that threaten, intimidate or demean a person and create a hostile work
environment; considered a type of abuse.

BILTA EBEEEEAENANSTH (BEMIEFIE) . B BIERIR
A, FEEMNIERE, KRR,

9) Human Rights Policy: Policy that defines the labour and human rights standards
to which all employees in the Carlsberg Group are entitled, irrespective of the
country in which they work.

ARTFH: #ERTREARE RTLREBNER TERRZH I F S HARRE
AIBUR

10) Occupational safety: Practices and measures designed to protect employees
from workplace hazards, ensuring their health and safety while performing their
work  duties.

Rives: EERPERAREXTLEGAEENEENER BREXARER
TIERENNERINZE.,

11) Off-trade: The sale of products in retail environments where they are purchased
for consumption off the premises, such as supermarkets and off-licences.

FIRRE: EFTEHF (WE™, ERLTEE) BEHMEAEEMIANG R,

12)On-trade: The sale of products in establishments where they are consumed on

the premises, such as bars and restaurants.
PRRE: ERRANEEIFERTMmERE, WBEEMEE,

13)Responsible Drinking Policy: The commitment of the Carlsberg Group to create
a culture of responsible drinking bypromoting moderate consumption of our
products and addressing alcohol-related harm in society.
EWRERR: 2LRKEASRNTEEHE EREHRHE” A BRESPRERE
XiEEREEEMIRBEXL.,
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14)SpeakUp hotline: An anonymous reporting tool provided by the Carlsberg Group
through an external service provider that allows employees to safely report
concerns or violations.

HERL BrARABIINIRSEAFRENERSFRIA, EEXARES
ZeikEHBRSENTH.

15)Statutory minimum wage: The legally mandated lowest amount that an
employer can pay an employee for their work, which varies by country.

FERMRIA: FRAENEEXNERINKRIA SERMAR.

16) Zero accidents culture: The commitment of the Carlsberg Group to make health
and safety a top priority for the working environment, and the belief that all
accidents are preventable.

TEHXL: BTEEABATRRENRESEITERENEETS, FREHN
BEHE R T IATBA .
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ROLES AND RESPONSIBILITIES &8 5§R%%

Body/function/individuals

Pl49/BRBE/ A R

Roles and responsibilities

AESRR

EVP, Region

WITEIRH, X

Owns, endorses and ensures implementation of the manual across
the geographical regions of the Carlsberg Group where BPs are
deployed. Region refers to all the Carlsberg Regions under which
their markets deploy BPs, whether directly through Carlsberg or
through their respective third- party agencies.

NRAFMER L BEEARBARBBAMAHIEXHAHEFN.
Eﬁ?b#ﬂ&}ﬁmﬁﬁaﬂ Prid X MER T REAETRAETS (£
SRIREETHRE=TRENERE) FEKX.

Group / Regional People &
Culture

SR/RKFAREXM

Ensures timely updating and internal communication of the manual
to the market People & Culture team. Advises and guides market
People & Culture directors on the manual's content and addresses
their enquiries.

BREAFMARTS LA RSXAANHITRE A8, HLth
ARSEXURBRBEFMABTEWNES, FHREMIN SR

]

Managing Director in a market
that deploys brand promoters

S RAHEE RN K BESSEE

Responsible for ensuring that this manual and related standards are
implemented and adhered to in the Carlsberg market entity.

AR TF MR RARAEE SR AR K 5T,

Commercial, Sales (including
brand supervisors/managers)
and Trade Marketing personnel
who deploy brand promoters

St AR RN X E RS/ E/RiE
mZNAE (BREREHEIE/ACHEE

¥)

Responsible for ensuring that: 1) agencies engaged by the local
Carlsberg Group company to provide brand promoters are
specifically made aware of the importance of the manual and the
requirement to apply the same standards; 2) venues where brand
promoters are deployed are informed of the standards required by
the Group in respect of providing a safe and harassment-free
working environment.

3 1) EEtEHARARMKEERNREVELIUEZERIRE]
RIFREEMNERM, FLIBERARMNIRE 2) NFEHREHER
FREMIET BEAGRERE . TR ITERETTENERM
PR




Market People & Culture
Director/People & Culture
BP

(Commercial/Sales)

Supports local implementation of the manual’s requirements and is
responsible for ensuring that local initiatives are developed in line
with this manual.
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HMARSXUREMARS XA EE
Tk (FE/HEE)

XRAFMAELSHZELSHT, HRABEERAET

FyERL EFF &

IR &5 72 A Fi

Market Procurement personnel

SEPS I

Responsible for: 1) sourcing agencies in line with Carlsberg's Supplier
& Licensee Code of Conduct; 2) thoroughly explaining the BP
standards when engaging agencies; 3) ensuring full incorporation of
BP standards in the contract.

J\J\- 1) IR¥ERE TR (LR EMEITF T AT AELN) 3%
E’MJCEE#M’J, 2) EERIEVMEIER, HFREREHEATR 3)
Eﬁﬁ%lﬁ FEEPNETHRIRE,

Market Safety personnel

HiheE AR

Responsible for: 1) advising and providing guidelines on safety and
risk assessment for BP supervisors to conduct the risk assessment;
2) conducting investigations when any accident/incident occurs and
providing recommendations on prevention; 3) advising on the
general safety standards related to the deployment of BPs; 4)
reviewing the safety training materials for BPs.

M3 1) AREEERMHRERNRITETENZUNES, WUE
Ht AT BRTEHY, 2) ARAEEAEH/EHRAETRSE, FIREM

B, 3) MRHHEE RAEXNB AR EERBEIL 4) i
{e$E R R E)lel.

DEVIATIONS AND MANUAL REVISION

BRFHRS FHHETT

No exemptions from this

manual

can be granted unless there are exceptional

circumstances and otherwise specified. All requests for exemptions must be made in
writing to the manual owner. The manual owner must assess and decide on each request
individually. Exemptions must be duly logged and documented.




BRIEFERKBELIEAEAE, BNAFHATHEEOTHRR. MERRIFERYANBET
RNEXGFMORA . FHRTABRBEIIHEFREFMER. RREFADLNEEZE
1ERF AL
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This manual will be revised regularly as deemed necessary, but as a minimum every two
years. In the event of any discrepancies between the English version of this manual and a
translated version, the English version will be binding.

AFMEAFECHEV], EEDEREBIT K. WAFMORXIRSEFRZEFE
HOER, NNEIXRAAE,

ASSOCIATED POLICIES AND MANUALS #H<BUR

o Code of Ethics & ConductiifE 547 4N

o Carlsberg Supplier & Licensee Code of ConductiE 1A N BRI IF T AT 4 AN

e Human Rights Policy A3 it

e Marketing  Communication Policyiiis 5 E$BUR

e Diversity & Inclusion PolicyFE MR BEESE
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https://carlsberggroup.com/sustainability/report-policies/policies/
https://carlsberggroup.com/sustainability/report-policies/policies/
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