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The purpose of this Code is to ensure that employees and business partners across the Marke�ng Press have a clear understanding 
of the principles and ethical values that we want to uphold. It is designed to affirm and promote our standards of conduct and to 
reinforce honest, ethical behavior. The Code cannot directly cover every issue that might arise, and employees and business partners 
must use sound judgment and common sense in everything that they do on behalf of the Group. Any employee or business partner 
who is unsure about any aspect of this Code or its applica�on should contact a compliance presenta�ve or legal counsel for 
clarifica�on.

SCOPE AND TARGET AUDIENCE

This Code applies globally to the management, employees and contract workers of all en��es controlled by Marke�ng Press. 
Where the Marke�ng Press par�cipates in joint ventures as a non-controlling shareholder, the Code's standards should also be
made explicit.

MARKETING PRESS

COMPLIANCE WITH LAWS AND COMPANY POLICIES

The Marke�ng Press reputa�on and business depend on its familiarity and compliance with all applicable laws, rules, and regula�ons. 
As an employee, you have an obliga�on to comply with these. Furthermore, you are expected to read, understand, and adhere to the 
Group's policies and procedures, a�end training sessions and ask ques�ons if you are uncertain about any of the laws or policies in
ques�on.

ANTI-CORRUPTION AND ANTI-BRIBERY LAWS

Bribery and corrup�on are prohibited by law in almost all countries in which the Marke�ng Press conducts its business. Typically, 
it is illegal to give, or promise to give, money or anything of value to a government official in order to obtain or retain business, or to
secure any improper advantage over compe�tors. Viola�on is o�en a crime that can result in severe fines or imprisonment. These 
condi�ons apply irrespec�ve of whether the ac�on is taken directly by employees or through third par�es such as agents, consultants, 
or intermediaries. The Marke�ng Press considers any form of bribery to be dishonest, morally wrong and unacceptable. Consequently,
facilita�ng payments are in general prohibited regardless whether or not prohibited by local law. It is also prohibited to make payments 
that are not backed up by real deliverables and correct invoices. If you intend to provide any gi� or business entertainment to a 
government official in any country, it must be in strict compliance with applicable an�-corrup�on laws and in accordance with the 
procedures and limits of the Marke�ng Press. 

COMPETITION LAW

Compe��on law, also known as an�-trust or an�-monopoly law, prohibits conduct that harms compe��on and consumers. Examples 
of such conduct are an�-compe��ve agreements, such as price fixing, market or customer sharing and bid rigging between companies, 
abuse of market power and not no�fying transac�ons that need to be no�fied to compe��on authori�es. Infringement leads to severe
penal�es at both company, customer and individual level, including fines, imprisonment and nega�ve reputa�onal coverage.
Consequently, it is essen�al that you adhere to relevant compe��on laws and regula�ons. If you are in doubt about whether something 
infringes compe��on law, you should contact your local legal 
counsel.
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DATA PROTECTION AND PRIVACY LAWS
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CONFLICTS OF INTEREST

The collec�on, use, storage, and interna�onal transfer of personally iden�fiable informa�on about individuals is increasingly subject 
to regula�on. The Marke�ng Press respects the privacy of its employees, contractors, vendors, suppliers, and consumers, and of
other third par�es with whom it does business. The group exercises appropriate and due care to legally ensure than sensi�ve personal 
informa�on is not publicly disclosed.
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A conflict of interest occurs when your personal interests – or the personal interests of third par�es such as suppliers, rela�ves, or 
customers – might influence your ability to act objec�vely and in the best interests of the Marke�ng Press. Conflicts of interest can
some�mes occur without any ac�on on your part. You must therefore not engage in any ac�vity in which you have, or could be 
perceived to have, a personal interest.Disclosing conflicts of interest is just as important as iden�fying and avoiding them. You must 
disclose to your manager, Human Resources, or your local compliance representa�ve any transac�on or rela�onship that might 
reasonably be expected to give rise to a conflict of interest.

INSIDER TRADING AND HANDLING OF INSIDE INFORMATION

Inside informa�on is non-public informa�on about a listed company (e.g. Marke�ng Press.) or its shares and bonds which, if it were 
made public, would be likely to affect the share price of the company. By way of example, informa�on rela�ng to financial results, 
material mergers, acquisi�ons or divestments, and significant new markets, products or co-opera�ons or abandonment of the same 
might be regarded as inside informa�on.If you are in possession of inside informa�on about Marke�ng Press or any other listed
Marke�ng Press, you cannot buy or sell, or encourage the buying or selling, of shares in that company and you cannot disclose the 
inside informa�on to anyone, unless it is strictly necessary for carrying out your daily work. Insider trading regula�ons are complex 
and viola�on may be a criminal offence. If you are uncertain whether you are allowed to deal in the shares of Marke�ng Press or 
any other listed company, or if you have ques�ons regarding insider regula�ons in general, you should consult with Marke�ng Press 
Secretary or your local legal counsel.

PROTECTION AND PROPER USE OF CORPORATE ASSETS

The vitality of the Marke�ng Press depends on the protec�on and proper use of the assets it develops and maintains. The�, 
carelessness and waste have a direct impact on the Group's financial performance. You must follow procedures and prac�ces 
designed to protect the value of all the Group's assets. This includes both physical assets and intangible assets such as intellectual 
property, including the Group's valuable trademarks, know-how and confiden�al informa�on. You may only use the Group's assets 
and resources for legi�mate business purposes and not for your personal gain.

CONFIDENTIAL AND PROPRIETARY INFORMATION

Confiden�al and proprietary informa�on includes all non-public informa�on. If disclosed, this informa�on, including third party 
informa�on entrusted to the Marke�ng Press, might be useful to compe�tors or harmful to the Group. You must always maintain
the confiden�ality of confiden�al or proprietary informa�on entrusted to you by Marke�ng Press companies or other companies, 
including the Group's suppliers and customers.  Unauthorized disclosure of any confiden�al or proprietary informa�on is prohibited.
It could cause compe��ve harm to the Group or its suppliers or customers, and could make you or the Group legally liable. You should 
take appropriate precau�ons to safeguard confiden�al informa�on and ensure that it is not communicated within the Group, except 
to employees who have a need to know such informa�on in order to perform their du�es. 
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WORK ENVIRONMENT
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Employees and contractors are required to respect these confiden�ality provisions, even a�er their employment with the Group 
ends. Any ques�ons, or concerns whether disclosure of confiden�al or proprietary informa�on is appropriate, should be promptly 
referred to the General Counsel. Only official spokespersons or specially denoted representa�ves may respond to inquiries from 
media.

CODE OF ETHICS
CONDUCT

Marke�ng Press strives to be a fair employer. Nega�ve conduct by an employee or group of employees, bullying or any other form 
of harassment will not be tolerated. Employees are recruited, developed, and promoted without regard for race, color, gender, 
language, religion, poli�cal or other opinion, caste, na�onal or social origin, property, birthplace, union affilia�on, sexual orienta�on, 
health status, age, disability or other dis�nguishing characteris�cs.

GIFTS, MEALS AND ENTERTAINMENT

Employees are allowed to give and receive gi�s, meals and entertainment in the ordinary course of their business in order to protect 
and develop business rela�onships. You may only give gi�s that are not cash, are insignificant in amount and are not in considera�on
or expecta�on of any ac�on by the recipient. You must not accept, or permit any member of your immediate family to accept, gi�s or
other favors from any customer, supplier or other person conduc�ng or seeking to conduct business with the Marke�ng Press, other 
than items of insignificant value received for a legi�mate business purpose. Gi�s that are not of insignificant value should be returned 
immediately and reported to your manager. If immediate return is not prac�cal, such gi�s should be given to the local compliance 
representa�ve to be disposed of charitably or in some other way that the Group considers appropriate. Any business entertainment 
provided to or accepted from anyone doing business with Marke�ng Press must be limited to entertainment that is infrequent, 
appropriate, and intended to serve legi�mate business purposed and never be based on reciprocal ac�on, or compromise your ability 
to make objec�ve and fair business decisions.

POLITICAL ACTIVITIES AND DONATIONS

Like most companies, our business requires poli�cal governmental rela�onships. However, if you as individual get involved in poli�cs, 
you must not make statements or make (financial) contribu�ons to poli�cal organiza�ons on behalf of Marke�ng Press. Dona�ons to 
charity are supported, but must be made in a transparent and professional manner.

ACCURACY OF BOOKS, RECORDS AND PUBLIC REPORTS

The accuracy of the Marke�ng Press Group's books, records, and filings to public or governmental authori�es is essen�al to the 
company's ability to meet legal and regulatory obliga�ons. The Group's records are the basis of various reports and statements to 
the public, investors and governmental authori�es, and guide the Group's business decision making and strategic planning. It is 
therefore vital that our books, records, and other public reports are full, fair, accurate and �mely. You must honestly report all 
business transac�ons and maintain accurate records. You must not knowingly make a false or misleading statement to an accountant 
in connec�on with any audit, review or examina�on of the Group's financial statements or the prepara�on or filing of any document 
or report for a governmental regulatory agency. 

REPORTING VIOLATIONS OF THIS CODE AND ANTI-RETALIATION

You are responsible for asking ques�ons, seeking guidance, repor�ng suspected viola�ons and expressing concerns regarding 
compliance with this Code. If you know or suspect that any employee or representa�ve of the Marke�ng Press has engaged or is 
engaging in conduct that violates applicable laws or this Code, you should report this to your manager or compliance representa�ve. 
Any manager who receives a report of a viola�on of this Code must immediately inform the compliance representa�ve and not begin 
an independent inves�ga�on.
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FAILURE TO COMPLY WITH THIS CODE
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You may report viola�ons anonymously by contac�ng the compliance representa�ve or filing a report via the Speak Up System. 
The Marke�ng Press prohibits retalia�on against employees who report viola�ons in good faith or cooperate in any inves�ga�on 
rela�ng to improper conduct. Managers may not dismiss, demote, suspend, threaten, harass or in any other way discriminates 
against an employee who, in good faith, reports a suspected viola�on.
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Failure to comply with this Code will result in some form of disciplinary ac�on, including, but not limited to, the issue of a reprimand 
or warning, proba�on or suspension without pay, demo�on, reduc�on in salary and dismissal, subject to local laws and regula�ons. 
Certain viola�ons of this Code may require the Marke�ng Press to refer the ma�er to law enforcement authori�es for inves�ga�on 
or prosecu�on. Any manager who directs, approves or ignores any conduct that violates this Code, or who has knowledge of such 
conduct and does not immediately report it, will also be subject to disciplinary ac�on, up to and including dismissal. Management 
will not be penalized for any loss of business resul�ng from adherence to this Code.

Date:

Signature of company representa�ve:

10.06.2022


