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1. Purpose of this Regulation  

Hungaropharma Zrt. (hereinafter referred to as „Company”) finds it of utmost importance that all their 

commercial practices are ethical and in compliance with the laws under in all circumstances while they 

provide widespread, balanced and objective information to healthcare professionals and, directly, to 

patients. 

In carrying out their activities, the Company complies with the Hungarian and EU laws and rules on 

commercial practices involving medicinal products, medical aids, dietary supplements and other 

products capable of retail in pharmacies (hereinafter referred to „Products”).  

With this Regulation the Company, in addition to complying with the laws, expresses its commitment 

to the ethical norms followed in its marketing activities related to the Products as well as to 

transparency and accountability. 

2. Material and substantive scope 

This Regulation lays down the fundamental rules of the Company’s commercial communication toward 

healthcare professionals. 

This Regulation applies to all Company employees who participate in the Company’s activity of 

commercial communication directed to healthcare professionals; furthermore, the sub-contractors 

and agents of the Company are also required to apply this Regulation in the course of their activities. 

3. Definitions 

For the purposes of this Regulation 

a) ‘Inexpensive gift’ shall mean any benefit provided in kind the value of which, including 

value added tax, or in the lack thereof, the  purchase price or production cost of which, 

including value added tax, is less than 5 per cent of the prevailing monthly minimum wage; 

b) ‘Healthcare professional (HCP)’ shall mean any person with professional qualification in health 

care who has a role in the recommendation, prescription, procurement, sales, distribution or 

in the use of medicinal products as well as in providing healthcare services, in particular 

physicians, pharmacists, healthcare professionals, other members of the stuff of a health 

service provider, or other professional in the field of healthcare; 

c) ‘persons qualified to prescribe or supply medicinal products and medical aids’ 

shall mean physicians, pharmacists, and manufacturers and traders of medicinal 

products and medical aids who hold a relevant authorisation and are engaged in the 

commercial distribution of such products; 

d) ‘applicable law’ shall mean the national legislation and rules on the promotion of medicinal 

products, industrial codes and guidelines (e.g. Directive 2001/83/EC of the European 

Parliament and of the Council of 6 November 2001 on the Community Code relating to 

medicinal products for human use; Act XCVIII of 2006 on the General Provisions relating to the 

Reliable and Economically Feasible Supply of Medicinal Products and Medical Aids, and on the 

Distribution of Medicinal Products (“Gyftv”), Decree no. 3/2009 (II. 25.) of the Minister of 

Health on the detailed rules concerning the promotion of medicinal products for human use 

and medical aids, the registration of persons carrying out promotional activities and the 
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commercial practices towards consumers in respect of medicinal products and medical aids, 

(Decree), Code of Ethics of Pharmaceutical Communication (Joint Code of Ethics of 

pharmaceutical professional associations) as well as the internal regulations of 

Hungaropharma; 

e) ‘Promotion’ shall mean commercial practices relating 

to medicinal products, dietary supplements and medical aids, in particular to the formulation 

and effects of medicinal products or dietary supplements and to the use thereof, which is 

exclusively aimed at or applied to persons with professional qualification in healthcare 

authorised to prescribe and distribute medicinal products, dietary supplements and medical 

aids as well as to instruct others how to use them; 

f) ‘Promoter’ shall mean the holder of marketing authorisation, the authorised distributor of the 

medicinal product, or the manufacturer or distributor of the medical aid, or, any other 

economic operator acting on their behalf, who is engaged in promotional activities and 

notified the state administration organ responsible for pharmaceuticals of their intention to 

do so; 

g) ‘Medical sales representative’ shall mean a natural person employed by or be under a work 

contract with the promoter, meeting the qualification requirements set out in the law and 

holding a certificate issued to medical sales representatives who performs medical sales 

representative activities; 

h) ‘Commercial practice’ shall mean professional, scientific or any other information, 

activity, representation, marketing or any other commercial communication aiming to foster 

the prescription, procurement, sale or use of the Products, or capable of fostering those; 

i) ‘Advertising’ shall mean the commercial advertising as per  

Section 3d) of Act XLVIII of 2008 on the Basic Requirements and Certain Restrictions of 

Commercial Advertising Activities, excluding the following 

a) the labels and package leaflets of medicinal products described in other 

legislation, and the user’s manual of medical aids, 

b) the factual and informative announcements, and reference materials informing of changes 

in the packaging of medical aids or warning of adverse-reactions, furthermore 

c) price lists provided that no claim 

concerning the efficacy of medicinal products or the application of medical aids are contained 

therein; 

j) ‘Event’ 

ja) ‘Event held by the promoter’ shall mean a programme, event or gathering initiated, 

organised or supported by a company engaged in promoting activities or initiated, organised 

or supported on behalf of a corporation engaged in promoting activities, directed to healthcare 

professionals, organisations of healthcare professionals, and to patients or patients’ 

organisations and/or to the members of such organisations. Promoting events, symposiums, 

meetings of scientific advisory boards, factory visits, training courses, clinical trials as well as 

meeting of investigators of non-invasive clinical trials in particular shall qualify as such event. 

jb) ‘Independent event’ or ‘Professional event’ shall mean an independent and/or professional 

event or programme initiated or organised by a corporation other than one engaged in 

promoting activities or initiated or organised on behalf of or in the interest of a corporation 

other than one engaged in promoting activities, including events organised by patients’ 

organisations, where the corporation has no influence concerning the making of decisions on 

the professional program or the contents of the program. 
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4. General rules 

Given the ‘specific goods’ status of the Products, all information provided in connection with them 

require special attention. Communication toward healthcare professionals must be carried out in 

regulated circumstances, in a controllable manner. 

In assessing and determining the promotional nature of certain activities, not only the purpose of the 

activity, but the result and effects thereof also bear significance.  

The commercial practice carried out by the Company may relate to products that are subject to a 

marketing authorisation valid in Hungary or, if necessary, to certified and/or notified products. 

The information in the commercial communication related to the medicinal product, medical aid or 

dietary supplement must be in line with the information contained in the marketing authorisation, the 

approved package leaflet, or the summary of product characteristics of the medicinal product, and/or 

in the user’s manual of the medical aid.  

 

5. Detailed rules on the Company’s activities subject to this Regulation 

5.1. Traditional wholesale activities  

The Company is engaged in numerous commercial practices and offers numerous types of services to 

their Partners. 

However, whether a given commercial practice and/or service qualifies as promotion should be 

decided on the basis of the intended audience (healthcare professionals) and of the fact that 

commercial practice or service aims at and/or is capable of promoting the sale of the medicinal 

product, medical aid or dietary supplement, notwithstanding the nature of the legal relationship and 

the venue. 

Accordingly, the following activities and services performed and provided by the Company, 

respectively, do not qualify as promoting activity due to the lack of claims, even indirect ones, related 

to any medicinal products, medical aids or dietary supplement: 

− Commercial price lists, information on prices or margins, in particular information letters sent 

by the Company from time to time to its partners regarding changes in the Company’s 

commercial price list, the prices applied and margins; 

− Using under contractual price reductions and other discounts, which are common in trade, 

(commercial campaign) and providing information in connection with them, in particular when 

the Company informs its partners of ongoing commercial campaigns and/or retroactive 

discounts or discounts from invoices, including information on the accounting and degree of 

such discounts; 

− Inventory control and order placements carried out at wholesalers of medicinal products or 

pharmacies with a view to ensuring continuous supply of medicinal products, medical aids and 

dietary supplements, and/or summaries/information provided on such activities; 

− information and communication related solely to events for charity purposes and/or to social 

responsibility (e.g. health promotion programs), including programs and campaigns launched 

by the Company as part of its SCR strategy aiming at informing and educating pharmacists so 

that they can become outstanding, well-known and distinguished leaders of their 

communities. With other programs under the same strategy the Company aims at conveying 
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to their partner pharmacies real values in order to promote sustainable operations so that 

these pharmacies can operate in an environmentally conscious way, rationalising their 

operational costs and reducing their ecological footprint at the same time; 

− Providing information to healthcare professionals on human health or human diseases, in 

particular through adherence programs;  

− All correspondence and the attached, non-promotional materials that are required to answer 

specific questions related to a medicinal product; 

− Factual and informative announcements, reference materials that inform of changes in the 

packaging, and adverse reactions as part of general drug precautions. 

 

5.2. Activities performed on behalf of manufacturers and distributors 

The Company performs the following activities, which are subject to this Regulation, on behalf of 

manufacturers and distributors. 

In the context of such activities the Company publishes and communicates the materials disclosed to 

them without making any changes in them, and for this reason, the responsibility for the professional 

and legal compliance of such materials lies only with the manufacturers and/or distributors as clients. 

However, the Company expects from its partners that the commercial practice directed to healthcare 

professionals carried out through the Company, acting as agent, be based on the communication of 

professional-scientific reasons and knowledge and not only on the use of marketing and other 

influencing tools. The main purpose of this commercial practice should be to provide widespread, 

balanced and objective information to healthcare professionals and, indirectly, to patients, regarding 

the characteristics of the products facilitating the reasonable and optimal use of products. 

In the context of this activity the Company, acting an agent, forwards to the healthcare professionals 

the knowledge related to the product concerned, disclosed to the Company by the manufacturer 

and/or distributor, acting as client; cooperation with the addressees is deemed as a “push” type of 

communication since the Company does not get involved or engages in exchanging information in any 

case after forwarding the knowledge to the addressees.  

 

5.2.1 Publishing „Pop-ups” and banners  

A) Description of the activity 

B2B advertisements (“pop-ups” and “banners”), made by the manufacturers and distributors, acting 

as clients are published, in accordance with the technical conditions described by the Company, on the 

B2B communication platforms of the Company in accordance with the segmentation and timing 

indicated by the manufacturers and distributors. If the manufacturers and distributors, acting as 

clients, request so, further information materials are attached or ordering options are made available 

when the pop-ups and banners are published, with the latter, on the basis of the sole discretion of the 

manufacturer, being followed by a campaign. 

B) The course of the activity 

The manufacturer, acting as client, informs the staff of the Company’s Procurement Directorate of 

their intention to order services from the Company. The Procurement Directorate engages in 

discussions with the partner and agrees with the partner on the conditions of the publication, in 
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particular the type of the chosen platform, the term during which the publications is to be available, 

on providing an option for ordering at campaign prices and on the consideration of the services. 

 

After agreeing on the conditions, the manufacturer, acting as client, and the Company enter into a 

written contract containing the conditions deemed by the Parties to be of relevance to their 

cooperation, including, among other things, technical expectations and undertakings. The 

Procurement Directorate notifies the Company’s Trade Marketing Unit of the conclusion of the 

contract with the provision that the Procurement Directorate remains to be the business contact while 

the contact information of the contact person of the Trade Marketing Unit may be disclosed to the 

partner for the purpose of discussing certain issues in details.  

The partner sends the finalised materials for publication, with the details of the campaigns, if any, to 

the Procurement Directorate at least until ten days before the intended date of publication. The 

Procurement Directorate forwards the materials received from the partner for legal approval and/or 

to the Trade Marketing Unit for the purpose of checking its technical conformity and of preparing it 

for publication. 

The staff of the Trade Marketing Unit assign a “Manufacturere_product_platform_term_version 

number” unique identifier to the material, and the Company marks the uploading of the material to 

be published with this unique identifier in the pop-up and banner admin platform of the B2B 

communication platforms used by the Company. The Trade Marketing Unit prepares the material for 

uploading, and make the required settings and/or timing of the publication. Later on when any changes 

are required to be made in the material or the timing, and/or on the platform, the modified version is 

listed in a new line on the platform indicating the correct version number.  

The Trade Marketing Unit saves and stores, under the above identifiers, the materials uploaded on the 

Extranet platform, in the common repository in a retrievable form, arranged by month. 

C) Other information 

In order to provide appropriate rotation and large number of views to their partners, the Company has 

decided that the number of manufacturers’ appearances on on its platforms dedicated to B2B 

communications shall be limited at any given period. 

If a manufacturer wishes to advertise more than one product on the platforms, one products qualifies 

as one material to be published, except for cases where the manufacturer convert the jpg images into 

gif format.  

Materials are published on the first or fifteenth day of each month, and accordingly, the term of 

publication can be two weeks or a month. If the Company does not receive the material to be published 

or all the information required for the publication until ten days before the intended date of 

publication, the publication of the material may be postponed to the following publication period and 

the Company shall not be liable. 

D) Responsibilities 

The Company establishes the responsibilities related to such activity as follows: 

The Company publishes the materials disclosed to them by their partners without making any changes 

in them, and for this reason, the Company assumes no liability for the professional and legal 

compliance of such materials, it lies only with the manufacturers acting as clients.  
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The different internal organisational units of the Company have the following responsibilities: 

The Procurement Directorate of the Company shall be responsible for approving and developing the 

publishing of materials as well as for making the campaign settings if any.  

The Trade Marketing Unit shall be responsible for uploading the materials to the B2B communication 

platforms of the Company and for making the campaign setting, if any, on the platforms. 

 

5.2.2 AkcióCenter 

A) Description of the activity 

The campaigns announced by manufacturers acting as clients are sold to the partner pharmacies of 

the Company through direct telephone contacts made during the period indicated by the 

manufacturer.  

B) Course of the activity 

The manufacturer, acting as client, informs the staff of the Company’s Procurement Directorate of 

their intention to order services from the Company on the basis of the General Terms and Conditions 

applied by the Company and the annex of the related unique contract sample. 

The manufacturer shall send to the Procurement Directorate of the Company the finalised material 

(script) to be communicated, together with the details of the campaign, at least until ten days before 

the intended date of the communication thereof. The Procurement Directorate of the Company 

formats the material disclosed by the manufacturer, and communicates it to their partners through 

the AkcióCenter. 

The staff of the Procurement Directorate assign the materials to be published with a unique identifier, 

and saves and stores the materials in the common repository of the Directorate in a retrievable form, 

arranged by month. 

C) Other information 

Materials are communicated on the first or fifteenth day of each month, and accordingly, the term of 

publication can be two weeks or a month. If the Company does not receive the final material to be 

communicated or all the information required for the publication until ten days before the intended 

date of communication, the communication of the material may be postponed to the following 

communication period and the Company shall not be liable.  

D) Responsibilities 

The Company establishes the responsibilities related to such activity as follows: 

The Company communicates the materials disclosed to them by their partners without making any 

changes in them, and for this reason, the Company assumes no liability for the professional and legal 

compliance of such materials, and it lies only with the manufacturers acting as clients.  

The responsibilities of the organisation units of the Company are as follows:  

The Procurement Directorate of the Company shall be responsible for approving the publication as 

well as for making the campaign settings and for performing the order. 
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5.2.3 KedvezményGyár 

A) Description of the activity 

The campaigns announced by the manufacturers acting as clients are published, in the manner 

determined by the manufacturers, in the periodical publication of the Company named 

“KedvezményGyár”, both online and off-line, directed to the partner pharmacies of the Company. 

B) Course of the activity 

The manufacturer, acting as client, informs the staff of the Company’s Procurement Directorate of 

their intention to order services from the Company on the basis of the General Terms and Conditions 

applied by the Company and the annex of the related unique contract sample. 

The manufacturer sends to the Procurement Directorate of the Company the finalised material (script) 

to be communicated, together with the details of the campaign, at least until ten days before the 

intended date of the communication thereof. The Procurement Directorate of the Company formats 

the material to be published as disclosed by the manufacturer, and publishes the finalised 

manufacturers’ material to their partners in the publication KedvezményGyár, either online or off-line, 

and communicates such material to their partners. 

The staff of the Procurement Directorate assign the manufacturers’ materials to be published with a 

unique format identifier, and save and store the materials in the common repository of the Directorate 

in a retrievable form, arranged by month. 

C) Other information 

Materials are communicated on the first or fifteenth day of each month, and accordingly, the term of 

publication can be two weeks or a month. If the Company does not receive the final material to be 

communicated or all the information required for the publication until ten days before the intended 

date of communication, the communication of the material may be postponed to the following 

communication period and the Company shall not be liable.  

The online and off-line publishing of the materials take place in the same way. 

D) Responsibilities 

The Company establishes the responsibilities related to such activity as follows: 

The Company communicates the materials disclosed to them by their partners without making any 

changes in them, and for this reason, the Company assumes no liability for the professional and legal 

compliance of such materials, and it lies only with the manufacturers acting as clients.  

The responsibilities of the organisation units of the Company are as follows:  

The Procurement Directorate of the Company shall be responsible for approving the publication as 

well as for making the campaign settings and for performing the order. 

 

5.2.4 eDM 

A) Description of the activity 

The communication prepared by the manufacturers acting as clients are forwarded in e-mail to the 

partner pharmacies of the Company at times and intervals specified by the manufacturer.  
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B) Course of the activity 

The manufacturer, acting as client, informs the staff of the Company’s Procurement Directorate of 

their intention to order services from the Company on the basis of the General Terms and Conditions 

applied by the Company and the annex of the related unique contract sample. 

The manufacturer sends to the Procurement Directorate of the Company the finalised material to be 

forwarded, together with the details of the campaign, at least until ten days before the intended date 

of the communication thereof. The Procurement Directorate of the Company formats the material to 

be forwarded as disclosed by the manufacturer, and sends the finalised manufacturers’ material to 

their partners by electronic means.  

The staff of the Procurement Directorate assign the manufacturers’ materials to be published with a 

unique format identifier, and save and store the materials in the common repository of the Directorate 

in a retrievable form, arranged by month. 

C) Other information 

The e-mails are sent at the time specified in the order submitted by the manufacturer. If the Company 

does not receive the final material to be communicated or all the information required for the 

publication until ten days before the intended date of communication, the e-mail may be sent at a 

later date, and the Company shall not be liable.  

D) Responsibilities 

The Company establishes the responsibilities related to such activity as follows: 

The Company communicates the materials disclosed to them by their partners without making any 

changes in them, and for this reason, the Company assumes no liability for the professional and legal 

compliance of such materials, and it lies only with the manufacturers acting as clients.  

The responsibilities of the organisation units of the Company are as follows:  

The Procurement Directorate of the Company shall be responsible for approving the publication as for 

performing the order. 

 

5.3. Organising events 

The company organises from time to time so-called independent professional events in pharmacology. 

These events are not organised on behalf of any corporation engaged in promoting activities. Such 

corporations neither act as initiators nor take part in organising or conducting these events. 

Only healthcare professionals are invited to these independent and professional events; the purpose 

of these events is to create a platform for healthcare professionals that facilitates them to engage in a 

meaningful dialogue on major issues concerning the sector, while introducing visions for the future, 

providing inspirational lectures and trainings. 

The promotional segments and non-promotional segments are strictly separated at these events, 

there is no overlap in terms of contents or overlap in time. During these program segments, the 

medical sale representatives of the Company do no give out indirect gifts or gifts related to any product 

or corporation, and do not accept or carry out orders to that effect. The participant healthcare 

professionals are served with food and beverages if the serving of food and beverages are deemed 
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justified based on the length of the event concerned provided that the serving of food and beverages 

is reasonable and is not excessive or obliging. 

During the course of interacting with healthcare professionals, the Company, in accordance with the 

principles laid down in the Code of Ethics, fully complies with the relevant laws and strictly oversees 

that all other rules are also complied with. Accordingly, the gifts given to healthcare professional as 

business amenities are inexpensive gifts and the purpose of those gifts should not be to put the 

Company at a better position in any way. 

* * * 


