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PRE-ACE

Code of Pharmaceutical Marketing Practices (CPMP) is an essential instrunent
to ensure the rational use of nedicines. Fornulation of this Code for
Bangl adesh will accord a new dinension to our continued efforts to devel op
the pharmaceutical services of our country.

Formul ati on of any policy or code of practices is not so difficult a task as
it is to ensure its proper inplenmentation. The responsibilities for the
appropriate practice of this Code is minly attributable to the
phar maceuti cal manufacturers of our country and | ampositive that they wll

shoul der this noble responsibility as one of their major objectives. | am
also confident that the doctors and the pharmacists of Bangladesh wll

assure necessary professional conpliance to the spirit of this Code.

The Code of Pharmaceutical Marketing Practices, I|like any other such
docunent, wil | require regular updatation in keeping wth the
devel opnments in the health care sector. | hope that this inportant task

woul d be taken care of in the future by the concerned organizations.
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The fornulation of this Code of Pharnmaceutical Marketing Practices
has been consequent upon the initiative of the Pharmacy professionals
and realization by the Mnistry of Health and Family Wl fare and the
Directorate of Drugs Adm nistration to pr oot e and support
conti nuous developnment of and strict adherence to the ethical
principles and practices wth respect to mar ket i ng of
phar maceuti cal products.

Thi s Code of Pharmaceuti cal Marketing Practices has been drawn up by
a conmttee with the Director of Drugs Admi nistration as the Chairman
and the representatives of the follow ng bodies as the nmenbers:

- Pharmacy Council of Bangl adesh

- Bangl adesh Medi cal Association

- Bangl adesh Phar maceuti cal Society

- Bangl adesh Pharmaceuti cal Manufacturers Associ ation

This Code has been fornulated with due consideration to the socio -
economc, cultural and health care context of Bangladesh. The
follow ng docunments have been considered as references for the
formul ati on of the Code :

- FEthical Criteria for Medicinal Drug Pronotion, WHO, Ceneva.

- | FPMA Code of Pharnmaceutical Marketing Practices.

- Code of Practice for the Pharmaceutical Industry, Association of
British Pharnaceutical Industries, London.
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CEFI N TION GF GERTA N TERVG

"Phar maceuti cal Product " means any pharmaceutical or
bi ol ogi cal product intended for use ei t her in t he cure,
mtigation, treatment, prevention or in vivo diagnosis disease in
humans, or to affect the structure or any function of the human body.

"Pronotion" means those informational and marketing activities,
undertaken by a Pharmaceutical company or with its authority, the
pur pose of which is to induce the prescribing, sales, or use.

It includes the activities of representatives and all other aspects
of sales pronotion in whatever form such as journal and direct mail
advertising; participation in exhibitions; the use of audio-cassettes,
films, records, tapes and video recordings; the use of view data
systens and data storage devices such as nenpory discs accessed and
reproduced on television apparatus, visual display units and the |ike;
the provision of sanples, gifts and hospitality.

The term "Pronotion" does not include to:

i. Replies made in response to enquiries fromparticular doctors or
to replies in response to a specific communication, whether of
enquiry or comment, including letters published in a nedical
journal .

ii. Announcenments of pack changes, adverse reaction, warnings or
recall of products provided they contain no product clains.

iii. Scientific/clinical papers presented in semnars, scientific
films on diseases and their managenment shown to the doctors.

iv. "Trade Advertisements" such as catalogues, price lists
or other docunents issued with a view to the trade but not
containing any reference to product usage other than a generic
nane and therapeutic classification.

The terns " Medi cal Pr of essi on", "Practice of Medi ci ne",
Practitioner"” and "Doctor" should be i nterpreted to i ncl ude
health-care professionals duly registered by relevant statutory
aut hority.

The ternms "Medical Representative" neans a person whose duties
conprise or include calling upon nmenber of the nedical profession
for the purpose of pronotion of pharmaceutical products.

@BIECTI VES

The main objective of the Code of Pharmaceutical Marketing
Practices it to support and encourage the inprovenent of health
care through the rational use of

medi ci nal subst ances.



3.3

5.2

5.3

The Code enphasizes the inmportance in the public interest of
providing the health professionals (doctors, pharmacists, nurses as
relevant) with accurate, fair and objective information on nedicina
subst ances.

The Code accepts the principle that such information should be
presented in a form and by ways and neans which conform not only to
| egal requirenents but also a ethical standards and to standards of
goods taste.

The Code, therefore, represents an act of self -discipline and appeal s
to pharmaceutical manufacturers and distributors, the pronotion
i ndustry, health personnel involved in the

prescription, di spensi ng, supply and distribution of dr ugs,
uni versities and ot her teachi ng institutions, pr of essi ona
associ ations, patient and consuner groups, the professional and
general media (including publishers and editors of nedical journals
and rel ated publications), and the public.

To use these criteria as appropriate to their spheres of conpetence,
activity and responsibility.

To adopt neasures based on these criteria as appropriate, and nonitor
and enforce their standards.

PRCDUCT LI GENSE

A pharmaceutical product must not be promoted prior to the grant of
the product license authorizing its sale or supply.

4.2 Pre-regi stration feasibility studi es, awareness canpaigns
or pronotional activities of any other form may be conducted wth
prior approval of the licensing authority of the relevant

authorities and that should be confined to a reasonabl e extent.
NATURE L AVAI LABI LI TY CF | NFCRVATI ON

The conpany concerned shall on request, pronptly provide the health
professionals wth accurate and relevant information about the
phar maceuti cal product which the conpany markets.

Informati on about pharmaceutical products should accurately reflect
current know edge or other responsible opinion and shoul d be based on
an up-to-date evaluation of available scientific evidence and shoul d
reflect this evidence clearly. dains should not be stronger than
such evidence warrants. Every effort should be nade to avoid
anbi guity.

Informati on on pharmaceutical products nust be accurate and bal anced

and nmust not mislead either directly or by inplication.



5.4

Informati on nust be capable of substantiation, such substantiation
bei ng provided without delay at the request of the r el evant person or
aut hority.

5.5 No public communication shall be nade with the intent of pronoting a

5.

6

pharmaceuti cal product as safe and effective for any use before the
requi red approval of the pharmaceutical product for marketing of such
use is obtained. However, this provision is not intended to abridge
the right of the scientific community and the public to be fully
informed concerning scientific and medical progress. It is not
intended to restrict a full and proper exchange of scientific
i nformati on concerni ng a pharmaceutical product, including appropriate
dissem nation of investigational findings in scientific or lay
conmuni cations  nedia, nor to restrict public disclosure to
stockhol ders and others concerning any pharmaceutical product as may
be required or desirable under law, rule or regulation

Particular care should be taken that essential information as to
pharmaceuti cal products' safety, contra-indications and side effects
or toxic hazards in appropriately and consistently comunicated,
subject to the legal, regulatory and medi cal practices of Bangl adesh.

Pronotional comunications should have nedical clearance by the
qualified person of the conpany as provided for at clause 15.

QA M5 & COWPAR SONS
Clainms for a nedical products nust be based on an up-to-date
evaluation of available evidence and nust reflect this evidence

accurately and clearly.

Exaggerated or all -enbracing clainms nust not be nade and superl atives

must not be used. dains shoul d not i mply t hat a nedica
product, or an active ingredient, has sone special nerit, quality or
property unl ess this can be subst anti at ed.

Any statenment about side-effects should be specific and based on data
submitted with the Ilicense application or notified to t he
licensing authority, or on published data to which references are
given. It should not be stated that a product has no side effects,
toxic hazar ds or ri sks of addi ction

The word "safe" nust not be used wthout rational qualification.

The word 'new should not be used to describe any product or
presentation, which has been generally available, or any therapeutic
i ndi cation, which has been generally pronoted, for nore than twelve
nmont hs i n Bangl adesh.



Conpari sons of products nust be factual, fair, and capable of
substantiation. In presenting a conparison, care nust be taken to
ensure that it does not mslead by distortion, by undue enphasis, or
i n any other way.

' Hangi ng' conparatives, which without having any appreciable reason,
merely claim that the product is 'betterl, 'stronger' etc. nust not
be used.

Brand nanes of products of other companies nust not be used unless
the prior consent of the proprietors has been obtained. The
ownership of the trade-mark shall be acknow edged.

0O SPARAG NG REFEREINCES

The products or services of other conpanies should not be disparaged
either directly or by inplication.

Substantiated conparative clainms inviting fair conparisons with a
group of products or wth other products in the sanme field are
perm ssible, provided that such clainms are not presented in a way
which is likely to mslead, whether by distortion, undue enphasis or
ot herw se.

The clinical and scientific opinion of nenbers of the nedical and

allied professions should not be disparaged either directly or by
i mplication.

PR NTED PROMOTT ONAL MATER ALS

A pharmaceutical conpany should provide the menber of the health
profession with a data sheet while pronoting the product to him The

content of such data sheet should be approved by the |Ilicensing
aut hority.
Al other printed materials which is issued by the product I|icense

hol der or with his authority should conply to the content of the data
sheet and must include certain information specified hereunder in
t hi s code.

.3 (i) Except for "abbreviated advertisements”, as defined in clause 8.4

of this code, the following information must be given clearly and
conci sely on printed pronotional material:

The name and address of the holder of the license, or the name and
address of the part of his business, responsible for the pronotion of



t he product.

A quantitative list of the active ingredients, using approved nanes
where such exist, or other non-proprietary nanes; alternatively, the
non-proprietary name of the product if it is the subject of an
accept ed nonogr aph.

At |east one authorised indication for use consistent with the data
sheet.

A succinct statenent of the information in the data sheet relating to
the dosage and nmethod of use relevant to the indications quoted
in the advertisenent and, where not otherw se obvious, the route of
admi ni strati on.

A succinct statenent of the side-effects, precautions and
contra indications relevant to the indications in the advertisenent;
the substance of the relevant information in the data sheet being
given in a concise form

Any warning issued by the Licensing Authority which is required
to be included in advertisenents.

(ii) The information required by Cause 8.3 (i) (d), (e) and (f) nust
be printed in such type and in such a position that its relationship
to the clainms and indications is readily appreciated by the reader.

(i) The requirements of Clause 8.3 do not apply in the case of an
"abbrevi ated advertisenent” . An "abbreviated advertisenment" is one,
the text of which contains in relation to the product no nore than:
The brand nane of the product.

The approved nanes of the active ingredients, where such nanes
exi st, or other non- proprietary nanes; alternatively, the non-
proprietary name of the product if it is the subject of an accepted
nonogr aph.

The nane and address of the product |icense holder, or the nane and
address of the part of his business responsible for the pronotion of
t he product.

One indication for use, or nore than one indication provided that
these are in accordance with the data sheet.

A concise statenment, consistent with the data sheet, giving t he
reason why the product is recormended for such indication or
i ndi cati ons.

A form of words which indicates clearly that further information is
avail able on request from the license holder or is to be found in



the data sheet relating to the product.

8.4 (ii) An abbreviated advertisenent nust always contain the information

8.4

required by dause 8.4 (i) (a), (b) , (c) and (f). The
information required by Cause 8.4 (i) (d) and (e) is optional.
An abbreviated advertisenent nust not include any illustration

which is likely to convey any information about the product or
inmply clains which are additional to those provided in accordance
with Cause 8.4 (i) (a) to (e) inclusive.

(iii) An abbreviated advertisenent directed towards a doctor is

perm ssible only when it constitutes ad advertisenment appearing
in a publication sent or delivered wholly or mainly to doctors. A
| oose insert included in such a publication cannot be an
abbrevi ated advertisenent.

8.4 iv) An abbreviated advertisement cannot appear as part of another
pronotional item such as in a brochure consisting of a full
adverti senent for another of a conpany's products.

8.4 (v) An  abbreviated advertisenent is not perm ssible where the
l'icensing authority has required a warning to be included in any
advertisement relating to the nedical product, and/or the
i censing aut hority has i ssued a direction t hat
abbrevi ated advertisenents should not be issued.

8.5 Pronotional materials, such as nmmilings and journal advertisenents,
must not be designed in a manner which may obviously defeat its
pur pose.

8.6 Pronotional material should conform both in text and illustration,
to the standards of good taste and should recognise t he
pr of essi onal st andi ng of t he recipi ents.
Rel evant human figures and photographs may be used in pronotional
materials subject to approval of licensing authority. Such
illustration shoul d respect t he radition,
culture and social values of the people of Bangladesh.

8.7 Doctors' nanmes, photographs or a prom nent portrait must not be used
in a pronotional material or in any other way by which any
i ndi vi dual doctor may be identified or the ethical code of the
medi cal profession is contradicted.

8.8 Promotional materials should not imtate the devices, copy
sl ogans or general | ayout adopted by other conpanies in a way
that is likely to m slead or confuse.

8.9 \here appropriate, for exanpl e, in technical and other informative
material, the date of printing or the last review should be
st at ed.

8.10 No advertisenent included in a journal my consist of nore than

two consecutive pages. 8.11 Postcards, ot her exposed mailings,
envel opes or wappers should not <carry matter which mght be
regarded as advertising to the lay public or which could be
consi dered unsuitable for public view
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11.

Tel ephone and Tel ex nessages nust not be used for pronotional
pur poses.

In a two page journal advertisement only one page need include the
information required by Cl ause 8.3 of the Code provided that the
other page (except where it faces the page on which the
i nformation is print ed) i ncl udes a reference, on an outer
edge, in at least 8 point type, indicating where that information
appears.

Where the two pages of the advertisenent are not facing, neither
must be fal se or m sl eading when read in isolation.

VWhere an advertisenent consists of a double-sided insert in a
journal, neither side nust be false or msleading when read in
i sol ati on.

In a multi-page advertisenment, the information required by C ause
8.3 of the Code nust appear on one or nore continuous pages and
where such an advertisement consists of nore than four pages, the
advertisement nust include a clear indication as to t he
location of this information.

Pronotional materials should be used within two years of its
approval by the licensing authority. However, fresh approval may be
obt ai ned for further use.

REFERENCES TOGHFIC | AL BAD ES

Pronotional material should not include any reference to the
Committees formed by the governnent or to the licensing authority,
unless this is specifically required by the |licensing authority.

ART WIRK, (RAPHS, | LLUSTRATI ONS ETC

Illustrations nust not mislead as to the nature of the clains or
conpari sons being made, nor as to the purposes for which the
product is used; nor should illustrations distract from warnings or
contra-indications.

Art work illustrations must conformt o the letter and the spirit of
the Code. Graphs and tables should be presented in such a way as to
give a clear, fair, balanced view of the

matters with which they deal, and should only be included if they
are relevant to the clainms or conparisons bei ng made.

Graphs and tables must not be used in any way which nmight m slead

for exanmpl e, by their inconpleteness or by the use of suppressed
zeros or unusual scal es.

REPR NI, ABSTRACTS AND QUOTATI ONS
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It is only permssible to include in pronotional mat eri al

reasonabl y brief abstracts of, or quotations from articles by
menber s of the nedical pr of essi on and to include in such
materials reference to doctors names in a bibliography of published
works. In no case, however, should doctors nanes be used in a

prom nent manner in pronotional material.

Quotations from nedical literature, or from personal conmmunications
received from doctors, nust accurately reflect the neaning of the
aut hor and the significance of the study.

Quotations relating to nedical products taken from public
broadcasts (e.g. audio and television) and from private occasions,
such as nedi cal conferences or synposia, should not

be used without the witten perm ssion of the speaker.

The ut nost care nust be taken to avoid ascribing clainms or
views relating to nedical products to authors when such clains or
views no | onger represent or may not represent, the

current views of the authors concerned.

O STR BUTT AN GF PR NTED PROMOTT ONAL MATER AL

Pronotional material should only be sent or distributed to those
categories of health-care professionals whose need for; or interest
in, the particular information can reasonably be

assuned.

Any information designed to encourage the use of medical products in
clinics, industrial concerns, clubs or schools nust be addressed to
the nedical staff only.

Mailing lists only include those health-care professionals as defined
in this code. Requests from doctors to be renoved from pronotio nal
mailing lists nust be conplied with pronptly and no nanme may be
restored except at the doctor's request or with his permnission.

AD O-M SUAL MATER AL

Audi o- vi sual mat eri al qual i fyi ng as pr onot i onal mat eri al
must conply with all relevant requirements of the Code, with t he
exception of O ause 8. 3.

VWhen audio-visual material is used to pronote a product, the
information required by dause 8.3 (i) of the Code nust be provided
ei ther by way of a document made available to all persons to whomthe
material is played or shown, or to whomit is sent or except in the
case of material which consists of sound only, by way of inclusion as
part of the audiovisual material.

VWerein the information required by Clause 8.3 (i) is provided as



13. 4

part of the audio-visual material, it nust appear visually in or with
the advertisenment and be of sufficient clarity and duration that it
can be read easily.

Audi o-visual pronotional material is subject to the certification
requi rements of O ause

14, MUER AL REPRDUCED ON THHEVM ST QN APPARATUS, M SUAL D SPLAY LN TS AND
THE LI KE

14. (i) Pronotional material which is made available to hospitals, doctors,
pharmaci sts etc., by systenms which enable the material to be
accessed and reproduced on to televisi on apparatus, visual display
units arid the like, must comply with all relevant requirenments of
the Code, with the exception of Causes 8.3 and 8.14. Such materi al
i ncludes view data systens, nenory discs and the like, but not
vi deo-t apes, which cone withi n the scope of O ause 14.

14.(ii) The obligatory information required by Cause 8.3 (i) (a) - (f)

must be available through the system conveying the pronotional
material and instructions for accessing that information nust be
di spl ayed with the pronotional material.

14.(iii) Pronotional material made available in this way is subject to the

15.

15.1

15.2

15.3

certification requirements of C ause 15.
CERTI H CATI ON CF PR NTED PROMOT ONAL MATER AL

No pronotional material shall be issued unless the final text and
| ayout have been certified on behalf of the company by an authorised
person in the manner provided by this clause. The authorised person
shall be a pharmacy graduate or a nedical graduate. The authorised
person may be a full time enployee of the conpany or r etained by the
conpany. The retainership of an individual by nmore than one conpany
is not allowed.

The nanes of authorised persons, together with their qualifications,
shall be notified in advance to the licensing authority. Changes in
the names of the authorised persons nmust be pronptly notified to the
Li censi ng Aut hority.

The certificate shall certify that the signatories have exam ned the
material in its final formthat in their belief it is in accordance
with the requirements of the rel evant advertising regul ations and
this Code of Practice, is consistent with the product |icense and the
data sheet, and is a fair and truthful presentation of the facts
about the product.

15.4 Conpani es shall preserve all certificates, together with the materi al

inthe formcertified, for not less than three years and produce them



upon request from the Licensing Authority or the appropriate
conmttee formed by the governnent.

15.5 The foregoing procedure shall apply, with the necessary variation, to

16.

17.

17.

17.

17.

17.

17.

17.

17.

17.

audi o-visual material prepared by or on behalf of conpanies in
accordance with Clause 13, to pronotional material provided by or
with the authority of conpanies for reproduction on television
apparatus, visual display units and the like in accordance wth
G ause 14.

SUSPENS ON G- ADVERTI SEMENTS (R PRACTT GBS

In the event of the Code of Pharmaceutical Marketing Practices
Conmttee (CPMPC) requiring a conpany to suspend a practice or the
use of an advertisenment pending its decision on a conplaint relevant
to the safe or proper use of the product; the conpany shall conply
forthwth.

MED CAL REPRESENTATI VES

Medi cal Representatives nmust be adequately trained and possess
sufficient medical and technical know edge to present information on
t he conpany's products in an accurate and

responsi bl e manner

Medi cal Representatives should at all tinme maintain a high standard of
et hi cal conduct in the discharge of their duties.

The requirements of the Code which aim at accuracy, fairness,
bal ance, and good taste apply to oral representations as well as
printed materi al

Unfair or msleading conparisons nust be avoided by Medica
Representati ves.

C ains made for products by medical representatives nust be limted to
the indications perm tted by the product |icense.

Medi cal representatives nmust not enploy any inducenent or subterfuge
to gain an interview. No paynment of a fee should be nade for the
grant of an interview

Medi cal representatives nust ensure that the frequency, timing and
duration of calls on doctors, or on hospitals, together with the
manner in which they are nade, do not cause inconveni ence. The w shes
of an individual doctor, or the arrangenents in force at any
particul ar est abl i shnment , nmust be obser ved by medi cal
representatives.

Medi cal Representatives must take adequate precautions to ensure the
security of medical products in their possession



17.

17.

17.

17.

17.

18.
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12

13

14

18.1

18.2

18.

3

Medi cal Representatives nust not use the telephone to pronote
products to the nedical profession unless prior arrangement has been
made wi th individual doctors.

Medi cal representatives conpensation should be such so as not to
encour age unet hi cal practices.

When discussion about a product is initiated by a nedical
representative, he should be able to place before the doctor for
reference, on request by the doctor, the approved data sheet of the
pr oduct .

Conmpani es should prepare detailed briefing material for nedical

representatives on the technical aspects of any product which the
medi cal representative is to pronote. Briefing material nust conply
with the relevant requirenents of the Code and, in particular, is
subject to the certification requirenments of O ause 15.

Medi cal representatives should not make a claim for a product based
on the regulatory managenent of that product, or of conpeting
products, or based on any warnings issued in relation to other
products, unless in accordance with a specific requirenent. However,
a nedical representative may refer to such matters in answer t o a
speci fic question.

A conpany nmay only enploy as nedical representatives persons who are
graduates in science and have undergone at |east 4 weeks training on
the rel evant fields.

SAMPLE

Where the conpany so desires sanples of pharmaceutical products
may be supplied to the nedical and allied professions to famliarize
t hem with t he products, to enabl e t hem to gain
experience with the product in their practice, or upon request.

Free sanples for legally available medicines may be provided in
nodest quantities to the prescriber.

Free sanples for legally available non-prescription mnedicines
shoul d not be provided to the general public for pronotional purpose.

However, subject to the approval of the Licensing Authority,
exceptions may be nmade with certain categories of nedicines, which
may be distributed to the general public or to certain groups of
people for pronotional purpose. Such categories of nedicines may
include nutritional supplements, oral rehydration substances, birth
spaci ng medi ci nes & devices etc.

18.4 No sanples should be mailed to doctors except in response to a



18.5

18.6

19.

19.1

19.2

19.3

(i)
11)

(iii)
1'V)

19. 4

20.

request. Sanples which are sent by post nust be packed so as to be
reasonabl y secured.

VWere sanples of "Prescription only" products are distributed by a
representative, the sanple nmust be handed direct to the doctor or
given to a person authorised to receive the sanple on his behalf. A
simlar practice nust be adopted for products which would be unsafe
to use except under medical supervision

Distribution of sanples in hospitals should conply wth individual
hospital regulations, if any.

A FTS AND | NDUCEMENTS

Subject to dause 19-2, no gift or financial inducenent shall be
offered or given to nenbers of the medical profession for pur poses
of sal es pronotion.

Gfts in the formof articles designed as pronotional aids, whether
related to a particular product or of general utility, may be
distributed to nenbers of the nedical and allied professions provided
the gift is not unreasonably expensive and relevant to the practice
of medi ci ne or pharmacy.

The requirements of Clause 7.3 or Cause 7.4 do not apply if a
pronotional aid of the type nentioned in Cause 19-2 bears no nore
than one or nore of the follow ng particul ars

The nane of the product.

The name of the product |icense holder or the name of that part of

his business responsible for the pronotion and/or sale of the
pr oduct .

The address of the product |icense holder or the address of the part

of his business responsible for the sale of product.

An indication that the product nanme is a

trade mark

For the pronotional and of the type nentioned in clause 19.2 if brand
nane is mentioned it must also carry the generic nane of the product
and the conpany identity.

HSP TALI TY

Entertai nment or other hospitality offered to nenbers of the nedica
and allied professions for purpose of sales pronotion should always
be secondary to the main purpose of the neeting. It should not extend
beyond nenbers of the professions. The |level of hospitality should be
appropriate and not out of proportion to the occasion



21.

21.

21.

21.

21.

21.

21.

21.

21.

21.

22.

22.

22.

MARKETI NG RESEARCH

Marketing research is the collection and analysis of information and
should not be used to pronote ones products to underm ne other. The
use to which the statistics or information is put may well be
pronotional. The two phases shoul d be kept distinct.

Met hods used for marketing research nust never be such as to bring
discredit upon, or to reduce confidence in, the pharmaceutica
i ndustry. The followi ng provisions apply

whet her the research is carried out directly by the conpany concerned
or by an organisation acting on the conpany's behal f.

The foll ow ng i nformation nmust be made available to the
informant at first approach

(i) The nature of the survey.

(ii) The nanme and address of the organisation carrying out the work.
(iii) The identity of the interviewer.

Questions intended to solicit disparaging references to competing
products or conpanies nust be avoi ded.

Any witten or oral statement given or made to an informant in order
to obtain co-operation must be both factually correct and honoured.

Any incentives offered to the informants should be kept to a
m ni rum and be comensurate with the work invol ved

Mar ket i ng research must not in any circunstances be used as
a disguised form of sales prompotion and the research operation nust
not have as a direct objective the influencing of the opinions of
the informant.

The identity of an informant nust be treated as being confidenti al
unl ess he has specifically agreed otherw se

Precautions should be taken to ensure that no enbarrassnment results
for informants following on froman interview, or from any subsequent
conmuni cati on concerni ng the research project.

RELATI ONS WTH THE GENERAL PUBLI C AND LAY COMMUN CATI ON MEDI A

Requests from individual nenbers of the public for information or
advi ce on personal nedical matters nust always be refused and
the enquirer recomended to consult his or her own doctor

Medi ci nes which cannot legally be sold or supplied to the public
otherwise than in accordance with a prescription, or which are
legally limted to pronotion for sale or supply only on prescription



22.2

22.3

22.4

22.5

22.6

22.7

22.8

must not be advertised to the general public.

(a) Phar maceut i cal product s may be classified as

(i) Prescription only nedicines, and

(ii) Over the counter drugs.

The licensing authority wll determine the classification of a
product. Advertisenment to the general public in lay press may be
permtted for over the counter nedicines subject to prior approval of
the licensing authority.

Statenents nust never be designed or made for the purpose of
encour agi ng nmenbers of the public to ask their doctor to prescribe a
particul ar product.

Information about nedical products or matters related thereto,
i ncluding scientific discoveries or advances in treatment, should not
in general be nade available to t he general public either directly or
t hrough any |ay nedi um

The inportance of such information and the existence of legitimte
public interest in acquiring it may exceptionally justify holding a
press conf erence or t he i ssue of a press rel ease.

Invitations to attend such a conference, or the distribution of such
a press release, should be confined to persons who are qualified
either in nedical, pharmacy or nursing profession, or established as
the representatives of the nedical, pharmaceutical or scientific
press, or as the nedical correspondents of a responsible nedi um

In the circunstances set out above as to the significance of the
information, and in response to an unsolicited enquiry from a person
of the standing described, information may also be released in an
i nformal nanner.

A further exception may be acceptable when there exists a genuine
mutual interest of a financial or commercial nature justifying the

di scl osure of i nformation about medi cal product or related
matters privately or to a restricted public. Exanples are the
interests of shar ehol der s, financi al advi sers, enpl oyees and
creditors.

On al | occasi ons t he i nformati on whether witten, or

conmuni cated by ot her means, nust be presented in bal anced way so as
to avoid the risk of raising unfounded hopes of successfu
treatment or stinulating the demand for prescription of the
particul ar product.

An announcenent of the introduction of a new medi cal product must not
be made by press conference or formal press release until the
appropriate steps have been taken to informthe nedical profession of



its availability.

23. | NTERPRETATI ON AND | MPLEMENTATI ON

23.1 The Code of Pharnmaceutical Marketing Practices Committee ( CPMPC)
shall be formed by the Mnistry of Health and Family Wlfare to
execute periodic updatation of this Code and to nonitor its proper
i mpl enentation. The CPMPC will settle any dispute arising out of the
provisions of this code, with the intent to provide interpretation
and to deci de on subject of such dispute.

23.2 The conposition of the Code of Pharmaceutical Marketing Practices
Conmttee (CPMPC) shall be as follows :

1. The Director Chai r man
Directorate of Drugs Adm nistration
Representati ves of the follow ng organi sations as the Menbers :

2. Bangl adesh Medi cal and Dental Council Menber
3. Phar macy Council of Bangl adesh Menber
4. Bangl adesh Associ ati on of
Phar maceuti cal Industries Menber
5. Bangl adesh Pharm Soci ety Menber
6. Bangl adesh Medi cal Associ ation Menber
7. Deputy Director Drugs Administration Menber Secretary

24. CPERATI VE DATE

The Code of Pharmaceutical Marketing Practices (CPMP) shall take
effect on April 1, 1994.

*kk*
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