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Message from the General Director of EFEX 

This Code has been drawn up by the Greek Association of Self-Medication 
Industry (EFEX) with a view to ensuring the universal acceptance and adoption 
by the members of the Association of high conduct standards in terms of the 
interaction with Healthcare Professionals, Health Authorities and the public as 
well as in terms of the distribution and promotion of products falling within the 
scope of competence of EFEX. 

The advertising of products falling within the scope of competence of EFEX is 
governed by European Union Directives, as these have been transposed into 
the Greek Law by means of laws, ministerial decisions and explanatory circulars 
issued by EOF (the National Organisation for Medicines).  

The Code provides useful information/guidelines, which are aligned with the 
legal framework governing the pharmaceutical industry as well as with the 
professional standards of ethics and good professional conduct. 

Accepting and complying with the guidelines set forth by the Code is a 
requirement that has to be met in order for companies promoting products 
that fall within the scope of competence of EFEX to become members of the 
EFEX Association.  The distributors of products falling within the scope of 
competence of EFEX, be it EFEX members or not, which adopt the Code, are also 
committed to applying it both in spirit and in letter. 

The Code has been drawn up in order to help and facilitate company 
executives in promoting their products, in accordance with legislation and the 
circulars issued by EOF. It is designed for use together with the legislation and 
the circulars and may not, under any circumstances, replace them.   

EFEX would like to thank the author of this Code, Mr. Kostas Spyropoulos, 
whose long experience in the field of pharmaceuticals, specifically with regard 
to policy and compliance matters, is significant, as well as the ad hoc 
committee established by EFEX so that they could contribute to the author's 
difficult task; specifically, Messrs. Michalis Kondylis, Eleni Metaxa and Antonis 
Rokkos. 

 
        G. Dokios 
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1. INTRODUCTION  
 

The Greek Association of Self-Medication Industry (EFEX) represents the 
business entities engaged in research, production, distribution, promotion and, in 
general, trade activities in Greece with regard to: 
 OTC drugs, i.e. Over-the-counter drugs; 
 General Redistributed OTCs, i.e. drugs that can be sold by a non-pharmacist;  
 Vitamins and food supplements; 
 Herbal medicines; 
 Medical devices; 
 Homoeopathic products (raw materials and end products). 

 
 The above products shall be hereinafter stated as: “Products falling within the 
scope of the Code” 

 The EFEX Code of Ethics and Self-Regulation, hereinafter referred to as the “Code”, 
comprises the basic principles which shall guide and help the marketing 
authorization holders (MAHs) and/or Distributors of “Products falling within the 
scope of the Code” in terms of planning and implementing promotional activities 
related to their products while treating consumers/users and other EFEX members 
with respect.  

 The Code makes reference to the promotional activities implemented by MAHs 
and/or Distributors of “Products falling within the scope of the Code” or third parties, 
who act on their behalf, irrespective of the method of distribution of these products 
to consumers, or the promotional/advertising media and channels and the target 
audience. 

 The Code incorporates the Greek and EU law and, in some cases, provides an 
interpretation of the law, taking into account other promotion and advertising-
related parameters.  

 This is a Code of compliance and self-commitment, which is not intended solely to 
be read or interpreted as a text that was drawn up with a view to setting forth legal 
rights or obligations. The essence of this Code lies in the unwavering acceptance of 
its principles and procedures by the member companies of EFEX. 
 
1.1 RESPONSIBILITY 

 All MAHs and/or Distributors of ‘’Products falling within the scope of the Code’’ 
must comply with the respective legislation, both in letter and spirit. EFEX members 
shall accept and commit themselves to following the principles set forth by the  
 



 

 
 

7

 
present Code, using it as a guide when they plan or implement promotional 
activities, taking the Code into consideration both in letter and spirit.  

 The acceptance and implementation of the Code shall help create an environment 
where member companies will trust each other and advertise their products 
effectively and efficiently, increasing the level of consumer/user engagement in 
connection with their products.  
 EFEX believes that the acceptance and implementation of the Code by its members 
will attract to the EFEX Association more companies that operate in the trade and 
marketing of self-treatment and self-care products.  

1.2 THE PURPOSE OF THE CODE ΙS TO:  
 Lay down the framework in which Market Authorisation Holders and/or 

Distributors of ‘’Products falling within the scope of the Code’’, will organise 
and develop the promotion and advertising of their products to Healthcare 
Professionals who may introduce or distribute them or to consumers who may 
use them;  

 Ascertain that the advertising and promotional actions addressed to Healthcare 
Professionals and consumers take place based on the highest standards, which 
are followed by the MAHs and/or Distributors of “Products falling within the 
scope of the Code”;  

 Provide clarifications regarding the proper, acceptable and effective advertising 
of “Products falling within the scope of the Code” to the general public;  

 Describe the framework for the use and utilisation of the channels of 
information and communication with the general public and Healthcare 
Professionals. .    

1.3 THE FOLLOWING ARE INCLUDED IN THE SCOPE OF THE CODE: 
 Marketing requirements for “Products falling within the scope of the Code”;  
 The framework and manner for providing information and promoting “Products 

falling within the scope of the Code” to Healthcare Professionals;  
 The framework for promoting and advertising “Products falling within the 

scope of the Code” to the general public;  
 The manner in which Internet is used with regard to promoting and providing 

information on the “Products falling within the scope of the Code” to 
Healthcare Professionals (HCPs) and the general public;  

 The manner in which corporate scientific congresses are to be organised; 
 The manner in which HCPs are to be supported in terms of 

attending/participating in scientific congresses; 
 The framework for cooperation with HCPs for the provision of services; 
 Sample distribution; 
 Management of adverse events;   
 Distribution of reminder gifts; 
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 The framework for making donations to Hospital Institutions and Scientific 
Companies. 

 
1.4 NOT INCLUDED IN THE CODE: 
 Guidelines on the promotion of prescription drugs; 
 The framework and requirements for the SPCs and packaging materials of 

“Products falling within the scope of the Code”;   
 PR material and press releases that are not related to “Products falling within 

the scope of the Code”;   
 Cosmetic products advertising. 

 
 The Code's ultimate goal is to contribute significantly to the EFEX vision being 
realised, namely: “To develop and promote self-treatment and self-care as 
a key driver of Healthcare at First-Degree Level through responsible 
information being provided by the companies, empowering pharmacists 
as important health advisers and constantly offering safe, effective and 
innovative products that contribute to the health, well-being and welfare 
of people and society.” 
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2. DEFINITIONS   

 
The following definitions are provided for the purpose of facilitating the study 

and understanding of the Code. 
 
“General Redistributed OTCs” means a sub-category of OTC drugs that are 
distributed to consumers only by licensed pharmacies as well as food and beverage 
retail stores that have been or will be licensed by law to operate, such as: a) 
supermarkets, and b) convenience stores. General Redistributed OTCs are advertised 
and promoted similarly to OTC drugs. 

  
 “Healthcare Professionals (HCPs)” means doctors, dentists, pharmacists or nurses as 
well as any persons that are in a position to prescribe, distribute or administer 
“Products falling within the scope of the Code” when exercising their professional 
activities, or the persons who provide health services. Articles: 12.4, 13, 14, 15 
 
“Labelling” means the indications stated on the secondary and/or primary packaging 
(e.g. bottle label, secondary packaging). 

 
“Scientific Information” means the provision of scientific information by companies 
to Healthcare Professionals regarding the drugs/ products for the distribution of 
which said companies are responsible, with a view to said drugs/products being used 
properly. Article: 5.1 
 
 “Medical device” means any instrument, device, equipment, material or other item 
used on its own or combined with another, including the software required for it to 
function properly, which is intended by the manufacturer for human use, for the 
purposes of: 
 Illness diagnosis, prevention, monitoring or alleviation; 
 Injury or disability diagnosis, monitoring, treatment, alleviation or repair; 
 Researching, replacing or modifying the anatomy of a normal function; 
 Birth control; 

whose primary action in/on the human body is not achieved by pharmacological or 
immunological means nor through metabolism, but whose function may be assisted 
by those means.  
 The classification of Medical Devices is based on their intended purpose and mode 
of action.  
 
Medical Devices are classified in categories in order for a distinction to be made 
among the risks related to the different Medical Devices covered by the EEC 
Directive. Medical Devices are classified on the basis of specific rules and criteria, 
mostly taking into account duration, invasive characteristics, reusability, the energy 
source, the use and intended purpose of the products as well as the respective risks. 
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 Medical devices, except for devices which are made-to-measure or intended for 
clinical investigations, must bear the CE marking of conformity when launched in the 
market. The CE marking of conformity must appear in a visible, legible and indelible 
form on the device or its sterile pack, where practicable and appropriate, and on the 
instructions for use.   Where applicable, the CE marking must also appear on the 
sales packaging. 
The CE marking shall be accompanied by the identification number of the product 
attributed by the Notified Body.  Articles: 7.4, 9, 10, 11 
 
 “Health Claims” means the claims related to the therapeutic or pharmaceutical 
benefits of a product.  
 Examples of health claims: 
 “effective” 
 “relaxing” 
 “fast” 
 “normal function”  
 “long term” 
 “starts being effective in ....” 
 “its action lasts for/ up to 4 hours” 
 “nothing works better than ...” 
 “fast absorption” 
 “dosage: one per day”. 

 
 “Claims related to consumer preferences” means the claims related to sensory 
properties or user-friendly product characteristics. These are not medical claims as 
they pertain to consumer preferences, not to the therapeutic benefits of a product.    
These include consumer demands related to the form of the product, the packaging 
and handiness thereof as well as sensory properties, like the taste, not including 
availability or price-related demands. 
Examples of such claims: 
 “easy to swallow” 
 “made of natural ingredients” 
 “tasty” 
 “box packaging” 
 “practical sachet” 
 “non-fat” 

 
 
Market Authorisation Holder (MAH) for a medicine means “a legal entity in the 
name of which a medicine marketing authorisation is issued in Greece, with said 
entity being responsible for all obligations associated with the marketing of said 
medicinal product” (article 2, indent 18, Joint Ministerial Decision 
ΔΥΓ3(α)/83657/2005 (Government Gazette Series B, No 59/2006).                                    
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“OTC drugs” means the drugs which, after being evaluated by the Competent 
Authorisation Authorities, have been found to meet the classification criteria for 
over-the-counter drugs. The primary criteria for this classification are: 
 These products must be mass-consumption drugs, intended for mild diseases, 

whose symptoms are easily recognisable by patients; 
 They must note jeopardise either directly or indirectly the health of patients 

due to serious adverse reactions in approved dosages; 
 They must protect patients in the event of misuse and not be addictive; 
 They must not comprise recently approved active substances; 
 They must have a large therapeutic window in the recommended form and 

dose and address the general public; 
 These are well-established drugs, widely tested for treatment purposes, for a 
number of years, in most developed countries.  
 Said drugs may be advertised to the general public. 
In accordance with the law, OTC drugs shall be marketed solely and exclusively by 
pharmacies.   
Articles: 7.1, 9, 10, 11 
 
 “Homoeopathic medicinal products” means any drugs produced by substances 
referred to as homoeopathy sources, according to a method of homoeopathic 
production outlined in the European Pharmacopoeia or, in the absence thereof, in 
the Pharmacopoeias officially used at present in the EU member states. 
A homoeopathic medicinal product may comprise more than one ingredients. 
In order for homoeopathic medicinal products that are produced and marketed in 
the European Union to be launched in the Greek market, they are approved by 
means of a specific simplified procedure by EOF, unless said medicines have 
obtained marketing authorisation, pursuant to the national law, before 31 December 
1993.   
 This specific simplified approval procedure may be used only for homoeopathic 
medicinal products that meet the following requirements: 
— Oral administration or external use; 
— absence of a specific therapeutic indication in the packaging information or in any 

other information about the medicine, degree of dilution that ensures that the 
medicine is not harmful - specifically, the preparation must contain less than 
1/10,000 of the mother tincture and less than  
1/100 of the minimum dose used in allopathy of the active substances whose 
presence in an allopathic medicine requires that a doctor's prescription be 
produced. 
Articles: 7.3, 9, 10, 11 
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“Summary of product characteristics” (SPC) means the summary approved by the 
competent authorities which have issued the marketing authorisation of the product, 
according to the currently applicable law. 

 
“Products falling within the scope of competence of EOF” means the:  
 Pharmaceutical products for human and animal use 
 Special diet foods and food supplements 
 Biocides 
 Medical devices 
 Cosmetics 

 
“Products falling within the scope of the Code” means the products to which the 
present Code applies, namely: 

OTC drugs, i.e. over-the-counter drugs; 
 General Redistributed OTCs, i.e. drugs that can be sold by a non-pharmacist;  
 Vitamins & Food supplements 
 Herbal medicines; 
 Medical devices; 

              Homoeopathic products (raw materials and end products) 
 
“Promotion” means all the activities undertaken for a “Product falling within the 
scope of the Code” by a MAH and/or Distributor or a third party on their behalf for 
the promotion, supply, sale or administration of their products.  

 
”Food supplements” means the diet products falling within the scope of competence 
of EOF, which aim to supplement normal diet and are concentrated sources of 
nutrients or other substances, with nutritional or physiological effects (e.g. edible 
plant extracts and other ingredients of natural origin with nutrients, such as vitamin 
supplements, minerals, aminoacids, proteins, anti-oxidants, etc.), either alone or 
combined, which are traded in dosage forms, namely in administration forms such as 
capsules, pastilles, tablets, pills and other similar forms as well as powder sachets, 
ampoules with liquid products, vials with droppers and other similar forms of liquids 
and powders intended for intake in pre-measured small unit quantities.  
Food supplements are industrial products.  
 
The marketing of Food supplements is not subject to EOF's approval (i.e. prior 
assessment and authorisation) but rather to a mere notification, prior to being 
launched in the market by their Distributor.  Articles: 7.2, 9, 10, 11 

 
‘’Scientific Information Representative (SIR)’’ means a person with the general and 
special  
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knowledge required for the provision of oral information so that he/she may provide 
specific, responsible and accurate information about the products of a MAH and/or 
Distributor. . Article: 5.1.2. 
 
“Distributor” of a product means the legal entity which notifies EOF of a new product 
being marketed in Greece and is responsible for all marketing-related obligations.  
 
”Medicine” means any substance or a combination of substances characterised as 
having therapeutic or disease-prevention properties for human use or any substance 
or a combination of substances that may be used or administered to humans with 
the aim to restore, repair or modify normal functions by means of applying 
pharmacologic, immunologic or metabolic action, or to result in a medical diagnosis. 

  
 “Patient Information Leaflet/PIL” means the information leaflet addressed to users, 
which is comprised in the package of every medicinal product. It is approved by the 
competent authorities similarly to the Summary of Product Characteristics (SPC). 
  
“Sponsorship” means the provision of financial support to a third party in return for 
the promotion of the company/ a product. 
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3. MARKETING REQUIREMENTS for “Products falling within the 

scope of the Code”       
 

According to current legislation, MAHs and/or Distributors who wish to launch 
“Products falling within the scope of the Code” in the market must submit to the 
competent authority (i.e. EOF, which is the National Organisation for Medicines) the 
necessary documents and fees in order to be granted authorisation for or to notify 
the launch of a product.    

MAHs and/or Distributors may proceed with advertising or promoting 
“Products falling within the scope of the Code” only insofar as they have 
demonstrably completed the above actions. The content of the information provided 
to HCPs or of the advertisements addressed to the general public must be based on 
SPC information or on the product's characteristics that have been submitted to EOF 
within the context of notification of the product's launch in the market. 
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4. SCIENTIFIC SERVICE – DEPARTMENT FOR THE CERTIFICATION OF 

MATERIAL 
 

MAHs and/or Distributors of “Products falling within the scope of the Code” 
shall be obliged to have a Scientific Service - Department for the Certification of 
Material staffed by a properly trained health scientist, responsible for:  

a) The provision of information on “Products falling within the scope of the 
Code” which are marketed by said companies. Said department answers 
queries received from consumers/patients/physicians and/or other sources. 
Questions and answers may be recorded and filed.  
b) The inspection of promotional and advertising material prior to it being 
printed or reproduced or published/posted (on the radio, TV, the internet 
etc.), certifying that said material is consistent with the currently applicable 
law and the principles of the present Code. This certification states that the 
signatories have inspected the end material and ascertained its compliance 
with:  1) the requirements set forth by the provisions of the law and the 
Code, 2) the approved SPC information or the information notified to EOF 
prior to the product being launched to market (as applicable) and 3) the 
material is a fair and correct presentation of the product.  
 

Members, notify EFEX of the name and job title of the person responsible for 
the certification of promotional material from time to time.  

 
MAHs and/or Distributors shall be obliged to keep an archive of the 

promotional and advertising material for 3 years as well as related information 
[including without being limited to the number of copies, recipients, channel of 
distribution, advertising (visual or audio) material, media and time of publication].  
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5. PROMOTION of “Products falling within the scope of the Code”    

Consumers play an important role in taking initiatives and establishing habits 
that aim to keep their good health and well-being, increasing their interest in self-
care. The pharmaceutical industry, on its part, researches, produces and promotes 
products that help consumers with self-care and self-medication. EFEX members 
take initiatives in order to raise the awareness and inform individuals, who may 
recommend their products, as well as consumers, on the characteristics of their 
products, which may be used for self-medication.  

According to the currently applicable EU and Greek law, MAHs and/or Distributors of 
“Products falling within the scope of the Code”, may promote their products to HCPs 
and to the general public.  Promotional activities may take place only if marketing 
requirements are met as these are outlined in article 3. 

“Products falling within the scope of the Code” may be promoted by the MAHs 
and/or Distributors, depending on the target audience, to: a) HCPs: through SIRs, 
special press listings or HCP-dedicated websites, conferences and other promotional 
events, and b) the general public: through listings in the media, advertisements in 
open spaces or on TV, the radio or the internet and through promotional actions in 
the points of sale.   

5.1 PROMOTION TO HEALTHCARE PROFESSIONALS      

MAHs and/or Distributors of “Products falling within the scope of the Code”, as part 
of their products being promoted, shall inform Healthcare Professionals who, in their 
capacity, may recommend and/or administer said products. The provision of 
information aims to enhance HCPs’ knowledge regarding said products and confirm 
that these are used properly by the proper patients or users/consumers. Information 
may be provided through SIRs in the HCPs’ workplace, through HCP-dedicated 
websites, conferences or scientific congresses organised by scientific bodies or 
companies that market products falling within the competence of EOF, according to 
EOF's circulars. 

5.1.1 Information content  
 
The provision of scientific information on “products falling within the scope of the 
Code” addressed to HCPs must comprise the material information that is part of the 
summary of product characteristics (SPC) or the characteristics notified to EOF prior 
to the product being launched in the market. Where the purpose of information is  
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limited to a reminder, said reminder shall comprise only:  the name of the product 
and/or the name of the active substance. 
Scientific information must be: a) accurate, balanced, fair, unbiased and complete in 
order to give HPCs the opportunity to form an opinion on the value of the product, 
b) based on the assessment, to date, of all the relative findings and reflect it clearly, 
c) capable of offering documented evidence that must be provided speedily, in 
response to reasonable questions posed by HCPs.  
Scientific information provided, must encourage the rational use of “Products falling 
within the scope of the Code” by presenting them in an objective manner, without 
exaggerating their properties. Claims must not insinuate that a “product falling 
within the scope of the Code” has a particular value, quality or property, unless this 
claim can be documented. 
References to elements, tables and graphs used in the patient information leaflet 
must: a) originate from publications in recognised medical journals or scientific 
papers (with a credible Impact Factor), b) be faithfully reproduced, and c) their 
source must be accurately identified.  
With regard to side effects, promotional claims must reflect the approved indications 
and be capable of providing clinical documentation. However, there is no need to 
document the validity of elements that are approved in the marketing authorisation. 
Finally, the information provided must not be misleading by twisting, exaggerating, 
placing an unjustified emphasis on or omitting facts or in any other way.  
 

5.1.2 Scientific Information Representatives (SIRs)  
 
Scientific information to those who may recommend, distribute or administer 
“Products falling within the scope of the Code” at their workplace shall be provided 
by the MAH or Distributor's duly authorised employees, i.e. the “Scientific 
Information Representatives”.   
SIRs: 
 exercise their duties in a responsible and ethical manner;  
 are adequately trained by the company they are employed with and have 

proper and satisfactory scientific knowledge so that they  
may provide accurate and complete information on the respective products; 

 are taught the Code, with their employer seeing to such training;  
 comply with the principles of the Code of Ethics and the currently applicable 

legislation.  
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Specifically, SIRs should:  

 i. provide or make available, during their visits to HCPs,  for every “product 
falling within the scope of the Code” that is demonstrated by them, the 
summary of product characteristics (SPC) or the characteristics of the 
products as these were notified to EOF; 
ii. share with their company's scientific service the information exchanged 
with the HCPs with regard to the use of the promoted products. Specifically, 
with regard to the adverse reactions notified to them by the HCPs that have 
been visited, these must be directly reported to the MAH or Distributor's 
Pharmacovigilance Officer in order for legal proceedings to be initiated, if 
necessary; 
iii) ensure that the frequency, timing and duration of the visits as well as the 
way in which said visits are conducted, do not make the work of HCPs harder. 
Expectations of the HCPs (with regard to the visits) as well as any regulations 
- limitations concerning the time and place of the visit, as these are stipulated 
by the HCP's employer, must be respected; 
iv) during the visit or the pursuit of a visit, SIRs must see to it that they are 
not misleading in terms of their capacity or the company represented by 
them. 

SIRs shall not use any motive or pretext in order to make an appointment with HCPs.  
Companies/ businesses shall be responsible for the activities of their representatives 
where said activities take place within the scope of their employment. 
 

 MAHs and/or Distributors of ‘’Products falling within the scope of the Code’’ 

shall pay particular attention to the role of SIRs and the activities thereof as well 
as to the fact that there must be a clear segregation of SIRs depending on the 
products included in the information provided, e.g. information provided by the 
same SIR on prescription drugs and/or medical devices and/or food 
supplements.  

 
5.1.3 Other information channels  

 
In addition to HCPs being informed by SIRs, the MAHs and/or Distributors of 
‘’Products falling within the scope of the Code’’ may also inform HCPs through 
(company or product) websites, scientific congresses for the promotion of sales  
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organised by the same (in accordance with EOF's circulars), group detailing activities 
or promotional meetings that take place exclusively on Hospital premises. 
 Group Detailing activities are meetings with HCPs organised by a company in 

the company's offices or in any other place (that has the capacity and 
infrastructure for such event), which:  

 Are addressed to a small number of Healthcare Professionals working in the 
private sector (15 persons maximum);  

 The subjects discussed are strictly scientific;    
 Have limited duration (approx. 1.5 hour), without overnight stay; 
 Concern products of the company. 
 The speaker is an associate internally employed by the company. 

No EOF approval is required in order for said meetings to take place and the time 
dedicated to the provision of information must be longer than the time dedicated to 
dinner.  
 Promotional meetings that take place exclusively on Hospital premises: Meetings 

attended solely and exclusively by the Hospital's personnel/ HCPs, with the only 
requirement being the Hospital’s approval. The speaker is always an associate 
employed internally by the company and the content of the discussion pertains 
solely to company products.  

 Scientific congresses for the promotion of sales: the events organised by 
companies marketing products that fall within the competence of EOF, which 
are hosted in Greece and aim primarily to inform HCPs on products falling 
within the competence of  EOF.  Depending on the duration and structure of the 
event's schedule, participants shall be allowed up to two overnight stays. 
Persons working in University clinics - state clinics (ESY, PEDY clinics etc.) shall 
not be allowed to participate in scientific congresses for the promotion of sales.   
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5.2 PROMOTION TO THE GENERAL PUBLIC 

According to the respective legislation, direct promotion and advertising of 
‘’Products falling within the scope of the Code’’ to the general public is permitted. 
Direct promotional activities addressed to the general public reinforce the self-
medication rationale and facilitate consumer self-care.  

Consumers showing increased interest in self-care have developed the necessary 
capabilities for the search and evaluation of health-related information as well as a 
specific understanding of self-medication. MAHs and/or Distributors of ‘’Products 
falling within the scope of the Code’’ respond to the public's increased interest by 
pursuing communication with the public (be it one-way communication or 
communication in the form of interaction), which aims to: inform consumers and 
justify their documented decisions in connection with the choice and use of the 
proper product, helps them identify the risks and benefits from the use of said 
products and makes them capable of handling self-care up to the point they feel safe 
doing it.   

Increased responsibility is required by the member companies of EFEX, the MAHs 
and/or the Distributors of “Products falling within the scope of the Code” so that 
advertising can ensure the provision of proper and objective information to 
consumers, rendering them capable of making decisions on the supply and use of the 
proper product for the care of their health.  

5.2.1 Promotional and advertising material and media  

The promotion and advertising of “Products falling within the scope of the Code” by 
the MAHs and/or Distributors may take place in various ways, including, without 
being limited to:  
 TV, cinema or radio commercials; 
 Print ads in the form of listings (to be used in newspapers, magazines, etc.); 
 Ads in outdoor areas where consumers hang out;     
 Ads in indoor areas, e.g. sports venues, doctor's office or hospital waiting 

rooms, pharmacies, etc.;   
 Ads on the internet & web banners; 
 Advertising info brochures and booklets; 
 Promotional gadgets bearing the brand/ sponsor's name;   
 Promotional material in the points of sale/distribution;   
 Direct mail marketing; 

 
 Promotional messages / texts used by telephone helplines; 
 Promotional messages through the telephone, either in oral or written form;  
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 Use of promotional material prepared by third parties, e.g. an article in a health 
magazine combined with an advertisement or an article authored and signed 
by a Healthcare Professional;   

 Press releases issued by the company; 
 Product websites;   
 Social media; 
 Sales discounts. 

 

The above promotional channels shall not apply to all “Products falling within 
the scope of the Code”. 

 

Sponsorships to sports clubs/associations, show businesses etc. for the 
advertising of pharmaceutical companies or “Products falling within the scope 
of the Code” shall be realised upon the respective agreement being signed 
which shall outline the benefits for the sponsor. Within the context of self-
regulation, sponsoring companies must ensure that sponsorship benefits are 
not associated with or attributed to those parties who may recommend, market 
or administer their products (HCPs).    

  
No MAH and/or Distributor of “Products falling within the scope of the Code” must 
participate in promotional actions which pose risks for the public or harm the 
reputation of EFEX.  
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6. ADVERTISING   

 
Advertising, combined with other activities that aim to provide information, 

tests or reminders of the “Products falling within the scope of the Code”, means a 
series of promotional actions planned and materialised by MAHs and/or Distributors. 
. 
 

6.1 THE ADVERTISING FRAMEWORK  

In order to ensure the provision of objective and credible information to consumers, 
the advertising of “Products falling within the scope of the Code”, irrespective of the 
medium and manner in which it is used, must be subject to the following principles 
and guidelines of proper communication.   

6.2 IN GENERAL   

1. Advertising, in general, must comply with SPC or the information notified to EOF 
prior to the “Products falling within the scope of the Code” being launched in the 
market (as applicable). 

2. Advertising must use phrasing that is understood by consumers. Although the 
use of medical terminology is accepted, it must be deployed carefully in order 
not to confuse or mislead consumers. 

3. Advertising must be deployed carefully in order not to encourage, either directly 
or indirectly, the generic, needless or unnecessary use of any “Products falling 
within the scope of the Code”. 

4.  Advertising must not comprise information or material that could, through a 
detailed description or the description of a patient's history, lead consumers to 
incorrect self-diagnosis. 

5. Advertising must not discourage consumers from seeking medical advice. In 
addition, it must not claim that seeking medical advice or undergoing a surgical 
operation are unnecessary. 

6. Advertising must not offer diagnosis, advice or make any remote treatment 
suggestions. 

7. Advertising must not cause patients worry without reason with regard to any 
disease whatsoever; 

8. Advertising must not undermine the healthy way of life, i.e. exercising, keeping a 
healthy diet or smoking cessation; 

9. Advertising must not be misleading as to the nature, the ingredients or 
indications of a product; 

10. Advertising may refer to the use of a product in chronic conditions or for 
prevention, insofar as this is consistent with the SPC; 
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11. Advertising must be clearly distinguished from independent editorials.   
 
Claims  
 

12. Advertising must comprise true facts, without being misleading. It must not 
include exaggerated claims, either explicit or implicit.  

13. Promotional messages must be documented with evidence. 
14. Subjective claims not included in the SPC (e.g. the wonderful taste of sore throat 

pastilles) are considered acceptable if based on market research.  
15. The word “safe” must be documented and justified. 
16. Claims regarding the onset of action, absorption, solubility, distribution and other 

pharmacokinetics components are acceptable solely if they comply with the 
Summary of Product Characteristics (SPC). MAHs and/or Distributors of “Products 
falling within the scope of the Code” must hold proof for all the claims used in 
advertising. 

17. Advertising must not claim or imply that the results of a product are guaranteed.  
18. Advertising must not claim that a product does not contain one or more 

ingredients that can be found in a preparation produced by competitors, thus 
implying that said ingredients are not safe or should be avoided. 
 
Comparisons  
 

19. All comparisons must be balanced, fair and supported.  
20. Generic comparative claims such as: safer, faster, more effective, more potent, 

should be avoided unless founded on comparative studies.  
21. The characterisation “better” should be used carefully in order to avoid any 

implication of a product's superior quality versus other products.  
22. Superiority claims must not be used unless founded on direct comparative 

tests or other evidence. 
 

23. Generic comparisons must not be made without stating what the specific 
product is compared to. 

24. Comparative sales claims (e.g. best-selling) must be accurate and documented by 
producing evidence such as the information source, the reference period, the 
compared products/ group of products, the geographic area of reference etc.)  
 
Competition  
 

25. Brand names of other companies’ products must not be used without the 
respective MAH’s license. 
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26. Advertising must not diminish the value of or cast doubt, either explicitly or 
implicitly, on a competitive product, ingredient or type of treatment; 

27. Advertising must not claim that the results of a product are better than or 
equivalent to the results of another identifiable product or treatment;  

28. Advertising must not claim that consumers’ health could be adversely affected if 
they choose not to use the advertised health product; 

29. Advertising must not imply that the use of a “product falling within the scope of 
the Code” is endorsed by scientific bodies and/or the authorities. It suffices to 
state that the launch of the product in the market has been authorised by or 
notified to the competent authority; 

30. Advertising must not state or imply that a product is recommended or used by a 
healthcare professional or scientist (e.g. physician, dentist, pharmacist, nurse or 
midwife); 

31. Advertising must not comprise false, alarming or misleading health recovery 
claims; 

32. Advertising must not use misleading, alarming or improper images featuring 
changes to the human body; 

33. Advertising must not comprise misleading claims about the innovative qualities 
of a preparation / packaging. Claims about a product being “new” can only be 
made for a two-year period as of the date that the product/ packaging was 
launched for the first time for consumer use. 

34. No product or any of the therapeutic properties of a product must claim they are 
unique, unless said product is considerably different to other marketed products; 

35. Advertising must not disrepute “Products falling within the scope of the Code” 
and, by extension, EFEX. 
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Examples of claims and a crucial check point list for advertisements/listings can 
be found in ANNEXES ΙΙ & ΙΙΙ, respectively, to the present Code 

 
Advertising must not be primarily or exclusively addressed to children. 
“Testimonials” must comply with all other principles of the present Code and of the 
currently applicable laws. 
"Testimonials” must represent the user’s genuine views. 
A healthcare professional or a celebrity must not be identified as persons giving 
testimonials. 
 
In addition, the advertising of “Products falling within the scope of the Code” is 
governed by the principles of the Greek Code of Advertising and Communication 
(ANNEX Ι). Follow the link set out below for more information.   
http://www.see.gr/index.php?option=com_content&view=article&id=21&Itemid=23 
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7. PROMOTION AND ADVERTISING PER CATEGORY   

7.1 OTC DRUGS  

A MAH of OTC drugs (including General Redistributed OTCs) shall be obliged, 
pursuant to article 130 of Joint Ministerial Decision Δ.ΥΓ3α/Γ.Π. 32221, to submit 
to/notify EOF by providing a copy of each: 1) form used for the provision of 
information to HCPs (with specific coding), 2) advertisement made, accompanied by 
a form stating the target audience, the channel of transmission, listing or circulation 
and the date of first transmission, listing or circulation. Further, a valid SPC shall be 
submitted. For the convenience of MAHs of OTC drugs, MAHs may submit on a one-
off basis the advertising material for their medicinal product, accompanied by the 
advertising calendar for a specific period and stating the media where the 
advertisement shall appear.  
Said submission/ notification (of print material or advertisement) is required within 
the context of ex post inspections, not for approval purposes. EOF may demand that 
a MAH retract an advertisement if said advertisement is not compliant with the 
requirements of Joint Ministerial Decision Δ.ΥΓ3α/Γ.Π. 32221 (PART Χ).   
 
Advertisements of OTC drugs (and General Redistributed OTCs, by extension) 
addressed to the general public must be based on and follow the framework 
outlined in the foregoing 6.2.  
In addition, the following considerations shall be taken into account:   
Advertising must be designed in such a way as to render the advertising nature of 
the message evident and the product must be clearly defined as a medicine; 

Advertising must include an explicit and legible encouragement to read carefully the 
instructions stated in the enclosed leaflet or in the secondary packaging, as 
applicable;  

Advertising must not undermine the consumers’ trust in medicines; 

Advertising must not show children making use of or being within the reach of 
medicines without being supervised by an adult; 

Advertising must not claim that a medicine has no adverse events;  

Advertising must not claim that a medicinal product is a dietary item (food), a 
cosmetic product or other non-medicinal product. Emphasis should not be placed on 
the characteristics of the preparation that are related to the taste, smell and form 
thereof in order to avoid any misinterpretations of the nature of the medicine; 

Advertising must not claim that the use of a medicine can further enhance normal 
good health; 
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Advertising must not include any content that: 

a) makes a visit to the doctor or a surgical operation seem unnecessary, especially by 
providing diagnosis or recommending correspondence treatment; 

b) implies that a medicine's effect is guaranteed or not accompanied by adverse 
events or that the medicine is better than or equivalent to another treatment or 
medicines; 

c) implies that the health of an individual may be improved by using said medicine; 

d) implies that the health of an individual may suffer if said medicine is not used;  

 e) is addressed exclusively or primarily to children; 

f) makes reference to recommendations by scientists, healthcare professionals or 
celebrities who, although they are neither scientists nor Healthcare Professionals, 
can promote drug consumption due to their fame; 

g) equates medicines with dietary items, cosmetics or other consumer products; 

h) implies that the safety or efficacy of a medicine is due to the fact that it is a 
natural product; 

i) by describing or representing in detail the symptoms of an isolated case, it could 
result in an incorrect self-diagnosis; 

j) comprises reassurances about being healed in an excessively alarming or 
misleading way; 

k) uses, in an excessively alarming or misleading way, visual representations of the 
degeneration of the human body due to diseases or injuries or of the medicine's 
action on the human body or parts thereof. 

 
 
Advertising a medicine as a product that can be used during pregnancy is acceptable 
only if supported by the SPC. In any event, where a medicine is used during 
pregnancy, the careful use thereof must be recommended. 
 
Basic information comprised in advertisements that are addressed to the general 
public 
 
 All advertisements of OTC drugs that are addressed to the general public must 
comprise the following basic/ fundamental information:  
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 The name of the medicine and the nonproprietary name in cases where the 
medicine comprises only one active substance;  

 The necessary information on how to use the medicine properly; 
 An explicit and easy-to-read encouragement to read carefully the instructions 

stated in the enclosed leaflet or in the secondary packaging, as applicable; 
The information communicated by advertisements to the general public must be 
easy to read; 
Finally, advertisements of OTC drugs that are addressed to the general public may 
comprise only the drug's proprietary name, if this is a reminder advertisement. 
 
In practice and on a case-by-case basis: 
 
All advertisements in print, visual, audio or electronic media must be accompanied 
by the following warning label: 
 “THE MINISTRY OF HEALTH AND WELFARE AND THE  NATIONAL ORGANISATION FOR MEDICINES  RECOMMEND: READ THE  

INSTRUCTIONS FOR USE CAREFULLY -  SEEK THE ADVICE OF YOUR DOCTOR OR PHARMACIST” 

In addition, depending on the medium of transmission, the following specific 
requirements apply: 
1) In print advertising (and the Internet), the following apply: 
- The warning label must cover 15% of the ad surface; 
- The font used for the phrase ‘The Ministry of Health and Welfare and the National 
Organisation for Medicines recommend’ must be Helvetica, semi-black, lower-case 
and upper-case, whereas the phrase “Read the Instructions for Use carefully - Seek 
the advice of your Doctor or Pharmacist” must occupy 50% of the label surface and 
the font must be Helvetica, black, upper-case; 
- The ad text must be clear and easy to read (the font size must be at least 8); 
-  The label must not be covered nor fragmented due to the insertion of other 
indications or images. 
 
 
2) In visual advertising (e.g.  TV, cinema, Internet), the label “The Ministry of Health 
and Welfare and the National Organisation for Medicines recommend: Read the 
Instructions for Use carefully - Seek the advice of your Doctor or Pharmacist” must 
appear as a moving subtitle or surtitle for at least 10 seconds, occupying at least 15% 
of the surface in the upper or lower part of the screen respectively and being clear 
and easy to read, without the insertion of other labels or messages. 
In visual messages of a duration less than 10 seconds, the label must appear as a 
fixed three-line subtitle in a frame that will be easy to read and will occupy 20% of 
the lower part of the screen, with upper-case letters, without the insertion of other 
labels. 
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3) In audio advertising (e.g. radio), the label “The Ministry of Health and Welfare and 
the National Organisation for Medicines recommend: Read the Instructions for Use 
carefully - Seek the advice of your Doctor or Pharmacist” should be broadcast 
immediately after the radio spot, clearly and in a way that is understood by the 
audience. 
  
With regard to the promotion of OTC drugs, the following must be taken into 
account:   
 Medicines must not be promoted by offering reimbursement to unsatisfied 

users. 

 The distribution of samples of OTC drugs to consumers or of related coupons or 
the advertising of free sample distribution shall not be permitted.   

 The distribution of placebo drugs to the public, e.g. combined with the 
demonstration of specific devices, shall not be permitted. 

 

7.2 FOOD SUPPLEMENTS   

Food Supplements shall be advertised according to the principles of article 6.2 
above. 
All advertisements and, in general, the presentation of Food Supplements shall 
include perforce the following details, in a legible and visible manner: 
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a) the names of the categories of nutrients or substances that are characteristic 
of the product or the indication about the nature of said nutrients or substances; 
b) the recommended dose of the product for daily intake; 
c) a warning against excesses of the specific recommended daily dose; 
d) a statement that Food Supplements should not be used in lieu of a balanced 
diet; 
e) a statement that products must be kept out of the reach of small children; 
f) the EOF notification number together with a reference that the product is not 
subject to authorisation procedures; 
g) the following warning: “This product is not intended for the prevention, 
treatment or therapy of a human disease. Seek the advice of your doctor if you 
are pregnant, breastfeeding, under medication or have health issues”. 
Joint Ministerial Decision Γ5α/63625/19.9.2017 

  
In addition, the following considerations must be taken into account:  
It is pointed out that food supplements are not intended for the prevention, 
treatment or therapy of a human disease, as these are properties pertaining to 
medicines only. As such, the advertisements of food supplements must not present 
prevention or therapeutic indications that pertain only to medicines and medical 
devices.  
 

 For clarification purposes and for the rational use of the claims stated when 
advertising and promoting food supplements, the EU, through Regulations (EU) 
No 432/2012 and No 536/2013, has drawn up a list of permitted health claims 
on food, excluding any claims pertaining to the reduced risk of disease as well 
as claims regarding children’s health and development.  

 
It should be made clear to consumers that the advertised product is not a substitute 
for “normal diet”, i.e. a recommended and balanced diet, but that it only serves as a 
supplement thereto. This is achieved, for example, with clear and easy-to-read 
labels, such as “the present is not a substitute for balanced diet”.                         
 
Food supplements are not subject to authorisation, i.e. assessment in advance and 
licensing, but rather to notification of their being launched in the market for ex post 
inspection purposes. Any reference depicting the product as ‘’authorised’’ by EOF is 
unlawful and misleading.  
By contrast, the reference, in every advertisement, of the EOF notification number 
is required. 
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Recommended labelling template:  

Food Supplements should not be used as a replacement for a healthy, balanced 
diet. The recommended daily dose should not be exceeded. Recommended 
product dose for daily intake. 

This product is not intended for the prevention, treatment or therapy of a 
human disease. Seek the advice of your doctor if you are pregnant, 
breastfeeding, under medication or have health issues. Keep out of the reach of 
children. Before using, consult the instructions for use. 

 EOF notification number: ......./..-0..-20.. Distributor .............. 

 
The use of markings such as CE or EU or any other marks that lead average 
consumers to believe that the ‘efficacy’, ‘quality’, 'safety’ etc. of a product is 
certified, shall not be permitted. Such markings pertain to products of another 
category, for different use, and are not to be used in connection with food 
supplements.  
Any advertisements that do not comply with the foregoing shall not be permitted. 
The same applies to misleading advertisements, e.g. the use of individuals who, 
because of the place they find themselves in (e.g. inside a pharmacist's) or because 
of the clothes they wear, lead consumers to believe that the product is 
recommended or trusted by doctors or pharmacists or other healthcare 
professionals or that the user of the advertised product becomes a “superman” or 
where adults are encouraged to use the product, etc. 
All advertisements must comprise the full details of the company which was notified 
to EOF as the distributor of said product and the company submitting said 
notification to EOF must be identified as the company advertising the product.  
Any advertisements that are hosted without comprising the full details of the 
company distributing the product in Greece shall further result in sanctions being 
imposed on the host media.  
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7.3 HOMOEOPATHIC MEDICINAL PRODUCTS 

Pursuant to article 132 of Joint Ministerial Decision Δ.ΥΓ3α/Γ.Π. 3221, advertising 
homoeopathic medicinal products to the general public shall be permitted. Only the 
following elements may be used in said advertisements:  
 the scientific name of the source(s), accompanied by the degree of dilution, 

with the symbols of the pharmacopoeia used. In the event of a multiple 
sources being linked to the homoeopathic medicine, the scientific name of the 
sources on the label may be supplemented with an invented name; 

 the full name and address of the registration holder and, possibly, of the 
producer; 

 the way in which the medicine can be administered and, where required, the 
route of administration; 

 the expiry date in a clear manner (month, year); 
 the pharmacotechnical form; 
 the strength of the pharmaceutical sample for sale; 
 the special preservation precautions, where required; 
 a special warning for this medicine, where required; 
 the batch number; 
 the registration number; 
 the phrase “homoeopathic medicinal product without approved therapeutic 

indications”; 
 an advice warning to users to visit a doctor if the symptoms persist. 

  
In any event, the advertising of homoeopathic medicinal products shall follow the 
advertising principles outlined in article 6.2 of the present Code. The MAH is obliged 
to submit to/notify EOF by providing a copy of  each:  
1) form used for the provision of information to HCPs (with specific coding), 2) 
advertisement made, accompanied by a form stating the target audience, the 
channel of transmission, listing or circulation and the date of first transmission, 
listing or circulation. 
Said submission/ notification (of print material or advertisement) is required within 
the context of ex post inspections, not for approval purposes. EOF may demand that 
a MAH retract an advertisement if said advertisement is not compliant with the 
requirements of Joint Ministerial Decision Δ.ΥΓ3α/Γ.Π. 32221 (PART Χ).   
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7.4 MEDICAL DEVICES  

Medical devices shall be advertised pursuant to article 6.2 . In addition, the following 
considerations must be taken into account:   
According to the principles and the advertising framework outlined above, the 
advertising and, in general, the promotional material must depict accurately the 
intended use of the product. Any advertisements, presentations or announcements 
that attribute to or imply directly or indirectly that a medical device has misleading 
properties that are not related to the actual properties of the product shall not be 
permitted. Any related print, visual, audio, audio-visual, electronic or otherwise 
presented or transmitted material shall be subject to ex post inspections by EOF. 

Further: Any advertising, distribution, sale or trade in any other way of in vitro 
diagnostic reagents for the detection or confirmation in a sample of the human body 
of contagion or antibodies of HIV viruses (all types) in the form of a self-testing kit, 
namely for use at home by non-experts, shall not be permitted. These products may 
be advertised, distributed and sold for professional use only in dedicated test labs. 
The following phrase must be stated clearly and visibly in the packaging of said 
reagents: “This product may not be advertised, distributed, traded or sold to the 
general public for use at home. It is traded for professional use only”. 
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8. THE USE OF THE INTERNET FOR PROMOTIONAL PURPOSES  
 

Technological evolution and, by extension, internet use encourages and 
facilitates the access of users to information. Nowadays, consumers search for 
reliable information at any time of the day, for more time than ever. This trend has 
brought to surface new ways of communication between the interested parties 
(consumers and companies) as well as novel ways for companies to advertise their 
products or services. This is how reality is currently shaped. 
The promotion and advertising of “Products falling within the scope of the Code” has 
undoubtedly been affected by technological evolution and the use of the internet. 
Member companies of EFEX have acknowledged their responsibility in designing and 
implementing information programs for their products that will enhance the 
knowledge of interested parties and help consumers with self-diagnosis and self-
medication.  
This part of the Code will set a framework for the development and operation of 
consumer information programs by the MAHs and/or the Distributors of “Products 
falling within the scope of the Code” and for starting a discussion with them in terms 
of achieving an objective and valid exchange of information.  In the European Union, 
the trend is to increase the awareness of the industry and of all stakeholders so that 
they agree on a self-regulation framework which will support the industry's financial 
and social objective, i.e. the provision of information to interested parties and 
consumer protection.    
In addition to patients/consumers, it is also Healthcare Professionals who seek 
information through the internet in order to be briefed about new products or 
update their knowledge. HCPs believe that online training, information and patient 
support programmes have a significant contribution to their own development and 
access to information as well as to the development of and access to information by 
interested patients. Similarly to seeking information and answers in scientific 
journals and books, HCPs seek information online, e.g. on websites, e-libraries, e-
journals and listings.    
 

8.1 OBTAINING INFORMATION THROUGH THE INTERNET  

Searching for and obtaining information through the Internet is an issue concerning 
both Healthcare Professionals and patients/consumers. The information content 
available on the Internet depends on the category of interested parties (HCPs or 
consumers) and the category of products (e.g. medicines or food supplements or 
medical devices). For this purpose, information programmes provided by MAHs 
and/or Distributors of “Products falling within the scope of the Code” should check 
and adapt the type of information they make available per category of interested 
parties.  
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For the implementation of information programmes, the following tools are used: 
 Company websites;  
 Product websites;  
 Banners on websites; 
 Publications and listings through the Internet; 
 Paid advertisements on the Internet; 
 YouTube.  

 
and the social media: 
 Facebook; 
 Twitter;  
 Blogs.  

 
Responsibilities  
 
MAHs and/or Distributors of “Products falling within the scope of the Code” shall be 
solely and exclusively responsible for the following types of content, which is posted 
on the foregoing communication channels that are operated by the same or by third 
parties on their behalf:   
 Communications and material owned by them and/or whose development was 

financed by the same and/or third parties on their behalf; 
 Communications and material acquired and hosted on a website whose 

content or part thereof is controlled by them, irrespective of whether or not 
feedback has been requested or received; 

 Communications and material acquired or produced on a specific website as 
requested by the MAHs or the Distributors of “Products falling within the scope 
of the Code”, irrespective of whether or not they have control over the content 
of the website. 

MAHs and/or Distributors of “Products falling within the scope of the Code” shall not 
be responsible for any other type of content except as described above, even if said 
content is related with members or their products.  
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 8.1.1 One-way communication 
 
One-way communication channels are the following: company or product websites, 
publications or listings on the Internet or on YouTube, and the MAHs and/or 
Distributors of “Products falling within the scope of the Code” who use said channels, 
must ensure that:   
 The material to be posted is prepared by an experienced executive who is well 

familiar with the product, the target therapeutic category, the patient 
information leaflet, etc.   

 The material is approved by a member of the scientific committee or the 
advertisement review committee before being posted on the Internet. 

 The material must be updated and refreshed regularly. 
 In the event of OTC drugs, the material shall be notified to EOF by means of 

being submitted to the Control of Production and Distribution Division 
(E.P.K.P.).  

In any event, for the preparation and posting of the content, the instructions of 
articles 6.2 & 7 of the present Code must be adhered to, per category of ‘’Products 
falling within the scope of the Code’’ and per category of interested parties (HCPs – 
consumers).  
Members are recommended to set up an internal procedure which will include and 
outline how the information or messages posted on the Internet/websites are 
developed, written, approved and updated. 
 Where users and the company can communicate through the website, the 

company shall appoint a contact person who will handle any complaints or 
reports on adverse events according to the circulars issued by EOF.  

 The information provided in the ‘’FAQ’’ section of a website must be sufficiently 
simple, without giving the impression that this is personalised advice addressed 
to a specific consumer (e.g. not to be written in first person instead of third 
person). 

 
 8.1.2 Social media  

The social media shall be used: a) by the public for the purpose of starting a 
discussion and exchanging information on issues of common interest and b) by the 
MAHs and/or Distributors of “Products falling within the scope of the Code” for the 
provision of information, advertising and in order to start a discussion with 
patients/consumers of their products. The use of social media and the preparation 
and presentation of their content shall be governed by the following framework:  
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Responsibilities  

The creation of social media accounts and content publication shall be permitted 
only in the name and on behalf of the MAH and/or the Distributor of “Products 
falling within the scope of the Code”. Persons employed with MAHs and/or 
Distributors of “Products falling within the scope of the Code” shall not be permitted 
to take part in discussions related with the MAH and/or Distributor's products.   
MAHs and/or Distributors of “Products falling within the scope of the Code” have no 
obligation whatsoever to monitor the appearance of unsolicited content created by a 
social media user in connection with their products on the social media, where they 
have no control over editing the content. However, where potential adverse 
reactions related to their products are reported, then, they have the responsibility to 
comply with law provisions on pharmacovigilance and adverse reaction reporting to 
the competent authorities, where required. 
  
Social media content - management   
 
The following rules shall apply with regard to the content and the mode of 
communication through social media: 
 Product-related content which is published on the social media must be 

consistent with the indications and characteristics stated in the SPC or 
submitted to EOF as part of the notification of said product being launched in 
the market.  

 The content need not include detailed information from the SPC or the 
characteristics notified to EOF as part of the notification of said product being 
launched in the market.  However, it must be easy for consumers to be 
redirected to an official source of information, e.g. with a link to the product 
website containing the relevant information.   

 The answers to claims or questions posed by third parties must be founded on 
the SPC or on the product characteristics that were submitted to EOF as part of 
the notification of said product being launched in the market.   

 Only designated company personnel or third parties contracted for this 
purpose shall take part in social media discussions.  

 No recommendations on the use of a product by a specific person shall be 
made.     

 The privacy of third parties must be respected. Testimonials shall be posted 
only after the interested party has given his/her express consent, in accordance 
with the applicable laws on personal data protection. 

 
 Communication on the Internet must follow good conduct rules and members 

must also follow these rules when they are active or take part in discussions on 
the social media. These rules are also known as ‘Community Guidelines’ and 
refer to the applicable prohibitions regarding, for example, the posting of 
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offensive or disrespectful content, as well as the issues for discussion that are 
considered acceptable. The MAHs and/or Distributors   
of “Products falling within the scope of the Code” who have established specific 
guidelines for the use of social media are invited to post them on their website 
for the public’s information. 

 
Internal procedures 
 
The MAHs and/or Distributors of “Products falling within the scope of the Code” shall 
establish internal procedures, which will determine how to manage the content 
posted (websites, publications and listings through the Internet, paid advertisements 
on the Internet, etc.) and the content shared, on behalf of the company, through the 
social media. 
Said procedures shall include, without being limited to:  
- Guidelines with basic information on the structure and content of websites, the 
manner in which said content is written, the approval of content by the competent 
internal bodies, the frequency with which said content is refreshed and updated and 
the monitoring of discussions and activities on the social media;  
- Specifying the responsibilities and skills of the persons that will support the 
operation of the websites and represent the company on the social media; 
- Guidelines that will cover all aspects regarding legal and regulatory requirements, 
in particular, provisions which are consistent with pharmacovigilance requirements; 
- Guidelines to website administrators and standard answers or protocols about how 
to answer user comments pertaining to, for example: 

- Which topics are to be answered and who is to answer them;  
- When a comment must be deleted; 
- Which discussions must be stored; 
- How to handle misinformation;  
- Response time with regard to questions or inaccurate information; 
- Good communication rules;  
- Educational/training procedures within the context of activities covering the 
foregoing, as applicable. 
 

8.1.2.1   Informing the public through websites  
 
The MAHs and/or Distributors of “Products falling within the scope of the Code” can 
inform the public on their products through company or product websites.   
Every website, be it a company or product website, must host the following 
statement:    
 

The content of the present website is not and cannot be interpreted as a 
substitute for medical advice for which you should and are advised to consult 
with your doctor or pharmacist.  



 

 
 

39

 
The primary company website may include the company's profile, history, a list of 
products and the respective SPCs, contact details, etc. Additionally, it can comprise 
texts that inform the public on prevention and health promotion issues without, 
however, associating said issues with the respective “Products falling within the 
scope of the Code” in terms of which the company serves as a MAH and/or a 
Distributor.    
A product website may include general information on the product, which is in 
accordance with the product's SPC. In any event, there must be a link for direct 
access to the SPC or to the product characteristics which have been notified to EOF 
prior to the product being launched in the market.   
Information shall be provided on the following conditions: 
a) The texts and information shall be stated in a neutral and objective manner, with 
clear reference sources; 
b) The texts and graphics developed shall be signed by their author. The sources of 
the information included shall be kept on the files of each pharmaceutical company 
and shall be made available to EOF, if requested. 
All advertisements posted on a company or product website shall follow the 
provisions of article 7 (of the present Code), as per product category. 
 
8.1.2.2 Informing the public - Advertising through: Banners, posts and listings on the 

Internet, paid advertising on the Internet, YouTube  
 
The MAHs and/or Distributors of “Products falling within the scope of the Code” may 
inform the public on their products through advertisements, listings or videos on 
websites that are not owned by them/ for the operation of which they are not 
responsible. In any event, the content of ads, listings and videos shall  
 
 
comply with the advertising principles stated in the present article and in articles 6.2 
& 7 of the present Code.   
 
All banner ads or listings on the Internet or spots broadcast on audio-visual or 
electronic media shall be accompanied by the label: 

1) With regard to OTC drugs:  
 

“THE MINISTRY OF HEALTH AND THE  NATIONAL ORGANISATION FOR MEDICINES  
RECOMMEND: READ THE  INSTRUCTIONS FOR USE CAREFULLY -  SEEK THE ADVICE 
OF YOUR DOCTOR OR PHARMACIST” 

  
This label must be easy to read and, to this end, colours must be chosen so as for the 
proper contrast to be created whereas, with regard to print advertising, this label 
shall cover 15% of the ad's surface and the characters must occupy 50% of the label's 
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surface where banners or listings are concerned. Where spots are concerned, the 
label must appear as a subtitle or surtitle with duration of at least ten (10) seconds. 
Where the ad duration is less than 10 seconds, a fixed three-line subtitle will appear 
in a frame, which shall be easy to read and shall occupy at least 20% of the screen. 

2) With regard to food supplements:   
 

Food supplements should not be used as a replacement for a healthy, balanced 
diet. The recommended daily dose should not be exceeded. Recommended 
product dose for daily intake ......................................  
This product is not intended for the prevention, treatment or therapy of a 
human disease. Seek the advice of your doctor if you are pregnant, 
breastfeeding, under medication or have health issues. Keep out of the reach of 
children. Before using, consult the instructions for use. 

  EOF notification number: ......./..-0..-20.. Distributor ..............    

              
When a video transmitted on YouTube comprises claims about a “Product falling 
within the scope of the Code”, it must include all the basic information on said 
product. This information may be comprised in the description text under the video 
and/or as a link to a site containing the necessary information in a clear, easy-to-read 
manner, such as the product website.  
 
 
The MAHs and/or Distributors of “Products falling within the scope of the Code” shall 
be responsible for the updates published on YouTube, which are generated by them 
or on their behalf or content updates published on a specific profile page. It is 
recommended that feedback concerning videos and YouTube channels of the 
company is monitored on a timely basis. If the channel/profile page on YouTube is to 
be left unmonitored for an extended period, it may be best to inform the public in 
this regard.    
The MAHs and/or Distributors of “Products falling within the scope of the Code” shall 
answer questions published on their videos, since it is presumed that such questions 
are directly addressed to them. Answers shall follow the rules of good conduct that 
are stated above.   
 
 8.1.3 Informing the public through the social media  
 
8.1.3.1 Facebook 
 
The responsibilities and the manner in which information posted on the Facebook 
are to be managed by a representative of the MAH and/or Distributor of “Products 
falling within the scope of the Code” are those referred to in article 8.1 of the 
present Code.  
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The representative of a MAH and/or Distributor of “Products falling within the 
scope of the Code” answering to posts/comments by third parties who make claims 
about a product posted on the company's Facebook profile, shall take the full basic 
information into account in order to make corrections about true facts or give 
explanations to comments. References to the full basic information shall be 
included, in principle, in all Facebook messages that comprise claims about a 
product. Product profiles on Facebook shall include a link to full basic information 
on the products. 
Responsibility about Facebook updates shall also extend to the content published 
on behalf of the company on said page/profile. This includes status reports, 
content publication and answers to messages. Published content, such as links and 
articles not originating from the company, are not the company's responsibility as 
of publication time; however, attention should be paid so that it is reasonably clear 
that the content of the above links and articles is controlled by a third party, not 
the company.   
 Where an advertisement or advertising campaign is promoted through a third 
party's Facebook page, it must be made clear that this is an advertising 
announcement. This can be achieved by ensuring that the place occupied by said 
ad or campaign is referred to as a “sponsor's message”.   

 
 

8.1.3.2 Twitter  
 
All messages on Twitter comprising claims about a product, shall make reference to 
the basic information of the product. Where the space is limited in terms of the 
number of characters, simple statements can be made regarding the actual data on a 
pharmaceutical product, without including the basic information in the message. 
However, messages shall be accompanied by a link (e.g. to the company’s website) 
which provides the necessary information in a way that is clear and easy to read. 
In addition, it is possible that messages with a limited number of characters for 
advertising purposes be extended to multiple messages, if this is clearly illustrated 
(e.g. 1/2, 2/2). Basic information shall not be presented in a separate or subsequent 
message; it should be included in the advertising material. One message shall follow 
the other immediately. 
The content for which the MAH and/or Distributor of “Products falling within the 
scope of the Code” is responsible includes only what is stated on behalf of the MAH 
and/or the Distributor entity, within the framework of their specified Twitter user 
name. Said content is presented in tweets generated by the MAHs and/or 
Distributors of “Products falling within the scope of the Code”, including the 
exchange of content and answers to messages. 
Message re-tweeting from other users is also the responsibility of the member 
company.  
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Any user-generated content shall not fall within the MAH and/or Distributor's scope 
of responsibility.  
Companies shall be obliged to act when a tweet is addressed to them or in case 
they receive a direct message. Where a mere reference to a medicine is included in 
a user's tweet, it is not necessary to reply. 
Where an advertisement or advertising campaign is promoted through a third 
party's Twitter feed, it must be made clear that this is a paid listing. This is usually 
illustrated by adding #ad or #spon at the tweet end. 
 
8.1.3.3 Blogs   
 

A reference to the full basic information shall be included in all the blogs owned by 
MAHs and/or Distributors of “Products falling within the scope of the Code” that 
make claims about any of their products. It is possible to post articles on blogs that 
comprise simple, true, non-promotional statements about a “Product falling 
within the scope of the Code” without including the full basic information. 
However, these statements shall be accompanied by a link comprising the 
necessary information in a way that is clear and easy to read, such as a link to the 
product website. 
Responsibility about blog communication shall extend to the content published by 
or on behalf of the company. This includes answers to user comments that are 
published by or on behalf of the company.  
It is recommended that blogs be monitored on a timely basis.  
If the blog is to be left unmonitored for an extended period, it is advisable to 
inform the public in this regard. 
The MAHs and/or Distributors of “Products falling within the scope of the Code” 
shall respond when questions are published on their blogs, since it is deemed that   
said questions are directly addressed to them. Published content, such as links and 
articles not originating from the company, are not the company's responsibility as 
of the publication date thereof; however, attention should be paid so that it is 
reasonably clear that the content of the above links and articles is controlled by a 
third party, not the company. 
 Where an advertisement or advertising campaign is promoted through a third 
party's blog, it must be made clear that this is an advertising announcement. This 
can be achieved by ensuring that articles are labelled as “Sponsorship”.   
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9.  SAMPLES  

The MAHs and/or Distributors of “Products falling within the Scope of the Code” 
may distribute free samples of their products on certain conditions, depending on 
the product category, to HCPs or consumers, with a view to allowing said individuals 
evaluate or familiarise themselves with said products. This practice will help HCPs 
recommend or prescribe the product properly whereas it will help consumers test it 
before being marketed. The distribution of free samples shall not aim to prompt the 
recommendation of a product or to reward HCPs. It is advisable that sample 
distribution records are kept (where permitted) in order to ensure proper 
management of any product recall.  

Specifically: OTC drugs:  it is possible to distribute free samples only to persons 
authorised to supply or prescribe medicinal products on the following conditions: 

a) a small number of samples is distributed annually, which must be limited per 
medicinal product and per person authorised to prescribe, administer or distribute;   
b) sample suppliers must implement an adequate control and accountability system; 
c) samples must not be more sizeable than the smallest pack launched in the market; 
d) samples must bear the indication “free medical sample, no sale is permitted”;  
e) samples must be accompanied by a SPC copy. 
 
EOF must restrict sample distribution. 
 

The direct distribution of medicinal products to the public for promotional purposes 
shall not be permitted. 

 
Food supplements: 
The Distributors of Food Supplements in the Greek market may distribute product 
samples to the HCPs and to the general public.  
Distribution requirements for food supplement samples: 

1. The launch of the product in the market shall be previously notified to EOF; 
2. The “food supplement” (the content thereof) shall be packed in such a way 

that it cannot be used unless opened; 
3. The pack shall not be more sizeable than the smallest pack launched in the 

market, which has been notified to EOF within the context of the product 
being marketed; 

4. The sample pack shall include the product characteristics notified to EOF 
prior to the product being marketed;  

5. The following label shall be included: “FREE sample - NO SALE PERMITTED”; 
6. The following label shall be included: “Food Supplements should not be used 

as a replacement for a healthy balanced diet. The recommended daily dose 
should not be exceeded. Recommended product dose for daily intake .......... 
This product is not intended for the prevention, treatment or therapy of a 
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human disease. Seek the advice of your doctor if you are pregnant, 
breastfeeding, under medication or have health issues. Keep out of the reach 
of children. Before use, consult instructions for use.  EOF notification number: 
......./..-0..-20.. Distributor ..............    .”   

Food supplement samples may be distributed to: 
 HCPs through SIRs; 
 the general public (provided that the above requirements are met) through the 

points of sale (pharmacies or shops which are permitted by statutory law to sell 
Food Supplements).   

 
 Homoeopathic medicinal products  
Homoeopathic product samples may only be distributed to HCPs who may 
recommend or administer or distribute them on the following limitations and 
conditions: 

a) a small number of samples is distributed annually, which must be limited 
per medicinal product and per person authorised to administer or distribute; 
b) sample suppliers must implement an adequate control and accountability 
system; 
c) samples must not be more sizeable than the smallest pack launched in the 
market; 
d) samples must bear the indication “free medical sample, no sale is 
permitted”.  
 

Samples shall not be distributed to the public. 

 
Medical devices  
The Distributors of Medical Devices may distribute samples of their products to HCPs 
and the general pubic, on the following conditions: 

a) that the product has been assessed by EOF or a Notified Body and bears a 
CE marking; 
b) samples must not be more sizeable than the smallest pack launched in the 
market; 
c) samples shall bear the indication “free medical sample, no sale is 
permitted”; 
d) samples shall be accompanied by a SPC copy. 

Medical device samples may be distributed to: 
 HCPs through MSLs; 
 the general public (provided the above requirements are met) through the 

points of sale.   



 

 
 

45

 
10.  REMINDER GIFTS (gadgets)   

 
Within the context of promoting “Products falling within the scope of the Code”, 

MAHs and/or Distributors may invent, design, produce and distribute free items of 
insignificant value that serve as reminders of their products. These may include, 
without being limited to, notebooks, pens, device replicas or small desk accessories 
with the proper labelling and/or size in order to serve as reminders of a product. 
These shall be distributed within the context of events informing people about 
“Products falling within the scope of the Code”, e.g. congresses, corporate events or 
events at the points of sale.  The minimum information that shall be stated in said 
reminder gifts is: The product's proprietary name or the details of the MAH and/or 
the Distributor.  
Their value per unit may not exceed five euros (net value). 
The recipients of reminder gifts may be HCPs and/or consumers. 
Distribution to HCPs shall take place at their place of work or at conference 
stands/shows or at corporate events concerning “Products falling within the scope of 
the Code”. 
Distribution to the public may take place either through points of sale/distribution or 
within the context of an event informing the public on “Products falling within the 
scope of the Code”. 
 
Contests and prize draws  
 
Distributors of “Products falling within the scope of the Code” may organise contests 
and/or prize draws addressed to consumers within the context of promoting Food 
Supplements and/or Medical Devices. In any event, the procedures provided for shall 
be followed, consumers shall be treated with respect and any actions that may cause 
harm to the reputation of EFEX shall be avoided.                    
Similar activities addressed exclusively to HCPs (e.g. the pharmacists of city XX) shall 
not be allowed.   
 

11.  E-COMMERCE  
 

“Products falling within the scope of the Code” are traditionally available in 
pharmacies. However, certain sub-groups thereof (General Redistributed OTCs and 
food supplements) may also be marketed to consumers in stores, which, according 
to the statutory law, are permitted to sell standardised products.  
In addition, they may be distributed through e-commerce processes, solely and 
exclusively by points of sale that meet legal requirements. 
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12.  SCIENTIFIC CONGRESSES   

12.1 IN GENERAL 

The MAHs and/or Distributors of “Products falling within the scope of the Code”, as 
part of their business activities and, in particular, when implementing information 
and promotional programs for their products, shall: 

1. Sponsor the organisation of scientific congresses attended exclusively by 
HCPs, as set forth in the respective circulars issued by EOF;   

2. Organise promotional events in order to provide HCPs with information. 

Pursuant to article 31(3) Law 1316/1983 on “The organisation or financing of 
conferences or seminars or any other information events on matters falling within 
EOF's scope of competence by pharmaceutical companies or undertakings or 
through an advertising company or any other company providing services, may 
take place with EOF's prior approval. The costs for such conferences or seminars 
may not be included in the costs of products”. 

 
In addition, based on the applicable legislation, the promotional expenses of 
companies falling within EOF's scope of competence shall include sponsorships for 
events being organised by scientific organisations which deal exclusively or largely 
with administering and/or promoting medicines and other products falling within 
EOF's scope of competence. These expenses pertain to the promotion of specific 
products through shows, demonstrations, print material, stands, etc. Promotional 
expenses shall also comprise event organisation costs (venue rent, conference 
material, audio-visual equipment, hosting expenses for organisers and guests, 
food and drink costs). 

 
 Products falling within the scope of competence of EOF 
The scientific congresses requiring EOF's approval, pursuant to Law 1316/83, are:  
the events whose hosting scientific organisation and/or subject and/or majority of 
attendants are related with the following products falling within EOF's scope of 
competence. 
 Pharmaceutical products for human and animal use 
 Special diet foods and food supplements 
 Biocides 
 Medical devices 
 Cosmetics 

   
Scientific congresses means the conferences, seminars, workshops and similar 
continuous training events taking place in Greece or in a foreign country, with their 
content being of scientific nature, directly or indirectly related to matters falling 
within EOF's scope of competence, which are organised by: 

1. State organisations, such as: Universities, State Hospitals (clinics, labs, 
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health centres, Social Security healthcare bodies and units, etc.); 
2. Non-profit scientific organisations as well as non-profit scientific 

institutions, public or private entities, health scientist clubs, non-profit 
scientific associations of any legal form whatsoever; 

3. Private treatment centres; 
4. Companies marketing products that fall within EOF’s scope of competence; 

AND are financed by companies marketing products that fall within EOF's scope of 
competence. 
 
Organising and reporting on scientific congresses.  
 
The companies marketing products that fall within EOF's scope of competence, 
which wish to organise scientific congresses, shall take the following into 
consideration:  
  
 The respective requests shall be submitted to EOF ONLINE only, on a dedicated 

platform, four (4) times a year - in particular, in the months of: January, April, 
July and October (throughout these months), by following the detailed 
instructions provided on the e-platform.  

 Any requests submitted without the required information having been filled 
out or lacking attachments or stating incorrect information as well as any 
requests submitted upon expiry of the submission deadline shall be 
automatically dismissed by the platform, based on the respective circular.  

 Requests must be submitted on time: in the period between eight and two 
months prior to the event taking place.  Otherwise, they shall be automatically 
dismissed by the platform.  

 Any requests for modifications to the scientific congresses shall be submitted 
online only, within 10 business days at the latest prior to the scientific 
congress date, otherwise they shall not be accepted.  

 Within 6 months upon completion of the scientific congress, the organiser shall 
submit a financial report to EOF, online only. Said financial report shall 
comprise the costs and the number of participants.  

 
12.2 Scientific congresses organised by: State organisations, scientific associations 
or private treatment centres.  

 
Scientific congresses organised by the above bodies shall be governed by the 
following regulations: 
 
 With regard to international Scientific congresses (Global/European) organised 

in Greece by foreign scientific organisations, the foreign organiser must send a 
certificate confirming that the costs as well as speakers’ fees shall be 
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exclusively covered by the same. If an event is co-hosted with a Greek 
organisation, then, the foreign organisation must send a certificate, confirming 
its 50% participation in the event's budget and speakers’ fees whereas 
sponsorships shall amount up to €30,000 per sponsor company, otherwise the 
request shall not be accepted. 

 Events organised by Greek scientific organisations with the participation of 
foreign speakers shall not be considered international congresses; they shall be 
domestic congresses with international participation and the size of 
sponsorships shall vary depending on the duration of the event. 

 With regard to congresses organised by Greek scientific organisations in foreign 
countries, EOF shall grant approval only where there are serious scientific 
reasons for it. 

 Scientific organisations may organise, per calendar year, up to 4 scientific 
congresses, one Greek-wide conference (if such organisations meet the 
requirements) and, in addition, three regional congresses. 

 Greek-wide conferences shall be organised once a year by scientific 
organisations representing the specialties and specialisations recognised by the 
Central Health Council (KESY), with said scientific organisations being required 
to have ≤ 4 years of operation and documented scientific and training activities. 
The duration of the scientific part of such events shall be 2 days at least, the 
number of participants shall amount to ≤100, and sponsorships may be €30,000 
per sponsor company. 

 Scientific workshops shall be organised by scientific companies and shall last 
one day, irrespective of the number of participants, with the sponsorships 
amounting to €5,000 per sponsor company. 

 State organisations, such as hospitals, university clinics, and clinics operating 
under the National Health System (ESY) may organise scientific congresses 
(conferences, workshops, training seminars) up to 3 times per annum, with 
open participation. Said events shall take place in proximity to the city where 
the Hospital is located (within the limits of the region that used to be identified 
as prefecture or nearby said prefecture limits), preferably in the Hospital's 
auditorium, without the presence of pharmaceutical company stands if such 
events are hosted on Hospital grounds. The duration of these events  
may not exceed 2 days and the sponsorships by companies marketing products 
that fall within EOF’s scope of competence may amount up to €2,500, with the 
maximum aggregate sponsorship limit amounting to €10,000. Special cases of 
budget excesses shall be reviewed on a case-by-case basis (e.g. importing 
cadavers/parts from abroad - participation of foreign speakers etc.) 

 In the event that the scientific organisation organising the event is not able to 
or, on account of its legal form, may not issue a respective invoice/receipt, said 
scientific organisation may delegate the organisation of the event to a 
Professional Conference Organiser (PCO). The agreement signed by the 
contractor shall mention explicitly the organisation's request submitted to EOF. 

 Scientific congresses shall not be organised in tourist destinations during the  
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high season, i.e. the summer high season (1/7 - 31/8 ) and the winter high 
season (15/12 - 15/01), or in exclusive skiing destinations from 15/12/ to 
15/03. 

 EOF shall post on its website, on public view, the details of the hosting scientific 
organisation, the subject, place and time of the event as well as the budget for 
it. 

 
  Requirements for the financial support by and participation of EFEX member 
companies  

A necessary requirement for providing financial support to a scientific congress 
addressed to HCPs is to post it on EOF's website. The participation of a MAH and/or 
Distributor of “Products falling within the scope of the Code” may include (without 
being limited to) renting a show room for the promotion of products, promoting the 
company and/or its products in various areas and in varied ways on the conference 
grounds, organising lectures or round table discussions etc. The financial support 
shall be provided in accordance with the sponsorship plan issued by the organiser or 
authorised PCO. In any event, an agreement between the parties involved shall be 
signed (a two-party or three-party agreement), whereas invoices shall be issued by 
only one organisation (usually the PCO). 

The MAHs and/or Distributors of “Products falling within the scope of the 
Code” who wish, in the same scientific congress, to promote in parallel 
“Products falling within the scope of the Code” and prescription drugs must 
see to it that said promotional activities are discrete, easily identifiable by 
HCPs and in compliance with promotion/ information rules per category of 
products.  
Specifically:  
 The areas where information/promotional activities for prescription 
drugs and “Products falling within the scope of the Code” shall take place 
must be discrete. 
 Information messages and supporting material, per category of 
products, shall be compliant with legislation and the circulars issued by EOF. 
 The information/ reminder/advertising material shall be distributed 
from an appropriate area in the show room, which shall bear the appropriate 
signs (e.g.  promotional area for Food Supplements).   

 

Where a company participates in a scientific congress by providing financial support 
for a lecture or a round table discussion, the payment of an honorary fee 
(honorarium) to the invited HCP speakers and/or Presidents/Coordinators of the 
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conferences shall be permitted, with the event organisers being obliged to submit 
the following information to EOF: the HCP’s full name, specialty and the name of the 
scientific organisation he/she is employed with  (where applicable) and the amount 
of honorarium per speaker. Any such fee shall be deposited, according to the 
respective law provisions that apply from time to time, to the organisations provided 
for by statutory law which shall pass it on to the beneficiary, minus deductions 
(where applicable), and, at year's end, said organisations shall issue a respective 
statement of fees so that the payee may use it for tax purposes. Doctors and other 
healthcare professionals receiving honorary fees for acting as speakers shall report it 
in a respective conflict of interest statement to the Organising Committee of every 
event for a two-year period, a) at the beginning of their speech and b) in every 
subsequent publication they make in domestic or international scientific journals, if 
potentially related to the company’s products. 

 
12.3 Scientific congresses organised by companies that market products falling 
within the scope of competence of EOF.   

 
Scientific congresses organised by said companies shall be governed by the following 
regulations:  

 The duration of the event’s scientific section may vary from 4 hours to 3 days, 
with the possibility of up to 2 overnight stays. 

 The maximum number of events is 40 per calendar year. 

 Under no circumstances, may these events be organised on University or 
Hospital grounds. 

 Companies that market products falling within EOF's scope of competence may 
not submit requests for the organisation of scientific congresses in foreign 
countries or for the joint organisation of scientific congresses with other 
organisations (state organisations, non-profit scientific organisations, private 
University or Hospitals, etc.) in Greece or abroad. 

 HCPs employed with University clinics/clinics operating under the National 
Health System (ESY) or the First-Degree National Health Network (PEDY) etc. 
may not take part in sales promotion events [article 11(18) Law  2889/2001 & 
article 36, Law 4272/2014). 

 These events shall not be organised in tourist destinations during the high 
season, i.e. the summer high season (1/7 - 31/8) and the winter high season 
(15/12 - 15/01), or in exclusive skiing destinations from 15/12/ to 15/03. 

The requirements in order for a scientific congress to be organised by a company 
that markets products falling within EOF's scope of competence are the following:  
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 Posting details of the scientific congress on EOF's website; 
 The congress must be organised on conference venues or hotels with 

conference rooms that are appropriate for such events;  
 The congress’s schedule must be finalised and notified to EOF in advance;  
 The congress must be characterised in advance either as  “promotional” or 

“non promotional”; 
 The profile of the HCPs to be invited must be determined in advance.   

 
Where a company organises a scientific congress, it may cooperate with HCPs who 
will speak on its behalf for an honorary fee (honorarium). Any such fee shall be 
deposited, according to the respective law provisions that apply from time to time, 
to the organisations provided for by statutory law which shall pass it on to the 
beneficiary, minus deductions (where applicable), and, at year's end, said 
organisations shall issue a respective statement of fees so that the payee may use it 
for tax purposes. Doctors and other healthcare professionals who receive honorary 
fees for acting as speakers shall mention this in a respective conflict-of-interest 
statement.   
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12.4  Participation and sponsored participation of HCPs in scientific congresses    

 
Sponsorship for the participation of HCPs in scientific congresses  

MAHs and/or Distributors of “Products falling within the scope of the Code”, within 
the context of providing information and training to HCPs, may finance the costs of 
participation of said persons in scientific congresses, as stated in the circulars issued 
by EOF.  
Specifically:  
Companies that market products falling within EOF's scope of competence may 
cover HCP participation costs (travel costs, registration costs, accommodation and 
sustenance costs), provided that the HCP has obtained a training leave of absence 
by his/her employer, based on statutory law [article 11(18) Law 2889/2001 & article 
36, Law 4272/2014). Healthcare Professionals are solely responsible as to whether 
the information provided is correct and whether there is compliance with training 
leave requirements as said training leave must be consistent with statutory law. 
Therefore, any related documents shall not be submitted to EOF henceforth since 
the event participant shall be responsible/ liable in this regard.  
Pursuant to article 126 of Joint Ministerial Decision ΔΥΓ3α/οικ.32221/2013 
(Government Gazette Series B 1049) transposing Directive 2001/83/EC in the Greek 
legal order, as currently in force, only “the persons authorised to prescribe or supply 
drugs” may be the recipients of promotional actions by companies that market 
products falling within EOF's scope of competence”.  
The companies that market products falling within EOF's scope of competence may 
submit on the data base an application for the participation or replacement of HCPs 
to a scientific congress in Greece or in a foreign country, up to 10 days prior to 
commencement of the scientific congress, completing the respective fields:   
 Details of the company/sponsor;  

 Full name and Social Security Number (AMKA) of the HPC;  

 Specialty;  

 Employer & training leave;  

 Costs per HCP;  

 Subject - Place - Time - Organiser - Scientific organisation responsible for the 
event & link to the event’s scientific schedule;  

 Any "exception”, as stated below.  
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The HCP shall be solely responsible as to whether the information to be 
provided to the Company for submission to EOF is correct.   

 
Included in the criteria for choosing the HCPs that will receive financial support and 
will attend the conference are: specialty and any particular scientific interest of the 
HPA, the subject of the conference and of the lectures/ sessions, and the indications 
of the promoted “Products falling within the scope of the Code”.    

Events in foreign countries where HCPs may participate     
HCPs may participate in scientific congresses in foreign countries [article 11(18) 
of Law 2889/2001 & article 36, Law 4272/2014).  
 International Congresses;  
 European Congresses;  
 Congresses/specialised seminars in European countries or North America 

of high scientific interest and of international range - participation, with 
speakers from various countries;  

 Congresses for rare diseases, as these are stated in article 24, Law 
4213/13 Government Gazette 261Α/9.12.2013, with the organiser being a 
scientific organisation (the congress shall not be held merely under the 
auspices of said organisation).  

 
Restrictions in HCP participations  
 Maximum number of participations per sponsor company in Scientific 

congresses/ conferences held in foreign countries  
• For Europe, up to 10 HCPs per conference;  
• For North America, up to 5 HCPs per conference;  
• For the rest of the world, up to 5 HCPs per conference.  

 There is no maximum number of participations per sponsor company in 
Scientific congresses/ conferences held in Greece.  

 Out of all the participants in scientific congresses/conference in Greece or 
abroad, 10% shall be residents in the year before last as well as the last year of 
their residency as well as residents presenting research work. (Namely, 9+1 
residents, 4+1 residents).    

  Companies that market products falling within EOF's scope of competence 
may not sponsor the participation of the same HCP in more than 2 scientific 
congresses in foreign countries, 2 scientific congresses in Greece held by State 
organisations, Scientific associations or Private treatment centres and 2 
scientific congresses held by companies that market products falling within 
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EOF's scope of competence, if said events entail HCP travel and 
accommodation costs.  

 The annual number of participations per HCP may not exceed 3 per annum in 
terms of congresses held in foreign countries and 4 per annum in terms of 
congresses held in Greece.  

 
The above limitations shall not apply where: A healthcare professional has an active 
role as a “speaker”, “president”, “member” of the organising committee, first, second 
and last author of a paper (be it an oral announcement or a poster) that has been 
approved so that it may be presented in the congress together with the necessary 
evidence. If the speech or announcement is a result of cooperation of more than one 
clinics or labs, then, said exception shall also include the third and penultimate 
author (first, second, third, penultimate and last author).  
 

Prohibitions  
 Recreational events or the participation therein (e.g. excursions) shall be 

explicitly prohibited.  
 The companies that market products falling within EOF’s scope of 

competence shall not be permitted to finance the expenses of 
accompanying persons (Joint Ministerial Decision 
ΔΥΓ3α/οικ.32221/2013 issued by the Ministers of Development, 
Competitiveness, Infrastructure, Transport & Networks, and Health).  

 
Reporting  
For reporting purposes, a company that markets products falling within EOF's scope 
of competence shall update EOF's data bases with all the above information on the 
congresses held in Greece and in foreign countries and the final costs thereof within 
4 months as of completion of the scientific congress.   
   

Expense caps per HCP   
The hospitalisation (accommodation and sustenance) costs for HCPs 
participating in Scientific congresses/conferences in Greece may not exceed 
€70.00 max. per day for sustenance, VAT included, and €150.00 max. for 
accommodation, VAT included.  
The hospitalisation (accommodation and sustenance) costs for HCPs 
participating in Scientific congresses/conferences in foreign countries is 
determined as follows: €70.00 max., including breakfast, VAT not included, 
for sustenance, and  €250.00 max., VAT not included, for accommodation.  

 

The MAHs of prescription drugs which are members of other associations in addition 
to EFEX (e.g. the Hellenic Association of Pharmaceutical Companies/SFEE), who are 
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additionally MAHs and/or Distributors of “Products falling within the scope of the 
Code”, must establish and implement clear policies, procedures and criteria related 
to the selection of and the provision of financial support to HCPs participating in 
scientific congresses (as described above), with the implementation of the strictest 
Code.  
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13. WORKING TOGETHER WITH HEALTHCARE PROFESSIONALS FOR 
THE PROVISION OF SERVICES  

  
Without prejudice to the statutory provisions that apply to HCPs who are 

employed with the National Health System (ESY) and the First-Degree National 
Health Network (PEDY) as well as HCPs employed with University clinics, and without 
prejudice to article 6(4) of Law 3418/2005 (Government Gazette 287/Α/2005) on the 
Medical Ethics Code, MAHs and/or Distributors  of “Products falling within the scope 
of the Code” may work together with HCPs seeking their advisory or expert services 
or their services as speakers or staff trainers, with such services being directly related 
to their specialty. 
The provision of these services must not jeopardise the HCP-advisor’s clinical 
independence, with said HCP being bound at all times by an ethical commitment to 
making independent decisions and exercising his/her profession for the benefit of 
patients. The service provided by said HCPs must meet ascertained business needs of 
the company. 

1. Advisory services shall be provided within the context of organised meetings 
under the title “Advisory Committee”. These meetings are organised with the 
initiative of companies that serve as MAHs and/or Distributors of “Products 
falling within the scope of the Code”, shall meet ascertained needs of said 
companies and shall host up to 10 attending HCPs and company executives 
per meeting. Every company may organise a reasonable number of meetings 
per annum where, in any event, minutes must be kept and agreements with 
the HCPs involved must be signed.  

2. The company's personnel may be trained by an HCP, who is a member of a 
(University) Teaching-Research Staff or a private HCP (HCPs employed with 
ESY National Health System may not provide such services), with the proper 
abilities and skills. HCPs may provide training in scheduled corporate meetings 
regarding scientific issues: e.g. anatomy, immunology, treatment approach, 
interpretation of clinical studies, processing of epidemiological data etc.  

3. The MAHs and/or Distributors of “Products falling within the scope of the 
Code” may work together and reward HCPs acting as speakers, within the 
context of a lecture or a round table discussion being organised in a 
conference or in a promotional event organised with said company’s 
initiative. The HCP receiving a fee for this purpose, i.e. making a speech/ 
presentation on behalf of the company in the foregoing cases, must state the 
“conflict of interests” and ensure that its presentation is consistent with the  
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circulars issued by EOF. Any HCPs employed with Educational Institutions, 
Hospitals operating under the Ministry of Education or University Hospitals, 
ESY Hospitals or Clinics, Health Centres and Provincial Medical Centres 
(‘Agrotika Iatreia’) may not act as speakers in promotional events.   

 
Requirements for cooperation with an HCP  
The criteria used in selecting the HCPs that will work together with a company shall 
be directly related to the identified need for the provision of a service by the HCP.  
Said criteria may include, without being limited to: the subject of work, experience in 
a product and/or in a related scientific issue, professional and occupational 
reputation, training experience, any publications made, etc. The selection of, 
cooperation with and payment of a fee to an HCP by MAHs and/or Distributors of 
“Products falling within the scope of the Code” must not be associated with the 
recommendation or administration or distribution, without reason or cause, of the 
products of said MAH and/or Distributor nor may it be considered a reward so that a 
product may be recommended in the future.  
The cooperation between a MAH and/or Distributor of “Products falling within the 
scope of the Code” and an HCP shall be rendered final upon the respective 
agreement being signed, which shall depict the service, time and place of 
performance thereof, the fee and mode of payment of said fee to the HCP.  
The fee for the services provided shall be reasonable and consistent with standard 
market fees for the provision of such services.  
No sham contracts for the provision of services may be entered into in order for fees 
paid to HCPs for other, non-legal reasons to be justified.   
The MAHs and/or Distributors of “Products falling within the scope of the Code” 
must establish, through internal processes, a reasonable market value scale with 
regard to the payment of fees for standard HCP services and categories, taking into 
account: The HCP's ‘rank’, the hours of said HCP  being employed (preparation and 
participation) and the type of the service provided. 
 
  Methods of payment of fees to HCPs 
Within the context of a company working together with an HCP for the provision of 
services, the respective contract of work shall be entered into and executed. Said 
contract may be a two-party or three-party agreement, depending on the HCP's 
employer. 
 Namely: 

1.  Two-party agreements are signed with HCPs who can issue an Invoice for the 
Provision of Services and are paid by means of a deposit being made to a  
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personal account they keep with a recognised bank in Greece, as such 
account details are designated by said HCP.     
 
 
Three-party agreements are signed with HCPs who: 

a. are employed with educational institutions or Hospitals operating 
under the Ministry of Education or University institutions (even in cases 
where said HCPs can issue an Invoice for the Provision of Services). In this 
case, the agreement shall be co-signed by the respective Special Account 
for Research Grants (ELKE) and fees shall be paid to the HCP through it; 
and 
b. are employed with ESY or PEDY Hospitals or Clinics, Health Centres and 
Provincial Medical Centres. In this case, the agreement shall be co-signed 
by the respective Special Account for Research and Development Grants 
(ELKEA) and fees shall be paid to the HCP through it. 

The amount of an HCP's fee shall depend on the type of service provided, the time 
for which said HCP was employed, the HCP's specialty, title, professional experience, 
etc.   

  

It is not permitted for companies to make direct payments to HCPs for their 
participation in market research.  HCPs may be paid for their participation in 
market research insofar as this is organised by a dedicated company, always 
in compliance with ISOMAR principles.  
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14.  BOOKS & SUBSCRIPTIONS TO HEALTH PROFESSIONALS  

 The MAHs and/or Distributors of “Products falling within the scope of the Code” 
are interested in the continuous education and constant briefing of HCPs with 
regard to new products and new treatment approaches. For this reason, companies 
make sure that Scientific Information Representatives (SIRs) are well trained, 
provide financial support to HCPs to attend scientific congresses and donate them 
scientific books and papers or free subscriptions to e-journals or free access to data 
bases. The above provision of free scientific books or subscriptions may not exceed 
150 euros (net value) per annum, per HCP. The content of a scientific book or 
subscription’s titles, the recipient’s specialty, call frequency and the indications of 
the promoted products are some of the criteria to be taken into consideration 
when granting said contributions. For reasons of transparency and integrity, it is 
required that those provisions should be recorded and monitored.  
The total amount of contributions in terms of books and subscriptions must be 
proportional to the turnover, the promotional activities and the number of staff 
involved in promoting the specific products.   
The MAHs and/or Distributors of “Products falling within the scope of the Code” 
who are, at the same time, members of the Hellenic Association of Pharmaceutical 
Companies (SFEE), must ensure that potential conflicts of interests are properly 
handled.   

 

15.  REPORTING ADVERSE EVENTS  
 
The MAHs and/or Distributors of “Products falling within the scope of the Code” 

(depending on the category of products) have a properly trained representative 
(notified to EOF), who is responsible for: a) the training of employees in terms of 
reporting Adverse Events, and b) the handling of the reported Adverse Events 
according to legislation and the circulars issued by EOF.  
 

16.  PERSONAL DATA MANAGEMENT POLICY  
 

Within the context of implementing the EU and national statutory law, EFEX 
members shall see to the implementation of Regulation (EU) 2016/679 on handling 
the personal data of natural persons. Indicatively, these persons may be the HCPs to 
whom scientific information is addressed, the HCPs with whom they enter into 
relationships of cooperation or whose participation in congresses and other 
promotional events is financially supported. In any event, this pertains to natural 
persons whose personal data has been collected.  
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17.  DISCLOSURE OF BENEFITS GRANTED TO HEALTHCARE 
PROFESSIONALS   

 
Pursuant to article 66(7) of Law 4316/2014:  All pharmaceutical companies shall 

disclose benefits granted to third parties being Healthcare Professionals and 
Healthcare Organisations ... disclosure shall pertain to expenses related to 
prescription drugs. The method of disclosure shall be determined by EOF by means 
of circulars issued by the same.  
 

Article 66(7) of Law 4316/2014 
All pharmaceutical companies shall disclose on their websites and on EOF's 
dedicated website, by name, at the latest within six months as of end-of-
year closure per calendar year, all benefits granted to third parties, being 
Healthcare Professionals and Healthcare Organisations,  , including, without 
being limited to, donations, sponsorships, registrations costs for scientific 
congresses and events for the provision of scientific information to the 
medical community, as these are stated specifically in the circulars issued by 
EOF from time to time, travel and accommodation expenses as well as any 
other benefits granted for consideration within the context of a contract or 
discretionary benefits with regard to the promotion of prescription drugs.   

 
The MAHs and/or Distributors of “Products falling within the scope of the Code” shall 
not be obliged to disclose any benefits granted to HCPs or HCOs insofar as said 
benefits pertain exclusively to the promotion of “Products falling within the scope of 
the Code”. However, those MAHs and/or Distributors who additionally promote 
prescription drugs shall be subject to the afore-stated law and must disclose those 
specific expenses, irrespective of the category of the related products/drugs, 
according to EOF's instructions.  
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18.  DONATIONS TO NON-PROFIT ORGANISATIONS AND CHARITIES 
 
As part of Industry’s Social Responsibility, EFEX encourages its members to make 

donations to non-profit social organisations. Indicatively, these organisations may 
be, non-profit charity organisations, public bodies such as municipalities, 
organisations governed by private law, hospital institutions, universities or other 
entities governed by public law, scientific companies, HCP associations not operating 
for profit, etc.   
Donations may be made in cash or in kind.  
Donations in any form to individuals or organisations or bodies aiming to make profit 
shall not be permitted. 
Irrespective of the donee, donations shall comply with the following principles:   
 They shall not be made for consideration of any form to be had by the donor;    
 They shall not be made in order to exert influence on a decision-making 

process for the benefit of the donor;  
 They shall not be made as a ‘’reward’’ for a decision that was beneficial for the 

donor; 
 They shall not be made so that a member(s) of the organisation's 

administration be satisfied; 
 They shall not be made as indicated (directly or indirectly) by any third party;  
 They shall be made or paid directly to the applicant. 

In order for a donation to take place 
 The donor shall respond to a documented application submitted by the 

applicant;  
 An independent decision-making process shall be applied for the identification, 

prevention and mitigation of potential bribery and corruption risks that may 
arise by making a donation to a specific potential donee;  

 A respective agreement shall be signed and a specific process shall be followed 
(where applicable) that may be determined by the body supervising the 
applicant (e.g. through ELKE);  

 The donor shall follow up on whether the donation was used to meet the 
needs stated in the respective application and in the agreement.   

 

 EFEX members which are also members of other associations may be 
obliged to disclose said donations.  

 
In order for the public to be informed on new methods of self-medication and new 
products, EFEX members may cooperate with patient organisations to organize  
awareness campaigns. The information content shall be subject to the guidelines 
provided for in articles 6 & 7. Insofar as the patient organisation is financed by an 
MAH and/or Distributor of ‘’Products falling within the scope of the Code’’, a 
respective agreement shall be signed between the parties, clarifying the purpose of 
cooperation and the expenses to be covered by financing.  
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19.  DISTRIBUTION AND IMPLEMENTATION OF THE CODE    
 

The reputation of the Greek Association of Self-Medication Industry (EFEX) is 
linked to the modus operandi of its members. Within the framework of self-
regulation, its members are committed to implementing the present Code both in 
letter and in spirit.  Member companies and MAHs and/or Distributors of “Products 
falling within the scope of the Code” are encouraged to prepare and implement 
internal procedures, which shall ensure that said companies operate based on the 
principles stated herein.  
The Code shall be posted on EFEX’s website and copies thereof shall be distributed to 
EFEX members. Members shall undertake to train their personnel which is involved 
in the fields falling within the scope of the present Code.  
According to EFEX’s articles of association and the present Code, member companies 
shall be committed not only to implementing the present but, in addition, to 
encouraging and monitoring the implementation thereof by other members. They 
are encouraged to report to the competent bodies any breaches and implement the 
decisions of said bodies.   
 
Finally, we encourage all MAHs and/or Distributors of “Products falling within the 
scope of the Code”, which are not EFEX members, to adopt the principles of the 
Code and implement them in their day-to-day business activities.  
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APPENDICES 

 
 

APPENDIX I 

 
GREEK CODE OF ADVERTISING AND COMMUNICATION  
   I. General Principles of Advertising and Communication 
 
 
Article 1 - Basic principles 
a. All advertising shall be legal, appropriate, honest and sincere. 
b. All advertising shall be created in the spirit of social responsibility, according to fair 
competition principles, as fair competition is commonly perceived in the trading 
community. 
c. No advertisement may shake the public’s confidence in how advertising operates. 
Article 2 – Appropriateness 
Advertising shall not comprise statements or audio-visual presentations that are 
morally offensive according to the prevailing standards for appropriateness. 
Article 3 – Honesty 
a. Advertising shall be formulated in such a way as not to abuse the consumers’ trust 
and not to exploit consumer's lack of experience or knowledge. 
b. Any specific information that may have an impact on the consumer's final decision 
must be communicated clearly in order to be understood. 
Article 4 – Social responsibility 
a. Advertising shall respect human dignity and shall not comprise or imply any form 
of discrimination, including, among others, discrimination due to race, nationality, 
origin, religious beliefs, gender, age, disability or sexual orientation. 
b. Unless there are serious reasons, advertising shall not trade on people's fear, 
misery or pain. 
c. Advertising shall not comprise or imply information that may result in violent, 
unlawful or anti-social behaviour. 
d. Advertising shall not exploit people's prejudices or superstitions. 
Article 5 – Truthfulness 
1. Advertising shall be truthful and not misleading. 
 
2. Advertising shall not comprise statements or visual images which, directly or 
indirectly, with innuendos, omissions, ambiguous comments or exaggerated claims, 
may mislead consumers, in particular, with regard to: 
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a. the properties of a product, such as: type, composition, manufacturing 
method and time, suitability for the intended purpose, variety of uses, 
quantity, commercial or geographic origin, environmental impact; 
b.  the product's value and its actual gross price; 
c. the terms of delivery, exchange, return, repair and maintenance of a 
product; 
d. the guarantee terms of a product; 
e. intellectual property and industrial property rights, such as: patents, 
registered trademarks, designs and models, brand names; 
f. compliance with required specifications; 
g. the product’s official recognition or approval, i.e. distinctions such as medals, 
awards, diplomas; 
h. the extent of contribution to charity causes when buying a specific product. 

Article 6 – Use of technical/scientific information and terminology 
Advertising shall not: 

a. make poor use of technical information, such as research findings or 
abstracts from technical and scientific publications; 
b. use statistical information in such a way as to attribute exaggerated 
properties to the advertised product; 
c. use scientific terminology and jargon in order to present advertising claims as 
being based on scientific data, which, in reality, is not the case. 

Article 7 – Use of the terms ‘’free of charge’’ and ‘’with guaranty’’ 
The term ‘’free of charge’’, such as in ‘free gift’’ or ‘’free offer’’, shall be used only 
when offers do not entail any kind of obligation, or: 
- where the only obligation is the payment of delivery costs, which must not be 
higher than the cost of purchasing the product under offer, or 
- where the offer is provided in conjunction with the purchase of another product, 
insofar as the price thereof has not increased in order to cover part or the total cost 
of the product under offer. 
Advertising shall not state or imply that the ‘’Guaranty’’ or any other similar service 
shall offer consumers higher assurances than those stipulated by the law when, in 
reality, this is not the case. Guaranty terms as well as the guarantor's details must be 
readily available to consumers and any restrictions, if legally permitted, must be 
clearly stated. 
Article 8 – Documentation 
Descriptions, claims and depictions used in advertising shall be supported by 
documented evidence. Documentation shall be readily available as soon as it is 
requested by the bodies charged with the monitoring of self-regulation and self-
control, which are responsible for implementing the Code. 
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Article 9 – Advertising must be recognised as such 

a. Advertising must be recognised as such in any form and in any medium used. 
In the event that advertising is presented in a medium comprising news or 
other articles, it shall be presented in such a way as to be easily recognisable as 
advertising and the advertised party's identity shall be visible. 
b. Advertising shall not be misleading as to its real purpose. It must not be 
presented e.g. like market research or consumer research where it has 
commercial purposes such as selling a product. 

Article 10 – Identity of the advertised party 
The identity of the advertised party shall be visible. This shall not apply to ads whose 
sole purpose is to attract interest in future communication actions (teaser ads). 
If possible, advertising shall comprise the company's contact details so that 
consumer can contact the company easily. 
Article 11 – Comparisons 
Advertisements that comprise comparisons shall be designed in such a way as not to 
be misleading and shall be subject to fair competition principles. Comparison 
information shall be based on data which can be proved and must not be selected on 
bad faith or in a biased manner. 
Article 12 – Discrediting 
Advertisements shall not discredit, degrade or seek to ridicule any person or group 
of persons, other advertised parties, companies, organisations, industrial or 
commercial activities, occupations or products. 
Article 13 – Non-anonymous testimonials 
Advertising shall not comprise or make reference to signed testimonials or positive 
attestations unless said testimonials and attestations are genuine and authentic and 
are based on a personal experience of the individual providing the testimonial. 
Testimonials and attestations that are de facto obsolete or no longer applicable shall 
not be used. 
Article 14 – References to persons and private property  
a. Advertising shall not depict or make references to persons by name, unless prior 
authorisation has been given in this regard by said persons.  
b. Advertising may not, without the respective authorisation, depict or make 
references to private property, thus creating the impression 
of personal acknowledgement and approval of the advertised product or company 
by the owner of said property. 
Article 15 – Exploitation of reputation 
Advertising shall not make use, without just cause, of the name or initials or logo of 
another company, business, house, institution or organisation. Advertising may not 
in any way exploit the good reputation of another company, product, person or 
organisation, as this is comprised in the name, brands or other intellectual property  
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nor shall it take advantage of the positive impression created by another advertising 
campaign, without prior authorisation. 
Article 16 – Imitation 
Advertising shall not imitate the general appearance, text, slogans, visual 
presentations, music, sounds etc. of other advertisements in a way that may be 
misleading or confusing. Where an advertised party with multinational experience 
has established one of its products by means of a specific advertisement in one or 
more countries, other advertised parties shall not be permitted for a reasonable 
period to unfairly imitate its advertisements in other countries where the former 
party may engage into business, thus preventing it from using its advertisement in 
said countries. 
Article 17 – Health and Safety 
Advertising may not comprise visual presentations or images of hazardous activities 
or situations showing indifference to the health and safety of individuals, unless 
there are educational or social welfare reasons for it. Instructions for use in products 
shall comprise safe use warnings and, where required, clarifications. When the use 
of a product poses risks, children must be monitored by adults. 
The information accompanying a product shall comprise proper instructions for use 
covering all issues of health and safety. Information on these issues must be clear, 
with the use of images, texts or a combination thereof. 
 
Article 18 – Children and/or young persons 
The following provisions shall pertain to advertising addressed to children and/or 
young persons, as defined in domestic law. 
Special attention shall be paid to advertising that is addressed to or used by children 
and/or young persons. This type of advertising may not degrade socially acceptable 
behaviour and the established customs and way of life. 
Products which are not fit for children and/or young persons may not be advertised 
in media addressed to said age groups whereas advertising addressed to children 
and/or young persons may not be broadcast in media whose overall range of 
subjects is inappropriate for said age groups. 
Any material that is not fit for children must be clearly identified as such. 
Specific rules regarding the privacy protection of children and/or minors are stated in 
Article 10. 
 
 Inexperience and gullibility 
Advertising shall not take advantage of the lack of experience or natural gullibility of 
children, in particular with regard to the above: 
a. Where, in advertising, the use of a product is demonstrated: 
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- The age or capability required by the user in order to assemble it and use it 
must not be underestimated; 
- No exaggerated impressions must be created in terms of the actual size, 
value, nature, life cycle, use and function of the product; 
- The need for supplementary purchases must not be concealed, such as the 
purchase of parts and other material required in order for the product to be 
used as presented in the advertisement. 

b. Although the use of fantastic elements is appropriate in advertising addressed to 
children, such use shall be made in such a way as to avoid making children confuse 
reality with fantasy. 
c. Advertising addressed to children must be perceived by children as such. 
 
1. Prevention of harm 

Advertising shall not comprise expressions, elements or visual presentations 
that could harm children and/or young persons mentally, morally or physically.  
Advertising shall not present or encourage children and/or young persons to 
take part in hazardous situations and behaviours or acts that may cause them 
or others harm. 
 
 

2. Social values 
Advertising shall not lead children and/or young persons to believe that the 
purchase or use of an advertised product shall make them socially, 
psychologically or physically superior to others and/or vice-versa. 
Advertising shall not undermine parents’ prestige and responsibility  nor shall it 
dispute their judgement or choices. 
Advertising shall not encourage children and/or young persons to exert 
pressure on their parents or other adults in order for them to purchase an 
advertised product. 
Prices shall not be presented in a way that creates the wrong impression to 
children and/or young persons about the total cost and value of the product. 
Advertising shall not imply that the advertised product may be purchased by 
any family, irrespective of their income. 
Advertising that invites children and/or young persons to communicate with 
the company shall also encourage them to seek an adult's permission where 
this action entails costs, even if entailing communication costs only. 

More rules on advertising addressed to children on electronic media are comprised 
in Chapter D, article D7. 
Article 19 – Privacy and Personal Data Protection 
Personal data shall be collected in a way that respects a person’s privacy, in 
compliance with the statutory provisions on personal data protection. 
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1. Collecting data 
When personal information is collected from consumers, the latter must be notified 
of the purpose of the research and the potential disclosure of such information to 
third parties, who may use it for commercial purposes. This notification shall be 
made as soon as possible, if it is not feasible during research. 

2. Using data 
According to the present Code, the personal data collected shall: 
- be collected for a specific, legal purpose and are not to be used for any other 
purpose; 
- be adequate, not more than necessary, and relevant to the purpose for which it 
was collected; 
- be accurate and updated; 
- not be retained for longer than necessary for the purpose for which it was 
collected. 

3. Safe data processing 
Due to the sensitive nature of the information, particular attention shall be paid to 
taking safety measures that will only allow for authorised access to and disclosure of 
such information. 
In case of data transfers to third parties, safety measures of at least the same level 
must be ensured. 

4. Children's personal data 
Where children’s personal data is collected, parents shall be notified accordingly in 
order to see to their children's privacy being protected. 
Children shall be encouraged to ask for their parents or other adults’ consent prior to 
passing information through electronic media and, where possible, their actions 
must be controlled. 
Only the necessary personal data shall be requested in order for a minor to take part 
in the activity viewed. 
No personal data that has been provided by children shall be used to plan an 
advertising campaign addressed to parents or other relatives, without the parents’ 
prior consent. 
More rules on advertising addressed to children on electronic media and by 
telephone are comprised in Chapter D, article D7. 

5. Further protection of personal data 
Where personal data is collected for the purpose of planning an advertising 
communication, this shall be clearly stated, even if self-evident, and, in any event, 
the rules on the protection of personal data shall be adhered to and made available 
to consumers. 
In jurisdictions where there is no case law on personal data safety, the ICC Privacy 
Toolkit may be adopted. 
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6. Consumer rights 

All the necessary steps shall be taken so that consumers understand and are able to 
exercise their rights by requesting that: 
- their data be deleted from marketing communication lists (whilst preserving the 
right to be included in general interest lists); 
- their personal data not be disclosed to third parties for commercial purposes; 
- any errors with regard to the way their personal data is recorded be corrected. 
Where consumers refuse to receive advertising messages from specific media, their 
wishes need to be respected. 
More rules on the use of electronic media and consumer rights are comprised in 
Chapter D. 

7. International transactions 
Particular attention must be paid to protecting the personal data of consumers 
where said data is transferred from the country where it was collected to another 
jurisdiction. 
Where data processing takes place in a different jurisdiction, all necessary safety 
measures shall be taken so that the rules on personal data protection that are 
outlined in the present Code are complied with. We recommend the use of the ICC 
Privacy Toolkit where data handling processes in other jurisdictions are described. 
Article 20 – Transparency in communication costs 
Where the communication costs for a consumer wishing to contact the advertised 
party is higher than standard mail costs or domestic call charges, e.g. special charges, 
this must be notified to consumers in the form of charge per minute or charge per 
message. This information shall be provided at communication start and sufficient 
time shall be given to consumers in order to interrupt the call if they so wish, 
without being charged. 
Attention shall be paid so that consumers are not obliged to wait for a long time and 
that no charges apply for said waiting period. 
Article 21 – Unsolicited products and hidden hosts 
Any advertising communication that involves unsolicited products being delivered to 
consumers who, although they did not order them, are asked to pay for them, shall 
be avoided. 
Any advertising communication that aims to receive answers from consumers that 
imply the placement of orders for which payment shall be demanded must be 
absolutely clear with regard to payment demands (e.g. the payment demand must 
be stated in a specific form). 
Order forms sent within the context of an advertising campaign must not be 
presented in a format that may be construed as an invoice, thus creating the wrong 
impression about payment being required. Special terms on unsolicited e-mails are 
comprised in Chapter D, article D5. 
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Article 22 – Environmental attitude 
Advertising shall not give the impression that it overlooks or encourages actions 
which contravene laws, regulatory provisions or the proper environmental attitude 
as generally understood. 
Advertising shall comply with the provisions of chapter E on advertising 
environmental claims. 
Article 23 – Responsibility 
These general rules shall apply to all forms of advertising communication. Rules 
governing specific advertising activities or media can be found in the respective 
chapters. 
Responsibility for adherence to the rules of the present code lies with the parties 
whose products are advertised, the advertising companies, the publishers, media 
owners or agents thereof. 
Overall responsibility for the advertisements of their products lies with the 
advertised parties. 
Advertising companies shall see to it so that the advertisements created, edited or 
promoted by them in the media do not contravene the present code. 
Further, advertising companies shall point out to the advertised party any deviations 
from the letter or spirit of the code, helping the advertised party comply with the 
code. 
The publishers, media owners or agents thereof who publish, broadcast or distribute 
advertisements shall exercise due diligence before accepting and presenting them to 
the public. 
People employed with the foregoing companies, who take part in the planning, 
creation, publication or broadcasting of an advertisement are responsible, within 
their scope of responsibility, for complying with the rules of the code. 
The code encompasses all forms of advertising, including non-anonymous 
testimonials, statements and audio-visual material coming from other sources. The 
fact that the content or form of advertising comes from other sources in whole or in 
part may not be used as a pretext for non-compliance with the rules of the code. 
Article 24 – Impact of non-compliance and withdrawal/rescission due to 
infringement  
Corrections and withdrawals/rescissions due to non-compliance with the code are 
desirable; however, this does not mean that they make infringements right. 
Article 25 - Implementation 
The code and the principles comprised therein must be adopted and implemented at 
both domestic and international level by the bodies responsible for monitoring self-
commitment. In addition, the code must be adhered to by all the parties involved in 
the advertising communication process. 
The advertised parties, advertising companies, publishers and media owners must be 
familiar with the code and any other regulatory provisions on advertising and 
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commercial communication and must be aware of any decisions issued by the bodies 
responsible. 
All requests for interpretation of the provisions comprised in this code may be 
addressed to the ICC Code Interpretation Panel. 
Article 26 – Respecting the decisions of control committees 
No advertised party, advertiser, principal or agent of advertising communication, 
publisher or media owner shall contribute in any way, for any reason whatsoever, to 
the publication or distribution of advertisements or other commercial 
communication that were deemed by the competent authority as contrary to the 
provisions of the present code. 
All stakeholders are encouraged to include in their contracts and other advertising-
related agreements terms which will oblige the signatories to follow the rules of self-
regulation and self-commitment and respect the decisions issued by the authority 
and the bodies responsible for monitoring self-control and self-regulation. 



 

 
 

72

 
APPENDIX II 

 
EXAMPLES OF ACCEPTABLE/NON-ACCEPTABLE CLAIMS / ADVERTISEMENTS   

Below, you can find examples of claims which the MAHs of “Products falling within 
the scope of the Code” may or may not use as part of the promotional activities 
launched for their products.   

1. Claims like:  “90% of the users felt better with product X”  
shall be permitted only when accompanied by documentation/research related to 
the standard use of the product. Such claims are not acceptable when research is 
based on a higher dosage than the one usually recommended. 
2. Example of documentation/evidence that is not acceptable:  

 evidence/ research that has expired because it has been replaced by a more 
recent one and/or due to scientific developments;   

 reports from poorly-planned research;  
 web reports that are not consistent with available scientific proof;  
 newspaper reports which are often unofficial and are not supported by 

clinical evidence;  
 studies conducted on animals only. 

3. An advertisement is not acceptable when comprising contact details (a postal 
address, telephone number, fax number, email address or website) in order to 
offer:  
 diagnosis and provide treatment-related advice;  
 advice on whether the consumer is to continue using the product; 
 advice on whether the consumer is to follow the instructions given by a HCP; 

4. An advertisement is acceptable when comprising contact details (a postal 
address, telephone number, fax number, email address or website) in order to 
offer: 
 advice as a reply to a consumer's request for product-related information; 
 a helpline, although attention must be paid so that no personal advice or 

diagnosis is offered.  
5. Acceptable claims: 

 “OTC drug X is authorised by EOF”  
 “Food supplement X is notified to EOF as a product addressing...”  
Non-acceptable claims: 
 “Food supplement X is authorised by EOF”  
  “Medical device X is recommended by EOF for addressing...”  

6. The term “Guaranty” means that the product will function for 100% of the 
population at 100% of its life cycle.  However, the phrase “it will take the pain  
away” implies that the pain will stop with the use of this product and, therefore, it 
is a guaranty.  
Claims introduced with phrases such as: 

 “in order to”, “may”, “helps” may be used as they are not construed as “guaranty” in 
the afore-explained meaning.  

Indicatively, the phrases set out below are not guarantees:  
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 “in order for us to get rid of the pain” 
 “may take the pain away” 
 “may offer relief from the symptoms for 24 hours” 
 “helps us get rid of the pain” 
 “could offer you relief from the symptoms for 24 hours” 

7. Claims such as “offers relief” or “soothes” (e.g. “offers relief from the pain”), 
despite the fact of showing improvement in terms of the symptoms, do not mean 
that symptoms will disappear.  

8. The claim “addresses/fights” (e.g. “addresses/fights heartburn”) describes the 
product's intention of addressing/fighting the cause, without guaranteeing that 
the issue will be eliminated completely.   

9. The claim “six weeks ago I had a symptom and now it's completely gone” makes it 
clear that the symptom has gone after a specific amount of time. 

10. The claim “safe” can be used only in specific circumstances. For consumers, 
“safe” means that there are no side effects or interactions etc. and this is a very 
rare case.  

11. The claim “no known side effect” is acceptable if stated in the SPC of the product. 
12. The claim “good safety profile” is acceptable only if documented with evidence.   
13. The claims “new” or “available now” shall apply for a year as of the date that the 

active substance (and/or the combination of active substances) was initially 
launched in the market. 

14. Where an OTC drug was previously available with prescription only, the claims 
“recently characterised as an OTC drug” or “now available without prescription” 
are acceptable.  

15. The claims “new form” or “new indication” or “new taste...” are acceptable only if 
used within the first year as of the product being launched and if included in the 
product's SPC.   

16. The claim “unique/the only one”, e.g. “the only one with one dose per day” or 
“unique composition” are acceptable if no other product available offers the 
same characteristic. 

 
Indicatively, a product may claim that it is “unique/the only one” in the following 
cases: 

 the only product in a therapeutic category which contains a specific active 
substance;  

 the only product in a therapeutic category with a one-off daily dose;  
 the only product in a therapeutic category administered orally;  
 the only product authorised for a specific indication;  
 the only product in a therapeutic category that does not cause drowsiness.   

17. An advertisement must not imply that the “efficacy” of a product is higher than 
or equivalent to another product’s by making reference to:  
 the product’s proprietary name; 
 the packaging; 
 distinctive characteristics of the product (trademark, logo);   
 the best-selling product.   

By contrast, the following efficacy-related claims are acceptable:  
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 “tablets are just efficient as nasal sprays” (even when there is only one 
product available for a specific condition in the form of a spray); 

 “studies show that ingredient Y offers faster relief than ingredient X” (even 
when there is only product containing ingredient X). 

18.  Any claims regarding indications that are not included in the SPC or in the 
product characteristics submitted for notification of its launch in the market shall 
not be permitted.  

19. Claims implying that a “Product falling within the scope of the Code” may be used 
for prevention or in chronic diseases are acceptable only if this is stated in the 
SPC. 

20.  Claims regarding the onset of action, absorption, solubility, distribution and 
other pharmacokinetics components are acceptable only if supported by studies 
or included in the SPC of the product.  

21. Subjective claims, e.g. with regard to “taste”, which are based on market 
research and are not included in the SPC or in the folder of the product's 
marketing notification, insofar as they are presented in an advertisement, must 
be documented accordingly. 

22. If the indication (according to the SPC) of a product is: “relief from mild arthritic 
pain”, advertising must not imply that the product is indicated for the “treatment 
of mild arthritis”. 

 
In general   
Advertising shall comprise the indication of the product (i.e. the reason for which the 
product is used).  
Advertising need not necessarily comprise the entire (detailed) list of indications 
stated in the SPC, unless the non-reference of a specific indication may be misleading 
for consumers. For example, a product that is appropriate for headaches 
accompanied by stomach problems may not be advertised in terms of stomach 
problems only. 
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APPENDIX III 

It is recommended that persons responsible for advertising a “Product falling within 
the scope of the code”, prior to publishing an advertisement or a listing, check 
whether the advertisement:    

 makes reference to the name of the product; 
 makes reference to the indication(s) of the product;  
 makes reference to the active principle (or active substance) of the product;  
 makes reference to the necessary warnings, depending on the category of the 

product;  
 claims are consistent with the SPC or with the claims comprised in the 

notification to EOF;  
 can substantiate all claims; 
 undermines advice for a healthy life style; 
 is clearly identifiable as advertising and not confused for some article; 
 may alarm consumers without reason; 
 may lead consumers to make an incorrect diagnosis; 
 promotes the responsible and proper use of “Products falling within the scope 

of the Code”; 
 comprises some kind of efficacy guaranty (100%);  
 with regard to TV commercials, the time required for consumers to experience 

the outcome (e.g. feeling better) must be indicated;   
 maintains that the product “has no side effects” or that it is “safe” when this is 

not stated in the SPC or in the marketing notification folder of the product;  
 claims that this is a “new” product whereas the product is available to 

consumers for more than a year; 
 maintains that the product is “unique”; 
 provides information on the use of the product during pregnancy; 
 claims that this is a “natural product”’ 
 comparisons are fair and documented; 
 vilifies or slanders competitive products; 
 maintains that the product is (generally) better than or equivalent to some 

other similar product;  
 states that the product does not comprise a substance that is comprised in a 

competitive product; 
 comprises the proprietary name of another product; 
 makes direct comparisons with similar products;  
 makes reference to the superiority of the product; 
 is extremely appealing to children; 
 a celebrity or a health expert makes his/her appearance; 
 the existing testimonials are updated and compliant with the present Code.  
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LEGISLATION  

 

OTC drugs  
 GOVERNMENT GAZETTE 2219/18.7.2016 (General Redistributed OTCs) 
 GOVERNMENT GAZETTE 1049/29.4.2013  
 GOVERNMENT GAZETTE 284/10.2.2004 
 GOVERNMENT GAZETTE 284/8.3.2002 
 EOF CIRCULAR/81152/22.9.2017   

EOF CIRCULAR/24179/29.3.2017 
EOF CIRCULAR/16427/24.2.2017 

FOOD SUPPLEMENTS  
REGULATION (EU) 536/2013   
REGULATION (EU) 432/2012 
GOVERNMENT GAZETTE 2855/11.11.2013 
GOVERNMENT GAZETTE 1984/7.9.2011 
GOVERNMENT GAZETTE 1806/7.9.2007  
GOVERNMENT GAZETTE 395/24.2.2004 
JOINT MINISTERIAL DECISION Γ5α/53625 
EOF CIRCULAR/81152/22.9.2017     
EOF CIRCULAR/36563/27.5.2015  
EOF CIRCULAR/89970/22.11.2013 
EOF CIRCULAR/55220/22.7.2009 

HOMOEPATHIC MEDICINAL PRODUCTS 
 GOVERNMENT GAZETTE 1049/29.4.2013 

EOF CIRCULAR/81152/22.9.2017    
 EOF CIRCULAR/17702/19.2.2016 

MEDICAL DEVICES   
GOVERNMENT GAZETTE 2198/2.10.2009  
GOVERNMENT GAZETTE 32/Β/16.1.2004 
EOF CIRCULAR/81152/22.9.2017    
EOF CIRCULAR/13898/22.2.2011 

MEDICINES  
Law 4316/2014   
GOVERNMENT GAZETTE 38/17.2.2014 

 GOVERNMENT GAZETTE 1049/29.4.2013 
 EOF CIRCULAR/81152/22.9.2017  

EOF CIRCULAR/24179/29.3.2017 
EOF CIRCULAR/16427/24.2.2017 

 EOF CIRCULAR/49392/7.7.2011 
Links  
 www.aesgp.eu 

www.pagb.co.uk 
www.ipha.ie 
www.abhi.org.uk 
www.see.gr  
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