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A company’s reputation is one of its most

valuable assets. The way Roche is perceived

significantly influences the motivation of its

employees and also affects decisions by

stakeholders outside the company. A good

corporate image has a positive impact on in-

vestors’ decisions, helps us to attract skilled

people and builds confidence with cus-

tomers who buy our products and services.

Conversely, a company may suffer significant

harm if its communication activities are not

handled properly.

The way we communicate is of utmost im-

portance, for it is the key to the image we

enjoy worldwide. As we continue to

strengthen the Roche brand, we need to

take special care in the way we provide infor-

mation to our employees, shareholders and

customers, the public at large and all our

other stakeholders. These target groups may

differ in terms of background and prior

knowledge, and often their interests conflict.

Nonetheless, the way we communicate to all

audiences must be based on a single set of

guiding principles.

This document reflects the major importance

of communication to Roche. It defines the

policy and procedures that constitute the

framework for all communication activities

and guidelines throughout the Roche Group.

We fully acknowledge and are committed to

complying with all legal requirements and

regulations that are relevant to our communi-

cation activities. Should any part of this doc-

ument conflict with applicable legal provi-

sions, the latter shall take precedence.

Franz B. Humer

Chairman of the Board of Directors and CEO
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Professional communication contributes to

the success of Roche, it adds value to our

company, and strengthens the relationship

between Roche and its stakeholders.

Through our communication activities we 

aim to
■ Promote an accurate, consistent

and positive image of the Roche
Group and its products

■ Inform all our stakeholders, inside
and outside Roche, openly about
relevant news and developments

■ Create realistic expectations about
our future performance

1. Goals
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Open and proactive
We want to be a transparent company and to

be perceived as such. Concealing informa-

tion can create mistrust and breed rumours,

particularly when the information concerns a

large public company like ours. This means

that we need to provide relevant information

openly and proactively.

Factual
It is of utmost importance that our informa-

tion be based on facts. We want to build and

maintain an atmosphere of trust and strong

ethical behaviour by never intentionally con-

veying misleading or incorrect messages.

This means that we must also avoid making

unrealistic promises and raising false expec-

tations. There must be no gap between what

we say and what we do, plan to do, or ex-

pect to deliver.

One voice
Every day, large organisations like Roche are

in contact with countless individuals inside

and outside the company. Any statement is-

sued by a Roche employee, whatever his or

her job in the company, may be construed as

an official statement of the company’s posi-

tion. While style and tone may be adapted to

the target groups, the message content must

be the same. It is therefore crucial to bring all

messages into line with the agreed company

position and to direct contacts from particu-

lar target groups to the relevant Roche com-

munication unit: analysts and investors to

Roche Investor Relations (CFI) only, news

and mass media representatives to the

Media Office/Corporate Communications

(CC), (at the local level to the affiliate com-

municator/site communicator only).

Media requests must be handled only by

professionally trained staff members desig-

nated by Corporate (mass and news media),

divisions (trade media) or affiliates (local

news/mass and trade media).

Equal treatment
We want to inform all our stakeholders at the

same time of relevant facts concerning

Roche. This is an important factor in main-

taining high employee morale, and it is clearly

what is expected by individuals outside the

company who take decisions or shape public

perceptions of Roche on the basis of the in-

formation we provide. The relevant informa-

tion we provide needs to be consistent, and

whenever possible it should be released

simultaneously to all our stakeholders. There

may be exceptions because of time zone

differences or the need to comply with legal

requirements. Wherever legally possible,

employees should learn about news directly

from us rather than through third parties. If

information must first be disclosed to a se-

lected target group, a general information re-

lease to all our other stakeholder groups

should be issued at the earliest possible time

thereafter. Those people who receive ad-

vance information must be informed that they

are obliged to keep the information confiden-

tial and must not make use of it until it has

been released into the public domain.

Respect for partners’ needs
We respect our alliance partners’ needs.

Where information relevant to their stake-

holders is involved, we coordinate communi-

cations activities with our partners to ensure

that all target groups are equally well

informed. We expect our partners to do

likewise.

2. Ten guiding principles
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Balanced
We want the efforts by which we shape

Roche’s image to be an enduring success.

We therefore do not take advantage of un-

sustainable short-term opportunities that

might have negative repercussions at a later

stage. Successful information management

also requires a willingness to be open to

issues and address problems or setbacks

openly and at the appropriate time.

Professional service by professionals
We want to provide a high level of service in

all our communication activities in terms of

both quality and response time. We therefore

ensure that professionals always speak to

their counterparts: investor relations officers

talk to analysts, media spokespersons to

journalists, etc. Whatever the subject, en-

quiries from the investment community or the

media must not be answered by lay staff:

they are to be forwarded to the Investor

Relations group or to the relevant local or

Corporate media team. These professionals

make sure that feedback is given in time to

allow analysts or reporters to do their work:

for this they must often rely on swift support

from other specialists in our organisation.

No speculation
We do not comment on rumours, nor do we

speculate on the outcome of pending issues

before the authorities or any third parties in-

volved have taken their decision. Similarly, we

do not promote gossip on personal matters,

nor do we comment on issues relating to our

competitors.

Privacy
Given the highly competitive environment 

in which it operates, Roche has a right to

withhold information about its intentions, 

research and development activities, pro-

duction processes, marketing plans and 

financial position until such time as disclo-

sure is required or deemed appropriate. We

comply with all relevant data protection laws.

Furthermore, we do not disclose budget fig-

ures. Rather, we provide broad guidance and

general information on expected future per-

formance in order to align internal and exter-

nal expectations. We also believe that the re-

lationships that we have with outside ven-

dors and suppliers constitute a unique com-

petitive advantage. We therefore prohibit the

use of Roche’s brand with endorsements of

products and services, or other third-party

testimonials, unless it improves the overall

image of Roche in the marketplace.

Defending our position
Outside perceptions of Roche are not always

consistent with our own, and it is to be ex-

pected that a large company like ours will

sometimes draw hostile criticism. We see it

as our duty to respond and articulate our

position. We take a stand on issues that have

an impact on our activities or reputation and

use all appropriate means available to put

our view across. This is of crucial importance,

particularly in the areas of media and investor

relations. We strive to engage adversaries on

a factual basis and not yield to views or criti-

cisms that may be put forward by cause-

oriented groups to further their agenda.
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3. The Roche 
communication units

To ensure proactive and appropriate commu-

nication at all levels of the organisation and

to all key stakeholders, Roche has four types

of communication units:

■ Corporate Communications (CC)
■ Investor Relations (CFI)
■ Divisional Communications (DC)
■ Local Communications

The goal of all these units is to support

Roche’s mission as a leading, innovation-

driven healthcare company through proactive

and transparent communication and by

establishing trust-based relationships with

their target groups. Within their respective

areas of responsibility, each of them develops

and implements communication strategies

according to the needs of the Roche Group

and their own reporting entity and helps

support and coordinate all communication

activities.

3.1 Corporate Communications

Mission
■ To support Roche’s strategic goals and

reputation by creating a strong, unique

and consistent Roche brand in the minds

of all stakeholders 
■ To ensure consistent and timely communi-

cation policies, strategies and activities in

all Roche entities worldwide
■ To develop communication concepts for all

topics relevant to the Roche Group based

on the input provided by the divisional,

functional and/or country management

and other specialists
■ To provide timely and consistent informa-

tion about decisions and activities taken

by Roche that are relevant to the Roche

Group and its stakeholders
■ To provide major international news

organisations and mass media with infor-

mation relevant to the Roche Group
■ To monitor correct implementation of

Roche’s corporate brand identity and

corporate design
■ To support the CEO and the Corporate

Executive Committee in their communi-

cation tasks
■ To act as a service provider and consultant

for all communicators within Roche

(communication officers, GMs, function

heads) and coordinate their communi-

cation activities
■ To inform Investor Relations about all

activities that are or may become relevant

to existing or potential future Roche

shareholders
■ To coordinate communications with its

major strategic partners Genentech and

Chugai
■ To coordinate communications of Basel-

based units and Swiss affiliates
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Key target groups
■ Roche Management (GMs, function

heads)
■ Roche employees
■ International news organisations and mass

media (business, lay and science)
■ Opinion leaders and key influencers of

relevance to the Roche Group

(associations, interest groups, authorities,

international organisations and political

circles)
■ Major business schools and universities,

when the CEO or Corporate Executive

Committee is involved
■ Scientific community
■ Local Swiss media and Basel community

3.2 Investor Relations

Mission
■ To provide our shareholders and the finan-

cial community with timely and consistent

information about matters relevant to their

investment decisions
■ To promote transparency
■ To bring shareholders’ and potential

shareholders’ expectations of future

Roche business performance into line with

internal expectations, so that investors can

make investment decisions about Roche

that are as well informed as possible 
■ To act as an interface with the SWX Swiss

Exchange 
■ To coordinate interests of the CEC with

those of the investment community
■ To coordinate contacts of members of the

CEC and other management with the

financial community
■ To inform Corporate Communications

about all activities that are or may become

relevant to the Roche Group

Key target groups
■ Roche shareholders (holders of bearer

shares or non-voting equity securities)
■ Institutional investors, fund managers and

retail investors
■ Analysts (buy-side, sell-side)
■ Stock exchange authorities
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3.3 Divisional Communications

Communication structures and processes

vary between the divisions. Appendix III of

this document provides additional informa-

tion on processes and responsibilities within

the divisions. For practical reasons, the term

‘divisional communications’ encompasses all

global communication functions of a division

reporting to either the head of the division 

or a member of the divisional executive

committee.

Mission
■ To ensure the division implements

established corporate communication

policies and guidelines
■ To support the division’s strategy by creat-

ing strong, unique and consistent internal

and external divisional communications 
■ To translate the numerous activities into

consistent, clear, timely and credible

messages to internal and external target

groups
■ To support the divisional head in his

communication tasks
■ To act as a service provider and consultant

for all divisional communicators and to

coordinate their communication activities
■ To ensure that Roche and the divisions

project a clear and consistent positive

image externally and internally
■ To coordinate and support the promotion

of the division’s products and services
■ To act as an interface between Corporate

Communications, Investor Relations and

with communication units within the

division
■ To inform Corporate Communications in a

timely manner about all divisional activities

that are or may become relevant to the

Roche Group

■ To support Corporate Communications in 

its activities and reinforce Roche’s strategic 

goals and reputation by creating a 

strong, unique and consistent Roche brand

in the minds of all key constituencies

Key target groups
■ Customers and business partners
■ Employees 
■ Trade media
■ Globally active patient organisations and

non-government organisations
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3.4 Local Communications

Communication structures and processes

vary from one geographic area to another.

For practical reasons, the term ‘local commu-

nications’ encompasses all communication

functions at a regional, country, company or

site level. In the case of Switzerland, 

responsibility lies with Corporate

Communications.

Mission
■ To ensure the local organisation imple-

ments established corporate and divisional

communication policies and guidelines in

its area of responsibility 
■ To support and coordinate marketing and

other communication activities in its area

of responsibility in close coordination with

the divisional and local business teams
■ To ensure consistent communication

inside the country/site organisation
■ To support the local leadership team in

their communication tasks
■ To coordinate communication activities

with all other Roche entities operating in

the same geographic area
■ To inform Corporate Communications 

and divisional communications in a timely

manner about all activities that are or may

become relevant to the Roche Group
■ To represent Roche to local authorities

and associations
■ To foster good relations with the local

community
■ To support Corporate Communications

and divisional communications in their

activities and reinforce Roche’s strategic

goals and reputation by creating a strong,

unique and consistent Roche brand in the

minds of all key constituencies

Key target groups
■ Local employees
■ Local customers
■ Local patient organisations and other

interest groups
■ Local media (news/mass and trade

media)
■ Local authorities and legislators
■ Local opinion leaders
■ Local community
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Relevant information is defined as informa-

tion which either the Roche Group believes 

is important for its own strategic or tactical

reasons, or which one or more external or in-

ternal target groups may regard as important.

Relevant information may be either price

sensitive or non-price sensitive.

4.1 Price-sensitive information

As a company domiciled in Switzerland and

with securities listed on the SWX Swiss

Exchange and trading on virt-x Exchange,

London, Roche is subject to laws and regula-

tions of Switzerland, England and other juris-

dictions governing price-sensitive information

(insider knowledge, ad-hoc publicity), insider

dealing, market manipulation and market

abuse. In general price-sensitive information

is important information concerning a com-

pany which a reasonable investor would like

to know before taking investment action

and/or which must be expected to have a

considerable impact on the company’s share

price.

Price-sensitive information falls into two

categories:
■ Information which we publish, and are

required to publish regularly, concerning

the performance of our business (‘regular

financial reporting’), in particular, annual

and half-year reports, proposals (including

dividend proposals) to and resolutions by

the Annual General Meeting and quarterly

sales releases.
■ Other price-sensitive facts which have

arisen in Roche’s sphere of activity and

must be communicated to the financial

market, if they are not public knowledge.

According to the Listing Rules of the SWX

Swiss Exchange, Article 72, ‘price-sensi-

tive facts means new facts which, because

of their considerable effect on the issuer’s

assets and liabilities or financial position or

on the general course of business are like-

ly to result in substantial movements in the

price of the securities’. The company must

provide information to the market and the

relevant stock exchanges as soon as it has

knowledge of the main points of the price-

sensitive facts in question.

Additional guidance can be found in the

SWX Listing Rules and, in particular, in the

brochure Ad hoc Publicity. The Obligation to

Disclose Price-sensitive Facts published by

the SWX Admission Board.

Anyone who is aware of potentially price-

sensitive information is obliged to inform

Corporate Communications and Investor

Relations. The final responsibility for ensuring

that potentially price-sensitive information is

communicated lies with the CFO.

The key criterion in deciding whether new in-

formation is or is not price-sensitive is Article

72 of the Listing Rules of the SWX Swiss

Exchange. The decision is taken regardless

of whether the new information is to be com-

municated externally or internally. The CEO,

in consultation with the CFO, decides

whether the new information is price-sensi-

tive or not.

Corporate Communications and Investor

Relations jointly develop plans for all commu-

nication activities (content, procedures, time-

lines) concerning price-sensitive information.

These have to be approved by the CEO.

Prior to the publication of price-sensitive in-

formation, confidentiality must be ensured.

Should price-sensitive information be inap-

4. Specific 
communication challenges
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propriately released (‘leaked’), the CEO, in

consultation with Corporate Communications

and Investor Relations, decides what action

should be taken. Such action must include

the immediate and broad publication of the

price-sensitive information.

Special care is required in communicating

price-sensitive information. It is essential that

all our stakeholders, both inside and outside

Roche, be informed proactively, openly and,

in principle, simultaneously. Appropriate

measures might include the distribution of

media releases, investor updates, internal 

e-mails and simultaneous publication on the

website and intranet. If alliance partners’ in-

terests could also be affected, the content

and timing of releases should be coordinated

with them.

As a general rule, price-sensitive information

should not be published during stock ex-

change trading hours in Switzerland. Any

price-sensitive announcement should be

made at least 90 minutes before trading be-

gins on the Swiss Exchange. Since trading

starts at 9 am CET, media releases/investor

updates should be published by 7.30 am CET

at the latest. If price-sensitive news has to be

released during trading hours, a temporary

trading stop has to be considered in consul-

tation with the SWX bodies. In cases involv-

ing or potentially involving Genentech or

Chugai, price-sensitive information should al-

so not be published during stock exchange

trading hours in New York or Tokyo. In cases

that are or may be relevant to all three com-

panies, the timing of releases is determined

jointly.

All inquiries concerning price-sensitive infor-

mation have to be carefully evaluated to de-

cide how an answer should be formulated. In

most cases, a position statement and/or a

Question & Answer document should be pre-

pared before such inquiries are dealt with.

During defined periods, Corporate Commu-

nications and Investor Relations and Roche

staff in general are not allowed to disclose

financial information relating to the most

recent reporting period to people outside the

company. In particular, this includes price-

sensitive information. These blackout periods

extend:
■ from the end of a sales period to the

release of the sales figures for that period,

or
■ from the time when half-year or full-year

profit figures become internally available

to the release of those figures

Blackout periods must be respected by all

Roche staff who have access to financial in-

formation prior to a public announcement.

Blackout periods, during which trading in

Roche securities by Roche staff with access

to inside information is prohibited, are de-

fined in Roche’s Insider Guidelines. The rele-

vant dates are defined each year by

Corporate Law.

4.2 Relevant but non-price sensitive
information

Often, information is relevant to the Roche

Group and its target groups, even if it is not

price-sensitive. In accordance with the guid-

ing principles set out in Section 2 of this

Policy, Roche communicates information

which, though not price-sensitive, is consid-

ered relevant by one or more of our external

or internal audiences or underpins key as-

pects of Roche’s profile, such as innovation
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in healthcare, social responsibility, etc. Divi-

sions, functions or affiliates that are aware of

activities or planned activities falling into this

category are obliged to inform Corporate

Communications. The CEO, in consultation

with Corporate Communications and the

respective business heads or functions, 

decides whether information should be 

seen and treated as relevant to the Group.

A non-exhaustive list of information which is

or may become relevant to the Roche Group

is given in Appendix I ‘Key communication

activities’.

4.3 Issues and crises

As a globally active, innovation-based health-

care company with research, development,

production and marketing activities and a 

big network of suppliers, alliance partners,

customers and patients, we are aware that

we are continuously exposed to risks.

Despite all precautionary measures, from

time to time we face events that may be per-

ceived as negative news by one or more of

our stakeholders. These include accidents,

litigation, the failure of R&D projects, un-

expected product side effects, restructuring,

decisions by authorities affecting our busi-

ness prospects, misconduct and others.

As with any other information, we inform

proactively and openly about such critical

events if they are relevant to Roche and its

stakeholders. As a general principle, the

communication of potential issues or crises

must be prepared by the entity closest to the

case. Such preparations include positioning

statements and Question & Answer docu-

ments based on realistic scenarios.

Although most issues arise in one geograph-

ic region or functional area, there is no such

thing as a local issue. Any of the above

events may be publicised by the media very

fast and worldwide. An adequate response

requires not only rapid preparation of all 

necessary communication activities and 

documents by the affected entity but also 

immediate notification of and regular updates

to Corporate Communications, divisional

communications and – if the information is

share-price sensitive – Investor Relations.

Such internal alerts must be provided as

quickly as possible and by the most direct

means available. The sender must also en-

sure that the alert has actually been received.

Depending on the seriousness of the issue

and the resources available, the affected 

entity and Corporate Communications and – 

if the information is share-price sensitive –

Investor Relations decide on role assign-

ments and action to be taken. Copies of all

documents must be provided to Corporate

Communications, divisional communications

and Investor Relations before they are used.

The CEO, in consultation with Corporate

Communications, Investor Relations and the

respective business heads or functions, de-

cides whether an event should be seen and

treated as relevant to the Roche Group or

whether communication should continue to

be handled at the divisional or local level.

Subject to the provisions of this Communica-

tion Policy, the divisions and country organi-

sations may issue more detailed guidelines

on the local or intra-divisional organisation of

issue and crisis management. Appendix III

contains links to relevant existing documents.

Corporate Communications should be con-

sulted before such guidelines are finalised.
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The selection of the right communication ve-

hicle has a major influence on the way infor-

mation is received and understood. The se-

lection is influenced by communication goals,

size and structure of the target group, com-

plexity of the content, time restrictions, global

holiday schedules, legal considerations, etc.

While non-time critical information to em-

ployees is possibly best conveyed in a face-

to-face meeting, the best tool for short price-

sensitive news might be a written information

release.

The communication vehicles described 

below should be used for both internal and

external communications. The list is not 

exhaustive. It supplements but does not

replace the important day-to-day exchange

of information and two-way communication

at all levels of our organisation.

5.1 Conferences

Conferences and conference calls are among

the most effective communication vehicles,

as they allow direct, two-way communication

with a particular target group, such as em-

ployees, analysts, journalists or customers.

As conferences involve a great deal of re-

sources for everyone involved, they should

only be organised on important occasions,

such as results reporting (half year, full year),

R&D Days, major M&A activities, scientific

breakthroughs, etc. Conference calls de-

mand fewer resources and are therefore an

appropriate vehicle for informing a particular

target group quickly and efficiently if there is

not much time to prepare communications.

In the case of major events relevant to the

Roche Group, the CEO, in consultation with

Corporate Communications and/or Investor

Relations, decides whether the news should

be provided by means of a Group conference

or conference call. Likewise, divisions or

country managers decide on conferences

targeting their employees or their customers.

Corporate Communications and Investor

Relations should be informed well in advance

by divisional and country management bod-

ies when they plan to organise or participate

in conferences that the media or analysts are

expected to attend or write about.

5.2 News releases

The communication vehicle most often used

to communicate news is a written news re-

lease. Information relevant to the Roche

Group is communicated simultaneously via 

a Group Media Release to the media, via an

Investor Update to analysts and investors

and via a Group News announcement to

Roche management.

At Group level, Corporate Communications

develops Roche Group releases based on in-

put provided by divisional, functional and/or

country management and other specialists.

Before distribution, Corporate Communica-

tions sends all releases to the CEO for

approval. Should Investor Relations decide to

distribute an Investor Update on a topic not

relevant to the media, it proceeds in the

same way. However, it should be noted that

communications to investors and news

media often overlap, so close collaboration

between functions and teams is critical.

Corporate Communications distributes the

Group Media Release, Investor Update and

5. Key communication
vehicles
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Group News simultaneously inside and out-

side the company and publishes them on the

Roche website and the intranet. Information

that is not considered relevant to the Group

as a whole may be distributed by divisional

(trade media release) or country manage-

ment (local media release) to their appro-

priate target groups after consultation with

Corporate Communications (for details, see

Appendix I ‘Key communication activities’).

Video News Releases (VNRs) are also a

powerful tool that can be used to support

media relations activities. In cases where

VNRs are needed, their content and dis-

tribution must follow the same path of 

approvals by Group, divisional and regional

communications.

5.3 Question & Answer documents

All the communication activities described

above require careful preparation. In addition

to clearly defined messages, a comprehen-

sive internal Question & Answer document

must be developed in each case.

A Question & Answer document is a compila-

tion of anticipated questions. It answers

these questions truthfully, reflecting Roche’s

interests and viewpoint, and often covers is-

sues that may be sensitive in nature. The is-

sue owner draws it up in close cooperation

with the relevant communication unit. Final

responsibility for content lies with the rele-

vant communication unit. In general, Q&As

are internal documents and serve as a basis

for oral communication with third parties 

and should therefore be accessible only to

people who need to know all the details of

the topic at hand.

If a particular topic is relevant to the Roche

Group, Corporate Communications develops

position statements and Question & Answer

documents based on input provided by 

divisional, functional and/or country manage-

ment and other specialists.

5.4 Briefings, media interviews and
one-on-ones 

Media interviews, investor one-on-ones or

briefings are the medium selected when 

indepth information on one or more subjects

is to be exchanged with a limited number of

journalists or analysts. Given the selective 

audience, price-sensitive information must

not be shared during such sessions.

The CEO, in consultation with Corporate

Communications, decides on all media inter-

views and media briefings by members of

the Corporate Executive Committee.

Corporate Communications prepares and

accompanies all media interviews with CEC

members and those interviews of non-CEC

members on topics that are relevant to the

Roche Group. Similarly, the CFO decides on

one-on-ones with analysts in consultation

with Investor Relations.

Divisions and local organisations are asked

to define clear rules and procedures for

interviews with the media in their areas of re-

sponsibility by the end of 2004. Appendix III

contains links to relevant existing documents.

In general, all interviews with media repre-

sentatives and analysts require careful prepa-

ration. Interviewees are required to undergo

media training and individual topic-specific

consultation and to prepare detailed

Question & Answer documents before the
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interview. During interviews, the interviewee

must at all times be accompanied by a Roche

communications officer. The communications

officer can assist in assembling responses to

follow-up questions or information that is not

readily available during the interview.

5.5 Publications

Publications such as brochures, newsletters,

magazines, journals, CD-ROMs, videos and

websites are usually produced for complex

content that is relevant to large target groups

over a longer period.

All parts of publications that describe the

Roche Group in general in a way other than

in existing corporate tools or that give new

information relevant to the Roche Group

must be cleared by Corporate Communica-

tions. The design of all Roche publications

must follow Roche’s Corporate Design

Guidelines.

This Communication Policy was approved 

by the CEC on 13 January 2004 and came 

into effect on February 1, 2004.

6. Validity



Content Key communication vehicle Coordinator/ Input from
issuer of news

including info to 
■ mandatory � optional ▲ Lead ● Co-Lead coordinator about

upcoming news

Financial topics
Annual/HY result ■ ■ ■ ▲ ● ✔ ✔

Quarterly sales figures ■ ■ ▲ ● ✔ ✔

Information to bring external sales/

profit expectations into line with ■ ■ ● ▲

internal expectations

Capital market transactions ■ ■ ● ▲ ✔

M&A, alliances
M&A activity > CHF 10 bn ■ ■ ■ � � ▲ ● ✔ ✔

Acquisition/investments +
■ ■ � � ▲ ● ✔ ✔

divestments > CHF 100 m

Strategic alliances ■ ■ � � ▲ ● ✔

Organisational changes
Significant organisational changes,

■ ■ � � ■ ▲ ▲ ✔ ✔ ✔
staff reductions

Management changes: CEC ■ ■ ▲

Management changes: 
■ � ▲ ✔ ✔

GMs, area, BA or function heads

Management changes: 
■ ■ � ▲ ✔

divisional management

Management changes: local ■ ▲ ✔
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Key communication activities

Usually, message content and timing

determine the communication process, roles

and responsibilities. As information flows very

rapidly, it is of utmost importance that Roche

communicators should inform each other as

soon as possible about any upcoming or

existing news that are or may become

relevant to other communication units in the

organisation or to Roche in general. The

following grid provides a framework for

defining roles and responsibilities for different

content levels.
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Content Key communication vehicle Coordinator/ Input from
issuer of news

including info to 
■ mandatory � optional ▲ Lead ● Co-Lead coordinator about

upcoming news

Product topics
Licensing-in of a new product ■ ■ ■ � ▲ ● ✔

Information on Pharma 

development projects in phase I+II � � ■ ● ● ▲ ✔

and Diagnostics pipeline

Information on phase II projects 

of strategic importance to the Group ■ ■ ■ � ▲ ● ✔

or if price-sensitive

Milestone clinical studies for 

late stage (phase III or entry ■ ■ ■ � ▲ ● ✔

into phase III) projects

Termination of 

late stage (phase III) ■ ■ ■ � ▲ ● ✔

development projects

Quarterly update on all pipeline 

changes, on roche.com ▲ ✔

(phase I, II, III)

USA: filing (NDA), Advisory Board,
■ ■ ■ � ▲ ● ✔

approv. letter, approval, launch

Europe: filing (NDA), CPMP opinion,
■ ■ ■ � ▲ ● ✔

EU Commission signature, launch

General product issues/
� � ▲ ● ✔ ✔

quality problems

Significant labelling changes � � � ▲ ● ✔ ✔

Product divestments ■ ■ ■ � ▲ ● ✔

Withdrawal of major product ■ ■ � ■ � ▲ ● ✔

Country-specific news � ▲ ▲ ✔

Environmental, legal topics
Accidents � � ■ ▲ ✔ ✔

Investigations/lawsuits � � ▲ ✔ ✔ ✔
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Terms and definitions

Blackout period Period during which trading in Roche securities by Roche staff with access to insider

information is forbidden. 

CC Corporate Communications; Head CC reports to the CEO.

CFI Corporate Finance Investor Relations, Head CFI reports to the CFO.

Roche Group Release News release of Roche Group relevance, developed and distributed by the Roche Group

Media Office; approved by the CEO.

Country Manager For practical reasons, the term ‘country manager’ encompasses all managers who are

responsible for a particular legal entity in a country (GM, Site Head, Country Manager) or 

for a geographic area (area head, regional head, etc.).

DC Divisional Communications; the head of DC reports to the Division Head; dotted line to 

Head CC.

Trade Media Release Release of divisional relevance, developed and distributed by divisional communicators and 

(divisional release) approved by the Division Head.

Function Head Head of a Corporate function, e.g. head Corporate Safety, Health and Environmental

Protection, head Corporate Law, etc.

Group News Internal information by e-mail to management for further distribution to their staff; often

accompanied by a Roche Group release or a trade media release.

International media All news and mass media with a major impact on more than one country, e.g. Wall Street

Journal, Financial Times, Le Figaro, CNBC, etc.

Investor Update Formal written announcement to investors and analysts, often identical to a Roche Group

Media release.

Key messages Core messages on a particular topic that Roche seeks to put across proactively.

Local media Media with a local audience and impact and local trade media.

News and mass media Media with no specific target group apart from having readers in a special geographic area;

usually covers a broad range of topics (politics, economy, business, science, society, etc.).

Appendix II
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Position statement A formalised short text which states Roche’s position on a specific issue. The issue owner

establishes it in close cooperation with the relevant communication unit. In general, position

statements are internal documents that serve as a basis for oral communication with third

parties.

News release Formal written announcement in lay language, ideally between one and three pages long.

Usually distributed to the media (Group Media Release), investors and analysts (Investor

Update) and Roche management for further distribution to staff (Group News). 

Price-sensitive information In general, price-sensitive information is important information concerning a company which a

reasonable investor would like to know before taking investment action and/or which must be

expected to have a considerable impact on the company’s share price.

Question & Answer document (Q&A) Internal paper that is developed in preparation for upcoming conferences, briefings, requests

or news releases. Ideally, a Q&A starts with key messages (proactive part of the Q&A),

followed by a list of expected questions and the relevant answers (reactive part of the Q&A).

Relevant information Information which the company believes is important for its own strategic or tactical reasons

or which one or more external or internal target groups may regard as important. Relevant

information can be either price-sensitive or non-price sensitive. 

Roche Group Entity encompassing the totality of Roche’s activities as consolidated in the Annual Report.

Roche worldwide prescription group All prescription business of the Roche Group, including Roche Rx, Genentech and Chugai Rx.

Silent period Period during which a particular piece of information is available to a restricted group but not

yet shared with a larger audience. 

Local communicators National, regional or local communicators, reporting to the country manager.

Trade media All media that target a specific group in the healthcare community and provide information

mainly on new products, e.g. monthly magazines for doctors, weekly newsletters for lab staff,

etc.

Video News Release Video version of a press release that is distributed to television news stations either in the form

of hard copies sent by mail or via satellite transmission. In a Video News Release you will

typically have a voice-over announcer reading a script of the news (about a new product, for

example) with footage of the product and of one or more individuals providing quotes about

the product.
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Regulations and guidelines

External regulations SWX guidelines

www.swx.com 

Corporate policies and guidelines Roche Corporate Principles

http://groupnet.roche.com/corp_principles.pdf

Roche Corporate Design Guidelines

http://design.roche.com

CLL Insider Guidelines

http://groupnet.roche.com/insider_instruction_english.pdf

Roche Group Policy on Insider Information

http://groupnet.roche.com/insider_guidelines.pdf

Divisional guidelines Roles and Responsibilities in Diagnostics

http://infonet.mah.roche.com/communications/roles-responsibilities.htm

Issue- and Crisis-Management: Policies and Procedures for Diagnostics Communication

http://infonet.mah.roche.com/communications/issue-crisis-management.htm

Divisional Design Guidelines for Roche Diagnostics

http://infonet.mah.roche.com/communications/guidelines.htm
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