Social Media / Networking Policy

Overview:

Social media both inside and outside the Company are transforming the wa
we interact. Online collaboration enables people to share knowledge&x

ideas regardless of rank, title, or experience. It's a way for us to
conversations around the work we do at BALAJI NATUROCARE PRI
(Herein after referred as “company”) and show our expertise in these areas.

While this digital interaction brings huge benefits, it also (g-,s}/vi’rh certain risks
and responsibilities. As a result, we have developedsthi de of conduct to
ensure your interactions are safe, positive, onQ representative of the

BALAJI NATUROCARE Brand.

A\

™~

This policy shall assist in providﬁg.}.guidcmce which shall applied to every
employee, direct seller o a ther person associated with the Company, and
includes blogs, websites, %ro blogs, chat rooms, online forums, social
networking sites and other*services which shall assist in allowing the users to

permit the necess@formoﬁon with the legible manner.

*
Applicqbilitfzsi\'
The @MITY of the policy shall apply to every employee, its customer,
p@, nd vendors, direct sellers working with the Company or any other

son associated with the Company.

pplicable laws:
The Consumer Protection (Direct Selling) Rules, 2021, Consumer Protection Act,

2019, Consumer Protection (E-Commerce) Rules, 2020, Information technology



act 2000 (IT Act 2000), Copyright Act, 1957 and any other applicable laws in

regard thereto.

Purpose:

The goal of a social media policy is to set expectations for appropriate beth

and ensure that posts of every employee, its customer, suppliers, and @
Sl
S

direct sellers working with the Company or any other person associc

Company will not expose the company to legal problem public

embarrassment. Such policies include directives for whef/ employee, its

customer, suppliers, vendors, direct sellers working wi mpany or any
s

other person associated with the Company, should ntify himself as a
representative of the company on a social nemwebsi’re, as well as rules
for what types of information can be shared. ’\\,

This policy is infended to minimize the ris social media which can impact on

the reputation of the Company and.ifs offered products so that the Company
can enjoy the benefits of social Q@king whilst understanding the standards

of conduct expected by the C@ony.

Personal Account - Direct eh

When creating your own accounts as a direct seller, one decision you need to

make is whe”rhK il use it for personal, professional, or for both.

You %/%e to have social media accounts that are entirely personal: no
i f

e% our employer in any situations, no sharing of Company content, no
can ion between your personal information and the BALAJI NATUROCARE.

During the modern times, it is considered impossible to keep the private and

personal, and professional entirely separate.



Professional Account:

As soon as you use a social media account or blog that links the content with

BALAJI NATUROCARE, thereare specific guidelines you need to abide by:

e You are welcome to declare your role at BALAJI NATUROCARE x
user biography, but it should always be clear that ’rh
not a corporate channel but rather thevoice of an individbel:

« Once you have declared your association with BALA@ATUROCARE,
anything you post should reflect our Values igned with our
ethical principles 6

e Do not include BALAIJI NATUROCARE:’QGH of your profile or

username \

e« Retweet or shares are endorse egardless of what people put in
their bio), which means sha content that constitutes an IPR
infringement, defomo’rio&&ispo agement or abuse wil not be
tolerated

o Never share co en@ is client confidential or reveals confidential

intellectual property

DO AND DON'T FO@PLOYEE:

]

Different prinﬁ eed to be followed upon for opting the use of social media
on b&hg\‘\;%
\

Employees need to know and adhere to the Company Code of Conduct

ompany and on personal use of social media.

and other Company policies while using the social media.
1 Employees need to get proper information before posting images in

response to the former employees, member, and supplies. Employees



need to get appropriate information with respect to use of third-party
copyright, frademarks, service matter or other intellectual property.
0 During working hours, all the employees need to focus on the work and

shall not putany content over the social media.

DON'TS: \
1 Employees need not to publish post or release any kind of info Q
which hasbeen considered confidential or not public. Employees need

to take concern from the Social Media Monitoring Commi’r’r@regord to the

confidentiality of the information. q
1 Employee shall not upload sensitive client/Companyfrelated information

on social media/information sharing sites. ;’Qiscreponcy noticed is

liable for strict legal action, against the BU@JO e.
1 Employee shall not upload obje %

channels within posts. We have trict policy against miscreants who

ontent and tag Company

indulge in such activities ﬁ
1 Employee shall not be invw| Character shaming, communal hatred,
body shaming and/or vir@i} comments will not be tolerated.

DO AND DON'T FOR DI ELLER:

Different principles need to be followed by the direct seller for opting the use

of socialmedi alf of the Company.

\Q%&

t seller needs to know and adhere to the Company Code of

@ondud and all Company policies while using the social media for
promoting any kind of promotional product.

1 The direct seller needs to ensure that all the promotional literature,

advertisement materials must be approved by the Company.



1 Direct seller shall ensure that promotional literature, advertisement or mail
contain the name and address or telephone number of the direct selling
company, andinclude the mobile number of the direct seller.

DON'T S:

1 Direct Seller need not to publish post or release any kind of informo’ri\

which has been considered confidential or not public. Direct selle K
rd fo

(1 Direct seller shall not upload sensitive client/Company, @ information
on social media/information sharing sites. Any b%

liable for strict legal action against such direct
71 Direct Seller shall not upload obJec’rlonoba nt and tag Company
T

channels within posts. The Company h

to take concern from the Social Media Monitoring Committee

the confidentiality of the information.

ncy noticed is

t policy against miscreants
who indulge in such activities.

(1 Direct seller shall not directly jor indirectly, falsely represent itself as a
consumer and post reviews d&& its goods or services or misrepresent the

quality or features o&ony@oods or services.

(1 Direct seller shall nat any claim in pursuance of a sale that is not
consistent with'C authorized by the Company.
(1 Direct seller I not engage in selling product through any E-commerce
platform (i %ozon Flipkart, and Snapdeal etc.)
(1 Direc all not defame the goodwill or reputation of the company
%bllc consumer, other direct sellers or another direct selling entity.
seller shall not participate in money circulation scheme in the garb
@ doing direct selling business.
Direct seller shall not indulge in promoting Pyramid Scheme or enroll any
person to such scheme or participate in such arrangement in any manner
whatsoever in the garb of doing direct selling business through social

media.



(1 Direct seller shall not violate any provision of code of conduct on social site.

[ Direct seller shall not indulges in fraudulent activities or sales and shall take
reasonable steps to ensure that participants do not indulge in false or
misleading representations or any other form of fraud, coercion,
harassment, or unconscionable or unlawful means through the L&

social sites or any social networking. Q
h

1 Direct seller shall not Engage in, or cause or permit, any co is

misleading or likely to mislead with regard to any materialyearticulars
relating to its direct selling business, or to the goods or se@s being sold
by itself or by the direct seller through the using soci%e

networking.

or any social

[0 Direct seller shall not include in mis- selllng, oducts or services tfo
consumersthrough the using/on social sit \aool networking.

(1 Direct seller shall not Use, or cau M to be used, any fraudulent,
coercive, unconscionable or unla means, or cause harassment, for
promoting its direct selling QQ ss, or for sale of its goods or services
through the using/on soci or any socialnetworking.

ﬁ unce of any Charge any entry fee or

;XVe using/on social sites or any social networking.

[0 Direct Seller shall

subscription fe ro
11 Direct Seller shall not induces consumers to make a purchase based upon
the repr senfation that they can reduce or recover the price by referring
prospe e)iws’romers to the direct sellers for similar purchases through
the xn social sites or any social networking.
% eller shall not engaged in unfair frade practice as defined in
@ensumer protection act, 2019 through the using/on social sites or any
social networking.
1 Direct Seller shall not promote to any other Direct seling company
entity/entities in own name or through the other dummy person/persons

through the using/on social sites or anysocial networking.



01 Direct Seller shall not defames the goodwill or reputation of the company
before the public, consumer, other Direct sellers or another Direct selling
entities through the using/on social sites or any social networking.

11 Direct Seller shall not instigate to other direct sellers against the company

through the using/on social sites or any social networking. \
1 Direct Seller shall not indulge in cross line sales and such pro

through the using/on social sites or any social networking. O

Social Media/Networking Ethics: %

DO’S

1. Do like, comment, and reply to posts. Q

“Like” represents a nod, and a comment c NXs’rh conversation.

2. Keep your private messages private. If you feel a need to talk to

someone, don't do it in ocomm&oro ost on their page.

3.Keep your posts, posmve @ ur company, your feam, and your business

4. Remember that a could be read by anyone! Think about your

audience, how presen’rlng yourself, and what your message says

before hitting “post”.

DONT'S *

1. Don’ cmy other direct seller or any other person to your group
W|Tho iNnghim/her.

%Jn 't tag any other direct seller or any other person in your special offers.

3. Don’t "*vague-book.” These rants are nonspecific, not kind and turn other
people off.

Here is an example. Really? Would you want to do business with this person?



4. Don’'t make every post about your business, product, or opportunity.
People want to knowyou, buy “you” before your service or product.

5. Don’t do the “undercover” brag.

That is a post when you are bragging about anything and trying to m&\

look like you aren't. If you want to be proud out loud, ow %
disguise it. Better to say: "I had agreat week!"” than this:

6. Don’t interrupt a post with an unrelated reply.

For example, if another consultant is posting obo%ﬁe product or
opportunity and you like her post, don't ask to “steal” it"er*“borrow” it in the
comments.

d ’
SOCIAL MEDIA MONITORING COMMITTEE: \X,\

Committee has been formed by the Bo %c’rors of the Company which
shall monitor time to fime posting of informdtion on the social media and
provide information to the conce erson in case of any prohibited
confent published by direct sq@e ployee,customer or any other associated

person with the Compan

The committee shall time 1@ tfime regulate the provisions with regard to the

social mediacont nd do necessary regards there to.

L
Think Before Y/ x‘t

Keepyin hat most online social platforms are like public marketplaces:
h x/’rhereis available for all fo see. On social platforms, the boundaries of
(génol and personal informatfion are not always clear. In these days of
iffing privacy policies and powerful search engine indexing, you can't

always be sure what is being shared, viewed, or archived.



Note that what you publish online will be public for a very long fime. What you
post will reflect on you, so be consistent with the way you would wish to portray

yourself to friends, family, colleagues, and clients.

If you are unsure whether certain content is appropriate to share online, ’r\

don't post it. It's better to be safe than sorry. Q

Responsibility:

You are personally responsible for your words and actions, n r where you
are, even in the online world. Please remember that v@ participate in

social media, you are speaking as an individual 73 on behalf of the

Company. Identify yourself using the firstperson sirﬂ\

When you discuss Company -related j @n online, be transparent by
giving your name and role and mentioning that you work for the Company. If
you have an individual site that refersto or has an impact on the Company, use
a disclaimer such as A\Q

®
“The views expressed 6n @le are my own and not those of BALAJI
NATUROCARE.”

Where applicable! permits, be aware that the Company reserves the right
to monitor 'ux social platforms and take appropriate action to protect
t

t may be harmful to the Company’s reputation.

against mi%

Esta \}’5 a corporate account or becoming an official Company
r @\Toﬁve or direct seller that shares information about the Company and
hes areas we work in, requires approval from the Company. Only these
accounts may display the company logo. If you would like to represent BALAJI
NATUROCARE or create a corporate account, please contact your Social Media

Monitoring Committee of the Company. If a member of the press or online



media contacts you about online content concerning BALAJI NATUROCARE,

please refer them to the Social Media Monitoring Committee of the Company.
Conduct:

Your behavior online should be consistent with Our Code of Business Ethics
Acceptable Use Policy. You have the opportunity to help shape the repu’%
e

of the Company. Use your expert knowledge to enrich discussions, help
problems, share the excitement of our work environment, promote learning and

idea-sharing. @

Trust is the key element in building relationships online. Buil t by keeping a
v

respectful tone, even when disagreeing with others, @by responding to

e

comments in a timely manner. If you realize that yp& ade a mistake, try to

correct it promptly. \Q\

Do not engage in any conduct onlin would not be acceptable in your

workplace orthat is unlawful. For example »do not make derogatory remarks,

bully, intimidate, harass other usxs‘g@ insults or post content that is hateful,
fin

slanderous, threatening, discri , Or pornographic.

The Company respects p rwl opinions and you should respect others and
their right to think differentlyato you. It is worth remembering that topics involving
politics, religion ard”sexuality can be highly sensitive and you should consider
refraining fr& &ng topics that may be deemed personal, objectionable
or even of. You should not make remarks, jokes or display material that
may nd &member of a particular race, religion or gender. Please also bear
d t your readers, due to a lack of non-verbal communication or cultural
rences, can interpret the tone you use online in different ways. Some
arficipants may not be familiar with abbreviations, emoticons, and other
common codes used in online communication. Remember also that comments

are often taken out of context, so stick to the facts.



Confidentiality:

Always protect clients’, the Company’s, and suppliers’ confidential and other
proprietary information. This is a contractual and legal requirement; breaches
are subject to significant fines and the possibility of criminal prosecution. Doi

publish anything online you wouldn’t share with a journalist, client, analyst

competitor. Q
Make sure any reference to clients, partners, and suppliers does noe any

non- disclosure obligations. Please also remember you@onfidenﬁoli’ry

obligations under your employment agreement.

Do not disclose information about colleagues or oTh@Ersons misuse their

personal data or publish their photos without their ission.

Even when the application is behind SSO, us N Id still use good judgment
regarding information that could be &Tive nature. Don't use social
platforms to exchange information thatyis client, Company or supplier
confidential, unless access is restri v@&o a tightly controlled closed community
with each participant having t@ cleared for receipt of such information and

the platform has been clegar appropriate security levels.

Intellectual Property Rights:

Comply wi’rb | s@i regulations and more particularly with laws governing
intellectual prﬁ% rights including copyrights and trademarks.

You m ost content or take any action that violates the law or infringes

r any third party’s intellectual property rights. You must obtain proper

o)
mon before using intellectual property rights (e.g. copyright or frademark).

oncerning BALAJI NATUROCARE trademarks, in addition to the rules described
in this document, youmust comply with the Policy and the Visual Identity

Guidelines.



Final thoughts:

Use of social media platforms in accordance with this policy can be a

very

effective and powerful communication tool. Be proud of what you do and

enjoy a sense of accomplishment in the search for better quality and gr

egte
efficiency. Above all, please use good judgment, be attentive to o’rhers,&

take the trouble to listen and be understood d\

Posting on social media sites by Direct Seller and Employee:

' Maintain the confidentiality of Company trade secrets and priva

fe or

confidential information. Trades secrets may iCWe information
v
regarding the development of systems, process@oduc’rs, know-how

and technology. Do not post internal reports, ( Iic}es, procedures or

internal business-related confidential com@o ns.

other

' Do not create any link from our . website or other social networking

site to a Company website without identifying yourself as a Direct Seller,

Company, employee and \m

. Express only your bers@ opinions. Never represent yourself

spokesperson for Company. If Company is a subject of the conten

as a

t you

are creating, be cledrand open about the fact that you are an associate

and make i@or that your views do not represent those of Company,

Direcf” %\r’

Co f you do publish a blog or post online related to the wor

@ SUbjects associated with Company, make it clear that you ar
@ king on behalf of Company.

ustomers, suppliers or people working on behalf of

k you

e not

y one wishes to comment on behalf of the Company it may be written as

“The postings on this site are considered to be my own and does not reflect any

views on behalf of the Company”



Prohibited Content:

O lllegal product: The adverts shall not facilitate or promote any ilegal
content. Adverts targets need to be there to not promote the products,
services which have been considered inappropriate. lllegal or unsafe or
mislead any of the target group. x

[ Tobacco and other related product: Advertisement shall not p ~«
sales of use of any of the tobacco products and any of the { s that
shall result in smoking and other related concerns.

1 Adult Content: The advertisement shall not contain any o%on’roin such
as sexually suggestive content, vulgarity, etc %

1 Unsafe substances: The advertisement must mote the sale in
relation to the unsafe drugs or any other prpQ which are not safe to
use.

(1 Third party infringement: The advektis Nsholl not contain any content
that shall infringes or violates any of third-party right that may include
with copyright, trademark, pr@, publicity or other proprietary rights.

(1 Misinformation: The odve@n’r shall not contain any information which

£

1 Cheating and deceitful practices: The content of the advertisement shall

£

has been misleadi r induce consumer to buy any product on

account of tru

not p‘r’or& roducts or designs that induce the customer to engage in
some chgatimg and deceitful practices.
O, He #The advertisement shall not contain or attempt to generate any
N/ % image in respect to promoting diet loss, weight loss or any other
@ol’rh related products.
Personal attributes: The advertisement shall not contain the content that
assertsor implies personal attributes. This will comprise of direct or indirect
associationsor implications in respect to race, religion, belief, and gender

identity, physical or mentalhealth.



1 Bully, harass or threaten violence: The advertisement shall not bully, harass
or threaten violence against anyone on or outside of social/print media
or any documents. If you find yourself in a disagreement on social/print media
or any documents, use a respectful tone or disengage.

[ Controversial Content: The advertisement shall not contain content

exploifs crises or controversial political or social issues for any commeéteia

pUrposes.
[ Multi-level marketing: Those advertisement that prom come

opportunities need to describe the associated product usiness model
and not necessarily promote the business models of iNg"quick money
for some amount of investment including @cl evel marketing
opportunities.

[ Drugs and Magic Remedies (Objectionabl 'dv isements) Act, 1954:
No person shall take any part in t lication of any advertisement

referring toany drug in terms whichsygggest or are calculated to lead to

the use of that drug for Q

1. The procureme@ miscarriage in women or prevention of
conception 'nNnen; or
2. The maint ce or improvement of the capacity of human
beings forsexual pleasure; or
. 5 ection of menstrual disorder in women; or
% diagnosis, cure, mitigation, freatment or prevention of any

disease, disorder or condifion specified in the schedule of the

Q\J\/ Act, or any other disease, disorder or condition.



Related Policies and Consequence of Violations:

All Direct seller /Employee/any person associated with the company, you are

expected to adhere to this policy on social/electronic and print media

including but not limited to Twitter, LinkedIn, Instagram, Facebook, WeO\
litate

YouTube, Flickr, Twitch, blogs, wikis or any other tool or service that faci

interactions over the internet.
This policy supplements other Company’s policies and standards, i g the

BALAJI NATUROCARE PRIVATE LIMITED Code of Conduct Policy. @

If your post would violate a BALAJI NATUROCARE policy %mer forum, it will
also violate it on social/print media or any documeﬁ%&e’c’r seller /JEmployee
i€s may be subject to

who violate this or other BALAIJI NATUROCA%’{:O{\

disciplinary action up to and including er%' in accordance with the

applicable laws.

\
Notification of Changes: ‘\\q
N

’ %
We keep our Social Medi N?gjunder regular review to make sure it is up to
date and accurate. anges we may make to this Policy in the future will

be posted on ’rhisdzgde. We recommend that you re-visit this page regularly to

check for any k\’
Q\J\/ : For any additional questions or support, reach out :

Mo:. +91 9726624065
Email :- Balajinaturocare.pvt.itd@gmail.com
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