FERVRITTFEEHEFERER
Key Points of Retail Marketing and Promotion Policy of
Agricultural Bank of China
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Agricultural Bank of China Limited (“"the Bank") is
dedicated to advancing the standardization, systematization, and
professionalization of retail marketing management to enhance
marketing effectiveness and effectively safeguard financial
consumer rights through transparent, ethical, and accountable

practices.
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I. Scope of Application
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These rules govern all the Bank's entities operating within
mainland China, with subsidiaries required to adopt
commensurate measures in compliance with the principles

herein.
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I1. Definitions
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Marketing Personnel: Staff within the Bank's branches
responsible for marketing, including advertising, and promoting
retail products and services to individual clients.

Marketing and Promotional Activities: All actions
conducted by the Bank to market, advertise, or promote
products and services to individual clients through various

channels or methods.
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I1l. Management Structure
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The Head Office's Personal Financial Services Department

Is responsible for developing the bank-wide management system



for retail marketing and promotional activities, as well as
disclosure and query mechanisms for retail products and
services. At all levels, Personal Financial Services Department
must establish and refine corresponding management
frameworks and systems for marketing activities and
product/service disclosures. Departments involved in retail
marketing and promotion are responsible for overseeing
compliance with marketing practice, product/service disclosures,
and regulatory requirements within their respective business

lines and departments.
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I\VV.Compliance with Laws and Regulations
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The Bank strictly complies with the following laws,
regulations, and policies, including but not limited to the Civil
Code of the People's Republic of China, the Advertising Law of
the People's Republic of China, the Law of the People's
Republic of China on the Protection of Consumer Rights and
Interests, the Personal Information Protection Law of the
People's Republic of China, the Data Security Law of the
People's Republic of China, the Anti-Unfair Competition Law of
the People's Republic of China, the Copyright Law of the
People's Republic of China, the Measures for the Administration
of the Protection of Consumer Rights and Interests by Banking
and Insurance Institutions (Order No. 9 [2022] of the China
Banking and Insurance Regulatory Commission), the Measures
for the Administration of Online Marketing of Financial
Products (Draft for Comments) (issued by the People's Bank of
China and relevant authorities in 2022), the Implementing
Measures of the People's Bank of China for Protecting
Financial Consumers' Rights and Interests (Order No. 5 [2020]
of the People's Bank of China), the Notice on Further
Regulating Financial Marketing and Promotion Activities (Yin
Fa [2019] No. 316), and the Action Plan for Comprehensive



Control of Harassment Calls (MIIT Lian Xin Guan [2018] No.
138).
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(1) Basic Code of Conduct for Marketing and Promotion
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1. Lawful and compliant marketing. Marketing personnel
shall strictly adhere to national laws and regulations, regulatory
requirements, and internal bank policies, ensuring all marketing
activities comply with the Bank's established guidelines.
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2. Ensuring suitability of product/service recommendations.

Marketing personnel shall prioritize customer interests, match



risk levels, and fully disclose risks. They shall conduct thorough
assessment of customers' financial status, investment habits,
experience, and risk tolerance (excluding credit card products).
They shall recommend suitable products and provide
comprehensive risk disclosures to ensure customers make
informed decisions and assume associated risks.
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3. Obtaining explicit customer consent. Prior to marketing
via phone, SMS, instant messaging, email, flyers, or similar
channels, explicit consent must be obtained. Absence of explicit
consent shall be treated as refusal. If a consenting customer later
declines further marketing, all activities must cease immediately,
and opt-out methods must be clearly communicated. For
external marketing, promotional materials shall not be
distributed in private spaces (e.g., offices, residences, vehicles)
without prior permission.
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4. Ensuring customer right to know. Use prominent visual
or textual cues (e.g., bold font, symbols, colors) to highlight
terms that limit customer rights, impose
obligations/responsibilities, exempt or reduce the Bank's
liabilities, or are material to customer decisions. For audio/video
marketing, disclosures (e.g., warnings, disclaimers) must be
presented clearly and in an easily understandable format.

5. BEEFPMNEFTHEN, FEEHECN AN EE
EFPER, BEFEZ®RE. BATRAEIEX &8 o E
XeWwhsy. TREERIBRX, T E - EREE XA
HHEWAT N T i R4 n B AT & B oy &1

5. Respecting customer's right to choose freely. Marketing
must respect customers' autonomy to select or decline financial
products/services. Coercive tactics, forced bundling, or
unreasonable conditions attached to products/services are
prohibited.
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6. Protecting customer dignity and rights. Marketing
activities must respect customers' personal dignity, language
preferences, religious beliefs, and cultural practices.
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7. Providing objective and transparent product information,
avoiding misleading practices. Prohibited actions include: using
false or misleading data/statistics, omitting restrictions or
limitations, exaggerating past performance, or guarantee future
returns (including implied promises of capital preservation, zero
risk, or fixed income). Employing deceptive tactics (e.g.,
equivocation, improper analogies, omitting assumptions). Key
decision-impacting information must be disclosed in clear,
accessible language and standardized formats.
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8. Ensuring fair competition. Prohibited actions include:
defaming competitors with fabricated claims or damaging
industry reputation; using improper rankings, comparisons, or
misleading benchmarks; infringing on third-party trademarks,
fonts, or materials that risk customer confusion.
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9. Preventing intellectual property infringement. All
marketing materials must be free of copyright issues.
Authorization must be obtained for third-party works (including
employee contributions), and purchased content.
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10. Prohibited activities. No marketing activities shall be
conducted that violate laws, regulations, or are deemed unlawful
by financial regulators.
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(I1) Specific Code of Conduct for Marketing and
Promotion
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1. Marketing and promotion of private placement products
(including private placement wealth management products of
ABC Wealth Management). It is prohibited to place marketing
and sales materials of private placement products in business
outlets for access by unspecified audience, promote specific
private placement products to unspecified audiences via
electronic channels or publicly promote specific private
placement products through lectures, seminars, analysis
meetings, or channels such as announcements, flyers, SMS,
WeChat (including Moments), blogs, and emails or public
media (e.g., newspapers, television, radio, internet). Exceptions
apply for marketing to pre-qualified specific clients via the
Bank's electronic channels.
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2. Telephone marketing (including manual and automated
calls). Marketing personnel must define customer lists,
marketing objectives, and prepare customer data archives prior
to calls. Standardized scripts must be developed. During calls,
the marketing personnel must disclose their identity and the
call's purpose upfront. Calls must avoid customers' rest hours
unless pre-arranged. Duration and frequency must be strictly
controlled to prevent customer discomfort. Post-call procedures
include documenting interactions and updating records. Calls
must cease immediately if customer declines or requests
termination. The subsequent handling shall be done properly
according to the customer's requests. Prior customer consent is
required for electronic communications (SMS, WeChat, emails,
mobile banking alerts).
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3. Internet-based marketing (WeChat Moments, Weibo,
short videos, live streaming, official accounts, online ads, etc.).
Compliance with national policies and regulatory requirements
on internet, new media and advertising is mandatory. Marketing
must not disrupt customers' internet usage or interfere with their
choices. Pop-up ads must include a clear one-click close option.
Marketing content on official platforms must be reviewed by the
originating business department and approved by consumer
interests protection department. Branch-level content must be
finalized by the sub-branch and reviewed by the second-level
branch's business, operations and consumer protection
departments. Unauthorized marketing content compilation or
sharing by personnel is prohibited.

4 FZHEHINWMEHEEL, THRFE=FEENHEIT
REHERL, NMREFEHRESETHNEELX, AH

12



NEANME NV F e EEHELPHRE, LELH
RENGERPERERPNEN, FEEH, FESED
W FLUAA, AEAREHEET A E6MN. THE
BERFmMmAEHw, BMAZEREEFIRTHES
Bmm. REFmEEXEEDFLHEFENMN LA
THAXFEH, TREEHNFHIEERHAE = F A
F= i B AT RN A

4. Marketing via third-party cooperation institutions.
Partnership must be established prudently, with clear roles and
responsibilities outlined in agreements. Consumer interests
protection requirements must be integrated into the third-party
access/exit criteria. Proprietary and consignment products must
be clearly distinguished to prevent misleading sales. Third-party
consignment products promotions must disclose the partner's
name and relevant disclaimers. Unauthorized modification or
reproduction of third-party promotional materials is prohibited.
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(111) Disclosure and Inquiry Standards
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1. Retail product/service department must promptly,
truthfully, accurately and comprehensively disclose critical pre-

sale, during-sale, and post-sale information to customers.
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2. Disclosures must be presented in a customer-friendly
formats. Complex or high-risk products/services require
simplified explanations of key terms (e.g., interest rates, fees,
profits and risks) and mechanism for customers to confirm
receipt of full disclosures.
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3. Disclosures must be published via official channels
(websites, counters, mobile banking, WeChat Bank) in formats
such as product manuals, service agreements, risk disclosures
and public notices. Queries outside standard disclosures must be
addressed within a reasonable timeframe, except where

restricted by laws or regulations.
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V1.Review and Monitoring
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All levels of the Bank and departments related to retail
marketing and promotion are responsible for reviewing
marketing scripts, texts, advertisements and other promotional
materials released by their departments on official channels and
platforms and submitting them to the consumer interest
protection departments at the same level for approval. They
must also monitor retail marketing and promotional activities
within their business lines. Any violation of national laws and
regulations, regulatory requirements, or internal policies

identified during monitoring must be promptly rectified.
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VII. Marketing Training
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Timely compliance training on marketing and promotional
activities shall be conducted for marketing personnel. All levels
of the Bank shall organize training sessions via online and
offline channels using resources such as in-house trainers,
product managers, or lecturers from external training institutions.
Training content shall cover business skills, legal and compliant
promotional practices, consumer rights protection, and

complaint resolution.
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This policy is interpreted and revised by Agricultural Bank
of China.
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