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1. Our Commitment

QNB Turkey is committed to integrating long-term environmental and social factors into its business
practices tosupport sustainable value creation. We are aware of the significant role we play in society
by adopting responsible business practices and promoting sustainability through our financing
activities.

2. Purpose and Scope

QNB Turkey envisions being the preferred institution for customers, employees, investors, and
suppliers. This Responsible Marketing Statement outlines the responsible marketing approach we
adopt in our marketing communications targeting individual and retail banking customers, as well as
the fundamental principles and standards underpinning these communications. Our aim is to build
trust, encourage financial literacy, and offer our products and services with an approach that
empowers our customers and respects them. This Statement applies to marketing communications
and activities across all channels, including print, digital, broadcast, outdoor advertising, in-branch
promotions, sponsorships, and customer communications.

3. Scope and Target Audience

This Statement covers the marketing of retail banking products. The target audience consists of QNB
Turkey's retail product/service customers.

4. Internal and International Standards

This Statement framework has been prepared and implemented in compliance with the existing QNB
Turkey policies and frameworks listed below:

e QNB Turkey Employee Code of Conduct Procedure

e QNB Turkey Sustainability Policy

e Personal Data Protection and Processing Policy

e Instruction on Rules to be Followed in Our Announcements, Advertisements, and Marketing
Activities Published by Our Bank

5. Guiding Principles
5.1 Transparency and Honesty

QNB Turkey continues to develop customer relationships based on trust and sustainability. The Bank
prioritizes transparency and accuracy in all information processes to support customers in making
informed decisions. Communication and marketing activities are conducted in line with legal
requirements and internal Bank policies, and necessary controls are continuously applied to prevent
misleading information. The Bank plans its marketing strategies in alignment with social sustainability
goals and places great importance on ensuring that information regarding products and services
offered to customers is not misleading. It clearly promotes eco-friendly or energy-efficient products.

a) Marketing materials will provide clear, accurate, and easy-to-understand information.
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b) Terms, conditions, fees, and key risks will not be hidden or made ambiguous.
c) The start and end dates of campaign validity will be clearly stated.
d) Misleading statements or exaggerated claims will be avoided.

e) All product marketing materials will promote transparency and honesty by clearly stating significant
risks associated with the relevant product or service, as well as relevant fees and commissions.

f) In marketing materials for products carrying sustainability features, general concepts and phrases
such as 'green', 'eco-friendly', or 'sustainable' cannot be used without any explanation. In such
environmental claims, it is mandatory to clearly specify which stage of the product or service's life cycle
(production, use, disposal, etc.) the feature relates to. Furthermore, all environmental claims and
assertions made in advertisements must be proven with valid certificates and documents obtained
from competent authorities and institutions, relevant university departments, or
accredited/independent research, testing, and evaluation organizations. These claims will be
presented with full compliance with the definitions and criteria set forth in our Sustainable Finance
and Product Framework (SFPF), and with such transparencythat it enables our customers to evaluate
the product's actual environmental and social impacts with verifiable data.

5.2 Fairness and Accessibility

a) Products and promotions will be targeted fairly and will not exploit vulnerable customer groups or
those needing support in financial literacy (e.g., financially inexperienced, elderly, or young
individuals).

b) Language will be inclusive and courteous, taking into account different cultural and social
backgrounds.

c¢) To ensure inclusivity, marketing content will be presentedin multiple formats and languages where
possible.

d) Customers will be provided with a platform via our branches, 24/7 call center, and website to
immediately submit complaints or feedback, where timely solutions will be offered for any questions
or disputes.

e) A dedicated call center line with priority connection rights is provided for the rapid reporting of
suspicious or fraudulent transactions, along with a separate line for official complaints.

5.3 Enhancing Customer Awareness
a) Marketing campaigns will aim to inform customers to help them make sound financial decisions.

b) Customers will be directed to products suitable for their actual needs, not just products that increase
sales.

c¢) Customers will be informed about online fraud and cybercrimes, to increase their awareness.

d) Customers will be notified that they must not share sensitive information such as passwords, card
PINs, and one-time passwords (OTP) via any channel, including phone, email, or SMS, and should not

Siniflandirma: Genel / Kisisel Veriicermez



#¢ QNB

QNB Tiirkiye Sorumlu Pazarlama Beyani

click on any links. They will be encouraged to contact the bank immediately if they have any doubts
about the authenticity of any communication.

5.4 Respect and Courtesy

a) All communications will be conducted professionally, respectfully, and with sensitivity to our
customers' time.

b) Human values will be respected in all visuals, language, and promotional messages used.

c¢) Indirect marketing activities; communication frequency, channel preferences, and opt-out requests
will be respected.

5.5 Data Privacy and Confidentiality Principle

a) Information constituting customer secrets or personal data used for marketing purposes will be
processed and protected in full compliance with internal data protection policies, ensuring the
preservation of secrets and data privacy as determined by the current Regulation On The Disclosure
Of Confidential Information, Personal Data Protection Law and relevant regulations.

b) Information within the scope of customer secrets/personal data will not be shared with third parties
for marketing purposes without customer instruction/explicit consent, except in exceptional cases
permitted by legal regulations.

5.6 Compliance with Regulatory Standards

a) All marketing activities will be carried out in compliance with the legal regulations in force in the
countries where operations are conducted.

b) Marketing materials will be reviewed and opinions obtained from Compliance and, if necessary,
Legal Departments before publication.

5.7 Sustainability and Environmental Responsibility

a) We commit to prioritizing sustainable practices to reduce the environmental impact of our
marketing activities.

b) Wherever possible, digital channels will be preferred over print communications to reduce waste
and lower our carbon footprint.

c) The environmental impacts of large-scale campaigns and events will be assessed, and eco-friendly
alternatives will be sought in implementation processes.

d) Our sustainability messages will be sincere and realistic, aligned with the Bank's overall
Environmental, Social, and Governance (ESG) goals; "greenwashing" or superficial claims will be
avoided.

e) Sustainability terminology such as "green," "sustainable," "sustainability-linked," "transition," "net
zero," "carbon neutral," and "climate neutral" will only be used when supported by the QNB Group
SFPF, approved methodologies, or accepted standards. Misleading or unverifiable sustainability claims

will be avoided.
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f) Comparative expressions such as "leader," "first," or "best in class" will be based on clear, verifiable,
and up-to-date criteria; where appropriate, the scope, period, and source of the comparison will be
stated.

g) Texts for sustainability-themed communication efforts will be prepared in line with the QNB Group
SFPF and reviewed by Sustainability teams and relevant business units before publication.

6. Marketing Targeting Specific Segments
a) Retirees

e QNB offers pension transfer campaigns, retirement promotions, and special banking
advantages tailored for retired customers.

e Marketing communications highlight products, services, and seasonal campaigns specifically
designed for retirees.

e Communications are based on the principles of simplicity, security, and accessibility.

b) Accessible Banking

e QNB supports equal and easy access to banking services for individuals with disabilities
through its Accessible Banking practices.

e Marketing communications emphasize accessible banking services and an inclusive customer
experience.

c) Professional Groups

e QNB provides specialized banking solutions for specific professional groups.

e Within this scope, the "Doctor Banking" and "Nurse Banking" programs offer products,
advantages, and seasonal campaigns tailored to the needs of these respective professions.

e Marketing communications highlight solutions and advantages that address the specific
financial needs of these professional groups.

7. Monitoring and Feedback
a) We will actively monitor the impact of our marketing campaigns and welcome customer feedback.
b) Any concerns regarding misleading or inappropriate marketing will be investigated immediately.

c) Where feedback or analyses reveal potential issues regarding fairness, transparency, or inclusivity,
necessary adjustments will be made to campaigns.

8. Employee Responsibilities and Training

In line with the responsible marketing approach, training and development programs are organized to
strengthen the decision-making competencies of employees involved in marketing, sales, and
customer communication processes, focusing on transparency and customer orientation. Program
contents are regularly reviewed and updated in line with the Bank's strategies and goals, thereby
supporting a sustainable learning culture.
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9. Review and Updates

This Statement will be reviewed by the Mass Segment Marketing and Strategy Management team at
least once a year, or in the event of significant changes in regulations, customer expectations, or
business strategy.

Disclaimer

The information contained in this publication (“Information”) has been prepared by QNB Bank A.S.
(“QNB Turkey”). The Information has been obtained from sources deemed reliable. However, QNB
Turkey makes no express or implied warranty, representation, or undertaking as to the accuracy,
completeness, or reliability of the Information and shall not be liable in any way (including negligence)
for any errors or omissions contained therein. QNB Turkey expressly disclaims all warranties, including
merchantability or fitness for a particular purpose, with respect tothe Information. Links to third-party
websites are provided solely for the reader's convenience; QNB Turkey does not endorse, is not
responsible for, and provides no assurance regarding the content, accuracy, or security controls of
such sites. QNB Turkey does not act as a financial advisor, intermediary, or fiduciary within the scope
of this Information, nor does it provide investment, legal, tax, or accounting advisory services. The
Information provided is of a general nature; it does not constitute advice, an offer, a promotion, a
solicitation, or a recommendation regarding any information or product contained in this publication.
This publication is presented solely on the assumptionthat the recipient will independently evaluate
the Information at their own risk and responsibility. It does not constitute a basis for making
investment decisions. QNB Turkey recommends obtaining investment, legal, tax, or accounting advice
from independent professional advisors before making any investment decision. The opinions
expressed in this publication reflect the author's views as of the date of publication. These opinions
may not always reflect the views of QNB Turkey. QNB Turkey reserves the right to change any
information without prior notice. QNB Turkey, its executives, employees, representatives, or agents
accept no liability for any loss, damage, injury, or expense that may arise from or in connection with
any person's reliance on this Information. This publication is distributed free of charge and may not be
distributed, modified, published, reshared, reused, sold, transmitted, or reproduced, in whole or in
part, without the permission of QNB Turkey. To the best of QNB Turkey’s knowledge, this Information
has not been reviewed by the Central Bank of the Republic of Turkey, the Banking Regulation and
Supervision Agency, or any official, semi-official, regulatory, or advisory authority within or outside
Turkey, and no approval has been requested or obtained from QNB Turkey regarding the Information.
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