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1. Introduction

The Group is committed to responsible marketing practices that promote transparency, fairness,
and trust across all customer interactions. Marketing activities can influence consumer decisions
and perceptions, and it is essential that these communications reflect the Group’s values and
uphold high ethical standards.

This Policy supports the Group’s Responsible Business Strategy, ensuring that marketing
practices contribute to our social responsibility and governance objectives, particularly responsible
product design and promotion, customer protection, and financial inclusion.

Colleagues should also refer to the Group’s Code of Ethics and ensure that all marketing efforts
support the integrity of our brand and the well-being of our customers.

2. Policy Purpose

This Policy sets out the principles and procedures for ensuring marketing content is accurate,
appropriate, and aligned with our commitment to customer protection and financial inclusion. It
sets out clear principles and procedures to guide colleagues (and where relevant third parties) in
delivering responsible marketing practices.

3. Policy Scope

This Policy applies to everyone working for the Group, including full and part-time employees at
all levels and locations, directors, officers, contractors, seconded workers, interns and customer
representatives (“Colleagues”). The standards outlined in this Policy represent the minimum
expectations for responsible marketing practices and must be implemented by all operating
companies within the Group. Local markets are required to maintain their own marketing policies,
controls, and registers to meet the requirements of this Policy, while also complying with country-
specific legal obligations and market conditions. This Policy operates alongside any relevant
functional policies, including those governing disclosure, conduct, and external communications.

4. Definitions

The following definitions are used in this Policy:

Definition Meaning

Associated Party Any company or individual who is, or is seeking to be, engaged
with the Group in any capacity, including (but not limited to)
suppliers, consultants, business partners, charities, regulators or
customers and also including competitors to the Group.

Connected Person A member of the relevant Colleague’s family (spouse, civil partner,
any person with whom the Colleague lives as a partner in an
enduring family relationship, child or stepchild of the Colleague or
Colleague’s partner, parents or siblings) or any other close
personal relationship which could reasonably be expected to
create a potential Conflict of Interest.

Or a company in which the Colleague (and/or a Colleague’s
Connected Persons) has 20% or more of the share capital or can
control the exercise of more than 20% of the voting power at a
general meeting of the company.

Group International Personal Finance plc and all companies in which it
directly or indirectly owns or controls the voting rights attaching to
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not less than 50% of the issued share capital or controls the
appointment of the majority of the board of management.

Group Ethics Committee | The Chief Executive Officer, Chief Financial Officer, Chief Legal
Officer and Chief HR Officer.

Global Executive Team | Any Colleague who reports to the Chief Executive Officer.

Colleagues Full and part-time employees at all levels and locations, directors,
officers, contractors, seconded workers, interns and customer
representatives.

“Must” Indicates a mandatory requirement.

“Should” Indicates a strong expectation or recommended practice.

5. Policy Requirements

5.1 Expectations of Colleagues
All colleagues must:

+ uphold the highest standards of integrity, transparency, and fairness in all marketing and
customer communications;

* respect consumer rights and avoid targeting vulnerable groups with inappropriate or
unsuitable products;

+ comply with this Policy and all applicable local laws and regulations governing responsible
marketing and customer protection;

* be familiar with the content of this Policy, ensuring that day-to-day activities reflect
responsible product development and offering, ethical marketing practices, and consumer
financial protection; and

* report any suspected breaches of this Policy in accordance with paragraph 5.5 below.

Marketing teams and other colleagues, responsible with communications with customers, must:

+ ensure that all marketing materials are accurate, complete, and understandable, avoiding
misleading claims or omissions;

+ disclose any potential risks or limitations associated with products in marketing
communications where relevant; and

+ use the Responsible Marketing Handbook as a practical reference for examples of good and
bad practices.

5.2 Responsible Marketing Principles

The Group defines responsible marketing as the practice of developing and promoting products
and services in a manner that is fair, transparent, and aligned with the Group’s purpose and
values.

All communications must:

+ be tailored to appropriate audiences based on product suitability and customer needs;

* include clear and balanced information about product features, costs, and potential risks;

* avoid aggressive sales techniques or pressure tactics;

» not result in unfair or misleading outcomes;

» reflect the Group’s commitment to financial well-being, inclusion, and long-term customer
relationships; and

* be supported by internal guidelines and controls that ensure consistency and compliance
across all markets.
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5.3 Commitments to Responsible Marketing
To uphold the Responsible Marketing Principles, the following processes must be in place:

* Monitoring of Impact and Risk: Marketing teams in each market must undertake regular
monitoring of the impact and associated risks of current products and services, ensuring that
any emerging concerns are identified and addressed in a timely and responsible manner and
escalated as required. This should include a requirement on markets to maintain records of
marketing approvals, including rationale for messaging choices and any required compliance
checks. In line with specific market requirements, marketing materials should be reviewed
for compliance (e.g., sign-off process or checklist).

+ Customer Satisfaction Objectives: Each market must establish clear objectives to improve
customer satisfaction, supported by structured measurement tools and feedback
mechanisms. Progress against these objectives must be reviewed regularly and used to
inform continuous improvement.

+ Complaints and Corrective Action: All markets must maintain accessible and effective
mechanisms to receive, investigate, and resolve customer complaints. Corrective actions
must be implemented promptly and tracked to ensure resolution and learning including
performing root cause analysis on complaint trends and identifying corrective actions as
required.

* Reporting on Product and Service Quality: Reporting on product and service quality must
be conducted in each market in a manner appropriate to local operations. These reports must
inform decision-making and support transparency and accountability across the Group. Each
market should define minimum service quality indicators and benchmark performance
against Group-wide standards.

+ Impact and Risk in Product Development: Impact and risk assessment processes must
be embedded into all new product development and approval activities. These assessments
must ensure that new offerings meet ethical standards and contribute positively to customer
outcomes.

+ Training and Capability Building: Marketing colleagues across the Group must receive
regular training on responsible product offering, ethical marketing practices, and consumer
financial protection. Training must be tailored to local market needs and updated to reflect
evolving standards and regulations. Each marketing director should be responsible for
ensuring appropriate training arrangements are completed including tracking of marketing
and product ethics training completion rates, with annual refreshers and escalation for non-
compliance.

+ Data Protection and Privacy in Marketing: Marketing activities frequently involve the
processing of personal data, including customer identification data, contact details,
behavioural data, preferences, and, where applicable, profiling or segmentation. All such
processing must be carried out in accordance with the Group Data Protection and Privacy
Policy, applicable local data protection policies, and relevant data protection legislation.
Marketing communications and activities must be designed and delivered in a manner that
is lawful, fair, and transparent, in line with applicable data protection requirements.

+ Use of Al and Automation Tools: Marketing teams must ensure that any artificial
intelligence (Al), data analytics, or automation tools used in marketing activities meet any
relevant regulatory requirements and are subject to appropriate safeguards to ensure
transparency, consumer privacy and data protection, fairness and avoidance of discriminatory
or misleading outcomes.
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5.4 Policy Deliverables: Financial Inclusion & Customer Protection

To support our commitment to responsible marketing and inclusive finance, the Group must
deliver the following actions across all markets:

* Inclusive Product Innovation: Innovate and expand the range of financial services available
to underserved groups, informed by market research and direct feedback from clients.

» Tailored Delivery Methods: Adapt delivery channels and engagement strategies to meet the
needs and preferences of targeted customer segments, ensuring accessibility and relevance.

* Non-Financial Support: Offer non-financial support—such as financial education, budgeting
tools, and guidance—to promote the long-term financial well-being of underserved groups.

* Over-Indebtedness Prevention: Establish and maintain procedures to prevent over-
indebtedness, including affordability assessments and responsible lending safeguards.

* Accessible Complaints Mechanisms: Implement complaint resolution processes that are
simple, transparent, and easily accessible to financial inclusion clients.

« Staff Training on Ethical Conduct: Train all relevant staff to avoid aggressive sales techniques
and ensure respectful treatment of all customers, with a focus on vulnerable and underserved
groups.

+ External Engagement: Collaborate with regulators, NGOs, and other external stakeholders to
expand the reach and impact of inclusive finance initiatives.

5.5 Notification Requirements

All Colleagues must report any concerns or potential breaches of this Policy to the Marketing
Director in their local market as the first point of contact. If this is not appropriate—due to the
nature of the concern or potential conflict—notification should be made directly to the Chief
Marketing Officer or the Chief Legal Officer.

All reported concerns must be reviewed and managed by the appropriate senior leader, with
support from the relevant Compliance or Legal Function, in accordance with paragraph 6 below.

6. Roles and Responsibilities

Chief Marketing Officer | Responsible for implementing this Policy across the Group,
monitoring its use and effectiveness, responding to queries, and
ensuring internal control systems are in place to support
responsible marketing practices.

Responsible for the oversight of all marketing-related risk,
impact, and customer protection matters escalated from local

markets.
Local Marketing Managerial Accountability: Responsibility for the ethical and
Directors responsible offering of products and services rests with the

Marketing Director in each market and ultimately with the Chief
Marketing Officer. These roles are accountable for ensuring that
all marketing activities align with the Group’s values and
customer protection standards.

Responsible for putting in place procedures and controls to
comply with this Policy.

Responsible for ensuring that any concerns or breaches are
escalated to the Chief Marketing Officer or Chief Legal Officer
where appropriate.

Accountable for maintaining controls and approvals over the use
of Al-driven or automated marketing tools, ensuring they comply
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with Group ethical and legal standards, as well as the local
regulatory requirements.

Group Product Responsible for the management and approval of this policy and
Committee oversight of its implementation.

Local Marketing Responsible for the implementation and day-to-day
Function / Teams management of this Policy within their respective markets,

including oversight of responsible product offering, marketing
compliance, and customer protection standards.

Undertake regular monitoring of the impact and associated risks
of current products and services.

HR & Legal & Provide regular training on responsible product offering, ethical
Compliance marketing practices, and consumer financial protection.
Everyone All Colleagues must comply with this Policy and report any

concerns or potential breaches in accordance with the notification
requirements as soon as they become aware of them.

7. Policy Governance

71 Breaches and Exceptions to Policy

Exceptions to Policy No deviations from this policy are permitted.

Breaches of this Policy | All breaches of this policy must be notified to Chief Marketing
Officer and may result in disciplinary action.

Whistleblowing If for any reason you are uncomfortable reporting a breach as
requested above you <can access our independent
whistleblowing services at https://report.whistleb.com/en/ipf for
European, |IPF Digital or Group related matters or
https://hacerlocorrecto.ethicsglobal.com/ for Mexico.

7.2 Assurance
Owner This Policy is owned by the Chief Marketing Officer.
Assurance Responsible marketing activities will be subject to regular
mechanisms oversight by the relevant Marketing and Compliance teams in each

market. This includes periodic reviews of marketing materials,
customer feedback, complaints data, and product impact
assessments to ensure alignment with this Policy.

The Group Product Development Committee will receive periodic
reports on this policy.

To ensure ongoing compliance with this Policy, IPF Group is
conducting internal audits. These audits assess the adherence to
the Policy’s requirements and the effectiveness of data protection
controls.
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8. Related Policies

Global Code of Ethics

Data Protection Policy

Corporate Sustainability Policy

Responsible Procurement Policy




