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Beijing Yanjing Brewery Co., Ltd.
Responsible Marketing Policy
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1. Purpose
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Beijing Yanjing Brewery Co., Ltd. (hereinafter referred to as “Yanjing Beer” or “the
Company”) fully recognizes the social impact of marketing activities and places
consumer interests at the center while advocating responsible drinking. This policy aims
to ensure that all marketing activities of Yanjing Beer fully comply with relevant national
laws and regulations and the responsible marketing principles, to prohibit inappropriate
promotional practices and to maintain a healthy ecosystem for the beer industry.

—. EAwEH
2. Scope
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The Responsible Marketing Policy applies to the directors, senior management, and all
employees of Yanjing Beer and its subsidiaries. The Company encourages business
partners of Yanjing Beer to refer to this policy when carrying out marketing activities and
to jointly promote a positive beer culture.
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3. Responsible Marketing and Promotional Practices
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Yanjing Beer thoroughly implements 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 and relevant laws and regulations, strictly regulates alcohol advertising
and promotional practices, and effectively fulfills its corporate social responsibility. The
Company requires that all forms of marketing and promotional activities by all
departments and subsidiaries must strictly comply with the following standards:
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The following standardised responsible-drinking warnings must appear in all
advertisements:
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Minors are prohibited from drinking alcohol.
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Drink moderately and do not overindulge.

AR B T 6 R A TP B A 30

Active marketing to minors is strictly prohibited:
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Minors or elements highly attractive to minors must not appear in
advertising or product packaging.
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Promotional or marketing activities must not be conducted in venues
frequently visited by minors.
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Sale of any alcoholic products to minors is strictly prohibited. Business

premises must display a “Minors Prohibited from Drinking Alcohol” sign
of prominent size and placement.
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Inducement to unhealthy drinking is strictly prohibited:
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Any wording that encourages or implies unhealthy drinking behaviours is
strictly prohibited.
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Advertising must not contain any inducements that encourage drunk
driving, violence, or other negative behaviours.
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Fair competition must be upheld:
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No statement may contradict the facts about the product or the Company,
nor may any misleading statement be made.
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Competitors’ products must not be shown, nor may any statement that
misrepresents the facts of competitors’ products or constitutes a
misleading statement be made.
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5) Internal approval procedure of Yanjing Beer must be passed:
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All product packaging and promotional materials must undergo and pass the
Company’s multi-department internal approval process before being released for
use.
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4. Responsible Marketing Audit
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Yanjing Beer continuously improves its responsible marketing audit procedures. The
Company shall integrate responsible marketing audit into the Company’s regular audit
and conduct dedicated marketing audit as appropriate. During the audit, the Company
will conduct a comprehensive, objective and independent review and assessment of the
implementation of responsible marketing policies, compliant advertising and promotion,
and the principle of fair competition by relevant departments and subsidiaries.
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All departments and subsidiaries must actively cooperate with responsible marketing
audits and retain relevant marketing and promotional materials in daily operations to
support audit process. Identified improvement items should be rectified and enhanced
within an agreed and reasonable timeframe.
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5. Responsible Marketing Training
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The Company shall provide responsible marketing training to all employees on an
ongoing basis, covering without being limited to responsible marketing, product
promotion and product-culture outreach, and shall continuously expand its scope and
depth. Employees’ awareness of responsible marketing shall be continuously
strengthened, and the principles of responsible marketing shall be applied in daily work.
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6. Effective Date and Implementation
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The policy becomes effective on the date of issuance.
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Yanjing Beer invites all internal and external stakeholders to jointly monitor the
implementation of this policy. If any violation is detected, it may be reported to Yanjing
Beer. The Company will investigate such reports in accordance with regulations, take
strict disciplinary actions against responsible individuals, and implement remedial
measures to eliminate any resulting adverse effects.
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7. Review and Revision
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The policy will be periodically reviewed and enhanced to ensure that it continues to meet

the evolving expectations of stakeholders and remains aligned with changes in relevant
guidelines and standards.



