STRATEGIC HIGHLIGHTS

We continue to
execute against
our strategy

We aim to grow our core
marketplace, bring more of the car buying
journey online through digital retailing
and become the industry standard data
platform; whilst maintaining our commitment
to all aspects of ESG via our make

a difference strategy.

OUR STRATEGIC PILLARS

Marketplace Digital retailing

@ Data as a platform @ Make a difference
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Individual online car buying
components live in trial

We continue to focus onsupporting an
increasingly online car buying journey and have
made good progressin developing both the
component parts which will form our end-to-
end deal builder journey and scaling some of
the key enablers to supportdigitalretailing.

10,000+

consumer vehicles disposed
of through our Instant Offer
productduring 2022

todhay and
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We launched Auto Trader Connect as part of
our April 2022 pricing event, which has gone
well. This gives customers access to our most
fundamental and powerful taxonomy data,
improving advert quality, pricing decisions
and enabling stock to be updated on

Auto Traderinreal-time.

c.40%

of third-party software
providers are nowintegrated
with Auto Trader Connect

Auto Trader Connect
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Consumer engagement and

retailer numbers are atrecord levels

Our financial performance, customer numbers,
consumer engagement and productuptake are
atrecord levels. Throughout the year we have

also strengthened our competitive position.

+5%

increaseinthe average number
of retailer forecourts advertising
onour platformduring 2022

OPERATIONAL REVIEW P30 — }
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Acquisition
of Autorama

InMarch 2022, we announced that we
have agreed to acquire allthe share
capitalof Autorama (UK) Limited, subject
toregulatory approvals. Autorama’'s
online marketplace and fulfilment
capabilities willtransform Auto Trader's
existing leasing proposition helping
meet the demands of the growing
number of consumers who might
consider leasing their nextnew vehicle.

MATERIAL DECISIONS MADE P22 —

April 2021

pricing event

We successfully executed our annual
pricing eventin April 2021, including
the launch of Retailer Stores, which
provide retailers theirown dedicated,
customisable location on Auto Trader.

58m

visits to Retailer Stores pages during 2022

O
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Becoming net zero

before 2040

InJune 2021, we signed up to the
Science Based Targets initiative
Business Ambition for1.5°C. By doing
sowe have committed to achieving
net zero before 2040 and will halve
carbon emissions before the end
of 2030.

ASSN

Welcoming Jasvinder Gakhal
tothe Board

Jasvinder was appointed as an Independent
Non-Executive Director to the Board, with effect
from1January 2022. Following Jasvinder's
appointment, the Board comprises five
Independent Non-Executive Directors, three
Executive Directors and a Non-Executive Chair.

{
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Evolved our advertising

pockoge structure

Early in the year, we evolved our advertising
package structure, giving a consistent cross
platform search experience powered by a
relevancy algorithm. We also launched Market
Extension, a product that allows our retailers
toreach carbuyers outside theirlocal area.

31% .

retailer stockon
apackage above
Standardin March 2022

OPERATIONAL REVIEW P30 —

Our audience performance

has strengthened

64m

cross platformvisitsa ” ,k

month, onaverage, in2022
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CHAIR’'S STATEMENT

Context

COVID-19 remained asignificant factor over
the lastyearinterms of the operational
conduct of our business. |l am pleased
thoughtobeabletoreportthatitsimpact
isnot obviously reflectedin our business
performance, asitwasinthe previous
financialyear.

Towards the end of the financial year we
have shared the shock and horror of the
warin Ukraine. As a business focused onthe
UK and Ireland we do not believe we have
any direct exposure to Ukraine and Russia
interms of customers, supply chainor the
imposition of sanctions. We have not
witnessed any clear negative impact on
vehicle buying and selling in the UK and
Ireland as aresult of increased fuel prices,
but thiscannotbe ruled outin future.

The year of the used car

Anotable aspectof the last12 months
has beenthe wayinwhichused cars and
the used carindustry have become the
centre of attentionin the automotive
retailingindustry, having been previously
overshadowed by the new car market.

B
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With supply chain problems across the new
carindustry and high levels of demand for
personal mobility as we emerged from
successive lockdowns, used car prices
haveriseninrealterms atrates we have
never seen before.

New car retailers have invery many cases
refocused theirbusinesses onthe used car
market. With fewer cars being tradedin for
new cars they have had to compete harder
tosecure asupply of used cars. Atrend
which hasimpacted theindustry formuch
of the past12 months.

In addition, at the corporate level, most
of the newinvestment flowinginto the
industry has beenintonationaldigitalcar
retailing businesses and those focused
onbuying vehicles from the public. In
response to this,and as anecessity during
lockdowns, larger car retailers have been
increasingly focused onselling carsonline
and to customers anywhere in the UK, not
justto customers able to visit the local
retailer where a car may physically be.

Nationalonline selling of used cars
represents avery substantial opportunity for
Auto Trader, without any evidence that these
trendsinany way threaten our historical core
business of advertising used cars.

Financial performance and strategic focus
Ourrevenues and profits for the financial
year 2022 were both atrecord highs. Aswe
enterthe new financial year, the business
has good momentum withrecord uptake of
our products by vehicle retailers and, what
appearstobe,anendforthe momenttothe
two-year headwind created by adecline
inthe number of used cars transactedin
the market.

Most of our technology development
effort,aswell as effort more generally
across the business, is devoted to building
outour fullrange of services for car buyers
andretailers to enable cars marketed on
Auto Trader to also be sold online. For us,
the difference between marketing online
and selling online consists of being able to
reserve acar,secure approval for finance
forthatcar, getaguaranteed price at
whichto trade-in an existing vehicle and to
enable aretailer to advertise that vehicle
outside theirlocalareaand beyond the
locationinwhich the caris situated.

Environmental, Social and Governance
Environmental, Socialand Governance
('ESG') matters arerightly taking a more
centralrolein UK corporate governance.
Auto Trader takes these matters seriously.
We believe we conform fully to the
Corporate Governance Code as wellas
recentrecommendations on governance
such asthe Parker Review.

Prior to 2021 we addressed these topics
inour fullBoard meeting, supported

by governance from the Nomination
Committee. However, as environmental
concernsinparticularhave become
increasingly an area of focus, we have
established a Corporate Responsibility
Committee, whichis chaired by Jeni Mundy.
The work of this Committee has already
made a significant contribution to

the additional disclosure levelsin this
Annual Report,and more importantly
toour practical effortstoreduce the
environmentalimpact of andincrease
the sustainability of our business.
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AN UNWAVERING COMMITMENT TO ALL ASPECTS OF ESG

@ Make a difference

MAKE A DIFFERENCE P36 —>

OUR JOURNEY TO NET ZERO
We are committed to achieving
netzero before 2040, as wellas
reducing our emissionsinline

with the Paris Agreement goals.

LEADING THE WAY IN
CARBON LITERACY

Over50%of our people have
been through Carbon Literacy
training, meaning we have
achieved Gold Carbon Literacy
Organisation status - the first
FTSE company todoso.

Inpartnership with the Carbon
Literacy Trust we have
developed andlaunchedan
automotive sector Carbon
Literacy Toolkit whichis

OO

Environmental,
Socialand
Governance matters
arerightly taking
amore centralrole
in UK corporate
governance. Auto
Trader takes these
matters seriously.

Ed Williams

Chair

available free of charge to
the automotive industry.

IMPLEMENTING THE
NIST FRAMEWORK

We are implementing the NIST
framework to supportusin
assessing our cyber security.
Thishasundergoneinternal
auditduring theyear.

OO

Used cars and

+1%

increaseinthe percentage
of employees who are women

+3%

increaseinthe percentage
of employees who are

FOCUSED ON OUR PAY GAP
Ourgender pay gapreducedin
2021, but our ethnicity pay gap
increased. Both wereinfluenced
by changesinourupper quartile.
Reducing both of these
positionsis something the Board
and the Company as awhole
arevery passionate about.

SETTING THE PACE FOR
GREATER DIVERSITY

Thisyear, we have seensmall
improvementsin our diversity
measures, with the exception
of leaders who are ethnically
diverse whichremained flat.
Thereis stillmuch work to do,
but we remain committed to

ethnically diverse

the used car industry

have become the
centre of attention
In the automotive

retailing industry,
having been
previously

overshadowed by
the new car market.

Ed Williams
Chair

InJune 2021, Auto Trader signed up to the
Science Based Targets initiative Business
Ambition for1.5°C, which committed us to
achieving net zero before 2050. Auto Trader
isaiming toreach net zero ahead of this:
our near-termtargets, which have been
validated, are to halve carbon emissions
before the end of 2030 and to achieve net
zero across our entire value chain by 2040.
We continue to work on theinitiatives to help
us achieve ourlonger-term targets.

Board changes

We welcomed Jasvinder Gakhalas a

new Board member from1January 2022.
Jasvinderis currently Managing Director
of Motor at Direct Line Group. She sitson
our Nomination, Audit, Remuneration and
Corporate Responsibility Committees.

There were no other changes to the Board.

Plans are wellinhand to handle the
replacement of three Non-Executive
Directors who willhave completed their
third three-yeartermin 2024, the ninth
anniversary of Auto Trader Group plc's
admission to the London Stock Exchange's
officialllist.
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making continued progress.

Dividend and capital return strategy
We are recommending to shareholders
afinaldividend of 5.5 pence per share,
bringing the totaldividend for the year to
8.2 pence per share. Having suspended
ourdividend at the height of COVID-19,
we have now fully reinstated our capital
returnstrategy of investinginthe business,
returning around a third of netincome as
dividends andreturning the remainder
through share buybacks.

Inthe comingyear, itis expected that the
Group willdraw onitsrevolving credit facility
to fund part of theinitial consideration
relating to the Autorama acquisition. Itis
the long-termintention of the Board that
over time this debt will be repaid.

Annual General Meeting

Our Annual General Meeting (‘(AGM') will
be held at10.00amon 15 September at
our office in Manchester and we expect
all Directors to bein attendance.

Ed Williams
Chair
26 May 2022
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CHIEF EXECUTIVE OFFICER'S STATEMENT

Overview

Earlyinthe pandemic we acted decisively
to protect our people, customers, and our
business. As aresult of these actions, we
have emerged as astronger business whichis
notonlyreflectedin ourvery strong financial
results for the year, butalsointhe greater
relationships we now have with our customers.

The number of people using Auto Trader to
buy theirnextcaris atrecord levels,and more
retailers are choosing to partner with us,
helping to strengthen our competitive position.

Summary of operating performance
Supported by astrong car market and seeing
ameaningfulincreaseinthe amount of time
carbuyershave spentonline, Auto Trader has
had astrongyear. Revenue grew by 65% to
£432.7m (2021: £262.8m). The abnormally
high rate of growth principally reflects the
COVID-related discounts we gave to our
retailer customers throughout the pandemic.
Abetter comparisonis that of twoyearsago,
against whichrevenue grew by 17%(2020:
£368.9m), with agreater number of customers
using Auto Trader and choosing to spend
more onour platform. Operating profit grew
88%1t0 £303.6m (2021: £161.2m), again with a
better comparison being 2020 where growth
was also17%(2020: £258.9m). Operating profit
margin grew to 70% (2021: 61%) and was
consistentwiththe level achievedin 2020.

Our purpose and strategy

Our purposeis to Drive change together.
Responsibly. Whichis at the core of our
business strategy. Itisalsointegralto how
we think about supporting our customers,
ourindustry, our people, ourlocal
communities and the environment.

We strive to be the best place to find, buy and
sellacarinthe UKonaplatformthatenables
data-drivendigitalretailing forourcustomers. We
thinkaboutourstrategyintermsof four strategic
pillars: our core marketplace, digitalretailing, our
dataplatform,allof whichsitalongside ourmake
adifference strategy. We have made good
progressacrossallareas throughout the year.

6

In April 2021, we successfully executed our
annual pricing eventincluding the launch
of Retailer Stores, which offersretailers their
owndedicated, customisable locationon
Auto Trader. This allows retailers to bring their
brandtolife, driving consumer confidence and
standing out to buyers. As we build our digital
retailing capabilities, we envisage these
pagesbecoming anareathatcustomerscan
use as partof theirown e-commerce journey.

Atthe startof the year, we also evolved our
advertising package structure and changed
the sort order for listings. We have now
created aconsistentcross platform
experience with adverts appearinginsearch
based onarelevancy algorithm. As part of
thischange, we have discontinued our Basic
package, introduced a higherlevel and
re-branded ourtop three levels to Enhanced,
Superand Ultra. We have increased the
penetration of these higheryielding
packages with 31% of retailer stockon a
package above Standard in March 2022
(March 2021: 26%). Whilst the supply and
demand dynamics during the past sixmonths
have not created the best environment
forupselling, we have nonetheless seen
customers continue toinvest furtherin

our suite of prominence products.

The number of customers paying for our
new car product has beenrobustdespite
the challenges of sourcing stock due to the
shortage of semi-conductors. We ended the
yearwithover1,800retailers (2021: over 2,000)
paying to advertise new cars on our site.

With car buyers continuing to do more online,
ourfocusistobuildanend-to-end deal builder
journey on Auto Trader, which leverages the
threeindividualcomponents of guaranteed
part-exchange, reservations and finance
applications, all of which have been trialled
individually. Whilst we believe that the physical
showroomwillcontinue to playaroleinthe car
buying process foranumber of years, there
are severalcomponents whichcanbe
broughtonline which will drive sales and
efficiencies forourretailer customers,

provide a better consumer experience,
and provide significant long-term growth
opportunities for our business.

Having lastyear acquired AutoConvert, a
finance,insurance and compliance platform,
we have recently launched a small trial
enabling the application and approval of a
finance proposalon Auto Trader. This product
isexpectedtodrive greater transparency for
buyers, withanupfrontunderstanding of their
finance options, including asoft-checkand full
applicationjourney which will drive efficiencies
onthe forecourt. The trialis workingwith a
couple of lenders andif the buyerisnoteligible
fortheretailer’s first choice of lender, the
journey presents analternative lenderviaa
broker,Carmoney. While enabling eachretailer
to use their choice of lender dramatically
increases the complexity of the productand
onboarding, we believe it willultimately result
inmuch greater take-up and engagement
fromour customers, thereby giving us the best
chance of seamlessly bridging the offline and
online experiences.

We have also continued to evolve our trial for
vehicle reservations during the year, with the
introduction of Auto Trader’s Seller Promise,
whichis currently offered by a subset of trial
customers. Seller Promise is designed to

give buyers greater peace of mind when
completing more of the buying journey online
andincludes certain features offered by
theretailer, such as warranties, a14-day
moneybackguarantee and12-month minimum
MOT andservice. Inthe yearwe have seenover
400reservations convertinto a successful
transaction, which give us good levels of
confidence as we evolve the propositionto be
incorporatedinto our full deal builderjourney.

Asreferencedinourhalf-yearresults, we have
improved our offering for consumers who
wantto conveniently sell their car for cash
through our Instant Offer product, which
uses the same consumer journey as our
Guaranteed Part-Exchange (‘GPX’) product,
andisthe finalcomponentinourdealbuilder
journey. These products enable consumers to
getanaccurate and guaranteed price for
their existing vehicle whilst shopping on
Auto Trader, eliminating either the need to
haggle overapart-exchange orlook forother
disposalroutes fortheircurrentvehicle. Over
the pasti2 months, we have provided c.1.2
million guaranteed valuations and purchased
over10,000 vehicles onInstant Offer, through
our partner Cox Automotive.

During the yearwe launched anew product,
Market Extension, that allows customers to
sellvehicles outside theirlocal area. This
digitalretailing product enables customers to
sellbeyondthe physical constraints of their
forecourt. Initialuptake has been strong with
over 6% of retailer stock on this product atyear
end, withthe product being mostrelevant
forthose customers with either delivery
capability or multiple forecourt locations.
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STRATEGIC REPORT

We are also continuing to evolve our logistics

marketplace to supportanincreasingvolume
of vehicle moves directto consumers. Over the
year,our platform facilitated ¢.122,000 (2021:
€.98,000) moves of which c.15% were delivered
directly to the consumer.

In March 2022, we announced that we have
agreed to acquire all of the share capital of
Autorama (UK) Limited, subject toregulatory
approvals. Autorama’s online marketplace
and fulfilment capabilities will transform

Auto Trader’s existing leasing proposition and
help meet the demands of the growing number
of consumers who might consider leasing their
nextnew vehicle, while providing an efficient
and professionalchannel to market for
manufacturers andleasing companies. Intime,
Autoramawillbe able toleverage Auto Trader's
brandto accelerateitsrecentexpansion,
beyondlight commercialvehicles,into new
cars. Thereis asignificant structural
opportunity foranew carleasing marketplace
driven by the growth of electric cars, new
manufacturers entering the UK market,
lower take up of company car schemes and
ashift towards new digital distribution
models. Leasing provides consumers with
acost-effective way toaccessanew car
with amodelthatis consistent with any
future move towards usership.

THE PILLARS OF OUR STRATEGY

Marketplace

Offerthebestonline
search experience

Ourmarketplace pillarambitionis to offer the
bestsearchexperience forsomeone looking
for theirnext car. We offer a wide choice of
vehicles,bothnew andused, and aneffective
way forabuyertonarrow theirsearch based
ontheirown preferences. Thisis acore service
that Auto Traderhasbeen providing formuch

of its past, but one that we are continually
improving with additional features.

Our people

Our people have continued to show resilience
and determination through what has been
anotherveryunsettledyear. Aswe have been
able to openour offices properly once again,
it'sbeen brilliant to see how people have
come backtogether to collaborate and
tore-establishrelationships. We are now
operating a hybrid working model which
encourages people to collaborate inour
physical office spaces, butalso allows them
the freedomto work fromhome. lam proud of
what we have all achieved and | am excited
aboutwhat the nextyear will bring.

Iwouldlike to thank our people, our customers
and our wider stakeholders for their continued
trustinourbusiness. We have triedtodo the
right thing by everyone, such that working with
or for Auto Trader feels like a partnership.

Outlook

The new financialyear has started well.

In April this year, we successfully executed
ourannual pricing event whichincluded the
launch of our Auto Trader Connect product.
We are anticipating another good year of
ARPR growth, underpinned by our product
lever. We expect growthinthe product lever
tobegreaterthan 2021, butless than the
exceptional performance achievedin 2022.

Digitalretailing

Bring more of the buying
journeyonline

Ourdigitalretailing pillaris aimed atbringing
more of the car buyingjourney online.
Having trialled anumber of individualdigital
retailing components, we are looking to
create anend-to-end dealbuilderjourney
onAuto Trader for car buyers. We expect
that with more of the journey completed
online,itwillyield efficiencies onthe
forecourt for our customers.

We expect the price leverto be broadly
consistent with lastyear,and the stock lever
to be flat. We anticipate average retailer
forecourts to be marginally downyear-on-
year,asmarket conditions start to toughen.
Consumer Servicesis expectedtoincrease
atarate of low-mid single digits year-on-
year, while Manufacturer and Agency
remainsunclear due to welldocumented
supply chainissues. These two areas only
represent c.10% of total Group revenue.
Despite pressure on costs, we anticipate
Operating profitmargins to be consistent
year-on-year at 70%. This outlook does not
include the acquisition of Autorama, which
will be provided upon completion. The
completiondateis notyet knownasnotall
regulatory approvals have beenreceived.
Despite growing economic uncertainty, the
Boardis confident of meetingits growth
expectations for the year.

Nathan Coe
Chief Executive Officer
26 May 2022
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Data as a platform

Be theindustry standard
dataplatform

Ourdataasaplatformpillaris focused
onfurtherembedding our datainto the
industry, giving consumers, retailers,
manufacturers, insurers and lenders
up-to-dateinsight, pricing and valuations
data,aswellas accessto ourunderlying
taxonomy. This willallow all parts of the
automotive ecosystem to make better
and faster decisions.

Make a difference

SEE PAGE 36 —
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MARKET OVERVIEW

Driving changein
tomorrow’s car market

The ecosystem we operatein

The automotive marketis complex and ofteninefficient. There are multiple
participants and unsurprisingly consumers can find the process of buying
orselling acaroverwhelming.

Fleet

(lease & rental

Contract hire deals

@

Leasing

broker

q°

Direct to consumer

Through Auto Trader products, services and partnerships, we aimto
significantlyimprove the car buying experience, as well as leverage
our existing relationships toimprove more of the value chain.

Motability, corporate & rental

@
OEM & &/
captives

Defleet

ExPCP

&

B o

Retailers

=

(=]

Auctions
New cars

E-)
Instant Scrapped

Offer

Car buying
services

/= New &usedcarsales

Supported by:

&/ part exchanges

: : : Digital auction Finance & Finance / leasing . . ..
Car buying services marketplace Marketplaces Tech providers Vehicle logistics

= InstantOffer aAutoTrader fFdealeraucion Auto HConvert

New car registrations

1.6m

new carregistrations
inthe12 months to March 2022

+4% year onyear

Despite these challenges,
alternative fuel vehicles (‘AFVs’)
stillgrewinthe yearwithnew car
registrations of AFVsincreasing
by 60%inthe12 monthsto March
2022. AFVs accounted forjust
under a third of allnew car
registrationsin 2022, which
increased from afifthin 2021.
Consumer preferences continue
toshifttowardselectric vehicles,
asnew technology as wellas
more choiceis supported by
consumers being more conscious
of theirenvironmental footprint,
and the government bringing
forward the ban onthe sale of
petroland dieselcars to 2030.

New carregistrations, whilst
seeingyear-on-year growth of
4%, were still 22% below 2020
levelsassemi-conductorshortages
impacted the supply of new cars.
New carregistrationsin Q1 of our
financialyear saw significant
growthyear-on-year, withvery
low levels of registrationsin
Spring 2020 because of the first
nationallockdown. Decline was
seenintheremainderof theyear
as supply constraintsimpacted
the production of new cars.

8

@vanarama & AutoTrader

= Connect = Moves

Used car transactions

7.5m

used car transactions
inthe12 months to March 2022

+15% year onyear

With several nationallockdowns
inour 2021 financialyear, there
were a number of transactions
which didn’t occur, which led
to average ownership lengths
increasing. With forecourts
remaining open throughout our
financialyear 2022, we have
seen the ownership length
reduce, althoughitremains
above historic levels. Those
higher levels are due to supply
issues meaning that fora
number of people they have not
beenable to change vehicle,
despite high levels of demand
from car buyers.

Used car transactionsincreased
15% to 7.5min the 12 months to March
2022. Q1 of our financialyear lapped
the first pandemic lockdown

and saw growth of over100%, with
theremainder of the year being
impacted by supply shortages,
particularly for our larger
customers, as lower new carsales
have meant fewer part-exchanges
and alower volume of cars being
sentto auction fromwholesalers.
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Continually adapting our onsite experience to meet the

needs of both our consumers and customers. Thisis core to remaining
the UK’'s largest automotive marketplace for new and used cars.

Retail Price Index

£16,155

£20,000 40%
average price of aused car advertised on
Auto Trader for the 12 months ending March 2022 35%
+22% yearonyear £15,000 0%

25%

The Auto Trader Retail Price Index tracks the average retail £10,000 20%
price of aused car, and splits out like-for-like pricing changes 15%
fromtheimpact of changesin the mix of cars being sold. During
the past12 months we have seen an extraordinary period £5,000 10%
of like-for-like pricing growth driven by strong consumer 5%
demand and constrained supply. Production delays of new
cars due to well documented worldwide semi-conductor £0 0%

shortages have had animpact on new and nearly new supply.

-5%

This, combined with very high levels of consumer demand
coming out of COVID lockdowns, has created aunique market FY20
dynamic. Like-for-like prices grew through the year and saw

a+22%year-on-yearincrease across the year, reaching an
average of £16,155. Despite continued supply challenges,

-10%

= Average price of atrade
carforthe month

we anticipate that pricing growth will slow in FY23.

Competitive position

We have maintained our position as the UK's
largest and most engaged automotive
marketplace fornew and used cars, with
over75%of allminutes spentonautomotive
classified sites spent on Auto Trader (2021:
over75%)and grew to be 8xlarger than our
nearestcompetitor (2021: 7x). We continue
to evolve andimprove our consumer
experience ahead of our competitors.
Inthe year, we have offered improved
transparency around admin fees, built
an electric vehicle hub with charging
information for electric vehicles, and
provided anincreasing volume of vehicle
provenance checks, free valuations
andinstantinsurance quotes. These
improvements are built on our already
market-leading experience, with greater
volumes of choice offered ahead of any
othercompetitorsin the UK.

>75%

of allcross platform
minutes spenton
automotive classified
sitesare spenton
Auto Trader

N
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Consumer buying behaviour

We continue to see consumer buying
behaviour shift towards online retailing.
Consumers are using our marketplace to
buyacarfromfurtheraway thanthey were
pre-pandemic. When asked, consumers
explain thisis to openup awiderrange
of stock than they would have previously
considered. We have also seen consumers
increasingly willing to do more of the car
buyingjourney online. Inastudy of 2,000 car
buyers, when consumers were shown how
online car buying can work, 72% found it
appealing, up 1l percentage pointsvs. 2021.
By building products like Market Extension,
aswellasoursuite of digitalretailing tools
currentlyin trial, we are evolving our
marketplace to provide consumers witha
wider choice of stockand the ability todo
more of their car buyingjourney online.

The percentage of consumers that would
like to complete key activities online’

70% 70% 69%

I||63%

1. Source: Auto Trader Car Buyers Tracker 2021.

® GPX forcurrent car

® Reserve next car

@ Delivery of next car

@ Decide on finance deal
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@ Year-on-year price
growth for the month

FY21 FY22

Year-on-year mix
growth for the month

Rising demand for EVs

Demand for electric vehicles hasrisen
sharply over the pastyear, with the share
of electricnew car advertviews on
Auto Traderrising from 6% in March 2021
to 20%in March 2022. This growth has
beendriven by acombination of supply
and demand. On the supply side, choice
forelectric vehicles continues to grow
across new and used vehicles as
manufacturersrelease new EV models
into market and the used market matures.
Onthe demandside, rising fuel prices
andincreased advertising around EVs
have stimulated EVinterest torecord
levels. Forconsumers, we provide
impartial buying and owning advice as
wellasregular electric vehicle content,
including our monthly electric car
giveaway which had over 2 million
entriesinthe last financialyear.

A
+122%

yearlyincreasein
EVadviewsin
March 2022

O
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HOW WE CREATE VALUE

Better use of the digital journey
to put consumers in their next car

VALUE INPUTS

The resources and relationships
that fuel our core activities

TRUSTED BRAND
Auto Trader has operated as a trusted source
forUK carbuyers andsellers forover40years.

DATA AT SCALE
Auto Trader’s volume of vehicle observations
and consumer interactions generate
significant quantities of quality data.
The Group also owns its own proprietary
taxonomy data.

SCALABLE TECHNOLOGY PLATFORM
We operate atechnology platform that
serves our core classified marketplace

and new growth opportunities.

PEOPLE AND CULTURE
Ourvalues-led culture underpins a fast-moving,
collaborative and community-minded

environment which allows us to quickly respond
tomarketchanges and opportunities.

CASH GENERATION

The highly cash generative nature of the
business allows ustoinvestinthe long-term
growthdrivers of the business.

OUR CORE ACTIVITIES

What we do to create value

Our network effect

Ourleading digital automotive marketplace benefits from a network
effectmodel whereby the largest volume of in-market car buyers
generate the most effective response and sales channel for our
customers, whoin turn provide consumers with the most extensive choice
of trusted stock. We use the large volume of data we collect to enhance
the car buying experience and create efficiencies for our customers.
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Creating a digital retailing platform on top of our strong

classified marketplace

We continue to see consumer behaviour shift towards online retailing.
We are building various components that allow more of the car buying
journey to be completed online. We aim to bring these componentsinto
one end-to-end dealerbuilderjourney which we believe will create a better
consumer experience and realise efficiencies for our retailer customers.

A comprehensive governance framework for acting responsibly

MAKE A DIFFERENCE P36 HOW WE MANAGE RISK P58

GOVERNANCE OVERVIEW P70
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{ OUR STRATEGY P12 — }

{ SECTION 172(1) STATEMENT P19 —

Largest volume of in-market car buyers
The scale of our consumer audience
means we are the most effective sales
platform foranyone whois wanting to
sellavehiclein the UK.

63.8m

monthly average cross
platformvisits during 2022

8x

larger than our nearest competitor
forshare of cross platform minutes

Extensive choice of trusted stock
Our marketplace provides our buyers
with anunrivalled choice of both new
and used vehicles, which caters forall
consumers’' needs.

430,000

live car stock on average
per month during 2022

Bringing the car buying journey online
Development of tools to convert car
buyers’interestinto sales whilst on the
Auto Trader platform, stretching our
influence beyondjust the advertising
of the vehicle.

16.9m

volume of leads submitted
toretailer customersin2022
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VALUE OUTPUTS

How we share value with our stakeholders

. FOR CONSUMERS

Our trusted marketplace gives consumers one
place toview an extensive choice of vehicles for
sale and we provide transparency to allow them
tomake informed decisions.

9.2m

cartransactions
inthe UKin2022

FOR CUSTOMERS

Offering the largest and most engaged audience
resultsinthe most effective sales channel for
our customers.

13,964

averageretailer
forecourtsin2022

FOR OUR PEOPLE

Ourenvironmenthas beencreated to ensure
everyone gets the opportunity to be at their best
and develop their careers. We offer competitive
packagesto all of ouremployees.

95%

of our people feel proud
towork for Auto Trader

FOR PARTNERS & SUPPLIERS

We work collaboratively oninnovations,
increasing revenue from shared opportunities
whilst ensuring we have fair trading and robust
terms and conditions.

10,000+

cars boughtthroughInstant
Offer, operating through

a partnership with Cox
Automotive, during 2022

FOR THE COMMUNITY

& THE ENVIRONMENT
We supporteach otherand think of others
ahead of ourselves. We respect diversity and

advocateinclusion, and make adifference
to the communitiesin which we operate.

2040

committed to achieving
netzerobefore 2040
and to reduce our
emissionsin line with the
Paris Agreement goals

FOR INVESTORS

We continually investin our platformand
marketplace to create along-term sustainable
business. Ahigh proportion of our profitis
convertedinto cash, which, outside of COVID,
hasbeenlargelyreturnedto shareholders
through dividends and share buybacks.

£237m

cashreturnedto
shareholdersin2022



OUR PURPOSE-DRIVEN STRATEGY

Driving change together.
Responsibly.

Our purpose defines and enhances everything we do. It’s the bedrock of our strategy.
With a clear focus on our three strategic goals, alongside our commitment to
make a difference, we're delivering this purpose by...

...delivering ...making

environmentally

...growing our better online ...building ...‘drlvm‘g an
stronger inclusive
friendly choices

buying & selli
marketplace vying &setling partnerships culture
experiences

OUR STRATEGIC PILLARS

Marketplace Digital retailing

Bring more of the buying
journeyonline

Data as aplatform

Be the industry standard
data platform

Offer the best online
search experience

Make a difference

Environmental Social Governance
Sustainability and our Acontinued focus on Anunwavering commitment
journey towards net zero diversity andinclusion to ethics and compliance

UNDERPINNED BY OUR CULTURE AND VALUES
We focus on ensuring we create a highly collaborative culture where
people feelmotivated and supported to live our values every day

‘ MAKE A DIFFERENCE P36
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7\

re Marketplace

Continuing to evolve and
improve our marketplace
to offer the best online
search experience.

The largest and mostengaged
consumer audience underpins our
network effect marketplace model.

We aim to maintain our leadership
positionacross bothnew and used

vehicles and continue toincrease
the breadth and depth of vehicles
available to buy.

Whilst creating value to allow
retailers and manufacturers to
increase sales, we continue to
investinthe technologytoenable
the online car buying experience
andin the onsite tools that
consumersneedto help them
make the mostinformed decisions.

3%

of retailerstockona
package above Standard
inMarch 2022

13,964

average number of retailer
forecourts advertising on
our platformin 2022

58m

Retailer Store visits
during 2022

Digital retailing

Creating the leading platform
which enables more of

the car buyingjourney

to be completed online.

We continue to evolve both

our products and consumer
experience, to bring more of the
carbuyingjourney online. By
doing so, we aim to make the
current process significantly
more efficient, for both car buyers
and our retailer customers.

Having built the component
parts of guaranteed part-
exchange, reservationsand
finance we have the foundations
inplace sothatwe areready
toscale our full proposition.

We willachieve thisby creating an
end-to-end deal building journey
on Auto Trader whichincludes
these component parts.

6%
o
penetration of retailer

stock on Market
Extensionin March 2022

400+

reservationsresulting
inatransactionin 2022

10,000+

vehicles purchased
onInstant Offerin 2022

Embedding our data and
insight to enable our
customers to make better
and faster decisions.

Akey strategic priorityisto
furtherembed our datainto
theindustry, giving buyers and
retailers up-to-dateinsight,
allowing them to make better
and faster decisions.

@ Data as a platform

We aim to provide both data
andinsight capabilities to support
amultitude of customers across
many segments, solving avariety
of challenges. Our data provides
the accuracy, scale and ease

of integration to suit our
customers’ needs.

We continue to make progress; this
yearwe have notonlyincreased
the volume of datawe have shared
but also the frequency.

Auto Trader Group plc  AnnualReportand Financial Statements 2022

c.40%

of third-party software

providersintegrated with

Auto Trader Connect

c.1.2m

guaranteed valuations
givento consumersin 2022




OUR PURPOSE-DRIVEN STRATEGY CONTINUED

=l
Marketplace
Offer the best

online search
experience

2022 PROGRESS

Consumer engagement and retailer numbers
are atrecord levels, our competitive position has
strengthened and productuptake by customers
has beenstrong. Average monthly cross platform
visitsincreased by 9% to 63.8 million per month
(2021: 58.3 million), and the average number of
retailer forecourts advertising on our platform
increased by 5%t013,964 (2021:13,336).

InApril 2021, we successfully executed our
annual pricing eventincluding the launch of
Retailer Stores, which offersretailers their
own dedicated, customisable location on
Auto Trader. We have seen over 58 million visits
tothese pagesin2022. As we build our digital
retailing journey, we envisage these becoming
anareathatcustomers canuse as part of their
owne-commerce journey.

We have evolved our advertising package
structure and changed the sort order for listings.
We have now created a consistent cross platform
experience with adverts appearinginsearch
based onarelevancy algorithm. As part of this
change, we have discontinued our Basic package,
introduced a higher leveland re-branded our top
three levels Enhanced, Super and Ultra. We have
increased the penetration of our higheryielding
packages with 31% of retailer stock on a package
above Standardin March 2022 (March 2021: 26%).

Ournew car proposition has beenimpacted

by supply shortages created by the challenge
sourcing semi-conductors. Thishas seenthe
number of new cars advertised on Auto Trader
decrease to 29,000 (2021: 47,000). However due to
our‘allyou caneat’ charging model we have not
seenthisdirectlyimpactrevenue and the number
of payingretailers ended the year at over1,800
(2021: over 2,000).

Digital retailing
Bring more of
the car buying
journey online

Inthe year, we launched a new product, Market
Extension, that allows customers to sell vehicles
outside theirlocal area. This product saw good
levels of adoption, exiting the year with over 6%
of retailer stock on the product.

We continue to develop the components
which make up the key stepsinthe online
carbuyingjourney.

We have improved our of fering for consumers
who want to conveniently sell their car for cash
through our Instant Offer product and connected
it with our Guaranteed Part-Exchange (‘GPX’)
product. These products enable consumers to
getanaccurate and guaranteed price for their
existing vehicle whilst shopping on Auto Trader.
We have provided c.1.2 million guaranteed
valuations and purchased over 10,000 vehicles
onlInstant Offerin 2022.

We have also continued to evolve our trial for
vehicle reservations during the year, with the
introduction of Auto Trader’s Seller Promise
offered to asubsetof trial customers. Seller
Promiseis designedto give buyers greater peace
of mind when completing more of the buying
journeyonline.

Having lastyear acquired AutoConvert, a
finance, insurance and compliance platform, we
have recently launched asmall trialenabling the
applicationand approval of a finance proposal
onAuto Trader.

Having the three critical components of GPX,
reservations and finance either live or close to
beinglive, our focusis now on optimising these
products, adapting them for larger customers
and bringing them togetherinto an end-to-end
journey on Auto Trader that complements the
forecourt experience.

Dataasa
platform
Be the industry
standard data
platform

We have broadened our customer sets with the
sale of our data, whichremains a significant
opportunity outside of our core retailer segment.
We continue to getthe best for our customers
businesses, providing accurate, well-structured
consumer facing vehicle information and vehicle
valuations and market metrics, which is market-
leading and unique inboth the scale of vehicle
pricing behaviour and frequency of updates.

We launched Auto Trader Connect, which was
includedinretailer packagesin April 2022.
Auto Trader Connect has transformed data
feeds, introducing real-time data for our
retailers, allowing them to create and manage
adverts from their existing stock management
system, powered by our advanced vehicle data
and sharedinreal-time across their network.

Thisremoves the inefficiencies of daily data feeds,
maximises margin through access to advanced data
and ensures consistency and accuracy, improving
customer experience. We have currentlyintegrated
c.40% of third-party software providers with

Auto Trader Connect.

We have also made substantial progress during
theyearinmigrating our platform and technology
infrastructure to the cloud. Moving to the cloud
has enabled us to take advantage of improved
performance, enhanced security and a quicker
productrelease cycle. We expect to have migrated
all of our services to the cloud by the end of the
coming financial year. We saw anincreasein the
number of product releases to 46,000 (2021: 41,000).

Auto Trader Group ple  AnnualReportand Financial Statements 2022



STRATEGIC REPORT

FUTURE OPPORTUNITIES

We want to help car buyers make more
sustainable vehicle choices. Thisinvolves
helping buyers navigate their electric vehicle
buyingjourney, through clearinformation
and a more transparent experience.

Thereis continued scopetoincrease the
penetration of existing products; this
includes our prominence products, greater
levels of stock and Franchise customers
that buy our new car product. We continue
tolook at features whichimprove the
search experience, particularly those that
increase the level of trust and transparency
forcarbuyers.

’ HOW WE CREATE VALUE P10

HOW WE MEASURE PROGRESS

Revenue

Average Revenue Per Retailer (‘'ARPR’)
Operating profitand margin

Basic EPS

Cash generated from operations
Cross platformvisits

Cross platform minutes

Retailer forecourts

Live stock

Employee engagement

.

.

.

.

’ KEY PERFORMANCE INDICATORS P24

ASSOCIATED RISKS

Economy, market and
business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security
Failure toinnovate: disruptive
technologies and changing
consumer behaviours
Regulatory risks
Competition

Brand and reputation
External catastrophic and
geo-politicalevents

.

.

.

.

.

We are looking to build an end-to-end

deal builderjourney on Auto Trader for
consumers,and ajoined-up experience for
retailers. Optimising the component parts
including GPX, reservations and finance will
getthe foundationsinplace sothatwe are
ready to scale our full proposition.

We wantto provide the consumer assurance
around the quality of the carand the
aftercare should anything not be as
expected. Through Seller Promise, they can
buy online with greater levels of confidence.

We have agreed to acquire, subject to
regulatory approvals, Autorama (UK)
Limited, one of the UK's largest
transactional marketplaces for leasing
new vehicles. The acquisition will transform
Auto Trader’s existing leasing proposition.

Revenue

Average Revenue Per Retailer (‘{ARPR’)
Operating profitand margin

Basic EPS

Cash generated from operations
Cross platformvisits

Cross platform minutes

Retailer forecourts

Live stock

Employee engagement

.

.

.

Economy, market and
business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security
Failure toinnovate: disruptive
technologies and changing
consumer behaviours
Regulatory risks
Competition

Brand and reputation
Externalcatastrophicand
geo-political events

.

.

We want to continue to broaden our
customer setswhenitcomesto the sale of
ourdata. Thereis significant opportunity
outside of our coreretailer customer
segmentto sell ourdata to manufacturers,
lenders andinsurers. We also continue to
investinour products,improving the quality
of ourdataand the wayinwhichitis
consumed by our customers withincreasing
amounts available via APIs.

We look to scale our Auto Trader Connect
product, which willbe includedin retailer
packagesin April 2022 with more third-party
stockmanagement systems. This will
transform ourretailers’ data feeds,
removing inefficiencies andimproving
advert quality.

Revenue

Average Revenue Per Retailer ('ARPR’)
Operating profitand margin

Basic EPS

Cash generated fromoperations
Employee engagement

.

.
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business environment
Climate change

Employees

Reliance on third parties

IT systems and cyber security
Failure toinnovate: disruptive
technologies and changing
consumer behaviours
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geo-politicalevents
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THE DIGITAL CAR BUYING JOURNEY

Creating an end-to-end online
buying journey on Auto Trader

t=l

fe=t

guaranteed price for

PART-EXCHANGE N
Getanaccurate and %@

an existing vehicle

RESERVE
Secure the vehicle for the
buyer and give improved sales
attribution for retailers

SEARCH
Leveraging our unrivalled
datasettodeliver

best-in-class search
experiences

SEARCH

Creating a trusted and transparent
search experience

We continue to evolve andimprove our
consumer experience, where we offer
the largest choice of stock, with the
highestlevel of transparency, helping
buyers make the best decisions.

+ We have evolved our advertising
package structure, which now
gives aconsistent cross platform
search experience powered by a
relevancy algorithm.

+ Market Extension allows retailers
tosell outside theirlocal area and
appearinregionalsearches.

+ Intheyear,welaunched anelectric -
vehicle hub to help car buyers better ———
navigate their EV buyingjourney. ﬁ'

o THECARBUY )y

FINANCE
Point of sale and
applications on

Auto Trader

Y0,
¢,
4’,1,&;
fo) DELIVERY
’L B2B and B2C delivery
(/ available onour
?“ Auto Trader Moves

{ w— k platform

DELIVERY

Providing an efficient logistics
marketplace for all vehicle moves

B2B and B2C delivery available
onour AT Moves (formerly Motor
Trade Delivery) platform.

+ AT Moves allows retailersto =
arrange for their stock to be re———
moved to and from auctions, il Sasatl
otherdealerships or delivered Ea e
straight to a buyer’'shome. e

« Nolongerlimited tojust their =
localareq, retailers are now i
able toreach agreater number g e
of buyers through Market
Extension, supported by better =
delivery networks. et e
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We strive to be the best
place to find, buy and sell a carin the UK,
on aplatform that enables data-driven
digital retailing.

ENABLING DIGITAL RETAILING

OO

With car buyers continuing to do more

online, our focusis to build an end-to-end

deal builderjourney on Auto Trader.

NathanCoe
Chief Executive Officer

We have built three individual components of Guaranteed Part-Exchange, reservations
and finance, which are allin trials. We are next looking to bring them togetherin one

end-to-end deal builder journey.

Reserve - Creating a quick
and easy way to secure a car
that's right for them

Onlinereservations are being trialled
with asmallnumber of customers.
We have alsointroduced Auto Trader’s
Seller Promise with a subset of

these customers.

« Reservingavehicleisagreat
indicator of intent from a buyer and
gives Auto Trader clear attribution
of atransaction thathasoccurred
onthe forecourt having originated
on Auto Trader.

The launch of Seller Promise is
designed to give buyers greater
peace of mind when completing
more of the buying journey online
andincludes certain features of fered
by the retailer, such as warranties,
14-day moneyback guarantee and
12-month minimum MOT and service.

Part-exchange - Ensuring an
accurate guaranteed price
forabuyer’s existing vehicle

We offer consumers the ability to get
aguaranteed price for their existing
vehicle underwritten by our partner
Cox Automotive.

+ GPXenablesaconsumertovisita
retailer'sadvertand getaguaranteed
price for their part-exchange.

+ Instant Offer gives consumers a
convenientway to sell their car
privately, with the added benefit
of having their car collected from
theirownhome or place of work.

Finance - Allowing consumers
to checkeligibility and apply for
finance online

We have recently launched asmall trial

« Auto Trader'sretailer finance product
allows our customers to use their
captive lenderin the application
journey, helping them to sellmore
of theirown ancillary products.

enabling the application and approval
of afinance proposalon Auto Trader.
Thisis expectedtoincrease transparency
forbuyersand bring efficiencies to the
forecourtexperience.

Using AutoConvert's software which
consolidates lenders and processes

into one technology platform, retailers

have the potential to save costs and
gaininsights which enable them to

improve finance conversions and sales.
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NON-FINANCIAL INFORMATION STATEMENT

We aim to comply with all areas of the UK's Non-Financial
Reporting Directive. The table below sets out where stakeholders can find
further information for each area within this Annual Report.

NON-FINANCIAL POLICIES, PROCEDURES SECTION WITHIN THIS CULTURAL
RISK AND EMPLOYEE GUILDS ANNUAL REPORT KPIS

ENVIRONMENTAL

Sustainability Network

Environmental sustainability:

TotalScope1,2&3

pages42to48 CO, emissions
OUR PEOPLE - Code of Conduct - Diversity andinclusion: - People who are proud
- Stakeholderengagement pages 51to 53 toworkat Auto Trader
+ Board Engagement Guild - Section172(1) Statement: + Genderdiversity
+ Whistleblowing Policy pages19to 21 - Ethnicdiversity
+ BAME Network + Womeninleadership roles
- Women's Network + Ethnicdiversityin
leadershiproles
SOCIAL AND - Ethical Procurement Policy - Diversity andinclusion: - Genderdiversity
COMMUNING « Customer Charter pages51to 53 « Ethnic diversity
- Volunteering days - Environmental sustainability: - Womeninleadership roles
- Diversity and Inclusion Guild pages42to48 - Ethnicdiversityin
+ Make a Difference Guild leadershiproles
+ Wellbeing Guild « People who are proud
toworkat Auto Trader
HUMAN RIGHTS - Modern Slavery Policy - Governance and compliance:
+ Privacy Policy pages 54to 57

ANTI-BRIBERY AND
ANTI-CORRUPTION

Anti-bribery, Gifts and Governance and compliance:
Hospitality Policy pages54to57

BUSINESS MODEL How we create value:

pages10andil

PRINCIPAL RISKS

Principalrisks and
uncertainties:
pages 61to 67

NON-FINANCIAL
KEY PERFORMANCE
INDICATORS

Operational and cultural KPIs:
pages 26 to 29
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SECTION 172(1) STATEMENT

consider, in good faith, would be most likely to promote the success of the
Company for the benefit of its members as a whole, having due regard in doing
so for the matters set outin section172 (1) (a) to (f) of the Companies Act 2006.

Section172 matters

Our purpose is to Drive change together.

We are driving change in anindustry

that needs to evolve to adapt to
changing consumer needs, and the
impact of electric vehicles.

Our business modelresultsin
bringing together a diverse set of

stakeholders - consumers, customers

(includingretailers, manufacturers
and other customers), suppliers and
partners - underpinned by our
collaborative, people-led culture.

We are committed to act
responsibly through our focus
ondiversity andinclusion,
environmental sustainability and
maintaining high levels of ethical
conduct, trust and transparency.

Inorder to achieve our purpose, we need
tounderstand who our stakeholders are
and whatisimportant to them; we need
tounderstand the long-termimpact of our

businessontheindustry and the environment;

and we need to maintain our high standards

of business conduct. All of these matters are

takeninto consideration by the Boardinits
discussions and decision making. Inorder
to formalise this process, a stakeholder
framework has been established whichis
appliedtoallBoard papers and discussions,
toenable the Board to consider the balance
of interests of affected stakeholders. The
Board acknowledges that not every decision
itmakes will necessarily resultin a positive
outcome for all of our stakeholders. But by
understanding our stakeholders, and by
considering their diverse needs, the Board
factorsinto boardroom discussions the
potentialimpact of our decisions oneach
stakeholder group, and of the other matters
required by S172(1).

Responsibly.

CONSIDERING

THE LONG-TERM
CONSEQUENCES
OF OUR DECISIONS

CONSIDERING
THE INTERESTS
OF OUR EMPLOYEES

THE NEED TO FOSTER
GOOD RELATIONSHIPS
WITH OUR STAKEHOLDERS

CONSIDERING OUR
IMPACT ON THE
ENVIRONMENT AND
OUR COMMUNITY

MAINTAINING
HIGH STANDARDS
OF CONDUCT

ACTING FAIRLY
BETWEEN STAKEHOLDERS
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The Directors of the Company have acted in the way that they

+ How we create value: page 10
« Our purpose-driven strategy: page 12
+ Material decisions made: page 22

+ How we create value: page 10
- Ourstakeholders: page 20
+ Our people and communities: page 49

+ How we create value: page 10
+ Ourstakeholders: page 20

- Reportof the Corporate Responsibility

Committee: page 90

+ Make adifference strategy: page 36
« TCFDdisclosures: page 42

- Governance: page 70
- How we manage risk: page 58
- Ourgovernance and compliance:

page 54

+ How we create value: page 10
+ Ourstakeholders: page 20




SECTION 172(1) STATEMENT CONTINUED

Our stakeholders

Notallengagement takes place directly with the Board.
However, the output of thisengagementinforms our and by considering their diverse needs, we factorinto
decisions, with an overview of developments and boardroomdiscussions the potentialimpact of our
relevant feedbackbeingreported to the Board and/or  decisions on each stakeholder group.

aBoard Committee. By understanding our stakeholders,

Consumers

WHY ARE THEY IMPORTANT TO US?
Maintaining alarge and highly engaged
consumer audience of in-market car buyers,
who have high levels of trust and confidence
inAuto Trader, is critical to the success of our
business model.

Customers
(retailers, manufacturers
and other customers)

WHY ARE THEY IMPORTANT TO US?
Our partnerships with almost14,000 car
retailers,and with manufacturers, means
thatwe continue to have the greatest
choice of trusted vehicles forconsumers.
The majority of ourrevenueis generated
from our customers.

WHAT ARE THEIR NEEDS?

- Comprehensive choice of vehicles.

Ease of buying or selling avehicle.
Clearandtransparentinformation about
thevehicle, about the sellerand about the
paymentoptions.

Offering good levels of consumer support
whenthereisaproblem.

WHAT ARE THEIR NEEDS?

Making the car selling process

more efficient.

Access todatato makeinformeddecisions.

Sourcing vehicles.

High-quality accessto carbuyers’ response.
Receiving value formoney from Auto Trader.

HOW WE ENGAGE

- Wespeaktoconsumers forour Car Buyers
Report,and biannualconsumer brand
trackers to gauge views on the car market.
We hold consumer onsite surveys which

provide constant feedbackonourexperience.

Consumer user testing of new products,

services and brand designs on our website.

Workshops with people who are
neurodiverse and potentially vulnerable
consumers, which feedsinto our consumer
facing products (including how we
display finance).

Complaints and customer security teams
operate sevendays aweek.

We measure consumer brand sentiment
and engagementscores.

Surveyed consumers for the completion
of our materiality matrix.

Consumerresearchis providedtothe Board.

HOW WE ENGAGE

- Monthlyretailer sentimentsurveys,
whichevaluate productimprovements
andvalue formoney.

Forums with CEOs of big retailers, OEMs,
supermarkets, automotive finance
companies and mid-tier franchises.
Webinars forour smaller customers.
Regular thought leadership, insight-driven
reports,suchasthe Car BuyersReport,
and the biannual Market Reports.
Hostingindustryinsight events, dealer
masterclasses, fortnightly webinars
and conferences.

Business partnering by the Operational
Leadership Team (‘OLT’) and other senior
management.

Enhanced andincreased frequency of
communicationwith retailers.
Surveyed customers for the completion
of our materiality matrix.

Salesteams, both telesales and field sales.
Attendance by customers at Board meetings.

MATERIAL ISSUES

e Data privacy and security
° Productinnovation

e Customer satisfaction
0 Driving transparency

MATERIAL ISSUES

e Dataprivacy and security
o Productinnovation

e Customer satisfaction
o Pricing fairness

o Advocacy

Our people

WHY ARE THEY IMPORTANT TO US?
Our continued successrequires us to
attract, recruit, motivate and retain our
highly skilled workforce, with a particular
focus onspecialist technologicaland data
skills whilst also ensuring that we continue
to build adiverse andinclusive culture.

WHAT ARE THEIR NEEDS?
Diversity andinclusion.
Trainingand career development.
Reward and benefits.

Working conditions, environment
andwellbeing.

HOW WE ENGAGE

Board Engagement Guild engagesdirectly
with the Board.
Biannualvirtualconferences, regular
CEO and OLT virtual business updates.
Annualbenefitsroadshow, salary
workshops and share scheme pulse survey.
Save asyouearnshare schemes.

D&l Guilds withnetworks witha focus on
women, age, ethnic diversity, LGBT+,
neurodiversity and disability with OLT
sponsors. Including specific OLT and
Board reverse mentoring by ethnically
diverse employees.

Regularemployee check-insurveys.
Health and safety assessments.
Wellbeing forums.

Inclusive Culture Development
Programmes (inclusive leadership
&diverse talentaccelerator).
Whistleblowing service.

Surveyed our people for the completion
of our materiality matrix.

MATERIAL ISSUES
e Data privacy and security

o Employee wellbeing,
engagementand safety

° Investmentin talent
@ Diversity andinclusion
@ Ethicsandintegrity
Q Remuneration
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[ HOW WE CREATE VALUE P10 — }

[ MATERIALITY ASSESSMENT P38 —

and the ways in which we engage with them.

@ Partners
& suppliers

WHY ARE THEY IMPORTANT TO US?
Werely onoursuppliersand partnersto
provide technologyinfrastructure, supply
of data aboutvehicles and their financing,
andinthe fulfilment of some of ourrevenue
generating products.

The community
& the environment

WHY ARE THEY IMPORTANT TO US?
We aim to give backmore to the planet than
we take outand protect our business from
theimpactof climate change. We also strive
tohave apositiveimpactonthe communities
we operatein.

WHAT ARE THEIR NEEDS?

- Working collaboratively oninnovations.

« Increasingrevenue fromshared
opportunities.

+ Fairtrading and terms and conditions.

WHAT ARE THEIR NEEDS?

Energy usage and carbon emissions.
The move to electric vehicles.

Giving back to the community.
Environmental, Socialand Governance
('ESG’) factors.

HOW WE ENGAGE
Regularengagementwith suppliers

and partners,including by anumber of our
OperationalLeadership Team members.
Supplier/procurement processes engage
atthe time of appointmentand during
therelationship.

Regular monitoring and reviews of
financialand operatingresilience.
Reporting on time taken to pay suppliers.
Application of our Ethical Procurement
Policy which helpsus to take aholistic view
basedonculturalalignment when
deciding which suppliers and partners

we should work with.

Surveyed partners and suppliers for the
completion of our materiality matrix.

HOW WE ENGAGE

Make adifference strategy.

Corporate Responsibility Committee.
Sustainability Guild within the organisation.
Carbon Literacy training foremployees
and customers.

Work withindustry bodies and government
departmentstohelpinformalternatively
fuelled vehicles ('AFV’) policy.

Auto Trader community fund.
Consumerresearchand usertesting to
understand whatinformationis most
helpfulwhen buying anelectric vehicle.
Fullscope GHG emissionreporting,
Carbon Disclosure Project ('CDP’)

and TCFDreporting.

Signed up to Science Based Targets
initiative (the1.5°C Business Ambition).
Volunteeringdayswithlocalcharities,including
launch of anew volunteering platform.
Supporting organisations such as
Manchester Digitaland the Automotive 30%
Club, andinvolvementwithlocalschools
and colleges through STEM ambassadors.
Businessinthe Community membership.
Surveyed members of our community for
the completion of our materiality matrix.

MATERIAL ISSUES

o Productinnovation

@ Responsible supply chain
@ Ethics andintegrity

MATERIAL ISSUES

0 Climate

o Making adifference toourlocal
communities andindustries

@ Diversity andinclusion
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We set out below who our key stakeholders
are, why they are important to us, what their needs are,

D/UHH Investors

WHY ARE THEY IMPORTANT TO US?
Maintaining atransparentand trusted
dialogue with currentand potential future
investors ensures our continued access to
capital, allowingustoinvestinthelongterm
forthebusiness.

WHAT ARE THEIR NEEDS?

- Abalancedand fairrepresentation of
financialresults and future prospects.
High governance standards.
Reasonable remuneration practices.
Share price performance andreturn.
Acontinued focus on environmental
andsocialissues.

HOW WE ENGAGE

- Open,honestandbalanced
communication available to
allshareholders.
Comprehensive investor relations
programme including the formal
presentation of results and subsequent
roadshows, ongoing attendance at
conferences, one-to-one and group
meetings held withinstitutionalinvestors,
fund managers and analysts. Feedbackis
regularly provided to the Board.
Meetings whichrelate to governance are
attended by the Chairoranother
Non-Executive Director.

Private shareholders encouraged to
communicate with the Board through
ir@autotrader.co.uk.
AnnualReport, AGM, corporate website
and marketannouncements.
Sharerelevantindustry-related data
with analysts.

Engagement with proxy advisors and
otheragencies.

Active consultationonremuneration
framework and policies.
Surveyedinvestors forthe completion

of our materiality matrix.

MATERIAL ISSUES
° Productinnovation
@ Digitalinfrastructure

@ Responsible taxstrategy
and totaltax contribution

@ Corporate governance
@ Ethicsandintegrity
0 Remuneration



MATERIAL DECISIONS MADE

By understanding our stakeholders’ diverse needs,
we factor into boardroom discussions the potential impact our
decisions could have on them. Below are three material decisions
made during the financial year with explanation of how we
considered the needs of our stakeholders in each.

ACQUISITION OF AUTORAMA

CONTEXT

The acquisition of Autorama complements our
strategy by adding digitalretailingonnew cars
and acapability to transact vehicles fromorder
todelivery through aretailer. Auto Traderis
focused ondeveloping an end-to-end digital
platform forallits customers, enabling car
buyerstodomore orall of the transaction
online. The acquisition of Autorama
strengthens those digitalretailing ambitions
asithasbuiltascalable end-to-end digital
platformwhich enables buyersto transact
online and choose from awide range of new
vehicles, boughtonalease.

y

BOARD CONSIDERATIONS

Indeciding whether to proceed with the
acquisition, the Board considered, amongst other
matters, the long-term consequences of the
decision, the need to maintain high standards
of conductandtheimpact onstakeholders.

The acquisition provides a large structural
opportunity foranew carleasing marketplace
drivenby the growth of electric cars, lower take
up of company carschemes and ashift towards
newdigitaldistribution models, which present
the Company with long-term opportunities.

Before proceeding with the acquisition, a full
programme of financial, tax, legal, regulatory,
technology and commercialdue diligence was
performed, and theresults were presented to
the Board, together with key acquisition
documents and terms.

of those who are considering leasing their next

LeO S| ng p rOV|d eS new vehicle. It willalsoimprove the wider

transparency and visibility of the different ways

CO ﬂSU merS Wlth O inwhich consumers can buy anew car. There

. were no material or negativeimpactsidentified
COSt_effeCUVe WOy inrespect of other stakeholder groups.
toaccessanew car OUTCOME

. The Board approved that the acquisition should
Wlth O mOdeI. thOt proceed andtherefore enteredintoanagreement
. . . to acquire Autorama (subjecttoregulatory
IS COﬂSlStent W'th approvals), as this was considered to be likely

topromote the success of the Company for the

O ﬂy fUtU re move benefitof shareholders, takinginto accountthe
. considerations noted.
towards usership.

NathanCoe
Chief Executive Officer

Interms of theimpact on stakeholders, the RELEVANT STRATEGIC PILLARS
Board believes that the acquisition will benefit
consumers, asit willhelp to meet the demands @

RELEVANT STAKEHOLDERS
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STRATEGIC REPORT

OUR STRATEGIC PILLARS

Marketplace Digitalretailing @ Data as a platform

{ OUR PURPOSE-DRIVEN STRATEGY P12 — }

RETURN TO THE OFFICE

CONTEXT

As COVIDrestrictions begantobelifted, the
Board considered the approach foremployees
toreturnto the office.

BOARD CONSIDERATIONS

The Board considered theimpactonemployees
of returning to the office post pandemic. The
mainaimwas to protect the strong collaborative
nature of our culture, and to ensure that
employeesremained connected with their
teams and the wider Auto Trader community,
whilstalsorecognising the benefits of flexible
working foremployees.

Our leadership team consulted widely with
employees through various means, including
surveys andin face-to-face meetings with
business leaders, to gauge how people were
feeling about both working fromhome and from
our offices. Theresults were then shared with
the Board. In addition, the Board discussed a
proposed hybrid working approach directly
with the Employee Engagement Guild.

Linked with theintroduction of hybrid working, the
Board considered a proposal by the leadership
teamtoinvestintechnology toenable greater
connectivity and collaborationin our physical
office spaces. Thisensures employees are
provided with amore collaborative environment
tosupportourculture.

OUTCOME

The Board approved the proposaltoinvestin

the physical office environment and toinvest
intechnology to better enable hybrid working.
This alsoincluded anexpansion of the Manchester
office floor space by taking on an additionallease.
The Board also approved the proposalto move to
ahybrid approach to working, called Connected
Working. These decisions were considered to
beinthebestinterest of employeesandtothe
longer-termsuccess of the business.

EVOLVING OUR PACKAGE STAIRCASE AND NEW PRODUCT NCHES

CONTEXT

Over the past few years, our product lever
has beenthe largestrevenue growth driver.
Our productand technology teams are
continually looking forward and we continue
toenhance our offering which gives animproved
carbuying experience for our consumers and
supportsourretailer customersinsuccessfully
running their businesses.

BOARD CONSIDERATIONS

There have been many product and feature
changesthroughout theyear, butthe largest
have been the evolution of our package staircase
and the launch of Market Extension. Interms of
the package staircase, we changed the wayin
which listings are presented using arelevancy
algorithmand added a higher level package.
The Board needed to consider how thischange
wouldimpactboth consumersandretailers,asa
negative outcome couldleadto afallinaudience
andrevenue.

Market Extension, whereretailers are able

to advertise outside of theirlocal area, had
similar challengesin thatitneeded to be

very clearthatthe vehicle was notinthe local
areabutcould be delivered there, whichis
anew experience for buyers on Auto Trader.
The monetisation of the product also needed
carefulconsideration such that we didn’t miss
outonastrongcommercial opportunity.

OUTCOME

The Board concluded that the package changes
created animproved consumer experience, as
our listings are now presentedin the same order
regardless what device a consumeris using. This
hascreated aconsistent cross platformsearch
experience onAuto Trader. The penetrationrates onto
our previous higher level packages had started to
slow, butwiththe launch of ahigherlevelthrough this
evolution, we have seen good levels of initialuptake
andnow have 31%of retailer stockonapackage above
Standardin March 2022. The Board asked Deloitte
tocomplete aninternal audit, where they looked
atthe wayinwhichadverts are presented and
thatthe correctcontrols areinplace to ensure the
integrity of ourrelevancy algorithmisupheld.
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@ Make a difference

{ MAKE A DIFFERENCE P36 —

RELEVANT STRATEGIC PILLARS

®

RELEVANT STAKEHOLDERS

Market Extension haslaunched and has seen
good levels of initialuptake. We have created
two versions of the product, to supportboth
customerswho hold their stock centrally and
distribute based on consumerinterests and
those who are selling vehicles froma forecourt
butcanfacilitate the transactionin other parts
of the UK.

Both these two productinitiatives have been
significant contributorstothe FY22 productlever.

RELEVANT STRATEGIC PILLARS

RELEVANT STAKEHOLDERS



KEY PERFORMANCE INDICATORS

We measure our performance through
a defined set of financial, operational and cultural KPlIs.

FINANCIAL

Revenue Average Revenue Per Retailer (‘ARPR’) Operating profit

£m £permonth £m

£432.7m £2,210 £303.6m

+65% +67% +88%

2022 £432.7m 2022 £2,210 2022 e £303.6m
2021 D £262.8m 2021 D £1,324 2021 Morgin 61% £161.2m
2000 D sseaom 2020 D SRV 2258.9m

RELEVANT STRATEGIC PILLARS

©e0

DEFINITION

The Group generatesrevenue from three
differentstreams: Trade, Consumer Services
and Manufacturerand Agency. Trade revenue
isbrokendowninto three categories: Retailer,

RELEVANT STRATEGIC PILLARS

©e0

DEFINITION

Average Revenue Per Retailer ('ARPR’)is calculated
by taking the average monthly revenue generated
fromretailer customers anddividing by the average
monthly number of retailer forecourts who

RELEVANT STRATEGIC PILLARS

@000

DEFINITION

Operating profitisasreportedinthe Consolidated
income statement on page 119. Thisis defined as
revenue less administrative expenses, plus share of
profit fromjointventures. Operating profit margin

Home Trader and Other, with Consumer Services
similarly splitinto Private and Motoring Services.

subscribe toan Auto Trader advertising package.

is Operating profitas a percentage of revenue.

PROGRESS

Revenueincreased 65%year-on-year, with the
maindriver being our retailer line, but supported
by all otherrevenue lines. The year-on-year
variance was significantly impacted by the
support we providedto our retailer customers
inthe prioryeardue to COVID-19. Compared

t0 2020, revenueincreased17%, with more
customers opting to take more of our products
being the maindriver.

PROGRESS

ARPRgrew £886intheyear. Alarge proportion

of this growth was driven by the support provided
toretailersinthe prioryearrelating to COVID-19
restrictions. Underlying growth was driven by our
productleverasretailers continued to purchase
prominence through higher level packages.
Market Extension and our Retailer Stores product
also contributed to the productlever. Growth was
further supported by apriceincrease,aswellas
higher levels of stockin the year despite well
documented supplyissues.

PROGRESS

Operating profitincreased by 88%to £303.6m. The
strong performanceinthe year wasunderpinned
by strongtop line revenue growth and well
managed costs. The year-on-yearvariance was
impacted by the support we provided to our
retailer customersinthe prioryear due to
COVID-19. Operating profitmarginimproved
to70%,inline with 2020 levels.

RELEVANT RISKS

- Economy, marketand business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatoryrisks

Competition

Brand and reputation
Externalcatastrophicand geo-politicalevents

RELEVANT RISKS

- Economy, marketand business environment

- Climatechange

- Employees

- Relianceonthird parties

- ITsystemsandcybersecurity

- Failuretoinnovate: disruptive technologies
and changing consumer behaviours

« Regulatoryrisks

- Competition

- Brandandreputation

- Externalcatastrophic and geo-politicalevents

RELEVANT RISKS

- Economy, marketand business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatory risks

Competition

Brand and reputation

External catastrophic and geo-political events

Linked to current year remuneration?

Linked to current year remuneration?

Linked to current year remuneration?

24

Auto Trader Group ple  AnnualReportand Financial Statements 2022



STRATEGIC REPORT

OUR STRATEGIC PILLARS

Marketplace Digitalretailing @ Data as a platform

{ OUR PURPOSE-DRIVEN STRATEGY P12 — }

Basic EPS
Pence pershare

25.61p

+93%

2022 25.61p
200 D
2000 D

13.24p
22.19p

Cash generated from operations
£m

£328.1m

+115%

2022 £328.1Im
2021 D £152.9m
2020 D £265.5m

RELEVANT STRATEGIC PILLARS

@00

RELEVANT STRATEGIC PILLARS

@000

DEFINITION

Basicearnings pershareisdefined as profit for the
year attributable to equity holders of the parent
divided by the weighted average number of shares
inissue during the year.

DEFINITION

Cashgenerated from operationsis asreported
inthe Consolidated statement of cash flows on
page123.1tcomprises net cash generated from
operating activities, before income taxes paid.

PROGRESS

Basic EPSincreased by 93%, much of whichwas
drivenby netincome whichincreased 92%.

The weighted average number of sharesinissue
decreasedby1%asweresumed our share buyback
programmeintheyear, purchasing and cancelling
22 millionshares.

PROGRESS

Cashgenerated from operationsincreased by 115%
to£328.1mintheyear primarily due to theincreasein
Operating profit but also a positive working capital
movement, driven by VAT. After tax payments

of £56.2m, the majority of cash wasreturned to
shareholders through our share buyback
programme of £163.5m and dividends of £73.6m.

RELEVANT RISKS

- Economy, marketand business environment
Climate change

Employees

Reliance onthird parties

ITsystems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatoryrisks

Competition

Brand andreputation
Externalcatastrophic and geo-political events

RELEVANT RISKS

« Economy, marketand business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatory risks

Competition

Brand andreputation

External catastrophic and geo-political events

Linked to current year remuneration?

Linked to currentyear remuneration?
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OPERATIONAL

KEY PERFORMANCE INDICATORS CONTINUED

Cross platformyvisits
Monthly average visits spent
acrossallplatforms

63.8m

+9%

2022 63.8m
2021 58.3m
2020 TNNEEED 50.8m

Cross platform minutes
Monthly average minutes spent
acrossallplatforms

588.1m

+5%

2022 588.1m
202 D  c6lm
2020 D 492.5m

Number of retailer forecourts
Average number per month

13,964

+5%

2022 13,964
2020 13,336
2020 T 13,345

RELEVANT STRATEGIC PILLARS

RELEVANT STRATEGIC PILLARS

RELEVANT STRATEGIC PILLARS

@000

DEFINITION
Monthly average visits made across all our
platforms, as measured by Google Analytics.

DEFINITION
Monthly average minutes spentacross all our
platforms, as measured by Google Analytics.

DEFINITION

The average number of retailer forecourts
permonth that subscribe to an Auto Trader
advertising package during the financialyear.

PROGRESS

Cross platformvisitsincreased by 9%
year-on-year. Consumers’ strong demand for
carsandincreasedreliance onourplatform
asthe bestplace to find their next carboth
contributed to audience growth. We continue to
use Comscore foracomparison to competitors
and our share of minutes remains over 75%
across allautomotive classified sites.

PROGRESS
We measure consumer engagementby the time

spentonoursite. Cross platform minutesincreased

by 5%to588.1millionasaresult ofincreased visits
and our market-leading consumer experiences
that helpindividuals find their next car.

PROGRESS
The number of retailers using our platform
increased by 5%. Theincreasein the number of

forecourts was due to lower levels of cancellation.

Levels of new customer acquisition were largely
consistentwith prior periods.

RELEVANT RISKS

- Economy, marketand business environment
Climate change

Employees

Reliance onthird parties

ITsystems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatoryrisks

Competition

Brand and reputation
Externalcatastrophicand geo-politicalevents

RELEVANT RISKS

- Economy, marketand business environment

- Climatechange

- Employees

- Relianceonthirdparties

- ITsystemsandcybersecurity

- Failure toinnovate: disruptive technologies
and changing consumer behaviours

« Regulatoryrisks

- Competition

- Brand andreputation

- Externalcatastrophic and geo-politicalevents

RELEVANT RISKS

- Economy, market and business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatoryrisks

Competition

Brand andreputation

- Externalcatastrophic and geo-politicalevents

Linked to current year remuneration?
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STRATEGIC REPORT

OUR STRATEGIC PILLARS

Marketplace Digitalretailing @ Data as a platform

{ OUR PURPOSE-DRIVEN STRATEGY P12 — }

Number of full-time equivalent
employees (‘FTEs’)
Average number (including contractors)

960

+6%

2022 960
2021 D 909
2020 D 853

Live car stock
Average number per month

430,000

-N%

2022 430,000
2021 485,000
2020y  +78.000

RELEVANT STRATEGIC PILLARS

@000

RELEVANT STRATEGIC PILLARS

@00

DEFINITION

Full-time equivalentemployees are measured on
the basis of the number of hours worked by full-time
employees, with part-time employeesincluded on
apro-ratabasis. Number of FTEs (whichincludes
contractors)isreportedinternally each calendar
month, with the full-year number being generated
froman average of those 12 time periods.

DEFINITION

The average number of physicalcars (either new
orused)thatare advertised on autotrader.co.uk
permonth. Live stockis animportantcomponent
of our network effect business model. For used
cars, we charge ourretailer customers on a cost
peradvertised slot basis for their advertising
package, meaning the stock on our website has
some correlation to our Retailer revenue.

PROGRESS

FTEshaveincreasedby 6%year-on-yearaswe
furtherinvestedinour people to supportthe
growth of our businessin developmentand
supportingservices.

PROGRESS

Live carstockonsite decreased by 11% year-on-year.
This was partially driven by a decline of 18,000
new cars to 29,000 on average for the yearon
Auto Trader due to welldocumented supply
shortages. Additionaldecline was due to astock
offerinthe previousyear, where customers could
advertise more than their contracted amounts
without charge, whichwasn’trepeated thisyear.

RELEVANT RISKS

- Economy, marketand business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatoryrisks

Competition

Brand andreputation
Externalcatastrophic and geo-political events

RELEVANT RISKS

- Economy, market and business environment
Climate change

Employees

Reliance onthird parties

IT systems and cyber security

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Regulatoryrisks

Competition

Brand andreputation

- Externalcatastrophicand geo-political events

Linked to current year remuneration?

Linked to currentyear remuneration?
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KEY PERFORMANCE INDICATORS CONTINUED

CULTURAL

Employee engagement
% of employees who are proud
toworkat Auto Trader

95%
+2% pts

2022 95%

2020 D 93%
2020 TEED 89%

Women as a % of total staff
AsatMarcheachyear

40%
+H% pts
2022 40%

o2 D 5
020 T 5

Women as a % of leadership

As at Marcheachyear
38%

(o]
+4% pts
2022 38%
202 D 34%
200 D 5%

RELEVANT STRATEGIC PILLARS

®

RELEVANT STRATEGIC PILLARS

®

RELEVANT STRATEGIC PILLARS

®

DEFINITION

We define employee engagement by measuring
the percentage of people who say they are
proud towork for Auto Trader. Based ona survey
toallemployeesin April 2022 asking our people
torate the statement “l am proud to work

for Auto Trader”. Answers were givenona
five-point scale fromstrongly disagree to
strongly agree and were collated through
Culture Amp.

DEFINITION

We calculate our diversity percentages using
headcount (2022:1,002,2021: 953,2020: 904). The
percentage of employees who are women (both
cisandtrans) atthe end of March. In calculating
this percentage we take into accountallgender
identities, including non-binary.

DEFINITION

We calculate our diversity percentages using
headcount(2022:1,002,2021: 953,2020: 904). The
percentage of those inleadership positions who
are women (both cis and trans) at the end of
March. We define leaders as those who are on
our Operational Leadership Team (‘OLT'), three
divisionalleaders and their directreports. In
calculating this percentage we take into account
allgenderidentities, including non-binary.

PROGRESS

By taking appropriate measures and keeping
clearlines of communication open with our
people, we have beenable to maintain ahigh
level of engagement at 95%, despite the
challenging circumstances over the past
twoyears.

PROGRESS

We recognise the importance of gender diversity.
Over the past12 months, the percentage of our
employeeswho are womenincreased to40%. We
remain committed toimproving gender diversity
withinour organisation.

PROGRESS

The percentage of employees who are womenin
leadershiprolesincreasedintheyearto 38%. Of
the100 peopleinleadership positions who define
theirgender when asked, 38 were women.

We recognise thereisalotstilltodoin thisarea.
We launched our Diverse Talent Accelerator
programme to supportour people, particularly
women and those from an ethnically diverse
background, developinto leadershiproles.

RELEVANT RISKS

- Economy, marketand business environment
- Employees

Failure toinnovate: disruptive technologies
and changing consumer behaviours

Brand and reputation
Externalcatastrophicand geo-politicalevents

RELEVANT RISKS

- Economy, marketand business environment

- Employees

- Failuretoinnovate: disruptive technologies
and changing consumer behaviours

- Brandandreputation

- Externalcatastrophic and geo-politicalevents

RELEVANT RISKS

- Economy, market and business environment

- Employees

Failure toinnovate: disruptive technologies
and changing consumer behaviours

Brand and reputation

+ Externalcatastrophic and geo-politicalevents

Linked to current year remuneration?
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Marketplace Digitalretailing @ Data as a platform

{ OUR PURPOSE-DRIVEN STRATEGY P12 — }

@ Make a difference

{ MAKE A DIFFERENCE P36 —

Ethnically diverse representation
as a % of total staff
As at Marcheachyear

14%
+3% pts

2022 14%

202 D i
2000 D 0%

Ethnically diverse representation
as a % of leadership

As at Marcheachyear
6%

o
0% pts
2022 6%
202 D 6%
2020 TTNEEED 4%

Total CO, emissions
Tonnes of carbon dioxide equivalent

11,659tCO_e

+75%

2022 1,659
2021 D 6,673
2020 D 10,094

RELEVANT STRATEGIC PILLARS

®

RELEVANT STRATEGIC PILLARS

®

RELEVANT STRATEGIC PILLARS

®

DEFINITION

The percentage of ourheadcount that define
themselves as ethnically diverse as at 31 March.
Incalculating this percentage we take into
account those who have chosennotto specify
their ethnicity.

DEFINITION

The percentage of thoseinleadership positions that
define themselves as ethnically diverse at the end
of March. We define leaders as those who are on
our OperationalLeadership Team (‘OLT’), three
divisionalleaders and theirdirectreports. In
calculating this percentage we take into account
those who have chosennottospecify their ethnicity.

DEFINITION

The methodology used to calculate our
emissionsisbasedonthe financial consolidation
approach, as definedinthe GHG Protocol, a
Corporate Accounting and Reporting Standard
(Revised Edition). Emission factorsused are from
the UK Government's Department for Business,
Energy and Industrial Strategy (‘BEIS’) conversion
factorguidance forthe yearreported. The total
amountof CO, emissionsincludes Scope1,2 and
3acrossallrelevant categories. See page 45
forourreported Scope 3 emissions.

PROGRESS

We recognise theimportance of diversity. Over the
pasti2months we haveincreased the percentage
of ouremployees who define themselves as
ethnically diverse to14%. Of the 878 people who
disclose their ethnicity when asked, 139 are
ethnically diverse. There were 124 employees (21%)
who have notyetdisclosed their ethnicity or
optednottodoso.

PROGRESS

The percentage of ethnically diverse employeesin
leadershiprolesremained flatin the year at 6%. Of
the100 peopleinleadership positions who define
their ethnicity when asked, six were ethnically
diverse.Werecognise thereisalottodointhisarea
and we launched our Diverse Talent Accelerator
programme to help people, particularly women
and those from a ethnically diverse background,
developintoleadershiproles.

PROGRESS

Climate changeis treated as a Board-level
governanceissue. Our newly formed Corporate
Responsibility Committee evidences our
commitment to ensuring as a business we keep
progressing with our climate change agenda.
The totalamountof CO, emissionsincreasedin
theyearto11,659 tonnes of carbon dioxide
equivalentversus ourbenchmark of 2020, which
was due toanincreasein our cost base and
higher capitalexpenditure. During the year we
offset these emissions across all scopes using
anaccredited scheme and were therefore
carbonneutral.

RELEVANT RISKS

- Economy, marketand business environment

- Employees

Failure toinnovate: disruptive technologies
and changing consumer behaviours

Brand andreputation

Externalcatastrophic and geo-politicalevents

RELEVANT RISKS

- Economy, market and business environment

- Employees

Failure toinnovate: disruptive technologies
and changing consumer behaviours

Brand andreputation

External catastrophic and geo-political events

RELEVANT RISKS

- Economy, marketand business environment
- Employees

Failure toinnovate: disruptive technologies
and changing consumer behaviours

Brand andreputation
Externalcatastrophicand geo-politicalevents

Linked to current year remuneration?

Linked to current year remuneration?
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OPERATIONAL REVIEW

Overview

Theimpact of COVID-19 onthe performance
of the business has not had the same effect
as the previous financial year. Our decisive
actionearlyinthe pandemic to protect our
people, customers and business ensured
that we emerged as a stronger business.

However, the effect of COVID-19 on the
carmarket has meantthere remains a
number of transactions that were lostin
2020 that have stillnot occurred. Demand
forbothnew andused cars hasbeen
strong, as reflectedin ourincreased
audience position, however the market
has beenhampered by limited supply,
owing to the particularly welldocumented
semi-conductor shortages which have
heavilyimpacted the supply of new cars.
These dynamics have led to significant
levels of used car price growth, which has
beenpartof thereason behind ourretailer
customers' increased profitability.

lam pleased with the progress we've made
developing more of the components which
make up the online car buying journey.
Enabling more of the journey to be done
online will provide us significant long-term
opportunities for the future.

N
+5%

o
increaseinthe volume
of retailer forecourts

using Auto Trader
during 2022

+22%

increaseinourused
carpriceindexin2022

During the year we have adapted our
working policies to better reflect the way
inwhich we willworkin the future. Our new
Connected Working policy looks toretain
important aspects of our culture, such

as collaboration, relationships, low-
bureaucracy, agility and empowerment,
while enabling people to better balance
theirwork/life commitments. We are proud
thatouremployee engagementscore has
remained high despite such challenging
circumstances over the pasttwo years, with
95% of employees saying they are proud
toworkat Auto Trader (March 2021: 93%).

Business performance

Our audience performance has
strengthened with average monthly

cross platformyvisitsincreasing by 9% to
63.8million per month (2021: 58.3 million).
Engagement, which we measure by total
minutes spentonsite, was also strong with
anincrease of 5% to anaverage of 588
million minutes per month (2021: 561 million
minutes). We have maintained our position
as the UK's largest and most engaged
automotive marketplace fornew and used
cars, withover 75% of allminutes spent
onautomotive classified sites spenton
Auto Trader (2021: over 75%) and grew to be 8x
larger than our nearest competitor (2021: 7x).

Demand forbothnew andused carshas
been particularly strong for much of this last
financialyear. Thisdemand has been fuelled
by acatchupintransactions thatdidn't
happenin 2020 due to COVID-related
lockdowns,increased consumerinterestin
carownership and good levels of consumer
confidence. New carregistrations, whilst
seeingyear-on-year growth of 4% versus

OO

| am pleased with the
progress we've made
developing more of
the components which
make up the online car
buying journey.

Catherine Faiers
Chief Operating Officer

2021, were still 22% below 2020 levels,
withthe welldocumented new car supply
constraints due to semi-conductor
shortages. These trends fed throughtolive
stockonsite, which decreased by 11%to an
average 0f 430,000 cars (2021: 485,000). Part
of thisdecline was due to a fallin the volume
of new car stock, which averaged 29,000
(2021: 47,000) for the year. These constraints
alsoimpacted used cars, particularly for
our larger customers, as lower new car sales
have meant fewer part-exchanges and a
lower volume of cars sent to auction from
wholesalers, with overall transactions being
2% lower than 2020, although were up 15% on
2021. The year-on-yeardeclineinlive used
stockwas also partlyimpacted by astock
offerinthe previous year, where customers
could advertise more than their contracted
amounts without charge, whichwas not
repeatedthisyear.

High levels of demand combined with
constrained supply have led to significant
levels of used car price growth, with our
used car priceindex seeing a 22%year-on-
yearincreasein prices across the period.
This contributed to very good trading
conditions for our customers, with some
of them achieving record profit levels.

The average number of retailer forecourts
advertising on our platformincreased

by 5%t013,964 (2021:13,336). The increase
inthe number of forecourts was due to
lower levels of cancellation, partly due

to favourable market conditions but also
driven by the current strength of our
position and standing with customers.
Levels of new customer acquisition were
largely consistent with the prioryear.
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STRATEGIC REPORT

Auto Trader as a data platform

Since the acquisition of Kee Resources

in 2019, where we took ownership of our
underlying vehicle taxonomy, we have
beenlooking tobothincrease the volume
of data bought and used by our retailer
customers but also to extend the use of
ourdatatoother customer sets. Froma
retailer perspective we have launched a
salesinsighttool,increased the volume of
payingretail check andretail accelerator
customers, and offered directintegration
via APIs. We have entered into data
sharing agreements with a number of
OEMs, which hasimproved the quality

of our data sets, and we now power
Experian’siCache product which provides
insurance companies with enriched data
to provide more accurate consumer
quotes. The integration of a new data
partnerisoftenalongprocessbutweare
making meaningful progressin providing
theindustry’s leading data platform.

The next big milestone in thisjourney was
the launch of Auto Trader Connect which
wasincludedinretailer packagesin April
2022, alongside our annual pricing event.
Auto Trader Connect gives customers
access to our taxonomy, which improves
advert quality and introduces real-time
updates between our systems and those
of our customers. Thisremoves the
inefficiencies of daily data feeds and

we currently have integration with c.40%
of third-party software providers with
Auto Trader Connect. We see this product
asakeyenablertosupportdigitalretailing.

We have made substantial progress during
theyearin migrating our platform and
technology infrastructure to the cloud.
This has enabled us to take advantage of
improved performance, enhanced security
and delivered a quicker productrelease
cycle. We expect to have migrated all of
our services to the cloud by the end of the
current financial year. We saw anincrease
inthe number of product releases to
46,000 (2021: 41,000).

ESG

Within our overallstrategy we aim to ‘make a
difference’ to our people, our communities, our
industry,and to the wider environment, whilst
holding ourselves to the highest standards
whenitcomestoactingresponsibly.

We have a Corporate Responsibility
Committee with oversight for Auto Trader’s
focusonthe Environmental, Socialand
Governance aspects of our business. Over
the past18 months we have identified focus
areas around which we have created
initiatives. These are monitored regularly
andreported onusing our cultural KPIs.
While many of these changes take time,
we are committed to making meaningful
progress across allmeasures.

GROWING OUR CORE MARKETPLACE

Marketplace

{ OUR PURPOSE-DRIVEN STRATEGY P12 —
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Our business performance
has strengthened with growth
inour audience, growth in our
retailer customers and growth
in the number of products being
bought by our customers.

Catherine Faiers
Chief Operating Officer

64m

average cross platform
minutes per month

We will continue toimprove the levels of
diversity andinclusion within our organisation
as we believe thisimprovesindividual and
team performance and will allow us to
identify and attract talent that we may not
otherwise access. We are making progress,
but there remains room forimprovement. Our
Board has marginally more women than men
and as of the start of this calendaryear we
meet therecommendations of the Parker
Review. Atyearend, womenrepresented 40%
of our organisation (March 2021: 39%) and in
leadershiproles, as defined by FTSE Women
Leaders, there was meaningfulimprovement
t0 38% (March 2021: 34%).

We are committed toincreasing the
percentage of ethnically diverse employees,
who currently represent14%of the
organisation (March 2021: 11%), with 12% of
employees notdisclosing their ethnicity. The
percentage of ethnically diverse employees
inleadership,againusing the FTSE Women
Leaders definition,remained at 6% (March
2021: 6%), highlighting the work we stillhave
todointhisarea. Much of ourworkaround
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£74

of price lever growthin FY2022

We successfully executed our
annual pricing eventin April 2021.
Thisincluded anunderlying price
increase aswellas the launch
of our Retailer Stores product.

3%

of retailer stockona package above
our Standard levelin March 2022

Inthe year, we evolved our
advertising package staircase,
creating anew higher level
package. Thissaw good levels of
upsellas customers soughtmore
prominence onour marketplace.

>1,800

paying new car customers
inMarch 2022

Despite supply shortages onnew
cars,we have managedtoretain
many of our paying customers
onournew car product.

creating aninclusive culture and environment
hasbeendriven, supported andinformed

by ourmany employee networks and guilds
representingwomen, diverse ethnicity,
LGBT+,disability & neurodiversity, families
andage.

The UK Governmenthas atargettobecome
netzero by 2050 and Auto Trader has a
role toplayinreaching thisgoal. There are
two strands to our commitments around
the environment whichincludes achieving
net zero carbon emissions by 2040 and
supporting consumersinmaking more
sustainable vehicle choices.

Catherine Faiers
Chief Operating Officer
26 May 2022



FINANCIAL REVIEW
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Revenue in the prioryear
was impacted by our
decision to provide free
advertising to our
retailer customersin
April 2020, May 2020,
December 2020 and
February 2021, and ata
25% discountin June
2020, due to the closure
of retailer forecourts
given COVID-19
lockdown restrictions.

Jamie Warner
Chief Financial Officer

OVERVIEW

Ourrevenue streams

Revenue

£432.7m

™ +65%

(2021: £262.8m)

INCREASED RETAILER REVENUE
Revenue in the prioryear was
impacted by our decision to provide
free advertising to our retailer
customersin April 2020, May 2020,
December 2020 and February 2021,
and ata25%discountinJune 2020.

INCREASE IN UNDERLYING ARPR
Excluding COVID-19 discounts
inthe prioryear,underlying ARPR
increased by £247 per month,
spread across our price, stock
and product levers.
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@ Trade

£388.3m

+72%
(2021:£225.2m)

® Consumer Services
£33.3m

+25%

(2021:£26.6m)

® Manufacturer and Agency

£11.1m

+1%
(2021: £11.0m)

Operating profit

£303.6m

T™+88%

(2021: £161.2m)

REDUCTION OF RCF COMMITMENTS
With effect from 24 September 2021,
the Company reduced the total
commitments of its Syndicated
revolving credit facility (‘Syndicated
RCF’) by £150m from £400m to £250m.

INCREASE IN JV PROFIT

Our share of profit generated by
Dealer Auction, the Group'sjoint
venture,increasedinthe yearas
auction activity saw improved levels
following areduction during periods
of lockdownin the prioryear.



STRATEGIC REPORT

Revenue

Revenueincreasedto £432.7m (2021:
£262.8m),up 65%when compared to the
prioryear. Trade revenue, which comprises
revenue from Retailers, Home Traders and
othersmallerrevenue streams, increased
by 72%t0 £388.3m (2021: £225.2m).

Retailerrevenueincreased by 75% to
£370.4m (2021: £211.9m). Revenueinthe
prioryear was impacted by our decision
to provide free advertising to our retailer
customersin April 2020, May 2020,
December2020 and February 2021,andata
25%discountin June 2020, due to the closure
of retailer forecourts given COVID-19
lockdown restrictions. There have beenno
discountsinrelationto COVID-19in2022.

The average number of retailer forecourts
advertising on Auto Traderwasup 5% to 13,964
(2021:13,336). We saw a steady increase
inthe number of retailers advertising on

our platform throughout 2022 with lower
cancellationsinthe period, and levels

of acquisitionremaining broadly flat.

Average Revenue Per Retailer (‘ARPR’)
increased by 67%to £2,210 (2021: £1,324).
The £886increase was heavilyimpacted by
the COVID-related discountsinthe prior
year which made a positive contribution of
£639 due to theirabsence in 2022. Excluding
these discounts, there was anunderlying
increase in ARPR of £247 spread across our
price, stock and product levers:

« Price: Our price lever contributed an
increase of £74(2021: £50) to total ARPR as
we executed our annual pricing event for
the majority of customers on1April 2021.

« Stock: The number of live cars advertised
onAuto Trader decreased by 11% to
430,000 (2021: 485,000). This was partially
driven by adecline of 18,000 new cars
on Auto Trader due to welldocumented
supply shortages. Itisimportantto note
thoughthatthe stockleveris notdriven
by live stock but by the number of paid
stockunits. Lastyear live used stock was
impacted by astock offer which allowed
customerstodouble their stock for free
from late March to mid-July 2020, which
did notimpact paid for stock. Whilst we
did see some downgradesin paid stock
during the firsthalf, as aresult of faster
stock turn and limited supply, much came
fromour larger Franchise customers who
generally have alower cost per car. Stock
levels partially recoveredin the second
half however, returning to similar levels
seenatthestartof FY22. These dynamics
resultedina£52increasein the stock
lever (2021: decline of £52).

« Product: Our product lever contributed an
increase of £121(2021: £89) to total ARPR.
Most of thiscame fromretailers choosing to
purchase prominence products,including
our higheryielding Enhanced, Super and
Ultra packages with penetrationincreasing
to 31% of retailer stock (March 2021
(Advanced and Premium): 26%). In addition
topackages, retailers sought prominence
through greater use of our Pay Per Click
product. We alsointroduced a new digital
retailing productcalled Market Extension,
allowingretailers to sell outside of theirlocal
area, which also contributed to the product
lever, with over 6% of retailer stockonthe
product by the end of the year. Finally,
there was also some contribution from our
Retailer Stores product, whichwaslaunched
in April 2021 as part of our pricing event.

Home Traderrevenueincreased by 40%

t0 £8.8m (2021: £6.3m). Otherrevenue
increased by £2.1m to £9.1m (2021: £7.0m)
with AutoConvertincreasing £1.0mto £2.1m
(2021: £1.1m).

Consumer Servicesrevenue increased by
25%intheyearto £33.3m (2021: £26.6m).
Private revenue, whichis generated from
individual sellers who pay to advertise their
vehicle on the Auto Trader marketplace,
increased to £19.3m (2021: £16.6m). Motoring
Servicesrevenue alsoincreased, up 32% to
£13.1m (2021: £9.9m) as aresult of strong
growthinbothourinsurance and finance
offerings. After launchingin 2021, Instant
Offer contributed £0.9m to Consumer
Servicesrevenue (2021: £0.1m).

Revenue from Manufacturer and Agency
customers was effectively flatat £11.1m
(2021: £11.0m). The pandemic had a
significantimpact on thisrevenuelinein
both 2021and 2022. Manufacturers have
lowered their marketing spend due to
semi-conductor supplyissues andthe
resulting lack of clarity on new car supply.

ARPR levers (£)
2020 2021 2022
639
121
53 82 50 M &4 74 59
e _© e © ®wV
e -
(30) (52)
@ Price
© Stock '
© Product

(712)
« Implementationand removal
of COVID-related discounts

Costs

In 2021, the Group made the decision to
reduce costs, mainly through the reduction

of discretionary marketing spend, whilst our
retail customers were closed due to COVID-19
restrictions. With areturnto more normal
levelsin2022, costsincreased 27%to £132.0m
(2021: £104.0m).

People costs, which comprise all staff costs
and third-party contractor costs, increased
by 16%t0 £69.8m (2021: £60.0m). The increase
inpeople costs was primarily driven by an
increaseinthe average number of full-time
equivalentemployees (including contractors)
t0960(2021:909) as we invested in our people
tosupportthe growth areas of the business.
The prior year was impacted by Executive
Directors and the Board foregoing 50% or
more of their salary and fees for the period
of Aprilto June 2020. Performance related
payincreasedin2022,in addition to the
resumption of annualpayreviews. Underlying
salary costs continue toincrease as weinvest
inthe bestdigital talent.

Revenue (Em) 2022 2021 Change
Retailer 370.4 211.9 +75%
Home Trader 8.8 6.3 +40%
Other 9.1 7.0 +30%

Trade 388.3 225.2 +72%

Consumer Services 33.3 26.6 +25%

Manufacturerand Agency 1.1 1.0 +1%

Total 432.7 262.8 +65%

Costs (€m) 2022 2021 Change

People costs (including share-based payments) 69.8 60.0 +16%

Marketing 20.5 9.8 +109%

Othercosts 34.5 27.9 +24%

Depreciation and amortisation 7.2 6.3 +14%

Totaladministrative expenses 132.0 104.0 +27%
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FINANCIAL REVIEW CONTINUED

Marketing spendincreased by 109% to
£20.5m (2021: £9.8m). The increase was
driven by discretionary spend being reduced
inthe prioryearinresponse to the pandemic
as previously mentioned.

Other costs, whichinclude data services,
property related costs and other
overheads,increased by 24%to £34.5m
(2021: £27.9m). The increase was primarily
due to higher overhead costs, including
thereturn of travel, office & peoplerelated
costs,aswellashigherITspend aswe
continue to move more of our services and
applications to the cloud. Depreciation and
amortisationincreased to £7.2m (2021:
£6.3m) mainly as aresult of an additional
office lease and office improvements.

Operating profit (£m) 2022 2021 Change
Revenue 432.7 262.8 +65%
Administrative

expenses (132.0) (104.0) +27%
Share of profit

fromjoint

ventures 2.9 2.4 +21%
Operating profit ~ 303.6 161.2 +88%

Operating profit

During theyear Operating profitincreased by

88%t0£303.6m (2021: £161.2m). Operating profit
marginincreased by nine percentage points

to70%(2021: 61%), backin line with 2020 levels.

Ourshare of profit generated by Dealer
Auction, the Group'sjoint venture with Cox
Automotive,increased to £2.9m (2021: £2.4m)
asauction activity saw improved levels
following areduction during periods of
lockdowninthe prioryear.

Net finance costs

Net finance costs decreased to £2.6m
(2021: £3.8m). The decrease was driven
by lowerinterest payable of £1.4m (2021:
£2.9m). Amortisation of debtissue costs
increased to £1.0m due to accelerated
amortisation following the reduction of
the Syndicated revolving credit facility
(‘Syndicated RCF') commitments as
referenced below (2021: £0.6m). Interest
onlease liabilities totalled £0.2m (2021:
£0.3m) and interestrelating to deferred
consideration was £0.1m (2021: £0.1m).
Interestreceivable on cashwas £0.1m
(2021: £0.1m).

Reduction of RCF commitments

With effect from 24 September 2021, the
Companyreduced the totalcommitments
ofits Syndicated RCF by £150m from £400m
to £250m. The facility will terminate in two

tranches: £52.2mwillmature in June 2023
and £197.8m will mature in June 2025.
Additionally, there was an amendment to
the Senior Facilities Agreement to reflect
the discontinuation of LIBOR and the
transition to SONIA (inrespect of sterling
loans); Loan Market Association updates;
andtoinclude the effect of IFRS16 for
the purposes of calculating financial
covenants. Thereis norequirement to
settle all, or part, of the debt earlier than
the termination dates stated.

Profit before taxation

Profitbefore taxationincreased by 91% to
£301.0m (2021: £157.4m). The increase resulted
fromthe Operating profit performance, with
afurther benefit from lower net finance costs
of £2.6m (2021: £3.8m).

Taxation

The Group tax chargeincreased 90% to
£56.3m (2021: £29.6m) which represents an
effective taxrate of 19%(2021:19%),in line
with the average standard UK rate.

Earnings per share

Basicearnings per shareincreased by 93%
to25.61pence (2021:13.24 pence) based on
aweighted average number of ordinary
sharesinissue of 955,532,888 (2021:
965,175,677). Diluted earnings per share of
25.56 pence (2021:13.21 pence)increased
by 93%,based on 957,534,145 shares (2021:
967,404,812) which takes into account the
dilutive impact of outstanding share awards.
Thereductioninsharesis due to the share
buyback programme throughout 2022.

Cash flow and net cash

Cashgenerated fromoperationsincreased
by 115% to £328.1m (2021: £152.9m) primarily
duetotheincreasein Operating profit but
also a positive working capital movement,
driven by VAT. Corporation tax payments
increased to £56.2m (2021: £28.2m), due to
higher profit before taxation. Net cash
generated from operating activities was
£271.9m (2021: £124.7m).

As at 31 March 2022 the Group had net
cash of £41.7m (31 March 2021: £10.3m),
representing anincrease of £31.4m.

At theyearend, the Group had drawn £nil
of the Syndicated revolving credit facility
(31 March 2021: £30.0m) and held cash and
cash equivalents of £51.3m (2021: £45.7m).

Leverage, defined as the ratio of Net bank
debtto EBITDA, remained at zero as we exit
theyearinanetcash position. Interest paid
onthese financing arrangements was £1.5m
(2021: £3.0m).

OO

With effect from

24 September 2021,

the Company reduced
the total commitments
of its Syndicated
revolving credit facility
by £150m from £400m
to £250m. The facility
will terminate in two
tranches: £52.2m will
mature in June 2023
and £197.8m will
mature in June 2025.

Jamie Warner
Chief Financial Officer
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‘ STRATEGIC REPORT

AUTO TRADER AS A DATA PLATFORM

@ Data as a platform

OUR PURPOSE-DRIVEN STRATEGY P12 —

MORE RETAILER PRODUCTS

We haverecently launched sales
insight tools andincreased the
volume of paying Retail Check
and Retail Accelerator customers.
With pricesincreasing, thisdata
hasneverbeenmore valuable to
our customers.

SELLING OUR DATA TO MORE
CUSTOMER SETS

We have enteredintodatasharing
agreements with anumber of
OEMs, improving our data sets,
andnow power Experian’siCache
product which providesinsurance
companies with enriched data
to provide more competitive
consumer quotes.

CLOUD MIGRATION

OO

Whilst stock
limitations have
impacted sales,
compared to ‘normal’
pre-pandemic
conditions,
consumer demand,
engagement, and
prices allremain
robust, whichinturn
is helping todrive
strong margins.

Richard Walker
Data & Insight Director

LAUNCHING AUTO TRADER CONNECT
We have launched Auto Trader
Connectwhichwasincludedin

Thisremoves the inefficiencies
of daily data feeds and

We have made substantial
progressduring theyearin
migrating our platform and
technologyinfrastructure
to the cloud.

c.40%

of third-party software
providersintegrated with
Auto Trader Connect

retailer packagesin April 2022, as
partof ourannual pricing event.
Auto Trader Connectgives
customers access to our taxonomy,
improving advert quality, and
introducesreal-time updates
betweenoursystemsandthose

we currently have integration
with c.40% of third-party
software providers with
Auto Trader Connect.

Capital structure and dividends

During the year, atotal of 24.9m shares
(2021: nil) were purchased for a total
consideration of £163.5m (2021: nil) before
transaction costs of £0.8m (2021: nil).
Afurther £73.6m (2021: nil) was paidin
dividends, giving a total of £237.1m
(2021: nil)in cashreturned to shareholders.

The Directors arerecommending a final
dividend of 5.5 pence per share. Subject
toshareholders’ approval at the Annual
General Meeting ('(AGM’) on15 September
2022, the final dividend will be paid on

23 September 2022 to shareholders on
theregister of members at the close of
business on 26 August 2022. The total
dividend fortheyearistherefore 8.2 pence
pershare (2021: 5.0 pence per share).

Inthe comingyear, itis expected that
the Group willdraw onitsrevolving
credit facility to fund part of the initial
considerationrelating to the Autorama
acquisition. The Group's long-term
capitalallocation policy remains broadly
unchanged: continuing toinvestinthe

c.1.2m

guaranteed valuations
givento consumersin2022

of our customers.

business, enabling it to grow whilst
returning around one third of netincome to
shareholdersinthe form of dividends. Any
surplus cash following these activities will
be used to continue our share buyback
programme and steadily reduce gross
indebtedness. Itis the Board's long-term
intention that over time the Group will
returnto anetcash position.

Going concern

The Group generated significant cash from
operations during the period. At 31 March
2022 the Group had drawn £nil of its £250m
(previously £400m) Syndicated RCF and
had cashbalances of £51.3m. The £250m
Syndicated RCFis committed until June
2023, whenitreduces to £197.8m through to
maturityinJune 2025. Financial projections
forthe next12 monthsinclude the capital
commitment to acquire Autorama (UK)
Limited giventhe likelihood of the event. On
the basis of facilities available and current
financial projections for the next12 months,
the Directors have concluded thatitis
appropriate to prepare these financial
statements onagoing concernbasis.
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Commitment to acquire

Autorama (UK) Limited

The Group has agreed to acquire, subject
toregulatory approvals which at the date
of thisreporthadnotallbeenreceived,
the share capital of Autorama (UK) Limited.
The transactionis expected to complete
inthe first half of financial year 2023.
Auto Trader will pay initial consideration
of £150mincash, with afurther £50m of
deferred consideration to be settledin
shares subject to customary performance
conditions12 months after the completion
date. Onceissued, the shares will vest over
aperiodof twoyearsintwo12-month
instalments. At 31 December 2021,
Autoramahad £27m of gross assets and
forthe calendaryear 2021, made net
revenue of £26m, selling c.14,500 vehicles,
and had an EBITDA loss of £6m, which
included marketing costs of over £9m.

Jamie Warner
Chief Financial Officer
26 May 2022
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STRATEGIC REPORT

Non-Financial

Reporting Frameworks

We continue to evolve our
Environmental, Social and
Governance ('ESG’) reporting to meet
the requirements of leading industry
frameworks and our stakeholders’
expectations. Ourreporting focuses
onthe Task Force on Climate-related
Financial Disclosures (‘TCFD’) and
the Sustainability Accounting
Standards Board (‘'SASB’) standards
referencing SASB's reporting
framework for the Internet and
Media Services and Media &
Entertainment industries. We have
alsoidentified the UN Sustainable
Development Goals (‘SDGs’), which
we believe Auto Trader can make
ameaningful contribution to.

TCFD

SUSTAINABLE
DEVELOPMENT

GOALS

Auto Trader's purpose is to

We are committed to being aresponsible business and our
purpose is driven by our resolve to do the right thing, measure

and report transparently, and always act ethically and with
integrity. As the UK and Ireland’s largest automotive marketplace,
we have aresponsibility to create a more accessible, equitable

and sustainable future.

We recognise that being a sustainable
business for the long termis about
ensuring we have the foundations we
need forsuccess aswellas the ability to
evolve to meet future challenges. Our
trusted brand has been built over more

than40years and we remain committed

to being the best place to find, buy and

sellvehiclesinthe UK on aplatformthat

enables data-drivendigital retailing
for our customers. Thisinvolves
changing how the UK shops for vehicles
by providing the best online buying
experience and supporting all our
retailers with this online transition.

With this goalin mind, our ESG initiatives
comprising our make a difference
strategy focus on the materialissues
thathave the greatestimpact onour
business whilst considering the
expectations of our stakeholders.

We can play a positive role in making
adifference to our people, our
communities, the industries we are
partof and the environment.

G

Our environment
Protect our business from theimpact
of climate change and work to reduce
our own emissions to net zero.

Drive change across our own operations and

supply chain, but also use our capabilities

andvoice toinfluence the automotive and
technologyindustries to supporturgent
actiontotackle the currentclimate crisis.

©

OUR MAKE A DIFFERENCE STRATEGY
Drive change together. Responsibly.

Making a difference to our people, our communities, our industries
and the wider environment to create a more accessible,
equitable and sustainable future.

R

Our people & communities

Build diverse teamsand an
inclusive culture.

Maintain high levels of employee
satisfaction, supporting positive
healthand wellbeing.

Partner with charities, community groups

andindustry bodies to make a difference to
the communities where we work and live.

Al

9

Our governance & compliance

Uphold the values of good corporate governance and riskmanagement and
consider the needs of all our stakeholdersin our strategic decision making.

Comply with our legalandregulatory obligations and behave ethically
and withintegrity atall times.

Maintain a trusted marketplace for our customers and consumers to find,
buy andsellavehicle.
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MAKE A DIFFERENCE CONTINUED

Assessing our materialissues

to inform our make a difference strategy.

MATERIALITY ASSESSMENT

ESG AREA MATERIAL ISSUE

DEFINITION OF TOPICS

G o Climate

OURENVIRONMENT

Reducing greenhouse gas emissionsin our own business as well asinfluencing the wider
automotive ecosystem. Mitigating the effects of long-term changesin the Earth’s climate
onAuto Trader’s business.

© Dataprivacy andsecurity

&

Ensuring the safe collection, retention and use of confidential data of our retailers, consumers
and employees. Aswellas safeguarding against data breaches and cyber crime.

OURPEOPLE

° Employee wellbeing,
& COMMUNITIES

engagementandsafety

Maintaining high levels of employee satisfaction; supporting positive health and wellbeing.

© Productinnovation

Continuouslyimprove products and services to maintain our competitive edge.

© customersatisfaction

Making sure our customers are happy using Auto Trader’s products and services.

© Fricingfairness

Delivering value formoney to our customers.

@ 'nvestmentintalent

Promote professionaland personalgrowth to attract, develop, retain and reward top talent.

© ~dvocacy

Partnering withindustry bodies and lobbying government to shape legislation affecting the
future of ourindustries.

© Moakingadifference toourlocal
communities andindustries

Partnering with charities, community groups and industry bodies to support their work
through fundraising, volunteering and other projects.

@ Diversity andinclusion

Nurture aninclusive company culture and enrich our workforce with diverse individuals across
alllevels of our organisation from the Board, leadership team and throughout our wider
business, but also throughout the automotive and technology industries.

© Drivingtransparency

Ensuring adverts describe vehicles accurately, the price/finance offeris clearand we are
mitigating fraudrisk.

OURGOVERNANCE
& COMPLIANCE

@ pigitalinfrastructure

Maintaining a strong digitalinfrastructure to withstandrisks and futureproof the business.

@® Responsible supply chain

Proactively seek suppliers who share our passion forcommunity engagement and promoting
diversity andinclusion within their own cultures and supply chains.

Responsible tax strategy
and total tax contribution

Complying with taxlaws and regulations to pay the rightamount of tax at the right time.

@ corporate governance

Having awell governed business, and disclosinginformation to all stakeholdersina
transparentand balanced way.

@ Ethics andintegrity

Acting ethically and withintegrity; working against corruption, bribery and fraud.

@ Remuneration

Ensuring remunerationis based solely on skills, behaviours and contribution and not any other
factor forallcolleagues, Board members and the leadership team.
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Inorder toremainsuccessfulin the long
term, anunderstanding of what ESG topics
matter most to our key stakeholdersis
essential. We conducted a materiality
assessmentto helpinformour make a
difference strategy. Thiswas aninclusive
processinvolving engagement with our
employees and our external stakeholders,
including consumers, retailers, employees
andinvestors. Our aimin performing this
analysis was to understand which ESG
topics matter most to our internaland
external stakeholders, to capture our
impactsinanon-financialmanner and
help us prioritise matters on which to focus
and inform our ESG strategic thinking.

Fortheinitial materiality assessment we
identified 17 areas of materialimportance
toourbusiness. Anissueis materialtousif
itsignificantlyimpacts our business and
our strategic priorities butalsoif itis viewed
asbeingimportant to our stakeholders.

We engaged with our key stakeholders via
asurvey tounderstand the issues they
believed were mostimportant for Auto Trader.
We also considered theimpact these issues
would have on our business, taking into
accountcurrentand future market trends
and our overall strategic priorities.

Ongoinginputand engagement from our
stakeholders, bothinternaland external,
helpsustoensure we are achieving positive
results fromimplementing our make a
difference strategy. Therefore, to ensure
thatthe prioritisation of ESG topics
continues to align with theimportance to
stakeholders and changesin our business
strategy, we will refresh this exercise every
threeyears.

Our make a difference strategy aligns our
Environmental, Socialand Governance
activities to the materialissuesidentified
as mostimportant to our stakeholders and
mostimpactfulto our business. We have
then considered areas where we are focusing
our activity to make improvements, which
isdesignated by the size of the bubble.

OUR MATERIALITY MATRIX

I \/cry high

Importance to our stakeholders

(8]

Moderate <N

Moderate <N

The size of the bubbles on our materiality matrix highlight where our activities for this financial
year have been focused and will continue to be focused over the coming 12 months.

Most notably, we have chosento focus
most of our activities and initiatives on:
diversity andinclusion; employee wellbeing;
engagement and safety; product
innovation; and customer satisfaction, all of
which our stakeholders placedin the higher
priority category. We have also chosen to
actively focus on climate - although climate
didnotplaceinthe highest category, we
believe we should be doing whatwe can to
positivelyimpact the world we live in. We
recognise thatwe needto focus our efforts
now to ensure we are progressing towards
ourlonger-termgoals, anditis anareawhich
islikely to see growing levels of scrutiny.
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Impacton the business

B \ery high

Productinnovation and customer
satisfactionare also highonouragenda.
Our focus ondigitalretailingis to bring
more of the buyingjourney online,
realising animproved consumer
experience and efficiencies for our
customers. We actively seekretailer
feedbackinallaspects of product and
service developmenttoensure that

we continue to provide market-leading
solutions and also actively monitor
consumer sentiment across our various
products and channels.



MAKE A DIFFERENCE CONTINUED

Make a difference at a glance.

UR PROGRESS DURING

OURENVIRONMENT OURPEOPLE & COMMUNITIES OUR GOVERNANCE & COMPLIANCE

OUR AMBITION

- Achieve net zeroin our own business - Have arepresentative workforce - Fully adopt the NIST framework
as wellas help our customers and acrossalllevels of our business - Continue to evolve with the
suppliers as they transition to net zero - Fosteranenvironment where everyone requirements of both GDPR and
- Ensure the majority of our business has feelsincluded FCA compliance
completed Carbon Literacy training - Continue to make progress on our - Integrate sustainability into all aspects
- Our customers can confidently sell gender & ethnicity pay gap and decision making processes of

more alternatively fuelled vehicles Maintain high levels of employee our business
Supportour customers on their own net engagement Embed our ethical procurement policy

zero strategies with the Automotive - Supportthe physical, mentaland within the business and adopt asocially
Carbon Literacy Toolkit financial wellbeing of all our employees responsible sourcing model

+ Help carbuyers make more - Positively contribute to the communities « Report comprehensivelyinline with
environmentally friendly vehicle choices we operate inand partner with local SASB and TCFD reporting frameworks

- Useourdataandinsight to support and national charities

andinfluence the government’s policies
related to supporting the adoption
of electric vehicles

2022 KEY HIGHLIGHTS

- Ournear-term Science Based Targets

Appointment of Jasvinder Gakhalas an

NIST frameworkimplemented and

have beenvalidated by the Science Independent Non-Executive Director reviewed by ourinternal auditors
Based Targetsinitiative (‘SBTi’) - 27 employees participatedin our - Continued to make good progress with
« 50% of ouremployees are carbon Diverse Talent Accelerator our cloud migration and we are on track
literate, putting us at gold award level programme, developing the next to fully migrate by the end of our next
- Funded andlaunched the new level of leadership talent financialyear

Automotive Carbon Literacy Toolkit, 196 of our leaders participated in our
developedin partnership with the inclusive leadership programme

First TCFD report completed
Launch of anew Supplier Code

Carbon Literacy Trust - Accredited Real Living Wage employer of Conduct, increased usage of

« Launched our Road to 2030 EV report, - Three colleaguesrecognised atthe Ethical Procurement questionnaires,
sharing the latest data andinsight with Automotive 30% Club Most Inspiring and the launch of anew Carbon
allour stakeholders Automotive Women for 2021 Emissions Survey

- Launched anelectric vehicle hub within  + Highly commended at the Disability
our top navigation, to give consumers Smart awards
the information they needin order to - Community based funding of £356k
consider anelectric car including charitable donations and

- Expansion of relationships across key employee matched funding

industry bodies and government Improved gender pay gap, although
departments our ethnicity pay gap has widened
Monthly EV car giveaway, with over 95% employee engagement

two millionentries

HOW THE UN SDGS ALIGN TO OUR ESG STRATEGY

0606 00

There are17 UN SDGs that form ashared globalagenda to achieve a better and more sustainable future for all. Whilst all of
the goals areimportant, we believe our ambitions and priorities best align with the above SDGs, which are most relevant to
our strategy and where we believe we can have the greatestimpact.

4 O Auto Trader Group plc  AnnualReportand Financial Statements 2022



STRATEGIC REPORT

HOW WE GOVERN ESG

We recognise that our activities, and

the way in which we carry them out, have
impacts thatreach wellbeyond our
financialperformance. Thereisincreasing
evidence that sustainable businesses drive
greater profitand long-termvalue. With
thisinmind, in 2021 we established our
Corporate Responsibility Committee to
sitalongside our Audit, Remuneration
and Nomination Committees.

Whilst ESG related topics are coveredin
allCommittees, thisis a formalCommittee
of the Board with the overarching goal of
monitoring our corporate responsibility and
sustainability targets. The Committee plays
acrucialroleinoverseeing the progress
towards fulfilling our ESG work, whichis
brought together as our make a difference
strategy, and ensuring that the targetsand
goals are ambitious and realistic.

Driving change together.
Responsibly.

Governance of our make a difference strategy.

Responsibility for putting our make a
difference strategyinto action spans
across the business, whether through
specific functions within the business or
ourindividual guilds and networks, which
are empowered to drive change within
the organisation.

EXTERNAL
AUDITORS

INTERNAL
AUDITORS

OTHER
EXTERNAL

SECOND LINE FORUMS

AND COMMITTEES

RISK FORUM - SCOPE
OF RISK FORUM
INCLUDES CLIMATE

AUDIT
COMMITTEE

AUTO TRADER GROUP PLC BOARD R

?

NOMINATION

COMMITTEE

REMUNERATION

COMMITTEE

T

CORPORATE
RESPONSIBILITY

COMMITTEE

DISCLOSURE
COMMITTEE

AUTO TRADERLIMITED BOARD

-

OPERATIONAL LEADERSHIP TEAM & SENIOR LEADERS

ASSURANCE C

SECOND LINE
FUNCTIONS

1

ENVIRONMENTAL STRATEGY

BOARD
ENGAGEMENT
GUILD

EMPLOYEE GUILDS & NETWORKS

FCA GOVERNANGE RISK MANAGEMENT CAREER
COMMITTEE SUSTAINABILITY | AUTOMOTIVE KIGKSTART FAMILY BAME
AT £ T INTERNAL CONTROL NETWORK NETWORK NG NETWORK NETWORK
COMMITTEE FCA COMPLIANCE
GDPR STEERING GDPR COMPLIANCE NET ZERO DISABILITY & MAKE A
EV WORKING LGBT+
e LEGAL TEAM WORKING S e B NEURODIVERSITY| DIFFERENCE
GROUP NETWORK GUILD
STEERING
PROCUREMENT
CYBER SECURITY
WORKING GROUP CYBER SECURITY TEAM WOMEN'S WELLBEING AGE
NETWORK GUILD NETWORK
TRUST FORUM
HOW WE MANAGE RISK P58 — } [ GOVERNANCE OVERVIEW P70 =
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MAKE A DIFFERENCE CONTINUED

G@ Our environment

The impact of climate change
Is posing an ever-increasing threat. The UK
Government has a target to become net zero
by 2050. As aresponsible business Auto Trader
has arole to play in reaching this goal and we
are committed to reaching net zero by 2040.
Developing a climate resilient strategy aligned
to the UK's ambitious environmental targets
which considers the risks and opportunities of
climate change is essentialin order to protect
our business from the impact of climate change.

TASK FORCE ON CLIMATE-RELATED FINANCIAL DISCLOSURES (‘TCFD’)
COMPLIANCE STATEMENT

The Group has preparedits TCFD disclosuresin line with guidancein the 2021updates to the
TCFD FinalReport and Annex, including the supplementary guidance for all sectors. We are
building on our progress from previous years to develop a net zero strategy and we continue to
evolve ourreportingunder the TCFD recommendations. At the time of publication, the Group
has made climate related financial disclosures consistent with the TCFD recommendations and
supporting recommended disclosures on pages 42 to 48, other than as follows. Whilst we have
made good progress onour reporting we acknowledge that further workis required toenhance
theidentification, impact and reporting for climate related risks and opportunities, and how
these map overthe short, mediumand long term. Further disclosureis required toinclude climate
related scenario analysis, taking into consideration different climate related scenarios,
including a2°C or lower scenario. This work will be undertakenin the coming financial year.

Task Force on Climate-related

Financial Disclosures (‘TCFD’)
Climate change and how we are responding
to therisks and opportunities thatit poses
are at the forefront of the minds of our
investors, regulators and other stakeholders
of our business. We support the Task Force
onClimate-related Financial Disclosures
('TCFD’) anditsrecommendationsand are
committed to assessing theimpacts of
climate risks and opportunities across our
operations and supply chains. Thisyear,

we have focused on establishing our
internalprocess to manage climate risks,
opportunities and reporting structure, which
we planto furtherenhance and improve
as we evolve along the TCFD journey.

Our climate governance

We have integrated climate governance
into our existing governance processes and
soughttoembed responsibility for the risks
associated with climate change throughout
ourbusiness, adopting aclimate change
focused mindset. Thereis aclear
commitment from the Board to deliver on our
environmentalcommitments and ensure
relevant accountability across the business.
Ourenvironmental strategy was initiated
toensure ajoinedup approach across the
businessinconsidering the climate issues our
business faces, the risks and opportunities
these presentand ourresponse to those risks
and opportunities. These are considered
andincorporated with our climate related
strategy and commitments across four pillars
which are: our own operations and people;
ourconsumers; our customers; and the
industries we workin.

Each of the four pillarshas a targeted
actionplanto ensure theright steps are
taken and progressis made towards

our commitments. The working groups
responsible for each pillar have set overall
commitments thatneed to be achievedin
ordertohave animpactful outcome. Key
activities and milestones are set for each
financialyear and these are shared with
the Corporate Responsibility Committee.
The working groups meetindividually as
required but meet collectivelyona
quarterly basis, together with Operational
Leadership Team sponsors to ensure
ajoined up approach and to monitor
progress against the agreed commitments.
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CLIMATE GOVERNANCE

9

EMPLOYEE
GUILDS AND
NETWORKS

O)

ENVIRONMENTAL
STRATEGY
WORKING GROUPS

®

THIRD-PARTY
ASSURANCE

©

BOARD
RESPONSIBILITY

©)

EXECUTIVE
RESPONSIBILITY

©)

O)

REMUNERATION
COMMITTEE

1. BOARD RESPONSIBILITY

The Corporate Responsibility Committee, chaired
by Jeni Mundy, plays a crucialrole in overseeing
the progress towards fulfilling the ambitions and
targets of our make adifference strategy, which
encompasses our Environmental, Socialand
Governance responsibilities. The Committeeis
responsible for holding the Executive Directors
toaccountwithrespectto climate risks

and theirimpacts to the business, and our
environmentalstrategyinresponse to

climate changeis astanding agendaitem.

2. EXECUTIVE RESPONSIBILITY

Theresponsibility for assessing and managing
climaterelatedrisks sits at both executive and
Board level. Executive responsibility for climate
changeimpactis held by our Executive Directors,
who have responsibility for oversight of our
climate change agendaand areresponsible for
ensuring that climaterelatedrisks are integrated
into the existing business strategy. Responsibility
forthe consideration of climate relatedrisks on
the financial performance of the Group and
compliance with environmentalreporting
rests with our CFO, Jamie Warner.

3. RISK FORUM

Therisk forumundertakes areview of climate
relatedrisks withthe OLT.

4. REMUNERATION COMMITTEE

The Committeeintroduced ESGrelated metrics
intothe performance share planin2023. The 2023
PSP award willinclude a performance target
linked to areduction of our GHG emissions.

5. THIRD-PARTY ASSURANCE

Our GHG emissions have beenindependently
audited by EcoAct providing assurance using
1SO14064-3 of all scopes of our carbon footprint.

6. ENVIRONMENTAL STRATEGY
WORKING GROUPS

Ourenvironmental strategy not only focuses on
ourown environmentalimpact, but also aims
tosupportour customers, consumers and the
industriesin which we operate and as aresult,
various parts of the business play a partin
delivering our ambitions. Different parts of
the business are brought together through
ourenvironmental strategy working groups,
allof which are supported by members of our
Operational Leadership Team:

Net Zero Working Group (supported by Jamie
Warner, CFO) - responsible forour commitment
tonetzeroinline with our SBTitargets.

EV working group (supported by lan Plummer,
Commercial Director) - responsible for helping
consumers make more environmentally
friendly vehicle choices.

Automotive network (supported by lan
Plummer, Commercial Director) - responsible
forhelping our customers consider their
carbon footprintand supporting themon
their sustainability journey.

7. EMPLOYEE GUILDS AND NETWORKS

Ouremployeesplay afundamentalrolein
the success of our make a difference strategy.
Through our networks and guilds, our ESG
priorities and ambitions are championed
anddriven forward by our employees:

- Sustainability network - comprises passionate
individuals from across the business who are
focused onmaking life at Auto Trader more
sustainable throughincreasing employee
awareness anddrivingimpactfulchanges for
individuals as well as our business operations
tosupportouroverallgoalof reducing our
carbonemissions.

Make a Difference Guild - committed to
empowering our people to give back to
localcommunities and supporting causes
ouremployees are passionate about.
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Strategy: building climate

resilience into our business strategy
Our purposeisto Drive change together.
Responsibly. We recognise thatwe have a
role toplayinthe UK Government’s target
tobecome netzero by 2050. Reducing the
impactour business has on the environment
isembeddedinto our strategy and we are
committed to being anet zero business

by 2040. Our environmental commitments
willhelp us to achieve this by reducing
emissions across our own operations,
throughinitiatives to raise environmental
awareness with our employees, customers
and consumers and supporting themin
reducing their environmentalimpact. We
willuse our breadth of expertise, dataand
marketinsight to accelerate the transition
toalow-carbon future andinfluence the
automotive industry to supporturgent
action to tackle the climate crisis.

Climate related risks and opportunities
Inorder to build climate resilience into our
business strategy we mustidentify climate
related risks and opportunities. The nature
of therisks and opportunities that we face
dependsnotjustonthe physicalaspects of
climate change, but also on transition risks.
These are driven by the trajectory of our
customers and consumersinresponding to
climate change andregulationsinthe markets
inwhichwe operate. Asan operator of an
online marketplace, we have arelatively small
carbonfootprintand our business modelis
sustainableinalow-carbonenvironment. Inthe
shorttomedium term, the journey to net zero
presents opportunities for which our business
must adapt, e.g. becoming the destination of
choice for consumers searching foramore
environmentally friendly vehicle, but we must
also ensure we are managing transitionrisks.

To assess how various climate risk drivers
may impactour business, we used the TCFD
framework’s categorisation of transition
and physical climate risks. Our predominant
focusison transitionrisk as we consider this
tohave the greatest potentialimpacton
our business. We consider the principal
physicalrisk to our business to be severity
of extreme weather, in particular flooding.

We have identified the climate related risks
and opportunities setoutinthe table onthe
nextpage and have considered the potential
impacteach has onour marketplace, our
technology, our customers, our consumers
and ouremployees. We have assessed how
therisks can be better managed, reduced
or mitigatedinline with the Group'srisk
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management framework, resulting in the
mitigatedimpactrating. We have included a
specificscenarioinour viability statement
setting out theimpactof anaccelerated ban
of the sale of new anduseddieselcars. In2023
we willcontinue to expand on our assessment
of climate relatedrisks and opportunities and
the ways to mitigate and adapt to different
possible outcomes. We will conduct climate
related scenario analysis to understand the
actualand potentialimpacts of the principal
climate relatedrisks and opportunities on our
business model and strategy, including the
financialimpact, takinginto consideration

different climate related scenarios andtime
frames. The results of our scenario analysis
willinform our long-term strategic business
planning and will be overseen by the
Corporate Responsibility Committee.

Risk management: embedding
climate issues into our risk

objectives. Werecognise climate change
as aprincipalrisk for Auto Trader (see
page 62) as climate change poses a threat
to our business and supply chain, mainly
throughregulatory changes. We have
updated ourrisk management process to
enhance our assessment of the potential
implications of climate change on our
business andits operations.

management

The Boardis collectively responsible for
determining the nature and extent of

the principalrisks which mayimpact the
business asitseeksto achieveits strategic

CLIMATE RELATED RISKS & OPPORTUNITIES

58 to6l.

Ourriskmanagement framework, including
the processes foridentifying, assessing
and managingrisk, is described on pages

Likelihood of

Risk or Mitigated _changeoccurring
Risk type Potentialchange opportunity? Potentialimpact Ourresponse impact 1.5° 4.0°
Transition Increaseddemandfor  Both Consumers stop buying petrolor Adapttochanging preferences  Low Mid High
sustainable products dieselvehicles presenting arisk andbecomethe largest
andservices. to the continuingrelevance of marketplace for EVs.
ourmarketplace to our customers
and consumers.
Transition  Increaseddemandfor  Both Failure to appropriately Setclearreductiontargets for Low Low High
sustainable products demonstrate thatas abusiness ourownoperations and report
andservices. we are committed and moving progress to stakeholders. Work
towards netzerocarbon with customers, suppliersandthe
emissions could negatively industry onreductioninitiatives
impactourbrandandalso and education.
impactour ability to operate
and/orremainrelevantto our
customersand consumers.
Transition  Achievingresource Opportunity Reduced costsassociated Reductioninitiatives toreduce Low Low High
efficiency through with energy use and avoid our absolute usage, including
cutting our carbon increased costs associated moving our data storage to
footprintandimproving with carbon taxation. the cloud.
energy efficiency.
Transition  Increasedreputational Risk As consumer consciousness Aspartof ournetzero strategy Low Low High
risk associated with the around climate changerises, we will focus not only on our own
automotive industry thereisincreasedscrutinyonour  operational footprintbutalso
and misrepresenting industry’srole onthe environment. onhow we can positively support
environmentalclaims. theindustry.
Transition  Increasedregulation Risk Increasedregulatoryscrutinyand ~ We have formed a Corporate Low Low High
relating to introduction of new legislation Responsibility Committee to
climate change. couldresultinincreased oversee ourenvironmental
reputationalriskbutalsoincreased commitments. We willreport
compliance costs. Failuretodeliver inline withthe TCFD
againstour environmental recommendations andreport
commitments would undermine progress towards our reduction
ourreputationasaresponsible targets as partof our Science
business and may resultinlegal Based Targets.
exposure orregulatory sanctions.
Physical Increased frequency/ Risk Forthelocationsthat Auto Trader  Disasterrecovery/business Low Mid High

severity of extreme
weatherand
climaterelated
naturaldisasters.

operatesin, thiswouldinclude
storms, flooding and water and
heatstress which couldimpact
ouroffices,jeopardise the safety
of our people and significantly
disrupt our operations.

continuity planninginplace,
including tools and guidance
tosupportourpeoplein
emergency situations.
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OUR TOTAL CO, EMISSIONS

Our total CO, emissions'

2022 2021
UK Global UK Global
Scopel 38 56 34 45
Scope 2 (locationbased) 277 294 277 291
Total (Scopesi1and 2) 315 350 31 336
KwH (‘000s) 1,464 1,613 1,284 1,383
PG&S 9,000 5,217
Capitalgoods 1,476 364
Fuel & energy-related activities 17 83
Waste 1 1
Business travel 179 29
Employee commuting & working fromhome 521 634
Investments 15 9
Scope 3 (total) 11,309 6,337
Total (Scopes1,2and 3) 11,659 6,673
Revenue £432.7m £262.8m
Tonnes of CO, equivalent per FTE? 12.14 7.34
Tonnes of CO, equivalent per £€million turnover® 26.94 25.40
Scope 2 (market based) 0
%renewable 100%*

1. Scopesiand2arereportedintonnesof CO,equivalent.

2. Based onaverage number of employeesin the Group throughout the year (2022: 960,2021: 909).

3. Absolute carbon emissions divided by revenuein millions.

4. Emissionsfromourdatacentres areincluded within our Scope 2 emissions. It has been confirmed by our provider that our data centres continue to be powered by
100%renewable - we havereceived acertificate covering the period to 31 December 2021 and the period1Jan to 31 Mar 2022 is currently being verified by a third party.

Metrics & targets: measuring and
managing our climate impact

Methodology

The Groupisrequiredto measure and
reportitsdirectandindirect greenhouse
gas (‘GHG') emissions by the Companies
(Directors’ Report) and Limited Liability
Partnerships (Energy and Carbon Report)
Regulations 2018. The GHG reporting period
isalignedtothefinancialreportingyear. The
methodology used to calculate emissions
isbased on the financial consolidation
approach, asdefinedinthe Greenhouse
Gas Protocol, A Corporate Accounting and
Reporting Standard (Revised Edition).
Emission factorsused are from the UK
Government's Department for Business,
Energy and Industrial Strategy (‘BEIS’)
conversionguidance for the yearreported.

We have calculated our footprint using
the official UK Government conversion
factors. For Scope 3 purchased goods
andservices an Environmentally
Extended Input Output database
methodology was used to calculate the
GHG footprintacross totalspendinthe
year. We have approximated and rounded
up where necessary, reflecting thisisa
‘scoping exercise’ toindicate the broad
quantum of emissionsrather thana
precise calculation. The accuracy of our
footprint willget bettereachyearaswe
revisitand refine the methodology and
underlying dataset. We have reported our
Scope 2 emissions using both alocation
based and marketbased approach, with
the latter takinginto accountrenewable
energy consumed.
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Independent verification of our

GHG emissions

EcoAct hasindependently assessed and
verified Auto Trader’s GHG emissions
following verification standard ISO
14064-3:2019. Based on the dataand
information provided by Auto Trader and
the processes and procedures followed,
nothing has come to EcoAct’s attention
toindicate thatthe GHG emissions totals
are not fairly stated and free from

materialerror.
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Putting the brakes on carbon:
our environmental strategy

Our base year emissions (2020)
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Overview

As the world transitions to a low carbon
economy, regulatory change and changes
inconsumer behaviour willhave animpact
onthe automotive market, which will
mean we need to develop and adapt our
business. We wantto actresponsiblyin
terms of ourimpact on the environment and
protectour business from theimpact of
climate change. Our strategyis to put the
brakes oncarbon - notonly acrossour
direct operations and our supply chain, but
also using our capabilities and voice to
influence the government's electric vehicle
related policies. We willapproach this
across four pillars:

1. Auto Trader and our people

Net zerorefers to the balance between the
amount of greenhouse gas produced and
the amountremoved from the atmosphere.
We reach net zerowhen the amount we add
isno more than the amount taken away.

InJune 2021, we signed up to the Science
Based Targetsinitiative (‘SBTi’) Business
Ambition for1.5°C. By doing so, we are
committed to achieving netzero before
2050 andtoreducing emissionsin line with
the Paris Agreement goals. Our goalat
Auto Traderis to achieve net zero earlier
than this and we are committing to
achieving net zero across our entire value
chain(Scopes1,2and 3) by 2040 and every
yearthereafter. We have submitted our
long-termnet zero target to the SBTiand
are awaiting validation of our commitment.

Ournear-term Science Based Targets
have already beenvalidated by the SBTi
and form a core component of our net zero
strategy. We have committed to:

« Reduce absolute Scopeland 2 GHG
emissions by 50% before 2030 from a 2020
baseyear.

+ Reduce absolute Scope 3GHG emissions
by 46.2% over the same timeframe.

We have also signed up to the UN's ‘Climate
Neutral Now' initiative.

How we're taking action

To meet the SBTi’'s definition of net zero,
we need toreduce our emissions by at least
90%and thenuse carbonremovalinitiatives
to neutralise any limited emissions that
cannotyetbe eliminated. Itis therefore
essential that we fully understand the
source of our emissions.

During the year we built on the work to
understand our full Scope 3 emissions, in
additionto our Scope1and 2 emissions,
providing us with a complete understanding
of our carbon emissions throughout our
value chainso that we canidentify where
we needtofocusourefforts.

We have made further progress during the
yeartoreduce ourdirect carbon footprint -
our officesand data centres are now allon
renewable energy tariffs and the majority
are supported by certified REGOs. We made
further progress with ourdatacentre
migration to the cloud with the final work
due to take placeinthe next financialyear.

Addressing our Scope 3 emissionsisa
bigger challenge and something we have
less controlover. The make up of our carbon
emissionsis heavily weighted towards
Scope 3, and within that purchased goods
andservices and employee commuting are
our major contributors.

Inorder to meetour1.5°C commitments
and net zero ambition, we willundertake
targeted actions and a key focus will be
onsupplierengagement. Another priority
willbe business travel - reducing our fleet
of vehicles and encouraging rail travel
over flying where possible. The switch to
Connected Working willresultin less
employee commuting and whilst we are
stillencouraging collaborative working,
the advancein technology and
communicationtools willlead to less travel,
be thatcommuting to the office or tovisita
customer. During the year we successfully
launched our employee salary sacrifice
scheme tolease anelectric vehicle,

with over 5% of our employeesjoining the
scheme to date.

Our Sustainability Network will continue to
focusonotherinitiatives to furtherreduce
emissions generated in our offices, for
example, our obsolete IT equipmentis
disposed of responsibly and we've also
recently found away to donate our old, but
stillusable, laptops to schools and students
through the Greater Manchester Technology
Fund. The networkis also continuing to work
closely with the Carbon Literacy Project
toincrease employee knowledge on
sustainability and their environmental
impact. Over 50% of our employees have
achieved Carbon Literacy accreditation
and we have achieved Gold Standard CLO
(Carbon Literate Organisation) status.
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11 ,659 tonnes

carbon offset

Carbon neutral

As part of ourcommitment to help reduce
carbon emissions, during the year we of fset
11,659 tonnes of CO, to neutralise our Scope
1,2and 3 emissions. The cost for offsetting
the Group’s 2022 emissions was £25k.

We see carbonneutralas a pointto pass
through onourjourneytonetzero - we
recognise that offsettingisnotthe only part
of the solution -it'sjust one step we can take.
We have continued to work with Ecologi, a UK
basednon-governmentorganisation, to fund
acombination of high-impactsocialand
community initiatives (which are verified
carbon projects)and projects to supporttree
planting, bothinthe UKand overseas. During
the year we funded the planting of 10,253
trees overseasand 300 treesin the UK.

Offset and carbon removal projects
Carbon credits and environmental projects
cansupportusinachieving our netzero
ambitions and SBTitargets. However, if not
approached well, they can have negative
unintendedimpacts on humanity and the
environment or appear as greenwashing
andresultinreputationaldamage for

Auto Trader. Therefore we have established
asetof guiding principles to adhere to when
choosing which projects and initiatives to
investin.

2. Our customers

The automotive industryisunderenormous
pressure toreduceits carbonemissions
and many OEMs, large retail groups and
retailers have bold commitments toreduce
emissions. Having seen the significant
benefits of having Carbon Literacy training
inour business, we wanted to share it with
therestof theindustry and provide people
withthe tools they need tounderstand and
tackle the climate crisis.

Therefore, thisyear we worked with the
Carbon Literacy Project and some of our
customers to puttogetheraCarbon Literacy
Toolkit for the UK automotive industry to
use free of charge. By signing up for the
toolkit, organisations are provided with
training content and trainer manuals that
enable themtoruntheirownone-day
Carbon Literacy training thatis already
accredited. Following a successful launch
inNovember 2021, we have so far worked
with over 50 businesses across the industry.

We are proud to sponsor the creation of
the Carbon Literacy Toolkit and we hope
thatallindividual participants and their
businesses across ourindustry are inspired
to take action on how they caninfluence
climate change. Over the coming months
we will focus on bringing together our
partners from across the industry to
knowledge share and collaborate to have
aneven greaterimpact going forward.

3. Our consumers

To supportconsumersinmaking the switch
tomore environmentally friendly vehicles
we haveincreased the coverage and
exposure we give electric vehicles ('EVs’)
acrossall our platforms. Inparticular, we
haveintroduced an EV hub on our website
where consumers can access articles and
videos onelectric vehicles, reviews and
advice. We have been featuringmore EVsin
our‘Living with a..." series and filming more
videos with EVsto go onour YouTube
channel. We have launched a total cost of
ownership page to help consumers see the
true cost of an electric vehicle along with
information to help themunderstand more
aboutEVs. Throughout the year we also
ranamonthly EV giveaway campaign to
increase awareness and exposure of EVs,
which saw over two million entries.

Onourmarketplace, we have taken steps to
make it easier for car buyers to search for
electric vehicles by adding ‘Electric cars’ to
the top navigation of our site and improving
electric search filterstoinclude battery
range and charge time, which also appears
onthe fullpage advert. The number of
electricvehicles advertised on Auto Trader
is steadily growing, with 90 models and
over 7,800 adverts now appearing on our
website. The demand for EVsisalso
increasing, with new EVs accounting for
more thanonein five of advertviews and
the volume of enquiries sent to retailers
through Auto Trader hitting an all-time high
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of 30.7% during March 2022. We aim to
continue with our content plantoincrease
theinformation available to consumers
about EVsand aim toimprove the
information available on EV specific
advertsto help consumers make more
informed choices when considering an
EV astheirnextvehicle.

4. Ourindustries

The government’s ban of the sale of new
petroland diesel cars by 2030 is driving
alotof change notonly within the industry
but with the carbuying public. The
government’s plans are ambitious and
alotneedstohappeninthe comingyears
toensure theinfrastructureisinplace to
supportmass consumer adoption of EVs.

Therefore we actively support theindustry’s
effortstoincrease the consumer adoption
of EVs. We regularly meet with various
governmentdepartments,including HM
Treasury,No10,and the Department for
Transport's Office for Low Emission Vehicles,
toshare ourdataandinsightsto help guide
policy to supportthe transitionto 2030 and
mass consumer adoption of EVs. Our wealth
of dataandinsight gives us aunique view of
the consumer car buyingintentions, and
particularly consumer EV buying intentions.
Thisdatais extremely valuable to not only
the government but also theindustries
involvedinthe EV transition.

We supportindustry trade bodies with their
initiatives and have partnered with the
National Franchise Dealers’ Association
(‘NFDA') to featureits Electric Vehicle
Accreditations (‘EVA’) on autotrader.co.uk
-thoseretailers that meet the strict
guidelines of the initiative are able toinclude
akitemarkon their adverts, which gives
consumers the confidence that the retailer
has ahighlevel of knowledge about EVs.

We produce aregular EVinsightreport,
entitled Road to 2030, which we launched
ataneventin Glasgow during COP26.
Chair of the Transport Select Committee,
Huw Merriman MP, joined our panel
discussion along with representatives from
the SMMT, and otherindustry stakeholders
todebate what'srequired to accelerate the
pace of adoption of EVs. The dataandinsight
compiled foreachreportisusedto guide
the industry, and key decision makersin
the broader EV ecosystem,i.e. energy
companies, local councils and financial
institutions looking toinvestininfrastructure.
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Our environmental strategy metrics

OUR AREAS
OF FOCUS

AUTO TRADER
& OUR PEOPLE

OUR
CUSTOMERS

OUR
CONSUMERS

OUR
INDUSTRIES

OUR AMBITION METRIC TARGET OUR PROGRESS
YEAR
Our people are Volume of suppliers makinga TCFD 2030 - Top suppliersidentified.
environmentally aware, disclosure orequivalent. « Launch of carbon emissions survey.
andourbusiness s pl,JttI.ng Achieve carbon neutrality for 2022 « Carbonneutralacross Scopesiand 2
the Brakes on Carbon’,with o . .
our emissions across all scopes. in2021and acrossallscopesin2022.
agoaltobecome netzero
by 2040. 80%of employees tobe carbonliterate. 2025 - 50%of employees carbon literate
- Gold Award Carbon Literate
Organisation.
Allfleet vehiclestobe EV or 2030 - New company car policy
low emission. introduced for any newly ordered
vehicles (must be fully electric or
hybrid with emissions 75g/km or
less). Allcompany car drivers will
be moved onto new policy at point
of renewalcycle.
Data centres to be fully migrated 2023 - Expectation of completion by
to the cloud. March 2023.
Reduce our carbon footprint by 2030 - Near-termtargets validated by
50% across all our emissions. the SBTi.
Achieve netzero for all emissions. 2040 - Netzeroapplication submitted to
SBTiwith target of 2040.
Our customerscan Volume of customers/partners/ Ongoing « Fundedandlaunchedthe new
confidently sellmore suppliers to have engaged with the Automotive Carbon Literacy
alternatively fuelled Automotive Carbon Literacy Toolkit. Toolkit, developedin partnership
vehicles and are working with the Carbon Literacy Trust.
onthelrvown netzero Launch EV module to supportthe 2023 - Developing the contentof the
strategies, supported by ) . .
the Automotive Carbon education of retailers. module tobemade available later
Literacy Toolkit. in the year.
Launchsustainability awardatthe 2023 - New self nomination sustainability
Auto Trader Retailer Awards. award has beenlaunched to the
OEMs to enterintime for June's
New Car Awards.
To become the electric Increase electric content and 2023 - Improved searchfilters.
destination for the full volume of electric cars on our site. « Introduced EV hub on our
consumer journey for EVs marketplace.
inthe UK and to support « Quarterly Road to 2030 report.
consumersinmaking - EV giveaway,reaching over
the switchto EVs by 2 millionentrants.
communicating product « Acquisition of Autorama.
changesinarelatable
and transparent way.
Ourdata &insightis being Establish a sustainability forum 2023 - Gatheringinterest and shaping
used by government and forthe broaderindustry. what the forum will look like.
tsx;ﬁ;/g;d;sﬁ;yys;zl;eholders Shopeth_egovernment’spoli_oies 2022 . Ourdoto_hosinflugnceqthe
. . surrounding the mass adoption OZEV policy teamin their
investment decisions to
e of EVs. development of therecent
supportthe transitionto EVs. e
charginginfrastructure plan.
Issue data-ledinsightreport, 2022 « Launched first Road to 2030

Road to 2030, to whole industry.

reportat COP26 via panelevent
with MP present.

Auto Trader Group plc
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O\ Our people
% and communities

At Auto Trader, we recognise that
our people are fundamental to our success. In
order to attract, retain and develop the best
people we focus on creating a highly collaborative
culture where people feel motivated, valued and
supported to succeed in their careers.
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Overview

We pride ourselves onbeing a workplace
where differences are celebrated and
where everyone can thrive and progressin
their careersbased ontheir true potential.
Diverse teams are key to our success,
fuellinginnovation, drivingengagement and
attracting talent, which benefits our people,
ourlocalcommunities, and our industries.

We are committed to supporting the
communities andindustriesin which we
operate and we actively engage with
charities, community groups and industry
bodies to support theirgoals.

Our values shape our culture and underpin
whatwe stand for. Our cultureisan
important part of our strategy as we know
itmakes us astronger, more dynamic and
collaborative business.

Engaging our employees

We welcome open and honest feedback
fromour employees and employee surveys
are conducted onaregular basis. We aim
tounderstand job satisfaction, measure
opinion and find where changes may be
necessary. Summary results are made
available and feedback acted upon by
management, whichis then presented to the
Board. Inour mostrecent survey we were
pleased that 95% of our employees agreed
orstrongly agreed with the statement “lam
proud to work for Auto Trader”, a measure
which we view as a proxy forengagement.

We have continued to strengthen our
internalcommunications to ensure our
employees stay connected and feel
engaged. Slack proved a greattool for
people touse tostay connected. We have
held frequent CEO-led virtualupdates:
whole Company meetings led by relevant
members of our OLT to ensure employees
are keptup todate with strategic updates,
business performance and key business
activities. We also host bi-monthly

AT Talks where people from across the
business are able to update on what they
are working on. The diversity andinclusion
and sustainability networks also use that
forumto share news about initiatives they
are allworking on, as well as using internal
Slack channels. Thisyear we also delivered
our all-employee conference virtually due
tosocialdistancingrestrictionsin place at
the time of hosting.



MAKE A DIFFERENCE CONTINUED

OUR VALUES
e BE DETERMINED

e BE COURAGEOUS
e BE CURIOUS

REFLECTING OUR
CULTURE AND
COMMITMENT

TO MAKE A
DIFFERENCE

BE RELIABLE e

BE HUMBLE e

BE COMMUNITY-MINDED e

BE DETERMINED

We are passionate,
resilientand have the
convictiontodothe
rightthing. Werollup
oursleevestogetthe
jobdone.

BE RELIABLE

We are
outcome-oriented
andwe dowhatwe
saywe willdo. We
performunder
pressureand havea

strongworkethic.

Our Board Engagement Guildis the primary
mechanism for our Board to engage with
ouremployees and for them to understand
theirexperiences andviews, as wellas
providing the opportunity foremployees to
ask questions directly of Non-Executive
Directors. The Board Engagement Guild has
representatives from across different parts
of the business and canvasses views and
opinions from their colleagues to share
with the Board. Thisyear the Guild met
three times and discussed topicsincluding
digitalretailing, employee engagement,
Connected Working, sentiment around
restructures and sustainability.

Wellbeing and safety

of our employees

We are committed to supporting our
employeesinallaspects of theirhealth
and wellbeing. This means supporting their
physical, mentaland financial wellbeing
and also ensuring our employees’ physical
safety while working in the office or at
home. We aim to do this by positively
engaging our employees with the tools,
education and supportive pathways to
empower them to have more good days.
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BE COURAGEOUS

We are boldinour
thinking, overcoming
fears, challenging
conventionand
embracing change.

BE HUMBLE

We are open, honest,
approachable and we
treateach other fairly.
We recognise success
inourselves and
othersbutadmitand
learn from mistakes.

Health benefitsinclude private healthcare for
employees and their families, subsidised gym
memberships, subsidised health assessments
and free flujabs. Allpeople leaders attend a
training course on mentalhealth awareness
toassist theminidentifying and supporting
issuesthatrelate to people’s mental health,
andlearn practical skills that can be used
every daytohelp supportteammembers.
Access tomentalhealth supportandservices
ismade available to allemployees via trained
Mental Health First Aiders or our Employee
Assistance Programme. We provide access to
financialguidance, tools and resources so our
employees feelconfident about the financial
choices they make. Every Group employee
canjointhe Group's Save As You Earn Scheme
which allows employees to save money from
their salary with the option to purchase shares
atadiscountafterthreeyears. 66% of Group
employees currently participate in one of
the currentschemes.

We are committed to creating asafe
space forour colleaguesin the office
environment, protecting our staff and
others affected by our operations. We have
a fully compliant Health and Safety policy

BE CURIOUS

We are always
learning. We question
why, we search for
betterways, ask
questions and
actively listen.

BE COMMUNITY-
MINDED

We look aftereach
other,respectdiversity
and advocate
inclusion. We are
committed to making
adifferencetothe
communities around
usand think of others
before ourselves.

and appropriateinsurance for all
employees. Whilst we recognise that the
nature of our businessis low riskrelative to
many inrelation to health and safety, itis still
afocusandwe looktodriving continuous
improvement. Our principal objectiveisto
preventor minimise accidents, injury, andill
health to staff working at our premises or
remotely. Thisincludes contractors, and
others, who work at, or visit our premises.
We canreportthat we have had no fatalities
orseriousinjuries during the year, and there
was noimpact to our operations due to
work-relatedincidents or work-related
occupationaldisease.

During the year, we introduced Connected
Working, which offers allemployees
greater flexibility inwhere and when they
work. This approach allows people to stay
connected with their team and the wider
Auto Trader community and maintains our
collaborative culture. Aprogramme of
ergonomic assessments was carried out to
review homeworking arrangements and
equipmentwas provided to those who
neededittosupportaneffective and safe
homeworking environment.
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Investing in and supporting

our talent

Our ambitionis to make sure that everyone’s
careerissupported by learning opportunities,
including self-learning, mentoring, coaching
andinnovative programmes. Our learning
academy platform provides arange of
opportunities to support careers at

Auto Trader and during the year100% of
ouremployees (including part time and
contractors) were of fered training.

Year FY22
Hours of mandatory training

(see page 55 formore

information) 2,657
Hours of non-mandatory

training 19,739
Annual cost of training' £379k
Average costperemployee £378
Employees studying for

professional qualification 6
Employeesonan

apprenticeship/early careers 61

1. Thisincludes external trainer and platform costs,
butexcludesthe employment costs of our
in-house L&D team.

Ournon-mandatory training covers a
broadrange of learning and development,
including awareness, technical skills, and
more generic training of soft skills like
coaching and presentation training. We
also provide sponsorship for professional
qualifications and access to continuing
professional development for our finance,
legaland compliance teams. The majority
of the training was provided by ourin-house
L&D team but we also use external training
where required.

Towards the end of the year we launched
aprogramme of continuous leadership
development within Auto Trader which
supportsourseniorleaders and people
managers. The programme is made up of
arange of traininginterventions, including
classroom training, self learning modules,
psychometrics, executive coaching and
sponsorship. Toincrease our representation
acrossalllevels of the organisation, we aim to
stimulate the flow of diverse talent from early
careers through to senior leadership by both
targeted development programmes and
equipping our leadersto getthe very best out
of everyone on their team and support their
development through the organisation.

We have continued with our two talent
programmes; one focusing on Inclusive
Leadership forallleaders across our
organisation, and the second a Diverse
Talent Accelerator programme designed
tosupportthe progression of mid-career
colleagues. We have continued investing
inourearly career programmes, welcoming
new graduates and apprentices to our
business, as well as forming anew
partnership with Ambitious About Autism
to hosttwointernships. Our mentoring
and coaching programmes are available
toallemployees and we currently have
six colleagues working towards their
coaching qualification to build internal
coaching capability.

We have relaunched our quarterly appraisal
process and pride ourselves on having a
community focused on development where
everyone canbe successful. Despite
challenging times we stillretain astrong level
of retention and employee engagement.
Our attritionrate remains low at 11% when

comparedtoindustry and national averages.

Diversity & inclusion

We are committed to creating adiverse and
inclusive work community thatenhances
our culture andimproves our business
through our ability to attract, identify and
develop talent. We have made significant
progress onensuring everyone at Auto
Trader can bring their authentic and best
selves to work and thrive as aresult.

We define diversity as any classification
thatcanbeused to differentiate groups
orindividuals from one another,including:
gender; sex; age; sexual orientation;

disability & neurodiversity; race and ethnic
origin; religion & faith; marital status; and
social/educational background and way of
thinking. We define inclusion as a state of
beingvalued, respected and supported for
whoyou are. We, and our people, strongly
believe in pursuing this aim authentically
and systemically, expecting to see
improvementsinmetrics, butnotbeing
drivensolely by the pursuit of metrics.

We appointed Jasvinder Gakhalas an
Independent Non-Executive Directorto the
Board, taking us to over half the Board being
women. Our representation of women at
atotalCompany levelincreased by 1%,
taking us to 40% of women overall. During
theyear, the percentage of women on our
Operational Leadership Team (‘OLT’)
increased from 40%to 44% although this was
due toamember of the OLT leaving during
theyear. We alsoincreased the percentage
of womeninleadership rolesto 38% as at
31March 2022 (March 2021: 34%), as defined
by the FTSE Women Leaders Review
(formerly the Hampton-Alexander review).

During the year we continued with our focus
onethnicity. We have met the Parker Review
recommendation that all FTSE100 Boards
should have atleast one director froman
ethnically diverse background by 2021. The
percentage of the total Company who are
froman ethnically diverse background has
increased from11% to14% during the year, with
the percentage of those from an ethnically
diverse backgroundinleadership remaining
at 6%.

Non-binary/ Menasa Womenasa

As at31March 2022 Men Women other % of total % of total
Board 4 5 0 44% 56%
OLT 5 4 0 56% 44%
OLT directreports' 57 34 0] 63% 37%
Total Company 599 400 3 60% 40%
Ethnically

Ethnically Whiteasa diverseasa

As at31March 2022 White diverse Notdisclosed % of total % of total
Board 8 1 0 89% 1%
OLT 9 0 0 100% 0%
OLT directreports' 79 6 6 87% 7%
TotalCompany 739 139 124 74% 14%

1. Thisincludesthree divisionalleadersandtheirdirectreports.
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Gender and ethnicity pay gap

We released our second combined Gender
and Ethnicity Pay Gap Report 2021 (published
in March 2022, reporting the pay gap as at

5 April 2021).

@ Find outmore online

plc.autotrader.co.uk/media/2388/april-
2021-gender-pay-report-published-
march-2022.pdf

Ourgender pay gapin202ireduceddue

to betterretention of womenin ourupper
quartiles and thereturn of severalwomenin
the upper quartile, who were excluded from
thereported figures for 2020 due to taking
aperiod of leave, such as maternity.

In addition to this we have made good
progressinterms of recruitment. For the
reported period, we welcomed 81 new
starters between April 2020 and March
2021,42% of whom were women, of whom
approximately a third (31%) were in early
careerroles. One areainwhichwe
acknowledge more workis required
istherecruitment of women within the
upper middle and upper quartiles.

TAKE ACTION

MEASURE
IMPACT

DO MORE

The mean and median ethnicity pay gapsin
2021increased by 2.7%and 0.7%respectively.
The keyreason being thatethnically diverse
colleaguesintheupper quartiles leftthe
business during the reporting period and
many of the new ethnically diverse recruits
were earlieronin their careers. Of the 81 new
starters, 20% were ethnically diverse. The
dataisrepresentative of 83% of peoplein our
business who have disclosed their ethnicity.
Ourrepresentation of ethnically diverse
colleagues, reported for the purpose of the
ethnicity pay gap 2021,is14.5% (2020:13.7%).
While close toreflecting national
demographics, these numbers are notyet
reflective of the areasin which Auto Trader
operates (London and Manchester).

Accreditations
We have received anumber of accreditations
over the year,most notably:

+ Race atWork Charter

« Social Mobility Top 75

« Change the Race Ratio

- Disability Confident Leader
« Inclusive Companies

« Stonewall Champions

Recruit more diverse individuals concentrating on our focus areas
Supportour people to grow through our Inclusive Culture Development programmes
Educate each otherandincrease awareness via our training and employee network activities

Keepincreasing representation of diverse individuals across all levels of the organisation
atasteady pace everyyear
Improve the employee experience, remove systematic barriers and reduce the gender and
ethnicity pay gaps

Make a differenceinourindustries and communities

Our diversity and inclusion strategy
Diversity andinclusionis at the heart of
everything we do. Our strategy andinitiatives
are focused ondrivinglong-termchanges, so
we don'texpectto seeimmediate results and
we are prepared forournumbersto fluctuate
whilst our plans take hold. Our Board
Corporate Responsibility Committee and our
OLT oversee the progress we make against
ourcommitments. We review the cultural KPIs
which arereported externally in our results,
butalso abroader culture scorecardona
quarterly basis.

Ourdiversity andinclusion strategy has two
key commitments:

- fosteranenvironment where everyone
feelsincluded with high levels of
engagement, especially across the
differentdiversity focus areas.

have arepresentative workforce of the
communities we operate in withafocus
on:women, ethnic diversity, LGBT+,
disability & neurodiversity, social mobility
and age.

IN ORDER TO ACHIEVE OUR DIVERSITY AND INCLUSION STRATEGIC COMMITMENTS WE WILL:

Analyse and act on employee feedback through our guilds, networks and surveys
Monitor the make up of our workforce across our focus areas
Calculate the different pay gaps and report on our gender and ethnicity pay gap
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Driving our D&I strategy through our internal networks
We have anumber of internal networks that support and align with our diversity and inclusion strategy. Everyone at Auto Trader is
encouraged tojoin one of our employee-driven networks. These employee-driven networks and their leaders are a core part of our
culture, helping to welcome employees when they join our organisation, empowering team members to thrive and spearheading outreach
programmes that supportour localcommunities. These networks feed into a wider Diversity and Inclusion Guild which helps to oversee
Auto Trader’s various networks to ensure they drive real change across our organisation.

Aass e

Our BAME (Building A Multi-cultural Environment) Employee Networkis a well-established group of Black, Asian and minority ethnic
colleagues, andallies, that work to tackle inequalities and celebrate inclusivity.

wi

TN R

OurWomen's Networkis focused onimproving and evolving representation of women at all levelsin Auto Trader, the automotive
industry and the digital communities within which we operate, by recruiting, retaining and developing female talent.

N

st ity ik Rearslrsiy

Inits fourthyear, our Disability & Neurodiversity Network continues to create amore accessible andinclusive environment for our
colleagues.12.8% of our colleagues have disclosed a disability or neurodiverse condition. The network partners with various charities
including Leonard Cheshire, the Royal National Institute for Deaf People and the Business Disability Forum to educate colleagues and

ot raise awareness.
d{n The CareerKickstart Network brings together colleagues from across the business to learn and grow together through shared
experiences, resources and discussion.
ll,c.u‘L . + Our LGBT+representationis currently 8.3% and, for a fourth consecutive year, our LGBT+ Network has continued to support our
s colleagues and connectwithlocal LGBT+ charities, including The Proud Trust and the George House Trust.
Gﬂ Lastyear, we launched anew employee network that focuses on creating aninclusive environment for the multigenerational workforce
of Auto Trader.
Age Metwort
Supporting parents and carers across our business, our Family Network works closely with our other networks, our People team and with
n charitiessuch as Carers UK.
Fomity Ry

Making a difference to our

communities

Our Make a Difference Guildis committed to
empowering our employees to supportour
localcommunities and national charities.
During the year we celebrated the fifth
anniversary of the Auto Trader Community
Fund at Forever Manchester that provides
support forawide range of volunteer-led
community projects across Greater
Manchester. The socialinvestment from
Auto Trader delivers meaningful social
impact to awide range of grassroot
community projects. Theserange from
support for Reach Out to the Community
which assists homeless and rough sleepers
to access help, Can-Survive, acancer
supportgroup for Black, Asian and other
ethnically diverse communities, Forget Me
Not Buddies, who support those living with
dementia, Wythenshawe Good Neighbours
scheme and Cycling without Age amongst
many othersreceiving funding awards.

We also continue to support anumber of
charities and community groups local to our
London office, including Camden Giving and
New Horizons Youth Centre.

During the year we launched our new make a
difference platform, Alaya (whichreplaces
our previous volunteering platform). The
Alaya platform facilitates various ways for
ouremployees to make adifference,
including volunteering, completing purpose
challenges, fundraising for charities and
causes aswellas providing a platform for
employees to make donations.

We are pleased toreport that community-
based funding during the year, including
charitable donations, employee matched
funding and sponsorship, totalled £356k
(2021: £263k).
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Making a difference to the

industries we operatein

We operateinboth the automotive and
technologyindustries. BEN is a key charity
supporting the automotive industry with
the aim to offer life changing support which
empowers people to take control of their
mental health and physical health and
wellbeing. Aswithallcharities, BEN was heavily
impacted by the pandemic makingitevenmore
important that we continue to support them.

We remain committed to driving long-term
changetoreach gender parity in both the
technology and automotive industries. Our
focusisondeveloping the next generation of
womenintheseindustries by investingin our
early career strategy, as well as supporting
severalinitiatives and partnerships,including
DigitalHer with Manchester Digital, AUTO30%
and our STEM Ambassador Programme.
Anumber of ouremployees workinginIT
systems and product developmentare
STEM ambassadors, giving their time to
mentor and supportindividuals who want
topursue STEM careers.
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MAKE A DIFFERENCE CONTINUED

@ Our governance
and compliance

The Board recognises that the
management of safety, wellbeing, environmental,
social and ethical matters forms a key element
of effective corporate governance, whichinturn
supports our strategy, long-term performance
and the sustainability of our business.

Overview

We aspire to conduct ourselves with the
higheststandards of honesty and integrity.
To ensure that these standards are
embedded across the business and are
partof our culture, we have acompliance
frameworkin place, consisting of policies,
processes, guidance and training focused
onanumberof core compliance topics.

Asanonline marketplace, cyber security and
protecting customer and consumerdataisa
primary area of focus for Auto Trader. Aswe
shifttoanaccelerated adoption of digital
retailingitis paramount that our data
security andinfrastructure evolve with our
business priorities.

Cyber security

Attempts to breach our systems and access
ourdata pose asignificantand perpetual
threat. Threats are increased given our
digital presence and as the use of third-
party cloud platforms grows. Furthermore,
changesinways of working, driven by the
pandemic, have created more opportunities
forcybercriminals. Therefore, our cyber
security preparedness must continue to
evolve to address the ever-changing
environment. Asuccessful breach could
lead to significantimpairment of our
reputation with customers andregulators
and could be costlyinterms of fraud losses,
regulatory sanction or remediation activity
-one of ourviability scenarios reflects the
risk of adatabreach. Whilst cyber security
risks cannot be fully mitigated, an effective
cybersecurity riskand governance
framework help to significantly reduce
theimpact of such events.
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NIST CYBER SECURITY
FRAMEWORK

Over the last12 months we have adopted the
NIST Cybersecurity Framework (‘'NIST CSF') to
helpusunderstand and define our existing
policies, processes, and technical measures
inplace withthe aimto better govern our
cyber security position. Itenables us to
identify areas of improvement and focus
our efforts by agreeing and setting a target
state, with the understanding that the

NIST CSFis designed to complementand
enhance existing business and cyber
security operations.

The goalofintroducing a cyber security
frameworkinto Auto Traderisto provide a
commonly understood structure, reduce our
exposure to cyberattacks, andidentify the
areas most atrisk fordata breachesand
othercompromising activity perpetrated by
cybercriminals. We endeavour toincrease
awareness of risks at alllevels and ensure
thatthey are owned andreviewedinline
with ourrisk strategy. Areview of our critical
and highrisksis completed quarterly and
otherrisks arereviewed at least annually.
Our principalrisks drive our effortsin
remediation or mitigation. Ourinternal
auditor, Deloitte, has carried out areview of
our NIST framework to validate the status
and perform an operating effectiveness
review, the purpose of whichisto provide
confidence thatitisrobust, appropriate
and effective. As we continue work towards
fullimplementation of the framework, we
will ensure robust governance and will
engage withourinternalauditor to perform
regularreviews.

Protecting our customer and consumer data
Dataisatthe heartof everythingwe doand
forthatreason we take the protection of

it very seriously. We have adopted the EU
and UK Data Protection Act 2018 as our
benchmark for data protection. Whenit
comesto collecting and storing personal
data, be that for consumers, customers or
ouremployees, we have acomprehensive
set of policies whichreflect the applicable
privacy legislation and abide by aclear set
of principles. We are committed to ensuring
thatthe personalinformation we collectis
used for the appropriate purpose, which
does not constitute aninvasion of privacy
andis held securely, responsibly and
transparently in accordance with our
Privacy Notices which govern all our
platforms and subsidiaries.

Read moreonline
www.autotrader.co.uk/privacy-notice

plc.autotrader.co.uk/privacy-and-cookies

www.carzone.ie/terms-and-conditions/
privacy-policy

AllAuto Trader employees, including
part-time employees, contractors and all
Board members, are required to complete
annual training for GDPR and we have
established processesto coverall
aspects of the GDPR: Data Protection
Impact Assessments (‘'DPIAs’). These are
conductedto helpidentify and minimise
any data protectionrisks fornew or
changed products or services; and all
processes are recorded andrecords of
processing activity (‘(ROPAs’) are reviewed
quarterly by dataowners. Theseinclude the
lawful basis for process and dataretention
periods; our privacy notices are reviewed
and updatedregularly. We have separate
notices forconsumers, employees and
retailers; and we have processesinplace
torespondto Subject Access Requests
("SAR’)and Erasure requests.

Whererequired, Auto Trader obtains consent

from consumers to gather personaldata to
service theirenquiries for products, services
orvehicles advertised on the site. Explicit

consent(gathered separately)is also obtained

to contact consumers for marketing purposes.
Where we pass personaldatato third-party
service providers contracted to Auto Trader
inthe course of dealing with customers or
employees, we carefully vet any third parties
thatwe share datawith, and they are obliged
tokeepitsecurely,andtouseit only to fulfil
the service they provide on our behalf.
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We record allinstances of data loss and
have arigorousincident management
processintheunlikely eventabreach
occurs. Thisincludesreporting notifiable
breachestotherelevantregulatory
authorities without undue delay and within
stipulated deadlines. Where required we
take remedialaction as soonas possible.

Business ethics and compliance

We have azerotolerance approach to bribery,
corruptionand other financial crime within
ourbusiness and/orinany dealings with our
customers, suppliers and other third parties
whowe dealwithinthe course of our business
anddonotconduct business with any service
provider, customer or supplier which does not
meet the principles of our Anti-Bribery Policy.
We require regular compliance training for
allAuto Trader employees and contractors,
including allBoard members. We have a well
established online training and awareness
programme whichincludes compliance
modules forinformation security, GDPR,
anti-bribery and corruption, corporate
criminaloffence of facilitating tax evasion,
anti-money laundering, modern slavery
and whistleblowing to ensure allemployees
uphold our ethicalstandardsintheir day-to-
day decisionmaking and actions, remainup to
date and are alert to unethical practices and
potentialrisks to our consumers or customers.



OUR DATA SECURITY PRACTICES

+ Rollinginternal audit programme
(outsourced to Deloitte) which includes
annualreviews of cyber security.

- Dedicated security teams conduct
applicationvulnerability testing and
penetration testing.

+ Enhanced backup solutions have been
implemented across consumer facing
andinternalsystems, to guard against
theincreasing threat of ransomware.

MAKE A DIFFERENCE CONTINUED

« Payment Card Industry Data Security
Standards (‘PCIDSS’) compliant since
2013. Independent audits conducted
everyyeartoreview ourinformation
security policies and processes.

To maintain best practice, we use
anexternal Quality Security Assessor
to conduct annual audits.

Alluser accounts are protected by multi
factor authentication ("MFA") regardless
of device and location, providing
enhanced authentication.

.

MAINTAINING A TRUSTED MARKETPLACE

As aleading online marketplace, we
strive to provide a marketplace thatis
relevant, reliable and fair. Itisimportant
to our customers and our consumer
audience that adverts displayed on

Auto Trader are accurate and genuine.
Ourgoalisalso to provide avaluable
service for our customers and consumers
and provide anengaging user experience.

Retailer feedback

We actively seekretailer feedbackin

all aspects of product and service
developmentto ensure that we continue
to provide market-leading solutions

and supportto our retailer partners.

We also actively monitor consumer
sentimentacross our various products
and channels, and our teams review
thousands of items of feedback a week.

Productresearch and testing

When we bring aproduct to market, we go
through arigorous process of discovery to
ensure solutions meet the varied needs of
both ourretailer partners and consumers.
Retailers areinvolved at all stages of
productdevelopment,including beta
testing prior to scaling solutions.

Sentiment tracking
We survey retailers on amonthly basis
through marketing channels to capture

structured feedback onourrelationship with
retailerstoensure we're meeting their needs

and gauge sentiment towards our brand.
This ensures we can keep aneye onoverall
satisfaction, value formoney andthe
partnership we aimto foster.

Voice of the customer

We actively monitor feedback which our
Retailer Development and Support teams
capture fromretailers during the course of
the thousands of inbound and outbound
calls we field per week, ensuring we keep a
good gauge onretailer sentimentand can
reacttomarket challenges facing our
retailers quickly.

Consumer sentiment

We've maintained extremely positive
feedbackscores across externalreview
platformsincluding Trustpilot (4.7/5 based
on 69,205 reviews),iOS App Store (4.8/5
basedon 108,904 reviews) and Android Play
Store (4.7/5based on 60,665 reviews).
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- Privileged user accounts exist using a
least privilege approach, all of which
have MFA enabled on them.

« We have anumber of third-party

monitoring and security systems that

monitor and manage security incidents.

Fully documented processes to

respond to any security or data

incidentand avariety of incident
response exercises have been
completed, with tests to ensure our
processes forrespondingto acyber
incident are robust and fit for purpose.

TAG verification

Thisyearwe achieved verification by TAG
(‘Trustworthy Accountability Group’),
achieving the Brand Safety Recognition
seal. TAGis the world’s leading programme
to fightcriminal activity and protect brand
safetyindigital advertising. They have
established bestinclass globalstandards
that protect theindustry from potentially
harmful threats around fraud, malware,
and brand safety. Obtaining our TAG status
isrecognition that we meet the high
standards required by TAG and our
contribution towards fighting criminal
activity andincreasing trust and
transparency indigital advertising.

VSTAG forum

We continue to actively participatein
the Vehicle Safe Trading Advisory Group
("VSTAG'), anindustry forum we founded
overi5yearsago. The forum brings
togetherthe UK's leading online
automotive advertising companies,
advisors from the Metropolitan Police,
Get Safe Online and Action Fraud to
work together toreduce online vehicle
crime and help protect buyers and sellers
of pre-owned vehicles from fraud.
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Humanrights

We are opposedto all forms of
discrimination with respect to employment
and occupation, modern slavery, human
trafficking, forced or compulsory labour
and child labour, in our business and our
supply chain. We are committed to
supporting humanrights through our
compliance with nationallaws and through
ourinternalpolicies which adhere to
internationally recognised humanrights
principles. Inline with our commitment to
creating adiverse andinclusive culture, our
internal policies require respect and equal
and fair treatment of all persons we come
into contact with. Allemployees have
historically been paidin excess of the Real
Living Wage, ensuring that allemployees
and contractors workingin our offices
receive atleast the Living Wage. Thisyear
we received accreditation as aLiving Wage
Employer. We safeguard our employees
through a framework of policies and
statementsincluding Modern Slavery,
Gender Pay, Flexible Working, Equal
Opportunities and Inclusion Policies.

Read more online
plc.autotrader.co.uk/media/2388/april-
2021-gender-pay-report-published-
march-2022.pdf

plc.autotrader.co.uk/media/2341/
autotrader modernslaverypolicy_2021.pdf

careers.autotrader.co.uk/how-we-hire

Grievance reporting or

escalation procedures

We aim to create a working environmentin
which allindividuals enjoy coming to work,
where they can make best use of their skills,
andwhere they are free from discrimination
orharassment.

We foster a culture of openand healthy
conversations, mutual appreciation and
respect. We treat any behaviour that
undermines this aim as totally unacceptable
anditwillnotbe tolerated. We are
committed to aculture where staff can
freely reportanyissue thatneeds attention
and access supportviathe escalation
procedures we havein place. Our grievance
policy sets outbothinformaland formal
avenues foraddressing concerns.

Whistleblowing

We are committed to carrying out all
business activitiesinan honest and open
manner and strive to apply high ethical
standardsinallour business dealings. We
actively cultivate atransparentand open
culture, encouraging our employees to

speakup whenever they have concerns,
if they suspectanythinginappropriate
orexperience any serious malpractice or
wrongdoinginour business. We believe
this contributes to a fairer and transparent
marketplace where customers and
consumers know that we can be trusted.
We have aninternalreporting facility for
employees to discuss concerns and we
also operate ananonymous and
confidential whistleblowing helpline
through anindependentorganisation.
Reports canbe directed to the Audit
Committee Chairand the Company
Secretary orviatheindependenthotline.

Read more online
plc.autotrader.co.uk/media/1961/auto-
trader-whistleblowing-statement.pdf

Tax transparency

Auto Traderis committed to being a
responsible taxpayer actinginatransparent
manner atalltimes. Our detailed tax
policyincludes further transparency
onourapproach toriskmanagement

and governance. In2022, our total tax
contribution was £144m (2021: £106m). Taxes
borne by the Group totalled £63m (2021:
£34m) and consist of corporation tax,
employer’'s NICs and stamp duty. Taxes
collected by the Group totalled £80m (2021:
£72m) and consist of PAYE deductions,
employees’ NICs and net VAT collected.

Read more online
plc.autotrader.co.uk/media/2387/group-

tax-policy.pdf

Supplier ESG engagement

We hold ourselves and our suppliers to the
highest standards of behaviour. We want to
engage suppliers that share our values and
collaborate with them to build a stronger,
more responsible supply chain. During the
year,we developed anew supplier
engagementstrategy. Theinformation
we collect through the new supplier
engagement/onboarding process will
provide greaterinsightinto numerous
aspects of our suppliers’ performance,
including Environmental, Socialand
Governance practices. We have engaged
and shared our own experiences with our
highest spending suppliers tounderstand:
how they are engaging the communities
they are basedin; whatcharitable
activities they are undertaking; how they
identify and improve diversity and
inclusion; what governance they havein
place to ensure good practice and limit
instances of modern slavery, bribery or
breaches of otherrelevantlegislation;
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and sustainability. Thisyear we have
expanded our discussions on sustainability
with our highestspending suppliers to
deepdiveintounderstanding where our
suppliers are ontheir own sustainability
journeys, recording if they are monitoring
and reporting emissions, what scopes
arereported and calculating our own
emissionsrelated to the engagement. We
have published asupplier code of conduct
which outlines Auto Trader’s stance on
importantmatters and our expectations
of our suppliers. Allnew suppliers are
requested toreview this at the onboarding
stage,oracopyisissueddirectly tothem.

Read more online
plc.autotrader.co.uk/media/1836/ethical-
procurement-2019.pdf

plc.autotrader.co.uk/media/2192/1797 at_
supplierconductcode_policy.pdf

FCA compliance

Auto Trader Limited, the main trading
subsidiary of the Group, is authorised by
the FCAforconsumer creditandinsurance
intermediary activities. Our activities
primarily relate to providing finance and
insurance introductions to consumers for
third parties, be it dealers or commercial
partners. We have specialistinternal
resource within our Governance, Riskand
Compliance team with significant
experience of workingin FCAregulated
businesses, and we have developed a
detailed governance framework to ensure
that we comply with the principles, rules
and guidance applicable to our activities.
We have implemented the Senior Managers
& Certification Regime, which came into
effectin December 2019. Senior Managers
at Auto Trader are Nathan Coe, Catherine
Faiers, Jamie Warner and Claire Baty.
Certain members of the Operational
Leadership Team hold Certificated
Functions. These individuals have been
assessed and certified as Fitand Proper. All
employees are subject to the ConductRules
and have received appropriate training
and guidance. We have a comprehensive
suite of policies, training and monitoring
procedures to ensure awareness of and
compliance with the requirements,
including financial promotions, product
change management, complainthandling,
vulnerable customers and transparency.
Our Customer Charter outlines our
commitment to Treating Customers Fairly.

Read more online

plc.autotrader.co.uk/media/1909/auto-
trader-customer-charter-2020.pdf
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HOW WE MANAGE RISK

The Board is collectively responsible for determining

the nature and extent of the principal risks itis willing to take in

achieving its strategic objectives.

Risk management and internal control

The Company does not have a separate Risk Committee;
instead we consider the Board as a whole collectively responsible
fordetermining the nature and extent of the principal risks

Auto Traderis willing to take in achieving its strategic objectives.

OUR RISK MANAGEMENT PROCESS

The Boardis alsoresponsible for establishing and maintaining
the Group’s system of risk management andinternal controls.
Itreceivesregularreports from managementidentifying,
evaluating, and managing the risks within the business. The risk
management frameworkis described opposite.

Effective risk managementis critical to enable us to meet our strategic objectives, to achieve sustainable
long-term growth, and ultimately to achieve our purpose to Drive change together. Responsibly.

A four-step process has been adopted to identify, monitor and manage the risks to which the Group is
exposed. OLT members are responsible foridentifying, assessing, monitoring, and reporting against their
risks. The Governance, Risk and Compliance function facilitates this process and supports the OLT in
designing responses to risks, thereby ensuring that the response is aligned to the Group's risk appetite.
The risk management process can be summarised as follows:

Identify risks

Atop-down and bottom-up approachisused toidentify
principalrisks across the business. Whilst the Board has
overallresponsibility for the effectiveness of internal control
andriskmanagement, the detailed workis delegatedto the
OperationalLeadership Team (‘OLT’) and support from the
Governance, Riskand Compliance functionis provided

b

Assess and quantify risks

Risks areidentified and evaluated to establish the
root causes, impact and likelihood of occurrence.
Risks are categorised as:

- Contextualrisks, driven by changesinthe
externalenvironment
- Operationalrisks, arising out of the existing business

to OLT members. - Emergingrisks relating to new initiatives or products
EFFECTIVE
- RISK v
MANAGEMENT

Monitor and review

The OLTisresponsible formonitoring progress against
principalrisksinacontinual process, in conjunction with
the Group’s Governance, Riskand Compliance function.
The Boardreviews the Group'sriskregister and assesses

the adequacy of the principalrisks identified and the
mitigating controls and procedures adopted.

4

Respond to, manage
and mitigate risks

The adequacy of controls and other mitigations are
assessedinthe context of the risk appetite of the Group.
If additional mitigations are required, thenthese are
implemented and responsibilities assigned.
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OUR RISK MANAGEMENT FRAMEWORK

Principalrisks are identified, assessed, and monitored on a continuous basis and are recorded within a
risk register. Within the risk register are fields capturing: details of the risk; likelihood of the risk occurring;
the impactif it does occur; and details of the actions being taken to manage the risk to a level consistent
with ourrisk appetite. The Board's role is to consider whether, given the risk appetite of the Group, the
level of riskis acceptable inaccordance with the overall strategy.

Driving change together.
Responsibly.

AUTO TRADER GROUP PLC BOARD

AUDIT
COMMITTEE
EXTERNAL
AUDITORS
INTERNAL AUTO TRADERLIMITED BOARD )
AUDITORS :
OTHER P T
EXTERNAL :
ASSURANCE (
N OPERATIONAL LEADERSHIP TEAM & SENIOR LEADERS

SECOND LINE FORUMS
AND COMMITTEES

RISK FORUM - SCOPE
OF RISK FORUM

SECOND LINE
INCLUDES CLIMATE AULEAELE

ENVIRONMENT STRATEGY

FCA GOVERNANCE

RISK MANAGEMENT
COMMITTEE S ¢

INTERNAL NTROL
HEALTH & SAFETY SO 2

COMMITTEE FCA COMPLIANCE
GDPR STEERING GDPR COMPLIANCE
DISASTER RECOVERY LEGAL TEAM
STEERING
PROCUREMENT

CYBER SECURITY
WORKING GROUP CYBER SECURITY TEAM

TRUST FORUM

MAKE A DIFFERENCE P36 — } [ GOVERNANCE OVERVIEW P70 —>
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HOW WE MANAGE RISK CONTINUED

RISK APPETITE

The Board has considered the nature and extent of the principalrisks Auto Trader currently faces, the potential risks we expose
ourselves to as we proceed with our digital retailing strategy, and the wider market, economy, and business environment.
The Board has setits risk appetite accordingly, which can be summarised as follows:

Risk appetite

Flexible

Auto Trader acknowledges that,insome

circumstances, fast-paced andinnovative
development of new products withinthe

technology space presents significant

Cautious Averse

As we pursue our strategic objectives, We are averse to taking risks which conflict
we mustremain cognisantof the potential  with ourvalues ordamage our reputation;
forthemto have conflictingimpacts on risks where theirimpact could breach laws,
our stakeholders, including employees, regulations, or financial covenants; and/or
opportunities and exploiting these suppliers and third parties, and the risks where theirimpact could compromise
opportunities may resultin financial loss. environment. We are cautious about the organisation’s going concern status.
We considerthe opportunitiescanoutweigh takingrisksinrelationto such decisions Operationally, our business activitieshave
the downside risks, and we are therefore and therisks that they generate. notgivenrise to significantriskof damage
flexible about taking risks in pursuit of our toourstakeholders, and we are averse to
strategic objectives, including product taking onhigher levels of risk knowingly.
innovation, addressing competitive threats,

and/or exploiting market opportunities.

OUR RISK ASSESSMENT MATRIX

Therisklandscape haschanged Overall, we consider the biggest
overthelast12months,andwe areaof riskrelates to the economy,
expectchangestocontinueinthe marketand business environment.
comingyear. Outof the10risks we Mostnotably, significant threats
H ‘. < o reportedin 2021, ourviewin 2022 remain from the ongoing shortage
‘§’ isthatfourhaveincreasedinrisk, of semi-conductorsandan
:g three have decreased, two are increasing appetite for OEMs to
5 unchanged,and one hasbeen move toanagency sales model.
5 ‘ @ replaced. The most significant
3 @ increasesinrisksrelate to Finally, by comparisonto 2021 we no
.'ff employeesin the wake of COVID-19, longer consider COVID-19inisolation
.% and the threats posed by climate tobeaprincipalrisk. Instead, we
o‘ change. Factorssuch as therecent considerthere tobe abroaderrisk
costof living crisis and shortage of to the Group posed by external
eo skillsinthe market,aswellasan catastrophic and geo-political
accelerationindemand forEVsand  events. Asaresult, we have added
the ongoing carbon emissions within  this as anew risk, replacing
Businessimpact (after mitigation) the automotive industry,areleading  COVID-19, meaning thereisno
@ Currentyear Previousyear toincreasedriskinthese areas. year-on-year comparison.
The threat from competitors,brand  The following pages provide detail
1. Economy, marketand business environment andreputation,and failure to oneach of our10 principalrisks and
2. Climatechange innovate remain as three of our how we are responding to eachrisk.
3. Employees principalrisks. However, over the
4. Reliance onthirdparties lastyear we have seen the threat
5. 'TsfyStem§OndCyber.security ) ) posed by theserisksreduce. For
6. Failuretoinnovate: disruptive technologies and changing

consumer behaviours

Regulatoryrisks

Competition

Brand andreputation

10. Externalcatastrophicand geo-politicalevents

0 ® N

example, we haveincreased our
market share and number of
customers,and are progressing
wellonourjourneytointroduce
digitalretailing.

Auto Trader Group ple  AnnualReportand Financial Statements 2022



STRATEGIC REPORT

PRINCIPAL RISKS AND UNCERTAINTIES

the Group's principal risks.

The Board has carried out arobust assessment of the principal risks
facing the Group, including those that would threatenits business
model, future performance, solvency or liquidity. Thisincluded an
assessment of the likelihood andimpact of eachriskidentified, and
the mitigating actions being taken. Risk levels were modified to
reflect the currentview of the relative significance of eachrisk.

OUR STRATEGIC PILLARS

Identifying, monitoring and managing

The principalrisks and uncertainties identified are detailed in this
section. Additionalrisks and uncertainties to the Group, including
those that are not currently known or that the Group currently
deemsimmaterial, may individually or cumulatively also have a
material effect onthe Group's business, results of operations and/
or financial condition.

Marketplace Digital retailing @ Data as a platform @ Make a difference

{ OUR PURPOSE-DRIVEN STRATEGY P12 — }

{ MAKE A DIFFERENCE P36 —

1. Economy, marketand
business environment  [ncreasing

Relevant strategic pillars

Risk and potentialimpact Key changes and outlook

How we manage the risk

Adverse economic conditions could
lead to shrinking of the used and/or
new carmarket, available used car
stock,andreductioninretailerwallets.

These couldresultinreduced retailer
profitability, leading to a fallin
advertising spend or a contractionin
the number of retailers. Itcould also

spendondigitaldisplay advertising.
In addition, we are seeing an
increasing appetite by OEMS to move
toanagency modelwhereby sales
aremade direct to consumers, rather

thanviaretailers. This could lead to volume of vehicles perhousehold.

alossof revenue fromretailers. - Wehavebeenproactivein mitigating the threatof changes
inhow consumers mightlook to buy a new car. Most notably,
ouracquisition of Autorama (subject toregulatory approval)
willhelpusremainrelevantif more buyersopt foralease.

Inthe wake of COVID-19 and other ongoing events
(including the conflictin Ukraine), inflationis resultingina
sharpriseinthe costof living. Thisincrease in the cost of
livinghas the potentialto be a catalyst forchangesinthe
ownership model of vehicles, potentially with alower

As previously noted, we are making significant progress with
ourdigitalretailing strategy which aims to bring more of the
carbuyingjourneyonline by allowing consumerstoreserve,
partexchange, and access finance via our website.

The ongoing challengesin the supply chain, the globaland
UK economy, and customer and consumer sentiment have
allcontributed toincreasedriskin this area, which we
expecttocontinueinthe comingyear.

Thereremains a globalshortage of semi-conductorswhich  « We monitornew and used car transactions
ishaving anadverseimpacton production for many vehicle
brands. Thishasresultedin ashortage of new car stock
which dealershave available to advertise. Furthermore, the
currentnew car shortageis likely toresult, in the coming . We use our own Auto Trader Retail Price Index and
years,inareductioninused car stock. Nevertheless, during
thelastyear, we saw that consumer sentiment towards
vehicle ownership remains strong, and we saw the average
lead to areductionin manufacturers’ price of aused carincrease 22%year-on-year.

closely, using data from SMMT, DVLA, and
observing behaviour on our marketplace, and
fromengaging closely with our customers.

valuations data to monitor the pricing trends of
usedcars by trade sellers.

- Wecontinue todiversifyintorelated and adjacent
activities toreduce ourreliance on core
advertising listings and toimprove the resilience
of our business model. We have progressed
significantly with our digitalretailing strategy,
helping our existing customer base leverage a
more digitalcar buyingjourney.

The acquisition of Autorama (subject to
regulatory approval) willimprove our capabilities
inproviding leasing capabilities, as well as
helping us to achieve our strategy relating to
digitalretailingonnew cars.

« Thestructure and culture of Auto Trader also
provide us with natural mitigations to threats
posed by changesinthe economy, marketand
business environment. Our agile culture enables
ustorespond quickly tonew and emerging
threats, which couldinclude reducing our cost
base quickly, if needed. We have also maintained
astrongbalance sheet,and ourlow leverage
should enable us torespondinthe event of major
threats crystallising.
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PRINCIPAL RISKS AND UNCERTAINTIES CONTINUED

2. Climate chcmge ,]\ Relevant strategic pillars

Increasing @ @
Risk and potentialimpact Key changes and outlook How we manage the risk
Theimpacts of climate change are - Wehaveseenoverthelastyearanaccelerated demand + Weare evolving our product of fering to
emerging as asignificantthreatto the forEVswhich canbeattributed, atleastinpart, tothe help consumers when they are considering
long-termresilience of our business governmentbanonnew petroland dieselcars by 2030, as purchasinganEV.
and execution of our strategy. wellasincreased awareness of climate change amongst + Aworking group has been established which
Externally, regulatory and the generalpublic, spikes in fuel prices during 2021 and focuses on leveraging our positionin the industry
legislative changes, and consumers’ ~ 2022,andimproved EV charginginfrastructure. tohelp consumers make environmentally friendly
environmentalconcerns,are having - We believe thatfurtherregulationand legislationrelating choices, and toidentify key risks and opportunities
animpactonthe automotive toclimate and the environment are likely, as are changes inrespectof climate change to both Auto Trader
market, including an accelerated inconsumerdemand. Key to our strategic objectivesis and to wider stakeholders (including customers
demand forelectricvehicles (‘'EVs’). positioning Auto Trader as front-runnersinindustry-wide and consumers).
Additionally, theimpacts of climate changes prompted by climate change. . We have partnered with alocal charity to deliver
change onkey stakeholders, - Amove to EVs could meanthat OEMs alter their business Carbon Literacy training to our employees and
including ouremployees, suppliers, modeltoselldirecttoconsumers. Asthe second-handmarket  50%of employees have now completed the
andcustomers, pose athreat to our moves steadily towards newer electricmodels, our customers ~ training and submitted a personal commitment
business resilience (see ‘External will have to evolve their forecourt mix accordingly. toreduce their own carbon footprint. Going

catastrophic and geo-political

forward, we are offering this training to third
events’ fordetails).

+ The growingdemand forelectric vehicles and the g
parties,including customers.

continued advancement of technology and improved

!nternotly,risksqrising from OUrown infrastructure could change the vehicle ownershipmodel. - OurCorporate Responsibility Committee oversees
impactonthe climate are growing. Consumerdemand for short-term access to cars as and ourenvironmentalcommitments.
Ourstrategic objectivesinclude a when they need them could increase, including through

+ Wehaveintegrated KeeResources which has
enabledus to make use of datatoolstoenable
Subjecttoregulatory approval, our acquisition of Autorama manufacturers to promote their electric vehicles
adds digitalretailing and leasing capabilitiesonnew cars, asaviable alternative to petroland diesel cars

including EVs. by highlighting the total cost of ownership.

move towards net zero emissions,
and failure to achieve thisina
timely manner could impact
adversely onour ability to operate
and/orremainrelevant to our
customers and consumers. Failure Overall, we consider the risks associated with climate We actively support the industry’s efforts
to deliver our environmental change tobeincreasing, and managing these risks toincrease the consumer adoption of AFVs.
commitments would undermine effectivelyisone of ourkey strategic pillars. We regularly meet with various government

subscriptiondeals and car-sharing apps.

ourreputationasaresponsible
business and may resultinlegal
exposure orregulatory sanctions.

departments, including HM Treasury and the
Department for Transport’s Office for Zero
Emission Vehicles, to share our dataand

insights to help guide policy around the topic;
we also supporttheindustry trade bodies with
theirinitiatives and are working with academic
institutions to develop our understanding
around electrification.

We haveimplemented the recommendations of
the TCFD and further details canbe foundinthe
‘Ourenvironment’ section of the AnnualReport

onpage42.
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{ MAKE A DIFFERENCE P36 — }

Relevant strategic pillars

006

3. Employees 0

Increasing

Risk and potentialimpact

Key changes and outlook

How we manage the risk

To enableustoachieve our strategic
objectivesitisimportantthat we
attract, retain, and motivate a highly
skilled workforce, including those
with specialist skillsetsindata

and technology.

Delivery of our strategyisalso
dependentonus building adiverse
andinclusive workforce,and a
supportive, collaborative culture,
inasafe environment, all of which
willenable optimum performance
fromallouremployees.

Risksrelating toemployees could
resultinreduced employee
engagement, reduced productivity,
and loss of key talent, all of

which could adverselyimpact
onbusiness performance.

+ OurGlassdoorrating based onanonymousreviews s
4.50utof 5.

+ In2021our workforce was mostly working remotely, although
ourofficesremained openatareduced capacity forthose
whowere unable toworkat home safely and effectively. We
adheredtoallrelevant government guidance regarding
COVID-19 protocols and keptemployees updated onany
changestothe guidance during the year.

+ InMarch 2022 we began Connected Working where
guidance toemployeeswas to be “inmore thanyou are
out”. Thisaimed to bring our employeesinto the office to
increase collaborationandinnovation. We continue to
monitor theimpact Connected Working is having on
engagement,inclusion, employee safety, and productivity,
withreference to both pandemic and pre-pandemic levels.

« Therecentincreasesincosts of living, and skills shortages
inthe market, could expose us to therisk of heightened
workforce costs. We are monitoring the market proactively
toensure thatour salaries are fair, proportionate, and
aligned tomarketrates.

+ Inthe marketplace, we are also seeing employees having
higher expectations of theiremployersto actina fair,
responsible and sustainable manner,and we too are
committed to ensuring that we conduct our business
inamorally responsible way.

Avalues-led culture whichisembedded
throughout the recruitment,induction,
training and appraisal processes.

Long-termincentive plans for senior and
key staff,includingincentives withrespect
todiversity andinclusion.

Regularemployee engagementsurveys and
monitoring of Glassdoor ratings. We have
regular business updates, networks, guilds
and all-employee conferences.

Regular health and safety updates provided to
allemployees, includinginrelation to the ongoing
threats posed by COVID-19 and hybrid working.

Active succession planning and career
development plans toretain and develop our
executives. Talentdevelopmentis partof the
Terms of Reference of the Nomination Committee.

Diverse Talent Accelerator for colleagues

reaching theirmid-career with aspirations to
progressinto leadershiproles.

4. Reliance on third parties |

Increasing

Relevant strategic pillars

000

Risk and potentialimpact

Key changes and outlook

How we manage the risk

Werelyon third parties to support
our technology infrastructure, supply
of data aboutvehicles and their
financing, andinthe fulfilment of
some of ourrevenue generating
products. Consequently, itis
importantthatwe manage
relationships with, and performance
of, key suppliers. If these suppliers
were to suffersignificant downtime
or fail, thiscouldlead to aloss of
revenue fromretailer customers and
aloss of audience due toimpaired
consumer experience.

- Wehave performed areview of our critical suppliers and
haverevised our processes for supplier onboarding and
monitoring thereafter. Despite the threats posed to our
suppliersinthe externalenvironment, we have not
experienced any material disruptions.

Aswe progress furtherinto digitalretailing we are likely
toseeanincreasedreliance onthird parties, including
physicalservices to supportour online journeys. Ensuring
thatwe manage these third parties appropriately will
becrucial.

+ Withinour crisismanagementand business continuity
arrangements, we have identified key suppliers and
have plansinplace torespondtodisruption.

Whilst we have not experienced any material risks
crystalliseinrespectof ourreliance on third parties,

we consider there to be anincreasing trendin the risks
associated with them as we progress towards achieving
our strategic objectives.

Where possible, we limitreliance onasingle
supplier toreduce potentialsingle points
of failure.

Contractsandservice levelagreementsarein
place withallkey suppliers. New relationships go
through arobust procurementand legal review
process,and are subject toregularreview.

We carry out due diligence onour key suppliers
and partners at the onset of the relationship
and throughout the life of these relationships.
Thisincludes financial viability, resilience and
alignmentwith ourvalues and culture.

We seek to develop strong commercial
relationships with our partners andregularly
explore ways of working together even more
effectively. We monitor the performance of
partners and suppliers to ensure continued
qualityand uptime.
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5.1T systems and . Relevant strategic pillars
. h
CYber secury e @ @
Risk and potentialimpact Key changes and outlook How we manage the risk
As adigital business, werely onour « We have made significant progress in migrating our + Wehave adisasterrecovery and business
ITinfrastructure to continue to applicationsto the cloud, whichincreases theresilience continuity planin place whichisregularly
operate. Adisruptive eventleading of our systems and the security of ourdata. Ouraimis to reviewed and tested.
to;ignificontdowntimg of our getallapplications migrated to the cloudin the nextyear. - We are continuing to migrate our key systems
existingsystemsand|ITinfrastructure . oy connected Working policy beganin March 2022, where  onto the cloud to reduce risks associated with
v;ould cquseomOJoererrupt|onto employees are working both on- and off-site. Under this on-site data centres.
the services we provide. i i v ri . . .
p . pol|cytwe ore‘st|llexposed toAdato and cypersecurltynsks - We continuously monitor the availability and
Aswgprogress_t_hrough del|vTar_y of associated withremote working. We continue to monitor resilience of processing systems and services.
ourdigitalretailing strategy, itis the levelof riskandimplement mitigations.

If required, we canrestore the availability of,and

- Aswe move furtheralong the digitalretailing journey, our accessto,systemsanddatainatimelymanner
exposure toacyberattackand theimpact of adatabreach inthe eventof aphysicalortechnicalincident.
islikely toincrease. As part of our plans for digitalretailing
we areidentifying the systems which will provide the best
customer and consumer experience, as well as ensuring
thatthereis allnecessary security over these systems to
ensure they areresilient to the threats of cyber-attack.

crucialthatweinvestinappropriate IT
systems to enable us to deliver the
servicesneeded, aswellasensuring
thatthere are appropriate IT and
cybersecurity safeguards over
these systems. Failure toinvestin
appropriate IT and safeguards could

lead tous failing to achieve our )
« Theconstantly evolving threat of acyber-attack means

objectivesrelating todigitalretailing. ) ;
thatoveralltherisklevelisunchanged. . .
Delivery of our strategic objectives « Allemployeesarerequired toundergo IT security

also relies on us using data to provide - We hc_lve Odopte_d the NIST Cybersecurity Framework with awareness training on atleast an annual basis.
S the aimof reducing our exposure to cyber attacks, and to
valuable insights to customers.

Asignificant data breach, whether |dent|fyth_e_orect s_m_ostot riskfordata breochgsqnd other
R compromising activity perpetrated by cyber criminals.
because of ourown failuresora

malicious cyber-attack, would lead
toalossinconfidence by the public,
carretailersand advertisers.

We have dedicated security teams, including
white hathackers, and carry outregular
penetration testing of key systems to identify
vulnerabilities.

We areinvestinginourIT and cybersecurity
infrastructure to ensure itremains robust.

We use two-factor authentication forallour car
retailers and employees to access our network.

- WehavebeenPCIDSS (Payment Card Industry Data
Security Standards) compliant since 2013 and use
anexternal Quality Security Assessor to

maintain best practice.
This couldresultinreputational

damage, loss of audience, loss of
revenue and potential financial
lossesinthe formof penalties.

We have now adopted the National Institute
of Standards and Technology (‘NIST’)
Cybersecurity Framework to manage and
reduce cyber security risks.

We have arollinginternalaudit programme which
isoutsourced to Deloitte, andincludesregular
reviews of cybersecurity.

Ourdigitalretailing teamsregularly review the
ITsystems andinfrastructure required to deliver
ourstrategy.
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6. Failure toinnovate:

N

disruptive technologies Decreasing

and changing consumer
behaviours

Relevant strategic pillars

000

Risk and potentialimpact

Key changes and outlook

How we manage the risk

Failure todevelop andimplement
new products, services, and
technologies, and/or failure to adapt
tochanging consumer behaviour
towards car buying and ownership,
could lead tous failing to deliver
our strategic objectives. Failure

to provide both customers and
consumers with the best possible
products andonline journey,
including anonline buying
experience, could lead toreduced
website trafficand loss of revenue.

+ We continue to focus ondeveloping new productsin both
our core businessandinrespect of our digitalretailing
strategy. Doing so willenable more of the car buying

+ Inthelastyearwe have launched newinnovationsincluding
Market Extension, which enhances the reach of retailers

whereby they can advertise stock within selected locations
inthe UK, meaning they nolonger need to be constrained by

+ Wealsoenhanced our package offerings with two new
package levels which focused on providing customers with
new ways of gaining prominenceinthe search listings.

+ Ourexisting products were enhanced through our Retailer
Storesinnovation, which enabledretailers to create a
bespoke brand destination on the Auto Trader platform,
helping todrive buyerengagementaroundboth the

processtobe completed online.

Centraltoourstrategyis launching digitalretailing on our
platformandwe are continuing to develop and test new
products to ensure that they maximise value for customers

and consumers.

Our acquisition of Autorama (subject toregulatory

approval) willenable us torespond to changing consumer
behaviours, includinginrespect of anincreasing trend

towards leasing of new EVs.

theirgeographicallocation.

retailer’'s stockand their brand.

- Continuousresearchintochanging consumer
behaviour, regularhorizon scanning and
monitoring of emerging trends, use of external
resources where needed, and regular contact
with similar businesses around the world.

« Aninclusive and diverse workforce enables us
tomaximise creativity and performance, leading
toinnovation.

Anagile and collaborative culture, as well
ascontinuousinvestmentintechnology,
maximisesinnovation.

Dedicated workstreams as part of our digital
retailing strategy aimed at developing the best
products to meet the needs of the consumer
and customer.
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7. Regulatory risks

Unchanged

Relevant strategic pillars

0006

Risk and potentialimpact

Key changes and outlook

How we manage the risk

The Group operatesinacomplex
regulatoryenvironment. Thereis
ariskthatthe Group, orits
subsidiaries, failto comply with
theserequirementsortorespond
tochangesinregulations,
including GDPR and the Financial
ConductAuthority’srulesand
guidance. Thiscould lead to
reputationaldamage, financial
orcriminalpenaltiesandimpact
onourability todo business.

« Ourstrategic focus areato bring more of the car buying
journey online has the potentialtoincrease the Group's
exposure toregulatoryrisks, in particular the amount of
personalinformation that will be collected andinthe
execution of the online finance applicationjourney.

Aswe move furtherinto digitalretailing and following
the acquisition of Autorama (subject to approvals),in
the future we are likely to be exposed toincreased risks
inrelation to FCA and GDPR.

- Inthelastyear,inbothresponse to,and anticipation
of,changesinregulatory risk, we haveincreased our
resourceinrelation toriskand compliance monitoring,
andincreased headcountin our Governance, Riskand
Compliance function. Overall, we consider the level of
riskunchanged.

+ We have dedicatedinternalexpertise within the business
who areresponsible foridentifying, assessing and
responding to upcoming changesinlaws and regulations,
and we utilise externalspecialists where necessary.

+ Wehave amature governance framework to oversee our
legalandregulatoryrisks. The various governance forums
receiveregularinternalreporting on our compliance with
the principles, rules and guidance applicable to our
regulated activities.

« Wehave acomprehensive suite of policies, training and
monitoring procedures to ensure awareness of, and
compliance with, regulatory requirements, including
Information security, Data protection, Financial
promotions, Product change management, Complaints
handling and Vulnerable customers. We review these
regularly toensure that theyremainrelevantandinline
with the latestlaws and regulations.

Auto Trader Limited hasimplemented the FCA’s Senior
Managers & Certification Regime, which came into effect
inDecember 2019. The relevantindividuals have been
assessed and certified as Fitand Proper. Allemployees
are subjecttothe FCA's Conduct Rules, and have received
appropriate training and guidance. We review the SMCR
frameworkregularly to ensure thatanyinternalchanges
are capturedinour framework.

+ Wehaveincreased headcountinour Governance, Risk
and Compliance function.

Outsourcedinternalaudit services provided by Deloitte
regularlyinclude internal audits of FCAand GDPR
related areas.

8. Competition

N

Decreasing

Relevant strategic pillars

=) &

Risk and potentialimpact

Key changes and outlook

How we manage the risk

There are severalonline
competitorsinthe automotive
classified market, and
alternative routes for consumers
tosellcars,suchascarbuying
services or part-exchange. If
competitors develop asuperior
consumer experience or superior
retailer products, we may lose
ourmarket share. Competitors
couldalsoinfluence changein
consumer focus, expand their
range of stockand provide
products/serviceswe are
unable tocompete with.

- Datainsights suggest that competitors are not taking
significant market share. Forexample, our data shows
thatwe have ¢.90% prompted brand awareness with
consumers. We also maintained our position as the UK's
largestand most engaged automotive marketplace for
new and used cars, withover 75% of allminutes spenton
automotive classified sites spenton Auto Trader.
Nevertheless, the competitive landscape continues to
develop, with low barriers to entry to the market. Previous
concerns, however, over big players entering the market,
suchas Facebook, have notled toanynotable decrease
inourmarket share over the lastyear, albeit we do still
consider thistobe athreat. It thereforeremains
imperative that we areinnovative in both our strategic
initiatives as well asimproving our existing, core
advertising business.

We continue to see retailersand manufacturers evolving
theironline offerings, and as we diversify our own product
offering we broaden our competitive landscape,
potentially leading to exposure toincreased competition.

- Ourdatashowsthatwe have the largestand mostengaged
audience of any UK automotive site. Our continued
investmentinour brandhelpsus to protectand grow our
audience, to ensure that we remain the mostinfluential
website for consumers when purchasing avehicle.

« Wemonitor competitor activity closely through monthly
reporting and formalquarterly competitor reviews,and
regularly review thisat OLT and Board level.

We continue toinvestinand develop our product offering
toimprove the value we offerto consumers, retailers and
manufacturers.

« Weworkinanagile way which enables us torespond quickly
toemerging competitive threats.
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9.Brand and reputation \l/ Relevant strategic pillars

e @ @
Risk and potentialimpact Key changes and outlook How we manage the risk
Ourbrandisone of ourbiggestassets. + Ourresearchshows that Auto Trader has c.90% « Wehaveaclearandopen culture witha focus ontrust
Ourresearchshows thatwe are the prompted brand awareness with consumers. We are and transparency.
most trusted automotive classified alsovotedregularly as the mostinfluentialautomotive . \we have a dedicated customer security team, who
brandinthe UK. website by consumersin the car buying process. closely monitor our site to identify and quickly remove
Failure tomaintain and protect our + Asweventure further with our digitalretailing strategy fraudulent or misleading adverts.
brand, ornegative publicity affecting we willneed to ensure thatour branding positions us - Weinvestinnewandinnovative marketing campaigns
ourreputation,suchas fromadata asthemostsuitable place to transactonline. and new ways of engaging car buyers to continue to
breochlc_ouldd|m|n|shtheoonﬁdence - Wecontinue tosee very low levels of fraudulent and maintain brand awareness, and to change perceptions
thatretailers,consumers and misleading adverts, due to additional measures and of Auto Trader to be a destination fornew cars as well
odve_rt|sersgoveTgurperuc.tsqnd monitoring techniques used by our security team. asused.
services,andresultinareductionin ; i ; ) .
audience and revenue We also make useofocustomer\_/vctchl|§twh!cho|ms - Ourapproachto cybersecurity and data protection
. tomanage our platforms pr}ooct\ve‘tymh'newmh our helps to protectus from the adverse impact of a
values andrelevantregulations, toidentify and stop significantdata breach or cyber attack.

customer behaviour that could harm consumers,
retailers or the Auto Trader brand.

We have welldeveloped breachreporting and crisis
management programmes that enable us toidentify,

- Overall,we considerthere tobeadecreasingriskto escalate and appropriately handle any emerging
ourbrand andreputation. issues that could resultinreputational damage.
10. External catastrophic \l/ Relevant strategic pillars
and geo-political Decreasing @
events -
Risk and potentialimpact Key changes and outlook How we manage the risk
Inaconnected, globalindustry, Theimpacts of unpreventable externalcatastrophicand - We monitor externalevents continuously and assess
we areincreasingly prone tothe geo-politicalevents can be widespread and long-lasting proactively the waysin which our business could be
impacts of externalevents around forusandour customers. We consider theincreasingly impacted, bothintheshortterm,butalsointhe
the globe onourbusiness,asare connected world to be more susceptible thanevertothe longerterm.
our customers. We considerthereto  knock-onimpacts of these events. . OurPRteamare responsible for liaising externally
be ofthreottoth;a shot;t—tc?—mldfterm Examples of some externaleventsin recent times which inthe eventof acrisis.
erformance of our business : ; :
P have,and continue to,impact adversely onour business . We have abusiness continuity plan, IT disaster
posed by external,unpreventable, include the following: ) L
. - g recovery plan,and wider crisis management

catastrophic and geo-political . .

. « COVID-19 pandemic; arrangements, all of which set out the key steps
events. Such events couldresultin . .
our customers being unable to trade,  * Supply shortages from the Suez Canal obstruction; required forustorespondto theriskandrestore

operationsinthe event of downtime.

leadingto loss of revenue, stock,
audience, and loss of marketshare.

Brexit;

We haveidentified the keyinternal stakeholders
who areresponsible for crisismanagement across

Military conflictin Ukraine;

- Extreme weatherevents; and allareas of the business. We have also nominated

+ Globalsemi-conductorshortage. delegates tominimise single person dependencies.
Itis of paramountimportance to the resilience of our - Ourcrisismanagement arrangements are tested
business that we can anticipate, and respond quickly to, regularly viasimulated ‘'wargames’ scenarios. Allkey
theimpacts of external events, particularly those which stakeholders withinthe organisation areinvolved and
impacton our customers adversely. We are therefore we capture lessons learned to continually improve
continuously reviewing our business continuity and crisis our crisismanagement arrangements.

managementarrangements to ensure that they consider
theimpacts of externalevents.

We haveresponded wellto theimpacts of COVID-19 and the
governmenthasremoved mostrestrictions. We therefore
consider that the threat posed by external catastrophic
and geo-politicalevents to be decreasingcompared tolast
year. Nevertheless, we remainwary of the threats posed
by externalevents and we continue to review our crisis
and business continuity arrangements regularly.
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Inaccordance with the UK
Corporate Governance Code 2018
(the ‘Code’), the Directors have
assessed the prospects and
viability of the Group over a period
significantly longer than12 months
from the approval of these
financial statements.

Assessment of prospects

The Group's overall strategy and business
model, as setoutonpagesi2to15,and
pages 10 and 1, respectively, are central to
assessingits future prospects. The Group's
aimistogrow bothits carbuying andselling
audiences, thereby strengtheningits core
advertising business. It willchange how the
UK shops for cars by providing the best
online car buying experience and enabling
allretailerstosellonline.

Assuch, key factors likely to affect the
future development, performance and
position of the Group are:

.

dataand technology: continuous
investmentis made indeveloping
platformtechnologies which leads to
improvements for consumers, retailers
and manufacturers;

market position: the Groupis the UK
and Ireland’s largest digital automotive
marketplace, with the largest volume
of in-market car buyers and the most
influential website a consumer visits
when purchasing a vehicle; and

people: continued success and growth
are dependent on the ability to attract,
retain and motivate a highly skilled
workforce, with a particular focus on
specialist technological and data skills.

The Board has determined that a period
of five yearsto March 2027, which was
previously a period of threeyears, is the
most appropriate period to provide its
viability statement due to:

itallows consideration of the longer-term
viability of the Group;

itbeing more aligned with the Group's
strategic planning process;
itreflectsreasonable expectationsin
terms of the reliability and accuracy

of operational forecasts.

.

Viability statement.

The Group's prospects are assessed
primarily throughits strategic planning
process. This processincludes an annual
review of the ongoing plan, led by the Group
CEO and CFO through the Operational
Leadership Team andin conjunction with
relevant functions. The Board participates
fullyinthe annualprocess and has the task
of considering whether the plan continues
to take appropriate account of the external
environmentincluding technological, social
and macro-economic changes.

The output of the annualreview processis aset
of objectives which collectively formour three
strategic pillars and our make a difference
strategy, an analysis of the risks that could
preventthe plan beingdelivered,and the
annual financialbudget. The latest updates
tothe planwere finalisedin March 2022, which
considered the Group's current position and
its prospects over the forthcoming years.

Detailed financial forecasts that consider
customernumbers, stocklevels, ARPR, revenue,
profit, cash flow and key financial ratios
have been prepared for the five-year period
to March 2027. Funding requirements have
also beenconsidered, with particular focus on
the ongoing compliance with the covenants
attachedto the Group's Syndicatedrevolving
credit facility ('Syndicated RCF').

The firstyear of the financial forecastsis
based off the Group’s 2023 annual financial
budget. The following years are prepared
indetailand are flexed based on the actual
resultsinyearone. Progress against financial
budgets, forecasts and strategic objectives
are reviewed monthly by both the Operational
Leadership Team and the Board.

The key assumptionsinthe financial forecasts,
reflecting the overall strategy, include:

« continued growthinourcore
marketplace, as we develop our
advertising platform and we continue
toinvestinoursearch experience;
growthindigitalretailing, as we continue
to evolve both our products and
consumer experience, bringing more

of the car buyingjourney online;
growthintheuse of ourdata, being the
industry standard platform and further
embedding ourdatainto theindustry, giving
buyers andretailers up-to-dateinsight;

- increaseincosts through salaries as

the Group continues to grow, supporting
and developing new products; and
theinitialconsideration of the Autorama
acquisitionhasbeenincluded butnoimpact
onrevenue or profit as the transactionis still
waiting forregulatory approval.

These key assumptions are reflectedin the
Group's principalrisks and uncertainties,
which are setoutonpages 61to 67. The
purpose of the principalrisksis primarily
tosummarise those matters that could
prevent the Group from delivering onits
strategy. Anumber of other aspects of the
principalrisks - because of theirnature or
potentialimpact - could also threatenthe
Group's ability to continue in businessinits
current formif they were to occur. This was
considered as part of the assessment of
the Group's viability, as explained below.

Assessment of viability

The output of the Group’s strategic and
financial planning process detailed
previously reflects the Board's best
estimate of the future prospects of the
business. To make the assessment of
viability, however, additional scenarios
have been modelled over and above those
inthe ongoing plan, based upon anumber
of the Group'’s principalrisks and
uncertainties which are documented
onpages 61to 67. These scenarios were
overlaidinto the planto quantify the
potentialimpact of one or more of these
crystallising over the assessment period.

While each of the Group'’s principalrisks has
apotentialimpactand has therefore been
considered as part of the assessment, only
those thatrepresentsevere but plausible
scenarios have been modelled through the
plan. These were as follows:

Scenario1: returning pandemic

Link to risks: Economy, market

and business environment

The COVID-19 globalpandemic and the
impact to the UKeconomy have been
considered. Governmentrestrictions resulted
inthe temporary closure of retailer forecourts
andimpacted on consumer buying behaviour
forlarge portions of FY21. Through the
lockdown periods, the Group provided free
advertising forretailers to support our
customers and maintain live stock on site.
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Inthis scenario, we assume COVID-19 ora
similarinfectious diseasereturnsresulting
inafurtherlockdown, closingretailer
forecourts, thatlasts for athree-month
period from December 2022 to February
2023. Through this period, we have assumed
thatretailer advertisingis once again made
free of charge, resultingina99%decrease
inRetailer revenue across those months.

We have also assumed an 80% decrease
inConsumer Servicesrevenue and a75%
decreaseinrevenue from Manufacturer
and Agency.

Following this period,itisassumed that
thereisarecoveryandthe Group reverts
toitsnormalcharging model. Minimal
long-termimpactis expected onretailer
numbers as seenin previous lockdowns
due to the supportgiven.

Scenario 2: data breaches

Link torisks: IT systems and cyber security,
Regulatoryrisks, Brand and reputation
Theimpact of anyregulatory fines has
beenconsidered. The biggest of these s
the General Data Protection Regulation
('GDPR’) fine for data breaches, which was
enactedin May 2018. This scenario assumes
adatabreachresulting in the maximum
fine, coupled with a significant level of
reputationaldamage to the Group’s brand.

As aresult of the data breach, asevere
reductioninrevenue was modelled through
Trade, resultinginaninitial 50% decreasein
revenue driven by lost retailers. Aninitial
40%decreasein Consumer Servicesanda
60%decreasein Manufacturerand Agency
revenue was also assumed through the
loss of consumer and partner confidence.
Modestrecovery was assumed after the
databreach for the remainder of the
financialyear to March 2023. Marketing
costswereincreased to model a potential
needtoincrease trafficin H22023.

Scenario 3: banning the sale of diesel cars
Link to risks: Economy, market and
business environment, Climate change
and Failure toinnovate

Theimpactof climate change hasbeen
considered, through the potential ban of
dieselcars. The government has outlined
planstobanthe sale of new conventional
petroland diesel cars from 2030. This
scenario assumes the government brings

forward the ban of diesel cars, and also
appliesittousedcars,inthe financialyearto
March2026. Thiswould resultin asignificant
impactonstockavailable aswellas aloss of
retailers who cannot operate viably without
the sale of diesel cars.

As aresult of the banondieselcars,
approximately one third of retailers are lost,
withunderlying ARPRreducing throughaloss
of stockresultingina45%decrease in Trade
revenue. A35%decreasein Consumer Services
was assumed through lost private diesel car
volumes. Amodestimpact to Manufacturer
and Agencywas assumed with Manufacturers
wellprogressedinto the transition to selling
electricvehicles. Modestrecovery was
assumed throughretailers beyond the
financialyear to March 2026. Minimal cost
impactwas assumed due to the nature of
the eventand how the Group operates.

Scenario 4: a combination

of all three scenarios above

Link to risks: All of the above

Thisis seenas aworst-case scenario,
and highly unlikely.

The Russianinvasion of Ukraine

The Russianinvasion of Ukraine has the
potential to materially impact the
automotive value chain. As Russiais an
exporter of key metals and other materials
usedinparts production,and Ukraine makes
componentsusedinproduction such as
wiring harnesses, thereis adirect disruption
andrising price risk. The supply chainis
alreadyimpacted by semi-conductor supply
issues,and there could be a furtherimpact
tonew cartransactions. This scenario has
not been modelled, as the Group does not
feelthereis currently sufficient plausible
impact, howeverit will continue to monitor
the situation.

Rising levels of inflation
Inflationisresultinginasharpriseinthe
costof living. This cost of living rise has the
potential toimpact short-term demand
forvehicles and be a catalyst for longer-
termchangesin the ownership model of
vehicles, potentially including arise in
subscription-based models. Inthe period
of the viability assessment, the Group
believes the scenarios modelled would
have amore significantimpact and
therefore thereisno specific scenario
onchanginginflation and cost of living.
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Credit facility

The above scenarios consider the biannual
covenants attached tothe Group's
Syndicated RCF ensuring thresholds are
met. The scenarios are hypothetical

and severe for the purpose of creating
outcomes that have the ability to threaten
the viability of the Group.

Theresults of the stress testing
demonstrated that due to the Group’s
significant free cash flow, access to the
Syndicated RCF and the Board's ability to
adjust the discretionary share buyback
programme, it would be able to withstand
theimpactof any of these scenarios,
remain cash generative and meet the
obligations of the debt facility.

Viability statement

Based ontheirassessment of prospects and
viability above, the Directors confirm that
they have areasonable expectationthat the
Group willbe able to continue in operation
and meetits liabilities as they falldue over
the five-year period ending March 2027.

Going concern

The Directors also considered it appropriate
to prepare the financial statements on the
going concernbasis, as explainedinthe
Basis of preparation paragraphinnote

to the financial statements.

The Company’s Strategic report, set
outonpages?2to 69, was approved
by the Board on 26 May 2022 and
signed onits behalf by:

Nathan Coe
Chief Executive Officer
26 May 2022



