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At aglance

WHY WE EXIST WHAT WE DO

. . Our strategy has three focus areas that are closely interconnected, with working
O U r p U r p O S e O D erI n g responsibly embedded into everything we do: O 2 - 7 2
MARKETPLACE PLATFORM DIGITAL RETAILING WORKING RESPONSIBLY
O n g e TO g et e r. be the bestplace be theindustry’sdata be the enabler forall be aresponsible business 02 Ata glonce
tobuyandsellacar andtechnology platform retailers tosellonline

Responsibly guides our 03 Highiights of the year

t t f Whilst it lacks precision, our culture is often described internally as ‘doing the right thing’, 04 Chair's statement
S rO e g y, O U r WO yS O which comes through as ‘Responsibly’ in our purpose:

WO rki n g O n d O U r C U ltU re WORKING AS ONE AUTO TRADER WORKING IN PARTNERSHIP WORKING AS OWNERS L CED BRI e

WHO WE ARE

08 Market overview

Our values are the guiding characteristics that underpin our culture. 12 Howwe create value

They are embedded into our ways of working and core to our success:

\ 13 Strategic progress
COMMUNITY

We connect and understand each other, respect our differences and focus on finding 18
common ground. We are committed to making a difference in the communities around us.

Section172(1) statement

22 Key performance indicators

CURIOUS
We look up, listen, think beyond the obvious 25 Non-financialand
and find the Auto Trader way. We're restless . -

and always thinking about what's next. sustaina blllty

Determined | i
DETERMINED information statement

We getstuckinand have the conviction to

make big things happen. We persevere and 26 Financialreview
aren’tscared to do the hard thing.

Humble DECISIVE
We crackon, trusting our instincts, data and

29 Working responsibly

experience. We sometimes disagree, but we
always commit and deliver together. 62 How we manage risk

PEEERE ADAPTABLE

Our ability to change and change againis our 65 Principol risks
Adaptable greateststrength. We act for the long term, o
acceptuncertainty and challenge everything. anduncertainties

HUMBLE
We shareinour failures as well as our successes.
We earn our place and take nothing for granted.
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Highlights of the year

We continue to deliver value for customers and embed
our role as the UK's leading automotive platform

OPERATIONAL FINANCIAL

‘ CULTURAL

A £37/m 1%
>/5% 0
of all minutes spent Group operating = of employees
on automotive profit (+8% YoY) proud to work

at Auto Trader
(2024: 97%)

marketplaces were

spent on Auto Trader R
(2024: >75%) 31 6 6 p

Basic earnings St p ‘ OPERATIONAL
per share (+12% YoY) J

Record numbers of buyers using our platform

8l.6m 55/m

>£750m returned » :
CULTURAL monthly visits monthly minutes
to shareholders over e — _ (2024: 77.5m) (2024: 553m)

the past three years 60/0
reduction

incarbon emissions
to93.2ktonnes of CO,
(2024:98.9k)
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Chair’'s statement

Matt Davies
Chair

“Our customer engagement
continues to grow with
record numbers of buyers
and sellers using Auto Trader
and our data and
technology are increasingly
being used by retailers
to power their businesses.”

STRATEGIC REPORT

INTRODUCTION

lam pleasedtoreportanothersetof strong
Auto Trader results. Our customer engagement
continues to grow withrecord numbers of buyers
and sellers using Auto Trader and our data
and technology areincreasingly being used by
retailers to power their businesses. Nathan sets
outinthe subsequentreportthedrivers that
we believe will continue to serve us well over
theyears ahead. The success of Auto Trader
isentirely down to the amazing people that we
have powering our business forward and we
are proud of our focus on diversity, equity and
inclusionwhichinnosmall parthas contributed
to the continued success of the organisation.

RESULTS OVERVIEW

2025 has seenanotheryear of operational

and financial progress at Auto Trader. The
automotive market has remained robust,

with transaction volumes and the number of
consumers using our marketplace increasing
year-on-year. We continue to enhance our
productoffering, enabling more of the buying
journey to be completed online, and have
launched ‘Co-Driver’, our suite of Al powered
tools,designed to assist customersin advertising
theirvehicles more efficiently and effectively.
We continue toinvestin our people, creating an
environmentwhere thereisincreasing alignment
between employees, customers and
shareholders. Inthe core Auto Trader business
we achievedrecordrevenues of £564.8m, an
increase of 7%on 2024. Group revenue increased
5%to £601.1m (2024: £570.9m) with Autorama
revenue contributing £36.3m (2024: £41.2m).
Operating profitinthe core Auto Trader business
was £394.0m (2024: £378.6m), up 4% on last year,
with an operating profit margin of 70% (2024: 71%).
Autorama saw reduced operating losses of
£4.3m (2024: £8.8m). Group operating profit
increased by 8% to £376.8m (2024: £348.7m),
reflecting the increase inrevenue, reduced
operating lossin Autorama, and the reduction
inGroup central costs to £12.9m (2024: £21.1m).
Group operating profit marginincreased to 63%
(2024: 61%). Basic earnings per share increased
12%t0 31.66p (2024: 28.15p).

BOARD CHANGES

Atour AGM on19 September 2024, Non-Executive
Directors, David Keens and Jill Easterbrook, did
notstand forre-electionhaving both served their
third three-year term. We are very grateful for
David and Jill's contributions as Non-Executive
Directors and highly effective Committee Chairs.
Atthe conclusion of the AGM, Geeta Gopalan
who joined the Board on1May 2024 was
appointed as Senior Independent Director and
Remuneration Committee Chair,and Amanda
Jameswhojoined the Board on1July 2024 was
appointed as Audit Committee Chair.

On16 May 2025 we announced the appointment
of two Independent Non-Executive Directors,
Megan Quinnand Adam Jay, who will join the
Board with effect from1July 2025. Megan and
Adamwill alsojoin the Audit, Remuneration,
Corporate Responsibility and Nomination
Committees. These appointments follow
acomprehensive search processusing an
externalsearch firm, led by the Nomination
Committee, and are partof the Board's
long-term succession planning.

We also announced that Jeni Mundy, who has
come to the end of her third three-year term,and
Sigga Sigurdardottir who will come to the end of
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hersecond three-yeartermin 2025, willnot stand
forre-electionat the 2025 AGM. We thank Jeni
and Sigga for theirimportant contributions to
Auto Trader during their time on the Board.

CAPITALSTRUCTURE AND DIVIDENDS

The Directors are recommending a final dividend
of 71pence per share. Subject toshareholders’
approvalatthe AGM on18 September 2025, the
final dividend will be paid on 26 September 2025
toshareholdersontheregister of members at
the close of business on 29 August 2025. The total
dividendfortheyearistherefore10.6 pence per
share (2024: 9.6 pence per share).

The Group'slong-term capital allocation policy
remains consistent, focusing oninvestingin
the business to support growth while returning
approximately one third of netincome to
shareholders through dividends. Any surplus
cash following these activities will be used

to continue our share buyback programme.

ANNUAL GENERAL MEETING
The AGM willbe held in our Manchester office
on18 September2025atiiam.

Matt Davies
Chair
29 May 2025
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CEO’'s statement

AUTO TRADER'S

Nu_thun Coe ROADMAP PODCAST
Chief Executive ‘Lifeasa CEO of a
Officer tech company’

“We remain confident

in the outlook for the
business given our
strong market position,
the value we deliver for
customers, and unique
data and technology
capabilities.”

STRATEGIC AND OPERATIONAL REVIEW

We are now a full10 years post our IPOin March
2015. Inkeeping with our approach last year, we
want to position our short-termresultsinthe
contextof thelong-term Auto Traderinvestment
case. One of the strengths of the Auto Trader
business overits 48-yearhistory hasbeenits
consistent performance and growth through
changing market and economic conditions.
Thatisnotto say that Auto Trader always grows
atthe samerate, but we have consistently
expandedrevenues, profits and our market
position over time. Whilst Auto Traderis always
evolving, theinvestment case has not

fundamentally changed over this10-year period.

Our position connecting buyersand sellersin
the UK automotive markethas also grown over
along period of time. We have maintained this
position through an obsessive focus on the car
buying experience, the delivery of new products
toretailers and by staying ahead of evolving
competitive dynamics. Our consistent strategy
has focused on our core strengths which
continue todeepenthe value we addto the

UK automotive market. There remains a big
opportunity to create additional value from
both existing and new customers that builds
onourstrengths and assets. This will deliver
highincrementalreturns onthe capitalour
shareholders entrust us with. We accept thisis
one of many possible strategies, but we believe
based onourcapabilities and advantages, it
represents the best choice to create value for
allour stakeholders.

Since Auto Trader’s IPO the business has
delivered consistently. The early years post IPO
were characterised by steady revenue growth
and more dramatic margin expansion as we
simplified the business to focus onour core
proposition and becoming a business that
develops and scales through technology. Since
thattime our performance has seen higher
revenue growth driven by the core business, with
margins stillexpanding. This has been delivered
throughincreased investmentin the core
platform and close-adjacent opportunities.
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Group revenue, operating profit and earnings per share (£m)

@ Revenue (excl. vehicle sales) @ Operating profit — EPS (pence)
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We have a high velocity software development
cycle andlean operating structure, the costs of
which are mostly expensed asincurred through
theincome statement. This means our profits
are posttherequiredinvestmentin the business.
We have consistently distributed these profits
through acombination of dividends and share
buybacks, whichwe intend to continue. This has
ledto earnings per share growing at a faster
rate than bothrevenue and operating profit.
Since IPO, £1.4bn of surplus cash has been
returned to shareholders (net of the equity raise
during COVID-19) and we have delivered total
shareholderreturns of 221%versus 77% for the
FTSE 350 (excluding investment trusts) since IPO
tothe end of March 2025. We have a highdegree
of confidence thatover alonger time horizon we
will continue to grow through continued focus on
the drivers of value that have served us well so
far. These include: a growing automotive market
and profit pool; our market-leading position; our
heritage of innovation; a focused and consistent
strategy; and our purpose and culture.

1. AGROWING AUTOMOTIVE MARKET

AND PROFIT POOL

The size of the UK car parc has grown on
average by just over 300,000 (or 1%) cars per
year forthe past 20 years, to now total over

36 million. The COVID-19 pandemic broke this
consistent trend, as new car production fell to
levels below even those of the Global Financial
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Crisis of 2008-09. From time to time there will
be these anomalies, but over the long termwe
expectthe UK car parctocontinue to grow.
Thisis driven by GDP growth, population growth
and stable trendsin car ownership, supported
by the continued requirement for car owners
tohave exclusive access to avehicle. Witha
relatively consistent vehicle change cyclein
the UK, typically between three and four years,
thisgrowthinthe car parc translatesinto
growingused car transaction volumes.

We also expect the value of bothnew and used
carstocontinue toincrease overtime. Atthe
beginning of 2011, the average price of aused car
advertised on Auto Trader was £9,000, today it
isover £17,000,an average of over 4% growth per
year. While part of thatincreaseis due to vehicle
mix, the majorityis due toinflation,improved
functionality, longer usefullives and the move
towards more expensive electricvehicles. Based
onasample of customer accounts, over the past
10years gross percentage margins have remained
relatively consistent, between 9 and11%, meaning
higher vehicle prices typically translate through to
higher absolute gross profits. Incombination with
growing transaction volumes, thishas seenthe
gross profitpoolincrease over the pasti10years.
Asaresult, we have been able to grow revenues
without meaningfully increasing our take-rate.
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https://www.youtube.com/watch?app=desktop&v=AJt-yvljT7I

CEQ’s statement continued

Today, our business modelis largely linked
tothe number of used vehicles available for
saleinthe UKatany one time. Thisnumberis
determined by new vehicle salesin preceding
years less scrappage and means that vehicle
supply operates somewhatindependently of
economic conditions, which limits the cyclicality
of our business model. New car salestendto be
more cyclical or exposed to other macro-level
events, such asthe global pandemicin 2020.
However, these events typically have amore
mutedimpactonused car sales due to the
relative size of the two markets (annual new car
sales of around 2 million versus used car sales
of 7.5-8 million). When economic conditions do
change, itisusedvehicle prices thatcanbe the
balancing factor given therelatively fixed used
carsupply. When consumerdemand softens
significantly, prices typically reduce which
impacts the profitability of our customers and
can flow through to greater cost consciousness
and retailer closures. We still grow, however
notnecessarily atthe samerate as when trading
conditions are more favourable forretailers.

While not a material driver of revenue, the
number of retailer forecourtsis stillanimportant
metric for us. Overall, the marketis highly
fragmented, and we do not expect this to
change. Within the UK, we have seen continued
growthinretailer forecourts for the past seven
years. Looking forward, we expect the very
largestretailer groups to getbigger, but these
account forarelatively smallamount of revenue
(ourtop10 customersrepresent less than 7% of
Group revenue). Overallretailer numbers for last
year averaged 14,013 which s significantly higher
thanthe13,452 atthe time of our IPO. Thisis
despite areduction of c.550retailers whenwe
sold our businessinthe Republic of Ireland.

Allthese factors combine to provide anunderlying
market thatis resilient and likely to growin both
volume and value over the long term.

STRATEGIC REPORT

2. OUR MARKET-LEADING POSITION

As the automotive marketincreasingly embraces
technology,data and digital sales channels,

we are uniquely placed to help. AtIPO (financial
year 2015) Auto Trader had visits of 40.3 million
permonth, which has grown to 81.6 millionin

the currentyear. We account for over 75% of all
minutes spenton automotive classified sites
andremain10xlarger than our nearest classified
competitor. Almost half of our traffic comes via
ourapp, whichhas been downloaded 22 million
times and our prompted brand awareness

with UK consumersis over 80%; both are key
components of our competitive moat. The level
of consumer engagement continues to grow, as
measured by the number of minutes spenton
site, whichwasup 1% year-on-year. Over the last
financialyear we saw 67 billion vehicle search
appearances, 3.5 billion views of an advert
and15million enquiries submitted to retailers.
We also saw 21 million valuations requested by
consumers and 23 million engagements with our
finance calculator, showing the importantrole
the online buyingjourney playsinhelping
consumersarrive at the forecourtready to buy.

Beyond carbuyers, retailers are increasingly
using our data, tools and services to power their
businesses. Our Retailer Portal system saw over
1.8 million logins per month over the last year and
our APItechnology services, which supply data,
stockmanagement and now Al-enabled vehicle
descriptions and smartimage sorting and
tagging, were called 91 million times per month
(2024: 86 million). This demonstrates how our
data, tools and services are becoming
increasingly embedded within our customers’
systems, operations and decision-making,
extending ourreach andinfluence beyond

just classified advertising and marketing.

3. OURHERITAGE OF INNOVATION

As aresult of our trusted position and brand
heritage, Auto Trader has been the destination
forcarbuyerstonavigate their car buying
journey for many years. Frominitially operating
asamagazine to the technology business we
are today, we have continuously evolved our

consumer experience to provide more
confidence, comparability and consistency for
buyers. On Auto Trader, buyers can benefit from
enriched data about the specification and
performance of the car,checkthe history of the
vehicle and whetherithas outstanding finance,
seamlessly use artificialintelligence (‘Al') togeta
marketvalue for the car they're buying or selling,
considerretailerreviews, apply for finance and
reserve carsonline.

Thisyear we have extended our proposition
forcarbuyers again, with the largest redesign
of our desktop search experience inadecade.
We have moved our searchresults to a grid view,
enabling buyersto see anincreased number of
carswithlargerimages. Our search filters have
beenredesigned, and we have introduced
continuous scrolling, making it easier to access
allthe choice available on Auto Trader. The
coverage of Deal Builder hasincreased to
€.84,000vehicles atyearend, where consumers
cansecure a part-exchange valuation,
complete afinance application andreserve

the vehicle allon Auto Trader. We rolled out dark
mode to our Apple and Android apps, which
account foralmost half of consumer activity
and engagement on Auto Trader. Finally, we
have launched our Co-Driver product, delivering
one of the most materialimprovements to our
search experienceinyears byimproving
descriptions andimagery and calling out the
unique aspects of eachindividual vehicle.

Co-Driverisanumbrella brand for arange of
Al-enabled products that we plan to launchin
theyears ahead, as we look to make our data,
technology and services available to every
retailerregardless of their size or technical
capability. We believe we have a significant
advantage in our platform products, as the
output of any Alapplication willonly ever be as
good asthedatauponwhichitis based. We have
the most complete and comprehensive vehicle
datasetin the UK, along with avastand unique
dataset of observations on the behaviour of car
buyers andretailers on our platform. Our goal
with the first wave of Co-Driver productsis to
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significantly improve the quality of adverts,
whilst reducing the amount of time it takes
forretailers to advertise their vehicles. The

first three productsinclude Smartimage
Management, Al Generated Descriptions and
Vehicle Highlights, all of which assistretailersin
getting anadvertlive quickly and accurately and
indelivering consistency and transparency for
carbuyers. SmartImage Management means
retailersjustneedto upload theirimages and
using Al we willtag and categorise theimages,
order them and highlight any that are missing.
This process utilises the huge amount of
consumer data we have to optimise theimage
order, to maximise engagement with that
retailer'svehicle. AlGenerated Descriptions
leverage everything we know about a specific
vehicle, the vehiclesitis competing withand
whatbuyers of the vehicle are mostinterestedin.
Thisreplaces the time-consuming process of
working out the spec of avehicle, determining
what matters most to car buyers and the manual
writing of the description by retailers. Finally,
Vehicle Highlights calls out the top three most
distinctive features about a specific vehicle on
the advert. This couldinclude fueleconomy
relative to similar vehicles, the number of owners,
low mileage, cheaperinsurance, or any other
aspectthatis meaningful to buyers of those
types of vehicles.

We will continue toimprove and build on these
products; toimprove the consumer experience
andstrengthen the partnership we have with
customers byincreasing their use of ourdata,
tools and technology services. Thisinnovationis
delivered through our well-invested technology
platform, builtin-house by Auto Trader engineers
who have many years of experience enabling
products and services for our customers. Our
high velocity approach to software development
means we typically deliver product value
incrementally which reducesriskand enables us
to maintain agility. This year we delivered 89,000
software releases (2024: 65,000).

02 -72

02 Ataglance

03 Highlights of the year

04 Chair's statement

05 CEO'sstatement

08 Market overview

12 How we create value

13 Strategic progress

18 Section172(1) statement

22 Key performance indicators

25 Non-financial and
sustainability
information statement

26 Financialreview

29 Working responsibly

62 How we manage risk

65 Principalrisks
anduncertainties




CEQ’s statement continued

4. AFOCUSED AND CONSISTENT STRATEGY
Our strategy has three focus areas: our
marketplace; our platform; and digital retailing.
These areas are closely interconnected, as our
platform anddigitalretailing capabilities build
onand contribute to the strength of our
marketplace. Over time we have embedded
ourdataandservicesinto the systemsand
processesused by bothourretailer partners and
car buyers. These willbe covered in more detail
in Catherine’s update on our strategic progress.

5. OURPURPOSE AND CULTURE

Our purpose is Driving Change Together.
Responsibly, which describes why we exist,
what we are looking to do and how we are
looking to achieveit. Culture forusis as tangible
andimportant to our performance as our
strategy, competitive position and product
development pipeline. We aimto be purpose
driven, principled, and values led. Whilstitlacks
precision, our cultureis often described
internally as ‘doing the right thing’, represented
by ‘Responsibly’in our purpose. Specifically,
we are looking for balance. Balance between
shortandlongterm performance, and balance
betweenvalue creation for customers, our
people, shareholders and the industry and
communities within which we work.

‘Together’isalsoanimportant part of our
purpose. We referinternally to being ‘One’

Auto Trader. Thisrefers toworking as asingle
team, notinsilos, with trustand collaboration
over hierarchy and bureaucracy. To progress
anyinitiative, our people must talk, be aligned
with our priorities, listen to each other,and
collaborate authentically. ‘Together’ also talks
to the partnership we aim for with our customers,
retailers, manufacturers, leasing companies,
finance companies and other playersin the
automotive ecosystem. We bring alot more to
our customers thanjust the advertising we sell.
With ourdata, brand, people and technology we
canhelp our customers achieve their business

STRATEGIC REPORT

goals, which makes them much more likely to
understand and use our products, advice, insight
and services. Finally, ‘Together’is an ownership
mindset amongst our people which strongly
reinforces the two points above. We have now
awarded two One Auto Trader all-employee
share schemes that provide employees with
anextra10%of theirsalaryinshares eachyear,
vesting over athree-year period. This builds
onanalready strong ownership culture, aligns
our people with our shareholders and canbe
accommodated within our long-term Auto Trader
margintarget.

Therehasbeenmuchinthe pressrecently
regarding diversity, equity andinclusion (‘DE&I’).
AtAuto Trader, we have been quietly working for
many years to create a talent strategy thatis
inclusive and diverse, where any talented person
canbe successful. We started onthatjourney,
and will continue, becauseithas proventobe
animportant contributor to the success of our
organisation. 91% of people are proud to work

at Auto Trader (March 2024: 97%). Our employee
driven networks support women, ethnicity,
LGBT+, wellbeing, early careers, disability and
neurodiversity, socialmobility and family. They
have continued theirimpressive workand have
supported many colleagues during the period.

Atthe end of March 2025, women represented
44% of our organisation (March 2024: 44%) and
43%(March 2024: 42%) of leadershiproles as
defined by the FTSE Women Leaders Review.

We are committed toincreasing the percentage
of ethnically diverse employees, who currently
represent19% of our organisation (March 2024:
17%), with 7% of employees not disclosing their
ethnicity. The percentage of ethnically diverse
employeesinleadershipincreased to10%
(March 2024: 6%), although we alsoincreased
our Leadership Team whichimpacted this
number. Following the AGM, our Board comprises
sixwomen and three men, with two froman
ethnically diverse background and awoman

as Senior Independent Director.

We are committed to being net zero by 2040 and
halving our carbon emissions by 2030, targets
which have beenvalidated by the Science Based
Targets initiative ('SBTi’). Our calculations
estimate our GHG emissions during the year were
6% lower at c.93.2k tonnes of CO, across Scopes
1,2and 3(2024: 98 .9k tonnes). The majority of
ouremissions are Scope 3, predominantly
attributable to our suppliers and emissions
relating to the smallnumber of vehicles sold by
Autorama thatpass through their balance sheet.
Emissionsrelating to Auto Trader total 9.9k tonnes
and 83.3k tonnes are attributable to Autorama
(2024: Auto Trader14.2k and Autorama 84.7k).

OUTLOOK
Our April 2025 pricing and productevent has
gone well.

Retailerrevenue growthinthe second half of
lastyear was 5% which was constrained by the
accelerationinspeed of sale. This has continued
into the new financial year, however we expect
retailerrevenue growth toimprove to between
5and7%forFY26 for the following reasons:

+ Speedof sale hasnatural constraints.

The accelerationseenlast financialyear
was largely driven by a fallinused car prices
which have steadilyincreased throughout
the second half of the year asretailers have
sought more normalised margins.

« Ourpricingand producteventhasdelivered
approximately 6% growthinretailer revenue.
Assuming consistentretailer forecourts,
we expect thisto grow the price lever within
ARPR by £90-100 and contribute £70-80 to
the product lever.

07

Auto Trader Group plc AnnualReportand Financial Statements 2025

GOVERNANCE

FINANCIAL STATEMENTS

+ We have responded to market dynamics
with offers to stimulate stock and continue to
supportretailermargins with our prominence
products. InH2 FY25, the stock lever was
minus £54,in April 2025 it was minus £42. We
expectstock to continue toimprove through
theyearbutstillbe marginally down for FY26.
However,any marginaldeclinein the stock
lever should be offset by similaramountsin
product lever contribution from additional
prominence products.

- Duetothe comparative periods, growth will
be strongerinthe second half which we expect
will benefit the start of FY27.

We expect broadly consistent revenuesin
Consumer Services and Manufacturer & Agency,
whichaccount for 9% of Group revenue. Autorama
losses are expectedtoreduceinline with current
market expectations, with growth incommission
& ancillary revenue on arelatively consistent cost
base. Vehicle & accessory sales whichhasno
impacton profitislikely tobe c.£20m.

We expect to maintain current levels of
Auto Trader operating profit margins, whilst
Group operating profitmargins willincrease
asaresultof reduced Autorama losses.

Nathan Coe
Chief Executive Officer
29 May 2025
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Market overview

Aresilient market growing in both volume and value over the past 20 years,
which we expect to continue into the future 02 _ 72

UK CARPARC LONG-TERM PRICES

Thesize of the UK car parchasgrownonaverage  Wealso expect the value of bothnew and used cars

by just over 300,000 (or1%) cars per year for the to continue toincrease over time. At the beginning 02 Ataglance
past20years, to now total over 36 million. The of 2011, the average price of aused car advertised

COVID-19 pandemic broke this consistent trend, onAuto Trader was £9,000, today itis over £17,000, 03 Highlights of the year
as new car production fell to levels below even anaverage of over 4% growth peryear. While part

those of the Global Financial Crisis of 2008-09. of thatincreaseis due to vehicle mix, the majority .

From time to time there willbe these anomalies, isduetoinflation,improved functionality, longer 04 Chair's statement

butoverthelongtermwe expectthe UK car parc usefullives and the move towards more expensive

to continue togrow. Thisisdrivenby GDP growth,  electricvehicles. Based onasample of customer 05 CEO'sstatement

population growth and stable trendsin car accounts, over the past10years gross percentage

ownership, whichis supported by feedback margins have remained relatively consistent, .

from carowners that theyvalue exclusive access  between 9%and11%, meaning higher vehicle prices 08 Market overview

to avehicle more than ever. With arelatively translate through to higher absolute gross profits.

consistentvehicle change cyclein the UK, This, incombination with growing transaction 12 How we create value
typically between three and four years, this volumes, has seen the gross profit poolincrease

growthinthe car parc, supportsused car overthepasti10years.

transaction volumes. 13 Strategic progress

Asaresult, we have beenable to grow revenues

without meaningfully increasing our take-rate .
over the same period. 18 Section172(1) statement

22 Key performance indicators
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Market overview continued

STRATEGIC REPORT

GOVERNANCE

With the UK car parc turning relatively consistently, used car transactions are well supported,
Increasing 4% year-on-year as new car registrations continue to recover

NEW CAR REGISTRATIONS

Over the past12 months the new car market
has grown 2% to justunder two million
registrations. Theretailchannelhasremained
under pressure, seeing a 4% year-on-year
decline, with lowerregistration volumes than
inour financialyear 2009, after the Global
Financial Crisis. This decline was more than
offsetbygrowthinthe fleet segment, which
accounted fornearly 60% of all registrations.
The share of battery electric vehiclesasa
percentage of totalcar salesincreased to 21%.

Itisnotyetclear how globaltariffs are likely
toimpactthe UK car market. Itis possible
that due to alack of retaliatory tariffs the UK
market looks relatively attractive for foreign
vehicle exports. In addition, vehicles

produced inthe UK may be more likely to be
soldin the UK, both of which could support
new carvolumes going forward. Offsetting
thisimpactis the possibility that wide-ranging
tariffs onvehicle componentsincrease the
price of new cars, which would push car
buyers towards used car alternatives and
putdownward pressure on new car volumes.
Thiswould support near-termused car prices,
however aswe sawin 2020/2021, lower new
carvolumes today create used car supply
challengesinthe future. The government

has also announced plans to soften the Zero
Emission Vehicle (‘ZEV') mandate, which
should supportoverallregistration volumes
overthe nexttwo to threeyears.

New car registrations
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USED CAR TRANSACTIONS

The used car market has continued to recover
from the lows of COVID-19 throughout this
financialyear, which we expect to continue.
Demand remains strong, with cars continuing
to sell faster than before the pandemic as
explained on the next page. Used car supply
has gradually improved and both trade
andretail prices have been broadly stable
throughout thisyear, following declines
lastyear. There were 7.6 million used car
transactionsinthe12 months to March 2025,
up 4% year-on-year (2024: 7.3 million). Supply
has gradually improved through the year as
new car registrations have grown through the
fleetchannel, whichhasin turnincreasedthe
availability of ex-fleet stock for franchise and

independent customers. The growthinused
cartransactionsislargerthanourincrease
inlive car stock onsite as the speed at which
cars have beensold has continued to

be quicker.

Whilst supply at a market levelhas gradually
improved, we have seentheimpact of the 3
million new cars not sold during the pandemic
flowing through the parc, shifting from
1-3-year-old cars to the 3-5-year-old segment
of the market. In 2019 there were circa 4.8
million 3-5-year-old carsin the parc; by the
end of thisyear, it falls to just 2.9 million,
makingitthe lowest levelonrecord.

FINANCIAL STATEMENTS

Used car transactions
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Market overview continued

We continue to see strong levels of demand for used cars, with arecord
number of cross platform visits and minutes spent on Auto Trader O 2 _ 72

DEMAND DAYS TO SELL

Despite the politicalinstability of ageneral Asmentioned, thisyear we saw agradualrisein
electionatthestartof theyearand achallenging  usedcarsupply relative to lastyear, which was

economic backdrop, used cardemand remained metwithincreasing levels of used cardemand,

02 Ataglance

extremely resilient throughout the year, building resultinginused car transaction growth of 4% /]\ \ 03 Highlights of the year
ontwo previousyears of growth. Over 75% of all year-on-year. We believe this set of market

minutes spenton automotive marketplaceswere  dynamics could have supported higherused car - .
spenton Auto Trader (2024: over 75%) andwe saw  prices, however pricing remained broadly stable m L 04 Chair's statement
record numbers of both visits and minutes on our whichledto afurtherincreaseinthe speed with . . T

platform. Cross platformvisitswereup 5%to81.6  which cars were sold. This combination of high 05 CEQ's statement
million per month (2024: 77.5 million) and cross demand and supply being restricted in the 3-5- visits per month over the year

platform minutesincreased1%to 557 million per year-old cohorthasledto carsselling at afaster (2024:77.5m) i

month (2024: 553 million). rate than any timeinourrecent history. 08 Market overview

12 How we create value

13 Strategic progress

18 Section172(1) statement
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Market overview continued

Key trends within the automotive market

GOVERNANCE FINANCIAL STATEMENTS @

As choices have become more complex, the
demand foranomnichanneljourney, that
blends digitalconvenience and transparency
with thein-person experience thatonly a
retailer can offer,isaccelerating. A ‘digital
first’ mindsetand the right online presenceis
alsoinfluencing footfall - although some
consumers contactaretailer before visiting,
the majority stilljust walkin, looking to speak
tosomeone before finalising their purchase.
Ourresearch shows that two thirds of walk-ins
don’tfeelthe need tomake contact first,
having alreadyresearched the carand
retaileronline.

We're committed to bringing more of the car
buyingjourney online through our digital
retailing solutions. Our main focus has been
indeveloping our Deal Builder product forused
cars, which enables our partners to offera
seamless online buying journey from their

Online buying journey

Auto Trader adverts. By the end of this financial
year, there were ¢.2,000 retailers and ¢.84,000
vehicles live with the product available.

Over the pastyear, retailers have consistently
seenmore than double the sales conversion
rate of deals versus traditionalenquiries, as
wellas asignificantreductioninhaggling and
time spenton admin, which freed-up front-line
colleaguestofocusondriving even more
sales. Itenables consumers to engage with
retailers whenand how it best suits them, with
almost half of deals being submitted out of
hours, meaning retailers would arrive at work
withenquiriesintheirinbox. Although the initial
point of contactcannow happen atany time,
mostdrivers stillwant to testdrive before
completing the deal, signalling that a mix

of both digitaland physicalis still essential.

STAKEHOLDER PERSPECTIVE

“Deal Builder means that we are open 24
hours a day... last week we came in and
had three deals waiting for us which had
been submitted overnight. We're not
having to deal with the back and forth.”

Paul Bainton
Managing Director, G5 Cars

11

EV transition

2024 was the year of ‘peak petrol’, which
means from now on the volume of petrolcars
onthe UK’'sroads will fall. It was also arecord
year forelectric sales as the share of new car
registrations hit 21% with volume exceeding
400,000. However, progress came at a cost
inthe shape of heavy discounting whilst the
fleet sector accounted for three out of four
EVsregistered. The shifttoelectricis fuelling
increased competitionin the market, with
over 62 brands expected to bein the UK
market by the end of calendaryear 2025, up
from45in 2019. At atime when the industry
isworking hard to encourage more people

to make the switch, thisyear will see the
introduction of the Electric Car Supplement,
potentially pushing brand-new EVs even
further out of reach formany car buyers.
Private buyers wanting to transition to
electricareincreasingly relying on the used
market, drawn by lower resale values,

competitive pricing relative to the ICE
market and growing consumer choice. Since
mid-2023, the used EV market has continued
to grow, with consumer demand outpacing
supply onretailer forecourts.

Through ourunique market data andinsights,
and ourrange of products and tools, we
continue to support the transition to electric
among consumers, as well as all our customer
andindustry stakeholders, helping them to
make more informed buying and selling
decisions. Over the last financial year, we have
invested significantly in driving consumer
awareness, through both our monthly ‘EV
Giveaway' competition,and our multi-million-
pound new car marketing campaign. We're
also working closely with Government,
ensuring key departments have the most
accurate andinformed view of the progress
beingmade onthe roadtoelectrification.

STAKEHOLDER PERSPECTIVE

Auto Trader Group plc AnnualReportand Financial Statements 2025

"Adapting to the market by stocking
electric cars has kept us up to date with
consumer demand, and we foresee
this electric demand increasing as time
goeson.”

James McConville
Company Director, Solo Cars

02 -72

02 Ataglance

03 Highlights of the year

04 Chair's statement

05 CEO'sstatement

08 Market overview

12 How we create value

13 Strategic progress

18 Section172(1) statement

22 Key performance indicators

25 Non-financial and
sustainability
information statement

26 Financialreview

29 Working responsibly

62 How we manage risk

65 Principalrisks
and uncertainties




: STRATEGIC REPORT GOVERNANCE FINANCIAL STATEMENTS
How we create value

it Our marketplace is built on an industry-leading technology and data
At t h e C O re O]C O U r b U S l n e S S platform, whichis increasingly used across the automotive industry.
The scale and engagement with our platform deepens our relationships

5 !
m O d e I. | S t h e U K S lO rg e St with both customers and car buyers, as well as presenting long-term
growth opportunities. Auto Trader is continuing to bring more of the car

G U to m Otlve m O r ket p I.G C e buying journey onling, creating an improved buying experience, whilst

enabling allits retailer partners to sell vehicles online.

What sets us apart Powering the automotive ecosystem Value created for stakeholders

il

Ourinvestors

Long-termrevenue and profit growth
leading to significant cash generation
andreturns to shareholders through
dividends and share buybacks.

Our consumers

The best buying experience with the
greatest choice of vehicles regardless
of type or purchase method. Continuing
to create greater levels of transparency

Solely focused on the
UK automotive market
Increasingly

betterinformed
car buyers

Alenabled
tools and
efficiencies

automotive brand with
largest and most engaged
car buying audience

More of the
buyingjourney
online

Real time vehicle
updates for
customers

2 Most recognised and trusted
MARKETPLACE

for carbuyers.
Industry-leading | Increased choice
valuations and through new car
Long-term focus and vehicle data and leasing
investmentin our OUrlCUSTOMETS

The most effective sales channel

with market-leading insight, data and
products. Continue to drive efficiencies
with Aland more of the buying journey
being completed online.

technology, platform
and data capability

. LI PLATFORM
{l Driven, principled and High-quality technology platform

values-led culture
B e our people

We continue to evolve our culture so
) DATA . everyone candevelop and achieve
Industry-leading data, insight & taxonomy their career aspirations.
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Strategic progress

A focused and

consistent strategy

Catherine Faiers
Chief Operating Officer

“We continue to see further
adoption of our products,
platform and services
amongst retailers and
otherindustry players.”

WORKING RESPONS’BL),

0\(3\'\'AL RETAIL[NG

PLATFORy,

MARKETPLACE

Marketplace
Be the bestplace
tobuyandsellacar

@ Platform

Be theindustry’'sdata
andtechnology platform

Digitalretailing
Be the enabler forall
retailerstosellonline

Working responsibly
Be aresponsible business

Ourstrategy as setoutatourinvestordayin September2022is made
up of three strategic focus areas: our marketplace; our platform;
anddigitalretailing. These areas are closely interconnected, as our
platform and digitalretailing capabilities build on the strengths of
ourmarketplace whilst also strengthening our marketplace through

deeperrelationships and greater value for customers and car buyers.
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Across those strategic focus areas we have working
responsibly embedded into everything we do. Thisinter-
relationshipis well articulated by our purpose: Driving Change
Together. Responsibly. As part of working responsibly we
aimto do theright thing for our customers, our car buyers,
our people and our shareholders.

02 -72

02 Ataglance

03 Highlights of the year

04 Chair's statement

05 CEO'sstatement

08 Market overview

12 How we create value

13 Strategic progress

18 Section172(1) statement

22 Key performance indicators

25 Non-financial and
sustainability
information statement

26 Financialreview

29 Working responsibly

62 How we manage risk

65 Principalrisks
and uncertainties




Strategic progress continued

Marketplace

Ourmarketplace delivered robust revenue
and operating profit growth during the year.
Ourmarketplace business grows reasonably
consistently between mid and high single
digits. Whenstockisin tighter supply or

when market conditions mean thatretailer
profitability is particularly challenged,
revenueis typically at the lower end of this
range. Thisyear we saw a gradualriseinused
carsupplyrelative to last year, which was met
withincreasing levels of used cardemand,
resulting inused car transaction growth of
4% year-on-year. This set of market dynamics
could have supported higherused car prices,
however pricing remained broadly stable
which ledto afurtherincreaseinthe speed
with which cars were sold. This meant we did
notsee anuptickinlive car stock or the stock
lever component of average revenue per
retailer ('ARPR’), which was negativeinthe
year. This fast speed of sale alsoimpacted
the level of product growth with less need for
customers to buy our prominence products.
Despite this, we have generally managed to
retain customers, with 33% of retailer stock
onapackage above Standard compared

to 35%inthe prioryear, but additional upsell
opportunities have beenlimited. Both of
theseimpacts canbe seeninour ARPR growth
of 5% year-on-year,where much of the growth
was attributable to our annual pricing and
productevent.

STRATEGIC REPORT

Despite asubdued new carretail market, we
have continued to make good progress with
ournew car products. We ended the year
with ¢.2,200 Franchise customers paying to
advertise new carsonthe platform (2024:
€.2,100). Encouragingly, we had an average
of 1.9 million people coming to Auto Trader
andviewing anew vehicle on average every
month thisyear,anincrease of 28%on

the previous year. Importantly, we are
maintaining our relevance as the market
transitions to electric vehicles (‘EVs’), with 21%
of ournew car stock being EVs. We continue to
workwith manufacturers that are looking to
selldirecttoconsumers, however we are yet
to find a solution that fits with their operating
modelthatis bothscalable and effective.

We also offer an end-to-end leasing
transactionjourney on Auto Trader. This year
we continued to focus onintegrating leasing
offersinto the core Auto Trader search
experience. The goalistoenable amore
scalable androbust checkout journey on

all platforms and to ensure we are set up to
grow profitably asvolumereturns to the
personalleasing channel (‘PCH’). Thisyear
we delivered 6,268 vehicles, whichis lower
thanthe previousyear (7,847) due to supply
constraintsin thischanneland our focus
onscalable and profitable transactions.
Average commission and ancillary revenue
pervehicle was £1,627, compared to £1,631
inthe prioryear. Despite more challenging
conditions than we expected at the beginning
of theyear, operating losses halved from
the previousyearto £4.3m (2024: £8.8m loss).

GOVERNANCE

FINANCIAL STATEMENTS

<> KPIs P22 > () RISKS P62>

Significant new car
marketing campaign

HOW WE MEASURE PROGRESS
- Revenue

- Averagerevenue perretailer (‘ARPR’)
« Operating profit (and margin)

- BasicEPS

- Cashgenerated fromoperations
« Crossplatformvisits

« Crossplatformminutes

- Number of retailer forecourts

- Livecarstock

« Employee engagement

During the year we launched an extensive

new car marketing campaign. We have recently
complemented the advertising of Franchise
retailers’ new car stock, with direct listings from
manufacturers andincreased new car leasing
deals through our acquisition of Autorama. The
campaign was aimed atincreasing consumer
awareness of this broader new car offering now
available on Auto Trader. The mediainvestment
was across anumber of channels including
broadcast and digital. We've seenincreased
engagement with new car contentas we've
moved through the year,demonstrating the
success of the campaign. This marketing has
also been supported by our partnership with
WhatCar? and our continued EV giveaway.

We will continue marketing new carsinto the
next financialyear, with the aim of targeting
ayounger audience.

BRAND
NEW CARS
FOUND

ASSOCIATED RISKS

- Automotive economy, market
and business environment

+ Climatechange

« Employees

« Reliance onthird partiesand partners

- ITsystemsandcybersecurity

- Failure toinnovate: disruptive technologies
and changing consumer behaviours

« Legalandregulatory compliance

- Competition

- Brand andreputation

1.8m

people viewing anew
vehicle on Auto Trader
eachmonth

2%

retailer forecourt
growthyear-on-year
torecord level

14

Auto Trader Group plc AnnualReportand Financial Statements 2025

02 -72

02 Ataglance

03 Highlights of the year

04 Chair's statement

05 CEO'sstatement

08 Market overview

12 How we create value

13 Strategic progress

18 Section172(1) statement

22 Key performance indicators

25 Non-financial and
sustainability
information statement

26 Financialreview

29 Working responsibly

62 How we manage risk

65 Principalrisks
and uncertainties




Strategic progress continued

@)

Platform

We continue to see strong adoption
amongstretailersand otherindustry players
of our platform capabilities, data, tools and
technology services. Many retailers gain
access to these products through our Retailer
Portalas their primary stockmanagement
system, butforlarger ormore complexretailers
theyintegrate these servicesinto theirown
systems. We see highengagementonce
customersintegrate either directly or through
theirtechnology partners, as the dataand
services areembeddedinto theirown systems
and processes. We are now integrated with
over120technology partners and continue

to build onthese partnerships each month.
Making our platform accessible enables our
customers to benefit from the multi-year
investment we have madein ourtechnology
and dataplatform and our datascience
capability. Over many years we have improved
the quality of our vehicle data, retailer
dataand consumer data, most of which
isproprietary and not available anywhere
otherthaninourownservices.

As partof ourannual pricing and product
eventin April2024, we made the third module
of Auto Trader Connect available, providing
retailers with Trended Valuations and our
enhanced Retail Check product. Combined,
this powerful new layer of intelligence helps
retailers adapt and respond to daily market
changeswith quicker and more profitable

sourcing, advertising, and pricing decisions.
Throughout the last financialyear, over 70%

of retailers were using our trended valuations
producteachmonth. Mostdata we provideis
real-time, whichis helpful butis enriched when
retailers can see how retail pricing for vehicles
hastrendedinthe pastand what we forecast
ittodointhe future. Allour metrics draw on the
millions of vehicle and consumer observations
we have, using machine learning to turn them
into accurate and specific metrics for exactly
the cararetailerownsorislooking to buy.

We continue to focus on building arobust,
scalable automotive finance platformthat
brings transparency, technology and choice
totheindustry. We believe thisis very valuable
to our customers, lenders and Auto Trader,
however the work and time taken to establish
thisis significant. One of the key challenges
isthe time taken to secure lender agreement
andforthemto prioritise and undertake the
technicalworktointegrate with our platform.
The platformenables ajourney up to two-way
fullreal-time finance applications and
approvalwithane-signature.

STRATEGIC REPORT
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Long-term investment

HOW WE MEASURE PROGRESS
« APlcallsonaverage permonth
« Numberof lenderintegrations
« Numberof productreleases

ASSOCIATED RISKS

+ Reliance onthird parties and partners

- ITsystemsandcyber security

- Failure toinnovate: disruptive technologies
and changing consumer behaviours

in data science

For much of the past10 years, we have been
building our data science team and working with
machine learning and artificialintelligence (‘Al’).
These models underpin most of the metrics we
provide to our customers and car buyers, including
price flags, valuations, advertising performance,
retaildemand and supply and our search
algorithm. We have been experimenting with
the latest generation of large language models
('LLMs’) and see great potential to leverage

this technology combined with our unique,
proprietary dataset to make the lives of our
retailers easier and to improve the experience
forbuyers on Auto Trader.

Co ' Driver

91m

APl callspermonthonaverage
(2024:86m
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https://www.autotrader.co.uk/partners/retailer/co-driver

Strategic progress continued

Digital retailing

Retailers andtheir physicalstores will continue
toplayacriticalrolein the carbuying and
retailing process for many years tocome, as
mostconsumers are notcomfortable buyinga
carentirely online. Thereis adesire toinspect,
testdrive and gainsupport from people
throughout the process. However, we do
believe the process can be improved by
enabling more of the journey to be done onling,
atatime convenient forcar buyers before
theyvisit the forecourt. This also benefits our
customers as alarge amount of resource

is allocated to managing enquiries and
processing paperwork thatdoes not ultimately
resultinasale and thereforeimpacts their
bottomline. We arein a unique position to
connectonlinejourneys, which typically start
onAuto Trader, intoretailers’ systems and
processes through our Retailer Portaland API
journeys. Thisis the strategy we have been
pursuing to date with our Deal Builder product.

The feedback on the product continues to be
positive from bothretailers and car buyers,
with deals converting twice as effectively as
aregular Auto Trader lead and over half of all
deals being submitted outside of traditional
working hours. At the end of March 2025, we
hadincreased customers using Deal Builder
year-on-year by 82%to c.2,000(2024: ¢.1,100),
which made the product available on
€.84,000vehicles,anincrease of over100%on
the same periodlastyear. Deals generated

STRATEGIC REPORT

were three times higher at ¢.49,000 from
c.16,000inthe prioryear. Over half of the
customers atyearend were either paying
forthe product orhad beenonboarded as
"try before you buy’, expecting torollup to
paid afteraninitial of fer period.

Giventhis progress, and our experience with
previous products at Auto Trader, we have
decidedto accelerate the adoption of Deal
Builder by making Deal Builder functionality
partof our core advertising proposition.
We believe there are significant benefits

to thisapproach:

« Wehave beenonboarding c.500 customers
every sixmonths and with thisapproach we
expect tohave significantly more customers
with the product by the end of this financial
year,accelerating customer adoption.

- Withsignificantly more vehicles
having a’'deal’ journey available, we
expecttomateriallyincrease the number
of deals being submitted on Auto Trader,
accelerating the level of buyerengagement
onsite. We believe this may provide
additional functionality that willappeal to
the two thirds of buyers that walkinto the
forecourt without contacting the retailer
inadvance, resultingin adisconnected
andinefficient forecourtjourney for both
the buyerandtheretailer where there
isnoinsight provided on the buyer’s
onlinejourney.

+ Wehaveseenretailers’ willingness to pay
for Deal Builder, suggesting they value the
product. While Deal Builder willno longer
be monetised per transaction, we now
have the opportunity to bring Deal Builder
into our core offering, something we have
alonghistory of successfully achieving.
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New car leasing check-out

available on Auto Trader

This plays to our strengths of being a
subscription business. We continue to see
future opportunities to further monetise
finance and other ancillary products.
« Having this functionality available on
Auto Trader offers further differentiation
from current and future competitors.
The technicalundertaking would require
substantialtime and resources toreplicate.

In parallel to Deal Builder, we are working
toenable adigitalretailing journey for new
cars. Throughout the period we have further
integrated leasing deals for cars, vans and
pickupsinto the core Auto Trader search
experience. Our car leasing tab consolidates
allavailable deals and provides a full checkout
journey on Auto Trader. The personalleasing
market has been constrained by tight supply,
butintime, as fleets ‘catch-up’ on orders not
fulfilled over the past four years we expect supply
through this channel to graduallyimprove.

Since our IPOmore of our growth has
come from product than price and stock.
Our product pipelineisas strongasithas
everbeen, with opportunities across our
advertising marketplace, dataand Al, our
platformservices and Digital Retailing. This
combined with the strong foundations we
have built with our brand, data, technology,
and software development capability gives
us confidencein our ability to grow profitably
formanyyearstocome.

c.2,000

Deal Builder customers
livein March 2025
(March 2024:¢.1,100)

c.49000

deals generatedon
DealBuilderin 2025
(2024: ¢.16,000)

HOW WE MEASURE PROGRESS

« Numberof Deal Builder customers

« Number of Deal Builder live stock

« Number of submitted deals

+ Number of leasing vehicles delivered

SCAN
TO WATCH
VIDEO

[m]5:5 =
A
Sg

ASSOCIATED RISKS
+ Relianceonthird partiesand partners
+ ITsystemsand cybersecurity
+ Failure toinnovate: disruptive technologies

and changing consumer behaviours
- Legalandregulatory compliance
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https://www.autotrader.co.uk/partners/retailer/deal-builder

Strategic progress continued

Working responsibly

OurESGstrategyis underpinned by our purpose

of Driving Change Together. Responsibly.

This ensures we strive to make a positive
difference to our people, our communities,
theindustries we operatein,and the wider
environmentto create amore accessible,
equitable and sustainable future.

The environment

Minimise ourimpact onthe environment,
thereby protecting our business fromthe
impactof climate change.

Drive change across our own operations
and supply chain, and also use our
capabilitiesand voice toinfluence the
automotive and technology industries

and Government to supporturgentaction

totackle the climate crisis.
Reportcomprehensivelyinline with
TCFDrecommendations.
Supportcarbuyers to make more
environmentally friendly vehicle choices.

STRATEGIC REPORT

C) KPISP22> C RISKSP62)

Our people & communities

+ Build diverse teams and evolve our

inclusive culture.

Maintain high levels of employee

engagement, supporting positive

health and wellbeing.

« Partnerwith charities, community groups
andindustry bodies to make a difference
to the communities where we work and live.

N
. Our governance & compliance

+ Upholdthevalues of good corporate
governance and risk management and
consider the needs of all our stakeholders
inour strategic decision-making.

« Complywithourlegalandregulatory
obligations and behave ethically and
withintegrity atalltimes.

+ Maintain atrusted marketplace for our
customers and consumers to find, buy
andsellvehicles.

HOW WE MEASURE PROGRESS
+ Seeourcultural KPIs and Working
responsibly section

ASSOCIATED RISKS

« Climatechange

« Employees

« Brand andreputation

Catherine Faiers
COO
29 May 2025

17

GOVERNANCE

Volunteering

600+

volunteering days taken
by ouremployees to volunteer
inthe community

FINANCIAL STATEMENTS

|
3

Carbon Literacy

5,800+

automotive professionals gain
Carbon Literacy with the
automotive Carbon Literacy toolkit

Inclusive Top 50
UK Employers

A

of employees say they're
proud to work for Auto Trader
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Section172(1) statement

Considering our
stakeholders

The Directors of the Company have acted

in the way that they 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 out in section
172 (1) (a) to (f) of the Companies Act 2006.

Section172 matters

Our purpose is

STRATEGIC REPORT

To achieve our goals and ensure
long-term success, we recognise
theimportance of establishing and
maintaining meaningful, mutually
beneficialrelationships with our
stakeholders. We actively consider
different stakeholder perspectives,
identify their priorities, and assess
the long-termimpact of our business
onboththeindustry andthe
environment. The Board and the
Auto Trader Leadership Team are
dedicated to upholding our high
standards of business conduct.

Adetailed stakeholder framework
isappliedto all papers prepared
forthe Boardinadvance andis
key to thoughtfuland considered
boardroom discussions.

Driving Change Together. Responsibly

We are Our business model
resultsinbringing
driving change together
adiverse set of stakeholders
- consumers, customers
(includingretailers,
manufacturers and other
customers), suppliers and
partners - underpinned
by our collaborative,
people-led culture.

inanindustry that needs
toevolve toadaptto
changing consumer
needs,and theimpact
of electricvehicles.

C) MARKET OVERVIEW P08 ) C) HOW WE CREATE VALUE P12)

We are committed
toacting

responsibly

through our focuson
diversity andinclusion,
environmental
sustainability and
maintaining high levels
of ethicalconduct,
trustand transparency.

C) WORKING RESPONSIBLY P29

18

S

—
"W

The framework which has been
adopted allows decision-makers to
consider the balance of interests of
affected stakeholders and ultimately
todo theright thing for the long-term
success of the Company for the
benefit of its members as awhole.
The Board recognises thatnotevery
decision willresultinan equally
positive outcome for all stakeholders.
However, by genuinely understanding
our stakeholders and considering
their diverse needs, the Board
incorporatesinto discussions the
potentialimpact of decisions taken
oneach stakeholder group and the
other mattersrequired by section172(1).

Auto Trader Group plc AnnualReportand Financial Statements 2025

GOVERNANCE

Considering the long-term

consequences of our decisions

How we create value P12
Strategic progress P13
Materialdecisions made P19

Considering the interests

of our employees
How we create value P12
Ourstakeholders P20

Our people & communities P51

The need to foster good
relationships with our

stakeholders
How we create value P12
Our stakeholders P20

Considering ourimpact on the

environment and our community

Reportof the Corporate Responsibility
Committee P92

OurESG strategy P31

TCFDdisclosures P93

Maintaining high standards
of conduct

Governance P73

How we managerisk P63
Ourgovernance & compliance P58

Acting fairly between

stakeholders
How we create value P12
Our stakeholders P20

FINANCIAL STATEMENTS
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Section172(1) statement continued

STRATEGIC REPORT

Material decisions taken by the Board

Here are examples of two key decisions taken this financial year, detailing how the Board has had regard
to the matters set outin s.172 where the Board discussed, considered and balanced stakeholder interests.

RELEVANT STRATEGIC PRIORITIES: @ O @

Co-Driver onC:f
Al-powered tools

CONTEXT

The Company hasinvestedin machine learning
and Altechnology foroveri0years. Itis widely
documented that Alcandrive efficiencies, saving
time and money for our customers. Thisinspired us
todevelop our first Al-powered ‘Co-Driver’ tools
which streamline the advertising process while
maintaining accuracy and relevance through the
use of Auto Trader’s unrivalled dataset:

1. Smartimage Management: Automates and
optimises vehicleimage categorisation.

2. AlGenerated Descriptions: Instantly crafts
vehicle descriptions using extensive data.

3. Vehicle Highlights: Showcases key vehicle
featureslike fueleconomy and low mileage.

BOARD CONSIDERATIONS

Aswith any technology there arerisks associated.
Theuse of large language models ('LLMs’)in
real-time creates anadditionalrequirement to
ensure the accuracy andreliability of the output
iscredible and of value to our customers and
consumers. Asour use of Alevolves, it willcreate
anew type of riskas Al tools have a ‘black box’
andwe needtobe able to explain how these tools
workinthe eventof achallenge.

c.250,000

Alvehicle description generations
since launch

The Board acknowledged therisks of usinganLLM
butwas confident that appropriate mitigations had
beenputinplace,including extensive testing, quality
controls and continuallearning.

OUTCOME

Given the strength of Auto Trader’s data and
technology the Board felt the benefits of the tools
outweighedtherisksinvolved. Inthe pastyear, we
launched the three ‘Co-Driver’ products and made
these available to allretailers. These products assist
retailers with faster and more accurate advertising,
and provide consumers with higher-quality,
transparentinformation to assist them with their
buyingjourney.

RELEVANT STAKEHOLDERS
Customers
Qurpeople
Consumers

19

Office relocation to
Manchester teeh hub,
Circle Square

CONTEXT

Overthe past18 - 24 months, our Manchester
head office has beennearing capacity, because
of changesinways of working and increased
requirements for the available office space to
meetouremployees’ needs forboth collaborative
and focused work. The Board, along with the
management team, recognise the importance

of asuitable working environment where employees
canbe attheirbestand work effectivelyina
modern, purpose-built tech space.

BOARD CONSIDERATIONS

Inmakingits decision about whether to proceed
with the office relocation, the Board considered
the effectsonemployees, along with theimpact
onthe localcommunity and environment.

Given the significant financial commitment
associated with a head office move of over1,000
employees, the Board devoted considerable time to
thoroughly review the financialimplications on the
business alongside the potential for future growth.

Auto Trader Group plc AnnualReportand Financial Statements 2025
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OUR STRATEGIC PRIORITIES

@ Platform

@ Marketplace

O Digitalretailing

1100+

Auto Trader colleagues willrelocate
tothe new spaceinearly 2026

The Board determined that the benefits of the
relocation to anew building, including improved
employee engagement, retention and attraction
of top talent, a sustainable office building, and
atech-focused estate, justified the move and
would strengthen our overall propositionina
competitive market.

OUTCOME

The Board agreed that Circle Square was by far

the preferred new office space of all of the options
considered; itbelieved we canbuildanewhomein
the bestlong-terminterests of the business that will
enable usto continue to attractandretainthe very
besttechtalentfor the coming decade.

RELEVANT STAKEHOLDERS
Ourpeople
Community & environment

@ Working responsibly
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Maintaining
stakeholder
relationships

Consumers

Section172(1) statement continued

Below, we highlight our key stakeholders and
explore theirimportance to us, their priorities,
and, mostimportantly, how our organisation
and the Board actively engage with them and
respond through meaningful actions.

Whenengagementdoesn’toccurdirectly with
the Board, the feedbackis communicated to

WHY ARE OUR CONSUMERS
IMPORTANT TO US?

The continued success of our
business modelisunderpinned

by maintaining and strengthening
relationships with consumers.
Ourbusiness thrives by creating
alarge,engaged community of
carbuyers, sellersandresearchers
who trust ourbrand and reputation
and have confidencein

Auto Trader as amarketplace.

WHAT MATTERS TO OUR
CONSUMERS?

- Wide choice of vehicles and choice

of ways in which to buy. Hassle

free buying and selling process.
- Clear, transparent and accurate
details for vehicles, sellers, and
payment options.
Reliable and accessible service
with knowledgeable support
and responsive communication
when needed.

HOW DO WE ENGAGE WITH OUR
CONSUMERS?

« Regularcontactwithadiverse
group of consumers for
research andinsight.
Gathering feedbackonreal
world user experience.

MATERIAL ISSUES
e Data privacy and security
o Productinnovation

- Conducting consumer testing
fornew products, servicesand
website designs with a wide
range of demographics.

- Providingin-house consumer
facing supportsevendays
aweek.

- Utilising socialmediaand
marketing channels.

WHAT ACTIONS DID WE TAKE?
- Partneredwithanaccessibility
agency totestourapproach
tobuilding accessible products

andjourneys.

- Conductedone-on-one
interviews withconsumers who
had experienced our DealBuilder
journey (checkout experience)
tounderstand their pathto
purchase and theimpactof
ourexperience.

- Newbenchmarkingtoabroader
audience tounderstand brand
awareness, preference,
considerations and product.
Outputs of consumerresearch
shared with Auto Trader
Leadership Team (‘ALT’)
and Board to factorinto
decision-making.

e Customer satisfaction
Q Driving transparency

Customers

(retailers, manufacturers and other customers)

the Board and/or aBoard Committee through
detailedreports throughout the year, outlining
stakeholderviews toinform their decisions.

Adeeperunderstanding of our stakeholders
and theirdiverseinterests allows us to
incorporate the potentialimpact and
long-term consequences of our decisions

STRATEGIC REPORT

WHY ARE OUR CUSTOMERS
IMPORTANT TO US?

Our partnerships with vehicle
retailers, manufacturers, leasing
companies and other customers
enable usto offerconsumers
the widest choice of vehicles.
The majority of ourrevenueis
generated from our customers.

WHAT MATTERS TO OUR

CUSTOMERS?

+ Accesstoalargevolume
of engaged carbuyers.

« Streamlining the carselling

process for greater efficiency.

-« Effectivelysourcingvehicles.

- Easyaccesstotrusted,
understandable data for
informed sourcingand
disposal decisions.

- Ensuringvalue formoney with
Auto Trader through product
choice, quality and cost.

+ Establishing two-way lasting
partnerships.

HOW DO WEENGAGE WITH OUR

CUSTOMERS?

+ Conductingretailer sentiment
surveysto assess product
improvements and value.

MATERIAL ISSUES
o Data privacy and security
o Productinnovation

e Customersatisfaction

+ OurLeadership Team

participatesinabusiness
partnering programme.

+ Salesteams,including telesales
and field sales, maintain ongoing
communication with customers.

+ Customersareinvited to attend

selectBoard meetings.

Publishing regular thought

leadership andinsight-driven

reports, suchasthe Road to

2030 Report.

+ Hostingregular forums with
CEOs of major and mid-tier
retailers, OEMs, car
supermarkets and automotive
finance companies to share our
latestdataandinsightand gain
theirinput.

WHAT ACTIONS DID WE TAKE?

+ Organising timely webinars to
supportretailersontopicssuch
asthe changinglandscape of
the vehicle marketplace,andthe
FCA Commissions courtcase.

« Hostingindustry events and
masterclasses to shareinsights
and discuss key topics.

« Conducting betatestsfor
productlaunchesto optimise
performance.

o Pricing fairness
o Advocacy

20
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oneachstakeholder groupinto boardroom
discussions. We consulted with all stakeholders
during the process of refreshing our materiality
assessmenttoensure our priorities and the
focus of our ESG strategy remainsrelevant.

Our people

FINANCIAL STATEMENTS

MATERIAL ISSUES

G The environment
e Our people & communities

e Ourgovernance & compliance

WHY ARE OUR PEOPLE
IMPORTANT TO US?

Our people are one of our most
valuable assets and the key to our
ongoingsuccess. To thrive, itis
important to attract new talent
while supporting and developing
our highly skilled workforce.

We aimto create adiverse and
inclusive culture and environment
where everyone has the right tools
toachieve their full potentialand
isavalued partof our community.

WHAT MATTERS TO OUR PEOPLE?

« Fairreward, recognition

and benefits.

Opportunities for training,

careerdevelopmentand

professional growth.

- Supportive leadership with
opencommunicationand
appreciation forcontributions.

« Aworking environmentthat
provides acomfortable,
inspiring physical space with
anemphasisonwellbeing.

« Aninclusive values-led culture.

HOW DO WE ENGAGE WITH

OURPEOPLE?

« TheBoard EngagementGuild,
made up of ouremployees from

MATERIAL ISSUES
e Data privacy and security

o Employee wellbeing,
engagementandsafety

° Investmentin talent

across the business, engages
withthe Board (without
management present).

« Regularemployee
engagementsurveys.

- Biannualall-employee
conferences,andregular
virtualbusiness updates.

- Openwellbeing forums.

- Healthandsafety assessments.

- Independentwhistleblowing
service.

WHAT ACTIONS DID WE TAKE?

- Inclusive Leadership
Programme and Diverse Talent
Accelerator, focusedon
developing diverse talent
across the business.

- Ongoingreview andrefresh
of annualemployee benefits.

« Benchmarking of salary and
benefitsinline with the market.

« Continuing withannual Save
AsYouEarnshare scheme and
One Auto Trader Share Award.

- Financialwellbeing education
with externalleading specialist.

- LaunchofanewPeople
Manager Hub providing a toolkit
andresources formanagers
across the business.

@ Diversity andinclusion
@ Ethicsandintegrity
@ Remuneration
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Section172(1) statement continued

MATERIAL ISSUES

G The environment

e Our people & communities

02 -72
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e Ourgovernance & compliance

Partners & suppliers Community & environment

B@ Investors /UH 03 Highlights of the year
il

&

04 Chair's statement

WHY ARE OUR PARTNERS AND HOW DO WE ENGAGE WITH OUR
SUPPLIERS IMPORTANT TO US? PARTNERS AND SUPPLIERS?
We rely onoursuppliers and « Maintaining regularengagement

WHY AREOURCOMMUNITYANDOUR - We sharedataandinsightswith
ENVIRONMENT IMPORTANT TO US? industry bodies and Government
We aimtohave anet positiveimpact departments to shape policies

WHY ARE OURINVESTORS « Comprehensive investor
IMPORTANT TO US? relations programme.
Maintaininganongoing, transparent  « AnnualReport, AGM, corporate

05 CEO'sstatement

onthe planet while mitigating the that promote the mass adoption
effects of climate change onour of electric vehicles.
business. We strive to strengthen

dialogue with currentand potential website andregulatory news
investors fosters confidence, announcements.
resultingin continued access to - Ongoingdialogue with proxy

partners for technology with suppliers and partners at
infrastructure, supply of vehicle the appropriate levels.
and financing data, and the - Implementing structured

08 Market overview

WHAT ACTIONS DID WE TAKE?

I capitalthatenablesustoinvestinthe advisors and other agencies.
- TheCorporate Responsibility

fulfilment of some of our procurement processes to communities and create positive

revenue-generating products.
Building trusted partnerships
allowsus to collaborate more
effectively and consistently
todeliver the highest-quality
products andservices.

WHAT MATTERS TO OUR

PARTNERS AND SUPPLIERS?

« Collaboratingoninnovative
solutions.

- Creating shared opportunities
toincrease revenue and
generate additionalincome
streams.

« Fairtrading practicesand
clearterms and conditions.

« Buildinglong-term trusted
relationships.

MATERIAL ISSUES

o Productinnovation

@ Responsible supply chain
@ Ethics andintegrity

onboardnew suppliers and
regular check-ins for
familiarisation, updates and
building ongoingrelationships.

- Establishing ways of working
with new suppliersand partners
and providing feedback
throughoutongoing projects.

- Fosteringanopendialogue for
collaborative relationships and
creating opportunities for
sharedlearning.

WHAT ACTIONS DID WE TAKE?

- Regularly monitoring and
reviewing financial health
and operating resilience.

- Reportingonthetime taken
to pay suppliers within agreed
paymentterms.

- Applyingour Ethical
Procurement Policy to take a
holisticview based on cultural
alignmentwhenselecting
which suppliersand partners
we want to work with.

socialand environmental outcomes.

WHAT MATTERS TO OUR
COMMUNITY AND OUR
ENVIRONMENT?

Energy consumptionand
carbonemissions.

Transitioning to electric vehicles.
Supporting localcommunitiesin
which we operate and beyond.
Other Environmental, Socialand
Governance (‘ESG’) factors.

HOW DO WE ENGAGEWITH
OURCOMMUNITY AND
OURENVIRONMENT?

Employee networks oversee our
charitableinitiatives, including
the Auto Trader Community Fund
and our sustainability strategy.
We supportorganisations such
as Manchester Digital, Forever
Manchester and the Automotive
30%Club, aswellaslocalschools
and colleges through our STEM
ambassador programme.

MATERIAL ISSUES

ﬂ Climate

o Making adifference to ourlocalcommunities andindustries

@ Diversity andinclusion

21
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Committee holds the business
accountable forits culturalKPls.
Continued Carbon Literacy
training forallemployees.
Funding for the first Carbon
Literacy® Toolkit for the digital
&techindustriesin Manchester.
The Environmental Strategy
working group leads our carbon
reduction plansandreportsin
line with the TCFD framework.
Regular consumerresearch and
user testing tounderstand what
informationis most helpfulwhen
buying anelectricvehicle.
Charitable donations of £476k.
606 volunteering days.

Auto Trader Community Funds
aimtodeliver financial support
tolocalcommunity groups. We
operate fourdifferent fundsto
supportgrassroot community
organisations.

Partnered with organisations
such asthe 10,000 BlackInterns
and Community Computers.

long-termsuccess of the business.

WHAT MATTERS TO OUR
INVESTORS?
- Financialperformance, witha

balanced and fairrepresentation

of currentfinancialresultsand

future prospects.

Share price performance and

overallreturns.

Equitable remuneration

practices forboth executives

andemployees.

« Adherencetohighgovernance
standards.

« Acontinued commitmentto
environmentalandsocialissues.

HOW DO WE ENGAGE WITH
OURINVESTORS?

- Open,honestandbalanced
communicationaccessible
toallshareholders.

Private shareholders are

encouraged to contact the Board

throughir@autotrader.co.uk.

MATERIAL ISSUES
o Productinnovation
@ Digitalinfrastructure

@ Responsible taxstrategy
and totaltax contribution

« The Chairandthe Chairof the
Remuneration Committee
maintain contactand
correspondence withinvestors
throughout theyear.
Governance-related meetings
attended by the Chairor

another Non-Executive Director.

Feedbackregularly givento
the Board.
Relevantindustry-related data
andinternally produced market
reports shared with analysts.

WHAT ACTIONS DID WE TAKE?

« Continuing with our capital
policy and share buyback
programme.

« Interimand finaldividends paid.

- Extendedourdebtfacility.

- Continuing successionplanning
toensure the Boardremains
independent.

Maintaining anongoing
commitmenttoenhancing the
transparency andrelevance
of ourinformation.

@ Corporate governance
@ Ethicsandintegrity
@ Remuneration
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Key performance indicators

Measuring
our performance

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

OUR STRATEGIC PRIORITIES

® Marketplace

Platform
O Digitalretailing

@ Working responsibly

OURPRINCIPAL RISKS AND UNCERTAINTIES

1. Macrorisks

. Automotive economy, market and
business environment

. Legalandregulatory compliance

. Competition

. ITsystems and cyber security

. Employees

. Brand andreputation

. Failure toinnovate: disruptive technologies
and changing consumer behaviours

9. Climatechange

10. Reliance on third parties and partners

N

0 NO U AW

1-10. All principalrisks could impact this KPI

1. Averagerevenue perretailer (‘ARPR’)is calculated by
taking the average monthly revenue generated from

retailer customers and dividing by the average monthly

number of retailer forecourts who subscribe to an
Auto Trader advertising package.

FINANCIAL

STRATEGIC REPORT

GOVERNANCE

FINANCIAL STATEMENTS

Revenue 0 (©O)

£m
570.9
500.2
2025 PROGRESS LINK TO RISKS
(o) 1-10
+5%
PROGRESS

Grouprevenueincreased 5%year-on-year. Auto Trader
revenueincreasedto £564.8m,up 7% whencompared
tothe prioryear. Trade revenue, which comprises
revenue from Retailer,Home Trader and other smaller
revenue streams, increased by 7% to £509.1m.
Autoramarevenue was £36.3m, with vehicle and
accessory sales contributing £26.1m,and commission
and ancillary revenue contributing £10.2m.

Linked toremuneration? Yes

Basic EPS 0 @ ®

Pence pershare

28.15
25.01
2025 PROGRESS LINK TO RISKS
o 1-10
+12%
PROGRESS

BasicEPSincreased by 12%year-on-year, 2% more
thantheincreaseinnetincome. We purchased
and cancelled 22.5millionshares during the year,
resultingin the average number of sharesinissue
declining 2%.

Linked toremuneration? Yes

Average revenue per retailer’ (@ @)
(‘ARPR’) £ per month

2,721
2,437
2025 PROGRESS LINK TO RISKS
(o) 1-10
+5%
PROGRESS

ARPRgrew £133inthe yearto £2,854, driven by our
productand pricing levers. Our annual product
and pricing event saw like-for-like price increases,
alongside additional products beingincludedin
retailers’ packages. Stock was marginally negative
intheyear.

Linked toremuneration? No

Cash generated from operations (@ O
£m

379.0
327.4
2025 PROGRESS LINK TO RISKS
(o) 1-10
+5%
PROGRESS

Cashgenerated fromoperationsincreased 5%,
largely driven by theincreasesin Group operating
profit. £275.7mwas returned to shareholders
through £187.3m of share buybacks and dividends
of £88.4m.

Linked toremuneration? No

Auto Trader Group plc AnnualReportand Financial Statements 2025

Operating profit O O
£m

2024 Margin 61% 348.7

2023 Margin55% 277.6
2025 PROGRESS LINK TO RISKS

(o) 1-10

+8%
PROGRESS

Group operating profitincreased by 8% to £376.8m,
reflecting theincreaseinrevenue, the £8.2m
reductionin Group central costs,and reduced
losses of £4.3min Autorama. Operating profitin
the core Auto Trader business was £394.0m, up
4% on lastyear. Group operating profit margin
increasedto 63%.

Linked toremuneration? Yes
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Key performance indicators continued

OUR STRATEGIC PRIORITIES

® Marketplace

@ Platform
O Digitalretailing
@ Working responsibly

OURPRINCIPAL RISKS AND UNCERTAINTIES

Macrorisks

. Automotive economy, market and
business environment

. Legalandregulatory compliance

. Competition

. ITsystems and cyber security

. Employees

. Brand andreputation

. Failure toinnovate: disruptive technologies
and changing consumer behaviours

9. Climatechange

10. Reliance on third parties and partners

N o=

0 NO U AW

1-10. All principalrisks could impact this KPI

. Asmeasuredinternally by Snowplow.

. Weuse Comscore foracomparison to competitors.

. The average number of retailer forecourts per month
thatsubscribe to an Auto Trader advertising package.

. Full-time equivalentemployees (‘FTEs’), whichincludes
contractors, are measured on the basis of the number
of hours worked by full-time employees, with part-time
employeesincluded onapro-ratabasis. Number of
FTEsisreportedinternally each calendar month; the
full-yearnumberis the average of those 12 periods.

. The average number of physical cars (either new or used)
that are advertised on autotrader.co.uk per month.

OPERATIONAL

Cross platform visits' o
Monthly average visits spentacross all platforms

77.5m
69.6m
2025 PROGRESS LINK TO RISKS
o 2,4,7,8
+5%
PROGRESS

Average monthly cross platformvisitsincreased
by 5% to 81.6 million per month (2024: 77.5 million).
Continued highlevels of demand fromcar buyers,
despite continued economic uncertainty,
underpinned strong visitnumbers across the year.

Linked toremuneration? No

Number of full-time equivalent (@ @ @18
employees (‘FTEs’)*
Average number (including contractors)

1,233
1,160
2025 PROGRESS LINK TO RISKS
(o) 6
+5%
PROGRESS

The continuedinvestmentin people to support
the growth of the business hasresultedin FTEs
increasing by 3% year-on-year to1,267(2024:1,233).

Linked toremuneration? No
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Cross platform minutes'? g Number of retailer forecourts® (@ @ O

Monthly average minutes spentacross all platforms

553m
514m
2025 PROGRESS LINK TO RISKS
0 2,4,7,8
+1%
PROGRESS

Engagement, measured by total minutes spent
onsite,increased by 1% to an average of 557 million
permonth (2024: 553 million). We account for over
75%of allminutes spent on automotive classified
sitesand were 10x larger than our nearest
classified competitor.

Linked toremuneration? No

Live car stock®
Average number per month

°®0

445,000
437,000
2025 PROGRESS LINK TO RISKS
0 2,4,7,8
+1%
PROGRESS

Totallive stock onsiteincreased by 1% to an average
0f 449,000 cars (2024: 445,000). New car stock
remained flat at an average of 20,000 (2024:
20,000). Used car live stockincreased to 429,000
(2024:426,000),driven by anincreasein the volume
of private listings.

Linked toremuneration? No
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Average number per month

13,783
13,913
2025 PROGRESS LINK TO RISKS
o 2,4,7,8
+2%
PROGRESS

The average number of retailer forecourts
advertising on our platformincreased 2% to
14,013 (2024:13,783).

Linked toremuneration? No
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Key performance indicators continued

OUR STRATEGIC PRIORITIES

® Marketplace

Platform
O Digitalretailing
@ Working responsibly

OURPRINCIPAL RISKS AND UNCERTAINTIES

Macrorisks

. Automotive economy, market and
business environment

. Legalandregulatory compliance

. Competition

. ITsystems and cyber security

. Employees

. Brand andreputation

. Failure toinnovate: disruptive technologies
and changing consumer behaviours

9. Climatechange

10. Reliance on third parties and partners

N o=

0 NO U AW

1-10. All principalrisks could impact this KPI

. Basedonanall-employee surveyin April 2025 asking
peopletorate the statement “l am proud to work for
Auto Trader”.

. Weinclude those who have chosen not to specify their
ethnicityinthe calculation.

. Aleadership positionis defined as the Auto Trader
Leadership Team (‘ALT’) andits directreports excluding
those with senior and principaljob titlesin Product & Tech.

. The totalamount of CO, emissionsincludes Scopes1, 2
and 3acrossallrelevant categories.

ThisKPIhas beensubjecttolimited assurance - see
plc.autotrader.co.uk/esg/policies-reports foracopy
of thereportand methodology.

CULTURAL

Employee engagement’ o O @

% of employeeswho are proud towork at Auto Trader

97%
9%

2025 PROGRESS LINK TO RISKS

-6%

PROGRESS

We are pleased that we have beenable to
maintain high levels of engagement from
employees, with 91% (2024: 97%) of employees
saying they are proud to work for Auto Trader.
Results have dropped due to an usually high
measure in 2024 following the announcement
of the One Auto Trader share scheme.

Linked toremuneration? No

Ethnically diverse representation @
as a % of total staff24
% as at Marcheachyear

17%

15%

2025 PROGRESS LINK TO RISKS
2 o/ 6’ 7
I (o]
PROGRESS

Overthe pasti2 months we have increased

the percentage of our employees who define
themselves as ethnically diverse to19% (2024:17%).
Of the 1,194 people who disclose their ethnicity
when asked, 246 are ethnically diverse. There
were 96 employees (7%) who have not disclosed
their ethnicity or opted nottodo so.

Linked toremuneration? Yes

%asat Marcheachyear

44%
43%

2025 PROGRESS LINK TO RISKS

0%

PROGRESS

We are committed to having arepresentative
workforce across alllevels of our business and
recognise theimportance of gender diversity.
Over the past12 months, the percentage of our
employees who are womenremained at44%
(2024:44%). We remain committed toimproving
genderdiversity across our organisation.

Linked toremuneration? Yes

Ethnically diverse representation @
as a % of leadership?32
% as at March eachyear

6%

8%
2025 PROGRESS LINK TO RISKS
0 6,7
+4%
PROGRESS

The percentage of ethnically diverse employeesin
leadershiprolesincreasedinthe yearto10%(2024:
6%). Of the 104 peopleinleadership positions who
define their ethnicity when asked, 11 are ethnically
diverse. Itisworthnoting thatin the year we
increased the size of our Leadership Team, which
hasimpacted this metric.

Linked toremuneration? Yes
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Women as a % of total staff4 @ Women as a % of leadership4 @

%asat Marcheachyear

42%
40%
2025 PROGRESS LINK TO RISKS
o 6,7
+1%
PROGRESS

The percentage of employees who are womenin
leadershiprolesincreased to 43%(2024: 42%). Of
the 1l peopleinleadership positions who define
theirgender when asked, 48 are women. We have
well established development programmes to
increase our representation across all levels of
the organisation.

Linked toremuneration? Yes

Total CO, emissions* @
Tonnes of carbon dioxide equivalent

98,941
69,492
2025 PROGRESS LINK TO RISKS
(o) 3,9,10
-6%
PROGRESS

GHG emissions during the year totalled 93.2k
tonnes of CO, across Scopes1,2and 3 (March 2024:
98.9k tonnes). Most of our CO, emissions are Scope
3, attributable to both our suppliers and the
emissionsrelated to the smallnumber of vehicles
sold by Autorama that pass through the balance
sheet. Emissionsrelating to Auto Trader totalled
9.9k tonnes, with 83.3k tonnesrelating to Autorama.

Linked toremuneration? Yes
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Non-financial and sustainability information statement

STRATEGIC REPORT

GOVERNANCE

The table below sets out where stakeholders can find further non-financial and sustainability information.

NON-FINANCIAL RISK

ENVIRONMENTAL

POLICIES AND PROCEDURES

Environmental Policy

WHERE TO READ MORE WITHIN
THIS ANNUAL REPORT

S

Moreinformationonourimpactonthe
environment canbe foundin the Environment
section, pages 33 to 50, which also sets out
ourstatutory carbonemissions and energy
data (page 49)

EMPLOYEE GUILDS, NETWORKS

AND WORKING GROUPS

S

Environmental Strategy working group

+ Sustainability Network

OURPEOPLE « Whistleblowing Policy Diversity andinclusion: pages 53 to 57 « Stakeholderengagement
Equality & Diversity Policy Section172(1) statement: pages18to 21 Board Engagement Guild
Inclusive Recruitment Ethnicity Network
Disability Confidentleader « Women's Network
Health & safety LGBT+Network
HR policiesincluding adoption leave, Parents’ Network
parentalleave, flexible working Disability & Neurodiversity Network
- GenderPayGapreports - Social Mobility Network
« CareerKickstart Network
« Wellbeing Guild
SOCIALAND Ethical Procurement Policy Diversity andinclusion: pages 53to 57 + Make aDifference Guild
COMMUNITY « Customer Charter - Theenvironment: pages33to 50 Parents’ Network

- Volunteeringdays

Environmental Policy

Disability & Neurodiversity Network

- Social Mobility Network
« Wellbeing Guild

HUMAN RIGHTS

- ModernSlavery Policy

Data Privacy Policy
DataRetentionand Destruction Policy
Data Handling and Data Quality Policy

« Governance & compliance: pages 58to 61

ANTI-BRIBERY AND
ANTI-CORRUPTION

« Anti-bribery, Gifts and Hospitality Policy
+ Whistleblowing Policy

- Governance &compliance: pages 58 to 61

BUSINESS MODEL

How we create value: page 12

PRINCIPAL RISKS

Principalrisks and uncertainties: pages 65to 72

NON-FINANCIAL
KEY PERFORMANCE
INDICATORS

Please note, certain Group policies are not published externally.

- Operationaland culturalKPIs: pages 22 to 24
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Financial review

Jamie Warner
Chief Financial
Officer

Group revenue
(2024: £571m)

“We have achieved
double digit growth

in basic earnings per
share, demonstrating
our consistent approach
to capital allocation.”

STRATEGIC REPORT

GROUP RESULTS

2025 2024 Change

£m £m %

Revenue 6011 570.9 5%
Operating costs (227.9) (225.0) (1%)
Share of profit from
jointventures 3.6 2.8 29%
Group operating profit  376.8 348.7 8%
Group operating profit
margin 63% 61% 2%pts

Grouprevenueincreased by 5% to £601.1m (2024:

Group centralcosts comprise anamortisation
charge of £12.9m (2024: £10.0m) relating to the
Autoramaintangible assets acquired,and,in

the prior period, there was an £11.im charge for
theremaining deferred considerationrelating

to the acquisition of Autorama. Theincreased
amortisation charge is due to the Vanarama
brand’'susefuleconomiclife beingreduced to
five years fromacquisition, following accelerated
integration between Auto Trader and Autorama.
This change took effectin October 2023. Group
centralcostsare expected tobe £13.1min financial
year2026.

GOVERNANCE

£570.9m) driven by Auto Trader revenue which 2‘;2; 2052; Ch“"g;j
increased by 7%to £564.8m (2024: £529.7m) with - -
Autorama contributing £36.3m (2024: £41.2m). Operating profit 376.8 348.7 8%
Group operating profit grew by 8% to £376.8m Add back:
(2024:£348.7m). Depreciation &
Auto Trader operating profitincreased by 4% amortisation 20:7 18.3 13%
t0£394.0m (2024: £378.6m), which included Share of profit from
£3.6m share of profit fromjoint ventures jointventures (3.6) (2.8) 29%
(2024:£2.8m). Autorama had an operating Autorama deferred
loss of £4.3m (2024: £8.8m). consideration - 1.1 (100%)
Adjusted EBITDA 3939 375.3 5%
2025 2024 Change
£m £m %
Auto Trader 394.0 378.6 4%  Adjustedearnings beforeinterest, taxation,
Autorama (4.3) (8.8) 519 depreciationand amortisation, share of profit
Group central costs fromjointvgntgres and Autorama deferred
_ relating to Autorama con5|derot!on mpreosed by 5% 10 £393.9m (2024
s 375.3m). This adjusted measure of EBITDA,and a
acquisition (12.9) (21.1) 39% . . .
similar adjusted measure of earnings per share,
Group operating profit 376.8 348.7 8%  arecalculated to show the financial measures
before the effect of acquisitionrelated expenses.
Group profitbefore taxincreased by 9% to
£375.7m (2024: £345.2m). Cash generated
from operations was £399.7m (2024: £379.0m).
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AUTO TRADER RESULTS

Revenueincreasedto £564.8m (2024: £529.7m),
up 7%when compared to the prioryear. Trade
revenue, which comprises revenue from Retailer,
Home Trader and other smaller revenue streams,
increased by 7% to £509.1m (2024: £475.7m).

2025 2024 Change

£m £m %

Retailer 480.0 450.0 7%

Home Trader 16.1 13.4 20%

Other 13.0 12.3 6%

Trade 509.1 4757 7%

Consumer Services 42.4 39.6 7%
Manufacturer &

Agency 13.3 14.4 (8%)

Auto Traderrevenue 564.8 529.7 7%

Retailerrevenueincreased by 7%to £480.0m
(2024: £450.0m). The average number of retailer
forecourts advertising on our platformincreased
by 2%t0 14,013 (2024:13,783).

Averagerevenue perretailer (‘ARPR’) per month
increased by 5%t0 £2,854(2024: £2,721). The ARPR
growth was driven by the product and price
levers, with asmallnegative contribution from
the stocklever.

+ Price: Our price lever contributed growth of
£78(2024: £114) to total ARPR as we delivered
ourannual pricing event for allcustomers on
1April 2024, whichincluded additional products
alongside a like-for-like price increase.
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Financial review continued

« Stock: Ourstocklever negativelyimpacted
ARPR by £22,compared to apositive
contribution of £34inthe prioryear. Thiswas
drivenby areductionin the average number
of retailer paid stock units, as aresult of an
accelerated speed of sale which meant more
vehicles were sold through aslightly lower
number of advertising slots. The average
number of live cars advertised on Auto Trader
increased by 1%t0 449,000 (2024: 445,000)
withnew car stock consistentatanaverage
0f 20,000 (2024:20,000). Average underlying
used carstockalsoincreased marginallyin
theyearto 429,000 (2024: 426,000),driven by
anincreasein the volume of private listings
which donotimpact the stock lever.

- Product: Our product lever contributed £77
(2024: £136) to total ARPR. This growthis mainly
attributable to the Trended Valuations and
enhanced Retail Check products, which were
includedinretailer packages aspartof the
annual pricing and product eventin April 2024.
New Car has also contributed positively due
toanincreased number of paying retailers.

Home Traderrevenueincreased by 20% to £16.1m
(2024: £13.4m). Otherrevenue increased by 6% to
£13.0m (2024: £12.3m).

Consumer Servicesrevenue (comprising Private
and Motoring Services revenue) increased by
7%intheyearto £42.4m (2024: £39.6m). Private
revenue, whichislargely generated from
individual sellers who pay to advertise their
vehicle onthe Auto Trader marketplace, was
unchanged at£26.6m (2024: £26.6m). Motoring
Servicesrevenueincreased22%to £15.8m

(2024: £13.0m), driven by increasedrevenue
fromour finance partners.

Revenue from Manufacturer and Agency
customersdecreased 8%to £13.3m (2024: £14.4m),
with much of the decrease being due to foregone
revenue for certain platform servicesinexchange
fordata.

STRATEGIC REPORT

Totalcostsincreased13%to £174.4m (2024: £153.9m).

2025 2024 Change

£m £m %

People costs 92.8 81.5 14%

Marketing 24.6 22.3 10%

Other costs 40.5 44.2 (8%)
Depreciation &

amortisation 6.3 5.9 7%

Digital Services Tax 10.2 - -

Auto Trader costs 174.4 1539 13%

People costsincreased by 14%to £92.8m (2024:
£81.5m). Theincrease in people costs was mainly
due toanincreasein the average number of
full-time equivalentemployees ('FTEs’) to 1,140
(2024:1,060) as we continue toinvestin people to
support the growth of the business. Underlying
salary costs also contributed, as we continue to
attractandretain the best digital talent. Within
people costs, share-based payments were
£11.3m (2024: £8.2m), increasing 41% due to the
vesting of our all-employee share schemes.

The firstaward was grantedin November 2023
andthe second award was granted in November
2024. With a further award granted each
November, share-based payments are expected
tobec.£14-15min financialyear 2026.

Marketing expenditureincreased10%to £24.6m
(2024:£22.3m).

Other costs, whichinclude data services,
property-related costs and other overheads,
decreased by 8%to £40.5m (2024: £44.2m).

The year-on-yeardecrease was primarily due to
reduced legal & professional costs andincreased
research and development expenditure credits
('RDEC’). Depreciation and amortisation
increased by 7%to £6.3m (2024: £5.9m).

We recently announced that we are moving our
head office within Manchester from the beginning
of 2026. The fit-out of the new premises has
substantively commenced and the Group has
incurred costs of £2.6min 2025 andis committed
toincurring further capitalexpenditure of ¢.£20m
in2026. Total Auto Trader depreciation and
amortisationis expectedtobe £8.9min financial
year2026 and £9.4min financialyear 2027.

GOVERNANCE

2025 2024 Change
£m £m %

Revenue 564.8 529.7 7%
Operating costs (174.4) (153.9) (13%)
Share of profit from
jointventures 3.6 2.8 29%
Auto Trader
operating profit 394.0 378.6 4%
Auto Trader operating
profitmargin 70% 71% (1%) pts

The Group's share of profit from ourjointventure,
Dealer Auction,increased 29%to £3.6m (2024:
£2.8m). Thisincrease was driven by a higher
volume of vehicle transactions.

FINANCIAL STATEMENTS

Totaldeliveries amounted to 6,268 units (2024:
7,847),which comprised 2,124 cars (2024: 2,646),
3,498 vans (2024: 4,616) and 646 pickups (2024:
585). Average commission and ancillary revenue
perunitdelivered was £1,627 (2024: £1,631).

2025 2024 Change

£m £m %

Costof goodssold 26.2 28.2 (7%)

People costs 7.4 10.9 (32%)

Marketing 2.7 4.0 (33%)

Othercosts 2.8 4.5 (38%)
Depreciation &

amortisation 1.5 2.4 (38%)

Autorama costs 40.6 50.0 (19%)

The Autorama business delivered ¢.900 (2024:
¢.1,200) vehicles which were temporarily taken
onbalance sheetinthe yearto 31 March 2025.
Thisrepresented14%(2024:15%) of total vehicles
deliveredinthe period. The cost of these
vehicles was taken through cost of goods sold,
with the corresponding revenue in vehicle and
accessory sales.

People costs of £7.4m (2024: £10.9m) related to

AUTORAMA RESULTS the 127 FTEs (2024:173) employed on average
2025 2024 change  throughtheyear. Marketinginthe yearwas
£ £m % £2.7m(2024:£4.0m). Other costs of £2.8m (2024:
Vehicle & Accessory £4.5m)include IT services, property costs,and
Sales 26.1 28.4 (8%)  otheroverheads. Depreciation and amortisation
commission & totalled £1.5m (2024: £2.4m).
Ancillary 10.2 12.8 (20%)
2025 2024 Change

Autoramarevenue 36.3 41.2 (12%) £m £m %

Revenue 36.3 41.2 (12%)
Autoramarevenue was £36.3m (2024: £41.2m), with Operating costs (40.6) (50.0) 19%
vehicle and accessory sales contributing £26.1m Autorama
(2024: £28.4m), and commission and ancillary operating loss (4.3) (8.8) 51%

revenue contributing £10.2m (2024: £12.8m).
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Financial review continued

GROUP NET FINANCE COSTS

Group netfinance costs decreased to £1.1m (2024
£3.5m). Interest costs onthe Group's Syndicated
Revolving Credit Facility ('Syndicated RCF’)
totalled £1.1m (2024: £3.0m) with the year-on-year
decrease due tolower borrowing during the year.

At 31 March 2025, the Group had drawn £nil of its
available facility (3t March 2024: £30.0m). Other
finance costs comprised amortisation of debt
issue costs of £0.5m (2024: £0.6m), vehicle
stocking loaninterest of £0.3m (2024: £0.3m) and
interest costsrelating to leases of £0.1m (2024
£0.1m). Thiswas offset by interestreceivable on
cashand cash equivalents of £0.9m (2024: £0.5m).

EXTENSION OF SYNDICATED RCF COMMITMENTS
On1February 2025, the Group extended the

term of its Syndicated RCF to February 2030 by
exercising the remaining one-year extension
option, incurring £0.3m of transaction costs.
Until February 2029 the available facility is £200m,
reducing to £165m thereafter,due to one lender
notparticipatingin the second extension option.
Thereisnochangetotheinterestrate payable
andthereisnorequirementto settle allor part of
the debtearlier thanthe termination dates stated.

TAXATION

Group profitbefore taxationincreased by 9% to
£375.7m (2024: £345.2m). The Group taxcharge
of £93.1m (2024: £88.3m) represents an effective
taxrate of 25% (2024: 26%), whichisinline with the
standard rate of UK corporation tax.

The Group has exceeded the threshold for
in-scope revenue for UK Digital Services Tax (‘UK
DST')infinancialyear2025. Thishasresultedinan
operating expense of £10.2min the period, which
we expecttoberecurringand togrowinline with
revenue. We had previously commented that
the UK Government continues to work towards
implementing a global two-pillar tax solution
addressing the tax challenges arising fromthe
digitalisation of the economy. The recently
announced US trade dealhasnotimpacted UK
DST. We will continue to monitor the progress

of any changesto the application of UK DST.

STRATEGIC REPORT

EARNINGS PER SHARE

Basicearnings pershareincreased by 12%to 31.66
pence (2024:28.15 pence) based on a weighted
average number of ordinary sharesinissue of
892.4 million (2024: 912.6 million). Diluted earnings
pershare of 31.56 pence (2024: 28.07 pence) also
increased by12%, based on 895.4 million shares
(2024: 915.3 million) which accounts for the
dilutive impact of outstanding share awards.

2025 2024 Change
£m £m %
Netincome 282.6 256.9 10%
Autorama deferred
consideration - 1.1 (100%)
Adjusted Netincome 282.6 268.0 5%
Adjusted earnings
pershare (pence) 31.66 29.37 8%

Adjusted earnings per share, before Autorama
deferred consideration, and net of the tax effect
inrespect of theseitems, increased by 8%to 31.66
pence (2024:29.37 pence).

CASH FLOW AND NET CASH

Cashgenerated fromoperationsincreased to
£399.7m (2024: £379.0m) predominantly due to
theincreasein operating profit. Corporation tax
paymentsincreased to £95.1m (2024: £91.5m).
Netcash generated from operating activities
was £304.6m (2024: £287.5m).

As at 31 March 2025, the Group had net cash of
£15.3m (31 March 2024: net bank debt of £11.3m),
anincrease of £26.6m. Atthe yearend, the Group
had drawn £nil of its Syndicated RCF (31 March
2024:£30.0m)and held cash and cash
equivalents of £15.3m (31 March 2024: £18.7m).

Leverage, defined astheratio of Netbank debt
to EBITDA (adjusted for the Autorama deferred
consideration), was 0.0 times (2024: 0.0 times)
andinterest paid was £1.2m (2024: £3.1m).

CAPITAL STRUCTURE AND DIVIDENDS

During the year, a total of 23.9 million shares (2024:
25.2 million) were purchased for a consideration
of £187.3m (2024: £169.9m) before transaction
costs of £0.9m (2024: £0.9m). A further £88.4m
(2024: £80.4m)was paidindividends, giving a
totalof £275.7m (2024: £250.3m) in cashreturned
toshareholders.

The Directors are recommending a final dividend
of 71pence per share. Subject toshareholders’
approval atthe Annual General Meeting ((AGM’)
on18 September 2025, the final dividend will be
paidon 26 September 2025 to shareholderson
theregister of members at the close of business
on 29 August 2025. The total dividend for the year
istherefore10.6 pence pershare (2024: 9.6 pence
pershare).

The Group's long-term capital allocation policy
remains consistent, focusing oninvestingin
the business to support growth while returning
approximately one third of netincome to
shareholders through dividends. Any surplus
cash following these activities willbe used to
continue our share buyback program.

GOING CONCERN

The Group generated significant cash from
operations during the year. At 31 March 2025
the Group had drawn £nil of its Syndicated RCF
and had cashbalances of £15.3m. The Group
has astrong balance sheet, flexibility regarding
the utilisation of cash, and a Syndicated RCF
committed until February 2030. Based onthese
factors and the current financial projections for
the next12 months, the Directors have concluded
thatitis appropriate to prepare the financial
statements on agoing concern basis.

28

Auto Trader Group plc AnnualReportand Financial Statements 2025

GOVERNANCE

FINANCIAL STATEMENTS

AUDIT TENDER

KPMG LLP were appointed as statutory auditor for
the financialyear ending 31 March 2017, following
acompetitive tender processin 2016. Inline with
the Large Companies Market Investigation Order
2014 we must conduct a competitive tender
process forour statutory auditengagement every
tenyearsorearlier.

To allow ample time for the selection process
and an orderly transition should there be a
change in auditor, the Group willcommence a
comprehensive and competitive tender process
during the upcoming year for the external audit
forthe financialyearending 31 March 2027.

The process will be led by the Chair of the Audit
Committee and supported by asteering group
who willmake arecommendation to the Board
onthe appointment or reappointment of the
statutory auditor (as applicable).

The audittender processis expected to conclude
before the end of this financialyear (FY26).
Anannouncement willbe made following the
selection of the preferred firm by the Board.

Jamie Warner
Chief Financial Officer
29 May 2025
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Working responsibly

Ensuring we make
a positive impact

Working responsibly is central to our purpose
and strategy. Our purpose is driven by our
commitment to doing the right thing, measuring
and reporting transparently and always acting

with integrity.

Our ESG strategy focuses on

the materialissues thathave

the greatestimpactonour
business whilst considering the
expectations of our stakeholders.
We alsorecognise that our
activities, and the way in which
we carry themout,impact well
beyond our financial performance
and so our ESG strategy considers
theimpactour decisions have
more widely onthe environment,
our people and society. Our

many ESG initiatives are focused
onensuring we do business
responsibly and, as the UK's
largest automotive platform,
thatwe play ourroleincreating
amore accessible, equitable

and sustainable future. Our ESG
strategy supports this purpose
overthelongterm.

Our trusted brand has been built
over more than40yearsand we
remain committed to being the
best place to find, buy and sell
vehiclesinthe UKon aplatform
thatenables data-drivendigital
retailing for our customers.

Inarapidly changing world, we
know that we will only succeed
asabusinessif we use our
technology, expertise and data
tohelp solve the challenges our
customers, our consumers and
ourindustries face. Thisinvolves
ensuring platformresilience
whilst remaining innovative and
changing how the UK shops for
vehicles by providing the best
online buying experience and
supporting all our retailers to do
more of the sales process online.

During the year we have continued
toensure thatESGisembeddedin
ourbusiness strategy. We use our
culturalKPlIs (see page 24) to help
us monitor and measure progress
and thisyear, we also undertook
afullrefresh of our materiality
assessment to consider what
ESGissues matter most to our
stakeholders and theimpact

of these on our business.

STRATEGIC REPORT
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Our ESG strategy is underpinned by
our purpose, Driving Change Together.
Responsibly.

We can play a positive role in making a difference

to our people, our communities, the industries we

operate in and the wider environment to create a
more accessible, equitable and sustainable future.

Our ESG

strategy
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Working responsibly continued
it 1 1 This year, we made meaningful progress across our
WO r kl n g re S p O n S I b ly to d rlve Environmental, Social and Governance (‘ESG’) priorities.
: . From reducing our carbon footprint to advancing diversity
SUStO I nO ble ESG |m pOCt and strengthening ethical governance, our actions reflect O 2 - 72
a deep commitment to responsible growth.
02 Ataglance

ENVIRONMENTAL SOCIAL GOVERNANCE 03 Highlights of the year

Digitalinclusion fund . 04 Charr
in partnership with N | ST air's statement

Forever Manchester 05 CEQ’s statement

Cyber Security
Lolunch of our Tev]\c/ Framework 08 Market overview
volunteering platrorm This framework helps
‘Matchable’

usidentify areas for 12 How we create value
improvementand seta

target state, complementing

i . 13 Strategic progress
<>OURPEOPLE&COMMUNITIESP51> ourexisting business and gicprog
cyber security operations

‘| 4 E 18 Section172(1) statement
I ENVIRONMENTAL 22 Key performonceindicotors
tonnes carbon

removals purchased Digitaland tech sector Automotive sectorimpact 25 Non-financialand
Carbon Literacy toolkit sustainability

launchedincollaboration SOCIAL . .
with Manchester 31 1 1 information statement
Digitaland The Carbon yeO rS

™ GOVERNANCE Literacy Project . . 26 Financialreview
organisations of our Make a
G D p R trained 29 Working responsibly
. 2 H man isk
Foundation 5’800 6 ow we manage ris

____;_‘ training to achieve

the International
Board for IT

65 Principalrisks
and uncertainties

people trained

Governance
qualification

C THEENVIRONMENT P33)
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Working responsibly continued

Governance
of our ESG

Driving Change Together.

02 -72

Responsibly
StrOtegy 02 Ataglance
AUTO TRADER GROUP PLC BOARD R e ] ]
. | svroTmaderorovp piososre 03 Highiightsof the vea
We have established our Corporate 2 Ighlig year

Responsibility Committee to sit
alongside our Audit, Remuneration

04 Chair's statement

and Nomination Committees. CORPORATE . 05 CEO's statement

REMUNERATION
RESPONSIBILITY COMMITTEE

COMMITTEE

W AUDIT NOMINATION
COMMITTEE COMMITTEE

. . A COMMITTEE
Whilst ESG-related topics are coveredinall

Committees, the Corporate Responsibility

- Externalauditors 08 Market overview

- Internalauditors
- Otherexternal
assurance

Committeeis aformal Committee of the Board
with the overarching goal of guiding and

12 How we create value

overseeing our corporate responsibility SUBSIDIARY BOARDS

initiatives and sustainability targets. The BOARD 13 Strategic progress
Committee plays acrucialrolein overseeing ENGAGEMENT
the progress towards fulfilling our ESG strategy GUILD f

18 Section172(1) statement

AUTO TRADER LEADERSHIP TEAM & SENIOR LEADERS

and ensuring that our targets and goals remain
ambitious andrealistic. Responsibility for putting

our ESG strategy into action spans across

. n : T 22 Key performance indicators
the business through specific functions and . .

through our individual guilds and networks,
which are empowered to drive change within
the organisation.

25 Non-financial and
sustainability
information statement

SECOND LINE FORUMS EMPLOYEE GUILDS
AND COMMITTEES SECOND LINEFUNCTIONS ENVIRONMENTAL STRATEGY & NETWORKS

« Riskmanagement Riskmanagement « Environmental Strategy + CareerKickstart Network

- Internalcontrol

« FCAcompliance

- GDPRcompliance

« Legalteam

- Procurement

- Cybersecurityteam

- Disasterrecovery steering

+ Internalcontrol

+ FCAcompliance

+ GDPRcompliance
+ Legalteam

- Procurement

+ Cybersecurity team

<> HOW WE MANAGE RISK P62> ( > GOVERNANCE OVERVIEW P74 >

31

working group
+ Sustainability Network

« Parents’ Network

+ Ethnicity Network

- LGBT+Network

- Disability & Neurodiversity

Network

« Make aDifference Guild
+ Women's Network

+ Wellbeing Guild

+ SocialMobility Network

< > REPORT OF THE CORPORATE RESPONSIBILITY COMMITTEE P92 >
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Working responsibly continued

STRATEGIC REPORT

Revising our materiality assessment

MATERIALITY APPROACH TOESG

Inorder toremain successfulinthe long term,an
understanding of our most material ESG topics
isessentialtoinform company strategy, targets
andreporting. Whenwe initiallyimplemented
our materiality assessmentin 2022, we agreed
torefreshitinfull every threeyears,and
therefore this year we undertook this exercise
toensure thatthe focus of our ESG strategy
remains aligned toissues that our stakeholders
deemmostimportant. We have taken a financial
materiality approach to our assessment,
considering the factors which may generate risks
oropportunities thathave asignificantinfluence
on future cash flows.

We identified 19 ESG factors of material
importance to our business and assessed
eachareaq, takinginto considerationrisks,
opportunities and potential financialimpact
onthe Group's cash flow before any mitigating
actions. To helpinform our assessment, we
sought feedback from our stakeholder groups
onwhich ESG factors they consider most
important with regards to Auto Trader.

The assessment thisyearidentified driving trust
and transparency; digitalinfrastructure and
cybersecurity; data privacy, ethics, integrity
and business conduct; customer satisfaction;
and compliance with legislation, regulation and
codes of practice as matters considered to be
of highimportance to both our stakeholders and
Auto Trader. In addition, diversity and inclusion;
workplace culture and employee engagement;
and health, safety and wellbeing were factors
with higherimportance to the Group.

High

Importance to our stakeholders

Moderate

Moderate

Want to know how we define each
materialissue? Head online:

1e)
0

Importance to the business

o ©
e.}?@

o
®

CQ plc.outotrader.co.uk/esg>

STEPS INOUR MATERIALITY ASSESSMENT

Identify alonglist of
sustainability topics and
categorise theminto E,Sand
G - definewhatthese mean
to Auto Trader

High

GOVERNANCE

OUR MATERIAL ESG ISSUES

THE ENVIRONMENT

o Reducing our environmentalimpact
o Biodiversity

OURPEOPLE & COMMUNITIES

© customersatisfaction

o Driving trustand transparency

© Diversity andinclusion

© communityimpact

° Human rights and labour practicesin our supply chain
© Investmentintalent

© Health, safety and wellbeing

@ Workplace culture and employee engagement

o Government affairs and lobbying

OUR GOVERNANCE & COMPLIANCE

@ Artificialintelligencein the digitalworkplace

@ Artificialintelligencein products

@ Doataprivacy

@ Digitalinfrastructure and cyber security

@ Ethics, integrity and business conduct

0 Compliance with legislation, regulations and codes of practice
@ Corporate governance

@ Riskmanagement

(2)

Consideration of risks and
opportunities and potential

financialimpact (high,
medium, low) specific to
Auto Trader

32

©

Engageinternaland
externalstakeholders
- gauge opinions on
issues amongstkey
stakeholder groups

Auto Trader Group plc AnnualReportand Financial Statements 2025

G

Produce a materiality
matrixand sense check this
against our purpose and
strategy toensure we are
focusedontherightareas

Review the results of steps
two and three to determine
theissues of importance
for our business and our
stakeholders

FINANCIAL STATEMENTS
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Working responsibly continued

STRATEGIC REPORT GOVERNANCE FINANCIAL STATEMENTS
AMBITION ACTION ' ACCOUNTABILITY

E
Ny
=

The environment

Our Climate Transition Plan -
a strategic roadmap to a
sustainable future.

Developing a climate resilient
strategy aligned to the UK’s
ambitious environmental targets
and which aims to minimise future
risks, capture opportunities and
protect our business from the
impact of climate change.

SUPPORTING THE UN SDGS MOST RELEVANT
TO OUR STRATEGY

We are pleased to publish our first Climate
Transition Plan (‘CTP’). Its aimis to outline our role
inthe transition to a net zero economy. We will
review our transition plan atleastevery three
yearsinline with the TPT recommendations,
and provide updates on our progress onan
annual basis.

OURSTRATEGIC
AMBITION

Transitioning
ouroperations
tonetzero

The UK has setitself ambitious targets to cut
greenhouse gas (‘GHG') emissions to net zero
by 2050. As aresponsible business Auto Trader
has arole toplayinreaching thisgoal. We are
committed toreachingnetzeroinourown
operations by 2040 - we recognise, however,
thatwe have asmallcarbon footprint, so we

focus equally on areas outside of our emissions
measure, including the industry and the cars
listed onour platform. We can help drive change
by using our capabilities and voice to contribute
to an economy-wide transition, supporting

the UK Government and the automotive and
technology industries.

OUR CLIMATE TRANSITION PLAN AT A GLANCE

OURNET ZERO TARGETS PARTNERING WITH OUR INDUSTRIES SUPPORTING OUR CONSUMERS

ACTION:
OURIMPLEMENTATION @
STRATEGY

ACTION:
OURENGAGEMENT
STRATEGY

ACCOUNTABILITY:
GOVERNANCE,
METRICS AND TARGETS

Our operations
and supply chain

Employees Suppliers

Strong
governance

33

community engagement

Government Industry

and peers

Science based
targets
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Transitioning Inform public Supporting Adaptour Increase
our supply chain policy and industry marketplace to information,
tonetzero regulation transformation make it easier coverage and
tonetzero forconsumers exposure of EVs
tosearchforEVs
UUD”
Our data and Our content,

product and services

Customers Consumers

Regular monitoring
and reporting
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7 STRATEGIC REPORT GOVERNANCE FINANCIAL STATEMENTS @

. q o Ve N/
Working responsibly continued AMBITION 1 ACTION | ACCOUNTABILITY

TAKING A STRATEGIC AND industries. We need to continue to impact. We use our breadth of expertise,
o, e ROUNDED APPROACH develop and adapt our business strategy dataand marketinsightto accelerate the O 2 — 7 2
Amb|t|0n Our strategy is ‘Putting the brakes toincorporate climateresilience. Reducing transitionto low carbon transport. Another
on carbon’, not only across our own theimpactour business hasonthe key partis sharing ourdata andinsights
Our strctegic ambitionis operations and supply chain, but also environmentisembeddedinto our wider with Government to help inform public
L . by using our capabilities and voice to business strategy of acting responsibly policy and regulation to support the mass 02 Ataglance
to mlmmlse ourimpacton influence the automotive and technology and we are committed to being anet zero adoption of electricvehicles.
the enV|.r0nment, thereby industries to support others in the business by 2040. Failure to deliver on our environmental 03 Highlights of the year
protectmg our business BremeNden o eIt e e e I As wellasreducing our own emissions, commitments could negatively impact our
from the impact of As the world transitions to alow carbon our strategy also focuses onraising brand as aresponsible business or result 04 Chair's statement
climate Change. economy, regulatory change and changes environmental awareness with both our inregulatory sanctions.
inconsumer behaviour willhave animpact customers and consumers, encouraging
onthe automotive and technology them toreduce their own environmental 05 CEO’s statement

08 Market overview

12 How we create value

By 2030 ‘ By 2040
\

‘ (from 2023 base year) (from 2023 base year) ‘ 13 Strategic progress

18 Section172(1) statement

50 % 46 . 2 % 9 O % 22 Key performance indicators

reductionin reductionin reductionin all emissions 25 Non-financial and
emissions we control emissions we influence (Scope1, Scope 2 sustainability
(Scopeland Scope 2) (Scope 3) & Scope 3) — information statement

26 Financialreview

29 Working responsibly

NET ZERO

As defined by the SBTi: Reduce emissions by at least 90% to reach net zero. Then, any

62 How we manage risk

remaining emissions (usually no greater than 10% of base year emissions) must be =" 65 Principalrisks
neutralised through carbon removals. Our 2040 targets to reduce all emissions by 90% ~ -, and uncertainties

have been fully validated by the SBTi.
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AMBITION 4 ACTION Y

Working responsibly continued ACCOUNTABILITY w

Putting
the brakes
on carbon

02 -72

02 Ataglance

03 Highlights of the year

Our strategic ambitionis

covered across three key focus 04 Chair's statement

areas, with robust governance

underpinning them: 05 CEO's statement

Our operations Partnering with our Supporting consumers

industries and influencing
the UK Government

08 Market overview

12 How we create value

Ouraimistoinfluence the Government,
and partner with and support the

Ouraimistobe netzero by 2040.
We willdo this by:

Ouraimisto supportconsumers to make

more environmentally friendly vehicle 13 Strategic progress

automotive and technology industries choices whichmeans we will focus on:

+ Embedding a culture of sustainability

toensure allemployees cancontribute

toournetzerogoals throughtheirroles.
+ Minimising the environmentalimpact

of our offices and company cars.

- Engaging with our suppliers and other

stakeholdersinourvalue chainto
supporttheminthe transitiontoa
low carboneconomy.

- Continuing toidentifyand

respond to climate related risks and
opportunities thatarise from the
transition to a low-GHG emissions,
climate-resilienteconomy.

intheir own transition towards alow
carboneconomy by:

+ Usingour breadth of expertise, data
and marketinsight to accelerate the
transitionto low carbon transport.

+ Sharing ourdataandinsights with
retailers, the broader automotive
industry and Governmentto helpinform
public policy and regulation to support
the mass adoption of electric vehicles.

+ Collaborating with the automotive and
technologyindustries to supporttheir
own sustainability journeys with our
partner, The Carbon Literacy Project.

Governance

- Normalising sustainable choices

through surfacing contentand
information on our site to grow
consumer confidence around
electricvehicles (‘EVs').

- Developingreviews and YouTube

videos that help to educate and
inform carbuyers about EVs.

- Promoting EVs as partof our wider

marketing activity, including our
monthly EV giveaway.

« Sharing 'The Facts’ about owning

andrunning an EV with consumers
viaowned and earned channels.

We have integrated climate governance into our existing governance processes and sought to embed responsibility for the risks
associated with climate change throughout our business, adopting a climate change focused mindset.
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Working responsibly continued

Reducing our
emissions

Carbon
Literacy (‘CL’)
training

Climate
contribution
planand
carbon
removals

2023

Baseline emissions
calculated

Near and long-term targets
approved by SBTi

2025 2027

AMBITION ‘

ACTION

%

ACCOUNTABILITY

\

2030 2035

Develop androll out engagement strategy with supply chain >

Monitor developments with the
SBTiframework tounderstand the
impactonour strategy and targets

to EVs or low emission
I

Reduce fleet of vehicles and switch >

Move to our new office >

Reduce volume of vehicles taken onbalance sheet

Platinum carbon
literate

Employee CL training embeddedin our 'Great Start’ programme
to ensure CL training across our employees continues

)

organisation
status achieved

Automotive CL toolkit

Continue toreachretailers and partners within the automotive industry with the >

Automotive CL
toolkitcreated
and launched

Move away from
carbon neutrality

Investin green community
projects and smallinvestment

incarbonremoval

Digital & TechCL
toolkit created

Supportthe roll out of the Digital & Tech CL toolkit

wereachournetzerotargets

Develop carbonremovalstrategy to ensure >

2040+

Startretirement of carbonremovalsinline with our net zero targets >

More significant purchases of carbon
removalsin line with our net zero targets

Auto Trader Group plc An_niJol-Report and Finangi
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Working responsibly continued

ADAPTING OUR MARKETPLACE

As anonline marketplace, our direct GHG
emissions are low incomparisonto other
industries. However, the automotive industry
holds akeyrolein tackling climate change and
thereispressure from consumers and Government
toreduceitsimpacton the environment. We can
influence positive societal change through our
content,and encourage positive climate action
amongst our audiences.

Auto Traderis uniquely positioned to accelerate
the transition towards a low-GHG emissions
and climate resilient economy. The transition to
alow-carbon economy requires us to evaluate
ouroperations and also adapt our marketplace
tomeetthe changing preferences of allcar
buyers. This means changing the way we

work, how we support our customers and our
consumers and how we partner with our wider
industries. We have the opportunity to do this
by positively supporting our customers and
audiences through our marketplace, our
content and by working with the automotive
industry and Government bodies to shape the
transition towards mass adoption of EVs.

See '‘Ourimplementation strategy’ and
‘Ourengagement strategy’ sections for
more detailon page 41and page 45.

CONSIDERING NATURE WITHIN OURPLAN
The Taskforce on Nature-related Financial
Disclosures ('TNFD’) has developed a set of
disclosure recommendations and guidance
thatencourage and enable businesses to
assess, reportand actontheirnature-related
dependencies,impacts, risks and opportunities.
Climate and nature areinherently connected
anditisimportant that we seek to understand
how nature-related risks could affect our
operations and financial performance. We are
attheveryearly stages of considering nature-
relatedrisks and anature-positive strategy,
with aview toreporting on thesein the futurein
line with the recommendations from the TNFD.

DEPENDENCIES

Achieving our strategic ambition and reaching
ournetzerotargets are bothdependenton
externalfactors. These have informed our
implementation and engagement strategies
and we will need to continually monitor these
as we work towards achieving our goals.

EXTERNAL FACTORS

Broad external
dependencies

Sector factors
Industry trends

AMBITION it

ACTION \| ACCOUNTABILITY

Value chain factors
Suppliers and customers

Government policy

Technology & innovation

Data quality

UK Government policies, new
decarbonisationreporting
requirements and regulation put
inplace togovernthe electric
vehicle transition and the UK's
netzerotarget.

Advancementsintechnology,

including hardware and software,

thatwillenable better outcomes.

Accurate dataonoperational
and supplier emissions, as well
asthe ability touse thistoreport
progress,and disclose externally.

Globaldecarbonisation

Consumer behaviour

Supplier commitments

Worldwide momentum towards
netzeroandtherequired
structuralchangeswhichare
impacted by avariety of factors,
suchastheimpactof geo-politics
ondecarbonisation.

Consumer opiniononclimate
change andthe effect thishason
their perceptions of the electric
vehicle transition.

Supplierscommitting to align
with our net zero ambition by
establishing theirownreduction
targets and transition plans.

Globaleconomy

Industry collaboration

Customer behaviour

How the globaleconomyimpacts
our customers, our sector and our
placeinitand what thismeans
forour ability to progress our
decarbonisationgoals.

Industry-wide collaboration,
including the sharing of best
practice, supplierreferrals and
consistency of messagingboth to
internal (employees) and external
(consumers) audiences.

37

Our customers’ attitudes to
decarbonisation, going above
and beyondthe electric vehicle
transition.

Auto Trader Group plc AnnualReportand Financial Statements 2025

RISK MANAGEMENT

The Boardis collectively responsible for
determining the nature and extent of the
principalrisks which mayimpact the business.
Ourriskmanagement framework, including

the processes foridentifying, assessing and
managingrisk, is described on pages 62 to 63
andthe Board recognises climate change as
one of Auto Trader’s principalrisks (see page 66).

Auto Trader plays animportantrole within the
UK automotive ecosystem and climate change
isacatalyst forunprecedented change within
ourindustry. This mainly relates to the transition
from ICE vehicles to Zero Emission Vehicles
('ZEVs') which could resultin significant changes
to automotive retail. We are working hard to
support the industry with this transition, from
providing content to help consumers ‘demystify’
EVs, tolobbying Governmenttoincentivise the
transition and sharing our data andinsights to
inform Government policy over EVs.

Internally, climate change also poses athreat
toourbusiness and to our supply chain, including
viaregulatory change. Itis therefore critical that
ourriskmanagement process considers climate
changeif we are tounderstanditsimpacts both
onour business and on the automotive industry
asawhole.

Our riskmanagement process approach

allows for the continualidentification and
assessment of climate related risks. We maintain
anenvironment/climate riskregister whichis
reviewedregularly by theriskregister owner,
their delegates and our risk management team.
Eachclimaterelatedriskis assigned anowner
and controls and/or mitigating actions are
recorded against eachrisk.
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Working responsibly continued

STRATEGIC REPORT

AMBITION

ASSESSING CLIMATE RELATED RISKS

AND OPPORTUNITIES

Inorder to protect our business fromthe
challenges of climate change, we must build
climateresilience into our business strategy by
identifying climate relatedrisks and opportunities.

Asanonline marketplace, we have arelatively
smallcarbon footprint and our business model
issustainablein alow carbon environment.
However, the automotive industry isintrinsically
linked with climate change and thereis pressure
from consumers and Government for the industry
toreduceitsimpactonthe environment. The
nature of the risks and opportunities that we
face dependsnotjustonthe physicalaspects

of climate change, butalso on transition risks.

These are driven by the trajectory of our
customers and consumersinresponding to
climate change and the regulations applied
tothe market we operatein.

Our climate related assessment of the risks
and opportunities posed by climate change
and how they mightimpact our business has
provided a firm foundation on which to build
our environmental strategy and resilience.
We considered the transitional and physical
climate risks and opportunities presented by
rising temperatures, climate related policy
and emerging technologies. We agreed the
methodology for assessing and quantifying
financialimpacts.

To ensure we understand the potentialimpact
of plausible future states, in accordance with the
TCFDrecommendations, we have used climate
scenarios to explore how potential climate risks
and opportunities could evolve and impact our
business over the short, medium and long term.
Ineach case, the likely impact on costs or
revenues wasreviewed. We have assessed

how therisks can be better managed, reduced
ormitigatedinline with the Group's risk
management framework and business strategy.
Therisksidentified during our analysis are more
likely to present themselvesin the medium or
longterm.

Hot house world (>2°C)

GOVERNANCE

FINANCIAL STATEMENTS

ACTION ACCOUNTABILITY

Having assessed and modelled therisks,
we believe that thereisnoimmediate
material financialrisk or threat to our
business model. The results of our
scenario analysis showed thatbased on
our strategic plans and capabilities, we
remain well positioned to mitigate the
risks and seize the opportunities related
toclimate change. Eventhough there
isuncertainty around the time horizon
over which climate risks willmaterialise,
stakeholder expectations and
regulatory attention could develop at
pace,impacting the rate at which the
business may need to cut carbon
emissions. We recognise that we will
need to keep abreast of future climate
change legislation as well as consumer
preferences and retailers’ ability to
adapt. However, we have a strong track
record of quickly evolving.

CLIMATE SCENARIOS:

Orderly transition (1.5°C)

- Assumes business asusual,some
climate policies areimplemented
butefforts are insufficient to halt
significant globalwarming

- Continuation of current projection
of carbon emissions withlittle orno
abatement or mitigation

Shortterm Mediumt

- Assumesclimate policies and
legislation areintroduced early to
limit climate change and become
gradually more stringent
Both physicaland transitionrisks
arerelatively subdued

IMPACT TIME HORIZONS, ALIGNED TO OUR BUSINESS

PLANNING CYCLE:

erm Longterm

0-5years 5-10years 10years+

38
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KEY TRANSITION RISKS:

Regulatory changes: Emissions regulations and
Government policies favouring EV adoption may
impact manufacturers’ production strategies
which willimpact supply and therefore stock
available to list on Auto Trader’s platform.

Supply chain disruptions: Dependency on
complex globalsupply chains exposes the
industry torisks related to geo-political tensions,
naturaldisasters, pandemics, tariffs and risks
delaying new cars entering the UK, which can
impactsupply forretailers and therefore impact
Auto Trader.

Consumer preferences: Changesinconsumer
preferences towards sustainable transportation
options and shared mobility services could
impact the desire to own a car outright,
challenging the number of new and used car
transactions made eachyear.

KEY PHYSICAL RISKS:

Extreme weather and climate related natural
disasters: Extreme weather couldimpact our
cloud providers which couldimpact platform
performance. We could also see customers’
ability to open their showrooms impacted,
whichrisks their ability to sell vehicles.

Resource scarcity: Shortages of critical
materials like rare earth metals and lithium
could disrupt production of electric vehicles
and their components, impacting supply of
the vehiclesinto the UK and available stock
on Auto Trader’s platform.

Geo-politicalinstability: Political unrest,

trade tensions, tariffs and sanctions can disrupt
international supply chains andincrease
production costs for automotive manufacturers,
whichrisks the amount of vehicles they’'llchoose
tosellinthe UK and therefore impacts

Auto Trader’s new car stock offering.

Navigating these risks will require adaptation,
innovation and strategic planning as well as
robustriskmanagement strategies and
contingency planning.
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: GOVERNANCE FINANCIAL STATEMENTS @
Working responsibly continued ACTION ACCOUNTABILITY
Climate related scenario analysis

02 -72

02 Ataglance

Impact Mitigation/response Financialimpact Inherentlikelihood

Minor @ Moderate @ Major

Shortterm Mediumterm Longterm

PHYSICAL RISK - Increased frequency/severity of extreme weather and climate related natural disasters 0-5years 5-10years 10+years 03 Highlights of the year
+ Officesclosed Alltechnologyinfrastructureis cloud based. Disaster recovery/business continuity >2°C Low .,

- Cloudinfrastructure providers planningin place, including tools and guidance to support our people inemergency 04 Chair’s statement

+ Customerscannotopen theirshowrooms situations. COVID-19 proved the sales process can be completed without physical 1.5°C

showrooms, plus development of digitalretailing willenable all retailers to compete
onourdigitalmarketplace.

05 CEO'sstatement

+ Weatherhas the potential to disrupt the supply chain We have experienced theimpact of disrupted supply chains as aresult of recent >2°C Low 08 Market overview
and limit vehicles entering the UK car parc external catastrophic and geo-politicalevents. These significant supply side
challenges have constrained new and used car transactions for much of the past four 1.5°C
years. However, our business hasremained healthy as market dynamics have adjusted 12 How we create value

and OEMs andretailerslearntto adapt their business models. We would anticipate

weatherrelated disruption to be more intermittentand comparatively less severe than

the disruption caused by recent events. 13 Strategic progress
+ Costs-increasedoperational costssuchas Inorder tohave asignificantimpact onour business, costs would need toincrease >2°C . . Medium 18 Section172(1) statement
heating/aircon, insurance, cloud costs significantly. We are continually reviewing our cost base such that anyincreases can
be managed. 1.5°C

22 Key performance indicators

TRANSITION RISK - Increased regulation relating to climate change

25 Non-financial and

+ Existing UKregulation banning the sale of newinternal We already closely monitor the implementation of policies related to our core business. >2°C . High A .
combustionengine ('ICE’) vehicles from 2035, with the We will continue to monitor policies with aview to identifying potential risks and SUStGInObIlIty
industry already working towards this milestone opportunities and related financialimpacts. We are already evolving our product 1.5°C information statement

offering and provision of information to support the effectiveness of EVs on our

marketplace and will continue to meet changing preferences of car buyers.

26 Financialreview

+ Increasedregulatory scrutiny andintroduction of new We have formed a Corporate Responsibility Committee to oversee our environmental >2°C Low
legislation couldresultinincreased reputationalrisk but strategy and commitments. We willreportin line with the TCFD recommendations and 29 \Worki ibl
alsoincreased compliance costs. Failure to deliver against  reportprogress towards our net zero ambitions against our science based targets. 1.5°C orking responsioty
our environmentalcommitments would undermine our
reputation asaresponsible business and may resultinloss 62 How we manage risk

of revenue, legalexposure or regulatory sanctions

65 Principalrisks
and uncertainties
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Working responsibly continued AMBITION ACTION ACCOUNTABILITY

Impact Mitigation/response

Financialimpact Inherentlikelihood

Minor @ Moderate @ Major

TRANSITION RISK - Regulation discouraging the use of internal combustion engine (‘ICE’) vehicles

Shortterm Mediumterm Longterm
0-5years 5-10years 10+years

Costof ownershipincreases, making ICE vehicles We will continue with our strategy to adapt our marketplace to meet changing 920G
lessappealing preferences of all car buyers. Itis likely thatused car prices will continue to move in
Consumers stop buying petrol or diesel vehicles, line with supply and demand dynamics such that lower demand willmake vehicles 1.5°C

demand switches over to electric
If EVsremain expensive some consumers could be
priced out of the market presenting arisk todemand

more affordable.

. . Low/Medium

TRANSITION RISK - Demand for sustainable products and services

Consumers' preferencesshiftaway fromICE vehicles; We will continue with our strategy to adapt our marketplace to meet changing >2°C
steepdeclinein purchase of petrolordieselvehiclesin preferences of allcar buyers and continue to be the largest marketplace for EVs.
favourof EVs 1.5°C

Potential opportunity: Supportour audienceto find the
sustainable options they are seeking

Low/Medium

TRANSITION RISK - Increased reputationalrisk associated with the automotive industry and misrepresenting environmental claims

As consumer consciousness around climate change As partof ourgoaltobe netzero by 2040 we will focus on our own operational footprint 920G
rises, thereisincreased scrutiny onourindustry'srole and also onhow we can positively support ourindustry. We have set clear reduction
onthe environment targets for our own operations andreport progress to stakeholders. We work with 1.5°C

Failure to appropriately demonstrate that as a business
we are committed and moving towards net zero carbon
emissions could negativelyimpact our brand and also
impactour ability to operate and/orremainrelevant to
our customers and consumers

customers, suppliers and the industry on education and policy.

. Low

TRANSITION RISK — Achieving resource efficiency through cutting our carbon footprint and improving energy efficiency

We intend to periodically review the scenarios and timeframes we choose
toapplyinouranalysis and refine them as needed. The risk management
recommendations arising from our climate change scenario analysis were:

have the most significant financialimpact on Auto Trader over the longer
term. The mostsignificant action we can take is to reduce our exposure to
thisriskand continue with our strategy to adapt our marketplace to meet
the changing preferences of all car buyers. We also need to make sure
we continue toremain abreast of regulatory requirements to ensure we
are compliantwith allrelevantreporting obligations.

- Reducedcostsassociated withenergy use and avoid Reductioninitiatives to reduce our absolute usage, including successfully moving >2°C Medium

increased costs associated with carbon taxation our technology infrastructure to the cloud.
1.5°C

TRANSITION RISK - Increased reputationalrisk associated with the automotive industry and misrepresenting environmental claims

« Consumers may stop buying vehiclesif theynolonger Likely the riskand opportunity would be taken together,and stock/demand would 200 Low/Medium
require one be maintained as the desire for personaltransportation/vehicle ownership remains

- Potentialopportunity: Consumers’ desire/need to switch strong. We will continue with our strategy to adapt our marketplace to meet changing 1.5°C
toEV preferences forallcarbuyers and continue to be the largest marketplace for EVs.

OURFUTURE FOCUS - Policy/regulation: Itislikely thatincreased policy and regulation will « Market: Driven byits net zero ambitions, the Government announced

thebanonthesale of new petroland diesel vehicles by 2035, and this
isalready changing the make up of the car parc as consumers begin
tobuyelectricvehicles asanalternative.

Auto Trader can mitigate this risk by continuing to developits strategy
to be the destination of choice for consumers searching foramore

environmentally friendly vehicle.
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Working responsibly continued

STRATEGIC REPORT

AMBITION ACTION i

Action: Our
implementation
strategy

We are taking actionin our
business operations, portfolio
of services and policies to
achieve our strategic ambition.
Ouraimisto embed a culture
of sustainability across

the business.

SUSTAINABILITY NETWORK AND DIGITAL
SUSTAINABILITY WORKING GROUP Although ourdirectimpact onglobal GHG

Our Sustainability Network comprises emissionsis low, through ourreachwe areina
passionate individuals from across the business unique position to make a positive difference
who are focused on making life at Auto Trader to our customers and users of our marketplace.
more sustainable throughincreased employee
awareness and drivingimpactfulchanges for
ourbusiness.

PRODUCTS AND SERVICES

The market for electric vehicles (‘EVs’) continues
to grow; supply and demand for electric carshas
grown materially over the last12 months andit’s
More recently, our Digital Sustainability working important that our experiences evolve to meet
group ('DSWG') has been formed. The aim of the thisgrowing need. One step we have taken
DSWGisto focus onraisinginternalawareness towards making electric cars easier to find on

of digital sustainability and provide reliable Auto Traderis to elevate thefilters specificto EVs;
resources foremployees tolearn more about where previously they were only shownif ‘fuel
digital sustainability. This willencourage and type: electric’ was selected, they are now shown
enable employees toidentify how we can adopt by default. This makesit easier to find an EV with
amoredigitally sustainable approach to our asuitablerange. Alongside thischange, we have
products. Akey aim for the DSWGis to embed introduced explainer copy withinthe EV filters,
sustainability across the various technology acknowledging that a number of buyers will be
disciplines within Auto Trader such as design, transitioning from traditional petrol/diesel
marketing and development, with the goal of vehicles to EV and willneed more context and
understanding what each team creates, the confidence to make theright decision for them.
tools and processes theyuse, andidentify
opportunities toembed and advocate for
sustainable solutionsin these areas.

As the market for EVs continues to grow, inorder
tomeet the changing preferences of car buyers
we must continue to evolve our product offering
and provision of information to support the
effectiveness of EVs on our marketplace and
meet the needs of car buyers.

MORE SUSTAINABLE DATA MANAGEMENT
PRACTICES

In 2024 we finalised the migration of our data
centres to the cloud which should resultin less
energy consumed to store our data compared to
physicaldata centres. However, this move to the
cloud alsoneeds tobe complemented with how
much data we are storing. We are implementing
specificinitiatives across our business that focus
onstorage and dataretention. Thisincludes
understanding how much storage we use across
allof our tools and reviewing our data retention
policies. Evaluating how we manage, store and
dispose of data will contribute towards

Dark Mode for our Auto Trader app was
successfully rolled outin August 2024. This
feature, now used by nearly half of our app
users (either through system defaults or manual
selection) consumes less energy and has
received positive user feedback. As part of our
design system evolution, we areimplementing a
comprehensive tokenisation of the Auto Trader
colour palette,including Dark Mode colours.

Auto Traderis proud to be certified under the
minimising our environmentalimpact. We are IAB Gold Standard. This shows our commitment
implementing and automating data retention to promoting sustainability by reducing carbon
policies to minimise storage capacityandweare  emissions from adloads on our pages.
alsoraising employee awareness of how digital

waste contributes to our environmentalimpact.
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We strictly adhere to a creative acceptance policy
forallmedia advertisers to ensure ad loads are
kepttoaminimum across all platforms and this
isconstantly reviewed. Furthermore, we have
ceased carrying programmatic advertising from
third parties to ensure that page loads remain
minimal and on-site user experienceis positive.

We are exploring ways to measure the carbon
footprint of our on-site media advertising and
are actively engaged in discussions with the IAB
and ISBA to determine how best to achieve this.

See '‘Ourengagement strategy’ section for
more details on how we have evolved our content
tosupportthe transitionto EVs (page 45).

The market for electric cars
continues to grow with 50%
more EVs advertised than
this time last year and our
experience needs to evolve
toreflect this.
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Working responsibly continued

GOVERNANCE

STRATEGIC REPORT

FINANCIAL STATEMENTS

AMBITION

ACTION ‘

SCOPE1AND SCOPE 2 EMISSIONS

Akey partof ourenvironmental strategy has
always beentoreduce the emissions directly
generated from our operations and facilities.

Overrecentyears we have beendecreasing our
Scopeland Scope 2 emissions through various
actionsassetoutinthe table opposite and we
continue with targeted actionto furtherreduce
ourdirectemissions.

OURPOLICIES

Our policies provide a framework to guide
employees, suppliers and other stakeholders
inimproving our environmental performance
andreaching our climate ambitions:

- Environmental Policy - Reflects our
commitment to protect the environment
and support the low-carbon transition.

- Ethical Procurement Policy - We want to

engage suppliers that share our values to build
astronger and more responsible supply chain.

- Supplier Code of Conduct - Sets out our
expectations of all our suppliers.

- TravelPolicy - Sets out requirements for our
employees to travel more sustainably.

Metric

Scope

ACCOUNTABILITY

Implemented or planned activities

Timeline

Switch100% of our fleet
vehicles (Auto Trader
and Autorama) tobe EV
or low emission

- 12remaining vehicles, allof which are fully electric or hybrid.
- Wehaveasalarysacrifice scheme foremployees available to those who need to drive as part of theirrole,

providing EVs as a sustainability benefit.

©

IMPLEMENTED

Energy:reduce overall
electricity/gasusage
by 50% (against a 2023
baseline) and procure
100%renewable energy
forourremaining needs

Allof our offices are onrenewable energy tariffs.

©

MPLEMENTED

Inallour offices, lightinghas beenupgraded to LED light bulbs and sensorsinstalled so thatlighting
isactivated by movement.

©

Memorial Hall.

IMPLEMENTED
+ Wehavestartedtorollout standardising to new Apple products, which has allowed us to take a more holistic —
approach toreducing the carbonlifecycle of our employee focused technology. The products themselves =D
have asubstantially lower lifetime carbon footprint and are also much more efficient from a power usage IN PROGRESS
perspective which meansless charging. We are also able to reduce the amount of underlying tech
infrastructure whichis required when having both PCs and Apple products.
HemelHempstead office - This year we completed alarge solar panelinstallationin September, replacing
asmallernumber of older panels. Rather than disposing of these, they were donated to a charity via our
installer (Solarsense),and we made a further donation towards the recycling andreinstallation at Draycott IMPLEMENTED

Furtherenhancementsto the HemelHempstead office have beenidentified as part of our ESOS Phase 3
actionplan:

- installpipe andvalveinsulation.

- lightingupgrade.

London office - we reduced floorspace at our London office.

IMPLEMENTED
In2026 we willbe relocating our head office to state-of-the-art facilitiesin the heart of Manchester’s tech ——
community. Auto Trader is passionate about being aresponsible technology business. The move to No.3 =
Circle Square will help Auto Traderin meeting our net zero goals as sustainability is one of the core principles ~ INPROGRESS
inits design. The building willbe net zero embodied carbonin bothits construction and shared spaces, and
isexpected to achieve BREEAM Excellent status, as well as a NABERS 5-starrating and an EPC Arating.
- Aspartofthe move toournew office, we will plan tore-use existing furniture where possible as opposed
to buying new and willwork with existing partners to donate or recycle items we will not take with us.
Migrating ourdata « 100%of ourdata centres have been migrated to cloud providers.
centres to the cloud
IMPLEMENTED
Review of ourdata - Wehave beenreviewing how we store datain each of our productivity suite solutions (including Office 365, -
retentionpolicies Slack) andimplementing changes which willhelp us save on storage, energy and productivity.
INPROGRESS
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Working responsibly continued AMBITION ‘ ACTION ‘ ACCOUNTABILITY

SCOPE 3 EMISSIONS

. L . . Metri s Impl ted or pl d activiti Timeli
One of our strategic objectives s to transition etrie cope mp emented or planned activities imeline _
ourvalue chain to net zero emissions, bringing Gathering supplier - Wehaveimplemented anew supplierengagement strategy to collate information from suppliers @

suppliers on the journey and embedding dataand adapting which provides gregterin.sightinto.ospects oftheirperfgrmonce,including ESGpractices. Ethical L EMENTED

sustainability within our procurement processes. procurement procurement questionnaires covering c.75% of our supplier spend have been completed.

We calculate allrelevant Scope 3 emissions, processes We willdevelop a clear plan for enhancing supply chain emissions data further toimprove our — 02 Ataglance

including those relating to suppliers. We are Scope 3 emissions calculations relating to purchased goods and services. =

improving our data quality, using activity data INPROGRESS 03 Highlights of the year

where possible (as opposedto spend data), Develop guidance for supplier selection criteria specifically relating to climate. .

and willcontinue to getenhanced dataaswe .

continue to measure our emissions. PLANNED 04 Chair's statement
. . Engaging suppliers We have expanded our discussions on sustainability with the suppliers who account for our

We are taking action to address our Scope 3 highest carbonemissions, tounderstand where our suppliers are on their own sustainability journeys, @ '

emissions. With the majority of our total recordingif they are monitoring andreporting emissions and what scopes are includedin asupplier's IMPLEMENTED 05 CEO’s statement

greenhouse gas emissions attributed to spend

ownreporting.

within our supply chainin our baseline year,
engagementwith our value chainis crucial

Develop aplanforsharing knowledge and learnings with suppliers that are seeking toimprove 08 Market overview

theirenvironmental maturity.

to achieving our carbonreduction goals. PLANNED
- : - - - 12 How we create value
The key actions that we are taking, or plan Sustainable capex Refurbishment of our offices - where possible, we recycle furniture and/or donate unwanted
to take, within our value chain to achieve our furniture to localcommunities/organisations. This same policy willapply when we relocate to
! i IMPLEMENTED R

Scope 3 targets are outlined opposite: our new offices. 13 Strategic progress

Standardising to new Apple productsincluding specifically the Mac Airrange has allowed >

us to take amore holistic approach to reducing the carbonlifecycle of ouremployee focused @ i

PP 9 Y poy N PROGRESS 18 Section172(1) statement

technology. The products have asubstantially lower lifetime carbon footprint than the equivalent

PCswe have purchasedinthe past and are also much more efficient from apowerusage perspective
whichmeansless charging. 22 Key performance indicators

Business travel Our Travel Policy has beenupdated to make flights as amode of travel by exception.

Employees withacompany car allowance are required to have an EV/low emission (75g/kmorless  IMPLEMENTED 25 Non-financial and
for a hybrid) vehicle. sustainability
Salary sacrifice scheme introduced for employees to lease an EV or low emission hybrid vehicle information statement
inataxefficient way.
Ourtravel booking system has been updated to display carbon emissions associated with 26 Financialreview
bookings to make employees more aware of the impact their journeys are having.
We have investedinvideo conferencing equipmentin our offices to facilitate enhanced virtual 29 Working responsibly
meetings and collaborative online working.

Purchased vehicles - Developaclearplanforreducing the volume of vehicles taken on balance sheet > .
through Autorama. 62 How we manage risk

INPROGRESS

65 Principalrisks
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43

Auto Trader Group plc AnnualReportand Financial Statements 2025



Working responsibly continued

STRATEGIC REPORT

AMBITION

PURCHASED VEHICLES - LEASING
Asignificant part of the Group’s Scope 3
emissionsrelate to the purchased vehicles that
temporarily pass through Autorama’s balance
sheet. This significantlyimpacts our emissions
from purchased goods and services and use of
sold goods as we account for purchase of the
vehicles as well as the lifetime emissions and end
of life emissions of the vehicles. As the supply
of new vehiclesimproves, we expect tobecome
lessreliant onvehicles where we are required
totake themonbalance sheet.

PURCHASED GOODS AND SERVICES

We want our supply chain to align with

Auto Trader’s own net zero goals,and are
embedding thisinoursourcing, supply chain
management and reporting processes. We
engage our suppliers tounderstand their own
intentions, approaches, targets and actions with
aview to measure, monitor and offer supportand
potentially future assistance to our key suppliers.

To complementour actions across our business
operations, we have set atarget of reducing our
absolute Scope 3 GHG emissions by 46.2% before
2030 (froma 2023 base year), akey part of which
willmean addressing our supply chain emissions
toensure thatour purchased goods and services
are aligned to the low carbon economy transition.

We setoutaclearstance ontheimportance

of appropriate environmental action with our
highest emitting suppliers. Allour suppliers’
emissions are tracked as part of our own
calculations,and we monitor this year-on-year.
We also assess our top spend and highest
emitting suppliers to see what theyinclude

and how they calculate theiremissions, if they

46.2%

targetreductionin
our absolute Scope 3
GHG emissions

have setany targets (SBTior other), whether they
submitareportto CDP (if so,how have they
scoredyear-on-year) and finally, what are they
sharing publicly, targets, initiatives, actions and
dothey feelappropriate for their business type,
size andindustry. Thisinformation forms part of
aninternalrating system whichindicates where
asupplierisontheirjourney to become amore
sustainable business and aidsinternal business
decisions about the relationships we have.

FINANCIAL PLANNING

We know our transition planrequires adequate
financing to succeed. While we haven't
quantifieditsimpact onour financial position
yet, we expectit toinvolve minimalinvestment
andinsomeinstances will yield cost savings.
Forexample, reusing furniture from offices which
would otherwise go to waste will save costs.
The purchase of carbonremovals will play arole
inour ability toreach net zero and therefore
developing acarbon credit purchasing strategy
isrequired forus to meetour targets.

Our Revolving Credit Facility arrangements are
linked to performance against our ESG targets,
including our climate targets, ensuring that
thereis adirect positive financial reward for
staying on track with our GHG emissions
reductions throughreducedrates. Investors
consider ESG factorsin their decisions, and

our strong performance onvarious indices
reflects our progressin ESG strategy.

< > ENGAGEMENT STRATEGY P45 >

CARBON REMOVALS

The purchase of carbonremovals plays arolein
our ability toreach net zero. We are developing
acarbon credit purchasing strategy to align our
purchase of carbonremovals with our targets to
meetnetzero. Inthe meantime, we have started
to build amodest portfolio of carbon removals.

Tonnes
Provider Category CO,e
RuumiProject Sustainable Land 39
Management
Highland Carbon’s Loch Reforestation 324
Ness Project
The CarbonRemovers / Carbon Capture 156
Carbon Capture Scotland and Utilisation
Undo Enhanced Rock 615
Weathering
The CarbonRemovers / Carbon Capture 300

Carbon Capture Scotland and Utilisation

One organisation we have purchased removals
fromis UNDO, a project basedin Scotland that
uses enhanced rock weathering (‘ERW’) to
capture andlockaway CO, permanently from
the atmosphere.
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The projectuses the ICROA-endorsed Puro
Standard methodology to quantify high-quality,
high-durability CO, Removal Certificates
(CORCs). ICROA s the voluntary carbon market's
provider of best practice guidelines.

ERWis ascalable technology with significant
co-benefitsto soil health and cropyields. It
accelerates the naturalgeological process

of weathering, whereby the CO, inrainwater
interacts with silicate rocks such as basalt,
forming bicarbonateions which are transported
tothe oceanwhereitis stable over geological
time. As this mineral-rich volcanicrock breaks
down, itreleases magnesium, calcium, potassium,
phosphorus and other nutrients, increasing crop
yield, raising and stabilising soil pH and ultimately
reducing the need for fertilisers.

UNDO s currently establishing arange of
operational partnerships that willenable the
spreading of millions of tonnes of basalteach
year. Itsimmediate aimis to spread enough rock
by 2025 to remove one milliontonnes of CO,, a
first step towards billion-tonne scale operations.

SCAN
TO WATCH
VIDEO
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Working responsibly continued

STRATEGIC REPORT

AMBITION

Action: Our
engagement
strategy

An effective engagement
strategy is essential to achieving
the strategic objectives of

our transition plan. We aim to
influence industry change and
support the net zero transition
across all stakeholders we
interact with.

CARBONLITERACY

We embarked on our Carbon Literacy training
forallouremployeesin 2019, working with the
Carbon Literacy Trust with the aim of increasing
the carbonliteracy of all our employees,
providing learners with an awareness of the
carbon dioxide costs and impacts of everyday
activities and the ability and motivation to
reduce emissions, on anindividual, community
and organisational basis. Over 70% of our
workforce trained and we are a platinum Carbon
Literate Organisation - the first FTSE 100
company to achieve this accreditation. The
training has beenkeyinengaging ouremployees
andraising awareness of climate change across
the business, contributing to better decision-
making around commuting, business travel,
consumption of energy,and more broadly into
operationaldecisions such as supply chain
considerations and development of our products
and services.

EXTENDING CARBON LITERACY

- Automotive Toolkit - In 2022, we funded and
launched the new Automotive Carbon Literacy
Toolkit, developedin partnership with the
Carbon Literacy Trust. The Toolkit contains
pre-accredited training materials for
organisations and staff workingin the
automotive sector,and has been specifically
designedto engage the workforce through
providinginformationdirectly related to the
industry, and encouraging staff toreduce
emissions within theirrole.

- Digital & Tech Toolkit - In 2025, we
collaborated with the Carbon Literacy Trust
and Manchester Digitalto create a Carbon
Literacy Toolkit for the Digital & Tech industry.
The Toolkit was carefully designed to address
the unique environmental challenges facing
the technologyindustry, whichin 2022 alone
accounted for 62 billion kg of e-waste globally.

ENGAGEMENT WITH OUR SUPPLY CHAIN
Working with our GHG emissions calculation
partner, we have a granular level view of our
highest emitting suppliers. We have engaged
acombination of our highestemitting and
highest spend suppliers, equating to c.75% of
our financialyear spend. We have three main
approachestosupplierengagement:

Code of Conduct (Supplier) - Our published
policy outlines Auto Trader’'s approach and
position on environmental, governance,
ethical practices and socialresponsibility,
setting out our expectationsrelating to
sustainability and what we encourage all of
oursuppliersto consider. Thisis shared with
our existing supply chain and allnew suppliers
we onboard.

Know Your Supplier — Auto Trader’s ethical
procurement questionnaire helps us establish
alignmentto Auto Trader’s values, targets
and actions. We gatherinformation through
acombination of discussion, questionnaire
completion and self-service from publicly
disclosedinformation, covering avariety

of themesincluding community support,
diversity andinclusion, governance, modern
slavery and environmental action.

Supplier Sustainability Ratings — Working
with our GHG emissions calculation partner,
we are able toidentify signals that asupplier
istaking appropriate environmental action
and assess whether they are leadersin
sustainability action or only just starting their
journeys. These areimportantindicators
which complement the emissions we calculate
and allow our decision-makers within the
businessto see what percentage of our
overallemissions anindividual supplier
equatesto,and assessif the supplieris taking
appropriate actions to reduce their (and our)
emissions over time. Ownership of GHG
emissions atarelationship manager levelis an
important objective for Auto Trader to engage
the business and drive emissions reduction at
alllevels within the business.
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FUTURE PLANS

As we move towards 2030, we intend to
develop andimprove our measurementand
monitoring by taking the following actions:

- Engage with suppliersinamore managed
way via atechnology partner, potentially
our GHG emissions calculation partner
(Watershed) to gather more appropriate
and contextualinformation from different
types of businesses at different pointsin
theirenvironmental actionjourneys.

- Enhance the information gathering
process by working with a market-leading
duediligence partner which willautomate
andimprove the quality of information we
gather, so that we can focus our resource
onproactive engagementand discussions
with our suppliers.

- Develop andevolve ourinternal policies,
processes and tools to adapt to our
growing requirements to work with
sustainable suppliers, whilst also
refreshing andimproving our external
approach and documentation to
ensure theimportance to Auto Trader
of appropriate environmental actionis
made clear to existing and new suppliers.
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Working responsibly continued

STRATEGIC REPORT

AMBITION

ENGAGEMENT WITH THE AUTOMOTIVE INDUSTRY
Supporting theindustryin the electric transition
The Zero Emission Vehicle mandate came into
forcein2024, causing significantlevels of change
inthe automotive industry for manufacturers and
retailers asthe mandate began to dictate the
portion of electric vehicles ('EVs’) that brands
needtoselleachyearorriskpaying fines. Alot
needsto happeninthe comingyearstoensure
the successfulmass adoption of electric vehicles.
Ourwealth of dataandinsight gives us aunique
view of consumer car buyingintentions, and
particularly consumer EV buyingintentions.

We are headline sponsors of World EV
Day and to mark the occasion this year
we ran anumber of workstreams, from
gifting free products to retailers and
manufacturers to boost their electric
stock, tohomepage takeovers toraise
consumer awareness. We also launched
ournew ‘Find a car’ tool which helps
consumers to decide which electric
vehicleisright forthem.

We disseminate this data through various
channels,including webinars, Electric Retailing
Masterclasses, and the Retailer EV Insight Hub.
Our strategy segmentsindustry partners fora
tailored experience depending on confidence,
exposure and appetite for change. We support
independentretailers, who have noone to provide
additional training on these new products,
through unique events of fering data, insights,
expertadvice,aswell as test drive opportunities.

Before switching to EVs, consumers need
accurate information. However, myths and
misinformation have influenced their views.

To counter this, we, along with the Society of
Motor Manufacturers and Traders and Charge
UK, have launched aninitiative endorsed by the
Department for Transport. ‘The Facts’ provide
accurate dataon the price, running costs,
eco-credentials, fire risks, and charging of EVs,
aiming to build consumer confidence.

Ourgoalistoensure afairand equitable
transitionto EVs. To aid this, we researched the
EV gendergap andcreated thereport ‘No Driver
Left Behind: Women and the journey to electric’.
This has been well-received and featured on
national TV, radio and online media and has
beenshared throughout the industry. Multiple
Government departments and manufacturers
have requested sessions on this topic.

Sustainability

The automotive industryis underenormous
pressure toreduceits carbon emissionsand
whilst many of ourindustry partners have clear
and bold plans toreduce emissions, many are
stillvery early onin their sustainability journeys
andrequire supportto help them develop a
carbonreduction plan. Through our partnership
with the Carbon Literacy Trust, we have created
and funded the Automotive Carbon Literacy
Toolkit which has gone from strength to strength.
We have now also launched a Digital & Tech
Toolkit with a new set of sector partners.

Inthe automotive space, 311 organisations have
now completed the training, which our customers
view as animportantstepin their sustainability
journey, as well as a key employee engagement
initiative. Once anindividualin a business has
been accredited as ‘carbon literate’, the
businessis then provided with training content
and trainer manuals thatenable themtorun
theirownone-day Carbon Literacy training.
Over 5,000 automotive professionals have now
achieved carbon literacy through the toolkit to
help sustainability efforts (2024: over1,000).
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In addition to the training, we continue our
Building a Sustainable Automotive Industry event
series which aims to inspire action and motivate
businesses to be more sustainable by gathering
industry partners and sustainability experts
together. Thisincludes anonline knowledge hub
and LinkedIn community where industry peers
canshare questions, challenges and successes.
We also award sustainabi