Business at a glance

Accelerating the digital
car buying experience

The pandemic has led to an acceleration in online buying behaviours
across allindustries, and automotive is no exception. We aim to
change how the UK shops for cars by providing the best online
car buying experience, enabling all retailers to sell online.

Strategic highlights

Pricing event

We successfully executed our
annual pricing eventin April 2020
which gave retailers access to
additional products, including a
new Performance Dashboard, our
entry level pricing tool Retail Check,
and anew Market Insight tool.

91%

increaseinretail checks
performed during 2021

Package prominence

We haveincreased the penetration
of our higheryielding advanced

New car growth

We continue to grow our network
effectmodelonnew cars, closing
theyearwith over2,000retailers
paying for our new car product.
Onaverage there were over 47,000
physical new cars advertised
onourplatformduring the year,
attractingon average1.4m
unique visitors each month.

T100%

increaseinretailers paying
forthe new car product

and premium packages to 26% of
retailer stockin March 2021 (March
2020:23%). Following the yearend,
we have evolved our packages to
allow furtherupsell.

26%

advanced and premium stock
package penetrationin March 2021

2,000

retailers paying for
the new car product
in March 2021

C Our strategy P28 @ >

1,000

retailers paying for
the new car product
in March 2020
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Guaranteed
Part-Exchange

We launched our Guaranteed
Part-Exchange (‘GPX’') and Instant
Offer products. GPX enables the
consumer to get a guaranteed
price for their part-exchange,
while Instant Offer enables
private sellers to sell their car
ataguaranteed price.

c.1,000

retailers trialling our Guaranteed
Part-Exchange product atyearend

AutoConvert acquisition

We acquired AutoConvert, afinance,
insurance and compliance software
platformwithintegrated customer
relationship management; which
will help us deliver future finance
products on Auto Trader.

AutoDConvert

>60

lendersintegratedinto AutoConvert

Financial

Revenue
£m

2021 £262.8m
200 D £368.9m

200 D

£355.1m

Operating profit
£m

2021

£161.2m

200 D £258.9m
00 D £243.7m

Operating profit margin
%

200 D
T —

61%
70%
69%

Basic EPS
Pence pershare

2021
2000 D
200

13.24p
22.19p
21.00p

( Financial KPIs P32 @

Cultural

)

Employee engagement
% of employees who are proud
towork at Auto Trader

2020
2019

93%
89%
92%

BAME representation
as a % of total staff
As at March eachyear

2020
2019

1%
10%
8%

( CulturalKPIs P36 ()

Operational

Cross platform visits

Monthly average visits across

all platforms (millions)

2020
2019

58.3m
50.8m
49.1m

Cross platform minutes

Monthly average minutes spent

across all platforms (millions)

561.1m
2020 492.5m
2019 485.0m
Live car stock
Average number per month

485,000
2020 478,000
2019 461,000

Number of retailer forecourts

Average number per month

13,336
2020 13,345
2019 13,240
< Operational KPIs P34 (=)

)

Women as a % of total staff
As at March eachyear

2020
2019

39%
39%
39%

Total CO, emissions'

Tonnes of carbon dioxide equivalent

2020

1. Thetotalamountof CO,emissionsincludes Scope1,2and3. 2021 and 2020 totalsinclude
emissions from additionalrelevant Scope 3 categories. The 2019 totalincludes limited
Scope 3 emissions and has therefore been excluded from the above comparative.
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Why investinus?

What setsus apartasan
INvestment opportunity?

Read more about our investment proposition
plc.autotrader.co.uk/why-invest-in-us

1

Largest volume of
in-market car buyers

Auto Trader has over 90% prompted brand awareness
with consumers and attracts over 58 million cross
platformvisits each month. The audienceis not only
large but highly engaged, with an average of 561m
minutes spenton Auto Trader each month and, when
measured against competitors, we hold more than75%
share of minutes spentacross all automotive classified
sites. This scale, combined with our user experience,
means we are the most effective sales platform for
anyone wanting to sellavehicle in the UK.

( Market overview P12 @ )

485,000

live car stock on average per month
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58m

cross platform visits each month

A

» o

2

The largest and most trusted
automotive marketplace

Our marketplace hosts the largest number of vehicle sellers
(listing 485,000 cars eachday on average in the year) through our
partnership with more than 13,300 retailers. Our marketplace
provides our audience with anunrivalled choice of both new and
used carstomeetallconsumers’ needs. Auto Traderis the most
trusted automotive classified brandin the UK.

13,336

retailer forecourts

( How we create value P18 @ >
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3

Our people bring our
values-led culture to life

We have built adigital culture thatis values-led, customer-centric
and data-driven, underpinned by a diverse and inclusive team.
93% of our people feel proud to work for Auto Trader and 92% say
theywould recommend us as agreat place to work. Itis our culture
thatunderpins our ability to adapt to changein all circumstances.
We care about our people, and our people care about our business.

of our people feel proud C
towork for Auto Trader

Make a difference P46 () >

4 41,400

prod UCt in nOVOtiO n software releases deployedin 2021
is digitalising the
car buying process

The large volume of data, and the insight derived fromit,
powers everything that we do, from new productlaunches,
throughiterative feature changes, to enhancements of
our search experience. We investin our products to provide
the best possible digitaljourney for the consumer and are
building the component parts to allow more of the car I

Buy fromhome

v cor deals

buying process to be completed online.

< Operational review P38 @ >

5

S Financially robust and
s St3 s s strong cash generation

The highly cash generative nature of the business allows
ustoinvestinlong-termgrowth drivers andin more normal
times toreturn cash to shareholders. Following an equity
raisein April2020 we have arobust balance sheet and are
now inanetcash position.

g 5 SR ST

£152.9m (" Fronctrevewriz O )

cash generated from operationsin 2021
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Chairman’s statement

GO

I hope and believe Auto Trader has
looked afterits shareholders, not
at the expense of stakeholders,
but precisely by focusing ondoing
theright thing for all stakeholders.

Ed Williams
Chairman

We have responded to
the pandemic and are well
positioned for the future

Overview

Inthisyear’'sannualstatement, | wanted to

pose and attempt to answer two questions:

1. How has Auto Trader responded to the
COVID-19 pandemic?

2.1sitpossible that, following our biggest
ever declineinrevenues and profits,
Auto Trader might be stronger than ever?

Indoing so I may neglect other topics which,
under normal circumstances, | mighthave
focusedon. Inparticularthereismuch|
could have said regarding our focus onESG
matters, coveredindetail elsewherein this
AnnualReport.

COVID-19 and our stakeholders

On1April 2020, Auto Trader made use of the
powersexplicitly granted to the Board through
ourannualshareholderresolutions toissue new
equityup to 5% of the totalissued share
capitalof the Company. We raised £182.9m
netof allfees.Ithankour shareholderswho
supportedthisequityraise.

We used the proceeds of the equity raise to
pay down the majority of our outstanding
debt. Thereby we eliminated for all practical
purposes the possibility of breaching our
banking covenants. We suspended our
dividend to conserve cash,as well as our
share buyback programme, but also to
protectour shareholders from the perception
of their benefiting at atime when other
stakeholders were suffering.

6 AUTO TRADERGROUPPLC

We provided our advertising services to
allretailer customers for free in April, May,
Decemberand February and at adiscount
inJune. We also extended paymenttermsin
relation toinvoices falling due during certain
periods of lockdown. To the best of our
knowledge this level of support from amarket
leading portal toits customers during the
COVID-19 crisisis unprecedented anywhere
inthe world. Our ability to do thiswas made
significantly easier as aresult of removing
therisk of breaching our banking covenants.

Atthe start of the crisis we furloughed around
25%of ouremployees, asretailers essentially
closed their businesses. Towards the end of
May and assoonasitseemed likely that the
business could survive eventhe worstscenarios,
allof ourpeople placed on furloughreturned
toworkandin September we voluntarily
repaid allamounts to the Government
claimedunder the furlough scheme.

These have been challenging times for
allouremployees and continue to be so. None
of ouremployees have to my knowledge
suffered serious medical problems as aresult
of COVID-19, nor beeninfected with COVID-19
throughwork. Butinevitably, giventhe number
of deaths and the knock-on consequencesto
otherhealthcare,tomentalhealthandto the
restrictionsimposed onus and our families,
these have been challenging times. | would
like to thank allouremployees.

AnnualReportand Financial Statements 2021

Ihope ouremployees feel that the decision
notto charge our customers helped make
theirworking life a bit easier. I know the many
messages of thanks from our customers
have beengreatly appreciated. | alsohope
thatthe financial strength of our business
has given comfort about job security when
so many have lost theirs or worry about

the prospect.

Another stakeholderin our businessis our
Government. Our business benefits from
somany things provided by the state and
which we sometimes barely acknowledge.
Education, healthcare, transportation and
therule of law, that allows increasingly
sophisticated and “virtual” business to
flourish. Allthings thatbenefit Auto Trader.
We appreciate the support offered. We felt
itessentialtoreturn the furlough money
infullatthe veryearliest prudenttime as
wellas paying our taxes when they would
normally falldue rather than take advantage
of further deferrals.

Auto Trader’s rate of taxationis directly
inline with the corporation taxrate of 19%.
Itis asource of pride to us that we make this
contribution to our society; not asource of
embarrassmentthatour approachtotaxisless
sophisticated thanthose of many companies.
Like every company, we have many other
stakeholders. hope they all feel fairly
treated and respected by Auto Trader.
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Itisourintention toreinstate our dividend
with our nextdividend payablein September
2021. The money we raised fromshareholders
in April 2020, together with remaining cash
generated during the lastyear, allows us to
move forward free of debt.

Coming fullcircle, lhope and believe Auto
Trader haslooked afterits shareholders, not
atthe expense of stakeholders, but precisely
by focusing on doing the right thing for all
stakeholders.

Auto Trader stronger than ever

Auto Traderis the place where the most
prospective car buyers come to view the
largestselection of vehicles for sale fromthe
largestnumberand widestrange of sellers.

We have ended the year with more car
retailers advertising with Auto Trader than
prior to the pandemic. Our audience of
prospective carbuyersisatarecord level.
Attimes, as we moved out of the lockdowns,
we experienced audience levels and activity
onthesite which farexceeded anythingin
our history. | believe that the bold decision
to offer our advertising services for free to
ourretailer customers has beeninstrumental
inretaining them, in making it attractive
tothemto advertise as many vehicles as
possible and therefore forus to deliver

the widest choice to consumers.

Many of our competitors responded to our
lead by reducing their charges, butnone
did so both as completely as we did and
inadvance of our public statements. As
competitors reduced marketing spend, our
audience share grew more rapidly thanever
before, reflecting the underlying loyalty

to Auto Trader amongst the British public.

The pandemic has clearly benefited many
online businesses, especiallyintheretailand
entertainmentsectors. As an advertising
platformforour customers, with many of our
customers closed forbusiness forlong periods
of time, it would be wrong to assume that the
pandemic hasinany sense directly “been
good for business”. Itis clear though, to our
customers, just howimportant the internet
now is to them generally and specifically
theimportantrole Auto Trader plays.

Foranumber of years Auto Trader has
believed we would see a gradual migration
online of more and more aspects of car
buying, notjust the activity of finding the
nextcar. Our strategy had been to build and
to acquire, through modest acquisitions of
businesses with capabilities we wanted,
aseries of building blocks. These building
blocks aimto be, virtually from the start,
profitable additions to the Auto Trader
business. But the end point of our journey
usedtoseemlike it might be many years off.

In part this was because consumer
behaviourusually takes time to change,
butmore because someinthe automotive
industry have beenrelatively slow to
embrace change.

The lastyear has altered things, forever.
During the pandemic, we have redeployed
ourresourcestoaccelerate ourplans for
moving the car buying process online.

This hasincluded the launch of our “click
and collect/home delivery” search function
allowing our retailer customers to trade
evenduringthe second and third lockdowns
whentheir “non-essentialretail” premises
have been closed. We have launched our
Guaranteed Part-Exchange product and
made anumber of advancesinthe complex
andregulated environment for car finance.
We have moreinthe pipeline.

Our strategic directionis unchanged.

Our approach has changed from “building
blocks” to the early provision of anintegrated
solution for our customers who want to
comeonthisjourney. Our pace of execution
has accelerated.

Inayearinwhichwe have delivered our worst
financialperformance ever:

« Ourcore business of online classified
advertisingis at the strongest levelsin our
history across a wide range of metrics.
We are positioned to pursue changes
inhow cars are boughtandsold. The
opportunity arising could exceed the
opportunities presented to Auto Trader
asaresultof the move from print to digital
during the early years of this century.

Our people, their talents, energy and
commitment have beenkey to the success
of our traditional business. They will be vital
tooursuccessinthis new world. After around
two decades of reductionsin the total size
of workforce, we are now seeing a modest
growthinnumbers. lhope that, particularly
inthisenvironment, Auto Trader will offer all
ourincreasingly diverse people outstanding
opportunities to develop their working lives.
And to change the mix between work and
personallives away fromthe current
constraints, forward to new ways of working.

Inthe meantime I would like to express
personalthanks to all ouremployees over
thelastyear and particularly to note many
personal experiences of interacting with
individuals and smaller groups atatime whenl
have nothad the normalface-to-face contact.

Concluding remarks

Ihave focused on stakeholders, but
neglected one specific group. That group
is the one with the responsibility for looking
afterand weighing the interests of all
stakeholders: our Board,andin particular
our Executive Directors.

Nathan Coe became CEO and Jamie Warner
CFOon1March2020. The responsibilities

of Catherine Faiers, our COO, significantly
expandedonthatdate.

I believe they have beenresponsible for
contributing more to the wellbeing of every
single stakeholder groupin our business, in
their firstyear, than any executive teamin our
more than40-year history. I believe thereis
ahighchance that their time as leaders will
mark another reinventing of Auto Trader as
we lead the transformation of how cars are
boughtandsold.

Iknow they would want me to share that
praise far more widely within the business.
Thatincludes calling out our Non-Executive
Directors, for their speedinrecognising the
nature of the challenge COVID-19 created,
fortheir strong support for what, on paper,
were difficultdecisions, for theirinsights and
shared experiences, and for their support,
good spirits and enthusiasmevenin the
bleakest times.

Inrecentyears there hasbeenmuchtalkabout
companies focusingonalltheir stakeholders.
The language of that debate s frequently
framed in terms of considering conflicting
priorities and balancing differentinterests.
Atnotimeinthelastyearhasitfeltto myself
ormy colleagues that our decision-making
was aboutresolving conflicts or seeking
balance. Our best answer to the question
"whatshould we do?” hasbeento answerthe
question “whatis best for our stakeholders?”.

Ed Williams
Chairman
10 June 2021

AUTO TRADERGROUPPLC 7
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Chief Executive Officer’s statement

Supporting

stakeholders
has never been
more important

Overview

The pastyearhasbeen like no other. The
coronavirus pandemic (‘COVID-19') hashad
asignificantimpactonallaspects of our lives
and posedunforeseen challenges for all
businesses, including ourown. The automotive
industryhashadto face these challengesata
time whenunderlying pressures already existed,
whether due to Brexit, increased regulation
or the shiftaway frominternalcombustion
powered vehicles. The way our customers do
businessis changing and following COVID-19
issettochange even quicker.

Throughout thisyear, we have consistently
looked to support our stakeholders. Earlyinthe
crisis we looked to move quickly and decisively,
which we believe has served us well. We have
supported ouremployees and focused on
theirmentaland physical wellbeing; we have
adapted our marketplace to help consumers
shop safely for their nextvehicle; and we have
supported the industry with offers and
discounts at a time when our customers
neededus. We have done all of this while
making continued investmentsin our priority
areas of putting more datain the hands

of our customers, part-exchange and
supporting a move towards selling online.

The supportwe provided, most notably to

our customers, has had a materialimpacton

ourresults for this financialyear. Throughout

the crisis we focused on three priorities:

« Protecting our people.

+ Protecting our standing with customers.

- Ensuring we exit the crisis quicklyandina
stronger position than before the pandemic.

We believe we have delivered onallthree

of these priorities. As the pandemic passes
andrestrictions are eased, we areinthe best
possible positionto prosperand we are
committed to taking aleadership position

to bring the benefits of new technologies
tocarretailers and the car buying public.

Summary of operating performance
COVID-19hashad asignificantimpact over the
lastyear. To supportour customers through
the various periods of national lockdown,
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Nathan Coe

Chief Executive Officer

we offered four months of free advertising
and one month with a25% discount. This
was the primary contributing factor to our
revenue decline of 29%to £262.8m which,
duetoourhigh operating leverage, resulted
inan Operating profitdecline of 38% to
£161.2m. Despite this we feel confidentin our
strengthened audience position, our strong
volumes of both stock andretailers atyear
end, and our opportunity to bring more of
the carbuyingjourney online.

Our purpose and strategic focus

Our purposeis encapsulated by ‘Driving
change together. Responsibly’. We aim
tobe atthe forefront of helping the whole
automotive industry to change. We will look
to helpretailers todigitise their businesses,
move more of the car buying process online
and assist consumers when making more
environmentally friendly vehicle choices.
We strive to be the best place to find, buy
andsellacarinthe UKonaplatformthat
enables data-drivendigitalretailing for
our customers. We continue to think about
ourstrategyinterms of three commercial
growth horizons: core; adjacent; and future,
which sits alongside our make a difference
strategy. We have made good progress
across allareas through the year.

The COVID-19 pandemic has changed
consumers’ buying behaviour withmore
transactions being done remotely away
fromtheretailer’s physical showroom.
Whilst we believe that the physical
showroom will continue toplayaroleinthe
carbuying process for some time to come,
many of the processes thatcurrently take
place offline willbe digitised,enabling more
of the carbuyingjourneytobe done online.
Thisis our key strategic focus and alongside
continued growthinour core forms the
basis of our growth aspirations.

Over the pastyear, we have developed
andlaunched a Guaranteed Part-Exchange
product that provides consumers witha
convenientway to dispose of their vehicle,
and digitises acore component of the buying
journey. We also acquired AutoConvert,

AnnualReportand Financial Statements 2021

afinance,insurance and compliance software
platform. The business’s core functionality
willunderpinour future finance product

on Auto Trader, which willenable finance
agreements to be completed online. Finally,
we are developing a way for consumers to
reserve acarwith aretaileron Auto Trader.

Fundamentalto our core growth horizonis our
ability toinnovate and deliver continuous
product developmentand userimprovements
forconsumers, retailers and manufacturers.
We adapted our marketplace to further help
retailers advertise their stock during the
pandemic. We increased the size of retailer
advertsinsearchlistings,added COVID-19
secure flags for retailers who adopted
safety measures and provided detail of
home delivery and collection options.

In April 2020, we successfully executed our
annual pricing event whichincluded an
upgraded Performance Dashboard, our
entry level pricing tool Retail Checkand anew
MarketInsighttool. These tools give retailers
accesstoup-to-date marketintelligence
sothey canidentify key market trends,
understand how theyimpact performance,
andinformbusiness decisions. Embedding
ourdatainto theindustry haslongbeena
focus area, and with the recentacquisition
of KeeResources andincreased levels of
online selling, there remains significant
future opportunity.

Following yearend, we have evolved our
advertising package structure and changed
the sortorder forlistings. Where our packages
previously promoted adverts based onthe
device aconsumer was searching on, we
have created a consistent cross platform
experience with adverts appearinginsearch
basedonarelevancy algorithm, which takes
package levelinto account. As part of this
change, we have discontinued our Basic
package,introduced a higher leveland
re-branded ourtop three levels Enhanced,
Super and Ultra. Towards the end of the
year,we alsolaunched anew product,
Market Extension, that allows customers

to sell vehicles outside theirlocal area.

| W W W

—
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This product works for both centrally held
vehicles and vehicles on physical forecourts
where the retaileris preparedto either deliver
tothe buyer ormove the vehicle to acloser
location. Recently we have seenanincrease
inthe average distance car buyers are willing
to consider purchasing their next vehicle,
making Market Extension a key product for
theincreasing number of retailers looking
tosellonline.

Within our adjacenthorizon we continue to
make progress with our new car advertising
product. Network effects are beginning to
take hold and we have grown both the number
of retailers advertising their new car stock
withus and the level of consumerengagement
significantly over the pasti12 months.

Maintaining our competitive position

Our audience performance has strengthened
overtheyear,asconsumers have looked
todomore of the carbuyingjourneyonline
whilst forecourts have been closed. After
aninitialdeclineinvisits through Apriland
May 2020, audience rebounded strongly.
Over the financialyear the number of visits
toour platformsincreased by 15%to 58.3m
onaverage per month (2020: 50.8m),and
engagement, which we measure by total
minutes spentonsite,increased by 14%to
56Imonaverage per month (2020: 492m).

ESG

We donotsee ESG as aboxticking exercise
orsomething tacked onto the side of our
business. Itisimplicitin our purpose of
‘Driving change together. Responsibly’. To
oversee these efforts we have established a
Corporate Responsibility Board Committee
andacollection of KPIsand targets. We are
onapathtosettingacarbonnetzerotarget
forourbusiness and have signedup tothe
1.5C Science Based Targets initiative. We
think about our environmentalcommitments
inthree ways: the impact we canhave on
consumers to make more environmentally
friendly vehicle choices; theimpact we can
have ontheindustry to supportthe transition
toelectric vehicles; and theimpact our own
businesshas on the environment.

Afterfive years of concerted effort, diversity
andinclusionhasbecome animportant part
of our culture. lam proud toreport that
despite the turbulent nature of the pastyear,
we have launched new talentandleadership
programmes with asignificant focus on
achieving diverse representationinthese
programmes. We published our ethnicity pay
gap forthe first time this year,and much like
ourgender pay gap, it has highlighted both
the successof our efforts and the fact that
thereremains more to do.

Our people

lamboth proud andincredibly grateful for
theresilience allour people have shownin
whathasbeenavery toughyear. Notonly
have they adapted seamlessly to working
fromhome, but their collective effortshave

meantwe are in astronger position today
thanatanypointinrecenthistory. It'svery
encouraging toreport that 93% of our
employees are proud to work at Auto Trader,
up4%fromayearbefore.

Finally, lwant to thank our people, our
Board, our customer partners and our wider
stakeholders for continuing to trust us to
dotherightthing. As Ed highlightedin his
statement, we believe that doing the right
thing does and willultimately deliver better
outcomes for all stakeholders. We remain
confident that with avaccine programme
now firmlyin place the industry can move
forwards and capitalise onthe opportunities
we now have to enable cars to be bought
andsoldonline.

Outlook

Auto Trader has started the new financial
yearinastrong position as aresult of the
actionstakeninthelastyear. Thisisreflected
inourrecenttrading performance, astrong
pipeline of productinnovations and
improved relationships with customers.
Inthelongerterm, we willbe beneficiaries
of the major changes underwayinthe car
retailing market, where more of the buying
journeyis moving online.

Despite unusually strong demand and tight
supply, COVID-19is currently having little
impactonthe financial performance of the
business as we start financial year 2022.
However, as seeninother countries, we
cannotyetbe sure that COVID-19 will not
reappear as asignificant negative factor
inour future performance. The following
remarks assume no significantrestrictionson
ourretailers’ ability to trade going forward.

Inthe yearahead, we expect to deliver
high single digit growth on FY20 ARPR and
Operating profitmargins thatareinline with
FY20 levels, with FY20 being the year ended
March 2020.

Aswe started the year, we successfully
executed our annual pricing eventin April
2021including the launch of Retailer Stores,
which offers customers their own dedicated,
customisable location on Auto Trader.
Retailer numbers for the year are likely to
beinline with FY20 levels and stockis still
expectedtobeasmallheadwind. Consumer
Services,and Manufacturer and Agency
revenue, which make up 14% of Group
revenue, willrecover fromFY21lows, butare
unlikely toreach FY20 levels, as sellers favour
part-exchange and new car advertisingis
impacted by semiconductor supplyissues.

The Boardis confident for the future
prospects of the business.

Nathan Coe
Chief Executive Officer
10 June 2021

Committed
to acting with
puUrpose

Continue to strengthen our
network effect model

During 2021, we have seen higher levels

of audience visiting Auto Trader and higher
levels of engagement across the most
comprehensive selection of vehicles,
from the largest selection of sellers.

14.1m

volume of leads sent to retailer customersin
2021despite the UK seeing periods of lockdown

C How we create value P18 @ >

Building on our core to bring more
of the car buying journey online

We existtodrive changeinhow carsare
bought andsold, to move more of the
shopping process online and to enable
retailers to digitise their businesses.

443k

volume of stock showing available
for click and collect orhome delivery
in March 2021

C Our strategy P28 @ >

Driving our culture and values
through everything we do

We focus on ensuring we create a highly
collaborative culture where people feel
motivated and supported to be their
true self at work and perform to their
highest standards.

92%

of employees surveyed would recommend
Auto Traderas a great place to work

C Make a difference P46 @ >

AUTO TRADER GROUPPLC 9

AnnualReportand Financial Statements 2021



Chief Executive Officer’s statement continued

Q & l \ with Nathan Coe

Making key decisions to protect our business

Q.
How have you found your first year
of being CEO?

A. Having to navigate the business through
aglobalpandemicwasn’texactly what|
imagined my first year would involve, butin
many waysithas givenus the opportunity
toaccelerate many of the areas that were
importanttome. Auto Traderis anincredible
business thatisunderpinned by amazing
people, soitisapleasure and aprivilege to
help lead the organisation. We have had to
make some bold decisions over the last 12
months but we believe by doing so we have
protected our employees, supported our
customers and strengthened our already
strong position.

lam particularly proud of how we as a
business have been able to stand by our
customers when theyneeded us most.
The support we have given customers
through free advertising, extended
payment terms and additional stock
offershas made a material difference
tothem. We hope that by showing this
supportwe have demonstratedinthe
clearest of ways the sort of partner we
intend on being to them.

AUTO TRADERGROUPPLC
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Auto Traderis anincredible
business thatis underpinned
by amazing people, soit

is apleasure and a privilege
to help lead the organisation.

Onreflection, would you have done
anything differently in dealing with
the global pandemic?

A. Hindsightis an exact science and so of
course there are smallthings that you might
do differently if you got the chance again.
Inthe main | think we have navigated the
pandemic well,and thatis downto all of the
peopleinvolvedin making andimplementing
those decisions. The decisions we made were
well considered based on the information
available at the time andimportantly as
recognition of whatwe didn’tknow. We acted
in aswiftand decisive manner to mitigate risk
andimportantly ensure we could continue
to pursue the opportunities that willunderpin
ourlong-termgrowth.
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Q.

How have you ensured that key
peopleinitiatives have continued
to get focus during the pandemic?

A. Ourpeople are always front of mind. For
me it was vitallyimportant that the pandemic
did not cause a material slow downin our
peoplerelated plans - most notably what
we want to do around diversity andinclusion.
We therefore made a conscious decision to
accelerate our effortsin this area which
included launching aninclusive leadership
programme for allleadersin the business.

We know that developmentis high onthe
agenda forour people,and was one of the
areas people had concerns about during

the various lockdowns. Ourinduction
programme, people leader training courses
and tech showcases were alladapted to be
virtual. At the end of the year we launched our
new Diverse Talent Accelerator programme,
designedto help the next generation of
leaders progress through the business.

93%

of ourpeople feel proud
towork at Auto Trader
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< Financial review P42 @ >

< Make a difference P46 @ >

Strengthening our foundations for the future

Q.
What are you most excited about
this coming year?

A. Fromabusiness angleithastobe
seeing the industry and wider economy
getbackup andrunning after a difficult
period. That said, car retailers have adapted
well to therestrictions and since the first
lockdown endedinJune 2020 the volumes of
transactions and the profit being made per
carsold have beenrobust. For many that
shifttodistance selling has been challenging
asthere aren’tany atscale digital solutions
outthere. Ourdesireistohelpretailers with
that going forward as we start to bring our
digitalretailing tools to market.

Q.

What do you think the biggest
opportunities for Auto Trader
areinthe mediumterm?

A. We have great opportunities through
allthree of our strategic horizons.

The core marketplace is healthy and we
have strengthened our position with both
consumers and retailers over the last 12
months. We executed our annual pricing
eventin Apriland have re-launched our
advertising packages to help those retailers
who would like to advertise their vehicles
even more effectively. We still believe we
have significantheadroomtoincrease
advertising revenues, primarily through
package upselland through our new car
marketplace, which ended the year with
over 2,000 paying retailers.

The transition to digitalretailing - enabling
retailerstosellcarson Auto Traderis a huge
opportunity. We have made great progress
with our product development and we can
see thiscoming together over the next12-24
months. Becoming asales channelto help
retailers sell theirinventory more efficiently
andto help consumers shop more easily
forcars provides along-term opportunity
toboth strengthen our core and extend
ourimpactandinfluence.

Q.

What do you think are the biggest
threats for the businessin the
medium term?

A. There are acouple of things that we
should be wary of but no stand out threat
atthe moment.

Clearly the economyisunder some pressure.
Any prolonged market downturn thatreduces
the number of transactions taking place
could challenge our customers and ultimately
their ability to spend with us. Our market
has some cyclicality and stock has been a
headwind for a few years now, although we
have been able to mitigateitsimpact through
price and product development.

Linked to thatis anything thatsignificantly
impacts new car supply, such as concerns
over semiconductors. Those new cars sold
stimulate the used car market as they usually
come with apart-exchange. In addition, the
number of 'young’ new carsin the market
will be reduced 2-4years after the downturn
which canimpact stock volumes.

We keep aclose eye onall of our competitors.
As we stand today we are well placed,

but acutely aware that there are anumber
of new players that are looking to build
meaningfulbrandsin the automotive space.

Finally there are clearly significant changes
taking place with the growing penetration

of electric vehicles being manufactured. We
needtoensure asthe UK car parcsees higher
penetration of these vehicles that the Auto
Trader search experience and supporting
contentremain highly relevantfor carbuyers.

55%

of buyers would consider buying
aused caronline according to
ourresearch

26%

of ourretailer customers’ stock using
one of ourtwo highest package levels
at March 2021

Q.

What does your timeframe look
like to enable people to buy a
caronline?

A. Our goalfor some time has been to
develop products that make it easier for
consumers to do more of the car buying
journey from the comfort of theirownhome.
By making things simple and transparent for
the consumer through a digitaljourney that
they controlwe anticipate thatcars will sell
quicker and thatretailers canincrease their
penetration of ancillary products. Thisinturn
willincrease retailer profitability, and there
isthe furtherupside if retailers adapt their
operatingmodels to one thatis lower cost.

There are four main elements to
transacting acaronline:

Being able to find theright car -
whichis our core marketplace today.
Being able toget adetailed and accurate
valuation for your part-exchange.
Financing your next car.

+ Paying fororreserving the vehicle.

We are launching our digital solutions for
each of these elements separately; we've
launched our part-exchange product,
GPX, with atrialduring FY21. We have made
greatstridesinour finance product with
the acquisition of AutoConvertand good
progress withreservations. We expect to
have some functionality for both of those
productsin the coming financialyear.

Once we have those elements aconsumer
willbe able to do the majority of a
transaction online. They may stillwant to
visitaretailer but the visit willbe shorter
and more of ahandover experience than
anegotiation.

i SN
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Market overview

Driving change
INtoMOorrow’s
car market

We are continually adapting
our onsite experience to
meet the needs of both our
consumers and customers.
This is core to remaining
the UK's largest digital
automotive marketplace
for new and used cars.

35.1m

size of UK car parc as at 31Dec 2020

The ecosystem we operatein

The automotive market is complex and often inefficient.
There are multiple participants and unsurprisingly consumers
canfind the process of buying or selling a car overwhelming.

tlees

Lo

Qetdi le’&‘

R

NEW CAR SALES ——>

J PART-EXCHANGE

COVID-19

As aresult of national and locallockdowns
during the pandemic, retailers have had to
shutshowrooms for parts of the year. This,
inevitably,had animmediateimpactontheir
ability tosellvehicles.

Bothnew andused car transactions declined
most significantly during the first lockdown
in Apriland May 2020. During the subsequent
lockdowns the declinein car transactions
was less severe asretailers adapted, bringing
more of their forecourt experience online,
adopting a‘clickand collect’ orhome delivery
model. Demand forvehicles has been strong
following periods of lockdown as consumers
place anevenhighervalue on having exclusive
use of avehicle. Good levels of demand
combined with periods of constrained supply
have led to12 consecutive months of price
growth forused carsup toyearend. Supplyis
expected toremain somewhat constrained
inthe months ahead, particularly due to the
shortage of semiconductors whichis limiting
new car production.

UK economy

The UK economyis starting to recover from
the recentwave of COVID-19. According to
data published on13 April by the Office for
National Statistics ('ONS’), UK gross domestic
product (‘GDP’)is estimated to have grown by
0.4%inFebruary 2021 following a contraction
of 2.2%in January.

Itis widely expected that schoolre-openings
and other lockdown easing measures will
haveyielded GDP gains. However, at the end
of February the UK economy was still 7.8%
smaller thanthe levels seenin February 2020.

The Chancellor unveiled a number of
fiscal packages to support businesses
and individuals through the pandemic.
Arecent Reuters poll of economists predicts
thatunemployment willpeak at 6.2% once
the Government furlough scheme ends,
beforerecovering during 2022.

The economic outlook for the UKisuncertain,
however current Auto Trader data sets
show thatthereis arobustlevel of consumer
demand forvehiclesin the market.

Through Auto Trader products, services and partnerships, we

of the value chain.

CONTRACT HIRE DEALS

Consumers
Insurance, warranty
and finance

c2c
TRANSACTIONS

TRADE USED
CARSALES

]

aim to significantly improve the car buying experience, as well
as leverage our existing relationships to improve further parts

DEFLEET

AUTO TRADER GROUPPLC
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Brexit

The UK left the EU on 31 January 2020 and to
date we have notseen ameaningfulimpact.
The final Trade and Cooperation Agreement
between the UK and the EUremoved
significant levels of uncertainty, as vehicles
willbe able to be freely traded without
tariffs applying (although with anincreased
administrative burden).

New car transactions

1.6m

number of new carregistrations
inthe 12 months to March 2021

New carregistrations declined 24.9%to1.6m
inthe12 months to March 2021 as aresult of
COVID-19 asretailer showrooms have seen
periods of closure during the year. New cars
registeredin calendaryear 2020 were the
lowest since1992. The most extreme period
of decline was during the first lockdown
inthe spring. Since June 2020 there was
arecoveryinnew carregistrations as
restrictions were eased. With further
restrictionsreintroduced laterinthe year,
the declineinnew car sales was less severe
asretailers adaptedtoa‘clickand collect’
orhome delivery model.

Despite theimpact of COVID-19, alternative
fuelvehicles (‘AFVs’) stillgrew in the year
with new car transactions of AFVsincreasing
by 53.2%inthe 12 months to March 2021,
accounting for more than one in six
registrations. Thisis supported by consumers
being more conscious of their environmental
footprint and the Government bringing
forward the banonthe sale of petroland
dieselcars to 2030.

Used car transactions

6.5m

number of used car transactions
inthe 12 months to March 2021

Usedcartransactions declined15.1% to 6.5m
inthe12 months to March 2021. As with new,
used carsales have alsobeenimpacted by
the enforced closure of retailer showrooms,
althoughtheimpacthasbeenless than that
seenonnew carregistrations. There were
signs of recovery as lockdown restrictions
eased during the summer, however as
restrictions tightened there was a further
declineintransactionvolumes.

The average length of ownership has
increased from 3.5years to 4.2 years.
Again, thiswasimpacted by those months
where transactions were lower due to
showroom closures.

Retail Price Index

The average price of aused car advertised increased over the 12-month period to
onAuto Trader for the12months ending March 2021by 6.3%. The ongoing strength of
March2021was £13,800.

pricinghasbeendriven, inpart, by ongoing
supply constraintsinthe market, aswellas

The Auto Trader Retail Price Index tracks the solid levels of consumer demand that
the averageretail price of aused carona remain despite lockdown restrictions.
like-for-like basis, stripping outtheimpactof  Petroland dieselincreased by 6.6% and
changesinthe mixof carsbeingsold. March ~ 6.5% respectively, and alternative fuel
2021 marks12 consecutive months of price vehicles decreased by 1.1%.
growthovertheyearforused carsas prices

£15,000

£11,250

£7,500

£3,750

10%

~_N/_/_/__\__/_’__
7.5%
5%
2.5%
0%

-2.5%

-5%

FY19 FY20 FY21
— Average price of atrade @ Year-on-year price Year-on-year mix
car forthe month growth for the month growth for the month

12-month rolling new car registrations

3m

2m

60%

40%

m 2
Oom

20%

0%

-20%

! -40%

-60%

-80%

FY19

-100%
‘ FY20 FY21

— Numberof new carregistrations @ Year-on-year price growth for the month

12-month rolling used car transactions

9m
6m
3m

Oom

30%

20%

10%

0%

-10%
I -20%
! -30%

-40%

-50%

-60%

-70%

\

FY19

-80%

\ FY20 FY21

— Number of used cartransactions @ Year-on-year price growth forthe month
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Market overview continued

4 key trends

shaping the future

of our industry

Doing more of the car
buying journey online

A seamless blend of online and
offline experiences is what
tomorrow’s consumers demand

Consumer sentiment shifts towards
doing more online

Thereis growing demand from consumers
formore of the carbuying process to be
available online. Consumers believe that
shifting to more of an online model will
make comparing cars easier, avoid
hagglingandhelpintheresearchand
understanding of ancillary products.
Auto Traderresearch shows that 61%

of consumers think buying online is
appealing when presented witha
tangible example of how it could work.

O

Supercharged
demand for EVs

Unlocking valuable sales
opportunities in a sector
of the automotive market
whichis only set to grow

Electric sales set to overtake internal
combustion engines (‘ICE’) by 2025

The demand for alternatively fuelled
vehicles, particularly electric vehicles
(‘EVs’), continues to grow. The Government
has outlined plans to ban the sale of new
conventional petroland diesel cars from
2030, and ‘hybrid’ vehicles from 2035.
There are several obstacles for mass
adoptionincluding price andrange

of travel but despite this our research
shows that over 71% of consumers are
consideringanEV for their next car.

As technologyimproves and costs
decrease, thisdemandis only going
toincrease.

14 AUTO TRADERGROUPPLC

The automotive industry as a whole is facing an
unprecedented wave of change, most notably in the way

people buy cars and the acceleration in the adoption
of electric vehicles. Over the next 5to10 years, the cars

consumers drive and the ways in which they buy, own
and use them will be dramatically reshaped.

55%

of buyers would consider buying a used
caronline according to ourresearch

60%

of buyers would pay anonline deposit
according toourresearch

1%

of consumers are
consideringanEV
for theirnext car

10%

of totalexpected
British car parc
willbe EVs by 2025

70%

increasein advert
views for EVsin 2021

106%

increaseinEV
leads during 2021

How we’re future ready

Delivering transparent prices online,
helping to build trust for consumers

Guaranteed Part-Exchange (‘GPX’)
product, providing consumers with
greater certainty on the value of their
existing car and the avoidance of haggling

Our hub for buying online enabled car
buyers to search forover 440,000
vehicles that were available via click
and collect orhome deliveryin March

Retailers embracing the online journey
Due to anumber of new market entrants
and theimpact of the pandemic, we are
seeing greater appetite from ourretailer
customers for products which allow
consumers to complete more of the
transactiononline.

How we're future ready

We have implemented new search
filters for electric vehiclesincluding
battery range and charge time

Growing the volume of EV vehicles
available on Auto Trader, giving
consumersincreased choice

Sharing Auto Trader’s Market Insight
within the industry to better understand
changing consumer preferences

AnnualReportand Financial Statements 2021
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©

Data-drivenretailer
decision-making

Putting more datain the hands
of our retailers will lead to
greater efficiency, and,
crucially, increased profitability

Amore transparent experience

With digitaltoolsincreasing the levels

of transparency within the car buying
journey, itis ever more important for our
retailers to make better use of datain how
they operate their businesses. The value
of the part-exchange, finance offers and
otherancillary products are allbecoming
more discoverable inthe online journey
andtherefore comparable. Auto Trader’s
aimisto bring more of thisinformation
togetherinone place to make the process
of buying acareasier. Price indicator
flags, dealerreviews and vehicle history
checksallhelp to do thistoday.

4

Continued demand for
exclusive access toacar

With COVID-19 having had a
profoundimpact, the need
for personal space has never
been stronger

Consumers continue to want exclusive
accesstoacar

One thing thatremainsis the consumer’s
desire to have exclusive accesstoacar.
Whilst we might be prepared tonotown
ourcarsinatraditionalsense, we still
considerthemas apersonal possession.
Accordingly, we're not comfortable
sharing them, especially with people we
don’‘tknow. Whilst 72% of consumers
would be happy to share their car with a
family member and 41% with a close friend,
just 8% would be comfortable handing
their keys over to an acquaintance and
2% astranger. The COVID-19 pandemic has
reinforced this, with more people placing
agreatamountof importance on their
own personalspace.

Carbuying ‘pain points’ throughout the
process meansconsumersare...
16%

23%
19%
| ' 15%

Onaverage, whenbuyingacar, someone
willconsider...

...wasting time
...bored

...feeling confused
...dreading buying a car

4.3

carbrands

2.1

cartypes

1.7

fueltypes

How we're future ready

Auto Trader has the largest selection of
trusted stockin the UK for car buyers

We already have representative finance
pricing on Auto Trader butaim toinclude
afinance applicationjourney

2021has seen the introduction of leasing
deals being shownon Auto Trader

Changes in ownership models

Over the past few years the industry has
seenanumber of new ownership models
introduced to the market. Fewer people
are buying their car outright whilst
financing arrangements, leasing and
subscriptions are becoming more popular.
The benefits afforded by these models,
mostnotably the convenience of being
able toswitchtoanew carevery few
years, have opened consumers up to

the greater flexibility and cost efficiency
thatthese new access models can

offer. With focus onthe consumer benefits
of the products and the relative cost
comparisons, we'll see the change
inconsumer behaviour accelerate

even further.

How we're future ready

The largest and most trusted choice of
new and used carsinthe marketplace

We offer pricing tools: giving retailers
the broadest, most accurate view of
the market

Instant Offer and GPX enable sellers
tosell their car at a guaranteed price

cO

We know that the most
successful retailers utilise
datato complement their
own expertise, and this
year,it's never been more
important to be led by fact
rather than speculation.

lan Plummer
Commercial Director

74%

of consumers said they were more
concerned about their personalspace
due to COVID-19

56%

of consumers agree thatowning a
caris moreimportant today thanit
was before the pandemic

48%

of consumers said they would be less
likely to use public transport once
restrictions have been lifted

AUTO TRADER GROUPPLC -I 5
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Our purpose

Driving change together.
Responsibly.

Our purpose defines everything we do

We exist to grow both our car buying audience and core advertising
business. We will change how the UK shops for cars by providing the
best online car buying experience, enabling all retailers to sell online.
We aim to build stronger partnerships with our customers, use our
voice and influence to drive more environmentally friendly vehicle
choices and create aninclusive and diverse culture.

Our purpose has helped us form our strategy, which we display as
three commercial growth horizons, alongside our make a difference
strategy. We aim to deliver on our purpose by...

...continuing to strengthen

...building on our marketplace to bring
our network effect model

more of the car buying journey online

We continue to attract more car buyers, through

In order to achieve our purpose, our strategy
higher levels of stock and sales for our customers:

focuses on three commercial growth horizons:

~nging More of,

Q0L h

@
oo buying expe, iey .
" é@ o Core Adjacent Future

Largest
source of
automotive
data

Weaimto We'veidentified We believe future
significantly adjacent market opportunities
improve opportunities which exist through

UK car buying leverage ourlarge bringing more

focusedaround  consumeraudience of the carbuying
%*re,, e our core andourrelationships  journeyonline
Sctive sales marketplace with retailers and
manufacturers

De

P2 N
%bw Siafngd 6
U1 40 ouumon Y

Opnys:
h[[ne sales p\o‘fo“(\

How we create value P18 Our strategy P28
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...making a difference to our people, our
communities and the wider environment

We are committed to being aresponsible business
and have focused our make a difference strategy
around three distinct pillars:

Our make adifference strategy

Diversity and Environmental
inclusion sustainability

Ethicsand
compliance

( Make a difference P46 )

...driving our culture and values
through everything we do

We focus on ensuring we create a highly
collaborative culture where people feel motivated
and supported to live our values every day:

Be
determined
Be
community- Be
minded
Be
i courageous

curious

Be
humble

( Diversity and inclusion P48 )
AUTO TRADERGROUPPLC 17
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How we create value

Better use of the digitaljourney
to put consumers in their next car

Value inputs

The resources and relationships that
fuelour core activities

Trusted brand Auto Trader prompted
Auto Trader has operated awareness
asatrustedsource for UK 927
carbuyers andsellers for o
over40years. of consumers were
aware of Auto Trader
when mentioning new
orusedcars
Data atscale Volume of searches
Auto Trader’s volume of onAuto Trader
vehicle observationsand 1
consumerinteractions 55m
generate significant average volume of
quantities of quality data. searches permonth
on Auto Trader by

consumers of new
orusedcars

Scalable technology
platform

We operate atechnology
platformthatservesourcore
classified marketplace and
new growth opportunities.

Softwarereleases

41,400

in2021

People and culture
Ourvalues-led culture
underpins a fast-moving,
collaborative and
community-minded
environmentwhich allows
us to quickly respondto
market changes and
opportunities.

Number of full-time
equivalentemployees
(including contractors)
across our offices

909

onaveragein 2021

Cash generation

Cashgenerated from

The highly cashgenerative ~ OPerations
nature of the business £152 9
allowsustoinvestin ° m
long-term growthdrivers in2021
of the business.

AUTO TRADER GROUP PLC
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Our core activities

What we do to create value

The network effect

Our leading digital automotive marketplace benefits from anetwork effect model
whereby the largest volume of in-market car buyers generates the most effective
response for our customers, whoin turn provide consumers with the most extensive
choice of trusted stock. We use the large volume of data we collect to enhance the
carbuying experience and create efficiencies for our customers.

qore of the car buying Jour
n,

N\ 3 shop for f;,

o . se O r fi
$(\(\ os\gzm car
|

na,
&ancillq,. ;’Ce
& Produycgg
2%, o0
QO
&
)

Largest
source of
automotive
data

te eCti\ /e sales chne

Online sqles platfor™

Creating an online sales platform on top of our strong network effect model
With changesin consumer habits brought about by COVID-19, we are building
components that allow more of the car buying journey to be completed online.
The Auto Trader platform provides both car buyers and retailers with the tools
required to convertbuyinginterestinto sales.

Acting responsibly

Risk management and corporate governance




STRATEGIC REPORT

How we operate to be the best place to <

Ourstrategy P28 (5) >
find, buy and sell a carinthe UK and to

be the platform that enables data driven <

digitalretailing for our customers.

Largest volume of in-market
carbuyers

The scale of our consumer
audience means we are

the mosteffective sales
platform for anyone whois
wanting to sell avehicle.

58.3m

monthly average cross
platform visits

Extensive choice of trusted stock
Our marketplace provides our
buyers with anunrivalled choice
of bothnew andused cars to
cater forallconsumers’ needs.

485,000

live car stock on average
permonth

Bringing the car buying

journey online

Developmentof tools to convert
carbuyers’interestintosales
whilst onthe Auto Trader platform,
stretching ourinfluence beyond
just the advertising of the vehicle.

14.1m

volume of leads submitted to retailer
customersin 2021

7X

larger than our
nearestcompetitor
forshare of cross
platform minutes

e

Make a difference P46 @ >

Value outputs

How we share value with our stakeholders

Forconsumers

Our trusted marketplace gives
consumers one place to view an
extensive choice of vehicles for sale and
we provide transparency to allow them
tomake the mostinformed decision.

8.1m )

cartransactions
inthe UKin 2021

E% For customers

Our largest and most highly engaged
audienceresultsin the most effective
sales channel for our customers.

13,336 )

average retailer
forecourtsin 2021

@ For partners & suppliers

We work collaboratively oninnovations,
increasing revenue from shared
opportunities whilst ensuring we

have fair trading and robust terms

and conditions.

350,000 )

Zutofinance
applications
submitted by our
consumers

Foremployees

Ourenvironmenthas been created to
ensure everyone gets the chance tobe
the best thatthey canbe and develop
their careers. We offer competitive
packages to all of ouremployees.

93% )
of our people feel

proud to work for
Auto Trader

W For the community

& the environment

We supporteach other and think of
others before ourselves. Werespect
diversity and advocateinclusion,

and make adifferencetothe
communities around us.

31,400 )

trees plantedin
2021as part of
our partnership
with Ecologi

A
il
We continuallyinvestin our platform

and marketplace to create along-term
sustainable business. A high proportion

H Forinvestors

of our profitis convertedinto cash, which

innormal periodsislargelyreturned to
shareholders through dividends and
share buybacks.

£15.7m )

of netcash
at March 2021

AUTO TRADERGROUPPLC 19
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How we engage with our stakeholders

Section172(1) statement

Directors are required to act in the way they consider, in good faith, would most likely
promote the success of the company for the benefit of its members as a whole, whilst
also having regard to the factors listed in Section172 of the Companies Act 2006.

As amarketplace, we have adiverse set of By understanding our stakeholders, and by However, the output of thisengagement
stakeholders and aimto balance theirneeds considering theirdiverse needs, we factorinto  informs business-level decisions, with an
and outcomes, for example, balancingthose  boardroom discussions the potentialimpact  overview of developments andrelevant

of our consumers (users of the website) of our decisions on each stakeholder group. feedbackbeingreported to the Board
with those of our customers (retailers, and/oraBoard Committee.
manufacturers and other customers). The content below sets out how we engage

We acknowledge that not every decision with our key stakeholders. Not allinformation

we make willnecessarily resultin a positive isreported directly to the Board and not all

outcome for all of our stakeholders. engagementtakes place directly with the Board.

Consumers

f=d

Customers

(retailers, manufacturers and other customers)

Their needs

- Ease of buying or selling avehicle

- Comprehensive choice of vehicles

- Clearandaccurate information

- Transparency about the vehicle,
aboutthe sellerand about the
payment options

How we engage

- We speakto consumers for our
Car Buyers Report, and biannual
Market Reports to gauge views
onthe car market
We hold consumer onsite surveys
which provide constant feedback
and an NPS score
Consumer user testing of new
products, services and brand
designs on our website
Workshops with people who are
neurodiverse and potentially
vulnerable consumers, which feeds
into our consumer facing products
(including how we display finance)

- Complaints and customer security
teams operate 7 days a week
We measure consumer brand
sentimentand engagementscores
Consumer researchis provided
tothe Board

Theirneeds

Making the car selling process
more efficient

Increasing exposure to consumers
and receiving high quality leads
Receiving value for money from
Auto Trader

Sourcing vehicles

How we engage
Monthly retailer sentiment surveys,
which evaluate value for money
Regular thought leadership,
insight-drivenreports, such as
the Car Buyers Report,and
the biannual Market Reports
Hosting industry insight events,
dealer masterclasses, webinars
and conferences
Sales team “on the ground”
(operating virtually during 2021)
Summary of the Voice of the Customer
emails circulated to the Board
Business partnering by the
Operational Leadership Team (‘OLT’)
and other senior management
Attendance by customers at
Board meetings

Employees

Their needs

- Diversity andinclusion

- Training and career development

- Reward and benefits

- Working conditions, environment
and wellbeing

How we engage
Board Engagement Guild engages
directly with the Board
Quarterlyvirtualconferences, regular
CEOandOLT virtualbusinessupdates
Annual benefits roadshow, salary
workshops and share scheme
pulse survey
Save asyou earnshare schemes
D&I guilds with networks for BAME,
Women, Age, LGBT+, Neurodiversity
and Disability with OLT sponsors.
Including specific Board reverse
mentoring by BAME employees
Regular employee check-in surveys
Health and safety assessments
Wellbeing forums
Whistleblowing service

20 AUTO TRADERGROUPPLC
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During these challenging times,
we've acted decisively to protect the
long-term profitability and viability
of our business, whilst being sure to
also support our stakeholders.

By understanding our stakeholders, and by considering their
diverse needs, we factorinto boardroom discussions the potential
impact of our decisions on each stakeholder group.

Providing more
for consumers

Acore part of our network
effectmodelis having
the largestand most
engaged audience.

C Read more P22 )

Protecting the
wellbeing of our people

Ouremployees have shown
hugeresilience inmanaging

the challenges of the lastyear.

Supporting our
customers’ businesses

We want to maintain our role
as the most effective sales
channel for our customers.

C Read more P24 >

Safeguarding
our business
Taking swift, decisive action

to protect our business and
our stakeholders.

&

Partners & suppliers

C Read more P26

The community
& the environment

Theirneeds

- Working collaboratively oninnovations

« Increasing revenue from shared
opportunities

- Fairtrading and terms and conditions

How we engage
Regularengagement with suppliers
and partners, including through our
Strategic Partnerships Director and
other OLT members
Supplier/procurement processes
engage at the time of appointment
and during therelationship
Regular monitoring and reviews of
financial and operating resilience
Reporting on time taken to
pay suppliers
Application of our Ethical Procurement
Policy which helps us to take aholistic
view based on cultural alignment
when deciding which suppliers and
partners we should work with

Their needs

+ Energyusage and carbon emissions

- The move to electric vehicles

+ Giving back to the community

+ Environmental, social and
governance (‘ESG’) factors

How we engage
Sustainability Guild within the
organisation
Engagement with the Office for Low
Emission Vehicles (‘'OLEV’), Carbon
Literacy Training and participation
inthe Carbon Disclosure Project (‘CDP’)
Make a difference strategy
Volunteering days with local charities
Supporting organisations such
as Manchester Digitaland the
Automotive 30% Club, and involvement
with localschools and colleges
through STEM ambassadors
Consumerresearch anduser testing to
understand whatinformation is most
helpfulwhen buying an electric vehicle
Signed up tothe1.5C Science Based
Targets initiative
Signed up tothe UN's ‘Climate
Change Now' initiative

)

CFinonciol review P42 )

il

Investors

Their needs

Abalanced and fairrepresentation of
financialresults and future prospects
High governance standards
Reasonable remuneration practices
Share price performance and return

How we engage

Open, honest and balanced
communication available to all
shareholders

Comprehensive investor relations
programme including the formal
presentation of results and subsequent
roadshows, ongoing attendance at
conferences, one-to-one and group
meetings held withinstitutionalinvestors,
fundmanagersand analysts. Feedback
isregularly provided to the Board
Meetings whichrelate to governance
are attended by the Chairman or
another Non-Executive Director
Private shareholders encouraged to
communicate with the Board through
ir@autotrader.co.uk

AnnualReport, AGM, corporate
website and market announcements
Sharerelevantindustry related data
with analysts

Engagement with proxy advisors and
otheragencies

Active consultation onremuneration
framework and policies
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How we engage with our stakeholders

continued

Providing

more for our consumers

Strategic decisions
relating to our consumers...

Guaranteed Part-Exchange product

We have launched both a Guaranteed Part-Exchange
('GPX")and an Instant Offer product over the last

12 months. GPX enables a consumer to visita
retailer'sadvertand get a guaranteed price for their
part-exchange. Instant Offer enables consumers
aconvenientway to sell their car privately, with the
added benefit of having their car collected from
theirownhome or place of work. Both are operated
through a partnership with Cox Automotive.

Creating a digital forecourt experience

We have recently launched Retailer Stores to create
adigital forecourt experience on Auto Trader for
retailers to showcase their business, brand and stock,
giving car buyers confidence to buy from them. This
willimprove the user experience, allowing retailers to
stand out, bring their brand to life, showcase awards
and drive greater levels of consumer confidence.

COVID-19 safety measures

Four features are highlighted on the advertview
thathave been designed to give consumers
confidence to purchase avehicle safely. These
include safety measuresinplace at the dealership,
live video viewings allowing consumers to virtually
walk around the vehicle, the availability of ahome
deliveryservice and click and collect options.

Impacton stakeholders

Primary
We constantly seek to balance consumer needs

with customer and commercial outcomes

' Consumers Employees

Secondary
Investors

Customers

Partners
& suppliers

AUTO TRADER GROUPPLC
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Extensive choice of trusted stock

We continue to deliver more choice to our
consumers through ourincreased new car offering
aswellas an extensive choice of used car stock.
We closed the year with over 2,000 retailers paying
forournew car product with 47,000 physical new
carsonaverage advertised on our platform during
the year. Despite the impact of COVID-19, good stock
levels have consistently been maintained on Auto
Trader. We offered a stock of fer which allowed
customersto double their stock for free from late
March to mid-July 2020 resulting in greater levels
of choice for the consumer.

How the Board'’s engagement with this stakeholder
influenced decision-making

Aswe moved decisively torespond to COVID-19, akey
outcome we sought was to maintain significant choice on
Auto Trader for consumers to continue with a comprehensive
choice of vehicles. We have subsequently considered how
toensure the car buyer feels safe when making their next
purchase with the introduction of new features. Finally, with
the feedback from consumerresearchabout the carbuying
journey, we are looking tointroduce new products to make
the car buyingjourney more efficient.




STRATEGIC REPORT

66

- amazed o
was. | found the cc
and contacted the dea
who thenvideo called me
to walk me around the
vehicle, talked me through
the features and then
| got it delivered to my
door. It was completely
seamless and stress-free.

JonLenton
Used car buyer

physicallive carsonsite on averageinthe year
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How we engage with our stakeholders continued

Over the last12 months Auto Trader has been
more than a marketing platform, it really has
fulfilled that skills gap you experience as a
smallindependent. The webinars, team
meetings and the personal emails have all
been amassive factor in my success insuch
a difficult trading period.

Lee Carr
Vehicle Select Ltd

Growing value for
our stakeholders

>75%

of allminutes spent on automotive
marketplaces are spentonthe
Auto Trader platform

561m

cross platform minutesin 2021

588

average number of viewers
of our weekly webinarsin 2021

2 AUTO TRADER GROUPPLC
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Supporting

our customers’ businesses

Strategic decisions relating
to our customers...

Providing free advertising

We provided significant support throughout

the pandemic by providing free advertising to our
retailer customersin April, May, December and
February and atadiscountedrateinJune. We also
extended paymenttermsinrelation toinvoices
falling due during periods of lockdown, as well as
implementing a stock offer early in the crisis so that
retailers could advertise more of their vehicles on
our platforms at no additional cost.

Accelerating digital retailing experience

We acquired AutoConvert, afinance, insurance and
compliance software platform with anintegrated
customerrelationship management system.
AutoConvertis acore finance componentinthe
digitalcar buying journey. We believe an online
finance journey will help customers toincrease
finance penetration and also reduce processing
costs through greater automation.

Launching Retailer Performance
Masterclasses

We launched Retailer Performance Masterclasses
('RPM’), whichis anew online learning centre for
retailers, complete with bitesize masterclasses to
help retailersimprove their business profitability
across the automotive ecosystem; from sourcing
therightstockto pricing to marketand improving
advertquality.

Impactonstakeholders

Primary
Customers have been faced with difficult challenges
overthe pastyear

Customers Consumers

Secondary

Partners P
@ & suppliers DHHH Investors

AnnualReport and Financial Statements 2021

Weekly live and on-demand webinars

We started hosting a series of live and on-demand
weekly webinars, toupdate the industry on what
we were seeing through our platforms, aswellas
to provide insight fromindustry bodies and other
experts. All thisinformation was designed to
supportretailers through the crisis and keep them
informed on market trends.

Embedding our data and insight
into the industry

As part of ourannual pricing event this year, we

gave retailers a productbundle thatincluded an
upgraded Performance Dashboard, our entry level
pricing tool Retail Check, and a new Market Insight
tool. This gave retailers the tools to make informed
decisions through avolatile trading period, whilst
also furtherembedding our datainto the industry.

How the Board’s engagement with this stakeholder
influenced decision-making

With such adifficult period faced by our customers during
the lastyear as aresult of COVID-19, aswellasachangein
consumers’ buying behaviourimpacting the automotive
retailing landscape, the Board has consistently considered
the needs of customers. The Board receives regularupdates
on customer sentiment to understand and determine what
support our customers needed throughout the crisis as well
as shaping product development and embedding our data
into theindustry to help customersimprove their businesses.

AUTO TRADERGROUPPLC
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How we engage with our stakeholders continued

Protecting

the wellbeing of our people

Strategic decisionsrelating
to our employees...

Working from home

As the pandemic took hold in March 2020, we
seamlessly transitioned to working remotely by
adapting our systems and technology to enable our
employees to continue working collaboratively
despite being athome. We have also permanently
adopted anew flexible working policy, which will
enable a hybrid way of working in future.

Employee updates

We launched OL:TV where the Operational Leadership
Team ('OLT’) have provided regular live updates
throughout the year to employees onabroadrange of
topics. Additionally, there have been two Company
virtualconferences: ATCONversations, where the OLT
gave updates onthe Company purpose, future
strategy and ways of working.

Health and wellbeing

With health and wellbeing being paramount,
initiatives have beenlaunched toincrease employee
supportservices. We have also supplied equipment to
ensure safe working conditions, as well as adopting
new software such as Miro, an online collaboration
platform, and scaled up Microsoft Teams.

Impacton stakeholders

Primary
Employees have seensignificantdisruption to their ways
of working thisyear

Employees Customers Consumers

Secondary

Partners The community
@ & suppliers & the environment

i

H Investors

AUTO TRADER GROUPPLC
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Improving diversity and inclusion

We continue to nurture ourinclusive culture and enrich
our work community with diverse individuals. Much

of thisworkis supported and informed by our many

employee networks and guilds representing: women,
BAME, LGBT+, disability & neurodiversity and age.

Inclusive culture programmes

Toincrease our representation across alllevels

of the organisation, we aim to stimulate the flow
of diverse talent from early careers through to
senior leadership by both targeted development
programmes and equipping our leadersto getthe
very best out of everyone on their team and support
their development through the organisation.

We have launched a number of learning and
development programmes, including: Inclusive
Leadership ('IL') and Diverse Talent Accelerator
(‘DTA’), as well as a programme of continuous
leadership development.

How the Board'’s engagement with this stakeholder
influenced decision-making

The Board has consistently discussed and reviewed the
views of employees, through feedback from both the
Executive Directors and the Employee Engagement Guild.
With such significant change to working practices, not least
theintroduction of anew long-term flexible working policy,
ithasbeenessentialtodo so. The Board receives aregular
Cultural Scorecard, designed to allow monitoring of various
culturalindicators such as staff retention, diversity,
investmentin training, absences, employee engagement
and customer feedback. The Board receives and discusses
thison aquarterly basis during Board meetings.
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Growing value for our stakeholda
- Sy

00 ing back over the hardestyearin 93%

o f of employees who are proud to work at A
KiIng.career!l'm.so.thdank ® —

| keepin touch W|th mycollect es } s, J _ =
- g Ar‘ur#'u R o _
T S wellos agenuinecareformy — L S
1 I . . softwarereleusesdeployedwhllstour_tadn's S L F
~wellbeing and general morale. have been working from home e

- TR Ny £
Rachel King
Sales Manager
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Our strategy

Our purpose has helped us form our
strategy which we display as three
commercial growth horizons

Focus areas

>75%
‘ Core c shcreofminu::sccross

Provide the bestonline car . o
. . . automotive classified
buying experienceinterms sitesin 2021
of transparency, choice
and convenience

The largest and most engaged consumer audience underpins
our network effect marketplace model. We continue toinvest
inthe online car buying experience and the tools available to
consumers to help them make the mostinformed decisions. Itis
vitallyimportant we maintain our leadership position across

both new and used vehicles, whilst continuously creating value e

to allow retailers and manufacturers toincrease sales. Create tools and products to

allow retailers and manufacturers
toincrease sales

@ Adjacent © 1.4m

Become to new cars what unigue new car visitors on
. . . . " . average each monthin 2021
Our proposition gives franchise retailers the ability to weareinused
advertise physical new cars on Auto Trader; thisinforms
consumers which new cars areimmediately available to buy,
andincludes more transparency around pricing. e

Akey strategic priorityis to furtherembed our datainto the
industry, giving buyers and retailers up-to-dateinsight,
allowing them to make better and faster decisions. We have
made real progress this year and have not only increased
the volume of data we have shared but also the frequency.

Future 6

Enable more of the
We continue to evolve both our products and consumer transaction tobe completed
experience, bringing more of the car buyingjourney online. onthe Auto Trader platform
Across bothnew and used cars, we aim to make the current
process significantly more efficient, for both car buyers
and our dealer customers, by leveraging our digital tools.

Embed our data andinsight
to enable buyers and
retailers to make better
and faster decisions

lendersintegratedinto
AutoConvert

28 AUTO TRADERGROUPPLC
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Acting with integrity
All of our horizons are supported by our values-led culture and our underlying focus
on sustainability, risk management and governance.

Make a difference P46 How we manage risk P62 Governance overview P72

2021progress How we measure progress Associated risks

We have offered unprecedented support to our retailer customers by providing « Revenue - COVID-19
free advertising in April, May, December and February,as wellasata - Average Revenue - Economy, market and
discountedratein June, as aresult of retailers being forced to close. Per Retailer (‘ARPR’) business environment

Operating profit Brand and reputation

Additionally, to help consumers shop responsibly, we have introduced arange

of COVID-19 safety measures to help them with their journey, including delivery cmd.morgln ) Ingreoseq competition
options, live video viewings and safety measure flags. PESEIISES ’ FgllureF0|nnovote: )

' - Cashgenerated disruptive technologies
We have increased the penetration of our higheryielding advanced and from operations and changing consumer
premium packages to 26% of retailer stockin March 2021 (March 2020: 23%). - Crossplatformvisits behaviours

Much of the increase was driven by offer periods, where advertising was free Cross platformminutes -« IT systems and
inDecember and February, and retailers took advantage of lower advertising + Retailer forecourts cybersecurities
coststogain additionalexposure for their stockin searchresults, putting them Live stock Employees

inthe best position to be found first more often. Employeeengagement - Relianceonthird parties
Response to climate change
Regulatory and compliance

We made the decision to remove standard format display advertising
toimprove our consumer experience.

We closed the year with over 2,000 retailers paying for our new car product, a - Revenue - COVID-19
100%increase on where we exited the previous financialyear. Onaverage there  + Average Revenue - Economy, market and
were 47,000 physical new cars advertised on our platform during the year (2020: Per Retailer (‘ARPR’) business environment
31,000), attracting1.4munique visitors on average across the period. - Operating profit - Brand andreputation
and margin - Increased competition

We successfully executed our annual pricing event which gave retailers a

product bundle thatincluded anupgraded Performance Dashboard, our entry iy ) FgllureFomnomte: .
- . . - Cash generated disruptive technologies
level pricing tool Retail Check,and a new Market Insight tool. . .
from operations and changing consumer
We started hosting weekly live and on-demand webinars as well as launching - Cross platformvisits behaviours

Retailer Performance Masterclasses, alldesigned to supportretailers through - Crossplatformminutes « Employees

the crisis and help them maintain a competitive advantage. Retailer forecourts - Reliance onthird parties
Live stock Response toclimate change
- Employeeengagement

We launched our Guaranteed Part-Exchange (‘GPX’) and Instant Offer Revenue
products. Instant Offer enables private sellers to sell their car at a guaranteed Average Revenue
price, where GPX enables the consumer to get a guaranteed price for their Per Retailer ('ARPR’)

Brand and reputation
Increased competition
Failure toinnovate:

part-exchange. - Operating profit disruptive technologies
. . . . nd margin nd changin nsumer
We acquired AutoConvert, a finance, insurance and compliance software gogic Eopg geﬁ(?vi?)u?s geonsume
platformwith anintegrated customer relationship management system.
. . . - Cashgenerated - ITsystemsand
Thisisintegralto help us deliver our future finance product on Auto Trader, . ..
from operations cybersecurities

which should enable finance agreements to be completed online.

Cross platformvisits - Employees

Cross platformminutes - Reliance onthird parties
Retailer forecourts « Regulatory and compliance
Live stock

Employeeengagement
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Our strategy continued

@ Core

Future opportunities

Growing demand and regulatory change
means we need to ensure our site remains
asrelevant for electric vehicles asithas been
forinternal combustion engines. We continue
to evolve our package staircase to enable
dealers to compete on our platform.

@ Adjacent

Future opportunities

Evolving our new car proposition with the
introduction of monthly finance quotes.
Further embedding our datainto the
industry, broadening our customer sets
whilst utilising both Auto Trader’s and
KeeResources' unique data.

Future

Future opportunities

Asignificant part of our strategy is bringing
more of the car buying journey online.

With the monetisation of our Guaranteed
Part-Exchange ('GPX’) product, and the launch
of reservations and finance applications,

we aim to make real progressin 2022.

3 O AUTO TRADER GROUPPLC
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Provide the best online car
buying experience in terms
of transparency, choice
and convenience

Electric

Electric vehicles are becoming more
desirable and traditional fueltypes are
becomingrelatively more expensive
asregulation changes. We have the
opportunity to provide clearinformation
toconsumers and create a more
transparent buying experience.

Become to new cars what
we are inused

Monthly prices

By adding monthly finance quotes to new
carstock we will allow consumers to search
by monthly pricesjustas they doonused,
bringing finance consideration higherup
the buying funnel. We have alsointroduced
leasingdeals onto Auto Trader.

Enable more of the transaction
tobe completed onthe
Auto Trader platform

Online reservations

We are developing functionality which will
allow the consumer toreserve a caronline
through our platform. This provides clarity
inthe willingness of the consumer to
purchase the vehicle and should ensure
amore efficient sales process.

Create tools and products
to allow retailers and
manufacturers toincrease sales

Evolving our package staircase

In May 2021, we have re-launched our package
staircase toinclude an additional higher level
package and changed our prominence
products to operate consistently acrossall
platforms anddevices. This givesretailers the
choice tocapture agreater share of consumer
visits on Auto Trader, whilst creating a
consistent cross platform search experience.

Embed our data andinsight to
enable buyers andretailers to
make better and faster decisions

Total Cost of Ownership (‘TCO’)

Utilising both Auto Trader and KeeResources
unique data, we will look to grow data
subscriptions providing whole life costdata
which uses our vehicle data and taxonomy.

New customer sets

We aimto broaden our customer sets when
itcomestothe sale of ourdata. Thereis
significant opportunity outside of our core
retailer customer segment.

Guaranteed Part-Exchange

Following a successful trial of our
Guaranteed Part-Exchange (‘GPX’) product,
we aim to monetise this productin 2022.

GPX willreduce haggling on the forecourt
and avoid the retailer taking any unwanted
part-exchanges.

Finance applications

Our acquisition of AutoConvert gives us the
integrationinto lenders whichis fundamental
forour finance journey. We aim to develop a
way for finance applications to be available
through Auto Trader, allowing consumers
togo through the application process
maximising efficiency and transparency.

70%

increaseinadvert
views for EVsin 2021

Retailer Stores

We haveintroduced a new digital forecourt

experience onour marketplace, withthe
launch of Retailer Stores. The new fully

customisable virtual storefronts willenable
retailers to significantly enhance their digital

profile by creating their own dedicated
brand destination on Auto Trader.

1.4m

unique new car visitors on average

each month during the year

1.5m

finance applications through
AutoConvert since acquisition

-
=
[ =——
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Key performance indicators

We measure our performance

through a defined set of financial,

operational and cultural KPIs

Financial

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

£m £permonth £m

£262.8m £1,324 £161.2m

-29% -32% -38%

£262.8m £1,324 202] Moigné® ] £161.2m
2020 » £368.9m 2020 » £1,949 2020 MarginZoX D  £258.9m
2019 » £355.1m (2019 i ] £1,844 2019 Margin 69% D £243.7m
Relevant focus areas Relevant focus areas Relevant focus areas

Definition Definition Definition

The Group generatesrevenue from three

differentstreams: Trade, Consumer Services and

Manufacturerand Agency. Trade revenue is
brokendowninto three categories: Retailer,

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

Progress

Revenue generatedin the year was significantly

impacted by the support we provided to the

industryintheyear. We offered free advertising

toretailers through four months of the year
and provided a 25% discountin June as they
reopened fromthe first lockdown. Consumer
Services and Manufacturer and Agency
revenues also declined withthe nationwide
lockdownsimpacting demand.

Relevantrisks

- COVID-19

« Economy,marketand business environment
Brand andreputation

Increased competition

Failure toinnovate: disruptive technologies
and changing consumer behaviours

IT systems and cyber securities

Employees

Reliance onthird parties
Responsetoclimate change
Regulatoryand compliance

Average Revenue Per Retailer (‘ARPR’) is calculated
by taking the average monthly revenue generated
fromretailer customers and dividing by the average
monthly number of retailer forecourts who
subscribe toan Auto Trader advertising package.

Operating profitis asreportedin the Consolidated
income statement on page 124. Thisis defined as
revenue less administrative expenses, plus share of
profit fromjointventures. Operating profit margin
is Operating profit as a percentage of revenue.

Progress

COVID-19related offers forretailersreduced ARPR
by 37%inthe year as we provided four months’ free
advertising and a 25% discount for one month.
Underlying ARPR grew through price and product.
Growthinproductresulted from additionaldata
productsincluded as partof our pricing event,
furtherupsellto our higher level packages and
continuedincreasesin the number of retailers on
ournew car product. Theseincreases were partially
offsetbyadeclineinstock, whichlargely occurred
throughthe summer of 2020 when supply was tight.

Relevantrisks

- COVID-19

- Economy, marketandbusinessenvironment
Brand andreputation

Increased competition

Failure toinnovate: disruptive technologies
and changing consumer behaviours
ITsystems and cyber securities

Employees

Reliance onthird parties

Response to climate change

Regulatory and compliance

Progress

Operating profit decreased by 38% as the reduction
inrevenue driven by the COVID-19 related offers
largely dropped through to profitas aresult of the
Group's highoperating leverage. Administrative
costsreduced by 8% as we focused on cost control,
primarily through marketing costs whichreduced
by 43%year-on-year.

Relevant risks

- COVID-19

- Economy, marketandbusiness environment
Brand andreputation

Increased competition

Failure toinnovate: disruptive technologies
andchanging consumer behaviours
ITsystems and cyber securities

Employees

Reliance onthird parties

Response toclimate change
Regulatoryand compliance

Linked to currentyear remuneration?

o
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STRATEGIC REPORT

C Directors’ remuneration report P94 @)

Our growth horizons and relevant focus areas

Core @ Adjacent

Provide the bestonline carbuying Become tonew cars what
experienceinterms of transparency, weareinused
choice and convenience

Future

Enable more of the transactionto be
completed onthe Auto Trader platform
Embed ourdata andinsight toenable

buyers andretailers to make better

and faster decisions

Createtools and products to allow retailers
and manufacturers toincrease sales

Basic EPS Cash generated from operations

pence pershare £m

13.24p £152.9m

-40% -42%

13.24p £152.9m
2020 ] 22.19p 2020 | £265.5m
2019 By ] 21.00p 2019 i £258.5m
Relevant focus areas Relevant focus areas

Definition Definition

Basicearnings pershareis defined as profit for the Cashgenerated from operationsisasreported
year attributable to equity holders of the parent inthe Consolidated statement of cash flowson
divided by the weighted average number of shares page128.Itcomprises netcash generated from
inissue during theyear. operating activities, beforeincome taxes paid.

Progress Progress

Basic EPS reduced by 40%, much of which was
driven by netincome whichdeclined 38%. The
weighted average number of sharesinissue
increased by 4% driven by the placing of an
additional46.5msharesin April 2020.

Cashgenerated fromoperations decreased
by 42%to £152.9min the year. The majority of this
cashwasusedtoreduce the levelof debtheld
by the Group given the uncertainty caused by
the COVID-19 pandemic.

Relevantrisks Relevant risks

- COVID-19 - COVID-19
- Economy,marketandbusiness environment + Economy, market and business environment
- Brandandreputation - Brandandreputation

Increased competition

Failure toinnovate: disruptive technologies
and changing consumer behaviours

IT systems and cyber securities

Employees

Reliance onthird parties
Responsetoclimate change
Regulatory and compliance

Increased competition
Failure toinnovate: disruptive technologies
and changing consumer behaviours

IT systems and cyber securities
Employees

Reliance onthird parties
Responsetoclimate change
Regulatory and compliance

Linked to currentyear remuneration? Linked to currentyear remuneration?
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Key performance indicators continued

Our growth horizons andrelevant focus areas

Core @ Adjacent

Future
Provide the best online car buying Become tonew cars what Enable more of the transactionto be
experienceinterms of transparency, weareinused completed onthe Auto Trader platform
choice and convenience Embed ourdataandinsightto enable
Createtools and products to allow retailers buyers andretailers to make better
and manufacturerstoincrease sales and faster decisions
Operational
Cross platformvisits Cross platform minutes
Monthly average visits spent across Monthly average minutes spent across
all platforms (millions) all platforms (millions)
58.3m 561.1m
+15% +14%
S 58.3m ) 561.1m
2020 50.8m 2020 492.5m
2019 49.1m 2019 485.0m
Relevant focus areas Relevant focus areas
Definition Definition
Monthly average visits made across all our Monthly average minutes spentacross all our
platforms, as measured by Google Analytics. platforms, as measured by Google Analytics.
Progress Progress
Cross platformvisitsincreased by 15% year-on- We measure consumer engagementby the time
year. Strong consumer demand for cars coupled spentonoursite. Cross platformminutesincreased
with socialdistancing restrictions resultedin by14%to 561.1million as aresult of increased visits
audience growth as consumers relied onus as and our marketleading consumer experiences that
the place they could go to find their next car. helpindividuals find their next car.

We continue to use Comscore foracomparison

to competitors and our share of minutes remains Relevantrisks
over75%across allautomotive classified sites. . COVID-19

Economy, market and business environment
Brand andreputation

Relevantrisks

+ COVID-19 + Increased competition

« Economy, marketand business environment « Failure toinnovate: disruptive technologies
+ Brandandreputation andchanging consumer behaviours
 Increased competition - ITsystemsandcybersecurities

+ Failure toinnovate: disruptive technologies + Employees

and changing consumer behaviours
ITsystemsand cybersecurities
Employees

Reliance onthird parties
Responsetoclimate change
Regulatory and compliance

Reliance onthird parties
Responsetoclimate change
Regulatory and compliance

Linked to current year remuneration? Linked to current year remuneration?
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C Directors’ remuneration report P94 @)

Number of retailer forecourts Live stock

Average number per month

13,336

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

909

Average number per month

485,000

-0% +7% +1%

- 13,336 D 909 S 485,000
2020 13,345 2020 853 2020 478,000
2019 13,240 2019 804 2019 461,000
Relevant focus areas Relevant focus areas Relevant focus areas
Definition Definition Definition

The average number of retailer forecourts per
monththatsubscribe to an Auto Trader advertising
package over the financialyear.

Progress

The number of retailers using our platform declined
through the first quarter of the financialyear as
lockdown measures wereimplemented for the first
time. Whenrestrictions wereliftedin June the
number of retailers advertising on our platforms
increased. Overall, the average number of retailers
advertising with us across the year was13,336.

Relevantrisks

Full-time equivalentemployees are measured on

the basis of the number of hours worked by full-time
employees, with part-time employeesincluded ona

pro-rata basis. Number of FTEs (whichincludes
contractors)isreportedinternally each calendar
month, with the full-year number being generated
fromanaverage of those 12 time periods.

Progress

FTEshaveincreased by 7%year-on-year. The
acquisitions of AutoConvertin July 2020 and
KeeResources mid-way through last financialyear
have beenthe primary driver of theincrease,
together contributing an additional 49 FTEs to
theyear'saverage.

The average number of physicalcars (either new
orused)thatare advertised on autotrader.co.uk
permonth. Live stockisanimportantcomponent
of ournetwork effect business model. Forused
cars,we charge our retailer customersonacost
peradvertised slot basis for their advertising
package, meaning the stock on our website has
some correlation to our Retailerrevenue.

Progress

Live carstockonsiteincreasedby1%. To support
customers during the first nationallockdown
weimplemented anofferthatallowedretailers
todouble theirlive stockon Auto Trader forno
additionalcharge. Growth also came fromnew

« COVID-19 TS .

- Economy, marketandbusiness environment N carswhichincreasedby 52%t0 47,000 0n
- Brandandreputation Relevantrisks averageover theyear.

- Increased competition - COVID-19

Failure toinnovate: disruptive technologies
and changing consumer behaviours
ITsystems and cybersecurities

Employees

Reliance onthird parties

Response toclimate change
Regulatory and compliance

Economy, market and business environment
Brand andreputation

Increased competition

Failure toinnovate: disruptive technologies
and changing consumer behaviours

IT systems and cyber securities

Employees

Reliance onthird parties
Responsetoclimate change
Regulatory and compliance

Relevantrisks

- COVID-19

Economy, marketand business environment
Brand andreputation

Increased competition

Failure toinnovate: disruptive technologies
and changing consumer behaviours
ITsystems and cybersecurities

Employees

Reliance onthird parties

Response toclimate change

Regulatory and compliance

Linked to currentyear remuneration?

Linked to currentyear remuneration?
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Key performance indicators continued

A new way of measuring
our cultural performance

We have identified six cultural KPIs that we consider
to be most relevant in assessing how we are progressing
against our make a difference strategy.

Cultural

OO

Ourwork communityisa
place where differences are
celebrated and where diverse
individuals canthrive.

Alison Ross
People and Culture Director

Employee engagement

% of employees who are proud
towork at Auto Trader

93%

Women as a % of total staff
As at March eachyear

39%

Women as a % of leadership
As at Marcheachyear

34%

+4% pts +0% pts +2% pts

T o S v T e
2020 89% 2020 39% 2020 32%
2019 92% 2019 39% 2019 36%
Relevant focus areas Relevant focus areas Relevant focus areas
Definition Definition Definition

We define employee engagement by measuring
the percentage of people who are proud to
work for Auto Trader. Based on a survey to all
employeesin January 2021 asking our people to
rate the statement “l am proud to work for Auto
Trader”. Answers were given on a five-point
scale fromstrongly disagree to strongly agree
and were collated through Culture Amp.

Progress

Over the pasti12 months our people have had to
navigate anumber of challenges and we have
done everything we can to support them. By
taking appropriate measures and keeping clear
lines of communication open with our people,
we have been able to maintain a highlevel of
engagementat93%.

Relevant risks

- COVID-19

- Brandandreputation

- Failure toinnovate: disruptive technologies
and changing consumer behaviours

- Employees

We calculate our diversity percentages using
headcount(2021:953,2020: 904,2019:798). The
percentage of employees whoidentify aswomen
(bothcisand trans) atthe end of March. In
calculating this percentage we take into account
allgenderidentities, including non-binary.

Progress

We recognise theimportance of gender diversity.
Over the past12 months, the percentage of our
employees whoidentify aswomenwasunchanged
at39%. We remain committed toimproving gender
diversity within our organisation.

Relevantrisks

- COVID-19

- Brandandreputation

- Failuretoinnovate: disruptive technologies
and changing consumer behaviours

- Employees

We calculate our diversity percentages using
headcount (2021: 953,2020: 904, 2019: 798). The
percentage of those inleadership positions who
identify aswomen (both cis and trans) at the end of
March. We define leaders as those who are on our
Operational Leadership Team (‘OLT’) and those
directreports of the OLT. In calculating this
percentage we take into accountallgender
identities, including non-binary.

Progress

The percentage of employees whoidentify as
womeninleadershiprolesincreasedintheyearby
2%t034%. Of the 108 peopleinleadership positions
who define theirgender when asked, 37 were
women. Werecognise thereisalottodointhisarea
and we launched our Diverse Talent Accelerator
programme to supportour people, particularly
women and those from a BAME background,
developintoleadershiproles.

Relevant risks

- COVID-19

- Brandandreputation

+ Failuretoinnovate: disruptive technologies
andchanging consumer behaviours

- Employees

Linked to remuneration?
Currentyear Futureyears
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STRATEGIC REPORT

C Make a difference P46 @

> C Directors’ remuneration report P94 @)

Our growth horizons and relevant focus areas

Core

Provide the bestonline carbuying
experienceinterms of transparency,
choice and convenience

Createtools and products to allow retailers
and manufacturers toincrease sales

@ Adjacent

Become tonew cars what
weareinused

Embed ourdata andinsight toenable
buyers andretailers to make better
and faster decisions

Future

Enable more of the transactionto be
completed onthe Auto Trader platform

BAME representation
as a % of total staff
As at March eachyear

1%

BAME representation
as a % of leadership
As at Marcheachyear

6%

Total CO, emissions
Tonnes of carbon dioxide equivalent

6,673 tonnes

+1% pts +2% pts -34%

s T o i 6,673
2020 10% 2020 4% 2020 10,094
2019 8% 2019 2%
Relevant focus areas Relevant focus areas Relevant focus areas
Definition Definition Definition

The percentage of our headcount that define
themselves as BAME as at 31 March. In calculating
this percentage we take into account those who
have chosen not to specify their ethnicity.

Progress

We recognise theimportance of diversity.

Over the past12 months we have increased the
percentage of ouremployees who define
themselves as BAME by1%to11%. Of the 752 of people

who define their ethnicity when asked, 102 are BAME.

There were 201employees (21%) who have not yet
disclosed theirethnicity oropted nottodo so.

Relevantrisks

- COVID-19

Brand andreputation

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Employees

The percentage of those inleadership positions
thatdefine themselves as BAME at the end of
March. We define leaders as those who are on our
Operational Leadership Team (‘OLT’) and those
directreports of the OLT. In calculating this
percentage we take into account those who have
chosennotto specify their ethnicity.

Progress

The percentage of BAME employeesinleadership
rolesincreasedintheyearby2%to 6%. Of the 108
peopleinleadership positions who define their
ethnicity when asked, sixwere BAME. We recognise
thereisalottodointhis areaand welaunched our
Diverse Talent Accelerator programme to help
people, particularly women and those from a BAME
background, developintoleadershiproles.

Relevantrisks

- COVID-19

Brand andreputation

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Employees

The methodology used to calculate our
emissionsisbasedonthe financialconsolidation
approach, asdefinedinthe GHG Protocol, a
Corporate Accounting and Reporting Standard
(Revised Edition). Emissionfactorsused are from
UK Government (‘BEIS’) conversion factor
guidance forthe yearreported. The totalamount
of CO, emissionsincludes Scope1,2and 3.
2021and 2020 totalsinclude emissions from
additionalrelevant Scope 3 categories. The 2019
totalincludeslimited Scope 3 emissions and has
therefore been excluded fromthe above
comparative. See page 54 forourreported
Scope 3emissions.

Progress

The totalamount of CO, emissionsreducedin
theyearby 34%to 6,673 tonnes of carbon dioxide
equivalent. Climate changeis treatedasa
Board-level governanceissue. Our newly formed
Corporate Responsibility Committee evidences
ourcommitmentto ensuring as abusinesswe
keep progressing with our climate change
agenda. We're committed toimplementing the
recommendations of the Task Force on
Climate-related Financial Disclosures (‘'TCFD’),
fullyembedding them over the comingyear.

Relevantrisks

- COVID-19

- Economy,marketandbusiness environment
Brand andreputation

Increased competition

Failure toinnovate: disruptive technologies
and changing consumer behaviours
Employees

Linked to remuneration?
Currentyear Futureyears

®

Linked to remuneration?
Currentyear Futureyears

o

AnnualReportand Financial Statements 2021

Linked to remuneration?
Currentyear Futureyears

®

AUTO TRADERGROUPPLC

37



Operational review

GO

We have made further progressin
new cars, launching a stock-based
product which allows retailers to
upload physically available new
carsatcurrentretail prices.

Catherine Faiers
Chief Operating Officer

4

8

| 1]

We have continued to invest in our products and
services, to ensure that we're delivering the best
possible consumer experience.

120,000 2,000

GPX consumervaluations retailers paying for the new car
since launch productin March 2021
3 8 AUTO TRADERGROUPPLC
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Overview

COVID-19 has understandably had a
significantimpact on the lastyear and
presented anumber of challenges for us
toovercome. lam proud of the decisive
way we have supported our people, our
customers and our business, responding to
those challenges,and|believeweareina
stronger position as aresult of the way we
have navigatedthe last12 months.

Supporting our people

The financialyear started with the UKin
lockdown and with all of our people working
fromhome. With our business continuity
planningin place, our transition to working
remotely was almost seamless, whichis
testament to our systems, technology and
theresilience of ouremployees.

Formany, working fromhome brought
additionalstrains and stresses. The health
and wellbeing of our employees and
theirfamiliesis always front of mind. We
increased the level of support for our people
and have sustained this throughout the last
12 months. Many of these initiatives will
remain, such asincreased employee support
services for mentaland physicalhealth,and
more regular all-Company communication.
We have also taken the decision to adapt our
working policies toreflect the changing way
we will allwork going forwards. We will
enable our people to better balance their
work and home life to retain some of the
benefitswe have seenfromaverydifferent
way of working. Encouragingly, when asked,
93% of employees say they are proud to work
atAuto Trader which hasrisen from 89%in
2020 despite the challenges faced over the
last12 months.

We continued to progress our other key
people-related strategies, such as our focus
ondrivingamore diverse and inclusive Auto
Trader. Our employee networks have played
anintegralrole thisyear bothin terms of
providing supportbutalsoin driving new
initiatives aimed at developing talentin our
businessin different ways. Forexample,
we launched a Diverse Talent Accelerator
programme, aimed at supporting adiverse
group of individuals to grow and prosperin
the business. Another programme, Inclusive
Leadership, wasrolled out to provide people
leaders with the skillsand insight to support
the development of individuals, recognising
theirownunique strengths. We are pleased
withthe progress we have madeintheyear,
butrecognise thatit will take time for these
initiatives to have ameaningfulimpacton
our newly reported cultural KPIs.

Supporting ourindustry

Through the financialyear, our customers, who
are predominantly car retailers, were required
to close theirshowrooms atvarious times as
restrictions were tightened. Periodically
through the financialyear, we have provided
significant financial support to help our
customers navigate these challenging times.



STRATEGIC REPORT

During the first lockdownin Apriland May,
we took the decision to offer our advertising
packages forfree tocustomers. Thiswasata
time when retailer showrooms were required
to close and whenmost customers did not
have the processesinplace to sellremotely.

We alsoimplemented astock offer so that
retailers could advertise more of their
vehicles onour platforms at no additional
cost,and extended paymentterms sowe
were notacash burdenduring aperiod where
they could not sell vehicles. When forecourts
were able toreopenoniljune, we then
providedretailers with a25%discount on their
advertising packages for the month of June.

We also provided retailers access to our new
Market Insight product earlier than planned
and created ways for retailers to advertise
theirvehicles even more effectively with the
creation of home delivery, clickand collect
and live video flags. We started hosting
weekly webinars, to update the industry on
what we were seeing through our platforms
aswellasto provideinsight fromindustry
bodies and other experts. All of this activity
was designed to supportretailers through
thecrisis.

Overthe past12 months, many retailers
have adapted their operations to facilitate
some form of distance selling, such that
the second and third lockdowns have not
impactedtrading as severely as the first.
Nevertheless, the restrictions have still
impacted the number of cars that were
sold and therefore the profitability of our
customers. We therefore offered free
advertising again for the months of
December 2020 and February 2021to
continue this support of our customers.

Overall, we provided free advertising
services for four months of the year along
with a 25%discount for June. We do not
believe that any other online advertising
service, of any significance, hasresponded
more promptly, clearly and definitively to
the crisis. Our measures were wellreceived
by customers and we hopeitwillhelpus

to further deepenourrelationshipsinthe
months andyears ahead.

Our audience

We have retained our position as the UK's
largestand mostengaged automotive
marketplace fornew andused cars, with
over 75% of allminutes spent on automotive
classified sites spenton Auto Trader (2020:
over75%).

Our audience performance has
strengthened over the year with average
monthly cross platformvisitsincreasing
by 15% to 58.3 million per month (2020:50.8
million). Engagement, which we measure
by totalminutes spentonsite, increased by
14% to an average of 561 million minutes per
month (2020: 492 million minutes).

Our strategyin action

Relevant focus areas

< Ourstrategy P28 (=) >

Continuing to improve our core

marketplace

M

Highlighting COVID-19
secure safety measures

We highlighted COVID-19 secure
safety measuresinthe advertview
to give consumers confidence to
purchase avehicle safely. These
included safety measuresinplace
atdealerships, live video viewings,
availability of home delivery and
clickand collect options.

85%

of adverts that display a COVID-19
secure flagin March 2021

Updated our advertising
package staircase

We have amended our advertising
package structure and changed
the sortorder forlistings. We have
discontinued our basic package,
introduced a higher leveland
re-branded our top three levels,
Enhanced, Superand Ultra. We
have also created a consistent
cross-platform experience with
advertsappearinginsearch, based
onarelevancy algorithm, which
takes package levelinto account.

Increasing package
prominence

We haveincreased the penetration
of our higheryielding advanced
and premium packages to 26%

of retailer stockin March 2021,
allowingretailers to gain additional
exposure for their stockinsearch
results (March 2020: 23%).

26%

advanced and premium package
penetrationin March 2021

AUTO TRADER GROUPPLC 39
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Operational review continued

2,300

questions submitted by our customers
atourweekly webinarsin 2021

8.3m -

of retail checks performedin 2021

Our strategyin action

Relevant focus areas

o C Ourstrategy P28 @ >

Leading the way for retailers through
data-led products and insights

Market Insight Performance Dashboard  Retail Check Insights

The Market Insight tool gives Anupgraded Performance Now bundledinto our We launched Retailer

retailers accessto up-to-date Dashboard allows retailers independentretaileradvertising  Performance Masterclasses,

marketintelligence so they tomeasure, trackandimprove packages, Retail Check gives anew online learning centre for

canidentify key market trends, advert performance on retailers the broadest, most retailers, helping themimprove

understand how those may Auto Trader. Optimising advert accurate view of the live retail theirbusiness profitability,

impactperformance,andinform  performance throughasimple market, helping them make andhosted aseries of live and

them how to adapt accordingly. Performance Rating that better and faster pricing on-demand weekly webinars,
resultsinmore leads and sales decisionson carstheyare toupdate theindustry onwhatwe
fortheretailer. considering to buy and for stock are seeing through our platforms.

that's already on their forecourt.

40 AUTO TRADER GROUPPLC
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Following aninitial decline invisits through
Apriland May 2020, the number of visits
toour platformincreased as consumer
demand came back strongly. With lockdown
restrictionsin place, and people unable to
visit forecourts, this drove more people to
research and make their purchase decisions
online. Thisresultedin significantly more
digitalfootprints left on Auto Trader,
increasing the attribution of sales we may
haveinfluenced, generating14.imleads
senttoretailer customersin2021.

Retailer and stock levels

The average number of retailer forecourts
advertising on our platforms was broadly
flatat13,336(2020:13,345). We have seena
steadyincreaseinthe number of retailers
advertising onour platformsince June and
saw ayear-on-yearincrease inthe second
half of theyear.

Totallive stockonsiteincreased by1%toan
average of 485,000 cars (2020: 478,000).
We saw significantdownward pressure on
stock listings through the summer created
by supply constraints. However, this
improved from September and as with our
retailer forecourtnumber, saw good levels
of year-on-year growthinthe second half.
New car stock has seen consistent growth,
averaging 47,000in the year (2020: 31,000).

Inthe first quarter of our financialyear, when
retailer forecourts were closed and we
allowed customers to ‘double their stock for
free’, physical stock on Auto Trader reached
arecord high. Afterretailersreopenedin
June, the number of cars available for retail
steadily reduced, with high levels of demand
outstripping supply. That supply shortage
continuedinto the second quarter of our
financialyear; we also converted part of the
stockofferwhichresultedinadecreasein
stockonsite.

The supply side of the market started to
normalise inthe autumn and so levels of
stock advertised on Auto Trader steadily
increased. Stock levelsremained strong
through the remainder of the second half
of theyear, along with customers taking
advantage of the ‘free’ advertisingmonths
inDecember and February asretailers
recognised theimportance of advertising
onourplatforms atatime whenrestrictions
werestillin place.

Helping retailers advertise effectively
We continue to develop our products so
that our customers can compete on our
marketplace whilst also developing
products which will allow car buyers to
complete more of the transaction online,
thereby making the forecourt experience
more efficient.

Our higher level advanced and premium
packages have offered this through the
year. In May 2021, we have evolved our
package staircase. With more buyers than
everusing Auto Trader typically before they
visit a showroom, retailersrecognise the
growingimportance of being highly visible
onourmarketplace. Thisdynamic, along
with the ‘free’ advertising monthsin
DecemberandFebruary, helpedusincrease
penetration of stock on our two highest
package levels to 26%in March 2021
(March 2020: 23%).

Another area of focus has beenournew car
proposition. We ended the year with over
2,000retailers (2020: over1,000) paying to
advertise new carsonour site,anincrease of
over100%. The average number of new cars
advertised onour platforms over the year
increased to 47,000 (2020: 31,000), attracting
1.4munique visitors on average each month
acrossthe period.

Making the car buying process easier
Overthelastyearthere hasbeenashift
inconsumer appetite todomore online

and shopping foracarisnodifferent. The
dynamic of the pandemic though has not
only broughtaboutachangeinconsumer
behaviour,ithas also changed how our
customers have operatedtheir forecourts.
Many have adapted their forecourts to
facilitate vehicles being sold at adistance.
Whilst some of the status quoinhow cars
are bought and sold willundoubtedly return
asrestrictions are eased, both consumers
andretailers have experienced adifferent
model. Digital products and services will
help toreinforce thisinthe coming months.
We believe we are well positioned to support
theindustryinmaking changes needed to
bring more of the car buyingjourney online.

During the year we launched our buy online
hub. This dedicated section of the site allows
consumersto find cars available forhome
deliveryorclickand collect. It played a key
role in promoting the availability of retail
options forconsumers during the pandemic.
Ouraimover the near futureis to evolve this
propositionso that consumers can complete
more of the buying process online through
our marketplace.

As partof our strategy to bring more of
the car buyingjourney online,in October
we began enrolling customers onto our
Guaranteed Part-Exchange (‘GPX') product.
This productenables consumerstogetan
accurate price for their existing vehicle
whilst shopping on Auto Trader, eliminating
the needtohaggle overapart-exchange
whilst also notrequiring the dealer to take
riskonthevehicle. Atyearend we had c.1,000
customers trialling the product.

AnnualReportand Financial Statements 2021

In July 2020, we acquired AutoConvert,
afinance, insurance and compliance
software platform with integrated
customer relationship management.

The business helpsits customers to both
increase finance penetrationand to
reduce costs by automating the customer
journey. AutoConvert's customersinclude
automotive dealers, dealer networks and
financial brokers. The business’s core
functionality, coupled with the factitis
integratedinto over 60 lenders, willhelp us
deliver our future finance product, which will
enable finance agreements and approvals
tobecompleted on Auto Trader. We expect
to pilot thisinthe second half of the current
financialyear.

Finally, our product teams made good
progress onasolutionthatwillenable
vehiclereservations tobe completed on
Auto Trader. We expect this product to
evolve over the next 6-12months and form
akey componentof facilitatinganonline
transaction. We anticipate that consumers’
willingness to complete this part of the
transaction online has beenimproved by
changing habits brought about by COVID-19
andbelieveitcansignificantlyincrease the
efficiency of our customers.

Ourresearch of car buyerstellsus that 55%
of buyers would consider buying aused car
online, 60%would pay an online deposit,
80%wanttohave atleastsomeidea of the
part-exchange value and 70% wantanidea
of finance options before visiting aretailer.
Itisanticipated that over the next12 months,
we will evolve the car buyingjourney on
Auto Tradertoinclude allthree components,
inone easy tocomplete userjourney.

Changesinourinfrastructure

We have made substantial progress during
the yearinmigrating our platform and
technologyinfrastructure to the cloud.
Moving to the cloud has enabled us to take
advantage of improved performance,
enhanced security and a quicker product
release cycle. We expect to have migrated
allof ourservices to the cloud by the end
of the coming financialyear. Despite the
disrupted nature of thisyear, we saw an
increaseinthe number of productreleases
to 41,000 (2020: 37,000).

Catherine Faiers
Chief Operating Officer
10 June 2021
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Financial review

GO

Revenue wasimpacted by our decision
to provide free advertising to our retailer
customersin April, May, December and
February,and at a 25% discountin June,
due to the closure of their forecourts
given COVID-19 lockdown restrictions.

-
4

|

Jamie Warner
Chief Financial Officer

Ourrevenue streams

@® Trade

£225.2m

a31% YoY decrease (2020: £324.3m)

® Consumer Services

£26.6m

a 6% YoY decrease (2020: £28.3m)

® Manufacturer and Agency

£1.0m

a33%YoY decrease (2020: £16.3m)

£262.8m £161.2m
-29% -38%

(2020:£368.9m) (2020:£258.9m)

42 AUTO TRADER GROUPPLC
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Safeguarding our
business for the
long-term benefit
of all stakeholders

Equity placing

On1April 2020 we raised
proceeds of £182.9m net of
feesthrough anequity placing.
This strengthened our balance
sheet and liquidity position,
enablingus to navigate the
COVID-19 crisisinthe long-term
interests of our stakeholders.
Theraise also ensured thatthe
Group wasinthe bestposition
to take advantage of strategic
opportunities, such as the
acquisition of AutoConvert, as
wellas continuing to support
customers while remaining

wellwithin our debt covenants.

Controlling costs

Earlyinthe crisis, we reduced
discretionary spend across
the business, the majority of
whichrelated to marketing
spend. Our Executive
Directors also forewent 50%
of theirsalary during Q1and
agreedto forego annual
bonusesearnedinrelationto
the previous financialyear.
The remainder of the Board
waived their fees by 50% or
more forthe duration of Q1.

Suspension of capital
allocation policy

With heightened uncertainty
caused by COVID-19, we
suspended our capital policy
inlate March 2020 to conserve
cash within the business.

We have subsequently
recommended a finaldividend
forthe year which willbe paid
inSeptember. Ourlong-term
capitalallocation policy
remainsunchanged. We aim
to distribute around one third
of netincome as dividends
and, having significantly
reduced our debt position, will
use surplus cash generated
tobuybackshares.

Repaid Government
support

Earlyinthe crisiswe used the
Government Coronavirus Job
Retention Scheme (‘CJRS’)
foraround 25% of our
employees, many of whom
wereindemandbasedroles,
whichwere impacted by
retailers effectively closing
their business. We also
deferred our VAT payments
due between the period 20
March to 30 June 2020.
Towards the end of May and
assoonasitseemed likely that
the business could survive
eventhe worstscenarios,
all of our people placed on
furloughreturned to work.
We have subsequently repaid
allamounts claimed under the
CJRSandwe areuptodateon
all VAT payments.
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Revenue fellto £262.8m (2020: £368.9m),
down 29%when compared to the prioryear.
Trade revenue, which comprisesrevenue
from Retailers, Home Traders and other
smallerrevenue streams, decreased by
31%t0£225.2m (2020: £324.3m).

Retailerrevenue fell by 32% to £211.9m (2020:
£312.1m). Revenue was impacted by our
decisionto provide free advertising to our
retailer customersin April, May, December
and February,and ata 25%discountin June,
due tothe closure of their forecourts given
COVID-19 lockdownrestrictions.

The average number of retailer forecourts
advertising onour platforms was broadly
flat at 13,336 (2020:13,345). We had a
reasonable declinein the first quarter, but
subsequently saw asteadyincreasein
the number of retailers advertising on our
platformsince June 2020.

Average Revenue Per Retailer (‘ARPR’)
declined by 32% to £1,324 (2020: £1,949).
The £625 decrease was heavilyimpacted by
the COVID-19 related discounts previously
mentioned. Excluding those discounts,
ARPR grew by £87 year-on-year,as adecline
inpaidstockwas offsetby anincreasein
price and product:

+ COVID-19related discounts: Theimpact
of discounts provided to support
customers during the various lockdown
periods contributed adecline of £712
to total ARPR (2020: £0).

« Price: Our price lever contributed an
increase of £50(2020: £53) to total ARPR
as we executed our annual pricing event
forallcustomersoniApril 2020, which
included additional products but also
alike-for-like price increase.

Stock: The number of cars advertised on
Auto Traderincreased by 1% to 485,000
(2020:478,000), this was boosted by the
growthinnew carsseenonAuto Trader
due to growing take up on our new car
product. Used car stock marginally
declinedinthe year as we saw stock levels
reduce through the second quarter, with
the overallnumber of cars available
toretaildecreasing as aresult of high
demand and tightened supply. Stock
levelsrecovered through the second half,
althoughnotenoughto offset the decline.
Theyear-on-year declineinthe number

of used carslive onsite contributed to the
declineinthelevels of paid retailer stock
resultingina£52 declineinthe stocklever
(2020: decline of £30).

Product: Our product lever contributed
anincrease of £89(2020: £82) to total
ARPR. Much of this product growth was
aresult of ourannual pricing event
underpinned by three products: an
upgraded Performance Dashboard,

Revenue (Em) 2021 2020 Change
Retailer 211.9 312.1 (32%)
Home Trader 6.3 8.3 (24%)
Other 7.0 3.9 79%

Trade 225.2 324.3 (31%)

Consumer Services 26.6 28.3 (6%)

Manufacturerand Agency 11.0 16.3 (33%)

Total 262.8 368.9 (29%)

Costs (£m) 2021 2020 Change

People costs (including share-based payments) 60.0 55.8 8%

Marketing 9.8 17.3 (43%)

Other costs 27.9 33.6 (17%)

Depreciation and amortisation 6.3 6.5 (3%)

Totaladministrative expenses 104.0 13.2 (8%)

Retail Check and anew Market Insight
tool. There was also growthin ournew car
advertising product with over 2,000
payingretailers atthe end of March 2021
(March 2020: over1,000). The penetration
of our higheryielding advanced and
premium packages alsoincreased to 26%
of retailer stock (March 2020: 23%), as
retailers continue torecognise the value
of receiving greater prominence within our
searchlistings and took advantage of the
free advertising offeredin December and
February. We also saw a small contribution
from our new Market Extension product.

Home Traderrevenue declined by 24%
t0£6.3m (2020: £8.3m). Otherrevenue
increased by £3.Imto £7.0m (2020: £3.9m)
mainly through the acquisition of
KeeResources and AutoConvert which
contributed £3.7m (2020: £1.9m) and
£1.1m (2020: £0.0m) to thisrevenue line
respectively.

Consumer Servicesrevenue decreased

by 6%inthe periodto £26.6m (2020: £28.3m).
Private revenue, whichis generated from
individual sellers who pay to advertise their
vehicle on the Auto Trader marketplace,
decreasedto £16.6m (2020: £20.1m). Thiswas
offsetbyanincreasein Motoring Services
revenue, whichwas up 21%to £9.9m (2020:
£8.2m) as aresult of strong growthinboth
ourinsurance and finance offerings. We also
launched our new instant offer productin
theyear, which enables private sellers to
selltheir carat a guaranteed price, which
contributed £0.1m to Private revenue.

Revenue from Manufacturer and Agency
customersdeclined by 33%to £11.0m (2020:
£16.3m). In addition to the impact of the
pandemic, we alsoremoved standard
formatdisplay advertising toimprove the
core search experience. Thisremoval
contributed £3.9mto the overallreduction
in Manufacturerand Agency revenue.
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Costs

The Group made the decision toreduce costs,
mainly through the reduction of discretionary
marketing spend, which led to total costs
decreasing by 8% to £104.0m (2020: £113.2m).

People costs, which comprise all staff costs
and third-party contractor costs, increased
by 8%t0£60.0m (2020: £55.8m). Theincrease
inpeople costs was primarily driven by an
increaseinthe average number of full-time
equivalentemployees (including contractors)
t0 909 (2020: 853), much of whichwas down
to the acquisition of KeeResources and
AutoConvert which contributed a combined
49 totheincreaseinthe period.

Marketing spend decreased by 43%to £9.8m
(2020: £17.3m) as discretionary spend was
reducedinresponse to the pandemic.

Other costs, whichinclude dataservices,
propertyrelated costs and other overheads,
decreasedby17%to £27.9m (2020: £33.6m).
The decrease was primarily due to lower
overhead costs, including lower traveland
office related costs. Depreciation and
amortisationdeclined to £6.3m (2020: £6.5m)
with thereduction coming fromreduced
software amortisation.

ARPR levers (£)
121 82 89
50 s 53 - 50 o
® _ ® ®
22 30 w
(22) (30) (52)
® Price
© Stock
® Product
@ COVID-19related discounts
(712)
2019 2020 2021
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Financial review continued

Our strategyin action

Relevant focus areas

Accelerating the
digital retailing
experience

Guaranteed Part-Exchange
(‘GPX’)

GPXenables aconsumer tovisita
retailer'sadvertand getaguaranteed
price for their part-exchange. Through
partnership with Cox Automotive
retailers are provided with an efficient
andrisk-free disposalroute for any
unwanted part-exchange.

c.1,000

retailers currently trialling our
Guaranteed Part-Exchange product

1.5m

finance applications through
AutoConvert since acquisition

AUTO TRADER GROUPPLC
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Instant Offer launch

We launched Instant Offer, which
enables private sellers to sell theircar
ataguaranteed price. The proposition
offers consumers aconvenient way to
sell their car privately, with the added
benefitof having their car collected
from their own home or place of work.

AutoConvert acquisition

We acquired AutoConvert, afinance,
insurance and compliance software
platformwithintegrated customer
relationship management systems.
The business helpsits customers to
bothincrease finance penetration
andtoreduce costs by automating
the full customer journey for the
automotive sector.

Operating profit (Em) 2021 2020 Change
Revenue 262.8 368.9 (29%)
Administrative

expenses (104.0) (113.2) (8%)
Share of profit

fromjoint

ventures 2.4 3.2 (25%)
Operating

profit 161.2 258.9 (38%)
Operating profit

During the period Operating profit fell by 38%
to £161.2m (2020: £258.9m). Operating profit
margindecreased by nine percentage points
t0 61%(2020:70%).

Ourshare of profit generated by Dealer
Auction, the Group'sjoint venture, decreased
t0£2.4m (2020: £3.2m) inthe periodasa
result of reduced auction activity during the
periods of lockdown.

Profit before taxation

Profit before taxation decreased by 37% to
£157.4m (2020: £251.5m). This decrease results
from the Operating profit performance,
partially offset by areductioninnet finance
costs of £3.8m (2020: £7.4m).

Interest costs onthe Group’s RCF totalled
£2.9m(2020: £6.3m). The decrease reflects
areduced average drawn level through
the period. At 31 March 2021the Group had
drawn £30.0m of the facility (31 March 2020:
£313.0m). Amortisation of debt costs
amounted to £0.6m (2020: £0.7m). Interest
costsrelatingtoleases totalled £0.3m (2020:
£0.4m)andinterest charged on deferred
consideration was £0.1m (2020: £nil). This
was offset by interestreceivable on cash
and cash equivalents of £0.1m (2020: £nil).

Taxation

The Group taxcharge of £29.6m (2020: £46.4m)
represents an effective tax rate of 19%(2020:
18%). Afterremoving the impact of Dealer
Auction, whichis consolidated post-tax, this
isinline with the average standard UK rate.

Earnings per share

Basicearnings per share fellby 40%to013.24
pence (2020:22.19 pence) basedona
weighted average number of ordinary shares
inissue of 965,175,677 (2020: 924,499,320).
Diluted earnings pershare of 13.21 pence
(2020:22.08 pence) decreased by 40%, based
on 967,404,812 shares (2020: 929,247,835)
which takesinto account the dilutive impact
of outstanding share awards. Theincreasein
the number of shares was due to the equity
raise completed on1April 2020, whichissued
approximately 46 million shares.
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Cash flow and netdebt

Cash generated from operations decreased
to £152.9m (2020: £265.5m) as aresult of the
reductionin Operating profit. Corporation
taxpaymentsdecreased to £28.2m (2020:
£69.8m), due to lower profit before taxation
and due to the last financial yearincluding
two additional payments as aresult of the
changes to HMRC's payment profile. Net
cash generated from operating activities
was £124.7m (2020: £195.7m).

As at 31 March 2021the Group had net cash of
£10.3m (31 March 2020: net debt of £282.4m),
representing anetreduction of £292.7m.
Net bankdebt, whichis Net debt before
amortised debt fees and excluding accrued
interestand amounts owed under lease
arrangements, isinanet cash position of
£15.7m (2020: net bank debt of £275.4m). At
theyearend, the Group had drawn £30.0m
of the Syndicated revolving credit facility
(31 March 2020: £313.0m) and held cashand
cashequivalents of £45.7m (2020: £37.6m).

Leverage, defined as theratio of Net bank
debtto EBITDA, decreased to zero (2020:1.0x)
as we exit the yearinanet cash position.
Interest paid on these financing
arrangements was £3.0m (2020: £6.4m).

Equity placing

On1April2020 the Company announced its
intention to conduct anon-pre-emptive
placing of up to 5% of itsissued share capital.
On3April2020 the placing was completed,
and atotal of 46,468,300 new ordinary
shares were allotted for a consideration of
400.00 pence per Placing Share, adiscount
of 8.9%to the closing share price of 439.1
pence on 31 March2020. The placing raised
gross proceeds of £185.9m for the Company,
or£182.9mnetof all feesincurred.

On 3 April 2020, the Placing Shares were
admitted to the premium listing segment of
the Official List of the Financial Conduct
Authority and to trading on the main market
forlisted securities of London Stock
Exchange plc (together, ‘Admission’).

The Placing Shares rank paripassuinall
respects with the existing ordinary shares
inthe Company, including theright to
receive all dividends and other distributions
declared, made or paid after the date of
issue. Immediately following Admission,
the totalnumber of sharesinissuein the
Company was 969,008,774. Auto Trader held
4,090,996 sharesintreasury,and, therefore,
the totalnumber of voting sharesin Auto
Traderinissue was 964,917,778.

Capital structure and dividends

InMarch 2020 the Group suspendedits capital
allocation policy to safeguard the businessin
response tothe COVID-19 outbreak. Despite
the challenging trading conditions, the Group
hasremained cash generative and the Board
believes nowistherighttime toreinstateits
capitalallocation policy.

The Group's capital allocation policy
remains broadly unchanged: continuing
toinvestinthe business enablingitto grow
whilstreturning around one third of net
income to shareholdersin the form of
dividends. Having reduced our debt position,
any surplus cash following these activities
willbe used to continue our share buyback
programme. The Board is therefore
recommending a finaldividend for the year
of 5.0p (2020: nil)and expectstoresumeits
share buybackprogramme shortly. Subject
toshareholders’ approval at the Annual
General Meeting (‘(AGM’) on17 September
2021, the finaldividend will be paid on

24 September 2021to shareholders onthe
register of members at the close of business
on 27 August 2021.

Nointerim dividend was paid,and therefore
totaldividends for the year are 5.0p

(2020: 2.4p). Total dividends paid during the
financialyear were nil (2020: £64.7m). No
shares were repurchased during the financial
year (2020: 1.4 million were repurchased for
atotalconsideration of £61.7m).

Atthe 2020 AGM, the Company's
shareholders generally authorised the
Company to make market purchases of up
t096,560,474 of its ordinary shares, subject
to minimum and maximum price restrictions.
This authority will expire at the conclusion
of the 2021 AGM and the Directorsintend
toseekasimilargeneralauthority from
shareholders atthe 2021 AGM. The Board
intends to commence the share buyback
programme shortly,and any purchases of
its shares made by the Company under the
programme will be effectedinaccordance
withthe Company’s generalauthority to
repurchase shares, Chapter12 of the UKLA
Listing Rules and relevant conditions for
trading restrictions regarding time and
volume, disclosure andreporting obligations
and price conditions.

Acquisition of AutoConvert

On 31 July 2020, the Group acquired
AutoConvert (legally named BlueOwl
Network Limited) for the consideration

of £18.2m, of which £8.Im will be deferred
until 31 July 2022. AutoConvertis afinance,
insurance and compliance software
platform with integrated customer
relationship management systems

for the automotive sector.
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Inthe eight months post acquisition,
AutoConvert contributed £1.7m of revenue
and £2.0mof costs (excluding amortisation
of acquiredintangible assets) to the
consolidatedresults of the Group.

Going concern

The Group generated significant cash
from operations during the period, despite
theimpact of COVID-19 on Q1 trading.

At 31 March 2021the Group had drawn £30m
of its £400munsecured revolving credit
facility (‘'RCF’) and had cash balances of
£46m. The £400m RCF is committed until
June 2023, whenitreduces to £317m through
tomaturityinJune 2025.

Inmaking their assessment of going concern,
the Directorsreviewed financial projections
foraperiod of 12 months from the date of this
report. Stress case scenarios were modelled
totake into account severe but plausible
impacts of COVID-19. The results of stress
testingdemonstrated that the combination
of significant free cash flow, existing cash
resources and the discretionary nature of
dividend payments and share buybacks
were sufficient for the Group to withstand
suchimpacts and continue to comply with
the RCF's financial covenants with significant
headroom. Forthese reasons, the Directors
continue to adopt the going concern basisin
preparing these financial statements.

Post balance sheet events

Manchester office lease

On14 April 2021, the Group enteredinto anew
lease arrangement to rent an additional
16,000 square feetin our Manchester office
tosupport the needs of our growing
workforce. The lease will last for five years
until April 2026 with total lease commitments
over the five-year period of £1.9m.

Dealer Auctiondividend

The Group'sjoint venture, Dealer Auction
Limited, declared adividend of £10.0mon
29 April 2021. The Group owns 49% of the
ordinary share capital of Dealer Auction
Limited and therefore received payment
of £4.9mon14 May 2021.

Jamie Warner
Chief Financial Officer
10 June 2021
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Make a difference

Committed

to being aresponsiblebusiness

We are pleased to announce our new
make a difference strategy

At Auto Trader our purpose sits beneath an overarching goal
of ‘Driving change together. Responsibly.” Within this we aim to
‘make a difference’ to our people, our communities, our industries
as well as the wider environment, whilst ensuring we act at all
times as aresponsible business.

With the changing environment over the pastyear, we have reviewed
our purpose, our strategy and our focus areas. As part of this review
we have looked to ensure our new make a difference strategy is
aligned and embedded within our overall Group strategy. During the
year we have soughtinput from stakeholders and this new make a
difference strategy has beenreviewed and approved by the Board.

Our strategy for the coming year falls within three distinct pillars

Our make a difference strategy

Driving change together. Responsibly.

Making a difference to our people, our communities
and the wider environment.

Diversity andinclusion Environmental sustainability

Commitment to become carbon
neutraland start our journey to carbon
net zero. Help car buyers make more
sustainable vehicle choices.

Read more P53 @

Significantlyimprove the
diversity of our organisation,
particularly within leadership.

Read more P48 @

Ethics and compliance

Trustand transparency are integral to our marketplace - we have established
policies, procedures and training to ensure that everyone at Auto Trader understands
our expectation of behaving professionally, ethically and legally. We promote a
culture of compliable and shared responsibility by providing advice and information
to keep ouremployees, consumers and customers smart, safe and secure.

Read more P58 @
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Reporting frameworks

We aimtoreportcomprehensively
and transparently about ESG
topics to provide our investors
and other stakeholders with
information about our approach
to ESG and our ability to manage
its associated risks and
opportunities. Our reporting
therefore focuses on the
Sustainability Accounting
Standards Board (‘'SASB’)
standardsreferencing SASB's
reporting framework for the
“Internet and Media Services”
and “Media & Entertainment”
industriesandthe Task Force

on Climate-related Financial
Disclosures ('TCFD’).

We willreview the indicators of
the UN Sustainable Development
Goalsinthe comingyearand
identify where we can make
meaningful contribution but
our primary focus will be on
developing our disclosures
inline with SASB and TCFD.
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To ensure we continue to evolve our make a
difference strategy and make progress towards
our goals, this year we established a new
Corporate Responsibility Committee. The
Committee gives Board level oversight working
inalignment with our guilds and networks to
oversee our progressin fulfilling our goals to
make a difference.

Report of the Corporate
Responsibility Committee P90 ()

We have identified six cultural KPIs that we
currently consider to be the mostrelevantin
assessing how we are progressing against our
make a difference pillars. We will continuously
monitor these to ensure we are making progress
and the KPIsremainrelevant. To demonstrate
the importance we place on our make a
difference priorities, we have linked some

of our cultural KPIs to remuneration.

< Key performance indicators P32 @ >

We are pleased to have beenrecognisedasa
FTSE4Good company. Created by the global
index provider FTSE Russell, the FTSE4Good Index
Seriesisdesigned tomeasure the performance of
companies demonstrating strong environmental,
socialand governance (‘ESG’) practices.

FTSE4Good

Non-financial information statement

We aim to comply with allareas of the UK’s Non-Financial Reporting Directive. The table below sets out where stakeholders can find further
information foreach area within this Annual Report:

Non-financial risk Policies, procedures and employee guilds Section within this Annual Report CulturalKPIs

Environmental

+ Sustainability Network + Environmentalsustainability: TotalScope1,2&3

pages53to57 CO, emissions

Code of Conduct

Our people - Diversity andinclusion: People who are proud

« Stakeholderengagement pages48to 52 towork at Auto Trader

+ Board Engagement Guild + Section172(1) Statement: + Genderdiversity

+ Whistleblowing Policy pages 20 and 21 « Ethnicdiversity

« BAME Network + Womeninleadershiproles

« Women's Network + BAMEinleadershiproles
Social and community + Ethical Procurement Policy - Diversity andinclusion: + Genderdiversity

- Customer Charter pages48to 52 - Ethnicdiversity

+ Volunteering days « Environmental sustainability: + Womeninleadershiproles

- Diversity and Inclusion Guild pages53to57 + BAMErepresentationin

- Make a Difference Guild leadershiproles

- Wellbeing Guild + People whoare proud

towork at Auto Trader

Humanrights Modern Slavery Policy + Ethicsand compliance:

+ Privacy Policy pages 58 to 61

Anti-bribery and + Anti-bribery, Gifts and + Ethicsand compliance:
anti-corruption Hospitality Policy pages 58to 61

- How we create value:
pagesi18andi9

Business model

Principalrisks « Principalrisks and uncertainties:
pages 64 to 69
Non-financial key + Operationaland culturalKPls:

performanceindicators pages 34to 37

AUTO TRADERGROUPPLC 47
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Make a difference continued

Diversity
and inclusion

Aligned with our overarching company purpose
of ‘Driving change together. Responsibly’, our
diversity and inclusion vision is to nurture our
inclusive culture and enrich our workforce with
diverse individuals who collaborate for the benefit
of our business, industries and communities.

At Auto Trader we are passionate about diversity and inclusion because
it fuelsinnovation, drives engagement and attracts talent; diversity
andinclusionis a fundamental part of our culture and aspiration to be
curious, community minded and courageous. We want to build a diverse
andinclusive workplace where every one of us can be our best and true
selves; only with a mix of differentideas and perspectives can we come up
with the most exciting new ideas and create the best experience for our
customers and consumers. Diversity for everyone at Auto Trader means
respect for and the appreciation of differencesin: genderidentity and
expression, age, sexual orientation, disability, race and ethnic origin,
religion and faith, marital status, social, educational background and
way of thinking.

Ourvalues
Reflecting our culture and commitment to make a difference

Be humble

We are open, honest,
approachable and we treat
eachother fairly. We recognise
successinourselvesand
othersbutadmitandlearn
frommistakes.

Be determined

We are passionate, resilient
and have the convictiontodo
theright thing. We rollup our
sleevestogetthejobdone.

Bereliable

We are outcome-oriented and
we dowhatwe saywe willdo.
We performunder pressure
andhave astrong workethic.

Be curious

We are alwayslearning. We
question why, we search for
betterways, ask questions
Be courageous and actively listen.
We are boldin our thinking,
overcoming fears,
challenging convention
andembracing change.

Be community-minded

We look after each other,
respectdiversity and advocate
inclusion. We are committed

to making a differencetothe
communities around us and
think of others before ourselves.

In order to achieve our diversity and inclusion
strategic commitments we will:

Take action

Recruit more diverse individuals
concentrating on our focus areas
Supportour people to grow through
our Inclusive Culture Development
Programmes

Educate each otherandincrease
awareness via our training and
employee network activities

Measure
impact

Analyse and act onemployee
feedback through our guilds,
networks and surveys

Monitor the make up of our
workforce across our focus areas
Calculate the different pay

gaps andreport on our gender
and ethnicity pay gapin 2021

Do more

Keep increasing representation of
diverseindividuals across alllevels of the
organisation ata steady pace everyyear
Improve the employee experience,
remove systematic barriers and reduce
the gender and ethnicity pay gaps
Make a differencein ourindustries

and communities

community

Be
determined

Be
Be
courageous
k

Be
humble
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Gender and ethnic diversity

We remain committed toimproving diversity
and inclusion within our organisation as
we believe thisimprovesindividualand
team performance and allows us to
identify and attract talent that we may
nototherwise access.

Like most organisations, particularly thosein
both the technology and automotive sector,
thereissignificantroom forimprovement. Our
gender diversity at Board levelremained at
50:50(2020:50:50), althoughwomen were less
wellrepresentedinthe organisationas awhole
at39% (March 2020:39%) and in leadership
roles, as defined by Hampton-Alexander, at
34%(March 2020: 32%). We are pleased to be
one of only nine FTSEI00 companies tohave at
least a50:50 gender parity onthe Board. From
anethnicity perspective, we have notyet met
the Parker Review recommendation of havinga
member of our Board from a BAME background
but are committed to doing so. We alsoaimto

Gender and ethnicity pay gap 2020

Hourly pay gap between men and women

Auto Trader Limited

Auto Trader Group'

Mean hourly pay gap

151% 1+43.0% pts

2020 15.1%
2019 » 12.1%
2018 D 9.1%

Mean hourly pay gap

15.9% *+1.0%pts

2020 15.9%
2019 » 14.9%
2018 » 12.3%

Median hourly pay gap

19.2%

T+1.3% pts

Median hourly pay gap

20.6% 1+2.9%pts

increase the percentage of BAME employees: 19.2% 20.6%
we are currently at11%(2020:10%), with 21% 2019 e 17.9% 2019 _i» 17.7%
of employees currently notdisclosed. The 2018 D 13.9% 2018 » 13.3%
percentage of BAME employeesinaleadership
role, again using the Hampton-Alexander
definition, is currently at 6% (2020: 4%). fo) fo)
Non- Men Women At Auto Trader Limited @ % Women rm % Men
Asat31 binary/ asa% asa%
March 2021 Men Women other oftotal oftotal Salary quartiles 2020 2019 2018 2020 2019 2018
Board 4 4 0 50% 50% Lower quartile 51.0%  49.2%  479% 49.0% 50.8%  52.1%
OoLT 6 4 0] 60% 40% . X
. Lower middle quartile 44.6% 43.8% 409%  55.4% 56.2% 59.1%

OLT direct
reports 63 32 (o] 66% 34% Upper middle quartile 29.2% 28.7% 30.3% 70.8% 71.3% 69.7%
Total Upper quartile 321%  33.5% 34.7% 67.9% 66.5%  65.3%
Company 582 368 3 61% 39%

Totalnumber 307 (39.3%) 475 (60.7%)

White  BAME of employees

Asat 31 Not asa% asa%
March2021 White BAME disclosed oftotal oftotal
Board 8 0 0 100% 0% Hourly ethnicity pay gap
OLT 10 (V] 0 100% 0%
OLT direct At Auto Trader Limited
reports 77 6 12 81% 6%

Salary quartiles BAME White
Total )
Company 650 102 201 68% 1% Lower quartile 20.6% 79.4%

Lower middle quartile 14.7% 85.3%
Gender and Ethnicity Pay Gap Report : ) . 5
Wereleased our firstcombined Gender and Uppermitilzeuemile 10.0% 90.0%
Ethnicity Pay Gap Report 2020 (published Upper quartile 9.4% 90.6%

in March 2021, reporting the pay gap as at
5April 2020). Whilstitis alegalrequirement
forusto publish our gender pay gap, thisyear
we have also chosen to voluntarily publish
information about ethnicity. We continue
tobe committed to welcoming, and just as
importantly retaining, a diverse andinclusive
workforce to drive our organisation
forwards. Although we are making progress
with our goals, theimpacts of our work to
address theissue systemically will take time
to bear fruit, hence the continued gender
and ethnicity pay gaps. We will continue to
work hard to address the issues we believe
arerelevanttoreduce these gapsand
believe that our new programmes will go
some way to help us realise our goals.

Totalnumber of employees?

93 (13.7%) 588 (86.3%)

Mean ethnicity pay gap

14.8%

Median ethnicity pay gap

21.6%

1. Thisincludes allfull payrelevantemployees within the Auto Trader Group as at 5 April 2020,
including Auto Trader Group plc (which had only three employees), Webzone Limited
(acompanyregisteredinIreland), and KeeResources. We have reported this voluntarily.

2. Incalculating these percentages we restricted the total population to those who disclosed

their ethnicity.

AUTO TRADERGROUPPLC
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Make a difference continued

Gender pay gap

We recognise thatthe gender pay gap has
widenedin 2020, and there are two main
drivers for this. Firstly, we have increased the
proportion of womeninentry levelroles; our
graduateintake thisyear was predominantly
women (63%). There is asignificant challenge
inboth the technology and automotive
industrieswhenitcomes to genderbalance,
therefore we remain determined to create a
solution by overinvestingin our early career
programmes. We believe thatover time this
willresultin asustainable pipeline of female
talentthroughout our organisation. We are
also making progressin the lower middle
quartile aswomenwho previously entered
the businessinanearly career capacity
progress upwards through the organisation.
Another positive indicator that our long-term
strategy is workingis thatwomenin
technology roles have alsoincreased again
thisyearto 24%. The second main driver of
ourpay gap hasbeenthereductioninthe
proportion of womeninthe upper quartile
salaryroles. Thisis due to acombination

of seniorwomen leavers, senior male
promotions and senior male hires. We are
taking action through our new development
programmes aimed at mid-career levels,
and we acknowledge that thereis more work
todoinimproving the gender balance of
recruitmentinto these upper quartile roles.

As part of our Remuneration Policy we
continue to take asimple approach to reward
andthe vast majority of employees do not
receive bonus or commission. Our senior
leadership team and other key individuals
receive incentive awards which are fully
settledinshares overathree-year period.
However, the bonus pay gap looks back over
al12-month period (April2019-March 2020),
and share awards areincludedinthe
calculations at the time whenanemployee
choosesto exercise their share options, not
whenthe awards are granted. The bonus pay
gapreportedincludes the exercise of awards
from previous years (when our senior
leadership team was not as gender balanced
astoday),and alsoincludes multiple awards
forsome employees depending when they
have chosento exercise, andis therefore not
areflection of the current award structure.
Thishashad animpactonboth our mean
and medianbonus pay gap figures.

Ethnicity pay gap

Forthe first time, we have shared ethnicity
pay gap figures voluntarily for Auto Trader
Ltd. The datais representative of 86.8% of
our business, as those who chose not to
disclose their ethnicity are notincludedinthe
pay gapreport. Our representation of BAME
employeesincludedinthe pay gapreport
is13.7%, which, whilstitis almostreflective
of wider society, is not reflective of the
communitiesin which we work. Itis therefore
anareawe actively wanttoimprove onand
will continue todo so.

50 AUTO TRADERGROUPPLC
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BAME Network reverse

mentoring sessions

The BAME Network ran a speed reverse mentoring session for both
our OLT and our PLC Board. The aim of the event was to share our BAME
colleagues’ stories so that our leadership teams could get a better
understanding of the challenges that the BAME community face.

Reverse mentoring acknowledges that
amore senior personisthe one whois
looking forafresh outlook rather than
the other way aroundin the traditional
mentoring sense. The BAME Network
thoughtitwould be an effective
approach forthe leadership teamto
betterunderstand the challenges the
BAME community faces.

The objectives of the evening were

- Toincrease awareness, understanding
and education of some of the
challenges BAME employees may
faceinthe workplace.

- Tocreate aforumforhonest, open
and safe dialogue on all things BAME
at Auto Trader for both employees
and senior leaders.

» Toinspire and create allies, who will
play an active rolein advocating
diversity andinclusion throughout
their Tribes and Squads.

Much like speed dating, OLT and Board
members spent10 minutes witha
different BAME memberhaving openand
frank conversations before movingto the
next. Thiswas anopportunity to putrace
onthe agendawith oursenior leaders
andto give them asafe space to not
only hear stories from our BAME
network members butalsoto askany
questions that they had.

Itwas ahumbling eventto
be part of - asincere thank
you toyou all formaking it
happen. | feel privileged to
hear some of the family
background and childhood
stories that were shared
along with the highs and
lows in personal journeys so
far. It also gave me food for
thought about Auto Trader-
specificexperiences that
we canlearn from.

Rebecca Clark
Sales Director

0O

Itmust have taken a great
deal of courage to share
your storiesinsuch abrave
and open way. Getting that
understanding has made
arealdifference tome,
andit's something we
should aim to spread
across the organisation.

Nathan Coe
Chief Executive Officer



STRATEGIC REPORT

The proportion of employees from BAME
non-white backgrounds is higherin the
lower quartile pay bands as our business
andindustries face similar challenges to
those faced by women. We are working
onincreasing the recruitment of BAME
non-white individuals and we are already
having success as 30% of our early career
intake have been from a BAME background.
We are hopefulthat the introduction of
our two new development programmes,
Inclusive Leadership and the Diverse Talent
Accelerator, willhelp us to make further
progressinthisarea.

Actions we are taking

Supported by our Corporate Responsibility
Committee and our OLT, our colleagues are
working oninitiativesin order to achieve our
two diversity andinclusion commitments
that we believe will directly contribute to
closing the pay gaps thatexist:

Have arepresentative workforce across
alllevels of our business with a focus
onwomen, LGBT+, BAME, disability &
neurodiversity and age.

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

Inthe last12 months we have launched
two talent programmes; one focusing on
Inclusive Leadership for allleaders across
ourorganisationandthe second a Diverse
Talent Accelerator programme designed
tosupport the progression of mid-career
colleagues. Both programmes have been
designed to supportouroverallambitions
tobe moreinclusive and diverse by
supporting people’s development through
the organisation.

As partof ourcommitmenttoincrease
representation across our business at every
level we are always looking for new ways
toensure allour people feelempowered
andthat they have the supportto continue
their personal growth and professional
development at Auto Trader. We have
continuedinvestinginourearly career
programmes, welcoming new graduates
and apprentices to our business, as well
as forming a new partnership torecruit
returners following a career break. We hope
these programmes will begin to positively
change our pay gaps over the comingyears
astheyhelptoaddressboth genderand

ethnicity representation across our business.

We remain committed to supporting
disabled and neurodiverse employees and
those who become disabled during their
employment with us. Recognising that
everyoneisunique, we provide the right
supporttoensure they continue torealise
their full potentialand develop their careers
withus. As part of the disability confident
scheme, ourresourcing team co-ordinates
ourinvolvementinthe Guaranteed Interview
Scheme for all disabled candidates that
meet the criteria for ourroles.

Inclusive Companies

We are proud to be recognised by the
Inclusive Companies Top 50 award as the
seventhmostinclusive employerin the UK.
The Inclusive Companies Membership
exists tochallenge the lack of diverse
representation within UK based
organisations and to assist employers
fosteratrulyinclusive environment.

&
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Automotive 30% Club

The Automotive 30% Club powered by Gaia
Innovation Limited, is avoluntary network of
MDs and CEOs from UK based automotive
organisations, with the purpose of
achieving a better gender balance within
the automotive industry, and with the aim
of filling at least 30% of key leadership
positionsinthe member organisations
with diverse women by 2030.

Our Diversity & Inclusion Strategy is designed
and delivered by a group of passionate
colleagues that form our Diversity & Inclusion
Guild and various employee networks.
Throughout the year they have remained
focused on theircommitments and
continued supporting their communities.

BAME

Our BAME (Build A Multi-cultural Environment)
Employee Networkis awell-established group
of Black, Asian and minority ethnic colleagues,
andallies, that work to tackle inequalities and
celebrateinclusivity. During the pastyear of
the globalpandemic and the tragic events
thatre-ignited aglobalmovement to tackle
racism,our network served as asafe space
where colleagues could connect and support
eachotherandshare how the events that
precededthe Black Lives Matter movement
affected them. The network hosted awebinar
with Black Leaders during Black History Month
addressing the Black Lives Matter movement,
whichreached more than1,000 people from
amixture of public and private sector
businesses. We also created an “About Race”
web page withuseful resources, frombooks
topodcasts, to encourage colleagues and
ourexternalaudiences to educate themselves
andraise awareness.

The network supported the business to signup
toseveralrace chartersincluding: Businessin
the Community (‘BITC’) “Race at Work Charter”
andthe Confederation of Business Industry
(‘CBI') “Change the Race Ratio” initiative.
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Disability Confident

We are pleased to berecognisedasa
disability confident leader, receiving the
highest level of accreditation from the
Department of Work & Pension Disability
Confident Employer Scheme. The scheme
enables organisations to see disability
through a different lens, building
understanding about the cultural,
commercialand employment opportunities
of recruiting andretaining disabled talent.

R O

RATIO

Change the Race Ratio

We have signed up to Change the Race
Ratio, committing to taking action to
increase racial and ethnic participationin
our business. If we act now we can create
amore diverse and inclusive business
community, competitive advantage and
amore equitable society.

We joined the newly formed Black Leaders
organisation,anaction focused national
community of Black leaders, Black
professionals, non-Blackcompany CEOs,
influencers and allies who collaborate with
eachothertoaddress theinequalities and
the systemic barriers faced by Black people
across all aspects of society. Signingup to
these willensure we can create meaningful
strategies to achieve the changes we allwant
tosee. We supported the work of the charity,
Blue Print for All, who run highimpact
programmes with disadvantagedyoung
people and communities.

Disability and neurodiversity

Inits third year, our Disability & Neurodiversity
Network continues to create amore
accessible andinclusive environment for

our colleagues. 13% of our colleagues have
disclosed a disability or neurodiverse
condition. The Network partners with various
charitiesincluding the National Autistic
Society, Royal National Institute for Deaf
People and the Business Disability Forum to
educate colleagues andraise awareness.
Thisyearthe Network launched the Hidden
Disability Sunflower Scheme across Auto
Trader that shines alight onthe challenges
that colleagues with hiddendisabilities can
experience, with colleagues sharing their
storiesinan effort to breakdown stigma

and change perception.
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Make a difference continued

LGBT+

Our Group LGBT+representationis currently
6.9%and, for afourth consecutive year, our
LGBT+ Network has continued to support our
colleagues and connect withlocal LGBT+
charities, including The Proud Trustand the
George House Trust. This year we were not
able tokeep up with our tradition of taking part
inthe Manchester Pride Festivalbutinstead
the network puttogether a powerful poem
and completed avirtual parade that was
capturedinvideo asthey “Marched for Peace”
aligned withthe theme of thisyear's festival.

Age

Thisyearwelaunched anew employee network
which will focus on creating aninclusive
environment for the multigenerational
workforce of Auto Trader. The network has
establishedits commitments and formed
apartnership with Carers UK.

Gender parity

We remain committed to driving long-term
change toreach gender parityin our
business. Our focusis ondeveloping the next
generation of women in ourindustry by
investinginourearly career strategy, as well
as supporting anumber of initiatives and
partnerships, including DigitalHer with
Manchester Digital, AUTO30% and our STEM
Ambassador Programme. For International
Women's Day we hosted a webinar focusing
onthe #ChooseToChallenge theme to
considertherole we allneedtoplayin
‘choosing to challenge’ and calling out
gender bias andinequality. We thenran
afollowup workshop to talkin more detail
about how to challenge effectively and

with confidence.

Employee engagement
Ouremployees are key to helping us fulfil our
purpose and at Auto Trader we are proud to
have aculture of open feedback. We use
formalandinformalmechanismsto assess
andimprove employee engagementand
satisfaction. Employee engagement surveys
help us assess and actonengagementand
satisfaction levels. During this particularly
challengingyear, we feltit was even more
importanttoregularly checkinwith
employees and we therefore carried out
regular ‘Check-Ins’.

93%

of ouremployees are proud towork at Auto Trader

We listento the feedback and, with the
supportof ourseniorleaders and their
teams, we review and develop action plans.
We also look to Glassdoor for feedback;
ourrating based on more than 300 reviews
is4.4outof 5.
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To ensure our Board understands the
experience and listens to the views of
ouremployees we established our Board
Engagement Guild. The Guildis aligned with
the Corporate Governance Code standard
to ensure our Chairman and Non-Executive
Directors have regular and effective
engagementwith ouremployees without the
executives presentorinvolvedin preparation.
The Guild hasrepresentatives from different
areas of our business, with the main focus

of gathering feedback from ouremployees
tofeeduptothe Boardtoenableittogain
insight and understanding of our culture from
anemployee perspective, aswell as discuss
avariety of subjects. Thisyear the Guild met
fourtimes anddiscussed topicsincluding
diversity, sustainability and our response to
COVID-19. The Board engages with our people
invarious other ways: attending different
employee-led events; through regular
business updates where they update
colleaguesonourstrategicdeliverables; and
also monthly breakfast sessions where they
canaskquestions and gainusefulinsightsin
arelaxed environment. The move to working
fromhome during the last financialyear has
required us to find different ways of staying
connected with ouremployees. We achieved
thisinitially through bi-weekly updates from
our CEO, which moved to monthly updates
mid-way through the year. We have also
continued to deliver ourannualemployee
conference by adapting to shortervirtual
eventsthathave occurredregularlyinthe
year. Regular team meetings also continue
totake placetofocusonteamdeliverables
and objectives, but also to maintainteam
connectivity and wellbeing.

Investingin and supporting our talent
Our ambitionis to make sure that everyone’s
careerissupported by learning opportunities,
including self-learning, mentoring, coaching
and innovative programmes. Our focus on
investingin the personaland professional
development of our colleagues continued
thisyearand we very swiftly offered different
learning and development opportunities
deliveredvirtually.

During the year100% of our employees were
offeredtraining. We provided 2,555 hours

of mandatory training as part of our
Compliance Essentials training programme
(see Ethicsand compliance sectionpage 58).
In addition, 18,912 hours of non-mandatory
training were delivered covering a broad
range of learning and development, including
awareness (e.g. diversity &inclusion,carbon
literacy), leadership, customer experience,
product training, coaching and skills training.
The majority of the training was provided by
ourin-house L&D team. The annualcost of
training during the financialyearwas £249,000
(average cost per employee £261),including
externaltrainer and platform costs, but
excluding our ownemployment costs. We
also provide sponsorship for professional
qualifications and access to continuing
professional development for our finance,
legaland compliance teams.
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Wellbeing of our employees

Our People team worked with our Wellbeing
Guild and Mental Health First Aiders to
continue to provide valuable support for our
colleagues during this challenging time.
From offering Calm subscriptions, coffee
chats andvarious online resources; we
continuedto stay close to ouremployees
andrespond to theirchanging needs. All
people leaders attended arefresher course
onmental health awareness to boost
knowledge and confidence inidentifying
and supportingissues thatimpactonand
relate topeople’s mentalhealth,andlearn
practicalskills thatcanbe used everyday -
both face-to-face andremotely - to help
supportteammembers, particularly during
the current pandemic. Our Mental Health
First Aiders provided supporttovarious
colleaguesremotely,including counselling
through our Employee Assistance
Programme. We alsointroduced afitness
coachwho providedvirtual exercise classes
and nutrition advice throughout the year.
Toenable our colleagues to look after their
financial wellbeing weran sessions with
specialists providing mortgage advice.

Communities

Our Make a Difference Guild is committed to
empowering our employees to support our
localcommunities and national charities.
Although physical volunteering decreased
due to Governmentrestrictions, employees
continuedtovolunteer with charities such
as Omega Chatterbox to provide support
tothose whoarelonelyorisolated. Our
employeesremained passionate about
fundraising throughout the pandemic and
Auto Trader continued to provide match
funding. We supported the Greater
Manchester Combined Authority (‘GMCA')
Technology Fund as anemergency response
tosupportdisadvantaged young people
learning fromhome as aresult of school
closures during lockdown through donations
of repurposed laptops. We will continue
toworkwith our Educational Outreach
contacts torepurpose our technology
going forwards.

Mentalhealth and wellbeing are incredibly
importanttous. Thisisreflectedinour
supportof the charity Ben, the automotive
industry’s charity aimed at providing support
tothose workingin the automotive industry
and theirimmediate families. Last year,
we pledged a two-year multi-faceted
partnership with Benand the first stage of
thiswas adonation of £55,000 atatime
when Benmade anurgentappeal for funds.
Ben provides much needed supporttothose
who needitthe most. By providing not just
our financial supportbut also through our
people providing their skills and technical
knowledge, we hope to be able to make a
realdifference tothe work that Ben does.






Make a difference continued

Total CO, emissions'

2021 2020restated

UK Global UK Global
Scopel 34 45 195 241
Scope 2 277 291 392 424
Total (Scopes1and 2) 31 336 587 665
KwH (‘000s) 1,284 1,383 2,263 2,561
Scope 3 6,337 9,429
Total (Scopes1, 2 and 3) 6,673 10,094
Revenue £262.8m £368.9m
Carbonintensity? 25.40 27.36

1. Scopesiand2arereportedintonnes of CO,equivalent.
2. Absolute carbon emissions divided by revenue in millions.

Methodology

The Groupis required to measure and
reportitsdirectandindirect greenhouse
gas ('GHG') emissions by the Companies
(Directors’ Report) and Limited Liability
Partnerships (Energy and Carbon Report)
Regulations 2018. The GHG reporting
periodisalignedtothe financialreporting
year. Themethodology usedto calculate
emissionsisbased on the financial
consolidation approach, asdefinedinthe
Greenhouse Gas Protocol, ACorporate
Accounting and Reporting Standard

(Revised Edition). Emission factorsused are

from UK Government (‘BEIS’) conversion
guidance for the yearreported.

- Following the Scope 3work
undertaken thisyear,168 tonnes of
emissions from our data centres
have beenreclassified from Scope 3
to Scope 2 as this more accurately
reflects the ownership of these
assets. The previous reported figure
forScope 2in FY20 was 256 tonnes.

+ Following the Scope 3workundertaken
thisyear,the FY20 Scope 3emissions have
beenrestated toinclude emissions from
additionalrelevant Scope 3 categories
identified. The previousreported figure
for Scope 3was1,684, of which168 has
beenreclassified to Scope 2.

During FY21 our officesremained

largely closed with our employees

working from home. As aresult, there
was very little commuting. FY21
includes emissions generated from
homeworking for energy use from
office equipment and home heating.

We have used the base case

calculations as setoutin the

Homeworking Emissions Whitepaper

prepared by ECoAct,in partnership

with Lloyds Banking Group and

Natwest Group.

+ We have identified a smallamount of
emissions from natural gas usage
(3tonnes)and haveincluded thisin
ourrestated and currentyear figures.

Ourgoaltoreach carbonnetzero
We are at the start of our carbon net zero
journey but we are committed to making
progress. Our focus thisyearhasbeento
shape our climaterelated strategy for the
coming year and articulate withinthe
business how we can take positive steps to
drive changeinthisarea. We recognise the
seriousness of the climate crisisand we have
signeduptothe UN’s “Climate Neutral Now”
initiative and also the Science Based Targets
initiative (‘SBTi’), committing to set ambitious
emission reduction targets. We aim to submit
ourtargetsto the SBTiwithin the two-year
time frame set out by the SBTi. To help us
accurately assess and develop strategies to
reach carbon net zero, we have undertaken
further work to evaluate our emissions more
comprehensively and we willuse the outcome
of thiswork toinformour goaltosetanet
zerotarget with clearinterim targets to
measure our progress.

Our biggestdirectimpacts are carbon
emissions from ouruse of energy. Our reported
ScopelandScope 2include direct emissions
from mobile combustion andindirect
emissions from the generation of purchased
energy. As part of our journey to transition
tocarbonnet zero, thisyear we undertook
amore detailed analysis of our Scope 3
emissions. We worked with a consultancy to
complete aScope 3 greenhouse gas (‘GHG')
inventory aligned with the internationally
recognised corporate accounting standard
GHG Protocoland the requirements of the
Science Based Target initiative ('SBTi’).

We mapped our organisational activitiesin
line with the 15 Scope 3 Value Chainstandard
categories to define therelevance and
materiality of each category to our business
and calculated our emissions from each.
Althoughwe reported Scope 3 emissionsinthe
prioryear, thismore detailed analysis has
identified furtherrelevant categories and so
we have restated our prior year emissions to
factorinthese additionalcategories. From
the15differentemission categories that fall
within Scope 3, the following have been
identified asrelevantto Auto Trader:

Purchased goods and services (an
Environmentally Extended Input Output
database methodology was used to
calculate the GHG footprint across total
spendintheyear)

Capitalgoods

Fueland energyrelated activities
(notincludedin Scopetand Scope 2)
Waste generatedin operations
Business travel

Employee commuting

Investments

With this broaderunderstanding of our
Scope 3emissions,our planinthe coming
yearistodevelop Science Based Targets
('SBT') that are fully compliant with the SBTi
criteriaandto establish our planto carbon
net zero. We choose to present arevenue
intensity ratio as ameasure of our GHGs,
asthisisarelevantindicator of our growth
andis aligned with our business strategy.
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Projects Auto Trader
has helped

fund through

our partnership
with Ecolog!’

478

tonnes of carbonreduction,
equating to:

366

long haul flights

metres squared of
seaicesaved

1,182,048

miles driveninacar

1. Ecologifinance carbonreduction projects around
the world supporting two differentimpact-driven
climate projects every month.

Onshore wind energy generationin Taiwan
This large-scale project harnesses the
strong prevailing winds along Taiwan'’s
western coast, developing two onshore wind
farms (one of 103.5 MW and one of 46 MW).
Combined, the wind farms consist of 62
turbines which generate renewable energy
whichis delivered straight to the national
grid. Carbon emission reductions of around
300,000 tonnes peryear therefore come
fromthe displacement of fossil fuel energy
within the grid.

As wellas helping accelerate the country’s
shift toward renewables, boosting wind
energy production helps to lessen the
reliance on fossil fuelimports, representing
aneconomic and national security boost as
well. In addition, the projectis engagedin
several activities that help to preserve the
localecosystem - such asregularbeach
clean-ups and guided tours thatraise
awareness about climate change, pollution
and other environmentalissues. The project
has also supported the reforestation

of asmallparcel of localland, whichis
encouraging local biodiversity.

This projectis verified by the Gold Standard.

Providing clean energy through
hydropowerin Kanungu, Uganda

The Ishasha Small Hydropower project
supports a 6.6 MW hydropower station
whichislocated 500 metres below the
border of BwindiForest National Parkon the
Ishashariver. Itharnesses water from the
riverand drops it approximately 90 metres
through two turbines to generate 29.404
GWh of electricity peryear. Thisis fed into
the Uganda grid, displacing electricity
generated from the Uganda source mix.

If the project activity was notimplemented,
the same amount of electricity would be
generated from the fossil fuel power plants
connectedto the grid. Therefore the funding
of this project directly prevents the
equivalent of19.03 tonnes of CO,e from
entering the atmosphere every year.
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As wellas providing clean energy to the grid,
this hydropower station also enables access
to electricity for local communities within the
areaq, providing both socialand economic
benefits. Without a modern source of
electricity, medicine and food cannotbe
refrigerated, and children cannot study at
night or access quality learning resources.
Providing access to electricity also
facilitates economic growth within the
region, supporting the growth of local
entrepreneurs and providing potential
forindustry expansions.

This projectis verified by the Verified Carbon
Standard.

Forest protectionin Northern Zimbabwe
The Kariba REDD+ Project protects almost
785,000 hectares of forests and wildlife on
the southern shores of Lake Kariba, near

the Zimbabwe-Zambia border. One of the
largestregistered REDD+ projects by areaq,
itacts as a giantbiodiversity corridor that
connects four national parks and eight safari
reserves, protecting an expansive forest and
numerous vulnerable and endangered
species -including the African elephant, lion,
hippopotamus and southern ground hornbill.

Kariba REDD+is a community-based project,
administered by the fourlocalRural District
Councils ('RDCs’) of Binga, Nyaminyami,
Hurungwe and Mbire, and has achieved
Climate, Community & Biodiversity Standards
('CCBS’) certification. This means that the
projectsupports arange of activities beyond
simply environmental protection, including
promoting theindependence and wellbeing
of the localcommunities. Improved clinic
amenities provide better healthcare,
infrastructureincluding newroads and
waterboreholesimprove daily life, and
school subsidies are offered to the poorest
quartile of the population. Project activities
in conservation agriculture, community
gardens, beekeeping training, fire
management, and ecotourism create

jobs and facilitate sustainable incomes,
benefiting the entire region.

This projectis verified by the Verified Carbon
Standard and the Climate, Community &
Biodiversity Standards.
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Our progressin2021

We know thatit will take time to reduce our
emissions. Thatis why thisyear we started
working with Ecologi, a UK-based non-
government organisation, to develop
acarbon offsetting programme focused
onacombination of high-impact social
and community initiatives and projects to
supporttree planting, bothinthe UKand
overseas. Whilst our ambitionis toreach
carbon net zero, this year we achieved
carbon neutrality across Scopeiand 2.
By 31 March 2021 we offset 478.44 tonnes of
CO, toneutralise our Scopeland Scope 2
emissions. In addition, we planted 251trees
inthe UK and 31,183 trees overseas. Whilst
we are onourjourney to being able to set
acarbonnetzero target we willcontinue
with our offsetting programme.

As aresult of the COVID-19 pandemic, our
officeshave largely been closed during the
reporting period. Combined with minimal
business travel we have seen adramatic
decreaseinour ScopeiandScope 2 emissions
inline with the reduction of office building
energy consumption. However, we have also
taken positive actiontoreduce our Scope1
and Scope 2 emissions, most notably thisyear
being our migration from physicaldata
centrestothe cloud. Ourintentionisto
completely migrate all our technology

to public cloud providers, where we are able
tomore efficiently manage resources.

By adopting a cloud-native approach to
software development, we are building
systems that areresilient, manageable,

and observable, as well asrequiring fewer
resources to operate. Thisyear,we made a
50%reductioninour primary physicaldata
centre space, and we expect to further
reduce thisinthe nextreporting period.

With our employees spending the majority of
thisyearworking fromhomeratherthaninthe
office, employee commuting and business
related travelhave beenminimalresultingina
significantreductionin our Scope 3 emissions.
Underthe GHG protocol, homeworking is
currently anoptional disclosure coveredinthe
Employee commuting (Category 7) section of
Scope 3emissions. Inprioryears, homeworking
hasnotbeenmaterial. However,inorder to
provide acredible comparison of year-on-
year totalemissions, and with the significant
scale of homeworking this year, we have
chosentoinclude emissions generatedasa
result of ouremployees working fromhome
withinour Scope 3 emissions for FY21. We
anticipate ashifttoregularhomeworking
fromalarger proportion of ouremployees
and we willseek toinclude these emissions
infuturereporting periods.

As anoperator of anonline marketplace,
we have arelatively smallcarbon footprint.
Our officesinLondon and Manchester are
both highly graded by the BREEAM standard,
whichsets best practice standards for the
environmental performance of buildings
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through design, specification, construction
and operation. Our London office has an
‘outstanding’ rating, and our Manchester
office an ‘excellent’ rating. All our offices
(with the exception of one subsidiary office)
use greener energy suppliers and as our
employeesreturnto the office, we will
reinstate our operationalinitiatives toreduce
ouremissions: we have investedinvideo
conferencing equipmentinour London and
Manchester offices, installing clickshare and
polystudioinour officesto facilitate enhanced
virtualmeetings and collaborative online
working; the use of passive infrared sensor
lighting in the London office whichis
activated by movement; and switching of f
electricalitems while the officeis closed.

As atechnology business, one of our main
components of waste generatedin
operations (Category 5)is the disposal of
technology equipmentsuch aslaptops. We
are now working withlocal programmes to
repurpose laptops. We have greatly reduced
the use of paperinour offices by reducing the
number of printers and removing waste bins
by desks. Where possible, we have replaced
paper-based communications with online
digital alternatives, including marketing
reports and communications to employees,
customers and shareholders. 95% of our
invoices are deliveredvia e-billing and nearly
allof our supplierinvoices are received by
email. We operate recycling systemsinthe
offices established withlocal authorities and
recyclingschemestoencourage lesswaste.

Sustainability Network

We have a well-established Sustainability
Network comprised of passionate employees
with a goal of making life at Auto Trader
more sustainable. The Networkis sponsored
by our Commercial Director, lan Plummer.
The Network meets monthly and since

its creation has built a wider network of
over 200 people who allnow share and
implement sustainability ideas. They aim
toincrease awareness and encourage
positive changes forindividuals, as well as
inour offices, in a bid toreduce our overall
environmentalimpact. Since the group
started, they have made positive changes
such as: getting rid of single use plastic
takeaway boxesinthe Manchester canteen;
producing branded reusable water and
coffee cups for staff toreduce single use
plastic cups; starting aplasticrecycling bag
systemtoreduce people gettingbagswhen
they buy theirlunch; and introducing more
environmentally friendly menu optionsin
the canteen and for catered lunches for
meetings, i.e. cooking withingredients that
have lower food miles, less meat,and more
vegan options. We also use Fruitful Office
todeliver fruit to our offices each week.
The company plantsone tree in Malawi for
every order of fruit they receive. The trees
help the organisation to mitigate the effects
of globalwarming and deforestation,
providingincomes to local communities.
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18%

of ourbusiness has
now beenthrough the
carbonliteracy training

Carbonliteracy

We embarked onour carbonliteracy training
earlyin 2019. The training is structured to
scale ourimpact fromglobaltoindividual.
One of the most effective parts of the
courseis making the connections between
individuals and the impact of climate
change. By the end of the training our Carbon
Heroes (what we like to call our carbon
literate colleagues) commit to a group
commitment focused onmaking climate
positive changes within our business.

They also make personalcommitments.
These have ranged fromchanging energy
suppliers, to commuting differently and
reducingunnecessary travel. The groups
have beenworking on meat free Mondays
inour canteen, raising carbon footprint
awareness and looking at our business travel
policy. We have also planted atreeinthe
UK forevery personwho hascompleted the
carbon literacy training.

18% of our business has now been through the
training as at 31 March 2021. We also have a
group of accredited Carbon Heroes who will
become our next generation of facilitators
toensure that more of our business can
experience the training. We want toreach
every personinourbusinesssoitisvitalwe
continue at pace torunsessionsand aim
totrain 50% of our employees over the next
financialyear. As well as training our
employees, we also planto support Cooler
Projectstocreate acarbonliteracy toolkit
withmembers of the automotive retail
industry. The toolkit willbe made available
toallretailers and the charity will also of fer
training to accredit trainers from different
retailer businesses.

Help car buyers make more

sustainable vehicle choices

Our success comes from a breadth of
expertise and we want to combine that with
ourvoice toinfluence the automotive industry
tosupporturgentaction to tackle the
climate crisis. We canalso use ourdataand
partnerships to upskill our customerson
alternatively fuelled vehicles (‘AFVs') and
help consumers make more informed choices
toimprove outcomes for the environment.

We recognise that the automotive sector
accounts forasignificant proportion of
globalcarbonemissions. In 2020, the UK
Governmentannounceditis bringing forward
itsbanonthe sale of new petroland diesel-
engined cars andvans from 2040 to 2030 -
while some hybrids will be allowed until 2035.
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The sale of new electric vehicles (‘EVs') could
overtake petroland diesel sales by asearly
as 2025, whilst AFVs more broadly could pass
themevenearlier,in 2024

Thereis growing positive sentiment for
electricandlow emissions vehicles. By the
time the Government’'sbanonthe sale of new
petroland dieselcars comesinto effectin
2030,EVsand AFVSare likely torepresentas
much as 30%and 40% respectively of the total
British car parc. Theresults from our latest Car
Buyers tracker (February 2021) showed 47% of
recent carbuyers considered an AFVinthe
carbuying process (up from40%in February
2020). Results from our latest National
Representative Market tracker (February
2021) showed 29% of consumers said they
intend to buy an electric/hybrid vehicle
soonerasaresult of the Prime Minister’s
announcementin November 2020 to ban

the sale of new petrol/diesel carsin 2030.2

As abusiness we wanttouse ourinfluence
to help the UK achieve more environmentally
friendly private road transportand ensure
Auto Traderremainsrelevantover the next
decade. Thisfocus has come about as we
have looked at evolving our core strategy
and purpose.

Progressin2021

Promoting the advancement of new
technologies and cleaner, more efficient
fueltypesisanimportantissue forus.
That's why we actively support theindustry’s
effortstoincrease the consumer adoption
of AFVs. We regularly meet with various
Governmentdepartments,including HM
Treasury and the Department for Transport’s
Office for Low Emission Vehicles, to share our
dataandinsights to help guide policy around
the topic; we also support the industry
trade bodies with theirinitiatives. We have
partnered with the National Franchise
Dealers’ Association ('NFDA') to featureiits
Electric Vehicle Accreditations ('"EVA’) on
autotrader.co.uk - thoseretailers thatmeet
the strict guidelines of the initiative are
abletoinclude akitemarkontheir adverts.

Onourmarketplace, we have taken steps
tomakeit easier for carbuyersto search for
AFVsbyimproving search filters toinclude
batteryrange, charge time and quickcharge
time which alsoappearsonfull page adverts.
Searchesspecifyingafueltype andincluding
hybrid/EVin the search are steadily
increasing, representing over 9% of total
searcheswhere afueltypeisspecified.

A growing number of AFV vehicles are
available to view on Auto Trader, giving
consumersincreased choice, withanaverage
of over42,000distinct stockitems appearing
onthesite during FY21(anincrease of 80% YoY).

Growing positive sentiment
for electric and low emissions
vehicles

29%

of consumers said they intend to buy an
electric/hybrid vehicle sooner as aresult
of the ban on the sale of new petrol/diesel
carsin2030

25%

said the announcement of the new ban
didn’timpact them as they were always
considering buying an electric/hybrid
before 2030

There were over 1177m advert views of hybrid/
EVsduring FY21,anincrease of over 50%
comparedtothe prioryear.

We have alsointroduced anew electric
vehicle hub andregularly publish articles
andvideos onelectric vehicles. Through our
acquisition of KeeResources we now have
datatools thatenable manufacturersto
promote their electric vehicles as aviable
alternative to petroland dieselengined cars
by highlighting the total cost of ownership.

We are working with academicinstitutions
todevelop ourunderstanding around
electrification. Over the coming months we
willsupportretailers through EV training and
detailed pricing EV data as well asincreasing
ourdatasharing with Government and
industry bodies to help ensure public policy
isbasedonthelatestinsight.

NEUTRAL Now

Climate Neutral Now

We have signed up to the UN's
“Climate Neutral Now” initiative,
committing to contribute to
accelerating the transformative
change needed toreachnet zero
GHG emissions by 2050 or earlier.

Science Based Targets initiative

We have signed up to setting ascience-
basedtarget through the Science Based
Targetsinitiative, committing to set
ambitious emission reduction targets.

1. CarBuyerstracker - survey answered by car buyers who have boughtin the last sixmonths or are looking to buy in the next six months.
2. Nationally representative tracker - survey answered by a nationally representative sample of consumers.
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Make a difference continued

Ethics and compliance

As an online marketplace, cybersecurity and

protecting customer and consumer data

isa primary area of focus for Auto Trader.

The COVID-19 pandemic has led to an
inevitable surge in the use of digital
technologies whichin turn has led to
anincreasedriskin online fraud, scams,
intrusions, and security breaches.

As we shift to an accelerated adoption of
digitalretailing itis paramount that our
datasecurity infrastructure keeps pace.

AUTO TRADER GROUPPLC
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We have continued toinvest heavily in data security and
protection, and our fraud prevention, data protection and
information security teams work vigilantly to ensure that
the data Auto Trader processes is secure and that we
comply with data protection legislation. Our main trading
subsidiary, Auto Trader Limited, is FCA Authorised, and

we have a detailed framework to ensure compliance with
the FCA's principles, rules and guidance. We have well
established policies, procedures and compliance training
to ensure that we remain the most trusted marketplace for
vehicle buyers and operate in an ethical and compliant
way atall times. We continue to review and strengthen our
policies and processes in line with legislation and to meet
new threats and challenges facing all online businesses.
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Datasecurity

Tomitigate therisk of cyber crime we
continuously monitor the availability and
resilience of our platform and systems, as
wellasinvestinginsecurity infrastructure.
We are currently in the process of adopting
the National Institute of Standards and
Technology (‘NIST’) cybersecurity framework
tomanage andreduce cybersecurity risks.
Our Internal Auditor, Deloitte, has carried out
areview of our approachto the development
andimplementation of the NIST framework
toensure we prevent, detectandrespond
appropriately to cyber attacks.

We have arolling internal audit programme
whichis outsourced to Deloitte, and
includesregular reviews of cyber security,
GDPR compliance and FCA compliance.
Internal auditreports are reported to

the Audit Committee and monitored to
ensure recommendations are actioned.

We have been Payment Card Industry Data
Security Standards (‘PCIDSS’) compliant since
2013. Independent audits are conducted every
twoyearstoreview ourinformation security
policies and processes. To maintain best
practice, we use anexternal Quality Security
Assessor to conduct annual audits.

Securityincidents are detected via security
tools such as Palo Alto Cortext, Microsoft ATA
and Cloudflare. Additionally, our dedicated
security teams conduct application
vulnerability testing and penetration testing.
Securityincidents are respondedtobya
dedicated security squadin conjunction with
relevantteams, forexample, where phishing
isinvolved our ConnectIT team are engaged
incontainmentand cleanup.

We have fully documented processes to
respond to any security or dataincident; this
includesinforming therelevantregulatory
bodies within specified timescales.
Alldocuments are reviewed and updated
annually to ensure they accurately reflect
current work practices and systems.

Auto Trader uses two directories to control
accesstoalmostallsystems. Theyinclude
Active Directory for applications and
services whichwe hostandrunourselves
and Azure Active Directory which controls
accesstocloudbased systems suchas
people hub, office 365 and our public
cloud providers. Both of these systems
are synchronised so thatchangesinone
areimmediately replicatedinthe other
resultingin an extremely secure approach.

Alluser accounts are protected by multi
factor authentication (‘MFA') regardless of
device and location, providing enhanced
authentication. Privileged user accounts
exist using a least privilege approach
meaning there should be full segregation

Data security measures: homeworking

Allemployees have continued to work mainly fromhome as a
result of the COVID-19 pandemic. We reviewed the impact of this
ondatasecurity solutions to address the risks identified.

Additionalrisksinrespect of

security, PClcompliance, data loss
andinternal controls

The introduction of the PCI Pal solution
has mitigated theidentifiedrisks related
to taking payments remotely. Thishas
beenfully assessed as part of ourannual
PCIDSS attestation of compliance and
approved by an external Quality Security
Assessor (‘QSA’). We continue to monitor
allelements of security andrisk to
ensure ongoing compliance.

Unsecure personal devices - risk of
home office networks beinginfected
by malware

Our corporate provided machines
have anumber of policies applied to
themincluding endpoint firewall,
protectinginbound connections as
wellas advanced endpoint protection
technologies. We have advanced
metrics/logs that bring together
networking, endpoint, productivity
(Office 365) and authentication to
build up a picture of attacks that might
take place, and each area advances
the protection of the others.

Increase in COVID-19 themed attacks
We use Microsoft Defender for Office
365toenhance ourlevel of protection
foremail, teams, OneDrive and
SharePointdata. This technology
suite allows us to automate the removal
of almost all phishing emails as well

When layered on top of the Defender for
endpoint that’s been deployed across
the corporate estate, it blocks attacks
before theyreach our colleagues. This
wasn'tinresponse just to COVID-19 but
alsowiththeincreaseinlevels of
ransomware attacks.

Increased use of cloud based tools
Our policies dictate the use of
Microsoft Teams or Slack as the
preferred technology stack forvideo
calling. We employ adetailed DPIA
(Data ProtectionImpact Assessment)
process for allnew cloud solutions and
these processes prompta full security
review of that solution. Where possible
data should be storedinthe EU, SSO
(Single Sign On) should be deployed

as standard and data transferred
using SSL (secure sockets layer)/TLS
(transport layer security) options only.

as malware and ransomware.

of duties. Again these accounts have MFA
enabled onthem and have amuchmore
strict access policy. We also have anumber
of security systems that monitor and
manage the above approachincluding
Alienvault, Microsoft ATA, ManageEngine
AD Audit Plus etc.

Data privacy

Dataisatthe heart of everythingwe doand
forthatreason we take the protecting of it
very seriously. When it comes to collecting
andstoring personaldata, be that for
consumers, customers or our employees,

we abide by aclearset of principles. We are
committed to ensuring that the personal
informationwe collectand useis appropriate
forthe purpose, does not constitute an
invasion of privacy andis held securely,
responsibly and transparentlyinaccordance
with our Privacy Policy'.

1. Pleasesee autotrader.co.uk/privacy-notice for our full Privacy Policy.

AllAuto Trader employees are required to
complete annualtraining for GDPR as part
of our Compliance Essentials training
programme and we have established
processesto cover allaspects of the GDPR:
Data Protection Impact Assessments
('DPIAs’) are conducted to helpidentify and
minimise any data protectionrisks for new or
changed products or services; all processes
arerecorded andrecords of processing
activity ('ROPAs’) are reviewed quarterly by
dataowners. These include the lawful basis
forprocess and dataretention periods; our
privacy notices are reviewed and updated
regularly. We have separate notices for
consumers, employees andretailers; and
we have processesinplace torespond

to Subject Access Requests (‘SAR’) and
Erasurerequests.
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Make a difference continued

Where required, Auto Trader obtains consent
fromconsumersto gather personaldatato
service theirenquiries for products, services
orvehicles advertised onthe site. Explicit
consent (gathered separately)is also
obtained to contact consumers for marketing
purposes. We may pass personaldata to
third-party service providers contracted

to Auto Traderin the course of dealing with
customers oremployees. We carefully vet
any third parties that we share data with, and
theyare obligedtokeepitsecurely,andtouse
itonly to fulfilthe service they provide on our
behalf. Werecord allinstances of dataloss
and have arigorous data breach processin
the unlikely eventone occurs. Thisincludes
reporting notifiable breachesto the relevant
regulatory authorities, including the
Information Commissioner’s Office ('ICQO’)
and FCA, withoutundue delay and within
stipulated deadlines. Where required we
take corrective action as soon as possible.

We are yetto see anyimpact of Brexitin
relation to GDPR. The Brexit transition period
endedon 31December2020. As part of the
new trade deal, the EU has agreed to delay
transferrestrictions for atleast four months,
which can be extended to sixmonths (known
asthe bridge). The UK Government are
awaiting adequacy decisions from the
European Commission. Inthe absence of
adequacy decisions, at the end of the bridge
transfers from the European Economic Area
('"EEA’) to the UK willneed to comply with EU
GDPRtransferrestrictions. We will continue
tomonitor the ICO’s site for further guidance
inthisarea.

Maintaining a trusted marketplace
Itisimportant to our customers and our
consumer audience that adverts displayed
onAuto Trader are accurate and genuine. To
ensure consumers only see genuine adverts,
we have a dedicated customer security
team, working seven days a week, who
monitor our site toidentify and investigate
adverts that are potentially fraudulent or
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misleadingin price or mileage. This allows us
towork quickly toremove advertsif deemed
necessary. We also have anonline Safety and
Security areaonour platform which offers
tips, checklists and advice to help car buyers
and carowners stay safe whenbuying and
selling vehicles. Over10years ago, we
founded anindustry forum, the Vehicle Safe
Trading Advisory Group ('VSTAG'). VSTAG
brings the UK'sleading online automotive
advertising companies together with
advisors from the Metropolitan Police,

Get Safe Online and Action Fraud to work
togethertoreduce online vehicle crime

and help protect buyers and sellers of
pre-owned vehicles from fraud.

Operating ethically

At Auto Trader we are committed to carrying
outallbusiness activitiesinanhonestand
openmanner and strive to apply high ethical
standardsinallour business dealings. We
believe this contributes to afairerand honest
marketplace where customers and consumers
know that we canbe trusted.

We have awell established online training
and awareness programme, provided by
DeltaNet International, that all Auto Trader
employees, including Board members and
Non-Executive Directors, have to complete
annually. The training includes compliance
modules forinformation security, GDPR,
anti-bribery and corruption, corporate
criminaloffence of facilitating tax evasion,
anti-money laundering, modernslavery
and whistleblowing to ensure all our
employeesremainup todate and alert
tounethical practices and potential risks
toour consumers or customers.

We haveimplemented an Ethical Procurement
process aligned with our commitments. When
decidingwhich suppliersand partners we
should work with, we take a holistic view;
alignmentwith ourvalues and cultureis as
importantas commercial considerations.
We encourage our suppliersand partners
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todrive theirown environmental, socialand
governance effortsinline with their principles.
We engage with our suppliers to share good
practice, experiences and understand what
initiatives they engagein, areas such as
charityand community support, diversity and
inclusion, sustainability, modern slavery and
anti-trafficking. We continue to develop and
look for ways to pro-actively seek supplier
relationships with those who equally share our
passion for contributing to the community and
creatingdiversity andinclusivity within their
own cultures and supply chains.! We publish
information about our supplier payment
practices and performance. Onaverage, we
take 36 days (2020: 36 days) to pay our supplier
invoices, with 96% (2020: 94%) paid within
agreed terms during the reporting period.

At Auto Trader, we're committed to providing
users of our marketplace with the most
efficientexperience of buying with the
assistance of products and services designed
to helpthemchoose theright car, at the right
price,and fromtherightplace. Inthe process,
we promise to always treat customers fairly,
which we believeis essential to our business
inorder to maintain the trust that customers
placeinourbrand. As outlinedin our Customer
Charter, allcustomers are treated fairly
and consistently, with transparent and
standardised pricing and business practices.?

We have zero tolerance to any aspect of bribery
and corruption, both within our business and
inour dealings with our customers, suppliers,
partners and other third parties we deal with
inthe course of our business. We have an
established anti-bribery and corruption policy
and proceduresinplace,includingreporting of
giftsand hospitality and standard contractual
clausesandmandatory annual training as
partof our Compliance Essentials training
programme.

At Auto Trader, we actively cultivate a
transparentand open culture, encouraging
ouremployeesto speakup whenever they
have concerns or experience any serious
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malpractice or wrongdoingin our business.
Our whistleblowing policyisimportant to make
sure we maintain high ethical standards to
ensure customer and public confidencein
ourorganisationand operations. Thereisan
internalreporting facility foremployees to
discuss concerns and we also operate an
anonymous and confidential whistleblowing
helpline through anindependent organisation.
Reports are directed to the Audit Committee
Chairand the Company Secretary.

FCA compliance

Auto Trader Limited, the main trading
subsidiary of the Group, is authorised by the
FCAforconsumer creditandinsurance
intermediary activities. Our activities primarily
relate to providing finance andinsurance
introductions to consumers for third parties,
beitdealersorcommercialpartners.

We have specialistinternalresource within
our Governance, Riskand Compliance team
withsignificant experience of workingin FCA
regulated businesses, and we have developed
adetailed governance framework to ensure
that we comply with the principles, rules and
guidance applicable to our activities.

We haveimplemented the Senior Managers
& Certification Regime, which came into
effectin December 2019. Senior Managers
at Auto Trader are Nathan Coe, Catherine
Faiers, Jamie Warner and Claire Baty. Certain
members of the Operational Leadership
Team hold Certificated Functions. These
individuals have been assessed and certified
as Fitand Proper. Allemployees are subject
tothe ConductRules,and have received
appropriate training and guidance.

We have a comprehensive suite of policies,
training and monitoring procedures to
ensure awareness of and compliance with
the requirements, including financial
promotions, product change management,
complainthandling, vulnerable customers
and transparency. Our commitment to
Treating Customers Fairlyis outlined in our
Customer Charter?

Tax transparency

Auto Traderis committed to being a
responsible taxpayeractinginatransparent
manner at alltimes. Our detailed tax policy®
includes further transparency on our
approach toriskmanagement and
governance, and our attitude towards tax
planning. In 2021, our total tax contribution
was £106m (2020: £153m). Taxes borne by
the Group totalled £34m (2020:£76m) and
consist of corporationtax, employer’s

NICs and stamp duty. Taxes collected by
the Group totalled £72m (2020: £77m) and
consist of PAYE deductions, employees’
NICs and net VAT collected.

AN

Protecting the physical health
and safety of our employees

A programme of ergonomic
assessments was carried out to
review homeworking arrangements
and equipment was provided to those
who needed it for an effective and
safe homeworking environment.

Inorderto create a safe space for our
colleaguesinthe office environment,
we carried out acomprehensive risk
assessment toidentify measures
needed to achieve a COVID-19 secure
working environment.

Protecting humanrights and

treating people fairly

Our focusondiversity andinclusion extends to
treating allouremployees andjob applicants
fairly and equally. Itis our policy not to
discriminate based ongender orgender
identity, sexual orientation, marital or civil
partner status, gender reassignment, race,
religion or belief, colour, nationality, ethnic or
nationalorigin, disability or age, pregnancy,
ortrade unionmembership or the fact that
they are a part-time worker or a fixed-term
employee. The equalopportunities policy
operated by the Group ensures all workers
have aduty toactinaccordance with this.

We are committed to acting ethically and
withintegrityin allour business dealings
andrelationships, and toimplementing and
enforcing effective systems and controls
toensure modernslaveryis not taking place
anywherein our own business orin any of our
supply chains. For our full Modern Slavery
Statement please see our PLC website*We
have a zero-tolerance approach tomodern
slavery and expect the same high standards
fromallour contractors, suppliers and other
business partners. Itisourpolicy that all of
the Group's facilities, products and services
comply with applicable laws and regulations
governing safety and quality, so thatwe
canmaintain asafe working environment
forouremployees, customers, visitors and
anyone affected by our business activities.
During the year there were no major
injuriesreported under the Reporting

of Injuries, Diseases and Dangerous
Occurrence Regulations.

Please see plc.autotrader.co.uk/media/1836/ethical-procurement-2019.pdf for furtherinformation.
. Please see plc.autotrader.co.uk/media/1909/auto-trader-customer-charter-2020.pdf for furtherinformation.
. Pleaseseeplc.autotrader.co.uk/responsibility/group-tax-strategy for furtherinformation.
. Please see plc.autotrader.co.uk/media/2060/auto-trader-modern-slavery-policy-2020.pdf for furtherinformation.
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F-
COVID-19 response
Following Governmentrestrictions and
guidance thatall staff should work from
home where possible we recognised the
potential practicalimplications and our
continued responsibility to support the
health and wellbeing of staffin the new
working environment. It was important that
we helped staff to minimise healthrisks by
providinginformation and equipment to
supportworking arrangements athome.
Aprogramme of ergonomic assessments
was completed with all staff to review
homeworking arrangements and we
delivered office chairs, desks, monitors,
and keyboards to those employees who

neededthatequipment for an effective
and safe homeworking environment.

Throughout the past12months all working
from the office has beenvoluntary and was
really aimed at our colleagues who were
isolated from family and friends who felt
that they needed socialinteractionina
safe environment. The physical health and
safety of ouremployeesis of paramount
importance. Inorder to create asafe
space forour colleagues, we carried outa
comprehensive risk assessment toidentify
the measuresneeded to achieve a COVID-19-
secure environment, which has been
continually updated and shared with all
employees. We designed andinstalled clear
signage that was consistent across our
offices with educationalvideos, introduced
abooking system, temperature checkand
ensuredallthe spaces adheredto the social
distance guidelines. With the one way
system, hand sanitisers, repurposed
meetings rooms, reduced capacity and
implementing stricter cleaning routines, this
gave us asaferenvironment to work from.
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How we manage risk

The Boardis collectively responsible for determining the
nature and extent of the principal risks itis willing to take
iIn achieving its strategic objectives

Risk management and internal control

The Company does not have a separate Risk Committee; the Boardis
collectively responsible fordetermining the nature and extent of the
principalrisksitis willing to take in achievingits strategic objectives.

The Boardis alsoresponsible for establishing and maintaining the
Group's system of riskmanagement andinternal controls. It receives
regularreports frommanagementidentifying, evaluating and
managing the risks within the business. The risk management

frameworkis described below.

Our risk management framework

Risks are reviewed on an ongoing basis and are captured in arisk register, identifying the risk area,
the likelihood of the risk occurring, the impact if it does occur and the actions being taken to manage
therisk to the desired level. The Board’s role is to consider whether, given the risk appetite of the Group,
the level of risk is acceptable withinits strategy.

Responsibilities

The Board

- Overallresponsibility foroverseeing the Group's
riskmanagementandinternalcontrolprocess

- Determinesthe Group'sriskappetite

- Ensuresappropriate and robust systems of risk
managementandinternalcontrolsareinplace
toidentify, manage and mitigate risks to the
overallviability of the Group

Audit Committee
- Assessingthe scope and effectiveness

of the Group'sinternal controls and risk
management systems

- Agreeingthe scope of theinternal audit

and external audit functions, and reviewing
theirwork

Operational Leadership Team
- Identify,assess, monitor,manage and

mitigate risks and exploit opportunities

« Embeddingriskmanagementandinternal

controls asbusiness asusual

« Ensuring corrective actions to mitigate

risksand address control deficiencies

Lines of defence

The Boarc
& Audit

N

Committe

Operational
Leadership
Team

Firstline:
Operational Leadership Team

Second line:
Oversight functions & committees

Third line:
Independent assurance

+ Primaryresponsibility forday-to-day
riskmanagement

- ldentifies, assesses, monitors, manages
and mitigates risks and exploits opportunities

+ Embedsriskmanagementandinternal
controls as business asusual

- Designandexecution of appropriate
mitigations andinternalcontrols

+ Ensuresactionsto mitigate risks
areimplemented

« Self-certification of operation of
processes andcontrols
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- Functions: Riskand Compliance, Legal,
HR, Security, Internal Controls

+ Groups: Risk Forum; FCA Governance group,
Trust Forum; Cyber Risk forum; Health and
Safety Committee; Business Continuity
Planning steering group, GDPR steering group

- Establish appropriate policies, provide
guidance, advice and directionon
implementation

« Monitorthefirstline of defence
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- Provideindependentassurance thatrisk
isbeing appropriately managed

- Carriedoutby partiessuchasinternal
auditors, PClcompliance assessors
and externalauditors

- Identify processimprovements
and efficiencies
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Ourrisk management process

We recognise that effective risk managementis critical to enable us to meet our strategic objectives
and to achieve sustainable long-term growth. A four-step process has been adopted to identify,
monitor and manage the risks to which the Group is exposed:

Assess and quantify risks

Risks areidentified and evaluatedto establishthe root causes,

impact andlikelihood of occurrence. Risks are categorised as:

- Contextualrisks,drivenbychangesinthe
externalenvironment

- Operationalrisks, arising out of the existing business

- Emergingrisksrelating tonew initiatives or products

Identify risks

Atop-downand bottom-up approachisusedto
identify principalrisks across the business. Whilst the
Board has overallresponsibility for the effectiveness
of internal controland riskmanagement, the detailed
workis delegated to the OperationalLeadership
Team (‘OLT').

Effectiverisk
management

Respond to, manage and mitigate risks

The adequacy of controls and other mitigations are
assessed. If additional mitigations are required, then
these areimplemented and responsibilities assigned.

Monitor and review

The OLTisresponsible formonitoring progress against
principalrisksinacontinual process, in conjunction with
the Group’s Riskand Compliance function. The Board
reviews the Group'sriskregister and assesses the
adequacy of the principalrisks identified and the
mitigating controls and procedures adopted.

Ourrisk assessment matrix

Likelihood (after mitigation)

Businessimpact (after mitigation)

1. COVID-19 6. ITsystemsandcybersecurity

2. Economy,marketand 7. Employees
businessenvironment 8. Relianceonthirdparties

3. Brandandreputation 9. Responsetoclimatechange

»

Increased competition

5. Failuretoinnovate: disruptive
technologies and changing
consumer behaviours

10. Regulatory and compliance

The Board notes the future requirement
for UK premium listed companies to
implementdisclosures consistent
withthe Task Force on Climate-related
Financial Disclosures (‘TCFD’)
recommendations, or to explain why
not.Onpage 92, weinclude asummary
of ourcurrent progress onthe TCFD
disclosures,and weintendto evolve our
disclosuresin futureyearsinline with the
TCFD'srecommendations. Whilst Auto
Traderitself has alow carbonfootprint,
we recognise that the automotive
sector accounts for asignificant
proportion of globalcarbonemissions.
As the world transitions to alow carbon
economy, we expect thatregulatory
change and changesin consumer
behaviourwillhave animpactonthe
automotive market, whichwillmeanwe
needtodevelop and adaptourbusiness.
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We have alsoincludedinour principal
risks the risk of a failure tocomply with
regulatoryrequirements. As the Group
continuesits developmentof digital
retailing products and services, the
exposure toregulatoryrisksinrespect
of data protectionand compliance
with the Financial Conduct Authority’s
regulations becomes more likely and
theimpact more significant,and has
therefore beenaddedtothelist of
principalrisks.
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Principalrisks and uncertainties

|dentifying, monitoring and managing the Group'’s principal risks

The Board has carried out arobust
assessment of the principalrisks facing the
Group, including those that would threaten
its business model, future performance,
solvency or liquidity. Thisincluded an
assessment of the likelihood andimpact
of eachriskidentified, and the mitigating
actions being taken. Risk levels were
modified toreflectthe currentview

of therelative significance of eachrisk.

The principalrisks and uncertainties
identified are detailedin this section.
Additionalrisks and uncertainties to the
Group, including those thatare not currently
known or that the Group currently deems
immaterial, may individually or cumulatively
alsohave amaterialeffectonthe Group's
business, results of operations and/or
financial condition.

1.COVID-19

%

Decrease

Relevant focus areas

Potentialimpact

Changesintheyear

Key mitigations

The COVID-19 pandemic has caused unprecedented
levels of disruption to every aspect of the UK
economy, the automotive market, our customers,
ourconsumers,our suppliers, ouremployees and the
way we operate our business. Between 24 March
2020 and at various points throughout the year, the
Governmentintroduced measures to contain the
spread of COVID-19 whichresultedin aseries of
nationaland locallockdownsinthe UKand Ireland.
Thisimpacted on many of our existing principal

risks as follows:

- Economy: The COVID-19 restrictionsresulted
invehicle retailers being required to close their
showrooms, whichhad animmediateimpacton
vehicle transactions and the automotive retailing
landscape. As therestrictions eased, there was a
riskthat decreased consumer confidence could
leadtoareduced number of transactions. These
risks could impact our ability to generate revenue
and collect cash fromourretailer customers,
our Manufacturerand Agency customers and
private sellers.

Employees: In line with Government guidance,
the vast majority of our workforce continued to
workremotely during the year. There is arisk
that this could resultin anadverseimpact onour
collaborative culture and ways of working, and
onouremployees’ mental health and wellbeing.
Thereis afuture risk whenwereturnto office
working toensure that the health of our
employeesis protected.

Reliance on third parties: The economic situation
increased the risk of failure for third-party
suppliers, which could impact our ability to
provide services to our customers, or adversely
affectthe consumer experience leadingtoaloss
inaudience.

A crisis or major event prevents the business
orits customers/suppliers from being able to
operate: Any scenario, including that of a
pandemic,in which our customers would be
forcedto close, or where ouremployees would
not be able to work from our premises for
sustained periods of time, could cause major
disruption to our business.

Economy: As described more fully on pages12
and13,new carregistrations declined 24.9% and
usedcartransactionsdeclined15.1%in the 12
months to March 2021. However, the UK economy
is starting to recover,and whilst the economic
outlook for the UKisuncertain, our current Auto
Traderdatasets showthatthereisarobustlevel
of consumerdemandin the market.

Employees: We seamlessly transitioned to
workingremotely by adapting our systems and
technology toenable ouremployees to continue
working collaboratively despite being athome, as
describedonpage 26. We have also permanently
introduced anew flexible working policy, which
willenable ahybrid way of workingin future. With
healthand wellbeing being paramount, initiatives
were launchedtoincrease employee support
servicesasdescribed onpage 52.

Reliance on third parties: All of our critical
and material suppliers continued to operate
without disruption.

- Acrisis ormajor event prevents the business
orits customers/suppliers frombeing able to
operate: The business was able to continue to
operate fully throughout the period. Our customers
wererequiredto close theirforecourts atvarious
periods throughout the year, but were able to
continuetooperateonaclickandcollectorhome
delivery basis. This was supported by our new
product offerings and financial supportas
described onpages 22 and 25.

Overall, therisklevelon all of the COVID-19 related

risks has decreased during the year,and up to the
date of thisreport.

- Governance: We adapted our governance
arrangements so that the Board was able to
react quickly and decisively to the situation asit
unfolded. We established a COVID-19 response
teamwith differentworkstreams, each focusing
onadifferentaspectofimpact (including
employees, operational effectiveness,
customers, suppliers and partners, financial
position and viability, risks and controls).

Key riskindicators were established to monitor
automotive market activity, audience metrics
and customer behaviour.

Customers: Inorder to supportour retailer
customersandincrease the likelihood of their
future viability, we introduced a comprehensive
supportpackageincluding free advertising to
ourretailer customers whilst their showrooms
were required to be closed; extensions to credit
terms; new products and services to help them
toprepare forre-opening; and aneducational
programme of webinars.

Employees: From the onset of the situation,

we have engaged with ouremployees through
regularand transparent communications,
inthe form of virtual briefings from senior
management. We closely monitored and
adopted allGovernmentand PHE guidelines to
protect the physicalsafety of ouremployees,
andimplemented remote working from17 March
2020. We offered a full programme of support
andresources to enable ouremployees to work
remotely inaneffective and collaborative way,
including consideration of mentaland physical
wellbeing; working environmentreviews;

and training/guidelines for managers to
supportstaff.

Reliance on third parties: We increased the
level of scrutiny of our ongoing supplier and
partner monitoring programmes, with a focus
ontheir ability to continue to operate and their
financialviability.

Business continuity and operationalresilience:
We already had arobust Business Continuity Plan,
managed by across functional steering group.
Atthe startof the outbreak, werefreshed the
planstoincorporate various scenarios, ranging
from asingle employee diagnosis, to an extreme
case of allemployees being required to work
fromhome, and therefore we wereinavery
strong positiontoimplement remote working.
We reviewed and addressed all key person
dependenciesinthe eventof highstaff absences.
We alsorefreshed ourrisk assessments and
controls toidentify areas where risk may be
increased as aresult of remote working and
adjusted the control framework accordingly.
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Our growth horizons and relevant focus areas

Core

Provide the bestonline carbuying
experienceinterms of transparency,
choice and convenience

Createtools and products to allow retailers
and manufacturers toincrease sales

@ Adjacent

Become tonew cars what
weareinused

Embed ourdata andinsight toenable
buyers andretailers to make better
and faster decisions

Future

Enable more of the transactionto be
completed onthe Auto Trader platform

2. Economy, market and
business environment

Nochange

Relevantfocus areas

Potentialimpact

Changesintheyear

Key mitigations

There are anumber of scenarios which could lead
toacontractioninthe number of new orused car
transactions, including the COVID-19 pandemic
(asdescribed abovein (1)); theimpact of the trade
agreement withrespectto the UK's departure
from the EU; or supply chain disruptions. These
couldresultinreducedretailer profitability,
leading to afallin advertising spend ora
contractioninthe number of retailers. It could
alsoleadtoareductioninmanufacturers’
spend ondigitaldisplay advertising.

Asdescribed onpages12 and13, new car
registrations declined by 24.9% and used car
transactions decreased by15.1%inthe 12 months to
March 2021. However, the UK economy is starting
torecover,and whilst the economic outlook forthe
UKisuncertain, our current Auto Trader data sets
show that thereis arobustlevel of consumer
demandinthe market.

We have notseen materialevidence of
consolidation by retailers during the year,and
retailernumbers have only marginally fallen.

Thefinal Trade and Cooperation Agreement
between the UK and the EU removed significant
levels of uncertainty, as vehicles willbe able to be
freely traded without tariffs applying (although with
anincreased administrationburden). However, the
requirements around the Rules of Originhave the
potentialto create abarrierto trade, inparticular
inrespectof the manufacture of batteries, where
thereis alack of domestic production facilities.

Thereisacurrentglobalshortage of microchips,
whichis havinganimpact on production forsome
brands. Thismayresultin atemporary shortagein
supply,impacting how much new car stockdealers
have available to advertise, and temporarily
slowing down the transaction cycle.

Overall,onbalance, thisriskhas remained
unchanged.

- The mitigationsinrespectof the COVID-19
position specifically are outlined abovein (1).

We monitor new and used car transactions
closely,usingdata from SMMT,DVLA,and
observingbehaviour on our marketplace, and
fromengaging closely with our customers.

We use our own Auto Trader Retail Price Index
andvaluations data to monitor the pricing
trends of used cars by trade sellers.

We continue todiversifyintorelated and
adjacentactivitiestoreduce ourreliance oncore
advertising listings and to improve the resilience
of our business model.

We closely manage our cost base and operate
onaleanbasis,andhave beenable torespond
swiftly to the current conditions.

3.Brand and reputation

Nochange

Relevantfocus areas

Potentialimpact

Changesintheyear

Key mitigations

Ourbrandis one of our biggest assets. Our
researchshows that we are the most trusted
automotive classified brandin the UK.

Failure to maintain and protect our brand, or
negative publicity that affects our reputation
(forexample, adata breach), could diminish the
confidence thatretailers, consumers and
advertisers haveinour products and services,
andresultinareductioninaudience andrevenue.

Ourresearchshows that Auto Trader has over 90%
prompted brand awareness with consumers for
new andused cars andis consistently voted as the
mostinfluentialautomotive website by consumers
inthe carbuying process.

We continue to see very low levels of fraudulent
and misleading adverts, due to additional
measures and monitoring techniques used by
oursecurity team.

We have aclearand open culture witha focus
ontrustandtransparency.

We have adedicated customer security team,
who closely monitor our site toidentify and
quickly remove fraudulent or misleading adverts.
We investin new andinnovative marketing
campaigns and new ways of engaging car
buyers to continue to maintain brand awareness,
andto change perceptions of Auto Trader to be
adestination for new cars as well as used.
Ourapproach tocybersecurity and data
protection, asdescribed on page 59, helps
toprotectus fromthe adverseimpactof a
significantdatabreach or cyber attack.

We have well developed breachreporting and
crisismanagement programmes thatenable us
toidentify, escalate and appropriately handle
any emergingissues thatcouldresultin
reputationaldamage.
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Principal risks and uncertainties continued

4. Increased competition

Nochange

Relevant focus areas

Potentialimpact

Changesintheyear

Key mitigations

There are severalonline competitorsin the
automotive classified market, and alternative
routes for consumers to sell cars, such as car
buying services or part-exchange. Competitors
coulddevelop asuperior consumer experience or
retailer products that we are unable toreplicate;
orchange focus to try to expand their range of
stockand disrupt our market position.

This couldimpact our ability to grow revenue due

to the loss of audience or customers, or erosion
of our paid-for business model.

The competitive landscape continues to develop,
with new business models emerging. Big media
players, such as Facebook, have entered the
marketplace, mostly competing for lower-value
private sales. Retailers and manufacturers are also
evolving their online offerings. Our diversification
intoother adjacentactivities alsoresultsinawider
competitorset.

During the year,we held more thana75%share

of minutes spent on automotive classified sites,
and our cross platformvisits grew by over15% as
measured by Google Analytics. The actions we
took to support customers throughout the
pandemic were market-leading and helped us to
maintain our levels of retailer customers and stock.

Theimpact of COVID-19 has strengthened the case

foronline marketing of vehicles which hasreduced
the attractiveness of offline competitors.

« We have thelargestand mostengaged audience
of any UK automotive site. Ourinvestmentin our
brandhelpsus to protectand grow our audience,
to ensure that we remain the mostinfluential
website for consumers when purchasing avehicle.
Despite our reductioninmarketing spend, we are
continuing to grow our relative audience share.

« We monitor competitor activity closely through
monthly reporting and formalquarterly
competitorreviews,andregularly review this
atOLTandBoard level.

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

« We workinanagile way andto date
have responded quickly to emerging
competitive threats.

5. Failure toinnovate: disruptive
technologies and changing
consumer behaviours

N
Slightdecrease

Relevant focus areas

Potentialimpact

Changesintheyear

Key mitigations

Failure to develop and execute new products or
technologies, orto adapt to changing consumer
behaviour towards car buying, or ownership, could
have an adverseimpact. For example, this could
lead to missed opportunities should we failto be
attheforefrontofindustry developments.

Weremain atthe forefront of innovationinthe
digitalautomotive marketplace.

Atthestartof theyear,welaunched anew data
tool called Market Insight, designed to help
retailersidentify and adaptto market trendsin
vehicle supply and consumerdemandinboth
theirlocaland nationalmarketplace.

During the year, we adapted our marketplace to
further help retailers advertise their stock during
the pandemic. We increased the size of retailer
advertsinsearchlistings,added COVID-19 secure
flags forretailers who adopted safety measures
and provided detail of home delivery and
collectionoptions.

We are also developing products to enable more
of the car-buyingjourney to be done online.
We have developed andlaunched a Guaranteed
Part-Exchange product which digitises acore
component of the buying journey and we are
developing functionality to enable consumers
toreserve acar with aretaileron Auto Trader
and to complete finance agreements online.

« Continuousresearchinto changing consumer
behaviour, regularhorizon scanningand
monitoring of emerging trends, use of external
resources where needed, andregular contact
withsimilar businesses around the world.
Formalreviews of opportunities to disrupt
the marketplace.

Ability toinnovate and respond quickly due
toour agile and collaborative way of working,
and continuousinvestmentintechnology.
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Our growth horizons and relevant focus areas

Core

Provide the bestonline carbuying
experienceinterms of transparency,
choice and convenience

Createtools and products to allow retailers
and manufacturers toincrease sales

@ Adjacent

Become tonew cars what
weareinused

Embed ourdata andinsight toenable
buyers andretailers to make better
and faster decisions

Future

Enable more of the transactionto be
completed onthe Auto Trader platform

6.IT systems and cyber security

Nochange

Relevantfocus areas

Potentialimpact

Changesintheyear

Key mitigations

As adigitalbusiness, we arereliantonour IT
infrastructure to continue to operate.

Any significant downtime of our systems would

resultinaninterruptionto the services we provide.

Asignificantdata breach, whetheras aresult
of our own failures or a malicious cyber attack,
wouldlead to alossin confidence by the public,
carretailersand advertisers.

This couldresultinreputationaldamage, loss of

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

We continue to make significant progressin
migrating our applications to the cloud, which
increases theresilience of our systems and the
security of our data. Ouraimisto getall
applications migrated to the cloudinthe nextyear.

As described more fully on page 59, during the
yearwe carried out areview of theimpact of
remote working on our data security risks and
implemented new solutions to mitigate these risks.

Aswe move further along the digitalretailing
journey, our exposure to acyberattackand the
impactof abreachwillincrease.

The constantly evolving threat of a cyber attack
means thatoverall therisk levelisunchanged.

We have adisaster recovery and business
continuity planinplace whichisregularly reviewed
andtested. Thisincludes the use of two data
centresandregularbackups of data. We are well
progressedinour migration to the public cloud.
We continuously monitor the availability and
resilience of processing systems and services.
Ifrequired, we canrestore the availability of and
accesstosystemsanddatainatimely manner
inthe event of aphysicalortechnicalincident.
We have dedicated security teams, including
white hat hackers,and carry outregular
penetration testing andreview of threats and
vulnerabilities. We investin IT and security
infrastructure to ensure our systems remainrobust.
Allof ouremployees are required toundertake
annualcompliance training whichincludes
Information Security.

We have two-factor verification for all our car
retailersand employees, to access our network.
We have been PCIDSS (payment card industry
datasecurity standard) compliant since 2013
anduse anexternal Quality Security Assessor
tomaintain best practice.

We areinthe process of adopting the National
Institute of Standards and Technology (‘NIST’)
cybersecurity frameworktomanage and reduce
cybersecurityrisks.

We have arollinginternal audit programme
whichis outsourced to Deloitte,andincludes
regularreviews of cybersecurity.

7.Employees

Nochange

Relevantfocus areas

Potentialimpact

Changesintheyear

Key mitigations

Ourcontinued success requires us to attract,
recruit, motivate and retain our highly skilled
workforce, with aparticular focus on specialist
technologicaland datasskills whilst also ensuring
that we continue to build adiverse andinclusive
culture. Failure todo so could resultinareduction
inemployee engagement and the loss of key
talent, and could also have a negative impact
on business performance.

Despite the challenges posed by remote working,
employee engagementhasincreased, with 93% of
employees completing ourengagementsurvey
saying they are proud to work at Auto Trader. Our
Glassdoorrating based onanonymous reviewsis
4.40utof 5.

We continued to focus oninvestingin the personal
and professionaldevelopment of our colleagues
during the year,and adapted ourinduction, learning
and development programmes to be delivered
virtually. We launched two new talent programmes;
onefocusingoninclusive Leadership forallleaders
across our organisationandthe second aDiverse
TalentAccelerator programme designed to support
the progression of mid-career colleagues.

As described abovein (1), COVID-19 had the
potentialto adversely impact our people and our
culture. However, through the actions taken, this
riskhas beenmitigated and therefore overall, this
riskremainsunchanged.

We use long-termincentive plans for our senior
andkey staff.

We carry outactive succession planningand
careerdevelopment planstoretainand develop
ourexecutives. Talentdevelopmentis partof the
Terms of Reference of the Nomination Committee.
We have astrong, values-led culture whichis
embedded throughrecruitment,induction,
training and appraisal processes.

We carry outregularemployee engagement
surveys and closely monitor Glassdoor ratings.
We have regular business updates, networks,
guilds and all-employee conferences.

Referto (1) above for the specific mitigation
inresponse to the COVID-19 pandemic.
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Principal risks and uncertainties continued

8. Reliance on third parties

Nochange

Relevant focus areas

Potentialimpact

Changesintheyear

Key mitigations

Werely onthird parties withregard to technology
infrastructure, supply of data about vehicles and
their financing, andin the fulfilment of some of
ourrevenue generating products, soitisimportant
that we manage relationships with, and
performance of, key suppliers. If these suppliers
were to suffersignificantdowntime or fail, this
couldlead to aloss of revenue fromretailer
customers and aloss of audience due toimpaired
consumer experience.

We have improved our risk monitoring processes
over criticaland material suppliers and partners,
anddespite therisks posed by the pandemic, we
have not experienced any material disruptions.
During the year, we have partnered with Cox
Automotive to provide adisposalroute forour
Guaranteed Part-Exchange product.

With the acquisition of AutoConvert, we have
secured ownership of the platform which will
underpinouronline finance applications journey.

Overall,on balance thisriskremainsunchanged.

« Where possible, we limitreliance onasingle
suppliertoreduce potentialsingle points of failure.
Contractsandservice levelagreementsarein
place with allkey suppliers. New relationships go
through arobustprocurementandlegalreview
process,and are subjecttoregularreview.

We carry outdue diligence onour key suppliers
and partners at the onset of the relationship

and throughout the life of these relationships.
Thisincludes financialviability, resilience and
alignmentwith ourvalues and culture. Referto (1)
above fortheincreased focus andscrutiny of
thisinresponse to COVID-19.

We seektodevelop strongcommercialrelationships
with our partners and regularly explore ways

of working together even more effectively.

We monitor the performance of partners and
supplierstoensure continued quality and uptime.

9. Response to climate change

/I\

Increase

Relevant focus areas

Potentialimpact

Changesintheyear

Key mitigations

Risks associated with climate change are emerging
asamajor factor affecting the long-termresilience
of our businesses and couldimpact the execution of
ourstrategy. Regulatory change and environmental
concerns fromcar buyers could significantlyimpact
the automotive market, withdemand shifting away
frominternalcombustion engine ('ICE’) vehicles
towards electric vehicles (‘EV’). These changes
presentarisk to the continuing relevance of both
our existing customer base and car buyers, if we
donotadapt forthese changing preferences.

Failure to appropriately demonstrate thatasa
business we are committed and moving towards
netzero carbonemissions could negativelyimpact
ourbrand and alsoimpact our ability to operate
and/orremainrelevant to our customers and
consumers. Failure to deliver against our
environmentalcommitments would undermine
ourreputationasaresponsible business and may
resultinlegalexposure orregulatory sanctions.
We are atrisk of new policies that seek to mitigate
climate change or promote climate change
adaptation, allthe more so now that Governments
are starting to legislate for net zero by 2050.

The UK Government brought forward the ban on
the sale of new petroland diesel cars to 2030
whichis likely to resultin consumer and societal
expectations forlow carbontransportincreasing
atafasterpace. Amove to EVs could meanthat
OEMs shift more quickly to a business model of

sellingdirectto consumers and as the second hand

market steadily moves towards newer electric
models, our customers will have to evolve their
forecourt mixaccordingly. The speed at which this
change takes place will also dictate whether there
isanimpactontheresidualvalue of ICE vehicles
being held by our customers. The growing
penetration of electric vehicles and the continued
advancement of technology has the potential to
change the future of vehicle ownership, with the
possibility that people pay for short-termaccess
tocarsasandwhentheyneedthem,including
through subscription deals and car-sharing apps.

« Wemonitor consumerdemand and are evolving
ourproduct offering to help consumers when they
are considering purchasing anelectric vehicle.
We have partnered with the National Franchise
Dealers’ Association (‘NFDA') to featureits Electric
Vehicle Accreditations ('EVA’) on autotrader.co.uk.

« Through our acquisition of KeeResources, we

now have data tools thatenable manufacturers

topromote theirelectricvehiclesasaviable
alternative to petroland dieselengined cars by
highlighting the total cost of ownership.

Aworkinggrouphasbeenestablished whichfocuses

onusing our voice to help consumers make more

environmentally friendly choices andidentifying
risks and opportunitiesinrespectof climate change.

We actively support theindustry’s efforts to

increase the consumer adoption of AFVs.

Weregularly meetwith various Government

departments,including HM Treasury and the

Department for Transport’s Office for Zero

Emission Vehicles, toshare ourdataandinsights to

help guide policy around the topic; we also support

theindustry trade bodies with theirinitiatives and
areworkingwithacademicinstitutions to develop
ourunderstanding around electrification.

We have formed a Corporate Responsibility

Committee to oversee our environmental

commitments. Therole of the Committeeis tolend

support, tomonitor progress and provide guidance
onour priority areas, ensuring thatour targets are
ambitious, realistic,andinthe long-terminterests of
the Group, our stakeholders and the environment.

We have signed up to the UN’s “Climate Neutral

Now" Pledge and also the Science Based Targets

initiative, committing to set ambitious emissions

reductiontargets.

+ We have started toimplement the

recommendations of the Task Force on Climate-

related Financial Disclosures (‘'TCFD’) and look to
fullyembed them over the comingyear (including
conducting climate-relatedscenarioanalysisonthe
impactsof 2°Cand4°Crisesinglobaltemperatures).

Our Sustainability Networkis focused on making

life at Auto Trader more sustainable through

increasing employee awareness and driving
impactfulchanges towards ourjourney to
becoming carbonneutraland net zero.
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Our growth horizons and relevant focus areas

Core

Provide the bestonline carbuying
experienceinterms of transparency,
choice and convenience

Createtools and products to allow retailers
and manufacturers toincrease sales

@ Adjacent

Become tonew cars what
weareinused

Embed ourdata andinsight toenable
buyers andretailers to make better
and faster decisions

Future

Enable more of the transactionto be
completed onthe Auto Trader platform

10. Regulatory and compliance

/T\

Increase

Relevant focus areas

Potentialimpact

Changesintheyear

Key mitigations

The Group operatesinaconstantly changingand
complexregulatory environment. Thereis arisk that
the Group, orits subsidiaries, fail to comply with
these requirements ortorespondtochangesin
regulations,including GDPR and the Financial
ConductAuthority’srules and guidance. This could
lead toreputationaldamage, financial or criminal
penalties andimpact on our ability to do business.

Our strategic focus area to bring more of the car
buyingjourneyonline has the potentialtoincrease
the Group's exposure to regulatory risks, in
particular the nature and extent of personal
information that willbe collected andin the

execution of the online finance applicationjourney.

- We have dedicatedinternal expertise withinthe
business who are responsible foridentifying,
assessingandresponding toupcoming changes
inlaws andregulations, and we utilise external
specialists where necessary.

We have developed a detailed governance
framework to monitor our legaland regulatory
risks, and to ensure that we comply with the
principles, rules and guidance applicable to our
regulated activities. These areregularly reported
upwards to the Audit Committee and Board.
We have acomprehensive suite of policies,
training and monitoring procedures to ensure
awareness of and compliance withregulatory
requirements, including Information Security,
Data Protection, Financial promotions, Product
change management, Complaints handling
and Vulnerable customers.

Auto Trader Limited hasimplemented the FCA's
Senior Managers & Certification Regime, which
cameinto effectin December 2019. The relevant
individuals have been assessed and certified
asFitandProper. Allemployees are subject to
the FCA's ConductRules,and have received
appropriate training and guidance.
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Principal risks and uncertainties continued

A spotlight on the impact of COVID-19

QA

Addressing our stakeholders’ concerns around the global
pandemic. Identifying, reviewing and responding to the
impact of COVID-19 on our strategic objectives.

Q.

How do you expect costs and
capitalreturns to change post
COVID-19?

A. During the pandemic, we made the
decision toreduce costs mainly through
cuttingdiscretionary marketing spendin
periods where our customers were forced
toclose their forecourts. Post COVID-19,
we donotexpect tosee asignificant
change to our underlying cost base as
aresult of the pandemic.

Despite the challenging trading conditions
of the pastyear, the Group has remained
cash generative and therefore the Directors
are recommending a finaldividend for the
yearof 5.0p and the resumption of its share
buyback programme. The Group’s long-term
capitalallocation policy remains largely
unchanged: continuing toinvestin the
business, enabling it to grow whilst
returning around one third of netincome
toshareholdersinthe form of dividends.
Havingreduced our debt position, any
surplus cash following these activities
willbe used for share buybacks.

Q.
How could the 2030 petroland
dieselcarbanimpact the Group?

A. Asoutlinedinthe Market overview on
pagesi2toi5,the demand forelectric
vehicles (‘EVs’) has continued to grow
over the pastyear,accelerated by the

Government’'s announcement to ban the sale
of petroland diesel cars by 2030. Thischange
willhave hugeimplications on the UK car parc

and the automotive industry.

As the UK's largest automotive marketplace,

we will support our manufacturer and retailer

customers to advertise these vehicles.
We will also support consumers with their
research and purchase decisions through

providing clear and transparentinformation,

such as total cost of ownership data, to help
themin their purchasing decision.
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Q.

Has COVID-19 accelerated the
change in the move to online sales
forvehicles and how does this
impactyou?

A. The COVID-19 pandemichasseena
changeinconsumers’ buying behaviour
with anincreasing number of transactions
being completed online and away from
theretailer’'s physical showroom. We
believe that many of the processes that
currently take place offline are ready to
be digitised and enabling more of the car
buyingjourneytobe doneonlineis akey
strategic focus for our business. This forms
the basis of our future growth horizon.

The pace of change hasincreased asa
result of the pandemic with growing
demand from consumers for more of the
carbuying process to be available online.
Over the pastyear, supporting our future
growth horizon, we have developed and
launched a Guaranteed Part-Exchange
product that provides consumers witha
convenient way to dispose of theirvehicle,
and digitises a core component of the
buyingjourney. We also acquired
AutoConvert, afinance,insurance and
compliance software platform. The
business’s core functionality will help us
deliver our future finance producton
Auto Trader, which should enable finance
agreements to be completed online.

We are also developing a way for
consumerstoreserve acarwith aretailer
on Auto Trader.

Q.

How do you think retailers will
perform over the next12 months
as lockdown restrictions ease?

A. We saw good levels of consumer
demand as we ended the year, with trends
in audience and leads continuing to grow.
Some pentup demandin the market should
provide retailers with the opportunity for
good performance over the next12 months,
howeveritis likely there may be supply
constraintsin the market, as we saw
coming out of previous lockdowns.
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Viability statement

In accordance with the

UK Corporate Governance
Code 2018 (the ‘Code’), the
Directors have assessed

the prospects and viability
of the Group over a period
significantly longer than12
months from the approval of
these financial statements.

Assessment of prospects

The Group's overall strategy and business
model, as setout on pages 28to 31, and
pages18andi9, respectively, are central to
assessingits future prospects. The Group's
purposeistodrive changeinhow carsare
bought and sold, to move more of the
shopping processonlineandtoenable
retailers to digitise their businesses.

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

data andtechnology: continuous
investmentis made in developing
platformtechnologies whichleads to
improvements for consumers, retailers
and manufacturers;

market position: the Groupis the UK and
Ireland’s largest digital automotive
marketplace, with the largest volume

of in-market car buyers and the most
influential website a consumer visits
when purchasing a vehicle; and

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

The Board has determined that a period

of three years to March 2024 is the most
appropriate period to provide its viability
statementdueto:

itbeing consistent with the Group’srolling
three-year strategic planning process;
itreflectsreasonable expectationsin
terms of the reliability and accuracy of
operational forecasts; and

projections looking out further than three
years become significantly less
meaningful given the pace of change
inthe digital automotive market.

The Group's prospects are assessed
primarily throughits strategic planning
process. This processincludes anannual
review of the ongoing plan, led by the Group
CEO and CFO through the Operational
Leadership Team andin conjunctionwith
relevant functions. The Board participates
fullyinthe annual process and has the task
of considering whether the plan continues
to take appropriate account of the external
environmentincluding technological, social
and macro-economic changes.
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The output of the annualreview processisa
set of objectives which the Group determines
tobeitsfocusareas,ananalysis of the risks
that could prevent the planbeing delivered,
andthe annualfinancialbudget. The latest
updatesto the plan were finalisedin April
2021, which considered the Group's current
positionandits prospects over the
forthcomingyears.

Detailed financial forecasts thatconsider
customer numbers, stock levels, ARPR,
revenue, profit, cash flow and key financial
ratios have been prepared for the three-year
period to March 2024. Funding requirements
have also been considered, with particular
focus onthe ongoing compliance with the
covenants attached tothe Group's
Syndicated revolving credit facility ('RCF’).

The firstyear of the financial forecastsis
based off the Group’s 2022 annual budget.
The second and thirdyears are preparedin
detailand are flexed based on the actual
resultsinyearone. Progress against financial
budgets, forecasts and focus areas are
reviewed monthly by both the Operational
Leadership Teamand the Board.

The key assumptionsinthe financial forecasts,
reflecting the overallstrategy,include:
continued growthin Trade revenue as we
develop the core advertising platform
and we continue toinvestinthe online car
buying experience;

+ growthinadjacentareas of new carand
product developmentsto furtherembed
ourdatainto theindustry, giving buyers
andretailers up-to-dateinsight; and
increasein costs through salaries asthe
Group continues to grow to supportand
develop new products.

These key assumptions are reflectedin the
Group's principalrisks and uncertainties,
which are set outonpages 64to 69. The
purpose of the principalrisksis primarily to
summarise those matters that could prevent
the Group from delivering onits strategy.
Anumber of other aspects of the principal
risks - because of their nature or potential
impact - could also threatenthe Group's
ability to continuein businessinits current
formif they were to occur. This was
considered as part of the assessment of
the Group's viability, as explained below.

Assessment of viability

The output of the Group's strategic and
financial planning process detailed previously
reflects the Board's best estimate of the future
prospects of the business. To make the
assessment of viability, however, additional
scenarios have been modelled over and
above thoseinthe ongoing plan, based
uponanumber of the Group's principalrisks
anduncertainties which are documented
onpages 64to 69. These scenarios were
overlaidinto the plan to quantify the potential
impact of one or more of these crystallising
over the assessment period.

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

Scenario1: continued impact from

the pandemic

Link to risks: COVID-19 and Economy,
market and business environment.

The COVID-19 global pandemic and the
impact to the UKeconomy have been
considered. Governmentrestrictions resulted
inthe temporary closure of retailer forecourts
andimpacted on consumer buying behaviour
forlarge portions of FY21. Through the
lockdown periods, the Group provided free
advertising forretailers to support our
customers and maintain live stock on site.

Inthis scenario we assume that after the
lessening of lockdown restrictionsin April
2021, anotherwavereturnsresultingina
furtherlockdown, closing retailer forecourts,
that lasts for a five-month period from
November2021to March 2022. Through

this period, we have assumed that retailer
advertisingis once again made free of
charge, resultingina99%decreasein
Retailer revenue across those months.

We have also assumed a75%decreasein
Consumer Servicesrevenue and an 85%
decreaseinrevenue from Manufacturer
and Agency.

Following this period, itis assumedthat there
isarecoveryandthe Group reverts toits
normalcharging model, however anegative
long-termimpactis expected onretailer
numbers. Costsavingsinthe yearhave
beenassumed mainly through areduction
inmarketing spend as wellas applicable
costsavingmeasures during the period of
further lockdown.

Scenario 2: data breaches

Link to risks: COVID-19, IT systems

and cyber security, and Brand.
Theimpactof anyregulatory fineshasbeen
considered. The biggest of theseisthe
General Data Protection Regulation (‘GDPR’)
fine for data breaches, whichwas enacted
in May 2018. This scenario assumes a
data breachresultingin the maximum
fine, coupled with a significant level of
reputationaldamage to the Group's brand.

Asaresultof thedatabreach, asevere
reductioninrevenue was modelled through
Trade, resultinginaninitial 50% decreasein
revenue driven by lostretailers. Aninitial40%
decreaseinConsumer Servicesand a55%
decreasein Manufacturer and Agency
revenue was also assumed through the loss
of consumer and partner confidence.
Modestrecovery was assumed after the
data breach fortheremainder of the
financialyear to March 2022. Marketing
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costswereincreased to model a potential
needtoincrease traffic. Both scenarios
consider the biannual covenants attached
tothe Group’s Syndicated RCF ensuring
thresholds are met. The scenarios are
hypotheticaland severe for the purpose
of creating outcomes that have the ability
tothreaten the viability of the Group.

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

Viability statement

Based ontheirassessment of prospectsand
viability above, the Directors confirm that
they have areasonable expectationthat the
Group willbe able to continuein operation
and meetitsliabilities as they falldue over
the three-year period ending March 2024.

Going concern

The Directors also consideredit appropriate
to prepare the financial statementsonthe
going concern basis, as explainedin the
Basis of preparation paragraphinnote 1
tothe financial statements.

The Company’s Strategicreport, set out
onpages2to71,wasapproved by the
Board on10 June 2021 and signed on

its behalf by:

Nathan Coe
Chief Executive Officer
10 June 2021
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