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Highlights of the year

Continuing to deliver value Operational Cultural
for our stakeholders

Financial

RETURNED TO SHAREHOLDERS RECORD NUMBERS OF BUYERS USING OUR PLATFORM DIGITAL INCLUSION
Tackling digital exclusion through a new partnership

with the national charity, Good Things Foundation and
£9890 2 m 81 ° 7 m 54 8 m Greater Manchester Combined Authority (‘GMCA').
The output will create a five-yearroadmap to help

returned to shareholders over monthly visits monthly minutes )
shape future policy.

the past three years (2025: 81.6m) (2025: 557m)

6X o
more time spenton 72 /O
Autotrader than all of employees
2024 2025 our main competitors proud to work
combined (2025: 6x) at Autotrader
(2025: 91%)
£250.3m £275.7m £463.2m

HELPING RETAILERS
£624m £393 m TO POWER THEIR BUSINESSES
Group revenue Group operating profit
(+4% YoY) (+4% YoY) 1 3 [ 94 2

The average number of

retailer forecourtsin the
34.1 7 p £41 8 m period was down 0.5%

t0 13,942 (2025:14,013)

Basic earnings Cash generated from
per share (+8% YoY) operations (+5% YoY)
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Ataglance

Why we exist

Our purpose: Driving Change
Together. Responsibly guides
our strategy, our ways of
working and our culture.

What we do

Our strategy has three focus areas that
are closely interconnected, with working
responsibly embedded into everything we do:

-
Marketplace Platform Digitalretailing
Be the best Be theindustry's Be the enabler
place tobuy dataand formoretobe
andsellacar technology doneonline
platform
&

How we work

Whilst it lacks precision, our culture is often described internally as ‘doing
the right thing’, which comes through as ‘Responsibly’ in our purpose:

WORKING

AS ONE AUTOTRADER

Who we are

Our values are the guiding characteristics that
underpin our culture. They are embedded into
our ways of working and core to our success:

COMMUNITY

We connectandunderstand
eachother, respectour
differences and focuson
findingcommon ground.

We are committed to making
adifferenceinthe communities
aroundus.

@

Working responsibly
Be aresponsible business

WORKING
IN PARTNERSHIP

ADAPTABLE
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WORKING
AS OWNERS

CURIOUS

We look up, listen, think beyond the
obvious and find the Autotrader way.
We'rerestless and always thinking
aboutwhat's next.

DETERMINED

We getstuckinandhave the
conviction to make big things
happen. We persevere and aren’t
scared todothe hard thing.

DECISIVE

We crackon, trusting ourinstincts,
dataand experience. We sometimes
disagree, but we always commit and
delivertogether.

ADAPTABLE

Our ability tochange and change
againis ourgreateststrength. We act
forthelongterm,acceptuncertainty
andchallenge everything.

HUMBLE

Weshareinour failures aswellas
oursuccesses. We earnour place
and take nothing for granted.
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We are already seeing the
application of Al improve the
buyer experience, automate
retailer tasks and enhance
colleague productivity.

Matt Davies
Chair

INTRODUCTION

Autotrader delivered growthinrevenue and
profitthisyear, despite more challenging market
conditions, with continued strong demand and
constrained supply, added to byincreased cost
pressure forretailers and manufacturers. During
theyear, we have maintained our large and
highly engaged audience, strong brand trust and
the network effects between buyers and sellers
onour platform. Our competitive position has
strengthened when measured against other
automotive marketplaces. This market position
ensureswe are well-placed tonavigate both cyclical
macroeconomic shiftsand the long-termtrends
shaping the future of the automotive industry.

Alis one of these long-term trends, presenting
opportunity for both our business and the wider
industry. We are already seeing the application
of Alimprove the buyer experience, automate
retailer tasks and enhance colleague productivity.
To supportthese we're actively using over 50
Almodels across our operations, combining
advanced Large Language Models with our own
proprietary, real-time dataset. While Al willchange
how many users begintheirresearch, buying acar
remains acomplex, time-consuming journey fora
high-valueitem, whereinventory changes daily. We
believe atrusted, up-to-date information source
willremainanimportant part of the journey and
Autotraderis well placed to continueinthisrole.

Forretailers, we areincreasingly a software
anddata platform that supports profitable
retailing from sourcing through to sale. Inthe
last financialyear, we included our Al-powered
Co-Driver product within our pricing and
packaging event, continued the roll-out of
DealBuilder,and launched Buying Signals.
Havingreceivedincreased levels of feedback
inNovember ontheroll-out of some of these
products, we remain committed to delivering
value to customers and will continue to listen
and evolve our product offering.

Onbehalf of the Board, Iwould like to thank all
our colleagues for their continued dedication,
professionalism and commitment, through
whathasbeenachallengingyear.

RESULTS OVERVIEW
Inthe core Autotrader business, we achieved

revenues of £585.3m, anincrease of 4% on 2025.

Group revenue alsoincreased 4% to £624.3m
(2025: £601.1m) with Autorama revenue
contributing £39.0m (2025: £36.3m). Operating
profitinthe core Autotrader business was
£408.0m (2025: £394.0m), up 4% on lastyear,
with an operating profit margin of 70% (2025:
70%). Autorama saw reduced operating losses
of £2.0m (2025: £4.3m). Group operating profit
increased by 4%to0£392.7m (2025: £376.8m),
reflecting theincreaseinrevenue, reduced

operating lossin Autorama, and broadly
maintaining Group central costs at £13.3m (2025:
£12.9m). Group operating profit margin remained
consistentat 63%(2025: 63%). Basic earnings per
shareincreased 8%to0 34.17p (2025: 31.66p).

UPDATED CAPITAL POLICY, WITH ACCELERATED
SHARE BUYBACK PROGRAMME

Autotrader has along trackrecord of strong
cash generation which we expect to continue.
Autotrader’s capital allocation policy continues
tofocusoninvestmentinthe business supporting
growth, while returning approximately one third
of netincome to shareholders through dividends.
We are proposing afinaldividend of 7.8 pence
pershare (2025: 7.1 pence per share) giving total
dividends of 11.6 pence per share for the year
(2025:10.6 pence pershare). In the year, we have
accelerated our share buyback programme,
purchasing 58.5 million sharesinthe year, 6.6% of
issued share capital. Atyearend we had drawn
£165m of our debt facility, increasing leverage

up to 0.3x. Combined with dividends we have
returned £463.2m (2025: £275.7m) to shareholders.

The Board believes the prevailing Autotrader share
price does notreflect the Company’s underlying
fundamentals or long-term prospects. Despite a
rapidly changing technology environment, our
currentcompetitive position has strengthened, we
are adapting our car buying experience to evolve
with consumer habits, and we remain comfortable
ourinvestmentintechnology is sufficient to take
fulladvantage of Al. We dorecognise that we have
had achallenging end to the year whichimpacts
growthinboth 2026 and 2027, although we have
seenagradualincreaseinsome of ourcore
metrics aswe've entered the new financialyear.

With thisinmind, in 2027 we currently expect to
return £600m to shareholders. This will be through
purchasing c.£500m of shares (we will be seeking
authority to purchase up to15% of issued share
capitalatour AGM), as wellas paying a third

of netincome in dividends. Based on current
assumptions, thiswouldincrease leverage to
c.1.0x. Inaggregate thisreturns over £1bn to
shareholders over the course of 2026 and 2027.
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BOARD CHANGES

Megan Quinnand Adam Jay were appointed
tothe Board with effect from1July 2025,
strengthening the Board's technology and
digitalmarketplace experience. Both have
alsojoined the Audit,Remuneration, Corporate
Responsibility and Nomination Committees,
and at the conclusion of the 2025 AGM, Megan
assumed therole of Chair of the Corporate
Responsibility Committee. Their appointments
follow acomprehensive searchled by the
Nomination Committee, supported by an
externalsearch firm,and formanintegral part
of the Board’s long-term succession planning.
These changes mark asignificantrefresh of the
Board following the scheduled completion of
several Non-Executive Directors’ third three-year
terms since the Company’s1POin 2015. The Board
now benefits from abalanced mix of technology,
marketplace, retailand financial services
experience, positioning the Company well
fortheyearsahead.

We would also like to acknowledge Catherine
Faiers, our Chief Operating Officer, who stepped
down fromthe Board on 9 December 2025.
Catherine has takenup the role of Chief Executive
Officer at Moonpig plc, an opportunity thatis
welldeserved. Catherine made asignificant
contribution to the business,and we are extremely
grateful for herleadership andimpact. While we
aresad to see herleave, she departs with the very
best wishes of everyone at Autotrader.

ANNUAL GENERAL MEETING
The AGM willbe held on16 July 2026 atllamin our
Manchester office.

Matt Davies
Chair
21 May 2026
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We are committed to delivering
more, higher quality enquiries,
that convert at double the rate

into sale for our customers, which

has always been at the core of
our Deal Builder proposition.

Nathan Coe
Chief Executive Officer

INTRODUCTION

Our purpose, Driving Change Together.
Responsibly, guides how we use our brand,
technology and data toimprove the UK
automotive market.

We cando this better than any other business
forcarbuyers, sellersandretailersinthe UK. The
marketislarge, the transactionisimportant and
often filled with complexity for millions of buyers
and sellerseveryyear.

Ourstrategy has three focus areas: our
marketplace; our platform; and digital retailing.
These areas are closely interconnected, as

our platform and digitalretailing capabilities
build onand contribute to the strength of our
marketplace. Over time we have embedded our
proprietary data and servicesinto the systems
and processes used by both ourretailer partners
and wider automotive related businesses.

SCAN TOLISTEN TO NATHAN'S
INTERVIEW ON THE BBC BIG BOSS

Iwould like to thank allmy colleagues

across Autotrader for theircommitment and
professionalism throughout the year. Ithas
beenademanding period, and your contribution
and teamwork has been humbling.

OUR MARKET-LEADING POSITION

Formuch of the past 50 yearsunder the
Autotrader brand, we have built alarge, highly
engaged audience thatis difficult for othersto
replicate. Thisyear,on average eachmonth, we
saw over nine millionunique visitors, averaging
548 million (2025: 557 million) minutes of activity
onsite. Through the strength of our brand, the
large majority of these buyers came direct to
Autotrader: over 80% of our visits were either
direct to our mobile apps, direct to our URL or
through searches for “Autotrader”; 13% were from
organic search; and only 4% from paid for web
traffic. Currently less than1% of audience comes
from generative Alchat assistants.

Inthe year our competitive position has
strengthened. We were tixlarger (2025:10x) than
our nearest competitorinterms of time onsite,
whichwas againstacollection of four brands.
We were 22x larger (2025: 23x) than the next
largestindividualbrand and six times more
time was spent on Autotrader than all our main
competitors combined. 67% of our audience was

unique to Autotrader, not visiting these other sites.

Retailer numbers softened slightly during the year,
reflecting both the more difficult cost-related
trading conditions and concerns with the speed
and nature of our Deal Builder product roll-out.
Average retailer forecourts advertising with us for
theyeardecreasedby 0.5%t013,942 (2025:14,013)
and were 236/1.7% lower in the second half. Whilst
this was disappointing, we have listened carefully
to customer feedback, taken proportionate
actionand remain focused on winning back
retailers and strengthening ourlong-term
partnership with customers.

Averagerevenue perretailer (‘ARPR’)increased 5%
(or £141)t0 £2,995(2025: £2,854). This was primarily
driven by our April 2025 pricing and product event
whichincluded our generative Al powered product,
Co-Driver,which automates vehicle description
generationandvehicle highlights forretailers, as
wellasimage tagging, ordering and optimisation.
Despite higher average live carlistings of 451,000
(2025:449,000), which was supported by an offer,
paidforstockwas adragonARPR thisyear. This
was largely due to customers moderating spend at
the end of the calendaryear, which alsoimpacted
our prominence products. We are evolving our
package staircase in H1, with the aim of returning
prominence tolong-term growth.

AWELL-INVESTED TECHNOLOGY

AND DATA PLATFORM

Our technology platformreflects decades of
consistent, long-terminvestment. We have already
transitioned fully toamodern cloud-based delivery
anddataplatformbased largely on open-source
technologies. We've adopted these emerging
technologies always within our existing costbase.
The highly performant, reliable and consistent
architecture allows us to build new features quickly
onstable foundations. Therecent addition of an
Alplatform built using the same principles allows
us to quickly build, trainand roll-out Al services and
products utilising a wide range of foundational
Large Language Models ('LLMs’).

Autotrader Group plc
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Alongside this, we hold a proprietary dataset
covering everything fromvehicle specifications
toreal-time buyer behaviour, which retailers
have come torely onas much as our advertising
products. With the broadest view of the UK car
market, we can provide unparalleled insightinto
which carsretailers should be stocking, what
retail prices they are likely to achieve, likely days
toselland how they are performing against
competitors. We have almost 300 peoplein our
customer-facing teams, who are equipped with
tools thatidentify operational opportunities,
problem vehicles, areas of future risk and
opportunity and performance variation across
differentretail sites. By combining these tools
with hands-on support, we help retailers drive
efficiencies andimprove profitability over time.

The use of our data also extends beyond just
retailerstobecome animportantindustry asset,
integrated with over 220 technology partners
andincreasingly central to finance and
insurance companies. The number of calls on
these technology and dataservicesincreased to
anaverage of 155 million per month (2025: 91 million),
demonstrating the embedded nature of this
datainto many customer systems and decision-
making processes. We see further opportunity

in continuing to expand this capability to deliver
businessimprovements to arange of automotive
industry participants.
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CEO's statement continued

Al PRESENTS SIGNIFICANT OPPORTUNITY TO
IMPROVE OUR EXPERIENCES

We believe the shiftin Alcapability over the next
fewyears willbe as bigif not abigger technology
transitionthan theinternet, mobile, bigdata,
cloud and machine-learning. The products we
are building today provide along runway forus to
provide anevenricher experience for car buyers,
better tooling forretailers, enabling them to
automate tasks that previously relied on the
manual effort of people, and better tooling for
our colleagues enabling us toimprove our ways
of working. We are well positioned to do this with
atechnologystackthat already has examples
of these types of products at scale today.

Our product and technology organisation
includes a growing data science and analytics
community and has had ongoing research
partnerships with Manchester Metropolitan
University and the University of Manchester
since 2019, focused on Natural Language
Processing and Large Language Models,
producing academic whitepapers andinsights
thatinforminternaldevelopment. Ourdata
platformincludes more than 50 proprietary
Aland machine learning models, and our
advantage liesin training these specialised
models that leverage our significant volume

of consumer, vehicle andretailer data to deliver
alevelof accuracy and consistency that
general-purpose LLMs cannot achieve on their
own. Publicly available vehicle listings represent
onlyasmallpart of the required data, and our
products are dependent ondeep technical
integrationsincluding vehicle checks, integrated
retailer finance offers, and integrations with
manufacturer production systems, all of which
have been built over many yearsand are
generally specific to the UK.

Autotrader Group plc
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We are benefiting from a long history of investment in our technology, data and Al platform

RECENT PROGRESS

Technical Datascience Retail Trended
migration from partnership with Essentials Valuations
private data MMU begins 13 Aldriven “I'm looking for”
Launched ( AUTOTRADER CONNECT ) . .
first Almodel centres tocloud v - categories addedintosearch
; commences lEHES to help consumers find
(Valuations)
vehiclesbased onlifestyle
needs and practicalusage.
.- 2016 2018 2020 2022 2024 2026 )----- Developed connectivity for Al
agents using the emerging
standard MCP protocol - with
ChatGPT appintegrationlive,
700+services Launched and more to follow.
Datalake migratedtothe Co-Driver, our . .
Dot established cloud, physicaldata first LLM powered Buying Signals - powered by
partnership Acquisitionof centresclosed products Autotrader Intelligence - helps
with UoM KERESoDICEs retailersunderstand exactly
A ElEi Moved critical whatbuyers want.
science team database Employed full time
established infrastructure post-doctoworkon
tothe cloud LLMs at MMU

Forcarbuyers, we have delivered:

+ Ournew “I'mlooking for” Al-powered search,
which uses proprietary models to enable
carbuyerstosearchacross carlistings
using categories.

- Atrialof conversational-based textsearch
todiscover filters more easily.

+ ChatGPT appintegrationvia Model
Context Protocol (‘MCP’), which benefits
futureintegrations.

+ Al-generated vehicle highlights, identifying
what characteristics are mostvaluable
compared to similar vehicles.

- Improvedsearchrelevancy algorithmthat
alsounderpins our advertising products.
“Youmayalsolike” suggested recommendations.

- Specification adjusted valuations underpinning
our price flags.
Independentvaluations for private sale, part-
exchange, saletoaretailer oraretailer auction.

+ Enhancedimagery and descriptions through
Co-Driver.

Forretailers, we have delivered:

« Toolsthathelp optimise inventory
performance (pricing, retail rating, market
health,demand, supply, vehicle marketplace
performance and predicted days tosell).

« APIsthatpower manufacturer andretailer
websites, businessintelligence tools, point-
of-sale systems and third-party applications.

« Improved carbuyer conversion through Deal
Builder and Buying Signals.

« Productivityimprovements through Al-powered
Co-Driverimage and description tools. 86% of
retailershave used one of our Co-Drivertools
since launch. There have been1.9 million
descriptions generated and 700k smartimage
re-orders. 66% of retailers have used Co-Driver
inthe past30days.

Consumer behaviouris changing, withincreased
use of conversationalchatinterfaces powered
by LLMs. We expect thistrend to continue, with Al
taking on more of the buying experience for many
goodssold online. Whilst thischange presents
some risk, carbuyingis ahigh-value, multi-step
and oftenregulated process, where eachvehicle
isunique and changes daily. We see opportunity
to provide seamless pathwaysintoreal-time
vehicle results through efficient and effective
integrations with Al assistants and agents. As with
searchengines over the pasttwo decades, Al
agentswillrely on Autotrader as a trusted source
of truth, ensuring that wherever abuyer’sjourney
begins, the most accurate and up-to-date
information comes from our platform.
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CEO's statement continued

INCREASING VALUE FOR OUR RETAILERS

As partof our1April 2025 pricing and product
event, weincluded Co-Driver which anecdotally
reduces the average time takentolistavehicle
from 28 minutes to 5 minutes, whichis significant
when multiplied across more than 340,000
vehicles uploaded every month by retailers.
Vehicle Highlights, which appear on the majority
of adverts, has seenstrong buyer engagement
and feedback.

We are committed to delivering more, higher
quality enquiries, thatconvertatdouble therate
intosales for our customers, which has always
beenatthe core of our Deal Builder proposition.
We believe doing so will drive long-term value for
buyers, our retailer customers and Autotrader,
whilst being difficult for others toreplicate. During
theyearwerecognised the need tochange both
ourapproach and aspects of the product to
betteraccommodate the needs of someretailers.
Sentiment has now improved following our
response, whichincluded: pausing auto-roll-out;
holding openlistening sessions; establishing
customer advisory groups; and introducing
“requestareservation”.

Inthe year, we have continued to scale Deal
Builder, with over 6.7kretailers on the product
(March 2025:2.0k) and 175k vehicles live at the end
of March (March 2025: 84k). Withinthe 6.7kretailers,
we have started onboarding some of our largest
customers with customintegrations. Inthe year,
we saw 137k deals with a full reservation placed
(2025: 49k), which continue to be the very best
enquiriesinterms of conversiontosale.

InJanuary 2026, we launched our Buying

Signals product, which uses a proprietary
machine learningmodel trained onverified but
anonymised sales transactions and consumer
interactions. Buying Signals has already featured
onover 800k enquiries,and early resultsindicate
thatleads flagged as high-intent convertat twice
the average rate. With over15million enquiries
generated annually, some of which go
unanswered, the potential for better outcomes
forboth carbuyersandretailersisclear.

Building on our unique data sets to enable robust customer and consumer

facing Al products

Vehicle descriptions using a standard LLM

Generate . Description (oftenwith genericlanguage,

Co-Driver vehicle descriptions powered by &Autotrader Intelligence

MULTI-MODEL STATISTICAL RIGOROUS
PROMPT FEATURE QUALITY
CRAFTING HIGHLIGHTING TRACKING
The systemfeeds Highlights like
the LLM specific ‘largeboot’ are —_——
datasets, rather calculatedusing | Readingage |
Co*Driver | thanraw, quintiles across o PROMPT Co* Driver
unstructured allavailable | Completeness | TUNING
Generate data. stocktoensure o HARNESS Description
b oo b [ eeercen | [
‘ Specificvehicle specadjusted ) Input currently
highlights ‘ valuations ‘ contribution onversionfi
‘ Taxonomy and ‘ ‘ Mileage ‘ ‘ Similarity ‘
spec highlights tostock
‘ Service history ‘ ‘ Supplyond_ ‘ CEle
demand metrics phrasereuse

& THESEARETYPICALLY MACHINELEARNING MODELS ——————>

OUR CULTURE

Culture forusisastangible andimportant to
our performance as our strategy, competitive
position, product and technology.

During the year, we completed the move to our new
office at Circle Square in Manchester. Although
only ashortdistance from our previous site,
thisnew campusrepresents a meaningful step
forward. It canaccommodate all our people
and provides a modern working environment,
increased space for collaboration, improved
facilities for customers and community activity,
enhanced technology and stronger environmental
credentials. Employee engagementhas fallen to
72%from91%ayearago. lthas beenachallenging
year for colleagues withrestructures, external
factorsand atighter approach toworkingin

the office. We remain committed toimproving

thismeasure over the next12 months. Other core
people measuresincluding recruitment and
colleague turnoverremainlargely unchanged.

Atthe end of March 2026, womenrepresented
43%of ourorganisation (March 2025: 44%) and 43%
(March 2025: 43%) of leadership roles as defined by
the FTSE Women Leaders Review. Ethnically diverse
employeesrepresent 20% of our organisation
(March2025:19%), and 9% (March 2025:10%) of
leaders. We remainfocused onimproving both of
these percentages, albeitinasustainable way.
OurBoard comprises fourwomen and four men,
with two from an ethnically diverse background
andawomanas Senior Independent Director.

We are committed to being net zero by 2040

and halving our carbon emissions by 2030,
targets which have beenvalidated by the Science
Based Targetsinitiative ('SBTi’). Our calculations

Autotrader Group plc
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estimate our GHG emissions during the year were
55%higher atc.144.1k tonnes of CO2 across Scopes
1,2and 3(2025: 93.2k tonnes). The majority of our
emissions are Scope 3, with theincrease driven
by both one-off capital expenditure on our new
officeand anincreaseinthe number of vehicles
taken onbalance sheet by Autorama.

OUTLOOK

We remain comfortable with our current levels of
investmentsuch that Group operating profitmargins,
excluding Vehicle & Accessory sales, willbe atleast
maintained. Group operating profitis expected to
be £395m - £415m for financial year2027. With an
accelerated level of share buybacks, we anticipate
atleasthighsingle digit Basic EPS growth.

Autotrader revenue was flat year-on-yearin April
2026,due toalowerrunrate and alower price
increase. However, retailer forecourts, volumes
of paid stock and package penetration are now
improving, and we expectto grow in the second
half. Full-year expectations are as follows:

+ Ourpricingand producteventhas gone well,
growing the price lever within ARPR by £85-95.
Growthinthe product leverisexpectedto
contribute £65-75.

+ Stockwillrecoverresultinginanimprovement
from current levels to minus £30-40 for the
fullyear.

+ Averageretailer forecourts are now growing
butwillbe1-2%lower for the fullyear.

- Otherrevenue willbe broadly flatinaggregate,
with adeclinein Consumer Services offset by
growthin Manufacturer & Agency.

We expect Autorama to make a small profit for
the year, with Commission & Ancillary revenue
growing 8-12% and Vehicle & Accessory sales
of c.£40m.

As the majority of leasing transactions now
originate on Autotrader we willmove to one
reported operating segmentin 2027. More detail
is provided within the Financial review.

Nathan Coe
Chief Executive Officer
21 May 2026
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PRINCIPAL RISKS

1. Macrorisks IT systems and cyber security 9. Climatechange

2.

Automotive economy, market and Employees

10. Reliance onthird parties

business environment

®|N[o |

Brand andreputation

and partners

3.

Legalandregulatory compliance

4.

Competition

Failure toinnovate continuously
andresponsibly

’
Marketplace - Be the best place to buy and sellacar

FOCUS

Our marketplace delivered robust revenue
and operating profit growth. In the year our
competitive position strengthened; 6xmore
time was spenton Autotrader than all our
main competitors combined. Retailer numbers
softened slightly during the year, due to both
the more difficult trading conditions and the
pushbackrelated to the speed and nature

of our Deal Builder product roll-out.

HOW WE MEASURE PROGRESS

- Revenue

+ Averagerevenue perretailer (‘ARPR’)

- Operating profit (and margin)

+ BasicEPS

- Cashgenerated fromoperations

+ Cross-platformvisits

+ Cross-platform minutes

« Number of retailer forecourts
Live carstock

- Employee engagement

2.5x

car leasing
volumes up

PROGRESS 2026

- Weretainedrecord numbers of buyers, with
anaverage number of cross-platformvisits
of 81.7 million per month (2025: 81.6 million).

- The majority of our audience continues to
come direct tous, either through our app,
direct to our URL or through searches for
“Autotrader”, emphasising the strength of
ourbrand andtherole we playin searching
real-timeinventory.

- Achieved 5% ARPR growth from pricing
and product initiatives, whichincluded
the launch of our Co-Driver product.

- Livecarlistingsincreased marginally
year-on-year to 451,000 (2025: 449,000).

- Supportedthe EV transition, with EVs
making up 24% of new car stock.

ASSOCIATED RISKS

INCREASING LEASING VOLUMES

Increased choice through new car and leasing

We continued to focus onintegrating leasing
offersinto the core Autotrader search
experience. The goalis toenable amore
scalable and robust checkoutjourneyonall

platforms and to ensure we are set up to grow
profitably as volume returns to the personal
leasing channel (‘PCH’).

\

e

@ Platform - Be the industry’s data and technology platform

FOCUS

Ourtechnology platformreflects adecade
of consistent, long-terminvestment. We have
already transitioned from legacy systems to
amodern cloud-based delivery and data
platform capable of managing the fulldata
lifecycle. We've adopted these emerging
technologies always within our existing cost
base. Our Algateway enables us to abstract
our proprietary models from open-source
LLMs (‘Large Language Models’), ensuring
we canintegrate the latestinnovations while
maintaining our unique data advantage.

HOW WE MEASURE PROGRESS

- APIcallsonaverage permonth
- Number of lenderintegrations
- Numberof productreleases

155m

technology and

data service calls
per month
(2025: 91m)

PROGRESS 2026

Saw strong adoption of platformdata,

tools and technology, with highengagement
acrossintegratedretailers and over 220
technology partners.

The number of calls on these technology
and dataservicesincreased to average 155
million per month (2025: 91 million),
demonstrating the embedded nature of

this datainto many customer systems and
decision-making processes.

Launched new “I'mlooking for” Al-powered
suggested search, which uses a proprietary
LLMto enable carbuyers tosearchacross
makes and models using categoriesin more
naturallanguage.

Productivityimprovements through Al-powered
Co-Driverimage and description tools.

ASSOCIATED RISKS

5

8 10

LEVERAGING AITOOLS
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PRINCIPAL RISKS

1. Macrorisks
2. Automotive economy, market and

IT systems and cyber security
Employees

9. Climatechange
10. Reliance onthird parties

®|N[o |

business environment Brand andreputation and partners
3. Legalandregulatory compliance Failure toinnovate continuously
4. Competition andresponsibly
r N 7 A

@ Digital retailing - Be the enabler for more to be done online

FOCUS

We are committed to delivering more, higher
quality enquiries, that convertat ahighrate
into sale for our customers, which has always

beenatthe core of our Deal Builder proposition.

We believe doing so will drive long-term value
forbuyers, our retailer customers and
Autotrader, whilst also being difficult for others
toreplicate. We have launched Buying Signals
whichidentifies high-intent leads and buying
preferences, allowing retailers to prioritise
those buyers that are mostready to buy.

HOW WE MEASURE PROGRESS
Number of Deal Builder customers
Number of Deal Builder live stock

+ Number of submitted deals
Number of leasing vehicles delivered

c.6,700

retailers live with
Deal Builder in March
2026 (2025: ¢.2,000)

PROGRESS 2026

- Intheyear, we have continued toroll out Deal
Builder, with over 6.7kretailers onthe product
(March 2025:2.0k) and 175k vehicles live at the
end of March (March 2025: 84k).

« Aspartofthe 6.7kretailers, we have begun
onboarding some of our largest customers
with customintegrations.

« InNovember 2025, we received some
negative sentimentaround the Deal
Builder products. We subsequently held
customer listening sessions, made product
variations, tested various front-end
consumer journeys and changed the
language around “Deals” which was
causing confusion for some customers.

ASSOCIATED RISKS

3 5 8 10

LAUNCHED BUYING SIGNALS

Givesretailers the power tounderstand
exactly what buyers want

High-intent, local buyers
Spothigh-intent buyersinyour areausing
Al-drivensignals, so you can focus on leads

most likely to convert.

Deepinsightinto buyer preferences
Understand exactly what buyers want, from
preferred make and model to mileage, age,
and price range. Buying Signals gives the
clearest summary of individual preferences.

@ Working responsibly - Be aresponsible business

FOCUS

Our ESG strategyisunderpinned by our
purpose of Driving Change Together.
Responsibly.

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

PROGRESS 2026

The environment

- Furtherengagementwith Government
departments,including participationin
Parliamentary groups and committees.

- Continuedour partnership with the
Carbon Literacy Trust and funding of the
Automotive and Digital & Tech Carbon
Literacy Sector Toolkits.

72%

of employees say

they're proud to
work for Autotrader
(2025: 91%)

Our people & communities

- Developing ourleaders through investment
intools andresources and our “Leader as
Coach” programme.

« Partnered with the Good Things Foundation
tosupportresearch and strategic planning
focused ondigitalinclusion.

« Launchedour first T-Level placement and
expanded our L4 software engineering
apprenticeship.

Our governance & compliance
- Established ourResponsible Change Forum
todrive forward our ESG priorities.

HOW WE MEASURE PROGRESS

- SeeourculturalKPIsand Working
responsibly section

ASSOCIATED RISKS
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DRIVING POSITIVE CHANGE

central to our purpose
ommitted to doing
acting withintegrity,
borting transparently
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Aresilient market growing in both volume and value
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NEW CAR REGISTRATIONS

New carregistrations grew 5% over the past
12 months to 2.1 million (2025: 2.0 million), with
growth coming through the retailchannel
forthe first timein four years. We have seen
anotableincreaseinvolumes fromnewer
Chinese manufacturers, providing franchise
retailers with opportunities to broaden their
portfolios at atime when profitability in some
established brands has come under pressure,
partly due to the costs of meeting the Zero
Emission Vehicle (‘ZEV') mandate.

The electric transitionremainsintegral to

the health of the new car market, with EVs
achieving arecord 23.4%share (nearly half
amillionregistrations), while the Government'’s

new Electric Car Grant,launchedin 2025
successfully stimulated private demand.
Withincreasingnumbers of models becoming
eligible for the grant,itopenedup EVstoa
wider pool of buyers.

However, mixed messaging from the
GovernmentisriskinginterestinEVs,asa
newly proposed pay per mile EV tax (Electric
Vehicle Excise Duty) threatens to erode the
costsavings of runningan EV. Despite
regulatory complexities, the market benefits
from stiff competition, with 72 brands now
operatinginthe UK. This has created aninflux
of affordable electric models, expanding
consumer choice and affordability.

2012 2013 2014 2015 2016 2017 2018

2019 2020 2021 2022 2023 2024 2025 2026

Financialyear

USED CAR TRANSACTIONS

The used car market demonstrated exceptional
resilience throughout the financialyear,
concluding 2026 with 7.7 million transactions,
representing steady1%year-on-year growth.
This sustained recovery provides averyrobust
foundation for the next financialyear. With new
registrations alsoincreasing, the combined UK
carmarketis moving closer to10 million total
transactions, effectively returning the industry
toits pre-pandemic scale for the first time
since 2019.

This growthis driven by continued consumer
appetite for vehicle ownership. Lastyear we
recorded nearly one billion platformvisits to
Autotrader, helping our partners’ stock to

continue turning over at a highly profitable pace.

While demand s secure, the market faces
structural supply headwinds as the estimated
2.5million “lost” pandemicregistrations age
through the vehicle parc. This shortfallis now
maturinginto a “cliff edge” for middle-aged
stock, resultinginaforecasted17%dropinthe
availability of 5-7-year-old vehicles over the
nexttwoyears. However, by leveraging our
unparalleled data and Al-powered tools,
retailers are wellequipped to navigate these
supply gaps, adapt their forecourts, and
fully capitalise on the very strong levels of
buyerengagement.
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Market overview continued
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UK CAR PARC pandemic, when new car production fell to LONG-TERM PRICES lives of modernvehicles, enhanced
The UK car parchas continued to grow steadily, levels below those seen during the 2008-09 Over the past financialyear, the automotive technological functionality,and the ongoing
increasing by just over 300,000 vehicles - or financial crisis. The resulting constraints on market has demonstrated remarkable structural shift towards higher-value electric
around 1% peryear onaverage over the past supply across several age bands reduced resilience. We have seen used car retail vehicles (‘'EVs’). Crucially, as vehicle valuesrise,
two decades, reaching 37 million today. supply and accelerated stock turn. These prices stabilise andreturntonormalseasonal  historicaldata shows retailer gross margins
Transactionvolumes have also generally cyclicalmovements are typical,and while we patterns, with average values averaging remain consistently stable between 9% and 11%.
grownatasimilarpace, asthe speed atwhich  expectperiods of both above and below trend £17,597 across financialyear 2026. Empowered by our proprietary data and
the overallcar parc turns has consistently growth, the underlying drivers of a growing 800,000 daily market observations, retailers

Looking ahead, we confidently expect the
value of both new and used cars to continue
increasing over the long term. This upward
trajectoryis not purelyinflationary;itis
fundamentally driven by the longer useful

ranged between three and four years over population,anexpanding parc andincreasing
this period. These long-termtrends were transactionvolumes remain firmly in place.
temporarily disrupted during the COVID-19

are equipped to price accurately to live market
demand. Thisensures that higher vehicle
pricesreliably translate into higher absolute
gross profits, underpinning robust, growing
profit for the industry.

plc.autotrader.co.uk/news-views/retail-price-index/ [
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Creating value as the UK’s largest automotive marketplace

and leading digital platform for the automotive industry

Our marketplace is built on an industry-leading technology
and data platform, whichiis increasingly used across the
automotive industry. The scale and engagement with our
platform deepens our relationship with both customers

Our key drivers of value

A growing automotive
market and profit pool

Our market-leading position

Our heritage of innovation

Afocused and consistent strategy

Our purpose and culture

and car buyers, as well as presenting long-term growth
opportunities. Autotrader is continuing to bring more of
the car buying journey online, creating an improved buying
experience for both buyers and sellers.

Powering the automotive ecosystem

PLATFORM High-quality technology platform

Alenabled Increasingly
tools and betterinformed
efficiencies carbuyers

Real time vehicle More of the

MARKETPLACE

updates for buyingjourney
customers online

Industry-leading | Increased choice
valuations and through new car
vehicle data and leasing

DATA Industry-leading data, insight & taxonomy

Value created for shareholders

Ourinvestors

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

Our consumers

The best buying experience with

the greatest choice of vehicles
regardless of type or purchase
method. Continuing to create greater
levels of transparency for car buyers.

Our customers

The most effective sales channel
with market-leadinginsight, data and
products. Continue to drive efficiencies
with Aland more of the buyingjourney
being completed online.

Our people
We continue to evolve our culture so everyone
candevelop and achieve their career
aspirations, in an environment that supports
collaboration, wellbeing and creativity.
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Section172(1) statement

Considering our
stakeholders

To achieve our goals and ensure long-term
success, werecognise theimportance of
establishing and maintaining meaningful,
mutually beneficial relationships with our
stakeholders. We actively consider different
stakeholder perspectives,identify their priorities,
and assess the long-termimpact of our business
onboththeindustry and the environment.

The Board and the Autotrader Leadership

Team are dedicated to upholding our high
standards of business conduct.

Adetailed stakeholder frameworkis applied

to alldecision papers prepared forthe Boardin
advance andis key to thoughtful and considered
boardroom discussions.

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

P 24 For our full list of material issues Q

The Directors of the Company have actedin
away that they consider, in good faith, would
be most likely to promote the success of the

Autotrader Group plc
AnnualReportand Financial Statements 2026

awhole, having due regard in doing so for the
matters set outinsection172 (1) (a) to (f) of the
Companies Act 2006.

Company for the benefit of its members as

Considering the long-term consequences
of our decisions

How we create value P12

Strategic progress P08

Material decisions made P16

Considering the interests of ouremployees
How we create value P12

Our stakeholders P14

Our people & communities P35

Theneedto foster good relationships
with our stakeholders

How we create value P12

Our stakeholders P14

Considering ourimpactonthe
environment and our community
Report of the Corporate Responsibility
Committee P72

Our ESG strategy P25
TCFDdisclosures P30

Maintaining high standards of conduct
Governance P53

How we manage risk P43
Ourgovernance & compliance P40

Acting fairly between stakeholders
How we create value P12
Our stakeholders P14

Section172(1) matters
Our purpose is Driving Change Together. Responsibly

We are driving changein Ourbusiness modelresultsin
anindustry thatneedsto bringing together adiverse set
evolve toadapttochanging of stakeholders -consumers,
consumer needs, and the customers (includingretailers,
changing product, as manufacturers and other
electricvehiclesbecome customers), suppliers and

the mainstream. partners - underpinned by our

collaborative, people-ledculture.

We are committed to acting
responsibly through our
focusondiversityand
inclusion, the environment,
oursustainability practices
and maintaining high levels
of ethicalconduct, trust
and transparency.
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MATERIAL ISSUES

G The environment e Our people & communities e Ourgovernance & compliance

Maintaining stakeholder

We highlight our key stakeholder groups, their
importance to our business, their priorities,and how

Where engagementdoes not take place directly with the
Board, stakeholder feedbackis communicated through

Astrongunderstanding of our stakeholders and their
diverseinterestsenablesthe Boardto consider the

(] (]
relat|0n5h|ps both the organisation and the Board engage with detailedreportstothe Board and/orits Committees potentialimpactand long-term consequences
them andrespond through meaningful actions. throughoutthe yeartoinformdecision-making. of its decisions as part of boardroom discussions.

4 N

Consumers Customers

(retailers, manufacturers and other customers)
WHY ARE OUR CONSUMERS HOW DO WE ENGAGE WITH WHY ARE OUR CUSTOMERS + Hosting regular forums with WHY ARE OUR PEOPLE IMPORTANT HOW DO WE ENGAGE WITH
IMPORTANT TO US? OUR CONSUMERS? IMPORTANT TO US? TOUS? OURPEOPLE?

The continued success of our
business modelisunderpinned

by maintaining and strengthening
relationships with consumers.
Our business thrives by creatinga
large, engaged community of car
buyers, sellersandresearchers

Regular contact with adiverse
group of consumers for
researchandinsight purposes
lookinginto their car buying
intentions and beyond.
Conducting consumer user
testing for new and existing

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

CEOs of major and mid-tier
retailers, manufacturers, car
supermarkets and automotive
finance and technology
companies toshare our latest
dataandinsightand gain
theirinput.

Leadership Team participates

Ourpeople are one of our most
valuable assets and the key to
ourongoingsuccess. To thrive, it
isimportantto attractnew talent
while supporting and developing
our highly skilled workforce.

We aim to create adiverse and

« TheBoard Engagement Guild,
made up of employees from
across the business, engages
with the Board (without
management present).

« Regularemployee engagement
surveys.

whotrustourbrand ond'reputoFion proQucts,;ervicgs and website WHAT MATTERS TO OUR inabusiness partnering inclusive culture and environment . Annuololl—emptoyee'

and have trustand confidencein designs withawiderange CUSTOMERS? programme. where everyone has the right conference, regularvirtual
Autotrader asamarketplace. of demographics. - Accesstoalargevolume . Telesales and field sales teams tools to achieve their full business updates and daily
WHAT MATTERS TO . Proyidingin—house consumer of engaged carbuyers. maintain ongoing potentiolondfeelsgvolued updatesvia glock.

OUR CONSUMERS? facing supportsevendays -+ Streamlining the car selling communication with customers. part of our community. - Openwellbeing forums.

« Wide choice of vehicles and
choice of waysinwhich to buy

- Hassle freeand trusted buying
andselling processes.

- Clear, transparentand accurate

details forvehicles, sellers,and
payment options.

- Reliable and accessible service
withknowledgeable support
andresponsive communication
whenneeded.

MATERIAL ISSUES
Data privacy and security

o Productinnovation
e Customer satisfaction
0 Driving transparency

aweek.

Utilising socialmedia
and marketing channels
tocommunicate.

WHAT ACTIONS DID WE TAKE?

Partnered with an accessibility
agency totestourapproach

to building accessible products
andjourneys.

Conducted one-on-one
interviews with consumers
who had experienced our Deal
Builder journey (checkout
experience) tounderstand their
pathtopurchase andthe
impact of our experience.

New benchmarking to abroader
audience tounderstand brand
awareness, preference,
considerations and product.
Outputs of consumerresearch
shared with Autotrader
Leadership Team (‘ALT’)
andBoardto factorinto
decision-making.

process for greater efficiency.

- Effectivelysourcingvehicles.

- Easyaccesstotrusted,
understandable data for
informed sourcing and
disposaldecisions.

« Ensuringvalue for money with
Autotrader through product
choice, quality and cost.

« Establishing two-way lasting
partnerships.

HOW DO WE ENGAGE WITH

OURCUSTOMERS?

- Newlyestablished Customer
Advisory Groups for retailer
customers.

- Boardmembersaccompany

sales teams on customer visits.

+ Retailersentimentsurveys.

MATERIAL ISSUES
Data privacy and security

o Productinnovation
e Customer satisfaction
e Pricing fairness

e Advocacy

Publishing regular thought
leadership andinsight-driven
reports, such asthe Road to
2030 Reportand our monthly
marketintelligence updates.
Regular communication through
ourmarketing channels.

WHAT ACTIONS DID WE TAKE?

Created Customer Advisory
Groups following customer
feedbacktoour DealBuilder
roll-out (see page16).
Developed adashboardto track
and monitor customer
sentimentwhichis circulated
tothe Board.

Organised timely webinars
tosupportretailersontopics
such as the FCA Commissions
courtruling.

Hosted and attendedindustry
events and masterclasses to
shareinsights and discuss key
market topics.

WHAT MATTERS TO OUR PEOPLE?

- Fairreward, recognition
and benefits.

- Opportunities for training,
careerdevelopmentand
professional growth.

« Supportive leadership with
opencommunication and
appreciation for contributions.

- Aworkingenvironment that
provides acomfortable,
inspiring physical space with
anemphasisonwellbeing.

- Aninclusive values-led culture.

MATERIAL ISSUES
Data privacy and security

o Employee wellbeing,
engagementandsafety

° Investmentin talent
@ Diversity andinclusion
@ Ethicsandintegrity
0 Remuneration

- Healthandsafety assessments.
- Independentwhistleblowing
service.

WHAT ACTIONS DID WE TAKE?

+ Ranbothaninclusive People
Management Programme and
Diverse Talent Accelerator,
focused ondeveloping diverse
talentacross the business.

+ Launchedanew ‘Leaderas
Coach’programme forallour
people managers.

« Ongoingreview andrefresh
of annualemployee benefits
includingachange toour
pensionplan.

« Benchmarking of salary and
benefitsinline with the market.

+ Continuing withannual Save
AsYou Earnsharescheme and
One Autotrader Share Award.

+ Offeredafreefinancial
wellbeing education session
conducted by anexternal
leading specialist.

+ Movedintonew officein Circle
Square, Manchester.
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@ Community & environment Investors

WHY AREOURCOMMUNITY AND OUR WHAT ACTIONS DID WE TAKE?

,
@ Partners & suppliers

WHY ARE OUR PARTNERS AND HOW DO WEENGAGE WITH OUR WHY ARE OURINVESTORS °

SUPPLIERS IMPORTANT TO US?
Oursuppliersand partners
supportour technology
infrastructure, supply of vehicle
and financing data, and the
fulfilment of some of our
revenue-generating products.
Building trusted partnerships
allows us to collaborate more
effectively and consistently
todeliver the highest-quality
products and services.
WHAT MATTERS TO OUR PARTNERS
AND SUPPLIERS?
- Collaboratingoninnovative
solutions.

- Creating shared opportunities to

increase revenue and generate
additionalincome streams.

- Fairtrading practices andclear
terms and conditions.

« Buildinglong-termtrusted
relationships.

MATERIAL ISSUES
Productinnovation

@ Responsible supply chain
@ Ethicsandintegrity

PARTNERS AND SUPPLIERS?

Maintaining regular
engagementwith suppliers

and partners atthe appropriate
levels and fosteringanopen
dialogue for collaborative
relationships and creating
opportunities for shared
learning.

Implementing structured
procurement processes to
onboardnew suppliers and then
conductingregular check-ins
for familiarisation, updates and
building ongoing relationships.
Agreeinginitialways of working
with new suppliers and partners
and providing feedback
throughout ongoing projects.

WHAT ACTIONS DID WE TAKE?

Regularly monitoring and
reviewing metrics such as
financialhealth, IT security
and operating resilience.
Reporting on the time taken
topaysuppliers withinagreed
paymentterms.

Using our Supplier Code of
Conduct to guide aholistic
assessment of cultural
alignmentwhenselecting
suppliersand partners.

ENVIRONMENT IMPORTANT TO US?

We aimto have anetpositiveimpact

onthe planet while mitigating the

effects of climate change onour

business. We strive to strengthen

communities and create positive

socialandenvironmentalchange.

WHAT MATTERS TOOURCOMMUNITY

AND OURENVIRONMENT?

« Energyconsumptionandcarbon
emissions.

- Transitioning toelectricvehicles.

« Supportinglocalcommunitiesin
whichwe operate and beyond.

« OtherEnvironmental, Socialand
Governance ('ESG’) factors.

HOWDOWEENGAGEWITHOUR

COMMUNITY AND OURENVIRONMENT?

- Employee networks supportour
charitableinitiatives,including

the Autotrader Community Funds.
We supportand partner with
organisations suchas Manchester
Digital, Good Things Foundation
andthe Automotive 30% Club, to
addressissuessuchasthenational
techskills shortage, digital
inclusionand the gender gap.
We workwithlocalschools and
collegesthroughour STEM
ambassador programme to
supportearly careerdevelopment.
Weregularly sharedataand
insights withindustry bodiesand
Governmentdepartmentsto
shape policies that supportthe
mass adoption of electricvehicles.

MATERIAL ISSUES

Climate

The Corporate Responsibility
Committee holds the business
accountable forits cultural KPIs
and externalreporting. We also
established the Responsible
Change Forumto drive our
ESGstrategy.

Continued Carbon Literacy
training for allemployees and
funded anew Carbon Literacy®

Toolkitforthedigital&techindustries.

Formedanew long-term
partnership with Good Things
Foundationand Greater
Manchester Combined Authority
tofund anew projectaimedat
eradicating digitalexclusionin
Greater Manchesterand beyond.
Launched our new public affairs
campaign focus fortheyear:

No Driver Left Behind, sharing
key consumerinsights withthe
industrytoensureanaccessible
andequitable transitionto EVs.
Charitable donations of £590k
through amixture of Community
Fundsandsponsorships.
Ouremployees took 513
volunteering days during the
year,making adifferencein
localcommunities.
Continuedtoinvestinour
Autotrader Community Funds
which aimto deliver financial
supporttolocalcommunity
groups. We operate four different
funds which supportgrassroots
community organisations.

e Making adifference toourlocal

communities andindustries

@ Diversity andinclusion

IMPORTANT TO US?

Maintaining anongoing,

transparentdialogue with current

and potentialinvestors fosters
confidence, resultingin continued
accessto capitalthatenablesus
toinvestinthe long-termsuccess
of the business.

WHAT MATTERS TO OUR

INVESTORS?

- Financialperformance, witha
balanced andfairrepresentation
of currentfinancialresultsand
future prospects.

- Shareprice performance and
overallreturns.

- Equitableremuneration
practices forbothexecutives
andemployees.

- Adherenceto highgovernance
standards.

« Acontinued commitmentto
beingaresponsible business and
focusing onkey environmental
andsocialissues.

HOW DO WE ENGAGE WITH

OURINVESTORS?

- Open,honestandbalanced
communication accessible
toallshareholders.

- Private shareholdersare

encouragedtocontactthe Board

throughir@autotrader.co.uk.

MATERIAL ISSUES
Productinnovation

@ Digitalinfrastructure

@ Responsible taxstrategy
and total tax contribution

Comprehensive investor
relations programme.
AnnualReport, AGM, corporate
website andregulatory news
announcements.

Ongoing dialogue with proxy
advisors and other agencies.
The Chair and the Chair of the
Remuneration Committee
maintain contactand
correspondence withinvestors
throughout theyear.
Governance-related meetings
attended by the Chairor
another Non-Executive Director.
Feedbackregularly givento
the Board.
Sharingrelevantindustry-
related data andinternally
produced market reports with
analystsandinvestorsona

monthly basis.

WHAT ACTIONS DID WE TAKE?

« Continued with our capital
policy and share buyback
programme, accelerating
buybacks (see page16).

+ Paidaninterimandfinaldividend.

« Continuedsuccession planning
to ensure the Boardremains
independent.

Maintained anongoing
commitmenttoenhancing the
transparency andrelevance
of ourinformation.

@ Corporate governance
@ Ethicsandintegrity
@ Remuneration
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Material decisions taken by the Board

CONTEXT

We remainin aunique positionto connectonline journeys
to offline retailer forecourtvisits. Today, these journeys
typically starton Autotrader and transferintoretailers’
systems and processes through our Retailer Portaland
APIs. Our Deal Builder product makes this process easier,
fasterand more effective for carbuyers andretailers. In
May 2025, we made our Deal Builder product part of our
core proposition, accelerating adoption and materially
increasing the number of deals being submitted on
Autotrader, thereby strengthening the competitive
moat for our core business.

BOARD CONSIDERATIONS
Inreviewing the acceleration plan, the Board considered
theimpact across stakeholder groups:

+ Consumers would benefit from amore consistent
marketplace experience, with flexible ways to engage
withretailers andless friction for the many buyers who
arrive ataforecourt without prior contact.

+ Thefinancejourney within Deal Builder considered
legal & regulatory compliance.

+ Retailers would gainasmootheronline to offline sales
journey, higher conversion, less administrative effort
andimproved out-of-hours activity.

« Shareholdervalue would beincreased forthelongterm,
through astronger differentiated, subscription-based
business with opportunities toenhance monetisation
of ancillary products. The Board also recognised that
the technicalcomplexity of the solution presentsa
meaningfulcompetitive advantage.

OUTCOME AND MANAGEMENT RESPONSE

We recognise theimpact of asocialmediacampaign
inNovember 2025, which whilst prompted by the
acceleratedroll-out of DealBuilder, alsoreflected broader
concernsinwhathadbeen adifficult trading period
formany. Thiswas disappointing given the significant

OUR STRATEGIC PRIORITIES

Marketplace

@ Platform

Digitalretailing

Autotrader Group plc 1 6
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@ Working responsibly

investment we make in supporting retailers, butitalso

highlighted areas we need toimprove. We received

constructive feedback and took swift action.

Thisincluded:

« Holdinglistening sessions opento all customers
inLondonand Manchester.

« Establishing formal Customer Advisory Groups for
independentand franchise retailers, complementing
our existing monthly forums which typically include
businessesrepresenting c.1,700 retailer forecourts.

« Introducing a “request reservation” option within Deal
Builder forretailers whose processes were notaligned

with fullreservations.
« Updating the productpage toincrease the
prominence of lead types most valued by retailers.
« Pausing the auto-roll-out of Deal Builder to enable

directengagementwithretailers ahead of onboarding.

« Testingchangestoconsumersign-inrequirements
forsubmitting enquiries.

« Clarifyinglanguage soretailersdonotassume
we are completing transactions whichis how they
understand “Deal”.

Allactions were debated with the Board and receivedits

fullsupport. Feedback fromretailers already using Deal
Builder and Buying Signals remained positive,and the
Board continues to view these products asintegral to
Autotrader’s future platform experience.

RELEVANT STAKEHOLDERS
- Consumers
- Customers
- OurPeople

RELEVANT STRATEGIC
PRIORITIES:

®0O

Here are examples of two key decisions taken this financial
year,illustrating how the Board has had regard to the matters

Capital policy

CONTEXT

Autotrader’slong-term capital allocation policy
focusesoninvestinginthe business tosupport
growth while returning approximately one-third of
netincome toshareholders through dividends. Any
surplus cash generated following these activities
isallocated to continuing the Company’s ongoing
share buybackprogramme.

Amid widespread share price declines across
nearly allmajor classifieds platforms globally,
driven by concerns over Al-driven disruption,
Autotrader’sshare price also experienced a
significantdecline during financialyear 2026.
Consequently, the Company’s earnings multiple
felltohistoriclows, presenting a potential
opportunity toreview this capital policy.

BOARD CONSIDERATIONS

The Boardreviewed whether the materially lower
share price presented an opportunity toenhance
shareholder value by utilising debt capacity to
reduce capital.Indoing so, it considered:

- Alternative approachestoreducing capital,
including standard share buybacks, tender
offerorspecial dividend with consolidation;

- Existingand potentialincreased debt facility;

- TheimpactonEPS,interest costs and liquidity;

- Theeffectonleverage,informed by modelling
thatindicated additional borrowing capacity
could supportincrementalrepurchases,
subject toremaining fiscally responsible;

- Alignmentwith the existing capital policy and
long-term capital allocation priorities; and

- Theimpactonremunerationplans, as detailed
inthe DRRonpage73.

setoutins.172,including where the Board discussed,
considered and balanced stakeholderinterests.

OUTCOMES

The Board believes the prevailing Autotrader
share price does notreflectthe Company’s
fundamentals or long-term prospects. Despite
arapidly changing technology environment, our
current competitive position has strengthened,
we are adapting our car buying experience to
evolve with consumer habits, and we remain
comfortable ourinvestmentintechnologyis
sufficient to take advantage of Al. We do
recognise that we have had achallengingend to
theyearwhich hasimpacted growthinboth 2026
and 2027, although we have seen a gradual
increase insome of our core metrics aswe've
enteredthe new financialyear.

With thisinmind, in 2027 we will continue to assess
the attractiveness of the share price and currently
expecttoreturnc.£600mtoshareholders. This will
be through purchasing ¢c.£500m of shares and we
will be seeking authority to purchase up to 15% of
issuedshare capitalat our AGM, as well as paying
athird of netincomeindividends. Based on
currentassumptions, this wouldincrease leverage
toc.1.0x.Inaggregate thisreturns over £1bn to
shareholdersover the course of FY26 and FY27.

RELEVANT STAKEHOLDERS ~ RELEVANT STRATEGIC
- Investors PRIORITIES:
- OurPeople @
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Key performance indicators

Measuring our
performance

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

r N

OUR STRATEGIC PRIORITIES

7
@ Marketplace

@ Platform
O Digitalretailing
@ Working responsibly

OUR PRINCIPAL RISKS AND UNCERTAINTIES

1. Macrorisks

2. Automotive economy, marketand
business environment

. Legalandregulatory compliance

. Competition

. ITsystemsand cybersecurity

. Employees

. Brand andreputation

. Failure toinnovate continuously
andresponsibly

9. Climatechange

10. Reliance on third parties and partners

0 NO U AW

1-10. All principalrisks could impact this KPI

1. Averagerevenue perretailer 'ARPR’)is calculated by
taking the average monthly revenue generated from
retailer customers and dividing by the average monthly
number of retailer forecourts who subscribe to an
Autotrader advertising package.

FINANCIAL

Revenue
£m

624.3
2025 601.1
2024 570.9
2023 500.2

2026 PROGRESS LINK TO RISKS

+4°/° 1-10

PROGRESS

Grouprevenueincreased by 4%year-on-year, with
Autotraderrevenueincreasing to £585.3m, also
up4%onthe prioryear. Trade revenue grew by 4%
to £531.3m, reflecting contributions from Retailer,
Home Trader and other smaller revenue streams.
Autorama generated £39.0m of revenue,
comprising £29.6m from Vehicle & Accessory sales
and £9.4m from Commission & Ancillary revenue.

Linked toremuneration? Yes

Basic EPS
Pence pershare

34.16
2025 31.66
2024 28.15
2023 25.01

2026 PROGRESS LINK TO RISKS

+8% 1-10

PROGRESS

Basic EPSincreased by 8% year-on-year, 4% more
thantheincreaseinnetincome. We purchased
and cancelled 58.5million shares during the year,
resultinginthe average number of sharesinissue
declining 4%.

Linked toremuneration? Yes

@00

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

2,995
2025 2,854
2024 2,721
2023 2,437

2026 PROGRESS LINK TO RISKS

+5% "

(o]
PROGRESS

ARPRgrew 5%/£141inthe year to £2,995, driven by
our product and pricing levers. Our annual pricing
and packaging eventcombined a like-for-like price
increase with additional products, including
Co-Driver. Stockhad anegative contributioninthe
yeardue toasmalldeclineinretailersand some
customers moderating spendin the fourth quarter.

Linked toremuneration? No

7\
Cash generated fromoperations ‘\Q/‘ @ O

£m
418.0
2025 399.7
2024 379.0
2023 327.4
2026 PROGRESS LINK TO RISKS
+5%
(o)
PROGRESS

Cash generated fromoperationsincreased
5%, largely driven by theincreasesin Group
operating profit.

Linked toremuneration? No

Autotrader Group plc «] 7
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Operating profit @@O

£m

392.7
2025 Margin 63% 376.8
2024 Margin 61% 348.7
2023 Margin55% 277.6

2026 PROGRESS LINK TO RISKS

+4% 1-10

PROGRESS

Group operating profitincreased by 4% to £392.7m,
reflectingtheincreaseinrevenue andreduced
losses of £2.0min Autorama. Operating profitinthe
core Autotrader business was £408.0m, up 4% on
lastyear. Group operating profitmarginremained
at63%.

Linked toremuneration? Yes
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Key performance indicators continued

4 A\

OUR STRATEGIC PRIORITIES

@ Marketplace

@ Platform
O Digitalretailing
@ Working responsibly

OURPRINCIPAL RISKS AND UNCERTAINTIES

Macrorisks

2. Automotive economy, marketand
business environment

. Legalandregulatory compliance

. Competition

. ITsystemsand cybersecurity

. Employees

. Brand andreputation

. Failure toinnovate: disruptive technologies
and changing consumer behaviours

9. Climatechange

10. Reliance on third parties and partners

0 NO U AW

1-10. All principalrisks could impact this KPI

1. Asmeasuredinternally by Snowplow.

2. Weuse Comscore foracomparisonto competitors.

3. Theaverage number of retailer forecourts per month
thatsubscribe to an Autotrader advertising package.

4. Full-time equivalentemployees (‘FTEs’), whichincludes
contractors, are measured on the basis of the number
of hours worked by full-time employees, with part-time
employeesincluded onapro-ratabasis. FTEs are
reportedinternally each month; the full-year numberis
the average of those.

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

OPERATIONAL

A
Cross-platform visits' ‘@/‘O
Monthly average visits spent across all platforms

81.7m
2025 81.6m
2024 77.5m
2023 69.6m
2026 PROGRESS LINK TO RISKS
Oo/ 2,4,7,8
I (o]
PROGRESS

Average monthly cross-platformvisits marginally
increased to 81.7 million per month (2025: 81.6 million).
Continued high levels of demand from car buyers,
despite continued economic uncertainty,
underpinned strong visitnumbers across the year.

Linked toremuneration? No

Number of full-time equivalent

00®
employees (‘FTEs’)*

Average number (including contractors)

1244
2025 1,267
2024 1,233
2023 1,160

2026 PROGRESS LINK TO RISKS
2% :
-_—
o
PROGRESS
The average number of FTEs declined 2%to1,244,

aswe stabilise resourcing levels currently required
tosupportthe business.

Linked toremuneration? No

A
Cross-platform minutes'? @/‘O
Monthly average minutes spentacross all platforms

s48m
2025 557m
2024 553m
2023 514m

2026 PROGRESS LINK TO RISKS

o 2,4,7,8
-2%
PROGRESS

Engagement, measured by total minutes spent
onsite,decreased by 2% to an average of 548 million
permonth (2025: 557 million). We continue to
account forover 75% of allminutes spenton
automotive classified sites and were tix larger
thanour nearest competitor.

Linked toremuneration? No

)
Live car stocks ‘\Q/‘@O

Average number per month

451,000
2025 449,000
2024 445,000
2023 437,000

2026 PROGRESS LINK TO RISKS

Oo/ 2,4,7,8

(o]

PROGRESS

The average number of live cars advertised on
Autotraderincreased to 451,000 (2025: 449,000).
Average underlying live used car stock declined
marginallyinthe year to 428,000 (2025:429,000).
Therefore, growth was driven by new car stock,
whichincreased onaverage to 23,000 (2025:20,000).

Linked toremuneration? No

Autotrader Group plc <I 8
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2
Number of retailer forecourts® (®) @O
Average number per month

13,942
2025 14,013
2024 13,783
2023 13,913

2026 PROGRESS LINK TO RISKS

o 2,4,7,8

-1%

PROGRESS

The average number of retailer forecourts
advertising onour platformdecreased1%t013,942
(2025:14,013). Thisreflects both the difficult trading
conditions and the pushbackrelated to the speed
and nature of our Deal Builder product roll-out.

Linked toremuneration? No
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CULTURAL
OURSTRATEGIC PRIORITIES
= 7\
@ Marketplace Employee engagement’ ‘\‘f/‘@O@ Women as a % of total staff2 @ Women as a % of leadership32 @
@ % of employeeswho are proud to work at Autotrader %asat Marcheachyear %asatMarcheachyear
Platform
72% a3% a3%
O Digitalretailing 2025 91% 2025 44% 2025 43%
@ Working responsibly 2024 97% 2024 44% 2024 42%
2023 9% 2023 43% 2023 40%
OUR PRINCIPAL RISKS AND UNCERTAINTIES 2026 PROGRESS LINK TO RISKS 2026 PROGRESS LINK TO RISKS 2026 PROGRESS LINK TO RISKS
lo) 6,7 L) 6,7 lo) 6,7
Macrorisks -1 9 /O -1 A) O A
2. Automotive economy, marketand
business environment PROGRESS PROGRESS PROGRESS

. Legalandregulatory compliance

. Competition

. ITsystemsand cybersecurity

. Employees

. Brand andreputation

. Failure toinnovate: disruptive technologies
and changing consumer behaviours

9. Climatechange

10. Reliance on third parties and partners

0 NO U AW

1-10. All principalrisks could impact this KPI

. Basedonanall-employee surveyin April 2026 asking
people torate the statement “Il am proud to work
for Autotrader”.

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

. Aleadership positionis defined as ALT and their direct
reports minus positions with Senior or Principaljob titles
within the Product & Tech function.

. The totalamount of CO, emissionsincludes Scope 1,2
and 3acrossallrelevant categories.

This KPI'has been subjectto limited assurance - see
plc.autotrader.co.uk/esg/policies-reports for a copy
of thereportand methodology.

Thisyearwe saw areductioninour proud to work
at Autotrader KPIto 72%. We remain committed to
improving this measure over the next12 months.

Linked toremuneration? Yes

Ethnically diverse representation @
as a % of total staff22
%as at March eachyear

20%
2025 19%
2024 17%
2023 15%

2026 PROGRESS LINK TO RISKS

H%

o

PROGRESS

Overthe past12 months we have increased

the percentage of ouremployees who define
themselves as ethnically diverse to 20% (2025:19%).
Of the1,179 people who disclose their ethnicity
when asked, 242 are ethnically diverse. There were
60 employees (5%) who have not disclosed their
ethnicity oropted not to do so.

Linked toremuneration? Yes

We are committed to having arepresentative
workforce across alllevels of our business and
recognise theimportance of gender diversity.
Overthe past12 months, the percentage of our
employees who are women marginally decreased
t043%(2025: 44%). We remain committed to
improving gender diversity across our organisation.

Linked toremuneration? Yes

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

9%
2025 10%
2024 6%
2023 8%

2026 PROGRESS LINK TO RISKS

10/ 6,7

-_—

o
PROGRESS

The percentage of ethnically diverse employees
inleadershiprolesdecreasedintheyearto 9%
(2025:10%). Of the 100 people in leadership
positions, 96 define their ethnicity when asked;
9 are ethnically diverse.

Linked toremuneration? Yes

The percentage of employees who are womenin
leadershiproles hasremained at 43%(2025: 43%).
Of the100 peopleinleadership positions who
define their gender when asked, 43 are women.
We have well established development
programmes toincrease our representation
acrossalllevels of the organisation.

Linked toremuneration? Yes

Total CO, emissions* @
Tonnes of carbon dioxide equivalent

144,124
2025 93,100
2024 98,941
2023 79,540

2026 PROGRESS LINK TO RISKS

550/ 3,9,10
I o
PROGRESS

GHG emissions during the year totalled 144.1k tonnes
of CO, (March 2025: 93.2k tonnes). Most of our CO,
emissions are Scope 3; the materialincreaseis
attributable to agreater volume of vehicles sold

by Autoramathat pass through the balance sheet
andthe capexincurred as partof our Manchester
officerelocation.

Linked toremuneration? Yes
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Non-financial and sustainability information statement

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

NON-FINANCIAL
RISKS

ENVIRONMENTAL

POLICIES AND
PROCEDURES

Environmental Policy

WHERE TO READ
MORE WITHIN THIS
ANNUAL REPORT

Environmentsection,
pages 28to 34, which also
setsoutourstatutory
carbon emissions and
energy data(page 33)

EMPLOYEE GUILDS,
NETWORKS AND
WORKING GROUPS

Environmental Strategy
working group

OURPEOPLE

Whistleblowing Policy
Equality & Diversity Policy
Inclusive Recruitment
Disability Confidentleader
Health & safety
HRpoliciesincluding
adoptionleave, parental
leave, flexible working
GenderPayGapreports

Diversity andinclusion:
pages36to 38
Section172(1)
statement: pages
13to16

Stakeholderengagement
Board Engagement Guild
Ethnicity Network
Women's Network
LGBT+Network

Parents’ Network
Disability &
Neurodiversity Network
Social Mobility Network
Wellbeing Guild

SOCIALAND
COMMUNITY

Ethical Procurement
Policy

Customer Charter
Volunteering days
Environmental Policy

Diversity andinclusion:
pages36to 38

The environment:
pages 28to 34

Make a Difference Guild
Parents’ Network
Disability & Neurodiversity
Network

Social Mobility Network
Wellbeing Guild

HUMAN RIGHTS

Modern Slavery Policy
Data Privacy Policy
Data Retentionand
Destruction Policy
DataHandling and Data
Quality Policy

Governance &
compliance: pages
40to042

ANTI-BRIBERY AND
ANTI-CORRUPTION

Anti-bribery, Gifts and
Hospitality Policy
Whistleblowing Policy

Governance &
compliance: pages
40to42

BUSINESS MODEL

How we create value:
page12

PRINCIPAL RISKS

Principalrisks and
uncertainties: pages
46t050

NON-FINANCIAL
KEY PERFORMANCE
INDICATORS

Operationalandcultural
KPIs: pages17to19
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SASBstandards enable businesses around the world toidentify, manage and communicate financially
materialsustainability information to theirinvestors. SASB assigns Autotrader to Internet & Media Services
andthe following disclosure sets out our progress according to the SASB standard for that sector.

ENVIRONMENTAL
FOOTPRINT OF
HARDWARE
INFRASTRUCTURE

ACCOUNTING METRIC

1. Totalenergyconsumed.
2. Percentagegridelectricity.
3. Percentagerenewable.

GROUP PROGRESS

Scopel,2and 3GHG emissions disclosed.
Seepage 33.

Discussion of the integration of
environmental considerationsinto
strategic planning for data centre needs.

We have completed the migration of our
datacentrestothe cloud.

DATA PRIVACY,
ADVERTISING
STANDARDS

Description of policiesand practicesrelating
tobehaviouraladvertising and user privacy.

See page 40 formore information on our
approachtodata privacy.

AND FREEDOM
OF EXPRESSION

List of countries where core products or
servicesare subject to government-required
monitoring, blocking, content filtering or
censoring.

None, Autotraderis a UK based company
with apredominantly UKbased target
audience.

DATA SECURITY

1. Numberof databreaches.
2. Percentageinvolving personally
identifiable information (‘PII").
. Numberofusersaffected.

We report qualifyingincidents to the relevant
regulators (including the Information
Commissioner’s Office ('ICO’)) andimpacted
individuals where we are legally required and
withinthemandatedtimeframes. Nosanctions
relating to the Group’s datasecurity orbreach
managementwereissued during 2025/26.

Description of approach toidentifying and
addressing data security risks, including
use of third-party cyber security standards.

Seepage40 forourapproach todatasecurity
and privacy. We have adopted the National
Institute of Standards and Technology (‘NIST’)
Cyber Security Framework tomanage and
reduce cybersecurityrisks.

EMPLOYEE
RECRUITMENT,
INCLUSION
AND

Percentage of employees thatare
foreign nationals.

The Group has atotal of 121 foreign nationals,
representing 9.8% of totalemployees as at
31March 2026.

PERFORMANCE

Employee engagementas a percentage.

72%,seepagesi9and 37.

Percentage of genderandracial/ethnic
group representationfor:

1. Management.

2. Allotheremployees.

Seepage 38.

INTELLECTUAL
PROPERTY
PROTECTION

AND COMPETITIVE
BEHAVIOUR

Totalamount of monetary losses as aresult
of legal proceedings associated with
anti-competitive behaviourregulations.

No monetary losses as aresult of legal
proceedings associated with
anti-competitive behaviourregulations.

Please note, certain Group policies are not published externally.
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Financialreview

a1

For financial year 2027, we expect

to continue the acceleration
of share buybacks, purchasing
c.£500m.

Jamie Warner
Chief Financial Officer

GROUP RESULTS

2026 2025 Change

£m £m %

Revenue 624.3 601.1 4%
Operating costs (235.7) (227.9) (3%)
Share of profit from
jointventures 4.1 3.6 14%
Group operatingprofit  392.7 376.8 4%
Group operating profit
margin 63% 63% 0%pts

Grouprevenueincreased by 4% to £624.3m
(2025: £601.1m) driven by Autotrader revenue
whichincreased by 4%to £585.3m

(2025: £564.8m) with Autorama contributing
£39.0m (2025: £36.3m). Group operating profit
alsogrew by 4%to £392.7m (2025: £376.8m).

Autotrader operating profitincreased by 4% to
£408.0m (2025: £394.0m), whichincluded £4.1m
share of profit fromjoint ventures (2025: £3.6m).
Autorama had an operatingloss of £2.0m
(2025:£4.3m).

2026 2025 Change
£m £m %
Autotrader 408.0 394.0 4%
Autorama (2.0) (4.3) 53%
Group central costs
-relating to Autorama
acquisition (13.3) (12.9) (3%)
Group operatingprofit  392.7  376.8 4%

Group centralcosts comprise anamortisation
charge of £13.3m (2025: £12.9m) relating to the
Autoramaintangible assets acquired. Group
centralcosts, which willbe consolidatedinto
totaldepreciation & amortisationin 2027, will
be £13.0m forthe year.

Group profit before taxincreased by 3% to
£388.8m (2025: £375.7m). Cash generated
from operations was £418.0m (2025: £399.7m).

AUTOTRADER RESULTS

Revenueincreasedto £585.3m (2025: £564.8m),
up 4%whencomparedto the prioryear. Trade
revenue, which comprises revenue from Retailer,
Home Trader and other smallerrevenue streams,
alsoincreased by 4% to £531.3m (2025: £509.1m).

2026 2025 Change

£m £m %

Retailer 501.1 480.0 4%

Home Trader 16.7 16.1 4%

Other 13.5 13.0 4%

Trade 531.3 509.1 4%

Consumer Services 38.8 42.4 (8%)
Manufacturer &

Agency 15.2 13.3 14%

Autotraderrevenue 585.3 564.8 4%

Retailerrevenueincreased by 4% to £501.1m
(2025: £480.0m). The average number of retailer
forecourts advertising on our platform declined
0.5%1t013,942(2025:14,013).

Average revenue per retailer (‘ARPR’) per month
increased by 5%t0 £2,995(2025: £2,854). ARPR
growth wasdriven by the product and price
levers, with anegative contribution fromthe
stocklever.

« Price: Our price lever contributed growth of
£117(2025: £78) to ARPR, reflecting the annual
1April 2025 pricing and product event, which
combined a like-for-like price increase with
additional products.

« Stock: Ourstocklever negativelyimpacted
ARPR Dby £48 (2025: negative £22). From
November 2025, prompted by the speed and
nature of our Deal Builder product and
reflecting more difficult trading conditions,
anumber of retailers reduced the number
of vehicles advertised onthe platform,
contributing to lower paid stock levels.

The average number of live cars advertised
on Autotraderincreased to 451,000 (2025:
449,000). Stock levels were supported by
theintroduction of astock offer at the start
of theyear, whichhadnoimpact on ARPR.

Autotrader Group plc
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Average underlying live used car stock
declined marginallyinthe yearto 428,000
(2025:429,000). Therefore growth was driven
by new car stock, whichincreased on average
t023,000(2025:20,000).

+ Product: Our product lever contributed £72
(2025: £77)to ARPR, driven primarily by the
inclusion of Co-Driver withinretailer packages
and further supported by anincreaseinnew
carpayingretailers, offset by lower average
package penetration.

Home Traderrevenueincreased by 4% to £16.7m
(2025: £16.1m). Other revenue also increased by
4%t0 £13.5m (2025: £13.0m).

Consumer Services revenue (comprising Private
and Motoring Services revenue) declined by 8%
intheyearto £38.8m (2025: £42.4m). This decline
was primarily driven by Private revenue, which
islargely generated fromindividual sellers who
pay to advertise their vehicle on the Autotrader
marketplace, which decreased 11% to £23.6m
(2025: £26.6m). Motoring Services revenue
decreased 4% to £15.2m (2025: £15.8m)due toa
declineinrevenue fromourinsurance partner.

Revenue from Manufacturer & Agency customers
increased14%to £15.2m (2025: £13.3m), largely
dueto certain brands supporting their franchise
network onbothnew and used car advertising.

Totalcostsincreased 4% to £181.4m (2025: £174.4m).

2026 2025 Change

£m £m %

People costs 93.6 92.8 1%

Marketing 21.9 24.6 (11%)

Othercosts 45.9 40.5 13%
Depreciation &

amortisation 9.4 6.3 49%

Digital Services Tax 10.6 10.2 4%

Autotrader costs 181.4 174.4 4%
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Financial review continued

People costsincreased by 1%to £93.6m
(2025:£92.8m), predominantly due to anincrease
inunderlying salary costs as we continue to
maintain a strong and competitive digital
workforce. The average number of full-time
equivalentemployees (‘FTEs’) remained broadly
flat at1,138 (2025:1,140), reflecting the stable
resourcing levels currently required to support
the business. Within people costs, share-based
payments decreased18%to £9.3m (2025: £11.3m),
primarily reflecting lapsed awards following the
COOQ'sdeparture and lower nationalinsurance on
unexercised awards, partially offset by the third
year of our all-employee share scheme. Share-
based payments are expected to be £14min 2027.

Marketing expenditure decreased11% to £21.9m
(2025: £24.6m), We expect thistoincreasein
financialyear2027.

Other costs, comprising data services, property-
related expenses and overheads, increased by
13% 10 £45.9m (2025: £40.5m). The year-on-year
uplift was mainly driven by higher cloud
infrastructure expenditure and property costs
related to ournew head office.

Depreciation and amortisationincreased by
49%10 £9.4m (2025: £6.3m) driven by our new
head office lease that commencedin June 2025.
The associated fit-out was capitalised and
depreciationbeganinJanuary 2026 when the
premises became operational.

2026 2025 Change 2026 2025 Change
£m £m % £m £m %
Revenue 585.3 564.8 4%  Costof goodssold 29.9 26.2 14%
Operating costs (181.4) (174.4) (4%) Peoplecosts 6.8 7.4 (8%)
Share of profit from Marketing 1.4 2.7 (48%)
jointventures 41 3.6 14% Other costs 2.9 2.8 (21%)
Autotrader Depreciation &
operating profit 408.0 394.0 4% amortisation 0.7 1.5 (53%)
Autotrader operating Autorama costs 4.0 406 1%
profitmargin 70% 70% (0%) pts

The Group's share of profit from ourjoint
venture, Dealer Auction, increased14% to £4.1m
(2025: £3.6m), driven by a higher volume of
vehicle transactions.

AUTORAMA RESULTS

2026 2025 Change

£m £m %

Vehicle & Accessory
Sales 29.6 26.1 13%
Commission &
Ancillary 9.4 10.2 (8%)
Autoramarevenue 39.0 36.3 7%

Autoramarevenue was £39.0m (2025: £36.3m),
with Vehicle & Accessory sales contributing
£29.6m (2025: £26.1m),and Commission & Ancillary
revenue contributing £9.4m (2025: £10.2m).

Total deliveries amounted to 8,056 units

(2025: 6,268), which comprised 5,302 cars
(2025:2,124),2,520 vans (2025: 3,498) and 234
pickups (2025: 646). Deliveries from Autotrader,
which were predominantly cars, increased
overthreetimesto 3,804 (2025: 976). Average
commission and ancillary revenue per unit
delivered was £1,167 (2025: £1,627).

The Autorama business delivered c.1,350

(2025: ¢.900) vehicles which were temporarily
takenonbalance sheetinthe yearto 31 March
2026. Thisrepresented17%(2025:14%) of total
vehicles deliveredin the period. The cost of these
vehicles was taken through cost of goods sold,
with the corresponding revenue in vehicle and
accessorysales.

People costs of £6.8m (2025: £7.4m) related to
the106 FTEs (2025:127) employed on average
throughthe year. Marketingin the year was £1.4m
(2025:£2.7m). Other costs of £2.2m (2025: £2.8m)
include IT services, property costs,and other
overheads. Depreciation and amortisation
totalled £0.7m (2025: £1.5m).

2026 2025 Change

£m £m %

Revenue 39.0 36.3 7%

Operating costs (41.0) (40.6) 1%
Autorama

operating loss (2.0) (4.3) 53%

Autotrader Group plc
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GROUP NET FINANCE COSTS

Group netfinance costsincreased to £3.9m
(2025: £1.1m). Interest costs on the Group's
Syndicated Revolving Credit Facility (‘Syndicated
RCF’) totalled £2.8m (2025: £1.1m) due to higher
borrowingintheyear.

At 31 March 2026, the Group had drawn £165.0m

of its available facility (31 March 2025: £nil).

Other finance costs comprised amortisation of
debtissue costs of £0.4m (2025: £0.5m), vehicle
stockingloaninterest of £0.3m (2025: £0.3m)
andinterest costsrelating toleases of £1.7m (2025:
£0.1m). This was offset by interest receivable on
cashand cash equivalents of £1.3m (2025: £0.9m).

TAXATION

Group profit before taxationincreased by 3% to
£388.8m (2025: £375.7m). The Group tax charge
of £94.9m (2025: £93.1m) represents an effective
taxrate of 24%(2025: 25%). This was lower than
the standardrate of UK corporation tax due to
the taximpactof aproperty disposal.

The operating expense relating to the UK Digital
Services Tax ('DST’) was £10.6m (2025: £10.2m).

EARNINGS PER SHARE

Basicearnings per shareincreased by 8%to
34.17 pence (2025: 31.66 pence) basedona
weighted average number of ordinary shares
inissue of 860.2 million (2025: 892.4 million).
Diluted earnings per share, which accounts
for the dilutive impact of outstanding share
awards, alsoincreased by 8%to 34.07 pence
(2025: 31.56 pence), based on 862.7 million
shares (2025: 895.4 million).



Strategicreport

Financial review continued

CASH FLOW AND NET CASH

Cash generated from operationsincreased to
£418.0m (2025: £399.7m) predominantly due to
theincreasein operating profit. Corporation tax
paymentsincreased to £95.2m (2025: £95.1m).
Net cash generated from operating activities
was £322.8m (2025: £304.6m).

As at 31 March 2026, the Group had net bank debt
of £146.8m (31 March 2025: net cash of £15.3m).
Attheyearend, the Group had drawn £165.0m of
its Syndicated RCF (31 March 2025: £nil) and held
cashand cash equivalents of £18.2m (31 March
2025: £15.3m).

Leverage, defined as theratio of Net bank
debt to EBITDAwas 0.3 times (2025: 0.0 times)
andinterest paid was £2.8m (2025: £1.2m).

CAPITAL STRUCTURE AND DIVIDENDS

During the year, a total of 58.5 million shares
(2025: 23.9 million) were purchased fora
consideration of £369.1m (2025: £187.3m) before
transaction costs of £1.9m (2025: £0.9m). A further
£94.1m (2025: £88.4m) was paidin dividends,
giving atotalof £463.2m (2025: £275.7m) in cash
returned to shareholders.

The Directors arerecommending a final dividend
of 7.8 pence pershare. Subject to shareholders’
approvalatthe AGM on16 July 2026, the final
dividend willbe paid on 25 September 2026 to
shareholders ontheregister of membersatthe
close of business on 28 August 2026. The total
dividend fortheyearistherefore 1.6 pence per
share (2025:10.6 pence per share).

Autotrader’s capital allocation policy continues
tofocusoninvestmentinthe business supporting
growth, while returning approximately one third
of netincome to shareholders through dividends.
For financialyear 2027, we expect to continue
therecent acceleration of share buybacks,
purchasing c.£500m of shares and continuing
with our existing dividend policy.

GOING CONCERN

The Group delivered strong operating cash
generationduring the year. At 31 March 2026, the
Group had drawn £165.0m of its Syndicated RCF
andheld £18.2min cash. With arobust balance
sheet, flexible liquidity position and a Syndicated
RCF,whichhasrecentlyincreased to £300mand
iscommitted until February 2030, the Directors
consider the Group to have sufficientresources
tocontinue asagoing concern.

CONTINGENT LIABILITIES AND FCA REVIEW OF
AUTOMOTIVE FINANCE

0On 27 March 2026 the Competition and Markets
Authority ((CMA'), exercising its new direct
consumer enforcement powers, announced an
investigationinto a number of companiesin
relationto online consumer reviews, including
Autotrader and our third-party moderator, Feefo.
We have no additionalinformation fromthe
regulator to betterunderstand their specific
concerns, but we endeavour always to operate
as aresponsible and compliant business and
willcooperate fully with the CMA’s investigation.

On30March 2026, the FCA set out confirmation
of aconsumerredress scheme for certain
commissions earned on historic motor finance
agreements. On1May, the FCA confirmed that
the scheme had beensubjecttolegalchallenges
fromseverallenders. The challenges willbe
referredto the Upper Tribunal where they will be
subjecttojudge-ledreview,andtherefore the
scheme’slaunchhasbeen paused. We continue
to believe that Autotrader has nodirectliability
or financial exposure, but we continue to monitor
developments closely, including theimpactonthe
wider financial health of the automotive market.

AUDIT TENDER

KPMG LLP were first appointed as the Group's
statutory auditor for the financial year ending
31March 2017.Inaccordance with the Large
Companies Market Investigation Order 2014,

the Groupisrequired toundertake a competitive
tender process forits statutory audit at least
everytenyears. Asannouncedon12 February
2026, the Group has now completed this tender,
led by the Chair of the Audit Committee, and

CHANGE TO OPERATING SEGMENTS IN 2027
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Fromfinancialyear 2027, Autorama will operate and be reported as a single operating
segmentwith the rest of the Autotrader Group as more than half of all leasing transactions
were delivered through the Autotrader platformin the second half of financial year 2026.
Below we provide a breakdown of financial year 2025 and 2026 in this new format:

2026 2025 Change

£m £m %

Trade 531.3 509.1 4%
Consumer services 38.8 42.4 (8%)
Commission & Ancillary 9.4 10.2 (8%)
Manufacturer & Agency 15.2 13.3 14%
Leasing, Manufacturer & Agency 24.6 28.5 5%
Vehicle & Accessory sales 29.6 26.1 13%
Totalrevenue 624.3 601.1 4%
Totalrevenue excl. Vehicle & Accessory sales 594.7 575.0 3%
Salaries 90.7 88.5 2%
Share-based payments 9.7 1.7 (17%)
People costs 100.4 100.2 0%
Marketing 23.3 27.3 (15%)
Costof goodssold 299 26.2 14%
Other costs 48.1 43.3 1%
Depreciation & amortisation 23.4 20.7 13%
Digitalservices tax 10.6 10.2 4%
Total costs 235.7 227.9 3%
Profit from joint ventures 4.1 3.6 14%
Operating profit 392.7 376.8 4%
Operating profitmargin excl. Vehicle & Accessory sales 66% 66% 0% pts

following a thorough evaluation the Board has
approved the reappointment of KPMG LLP as
statutory auditor. This will take effect fromthe
financialyearending 31 March 2027, subject to
shareholder approvalat the 2026 AGM.

POSTBALANCE SHEET EVENT
On15May 2026, the Group accessed its £100.0m
accordion, increasingits existing debt facility

to £300.0m. Debt fees of £0.7mwereincurred
and willbe amortised over the facility term.
Alllenders are now committed to the maturity
date of February 2030 and there are no changes
tothe terms of the Syndicated RCF.

Jamie Warner
Chief Financial Officer
21 May 2026
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Working responsibly

Driving positive change ourmateratiyassessmons A

: : : . . -
Working responsibly is central to our purpose and strategy. Inorder toremainsuccessfulinthe
. . . ' : long term, anunderstanding of our T
We are committed to doing business the right way, acting most material ESG topics s essentialto
. H . . . inform Company strategy, targetsand
with integrity, .ond measuring and reporting transparently eporting. Ourmostrecentmateriality @ o
to drive meaningful change across the industry. assessment was conductedin 2025, o o
taking a financial materiality o e @
approachtoour assessment. g 6]
ESG factors of materialimportance % @
Our ESG strategy focuses on the issues on doing business responsibly and, as the toourbusiness wereidentified and 3 ® o
most material to our business whilst UK's largest automotive platform, helping assessed, takinginto consideration [ 8] o®
considering the expectations of our to create a more accessible, equitable ;!iks[;o_p;l)'(;r:tunl?elsjc;?dgoten’tlol " 2
stakeholders. Itreflects our wider and sustainable future over the long term. f:osvggc)re%ﬁirr?itigoetin;ogstisoﬁs § (7]
im nd financial performan : ’ 5
pacts t_)eyo & anclaipertormance, We track progress through our cultural Tohelpinformourassessment, 2
Con3|der|ngthe environment, o.urpeople KPIs (see page19). we sought feedback from our s
andsociety, and strong/effective stakeholder groups onwhich ESG E Q e
governance. Our ESG activityis focused factors they consider mostimportant (1] ® (5)
with regards to Autotrader. ®
2
=
S
o
e O
Moderate < Importance to the business » High
OUR MATERIAL ESG ISSUES
THE ENVIRONMENT OUR PEOPLE & COMMUNITIES OUR GOVERNANCE & COMPLIANCE
° Reducing our envir limpact e Customer satisfaction Artificialintelligenceinthe
o Biodiversity e Driving trustand transparency digital workplace
. . e Diversity andinclusion @ Artificialintelligencein products
Our ESG strategy is underpinned © communityimpact @ pataprivacy
by our purpose, DriVing Change ° Humanrights and labour practices e Diiitalinfru.sttructureund
0 . . cybersecuri
Together. Responsibly inour supply chain ybersecurity
e Investmentintalent @ :thllcs,lntegr:yatnd
usiness conauc
Our ESG e RSt Se Sty and B tbeing a Compliance with legislation,
stra tegy @ Workplace culture and employee regulations and codes
engagement of practice
<P28 The environment Q. ) © covernmentaffairs and lobbying () corporategovernance

@ Riskmanagement
<P35 Our people & communities Q )

<P40 Our governance & compliance Q ) Wanttoknow how we define eachmaterialissue? Head online:  plc.autotrader.co.uk/esg [
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The environment

OURAMBITION
Minimise our environmental impact to protect
our business from climate change.

Our people & communities

OUR AMBITION
Be aresponsible employer and maintain
astrong, purpose-led culture.

FOCUS AREAS

+ Measuring and reducing our GHG emissions, aiming

to be netzero by 2040.

Using our capabilities and voice to influence industry

and Governmentin the transition towards a low-

carbon economy.

+ Supporting consumers to make more environmentally
friendly vehicle choices.

FOCUS AREAS
Being aninclusive workplace that builds diverse and
inclusive teams.

+ Supporting employee health and wellbeing and
cultivating anengaged, skilled and rewarded workforce.

« Partnering with charities, community groups and industry
bodiesto supportthe communities where we work and
live and empowering our employees to support causes
they care about.

SUPPORTING THE UN SDGs MOST RELEVANT TO OUR STRATEGY

SUPPORTING THE UN SDGs MOST RELEVANT TO OUR STRATEGY

00O

451

organisations trained
in Carbon Literacy

657

tonnes carbon removals
purchased this year

CLIMATE TRANSITION PLAN
Our Climate Transition Plan sets out
our strategic ambition and action
we are taking to transitiontoa

low carboneconomy.

plc.autotrader.co.uk/esg/the-environment [

Digitalinclusion

Partnering with the Good

Things Foundation and Greater
Manchester Combined Authority
to tackle digital exclusion

over1 Oyec rs

of our Make a
Difference Guild

PROMOTING DIVERSITY

IN THE WORKPLACE

We continue to build adiverse
andinclusive culture atevery level
of the Company, with particular
focusonleadership.

plc.autotrader.co.uk/esg/our-people-communities/diversity-inclusion [

N
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Our governance & compliance

OURAMBITION

Uphold the values of good corporate
governance and risk management,
underpinned by robust and effective policies.

25

FOCUS AREAS

« Complywithourlegalandregulatory obligations
and behave ethically and withintegrity atall times.

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

- Strengthencybersecurity and manage Al risks
by protecting our data and systems.

SUPPORTING THE UN SDGs MOST RELEVANT TO OUR STRATEGY

5=

¢

Establishing our
Responsible Change
Forum

to drive progress of our
key initiatives and embed
ESG across the business

97%

of supplier invoices paid
within agreed terms

ESG POLICIES AND REPORTS
OurESG policies and reports which
form part of ourcommitment to
being aresponsible and transparent
business canbe found onourinvestor
website.

plc.autotrader.co.uk/esg/policies-reports [


plc.autotrader.co.uk/esg/the-environment
plc.autotrader.co.uk/esg/policies-reports
plc.autotrader.co.uk/esg/our-people-communities/diversity-inclusion
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Governance of our ESG strategy
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Governance is a key component of our ESG strategy. Our Corporate Responsibility
Committee (a formal Committee of the Board) oversees the Group's corporate
responsibility agenda and ESG governance. This year, we established a new
executive forum, the Responsible Change Forum.

NEW RESPONSIBLE CHANGE FORUM

The Responsible Change Forum brings
together senior stakeholders from across
Autotrader to shape and oversee our ESG
strategy and initiatives. It aligns priorities,
drives progress and helps embed ESG
considerations across the business.

Reporting to the Corporate Responsibility
Committee, the Forum monitors performance
against KPIsand commitments, supports
constructive challenge and ensures clear
accountability for delivery. This strengthens
governance and helps the Board satisfyits
oversightresponsibilities.

Meeting quarterly, the Forum has currently
identified two key priorities alongsideits broader
role across ESG. These priorities are: helping
consumers make more sustainable vehicle
choices, and tackling digitalinclusion.

The Forum willreview externalreporting
requirements and emerging regulations,
and monitor delivery against our KPIs
and commitments.

26

/|

The Responsible Change
Forum ensures our ESG
strategy is focused,
measurable and aligned to
what matters most — driving
meaningful progress in areas
like environment and digital
inclusion while maintaining
strong governance and
accountability.

Nathan Coe
Chief Executive Officer

Corporate Responsibility Committee
Providing oversight, scrutiny and challenge on mattersrelating to the Group’s ESG strategy.

Responsible Change Forum

FORUM REPRESENTATIVES

CEO and CFO Senior Leadership members

FORUM OBJECTIVES
To agree and deliver on what we commit to delivering and how and when we achieve this.

Ensure clear
ownership and
accountability

fordelivery

Monitor and discuss Engage with
Oversee initiatives progress against externalreporting
across Autotrader KPIs and andrating
commitments agency scores

P72 Report of the Corporate Responsibility Committee Q

EMPOWERING COMMUNITIES
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Driving forward our priority initiatives

The Forum will focus on two priority areas central to our ESG strategy:
the environment and digitalinclusion.

Our commitment
to digital inclusion

Helping consumers The UK aims to achieve net zero greenhouse
make more sustainable  rwiiwseepeieids
vehicle choices

operationsand supply chain, but also by using our
capabilities and voice toinfluence the automotive
andtechnologyindustries tosupportothersin

the transitionto alow carboneconomy.Asa
responsible business, Autotraderis committed to
reaching net zeroinits operations by 2040. We also
focusoureffortsonsupporting the automotive
industry andinforming public policy,and helping
consumers through platformandinformation
improvements.

KEY AREAS OF FOCUS:

+ Howweinfluence the transition to electric
vehicles -informing public policy and
regulation by sharing our dataandinsights
with Government.

Empowering consumers to make more
sustainable vehicle choices by developing our
platformsto provide transparentinformation
on fuel efficiency, emissions and alternative
energy options.

- Progressagainstournetzero targets - this

includes monitoring our carbon emissions

and actions that we can take toreduce
these. In addition, reviewing our strategy
forpurchasing carbonremoval credits.

; 2 SCANTO READ THE LATEST

21m

adults can’t complete the
essential digital tasks for work

Source: Good Things Foundation Digital
Nation Report 2025.

electric vehicle brands in the UK EDITION OF THEROAD TO 2030 &
(up from c.45in 2019)
Source: Autotrader Road to 2030, Feb 2026.
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Digitalinclusionremains a major challenge.
Digitalinclusionis being able to access the
internetand engage online - safely and
confidently -whenyouneed and want to. With
opportunities and servicesincreasingly online,
digitalinclusionisabasicneed. Asaminimum,
thisrequires adevice, connectivity, digital skills,
and supportwhenneeded. As atech company,
Autotraderis committed to tackling digital
inclusion and we have therefore partnered

with Good Things Foundation and Greater
Manchester Combined Authority (‘GMCA')

to tackle digitalexclusion across Greater
Manchester. Through the partnership we will
contribute commercialinsightand help explore
sustainable, long-term approaches toimproving
affordable digital access.

KEY AREAS OF FOCUS:

How we cansupportthe development of
essential digital skills, providing education
and training so people canuse digitaltools
confidently and safely.

How we cansupportaccess tonecessary
equipment, such ascomputers and
smartphones, thatenableindividuals

and communities to connectand engage
inthedigitalworld.

Ensuring our platformandresources are
accessible, so everyone, regardless of
background or ability, can participate
inourincreasingly digitalsociety.
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The environment

We take a practical
approach to managing
climate risks — reducing
emissions where we have
direct control, keeping pace
with evolving regulation
and using our capabilities
and voice to support our
industries. We published
our Climate Transition Plan
last year, available on our
corporate website:

plc.autotrader.co.uk [

The UK aims to achieve net zero greenhouse
gas emissions by 2050. Autotraderis
committed toreaching netzeroinits
operations by 2040. Although our carbon
footprintisrelatively small, we focus our
efforts onsupporting the automotive
industry and informing public policy,and
helping consumers through platform and
informationimprovements.

SCAN TO READ OURFULL
CLIMATE TRANSITION PLAN

OURSTRATEGIC
AMBITION

ACTION:
OURIMPLEMENTATION
STRATEGY

ACTION:
OURENGAGEMENT
STRATEGY

ACCOUNTABILITY:
GOVERNANCE,
METRICS AND TARGETS

Our Climate Transition Plan at a glance

Transitioning
ouroperations
tonetzero

Transitioning our
supply chainto
net zero

Our operations
and supply chain

Employees Suppliers

Strong
governance

Inform public Supporting
policyand industry
regulation transformation

tonetzero

QOurdataand
community engagement

Government Industry

and peers

Science-based
targets

Autotrader Group plc 2 8
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OURNET ZERO TARGETS PARTNERING WITH OURINDUSTRIES SUPPORTING OUR CONSUMERS

Adaptour Increase
marketplace to information,
make it easier for coverage and
consumersto exposure of EVs

searchforEVs
uﬂﬂ”
Our content,

product and services

Customers Consumers

Regular monitoring
and reporting
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Progress in 2026

Our strategic ambition is focused on three key areas:

Autotrader Group plc 2 9
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Supporting the industry and Government with the transition

to electric vehicles

Overthe pastyear, the Governmenthas made
severalsignificantannouncementsrelating to
the electricvehicle (‘'EV’) transition, including:
changesto the Zero Emission Vehicle ('ZEV')
mandate; the introduction of Electric Car
Grants for new vehicles priced under £37,000;
plans forapay permile EV tax from 2028; and
anationaladvertising campaign to promote
EV adoption. While wellintentioned, these
announcements have been met with mixed
reactions, with some stakeholders highlighting
inconsistenciesintiming and messaging.

Throughout the year, we supported the
Government by sharing our data andinsights
onthe state of the EV transition. To promote
more equitable adoption, we published our
second No Driver Left Behindreport, focusing
onhow EV uptake varies significantly by
income, reinforcing the need foramore
accessible transition. We also continued to
publish our Road to 2030 report, whichremains
aleading source of EV market analysis.
Engagement with Governmentdepartments
hasincreased, extending thereach and
impact of ourinsights, and we now regularly
contribute to AllParty Parliamentary Groups
and Transport Committee discussions. We
also supported the national EV advertising
campaign by advising on audience targeting
using our data.

Addressing misinformation about EVs
remained a priority. Campaigns such as
Electric cars: The Facts continued to provide
clear,uptodateinformationonEV pricing,
safety and environmental credentials.

The campaign was developedin partnership
with the SMMT and ChargeUK, was endorsed
by the Department for Transport, andis

now supported by a growing number of
sector businesses.

We further expanded our content and
communications to supportretailers
navigating the EV transition, regularly
sharing data andinsights through webinars,
masterclasses and our EV Insight Hub.

To supportindustry partners on their
sustainability journeys, we continued our
partnership with the Carbon Literacy Trust,
funding the Automotive and Digital &
Technology Carbon Literacy Sector Toolkits.
Inthe automotive sector, 371 organisations
have now completed training, with over 8,000
professionals accredited as carbonliterate
(2025:5,000). Inthe first year of the Digital &
Technology toolkit, more than 200 individuals
across 80 organisations achieved
accreditation. Accredited organisations
receive materials to deliver theirown one day
Carbon Literacy training. We also continued
torecogniseindustry partners for their
sustainability leadership through our annual
Retailer and Driver Choice Awards.

Supporting our consumers

We continued to help consumers make more
environmentally friendly choices and navigate
the electric transition. Thisincluded ongoing
buying guides, explainers and EV hub content,
alongside EV-focused editorialand YouTube
reviews. Our EV giveaway continued to drive
engagement, reaching 17+ million entries since
launch, and we maintained promotion of ‘The
Facts’ myth-busting content across channels
toraise awareness of key EVinformation.

Building oninsights from our No Driver Left
Behind: Womenand the journey to electric
report, we increased engagementwith
consumer lifestyle mediato encourage more
relevant EV coverage and awareness among
women, securing repeated coverage across
key titles.

Visibility of EVsimproved on the marketplace
with the launch of the new Al-powered
searchfilters allowing buyers to find what
they want more easily. We launched ‘Green
Ratings’ onour new carreviews, to strengthen
accountability for car brands on climate
impacts, whilstempowering consumers to
make more environmentally friendly vehicle
choices. Theratings draw on brand and model
dataalongside manufacturerinformationand
supported by data from World Benchmarking
Alliance’s Climate and Energy Benchmark.

O]

SCAN TO READ OUR NO DRIVER g 3
LEFT BEHIND REPORT Elﬁ

r

Our operations

The fit out of our new office space was
delivered with sustainability at the forefront.
Working closely with Oktra (a certified BCorp
specialising in designing eco-friendly,
energy-efficient offices with sustainable
materials) our aim was to embed responsible
design principles throughout the project.

Thisincluded re-use of existing materials
where possible, careful selection of
sustainable finishes, and design decisions
aimed atimproving energy efficiency,
employee wellbeing and long-term
environmental performance.
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CLIMATE-RELATED FINANCIAL DISCLOSURES

The Group has prepared the following disclosures in line with the 2021 updates to the TCFD Final
Reportand Annex,including supplementary guidance for all sectors. At the time of publication,and
inaccordance with the FCA's Listing Rule 9.8.6R(8), the Group has made climate-related financial
disclosures consistent with the TCFD recommendations. We continue to develop our net zero

Autotrader Group plc
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Our climate-related financial disclosures also comply with the Companies Act 2006, as amended
by the Companies (Strategic Report) (Climate-related Financial Disclosure) Regulations 2022.
We are at the very early stages of considering nature-related risks and a nature-positive strategy,
with aview toreporting on these in the future in line with the recommendations from the TNFD.

strategy and to assess climate-related risks and opportunities and their potential financialimpact.

/

TCFDrecommended disclosure

Group progress

Governance

1.

2.

Describe the Board's oversight of climate-related risks
and opportunities.

Describe management’srole in assessing and managing
climate-related risks and opportunities.

Climate governanceisintegratedinto our existing processes, with accountability embedded across the business. The Corporate Responsibility
Committee holds the Executive Directors to account for climate-related risks and opportunities and theirimpacts on the business and the wider environment.
The Responsible Change Forum meets quarterly to manage these day to day and track progress against climate goals and targets.

Risk management

The Boardis collectively responsible for determining the nature and extent of the principalrisks that mayimpact the business. We have a well-established risk

3. Describe the organisation’s processes foridentifying management framework with threelines of defence: our ALT and oversight functions, our Committees and ourindependent assurance. Our riskmanagement
and assessing climate-related risks. framework, including our processes foridentifying, assessing and managing risk, is described on pages 43 to 44, and the Group risk registerincludes climate
4. Describe the organisation’s processes for managing change as aprincipalrisk. Climate-related risks are reviewed at least twice ayear through our overallrisk review process, overseen by the Risk Forum.
climate-related risks. We consider arange of risks and opportunities, including physical and transition factors, and aim to capture opportunities from the shift to electric vehicles
5. Describe how processes foridentifying, assessing and while mitigating risks.
monogmg cl@ote—reto@d risks areintegratedinto the Ourriskmanagement approach supports ongoingidentification and assessment of climate-related risks. We maintain an environment/climate risk register,
organisation’s overallrisk management. . . . . . . . S
reviewedregularly by theriskowner, their delegates and our riskmanagement team. Each climate-related risk has an owner, with controls and mitigating
actionsrecorded.
Autotrader plays animportantrolein the UK automotive ecosystem, and climate changeis driving unprecedented industry change. Thisis largely driven by the
transition frominternalcombustion engine ('ICE’) vehicles to Zero Emission Vehicles (‘ZEVs'), which could significantly reshape automotive retail. We support this
transition by providing content to help consumers ‘demystify’ EVs, lobbying Government to incentivise uptake and sharing our data andinsights toinformEV policy.
Climate change also presents risks to our business and supply chain, including through regulatory change. Itis therefore essential that our risk management
process considers climate change sowe canunderstanditsimpacts on our business and the automotive industry.
Strategy Ourenvironmentalstrategy focuses onthe following areas: (i) Autotrader’s net zero commitments; (ii) supporting the automotive industry and informing
6. Describe the climate-related risks and opportunities the public policy and regulation; and (iii) supporting our consumers. We have undertaken climate scenario analysis and refined our assessment of the risks and
organisation hasidentified over the short, medium and opportunities posed by climate change and how they mightimpact our business, including consideration of the resilience of our business strategy. See pages
longterm. 31to 32 formoreinformation.
7. Describetheimpactof climate-relatedrisks and We have identified key climate-related risks and opportunities that could significantly impact our operations and strategy over the short (1-5 years), medium
opportunities on the organisation’s businesses, strategy (5-10years), and long term (10+years). Asummary of these risks is provided in the table on page 32.
and financial planning.
8. Describetheresilience of the organisation’s strategy,

takinginto consideration different climate scenarios.

Metrics and targets

9.

10.

1.

Disclose the metrics used by the organisation to assess
climate-relatedrisks and opportunitiesinline withits
strategy andriskmanagement process.

Disclose Scope1,Scope 2,and,if appropriate, Scope 3
greenhouse gas (‘GHG') emissions and the related risks.
Describe the targets used by the organisation to manage
climate-relatedrisks and opportunities and performance
againsttargets.

The mostrelevant metrics, on whichwe report annually, are our GHG emissions and carbonintensity ratios, which provide a clear view of the Group's footprint.
See page 33 forour2026 footprint. We submitted our annual CDP questionnaire and received a Brating for the 2025 reporting cycle. Scores range from A (best)
toD-.Ourcurrentscore indicates we understand climate impacts and are taking coordinated action.

Tohelpusaccurately assess and develop strategies toreach our net zero target, the reporting of our GHG emissionsincludes a fullinventory of Scope 3. We are
committed to the Science Based Targets initiative and our near-term (2030) and long-term (2040) targets have both beenvalidated by the SBTi. We are committed to:
(i) Reduce absolute Scopeland?2GHG emissions50% by FY2030/31fromaFY2022/23 baseyear;

(i) Reduce absolute Scope 3 GHG emissions46.2%over the same timeframe; and

(iii) Reduce absolute Scope1,2 and 3 GHG emissions 90% by FY2040/41 from a FY2022/23 base year.

Our GHG emissions have been audited by a third party, SE Advisory Services, providing assurance over our emissions reporting.

We also monitor other metrics to assess our progress against our environmental priorities. These are set out on page 34.
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ASSESSING CLIMATE-RELATED RISKS

AND OPPORTUNITIES

To protectour business from climate change, we
areintegrating climateresilienceinto our strategy
byidentifying relatedrisks and opportunities. Asan
online marketplace withalow carbon footprint, our
modelis sustainable, but the automotive sector
facesincreasing pressure toreduce environmental
impacts fromboth consumers and government.
Our climate risk assessment considers both
physicaland transitionrisks, including policy
changes and emerging technologies.

We use TCFD-recommended climate scenarios to
evaluate potentialimpacts on costs and revenues
overtheshort, medium andlong term, aligning risk
management with our business strategy. Ineach
case, the likelyimpact on costs or revenues was
reviewed. We have assessed how therisks can be
bettermanaged, reduced or mitigatedin line with
the Group’sriskmanagement framework and
business strategy. The risks identified during our
analysis are more likely to present themselvesin
the medium or long term. Analysis suggests no
immediate material financial threat, and our
strategic plans position us to address climate risks
and benefitfrom opportunities. While regulatory
and stakeholder expectations may accelerate,
we remain prepared to adapt quickly and monitor
evolving legislation and consumer preferences.

We willregularly review and adjust our analysis
scenarios and timeframes as necessary. Key
riskmanagementrecommendations from our
climate change scenario analysisinclude:

- Policy/Regulation: Increasedregulationis
expectedtopose the greatest financialrisk to
Autotraderover time. To mitigate this, we must
reduce exposure and adapt our marketplace to
evolving carbuyer preferences, while ensuring
ongoing compliance withrelevantregulations.

« Market: The Government's net zerogoals have led
toabanonnew petroland dieselvehicles by 2035,
accelerating consumer adoption of electric cars.
Autotrader can address this market risk by
enhancingour appealas the top destination
forelectricvehicle buyers.
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CLIMATE SCENARIOS:

Hot house world (>2°C) Orderly transition (1.5°C)

+ Assumesbusinessasusual,some
climate policies areimplemented but
efforts areinsufficient to haltsignificant
globalwarming

« Continuationof current projection
of carbon emissions with little orno
abatementor mitigation

+ Assumesclimate policies and legislation
areintroducedearly tolimitclimate change
and become gradually more stringent
Both physicaland transitionrisks
arerelatively subdued

IMPACT TIME HORIZONS, ALIGNED TO OUR BUSINESS
PLANNING CYCLE:

Medium term
5-10years

Shortterm
0-5years

Longterm
10years+

KEY TRANSITION RISKS:

Regulatory changes: Emissionsregulations and
Government policies favouring EV adoption mayimpact
manufacturers’ production strategies which willimpact
supply andtherefore stock available toliston
Autotrader’s platform.

Supply chain disruptions: Dependency on complex
globalsupply chains exposes the industry torisks
related to geo-political tensions, natural disasters,
pandemics, tariffs andrisks delaying new cars entering
the UK, which canimpact supply for retailers and
thereforeimpact Autotrader.

Consumer preferences: Changesin consumer
preferences towards sustainable transportation
options and shared mobility services could impact the
desire to own acar outright, challenging the number
of newandused car transactions made eachyear.

KEY PHYSICAL RISKS:

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

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

Geo-politicalinstability: Politicalunrest, trade tensions,
tariffsand sanctions could disruptinternational supply
chains andincrease production costs for automotive
manufacturers, which risks the amount of vehicles they'll
choosetosellinthe UKandthereforeimpacts
Autotrader’s new car stock offering.

Navigating these risks will require adaptation,
innovation and strategic planning as well as robust risk
management strategies and contingency planning.
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Climate-related scenario analysis

r N

Inherent
Mitigation/response Financialimpact likelihood

Minor @ Moderate @ Major

Shortterm Mediumterm Longterm

PHYSICAL RISK - Increased frequency/severity of extreme weather and climate-related natural disasters 0-5years 5-10years 10+years
Ourtechnologyinfrastructureis cloud-based and supported by disaster recovery and business continuity plans, including tools to help employees >2°C Low
inemergencies. COVID-19 showed we can complete sales without physical showrooms, and digital retailing will help retailers compete online.

1.5°C
Significant costincreases would be required to materially affect the business. We continually review the costbase so we can manage increases >2°C . . Medium
and protect profit margins.

1.5°C
TRANSITION RISK - Increased regulation relating to climate change
We monitor policies affecting our core business to identify emerging risks, opportunities, and financialimpacts. In parallel, we are evolving our EV >2°C . High
offering and marketplace information to meet shifting buyer preferences. The Responsible Change Forum drives our environmentalstrategy, overseen by
the Corporate Responsibility Committee. We reportin line with the TCFD recommendations and report progress towards our net zero ambitions against our 1.5°C
science-basedtargets.
TRANSITION RISK - Regulation discouraging the use of internal combustion engine (‘ICE’) vehicles and demand for sustainable products and services
We will keep adapting our marketplace to meet changing buyer preferences. Used car prices should continue to reflect supply and demand, potentially >2°C . High
improving affordability if demand softens.

1.5°C
TRANSITION RISK - Increased reputationalrisk associated with the automotive industry and misrepresenting environmental claims
We are targeting net zero by 2040, reducing our operational footprint while supporting broader industry progress. We set clear reduction targets, report >2°C . High
progress, and collaborate with customers, suppliers, and policymakers.

1.5°C
TRANSITION RISK & OPPORTUNITY - Changing consumer preferences
Thereisriskand opportunity associated with consumers’ preferences for certain vehicle types. Likely the riskand opportunity would be taken together, >2°C . Low
and supply/demand would be maintained as the desire for personal transportation/vehicle ownership remains strong. We will continue with our strategy
toadaptour marketplace to meetchanging preferences for allcar buyers and continue to be the largest marketplace for EVs. 1.5°C
TRANSITION RISK — Achieving resource efficiency through cutting our carbon footprint and improving energy efficiency
This creates opportunity as costs associated withenergy use are reduced andincreased costs associated with carbon taxation are avoided. We continue 920G Medium

toidentify andimplementreductioninitiatives toreduce our absolute usage.
1.5°C
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Targets and metrics

To monitor progress against our environmental
strategy, we have key metrics and targets. We
alsodisclose our Scope1,2and 3 GHG emissions.

The Groupisrequiredtoreportits energy use
andmeasure andreportits directandindirect
greenhouse gas (‘GHG') emissions by the
Companies (Directors’ Report) and Limited
Liability Partnerships (Energy and Carbon Report)
Regulations 2018. The GHG reporting period
isalignedto the financialreporting year.

Reported energy and GHG emissions datais
compliant with SECRrequirements and has been
calculatedinaccordance with the GHG Protocol
and SECR guidelines.

METHODOLOGY

The methodology used to calculate emissions
isbased onthe financial control consolidation
approach, asdefinedinthe Greenhouse Gas
Protocol, A Corporate Accounting and Reporting
Standard (Revised Edition).

Emission factorsused are fromthe UK Government's
GHG Conversion Factors for Company Reporting,
and selected other emissions factor datasets

as applicable, fortheyearreported. For Scope 3
Category1,anEnvironmentally Extended Input
Output database methodology was used to
calculate the GHG footprint across total spendin
theyear. We calculate relevant Scope 3emissions by
using activity data where possible (rather than
spend data).Data quality willimprove as our
measurement matures.

INDEPENDENT VERIFICATION OF OUR

GHG EMISSIONS

SE Advisory Services hasindependently assessed
and verified Autotrader’s GHG emissions
following verification standard ISO14064-3:2019.
Based onthe dataandinformation provided by
Autotraderandthe processes and procedures
followed, nothing has come to their attention
toindicate that the GHG emissions totals for
allyearsreported are not fairly stated and

free frommaterial error.
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Energy and emissions reporting

Our total CO, emissions'

2026 2025

UK Global UK Global
Scopel 179 179 16 16
Scope 2 (location based) 510 510 204 204
Total (Scopes1and 2) 689 689 320 320
KwH ('000s) 3,092 3,092 1,277 1,277
Purchased goods and services 25,096 19,457
Capitalgoods 11,531 1,375
Fueland energy-related activities 218 91
Upstream transportation and distribution - -
Waste generatedinoperations 95 100
Business travel 555 933
Employee commuting (inc. working fromhome) 683 725
Upstream leased assets - -
Use of sold products 104,923 69,950
End of life treatment of sold products 267 172
Investments 67 45
Scope 3 (total) 143,435 92,848
Total(Scopes1,2and 3) 144,124 93,168
Group revenue £624.3m £601.1m
Tonnes of CO, equivalent per FTE? 115.9 73.5
Tonnes of CO, equivalent per £million turnover 230.9 155.0
Scope 2 (market based) 0.2 0.1
%renewable 99% 99%
Autotrader total emissions 19,434 9,903
Autoramatotalemissions 124,690 83,265

1. Scopes1,2&3arereportedintonnesof CO,equivalent.

2. Based onaverage number of employeesinthe Group throughout the year2026:1,244 (2025:1,267).
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OUR EMISSIONS

Acore partof ourenvironmental strategy is
reducing emissions from our operations and
facilities. Scope1and Scope 2 are relatively low,
buthaveincreased thisyeardue toourlarger
new office and more electriccompany mileage
from salary sacrifice vehicles.

Our Scope 3 emissions have increased thisyear
owing to two primary factors: the initial costs of
ournew office; and the practice of purchasing
vehicles within our Leasing business. Vehicle
purchasesis the primary source of our carbon
emissions and this activity will continue inthe
near future, leading to higher carbon emissions.
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Other key metrics

SUPPORTING THEAUTOMOTIVE AND
TECHNOLOGY INDUSTRIES

Number of EVs advertised on Autotrader

34,153

average as at March 2026 (2025: 33,603)

Share of EVsadvertised on Autotrader

7.8%

during FY26 (FY25:5.6%)

Number of EVs delivered by Autorama

1,514

during FY26 (FY25: 950)

Number of videos produced covering EVs

45

during FY26 (FY25: 41)

SUPPORTING CONSUMERS
Number of EV advertviews on Autotrader

189 million

during FY26 (FY25:150 million)

Share of EV advert views on Autotrader

6.5%

during FY26 (FY25:5.0%)

Targets and metrics

OUR OPERATIONS

We have established near-term (2030) and long-term (2040) emissions reductiontargetsinline with the SBTiNet Zero Standard.

SCOPE1& 2 REDUCTION TARGET (TONNES OF CO,)

SCOPE 3 REDUCTION TARGET (TONNES OF CO,)

Near-term target

50%

reduction

Long-term target

90%

reduction

Near-term target

46.2%

reduction

Long-term target

90%

reduction

Metric Scope

Implemented or planned activities

Timeline

Switch100% of our fleet SCOPE
vehicles (Autotrader 1
and Autorama) tobe EV

or low emission

2remaining vehicles, both of which are fully electric or hybrid.

() IMPLEMENTED

Energy:reduce overall SCOPE - Allof ouroffices are onrenewable energy tariffs. @ IMPLEMENTED
electricity/gasusage 1&2 - — - - —
by 50% (against a 2023 + Inallouroffices, lighting has beenupgraded to LED light bulbs and sensorsinstalled so that lighting @ IMPLEMENTED
baseline)and procure isactivated by movement.
100% renewable energy - Wehavereducedthe carbon lifecycle of ouremployee focused technology. @ IMPLEMENTED
forourremaining needs
+ Wehavereduced ouroffice spacein Londonand HemelHempstead. During the year we relocated our @ IMPLEMENTED

Manchester head office to state-of-the-art facilitiesin the heart of Manchester’s tech community.

Sustainability was a core design principle and the building is expected to achieve BREEAM Excellent

status, as wellas aNABERS 5-star ratingand an EPC Arating.
Migratingourdatacentres ~ SCOPE 100% of our data centres have been migrated to cloud providers. @ IMPLEMENTED

tothe cloud andreview 2
of dataretention policies

We have beenreviewing how we store datain each of our productivity suite solutions (including Office 365,
Slack) andimplementing changes which will help us save on storage, energy and productivity.

Gatheringsupplierdata  SCOPE 3.1 We haveintroduced asupplierengagement strategy to gather ESG and performance data. Ethical @ IMPLEMENTED
and engaging suppliers procurement questionnaires now cover c.75% of supplier spend.
We have expanded sustainability discussions with the suppliers driving our highest emissions to understand
theirmaturity,including whether they monitor and report emissions and which scopes they cover.
- Develop guidance forsupplier selection criteria specifically relating to climate, including sharing @ PLANNED
knowledge and learnings with suppliers that are seeking toimprove their environmental maturity.
Business travel SCOPE + Wehaveupdated our travel policy and booking system to promote lower-carbon business travel choices. @ IMPLEMENTED
3.6 Salary sacrifice schemeintroduced for employeestolease an EV or low emission hybrid vehicle
inataxefficientway.
Purchased vehicles SCOPE « Developaclearplanformanaging the volume of vehicles taken onbalance sheet IN PROGRESS
3.1,3.10&3.11

through Autorama.
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Our people &
communities

We're proud of the diverse,
dedicated and talented
people behind our success.

We continue to evolve our
culture, with a clear focus on
accelerating performance
and supporting an
environment where everyone
feels empowered to be
themselves, challenge
boundaries and go further,
faster — together.

INVESTING IN AND SUPPORTING

OURTALENT

We are committed to personaldevelopment and
career progression —whether mastering current
roles, gaining professional qualifications or
preparing for the nextrole. Our emphasis on
growth hasled to strong retentionrates —
attrition remains low at16% (2025:10%).

Our Learning Academy of fers courses and
programmes that supportinclusion, personal
growth and high performance, complemented
by coaching available to everyone. We promote
mentoring and sponsor professional
qualifications to foster continuous growth.
Mandatory training ensures compliance

with legislative and regulatory standards.

DEVELOPING OURLEADERS

Leadership and people management are
criticalto sustainable growth and aninclusive,
high-performing culture. Thisyear we invested
inleaders with tools, resources and skills to
grow individuals and teams, collaborate, live
ourvalues and deliverresults for Autotrader
and our customers.

Our core programme, Leader as Coach,isa
three-day course for managers, focused on
psychologicalsafety and trust, listening, coaching
forhigh performance and abundant thinking.

Ourinclusive leadership programme builds
role-modelbehaviours so teams feel valued,
respected, supported andinspired.

We continue to strengthen our internal coaching
capability, with a well-established group of
accreditedin-house coaches and astrong
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pipeline progressing towards accreditation,
helping people grow and thrive by embedding
developmentinto everyday work.

EARLY CAREERS

Our Early Careers team develops future talent for
criticalbusinessroles through our Early Careers
Academy, supporting onboarding, skills and
wellbeing.In 2026, we welcomed 38 apprentices,
and graduates, with 15 apprentices completing
Level 3-5 qualifications.

Thisyear we launched our first T Level
placements, offering eightroles to students
from Manchester and Oldham colleges, all of
whom completed the programme. To further
strengthen this pathway, we also expanded our
Level4 Software Engineering Apprenticeship,
with several T Level students progressing into
the September 2026 cohort.

Year 2026 2025
Hours of mandatory 1,756 2,328
training

Hours of non-mandatory 33,528 28,291
training

Annualcostof training' £568k £476k
Average costper £456 £376
employee?

Employees studying for 13 16
professional qualification

Employeesonan 53 66
apprenticeship/early

careers?®

1. Thisincludes externaltrainerand platform costs,
but excludes the employment costs of ourin-house
Learning & Development team.

2. Based onaverage number of employeesinthe Group
throughout theyear1,244(2025:1,267).

3. Asat 31 March - this excludesindividuals who completed
their programme during the reporting period.

/.

Inclusive Culture Development Programme

Autotrader’s Inclusive Culture Development Programme is a series of learning and development
programmes driven throughout the business, with diversity and inclusion at their core.

ONE AUTOTRADER - ACULTURE OF INCLUSION

Aspartof Autotrader’s ‘Great Start’, all new starters
attend thisworkshop. Inone day, colleagues build
asharedunderstanding of diversity andinclusion,
meet our Employee Networks, and explore bias and
how to challenge non-inclusive behaviour.

INCLUSIVE RECRUITMENT
Everyoneinvolvedinhiringcompletes a full-day
inclusive recruitment workshop, covering bias,
bestpractice, our scoring frameworks, and stronger
shortlisting andinterview skills.

INCLUSIVE PEOPLE MANAGEMENT

Thisyearwe relaunched our Inclusive People
Managementmodule to help managers get the best
fromevery teammember. Using real scenarios, it
supportssafe, practicalconversations aboutinclusion
andsignposts the supportavailable across Autotrader.

DIVERSE TALENT ACCELERATOR PROGRAMME (‘DTA’)
DTAaccelerates high-potential talentto build apipeline
of diverse future leaders, combining experientialand

group learning with coaching and sponsorship.

We encourage colleagues from groups
under-representedinseniorleadership —including
people of colour, women, LGBT+, disabled and
neurodiverse colleagues, and those from lower
socio-economic backgrounds —to apply.

THE BLACK EXPERIENCE

Co-designed with an externalinclusion consultant
and Autotrader’s Black colleagues, these workshops
build awareness of the challenges Blackemployees
canfaceinandoutof workand highlight practical
behavioursmanagers canuse to strengthen
Blackinclusion.

NEURODIVERSITY AND MENTAL HEALTH
MANAGER AWARENESS

Alongside Mental Health Awareness training,
we refreshed our Neurodiversity and Mental
Health Manager Awareness module to equip
people managers to have confident, meaningful
conversations and signpost the right support
across the business.
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DIVERSITY AND INCLUSION

At Autotrader, building adiverse andinclusive
communityisn'tjustsomething we talkabout, it's
something we actively work towards every day.
We value adiverse andinclusive workforce, which
enhances our culture and business by attracting
and developing talent. Our diversity andinclusion
visionis: “To nurture our inclusive culture and
enrich our community with diverse individuals,
who collaborate effectively, perform at their best,
and contribute to the success of our organisation,
benefiting ourindustries and wider communities”.
Amixofideasand perspectivesis essential for
innovation and creating the best experience for
our customers and consumers.

Diversityincludes gender, sex, age, sexual
orientation, disability, neurodiversity, race,
ethnicity, religion, faith, marital status, social
background, educational background, and
way of thinking. Inclusion means being valued,
respected and supported for who you are.
We aim to achieve this authentically and
systematically, reflected in our metrics over
time. We're committed to long-term change
inthe technology and automotive industries,
focusing on developing diverse leaders and
representative workforces.

We continue to build a diverse andinclusive
culture atevery level of the Company, with
particular focus on leadership. During the year,
we enhanced our Inclusive Culture Development
Programme to further support these goals.

Employment of disabled persons

We remain committed to supporting disabled
and neurodiverse employees and those who
become disabled during their employment

with us. We focus onindividualised support,
enabling all colleagues to achieve their potential
and develop their careers with us. Selection
foremployment, promotion, training and
development (as well as other benefits and
awards)is made based on merit, aptitude and
ability and the Group does not tolerate
discriminationin any form,includinginrelation
todisabled candidates. Thisyear, we introduced

ourInclusion Passport, a personalised document
capturing health conditions, disabilities,
neurodiversity, and related workplace
adjustments to ensure clarity and continuity.
Autotrader continues to be recognised as a
Leader of the Disability Confident Scheme,
reflecting our ongoing commitment toinclusivity.
We work directly with employees to address
health needs andimplementreasonable
adjustments that meetindividualrequirements.
18.6%(2025:13.3%) of our employees have
disclosed a disability or neurodiverse condition.

We have beenrecognised as one of the Top 75
employersin the Social Mobility Employer Index
by The Social Mobility Foundation for the fifth
consecutive year, ranking 21stin the index.

GENDER AND ETHNICITY PAY GAP

We published our Gender and Ethnicity Pay Gap
Report 2025 (snapshot date: 5 April 2025). Ahead
of expected mandatory Ethnicity and Disability
reporting, we continue to report our Disability
Pay Gap voluntarily.

We've made progressin our priority areas.

At Autotrader Limited, the gender pay gap
reduced (mean 9.6% to 8.4%; median14.9% to
13.2%). Women's representationis at 42.9%.
The median ethnicity pay gap reduced from
19.8%t016.9% and the mean from18.0%to17.0%,
with diverse hires exceeding 34%.

This reflects more inclusive hiring and a stronger
employer brand,including our Career Stories
campaign. We've also analysed the hiring funnel
toremove barriers and support hiring teams with
tools and training to reduce bias.

We remain focused onimproving diversity at all
levels, particularlyin seniorroles. The full report
isavailable on our corporate website.

SCANTOREAD OUR
LATEST PAY GAP REPORT
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Driving diversity and inclusion through our employee-driven networks

Acore partof ourdiversity andinclusion
strategy is centred around our employee-
driven networks. Everyone at Autotraderis
encouraged tojoin one of these networks.
The networks and their leaders are acore
part of our culture and employee
experience, helping to welcome employees

when they join our organisation,
empowering team members to thrive

and spearheading outreach programmes
thatsupportourlocalcommunities.

We ensure each network has two senior
leadership sponsors to help drive change
and champion network initiatives.

Toread more about our networks, go online:

plc.autotrader.co.uk/esg/our-people-communities/diversity-inclusion/ [



plc.autotrader.co.uk/esg/our-people-communities/diversity-inclusion
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ELEVATING THE COLLEAGUE EXPERIENCE
Cultureis as tangible and important to our
performance as our strategy, competitive
position, product and technology. During the
year, we completed the move to our new campus
at Circle Square in Manchester. While only a
shortdistance from our previous site, the new
campus represents a meaningful step forward,
providing a modern working environment,
enhanced collaboration space, improved
facilities for customers and community
engagement,upgraded technology and
stronger environmental credentials.

Ourcommitment to a high-performance culture
isunderpinned by transparent, multi-channel
communication. We actively listen to colleagues
throughout their career journey, from onboarding
questionnaires through to exitinterviews,
enabling us to capture honest and timely
feedbackateverystage.

From a culture and morale perspective,ithas
beenachallenging year for our people. Factors
included organisationalrestructuring during the
period, the recentdeclinein our share price and
negative retailer sentimentinresponse to the
scaling of Deal Builder, and a tighter approach to
workingin the office, which together contributed
toaperiod of uncertainty for colleagues.

Inour most recent annual confidential survey
72%of colleagues agreed or strongly agreed
with the statement “l am proud to work for
Autotrader” (2025: 91%). Whilst this is lower than
inprevious years, other people measures, such
asrecruitment, absence and talentretention,
have notbeenimpacted.

Engagement with our colleagues has remained
apriority. To translate colleague feedbackinto
tangible action, we launched Community
Conversations - structured forums designed to
develop collaborative solutions aligned to our
key focus areas. The Remuneration Committee
Chair held dedicated remuneration sessions
with awider colleague group, and Non-Executive
Directors attended Community days and the
annual all-employee conference. Strategic
alignmentis furtherreinforced through the Board
Engagement Guild, animportant conduit between
colleagues and the Board. The Guild met three
times during the year, enabling direct dialogue on
topicsincluding organisationalchange, workplace
environment and executive remuneration.

CONNECTED AND COLLABORATIVE WORKING
Maintaining alignment with our purpose and
strategy, and ensuring each teamunderstands
how their work contributes to our growth
ambitions, is central to our ongoing success.
We remain committed to Connected Working,
our hybrid model that balances flexibility with
collaboration. Our office space is designed

to enhance connectivity and support effective
collaboration across teams.

Senior leaders continue to be visible and
accessible, supporting open and transparent
communication. Our all-employee conferences
provide updates on business strategy, while
regular ALTV sessions enable leaders to share
progress and celebrate achievements. We
leverage communication tools, including Slack,
to facilitate seamless collaboration across

the business, regardless of working location.

Alongside this, we hostregular and purposeful
socialevents that bring colleagues together
andreinforce our culture. From executive-led

InternationalWomen’s Day panel discussions to
wider cultural celebrations, these events build
meaningfulconnection, strengthenrelationships
and foster asense of belonging thatunderpins
our collaborative culture.

PAY AND BENEFITS PACKAGE

Ourreward structure is designed to attract,
retain and motivate our colleagues, supporting
delivery of our business strategy. We offera
comprehensive pay and benefits package,
including employee pension contributions up to
7%, private medical cover,income protection,
life assurance, retirement benefitand enhanced
family/dependant leave provisions.

Share ownership remains central to our culture.
Allcolleagues are eligible to participate in the
One Autotrader Share Award (‘OATSA’), which
provides shares with avalue equivalent to10%
of salary over three years. In addition, annual
participationin our SAYE schemes remains
strong, with 36% of colleagues actively
contributing to one of the live schemes.
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WELLBEING AND SAFETY OF OUREMPLOYEES
We promote employee health and wellbeing
through healthcare benefits, mental health
supportand leadership training, with access
to Mental Health First Aiders and the Employee
Assistance Programme.

Our ‘Respect at Work' Policy sets clear
expectations and zero tolerance for bullying,
discrimination and harassment. Regular training
is provided on sexual harassment and
colleagues are supportedinunderstanding
theirrights under the Equality Act 2010.

We support financial wellbeing through access
tomortgage advice, will-writing services, travel
loans and salary finance. Health and safety
remains a priority, with appropriate policies and
insurance in place. Two RIDDORreports were
submitted during the year,and DSE assessments
continue tobe completedinline withrequirements.
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GENDERAND ETHNICITY prERS!TY ( As at 31 March 2026 As at 31 March 2025 W
We are dedicated to fostering a diverse Executive Executive
candidate pooland ensuring that fair management ALT management ALT
representotion ismaintainedin seniorroles Board ALT? directreports Total Company Board ALT? directreports Total Company
through refined talent management and Siumber Sumber
succession plonning. Ourongoing commitment Number % positions' Number % Number % Number % Number % positions' Number % Number % Number %
is toincrease ethnically diverse representation Men 4 50% 3 10 59% 45 56% 698 56% 3 33% 3 noo61% 50 56% 721 56%
atleadership levels. As with our approach to
gender diversity, we are focused on recruitment Women 4 50% 1 7 4% 36 44% 533 43% 6 67% 1 7 39% 40 44% 562 44%
processes, most of whichrelate to lower-level Nonbinary/
roles,and on developing and promoting a other - - - - = - - 8 1% - - - - - - - 7 -
broad and diverse group of individuals Total 8 100% 4 17 100% 81 100% 1,239 100% 9 100% 4 18 100% 90 100% 1,290 100%
throughout the organisation.
As at 31 March 2026 As at 31 March 2025

The Parker Review has extended its scope to Executive Executive
seniormanagement, calling on the FTSE 350 to set management ALT management ALT
percentage targets forethnic minority executives Board ALT? directreports Total Company Board ALT? directreports Total Company
in seniormanagement roles by December 2027. 0':;'2:?}: 0’::2’:2:
Inresponse, we have set atarget for10% of senior Number % positions' Number % Number % Number % Number % positions' Number % Number % Number %
management positions (ALT and ALT-1) to be White British
occupied by individuals fromethnically diverse or other White 6 75% 3 16 94% 69 85% 937 75% 7 78% 3 17 94% 73 81% 948  74%
backgrounds by March 2027. - -

Mixed ethnic
AtaBoard level, as at 31 March 2026, the Board groups - - - - - - - 36 3% - - - - - 1 1% 36 3%
comprises anequalsplit of four men and four Asian
PHETIEM (SIS N 20250 5 b Ol € e st /Asian British 2 25% 1 1 6% 7 9% 132 1% 2 22% 1 1 6% 7 8% 144 1%
exceeding both the FTSE Women Leaders Review
recommendations and the FCA Listing Rules Black/African
requirements, which set a target of 40% women'’s /Caribbean
representation. Inaddition,a womanis appointed /BlackBritish - - - - - 1 1% 54 4% - - - - - 2 2% 50 4%
as the SeniorIndependent Director, meeting the Other - - - - - - - 20 2% - - - - - - - 16 1%
targetsoutlinedinthe Listing Rules at LR 9.8.6 (9) Not disclosed _ _ _ _ _ 4 5% 60 5% R R _ R R 7 8% 9 79
(a). The Board alsoincludes two members from
ethnically diverse backgrounds, aligning with Total 8 100% 4 17_100% 81 100% 1,239 100% 9 100% 4 18 100% 90 100% 1,290 100%
the recommendation set by the Parker Review. 1. Seniorpositions defined as CEO, CFO, SID and Chair of the Board (and included the COO in 2025).

2. Excludes CEO and CFOwho areincludedinthe Board numbers.
4 N\

Representation at senior levels

The percentage of women on our
Autotrader Leadership Team (ALT)z:

A%

(2025:39%)

The percentage of ethnically
diverse people on our ALT2:

6%

(2025: 6%)

The percentage of women
leaders within the Groupz:

44%

(2025: 44%)

The percentage of ethnically
diverse leaders::

9%

(2025:9%)
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Working responsibly continued

MAKING ADIFFERENCE TO OUR COMMUNITIES
AND THE INDUSTRIES WE OPERATE IN

Our people are committed to making a
difference and having a meaningfulimpact
onthe communities we operatein.

Our Make a Difference Guildis committed to
empowering our employees to support national
and local charities and communities, supporting
the causes thatare close to their hearts and
delivering realand visible change to our
communities. We support various initiativesin
both the automotive and technology industries.

We are proud members of the Automotive

30% Club, an organisation dedicated to the
recruitment, retention and development of
female talentin the automotive industry. Our
CEO, Nathan Coe, serves as a patron of the club.
We continue to collaborate closely with the
Automotive 30% Club and the Consent Collective
todrive forward the ‘Great Events for All’
initiative, which educates the automotive sector
aboutsexualharassmentand consent, ensuring
thatindustry events are safe, respectfuland
inclusive spaces for all. Our podcast series,
‘Womenin the Driving Seat’, continues to
highlight both the challenges and achievements
of women working within the automotive sector.
Atour annual Retailer Awards, we celebrate
outstanding women in automotive retail through
our Woman of the Year Award which recognises
inspiring, high-performing women in operational
managementroles across the industry.

Additionally, we partner with BEN to support
mental and physical health throughout the
automotive sector, and work with Speed of Sight,
providing driving experiences and track days for
people who are blind or disabled, regardless of
age or ability.

SUPPORTING LOCAL COMMUNITIES

Our Autotrader Community Funds
provide financial support to local
community groups and charities in our
office locations of Manchester, London,
HemelHempstead and across the UK.

Through our Autotrader sponsorships,

we back fundraising efforts by employees
and customers, and offer funding for
sportskitand equipment sponsorship
forouremployees and their families.
PAYROLL GIVING

Employees candonate through payroll
giving —17%do so — whichis further
supported by Autotrader’s match funding
of up to £5 monthly per participant.
VOLUNTEERING

All colleagues can take up to two days per
year tovolunteerinthe community. This
year, 513 volunteer days were taken, giving
colleagues the opportunity to make a
differenceintheirlocalcommunities.

515

volunteering days taken

Over the pastyear, Autotrader hosted arange
of meetupsinoureventspace, bringing together
Manchester’s data, design, delivery and tech
communities. Throughrecurring events and
sponsorship with groups such as PyData, Her+
Data, Natter UX and the Manchester Java
Community, we continue to support community
engagementand knowledge sharing.

Educational Outreach

This year, we delivered Educational Outreach
through our partnerships with DigitalHER and
DigitalFutures. We supported the third
MentorHER cohort for women early in their tech
careers,ran more Curiosity Camps and Schools
Safaris and launched two new events. Highlights
included Ada Lovelace Day (85 young women
joining our Womenin Software Engineering
(WISE) network) and Future Innovators Day, a
digitalinclusion hackathon for T Level, A Level
and BTEC students. We also hosted a Black
History Month School Safari with 45 students,
led by our Ethnicity Network.

We continue to support the Careers &
Enterprise Company through the Enterprise
Advisor programme, partnering with two
Manchester schools to shape their careers
strategies and connect themto outreach
opportunities. Additionally, we supported the
Greater Manchester Combined Authority’s
MBacc initiative and promoted technical
education pathways.

As active members of the GM Cornerstone
Employer Group, we participated in numerous
new initiatives, including the Raspberry Pi
Foundation Applied Computing Certification,
modernwork experience through EqualEx and
theintroduction of virtual work experience.

Our Early Careers team and volunteers delivered
10 “This Girlls Me" sessionsin Manchester and
Oldham, supporting the Automotive 30% Club to
inspire more young women into automotive and
technology careers.

Autotrader Group plc 39
AnnualReportand Financial Statements 2026

Digitalinclusion

This year, we have strengthened our commitment
to tackling digital exclusion through a new
partnership with the national charity, Good
Things Foundation and Greater Manchester
Combined Authority (‘(GMCA'). The partnership
builds onthe commitment made by Greater
Manchester Mayor to address digital exclusion
across theregion, reflecting a shared ambition to
translate policy into practical, long-term action.

Our funding has enabled the launch of a
six-month Greater Manchester initiative
focused on addressing data poverty through
research and strategic planning, rather than
directdelivery. Supported by academicinput
from the University of Liverpool, the project
willcombine deskresearch, stakeholder and
community engagement, and a series of
workshopstobetterunderstand the scale and
drivers of data poverty. Outputs willinclude a
co-produced five-yearroadmap to help shape
future policy, coordination and investment,
strengthening Greater Manchester’s leadership
ondigitalinclusion and generatinginsights with
relevance across the UK.

Thisyear, we continued our partnership with
Forever Manchester to provide the Autotrader
DigitalInclusion Fund, supporting local charities
todeliver technical workshops and programmes.
These efforts are designed to upskillmembers

of the local community and help bridge the
digitaldivide.

To further combat digital exclusion, we partner
with local charities to repurpose laptops and
devices. This sustainable approach ensures
ouroldtechnologyis putto gooduse, helping
individuals and communities overcome digital
poverty and promoting greater digitalinclusion.
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Working responsibly continued

Our governance
& compliance

Uphold the values of good
corporate governance
andrisk management,
underpinned by robust
and effective policies.

OVERVIEW

We are dedicated to conducting business
ethically. Strong governance forms the
foundation of each of our ESG pillars, ensuring
responsible decision-making, effective risk
management, and a culture of integrity among
ourpeopleineverything we do. We embed high
standards across our business througha
comprehensive compliance framework, which
encompassesrobustpolicies, procedures,
guidance, and training. As an online marketplace,
the security of our cyberinfrastructure and the
protection of data are central to sustaining
customer trust, particularly as we transition
furtherinto digitalretailing. Our systems are
continuously updated to reflect our changing
business priorities. In 2026, we achieved full
compliance with the UK Corporate Governance
Code 2024. Furtherinformation on our Board
governance structure can be foundinthe
Governance section from page 53.

CYBERSECURITY

Trustis fundamentalto our business. We therefore
place strong emphasis on protecting our services
againstcybercrime and fraud. The cyber threat
landscape continues to evolve, and as Al
models become more sophisticated, thereisan
increasingrisk that they may be exploited by bad
actors. Amaterialcyber breach couldresultin
reputationaldamage, financialloss orregulatory
sanctions. Therisk of acyberattackis considered
inour viability scenarios (see page 52).

While cybersecurity risks cannot be fully
eliminated, we mitigate their likelihood and
impactthrough acomprehensive security
programme overseen by our Chief Technology
Officer. Guided by the NIST Cybersecurity
Framework (‘'CSF’), we set clear maturity
targets and use asecurity-by-design approach
to productdevelopment.

Our ‘'defenceindepth’ strategyincorporates
multi-factor authentication, least-privilege
access controls, and continuous application
testing across our corporate systems and the
Autotrader platform. To ensure accountability,
risks are monitored year-round by the Executive
team and Risk Forum, with formalupdates
providedto the Board at least annually.

We validate our resilience throughregular
internal audits and annualred team testing
to ensure our defences remainrobust against
evolving threats.

Policies and procedures
We have robust measures to detect and respond
to cyberthreats, including:

- Acomprehensive Cyber Security Programme
defining scope androles forleadership,
forums and employees.

« Awarenessinitiatives to educate staff onrisks.

- Key policies covering acceptable use, asset
management, access control, bring your own
device, document sharing, generative Al,
information security, key management,
network security, passwords, incident
management, server security, development
lifecycle and vulnerability management.

- Adedicatedsecurity operations team
monitoring and managingincidentsinline
with our cyber security incident management
procedures.

- Advanceddata protection across systems
tocounterransomware.

- Multi-factor authentication protects all
employee accounts.

+ Regularincidentsimulations, business
continuity testing, vulnerability assessments,
and penetration tests (application, platform,
infrastructure, red team).

« Securityis prioritisedin every aspect of our
applications to ensure a trusted platform
forcustomers and consumers.
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PROTECTING OUR CUSTOMER AND
CONSUMER DATA

At Autotrader,data compliance and protection
are centralto our operations. We strictly follow
the Data Protection Act 2018 and UK GDPR, with
policiesin place forsecure andresponsible
handling of personaldata. This year, we have
alsoupdatedourinternal processes to reflect
the changesintroduced under the Data Use and
Access Act 2025, ensuring our approachto data
handling and governance remains aligned with
the evolving regulatory framework. As a data
controller for customer and employee data, and
adata processor for customer datainsome
scenarios, we ensure transparent use governed
by privacy notices across all platforms.

Dedicated teams oversee data privacy, breach
prevention, reporting, compliance and subject
rights. Adherence toregulationsis monitored
through our assurance framework, with consumer
enquiriesmanaged via adedicated mailbox.

The Data Protection team regularly meets with
each Data Owner to support theminmanaging
theirresponsibilities, maintaining oversight

of theirdata assets, and ensuring ongoing
compliance with data protection and security
requirements. In addition, a quarterly
Compliance Steering Group reviews emerging
risks and provides coordinated governance
across the business. Our processesinclude
Data Protection Impact Assessments (‘DPIAS’),
maintaining Records of Processing Activity
('ROPAs’), bi-annual audits, regular privacy
notice updates, and procedures for Subject
AccessRequests (‘'SARs’) and erasure requests.
Consentis obtained for collecting personal
dataand marketing contact, and third-party
providers are vetted for security of personal
information. In case of datalossincidents, we
follow arigorous management process, report
notifiable breaches promptly toregulatory
authorities and take remedial action swiftly
toensureincidents are fully mitigated.
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Working responsibly continued

Maintaining a trusted and transparent marketplace underpinned
by robust policies and compliance
Autotrader aims to offer a marketplace thatis relevant, reliable and fair. We ensure that

advertisements shown are accurate and genuine, whichisimportant for both our consumers
and customers. Our goalis to deliver avaluable service and an engaging user experience.

Retailer feedback
We actively gatherretailer feedbacktoenhance
ourproducts and services, supporting
market-leading solutions for our retailer
partners. Customer advisory groups have been
launchedto provide directinputinto the product
developmentroadmap.

Consumerresearch
We operate adedicated user research capability
within Product & Technology toinform product
developmentandimprove customer experience
through data-ledinsight.

Retailer sentiment tracking
We survey retailers monthly to gather structured
feedbackonourpartnershiprelationship,
satisfaction, value formoney and brand sentiment.

Test-and-learncycle
Throughoutthe product developmentcycle, we
adoptatest-and-learnapproach, using surveys,
userinterviews, diary studies, usability testing
and eye-tracking. Thisiscomplemented by A/B
testing, ensuring continuallearning anditeration.

Voice of the customer
We monitor weekly retailer feedback gathered by
the Partnerships community to assess sentiment
andrespond promptly to marketissues.

Consumerreviews
We maintainstrong feedbackscoresacross
Trustpilot,iOS App Store and Android Play Store.
Regularconsumer pulse surveys track brand health
and consumer sentiment towards Autotrader.

Our marketplace

{ TAG VERIFICATION ‘{

’ FCA COMPLIANCE J ’

VSTAG FORUM

‘ { CONSUMER DUTY

GDPR
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Working responsibly continued

FCA COMPLIANCE

Autotrader Limited, the main trading subsidiary
of the Group, is authorised by the FCAto conduct
consumer creditandinsurance intermediary
activities, mainly facilitating finance and
insurance introductions for third parties. It uses
Blue Owl Limited’s technology (trading as
‘AutoConvert’) to enhance digitalretailjourneys,
with Blue Owlacting as an Appointed
Representative for consumer credit. Autotrader
Leasing Limited (trading as ‘Vanarama’') is
FCA-approved for brokering leases and
continuesto develop consumerjourneys
starting on Autotrader.co.uk and ending

with Autotrader Leasing.

We have experienced Governance, Risk,

and Compliance teams, robust governance
frameworks, and comprehensive policies, training
and monitoring to ensure FCA compliance —
including financial promotions, product changes,
complaints and vulnerable customer support. Our
Customer Charter commits to delivering positive
outcomes. Our compliance monitoring supports
Consumer Duty requirements amid regulatory
changesinmotor finance. We apply the FCA's
Senior Managers & Certification Regime at both
Autotrader Limited and Autotrader Leasing
Limited, with the relevant ALT and Board members
assessedas Fitand Proper.

BUSINESS ETHICS AND COMPLIANCE

We operate to high standards of trustand
integrity,underpinned by our governance
framework, values, policies and training.

The Group has aclear top-level commitment
to preventing bribery, corruption and financial
crime, with allemployees, contractors and
Board membersrequired to complete annual
ethics and compliance training.

Ourvalues guide ethicaldecision-making

and we work only with partners who share
these principles. We continuously review and
strengthen our policies, procedures,and
controls. Forexample, over the lastyear we have
benchmarked our arrangements against new
laws & regulations such as the Digital Markets,
Consumers,and Competition Act, the Online

Safety Act, the Economic Crime and Corporate
Transparency Act and Provision 29. We are
alsoreviewing our governance arrangements
to capture emerging risks and opportunities
surrounding Al, and have refreshed our
complaints management process which aims to
use customer and consumer feedbacktoinform
future product development and process
improvements. We publishinformation about our
supplier payment practices and performance.
Onaverage, Autotrader takes 35 days (2025: 36
days) to pay our supplierinvoices, with 97%
(2025:98%) paid within agreed terms during the
reporting period.

GRIEVANCE REPORTING ORESCALATION
PROCEDURES

We strive to provide a welcoming workplace
where everyone can performwellandis treated
fairly. We encourage open dialogue and mutual
respect,and do not tolerate discrimination or
harassment. Staff are free toreport concerns
and access support through our escalation
procedures, with bothinformaland formal
options outlinedin our grievance policy.

MODERN SLAVERY

Autotraderis committed to supporting human
rightsandis opposed to all forms of discrimination
inour business activities, relationships and supply
chain. We have zero tolerance towards modern
slavery,human trafficking, forced or compulsory
labour and child labour. Through compliance with
nationallaws and ourinternal policies, we are
committed to supporting humanrights and
adhere tointernationally recognised humanrights
principles. Inline with our commitment to creating
adiverse andinclusive culture, ourinternal
policiesrequire respectand equitable and fair
treatment of all persons we come into contact
with. We are an accredited Living Wage Employer
and safeguard ouremployees througha
framework of policies and statementsincluding
Modern Slavery, Gender Pay, Flexible Working,
EqualOpportunities and Inclusion Policies. All
employeesreceive training to ensure they can
identify the different types of modernslavery
and the actionthey can takeif they have any
concerns. Our Modern Slavery Act statements

canbe found here https://plc.autotrader.co.uk/
media/mOpl2gce/ modern-slavery-act-
updated-1912.pdf. During 2026, no incidents of
modernslavery or humanrights abuse were
identified orreportedin our business or

supply chain.

WHISTLEBLOWING

We actively cultivate atransparentand

open culture, and our whistleblowing policy
encourages employees toraise any concerns
aboutillegalorimproper behaviour without fear
of victimisation, discrimination or disadvantage.
We have aninternalreporting facility for
employeesto discuss concerns and we also
operate ananonymous and confidential
whistleblowing helpline through anindependent
organisation foremployees, customers and
suppliers. Reports are directed to the Audit
Committee Chair and the Company Secretary
orviaanindependent hotline. No whistleblowing
reports have beenreceivedin the year.

TAX TRANSPARENCY

Autotrader maintains responsible tax practices
throughstrong controls, clear processes and
effective governance overseen by the Audit
Committee. Ourtax policyisreviewed annually
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toensure compliance and accuracyinfilings.
In2026, our total tax contribution was £233.5m
(2025: £230.2m), with £107.9m borne by the Group
and £125.6m collected. Werecognise taxsupports
public services andinfrastructure, and we pay
the correct taxes promptly asrequired by law.

For full details, see our tax strategy at
https://plc.autotrader.co.uk/media/vl4fcqqu/
at_grouptaxpolicy2026.pdf.

4 N\
FURTHER INFORMATION

Tofind out more aboutall of ourgovernance
and compliance policies, please go online:

plc.autotrader.co.uk/esg/policies-reports [/

Tofind out more about how we are protecting our
customerand consumer data, please goonline:

plc.autotrader.co.uk/privacy-notice [/

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


Autotrader.co.uk
https://plc.autotrader.co.uk/media/m0pl2qce/_modern-slavery-act-updated-1912.pdf
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https://www.autotrader.co.uk/privacy-notice
plc.autotrader.co.uk/privacy-cookies
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How we manage risk

How we Driving Change Together.

manage risk Responsibly

TRADER GROUP PLC BOARD

Effective riskmanagement supports

. S THIRD LINE
sustainable long-termgrowth anditis an AUDIT
important part of our purpose of Driving . COMMITTEE

. Externalauditors
Change Together. Responsibly. Internal auditors

The Boardis responsible for determining - Otherexternal
the nature and extent of the risks the Group e
iswilling to take to achieve its strategic

objectives. The Boardisresponsible for s SUBSIDIARY BOARDS

establishing and maintaining effective risk

andinternalcontrols frameworks and the

Audit Committee independently monitors
the effectiveness of our frameworks.

AUTOTRADER LEADERSHIP TEAM & SENIOR LEADERS

N2

SECOND LINE FORUMS SECOND LINE
AND COMMITTEES FUNCTIONS

Risk Forum - Riskmanagement
Responsible Change Forum - Internalcontrol
FCA Governance -« FCAcompliance
GDPR Steering - GDPRcompliance
Cyber Security Forum - Legal

Disaster Recovery Steering - Procurement
Complaints Steering - Cybersecurity

Trust Forum
Health & Safety Committee

P24 Working responsibly Q P55 Governance overview Q
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How we manage risk continued

RISKIN THE BOARDROOM
Ourriskmanagement process aligns
toour strategy. Whilst the Board
reviews the Group'sriskregister at
least half-yearly, the Board also
considers therisks associated within
every Board agendaitem. Board
meetings over the lastyear have
consideredrisks associated with
topics such as technology and cyber
security, automotive market health,
artificialintelligence and employees.

The Board also considers emerging
risks, including emerging risks that
arise from material decisions. Within
the Board's decision surrounding
Deal Builder, forexample, the Board
consideredrisks such as competitive
threats and legalandregulatory
compliance.

Adopting Provision 29

The Boardis overseeing our adoption
of Provision 29 of the UK Corporate
Governance Code 2024. The change
tothe Code has been anopportunity
toreflectonhow the Board oversees
risks and controls. Our approachis
detailedin the Report of the Audit
Committee.

P66 Report of the Audit Committee Q
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Effective risk management
Ourriskmanagement process has four steps, all of which are overseen by the Board.

n IDENTIFY

Risks are identified using both atop-down and abottom-up approach and

risks are captured on the Group riskregister. Identification of risks is achieved

mainly via the following:

- TheBoard, ALT,seniormanagers and Group's Governance, Riskand
Compliance ('GRC’) team perform continuous horizon scanning.

- Embedding 2nd Line Functionsinto teams executing strategic initiatives.

« GRC-facilitated risk workshops with ALT and senior managers.

N
B) Assess AND QUANTIFY

Allrisks are evaluated to establish theirroot causes, theimpact, the likelihood

of occurrence, and the time between theriskoccurring anditsimpactbeing

felt. Riskassessments consider financial, reputational, regulatory, customer,

consumer, operationaland culturalimpacts. Risks are then categorised as:

- Existentialrisks: those with the potential to cause fundamentalchange
within our organisation and widerindustry.

- Operationalrisks: these tend to be the most prevalent risks and they arise
out of day-to-day business activities.

- Emergingrisks:risks which could have animpactin the future, including risks
arising from new nitiatives, new products and new laws and regulations.

%
€D responD AND MiTIGATE

Risk owners then consider how best to mitigate or controlrisks. Proposed
controls and mitigants are reviewed and challenged by 2nd Line Functions,
Forums and Committees to ensure thattheresponseisin line with our risk
appetite. If theresiduallevel of risk after mitigation remains above our

risk appetite, then action plans are agreed toreduce theriskto an
acceptable level.

2
@) ReVIEW, MONITOR AND ASSURE

The Board and/or Audit Committee monitor the effectiveness of our material

mitigations and controls. Monitoringincludes:

+ Continuous monitoring by 2nd Line Functions.

+ Oversight from2nd Line Functions, Forums and Committees, including
Risk Forum, Cyber Security Forum and FCA Compliance.

+ Anlinternal Audit programme.

+ Specialistmonitoring and assurance from other third parties such as
penetrationtests.

N

’

Risk appetite

The Board has assessed the principalrisks Autotrader faces. It has set arisk
appetite thatinforms our risk mitigation strategy. Our risk appetite can be
summarised as follows:

FLEXIBLE

As we develop new products to meet changing customer needs and to stay ahead
of ourcompetitors, we acknowledge that there is a potential for financialloss.
Asanagile and fast-paced business, we are flexible about taking on these risks
where the potentiallosses are outweighed by long-termupside opportunities.

Additionally, our business and strategy are both built on the foundations of
longer-term, sustainable growth, and we acknowledge the threats to our short-term
performance from short-term fluctuationsin: the macro-economicenvironment,
the geo-politicallandscape and societalexpectations of employers.

CAUTIOUS

Itiscrucialto the long-termsustainability of our business that we achieve our
strategyinaresponsible manner. There are some areas where pursuit of our
objectives willinevitably involve exposure torisks, including arequirement to
balance the differing needs of our stakeholders.

Whenwe identify suchrisks, we take a cautious approach and apply measures to
avoid exposing ourselves, and our stakeholders, to harm. Areas where we adopt
acautious approach to takingrisksinclude ourreliance on third parties and
critical suppliers; our brand activity and marketing; and use of debt.

Similarly, whilst we are averse to non-compliance with laws and regulations,
when operating at the forefront of digitalinnovation we will often need to apply
adegree of legaland/orregulatory judgement, for example where guidance
and market practices are stilldeveloping. In such cases we adopt a cautious
approach: continuous, active judgementis applied by specialists, and the
‘compliance by design’ principle is always applied.

AVERSE

There are certainrisks that we are generally unwilling to accept as we work towards

ourobjectives. Inthese areas we strive to take allreasonable steps to prevent their

occurrence. Inparticular, we are averse to taking risksinrelationto the following:

- Threatsto the security of our website and technology infrastructure.

« Risksthatusersof ourwebsite and serviceslose trustinus,includinginrelation
topreventing frauds and scams.

- Breachesoflaws,regulatorynon-compliance,enforcementand financialcrimes.

- Threatstoourfinancialsecurity and our ability to accurately report to our
stakeholders.

- Criminalacts suchas fraud, bribery and tax evasion.
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Ovur principal risks in 2026

Therisk landscapeis always evolving. Our

1. Risks we face which could affectthe

THE EVOLVING RISK LANDSCAPE AND EMERGING RISKS

Identification of new and emerging risksis crucial to our risk management process. Details of each of our principal risks can
be found onpages 46 to 50. Below we have summarised the most significantemerging risks.

strategyis linked intrinsically to our principal wider automotive industry. 4
risks and our principalrisks canbe groupedinto 2. Risks we face from externalsources. RISKS WE FACE WHICH COULD AFFECT THE WIDER AUTOMOTIVE INDUSTRY
threecateoorics: 3. Riskswe face frominternalsources. - The automotiveindustryisexposedto  consumers. These risks have an . The Governmentisreviewing the
geo-politicaland economicrisk,both  impactonretailer profitability,and Zero Emissions Mandate, whichis
directly andindirectly. Globalmacro consumerdemand and alatent scheduled tobe completedinearly
events, suchastherecentconflictin impactontheusedcarpipeline. 2027.This policy has already changed
THE MATRIX BELOW SUMMARISES OUR VIEW OF THE PRINCIPAL RISKS the Middle East, canlead to supply The lastyearhas seenimproved new numerous times, and furtherchanges
WE CURRENTLY FACE: chaindisruption, trade tensions, carsupplycomparedtorecentyears,  couldheightenuncertainty and affect
inflation and heightened finance including stimulated supply of EVs, the EV transition.
costs forbothretailers and which should flow through to used car
K supplyinfutureyears. J

WIDER
INDUSTRY

o
e RISKS

LIKELIHOOD (AFTER MITIGATIONS) ——>

IMPACT (AFTER MITIGATIONS)

RISKS WE FACE FROM EXTERNAL SOURCES ) k RISKS WE FACE FROM INTERNAL SOURCES

o Macrorisks

o Automotive economy, marketand
business environment

o Employees « Alisevolving atarapid pace. Adoptingitina meaningful - Ouremployeesare crucialto the success of Autotrader.
waythat addsrealvalue to consumers and customersis Thelastyearhasinvolved lots of change andithas
crucial. There are also opportunities touse Al to further beenachallenging time for ouremployees. However,
improve the trust and security of our website. the foundations have beenlaid for continued success
Additionally, whilst we are confidentin the value of our inthe future,including a state-of-the-art office,
propriety systems and data, there remains a threat that refreshed hybrid-working modelandrestructured
agentic Alcould evolve inaway that disintermediates teamsinparts of our business.
Autotrader. Embracing and engaging with how Al could + Alposesrisksinrelationtohowitisused by employees
change how consumers use the internet will therefore be within theirroles. Al tools can heighten efficiency, but
vitalto Autotrader. using themin aresponsible manneris key to
« The competitive landscapeincludes the threat of big tech safeguarding confidentialand personaldata. As Al
companies venturing into automotive marketplaces, such technology evolves, investmentin the right Al tools will
as Amazon Autos. We continuously monitor the activities beimportantintheyearstocome.
of existing and future competitors.

o Brand and reputation

o Failure toinnovate continuously
and responsibly

e Legalandregulatory compliance

° Competition

e IT systems and cyber security

o Climate change

@ Reliance on third parties and partners

Risks we face which could Risks we face from external Risks we face frominternal
affectthe widerindustry sources sources
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Principalrisks and uncertainties
inthis section. Additionalrisks and uncertainties
tothe Group, including those thatare not
currently known or that the Group currently

1. Macro risks

6 Increasing @ @ O @

RISK AND POTENTIAL IMPACT

Inaconnected, globalindustry, we are exposed to theimpacts of macro events from around the globe, as are
our customers and consumers. We consider there to be a threat to the short-to-mid-term performance of our
business posed by unpreventable macro events. Such events could resultin our customers being unable to
trade, leading to loss of revenue, stock, audience and market share.

KEY CHANGES AND OUTLOOK

« Geo-politicalinstability remains high and we tend to feel the disruption caused by knock-onimpacts.
Disrupted supply chains, forexample, have alatentimpactonused car stock pipeline, and there are signs
that the conflictin the Middle East could causeinflation, higher finance and running costs, all of which can
affect the affordability of cars for some consumers.

- Ourambitionsto growinnew car couldincrease our exposure to the directimpacts of macrorisks. Supply
chaindisruption, forexample, willimpact on new car stock available to advertise on Autotrader.

- Despite continued geo-politicalinstability, we remain financially resilient to major shocks and incidents.
We remain highly cash generative.

HOW WE MANAGE THE RISK

- Wemonitor externalevents continuously. Both the ALT and the Risk Forum evaluate how our business could
beimpacted from externalevents, bothin the shorttermandin the longer term.

- Weregularly review our business continuity and crisis management arrangements to ensure that they
consider theimpacts of external events, including those which might affect our customers.

- Ourcrisisresponse teamincludes senior leadership andinternalexperts. Nominated delegates minimise
single persondependencies. Where necessary we also have externaladvisors available to supportusin
ourresponse.

- Ourcrisismanagementarrangements are tested regularly via simulated crisis scenarios, and we capture
lessonslearned to continually improve our crisismanagement arrangements.

« Ourbusinesscontinuity plan (‘BCP’), IT disaster recovery plan ('ITDR’) and wider crisis management
arrangements all set out the key steps required for us to respond to major events and restore operations
inthe eventof downtime.

The principalrisks and uncertainties are detailed
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deemsimmaterial, may individually or OUR STRATEGIC PRIORITIES

cumulatively also have a materialeffectonthe
Group's business, results of operations and/or
financial condition.

@ Marketplace

O Digitalretailing

@ Platform

@ Working responsibly

2. Automotive economy, market
and business environment

e Unchanged @

RISKAND POTENTIAL IMPACT

Adverse changesinsupply versus demand for new/used cars will affect retailer profitability. Higher
operating costs andinterestrates could also affectretailer profitability and reduce their advertising
spend with Autotrader.

High costof living andinterestrates could affect car buyers’ ability to afford a change of vehicle,
affectingdemand.

KEY CHANGES AND OUTLOOK

- Thisyearsaw atough trading environment for our customers. Higher operating costs and interestrates
onstockingloans during the lastyear put financial pressures on our customers, affecting their profitability.

« NewcarsupplyincreasedinFY26,including strong supply from Chinese manufacturers. This, coupled with
consistently high consumer demand, presents a positive outlook for the used car marketin the coming years.

- TheFCA'sredressscheme for mis-sold car finance does notimpactusdirectly and whilst there willbe an
impactonlenders, the FCA have stated that theimpact on the automotive finance market will be “limited”,
reducing the level of uncertainty that we have seeninprioryears.

« Whilstsome OEMs have transitioned to the agency model, many have remained with the retailer franchise
modeland new entrants are typically opting for the retailer franchise model, reducing the threat that this
risk poses.

HOW WE MANAGE THE RISK

- Wemonitornew and used car transactions closely, including monitoring of data from SMMT and DVLA.
We also monitor behaviour on our marketplace and engage closely with our customers and consumers
to assess markethealth.

« Weuse ourown Autotrader Retail Price Index and valuations data to monitor the pricing trends of used cars
by trade sellers.

« Wepublishreports containingdataandinsights to help retailersunderstand the state of the automotive market.

+ Weadoptapartnership approach to support our customersin getting value from our products. By
democratising our data, we provide retailers with the tools to enable them to inform their stock sourcing
and pricing strategies.

« We continuously enhance existing products and seek opportunities to develop new products to support
ourcustomers.

« Ourculture of agility andinnovation enables us to respond quickly to new and emerging threats and
opportunities.
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3. Legal and regulatory compliance

RISK AND POTENTIAL IMPACT

The Group operatesinacomplexregulatory environment. As we progress with our strategy, we have to
navigateincreased exposure to legalandregulatoryrisks, particularly those relating to financial services and
data protection. Failure to comply with legaland regulatory requirements could lead to reputationaldamage,
financialor criminal penalties andimpact on our ability to execute our strategic objectives.

KEY CHANGES AND OUTLOOK

- TheDigital Markets, Competitionand Consumers Act came into force during the financialyear. This places
new obligations on organisations around consumer protections, including Dealer Reviews, and we have
taken severalmeasures to comply. In March 2026 the CMA announced aninvestigationinto online reviews
across anumber of companies, including Autotrader and our third party moderator, Feefo. The investigation
isstillinthe very early stages and Autotraderis cooperating fully with the CMA.

- Overthelastyearwe havereviewed our counter-fraud arrangements following introduction of the
Economic Crime and Corporate Transparency Act. We have also reviewed our arrangements around
protecting users of our website fromillegal/harmful content, whichisimportant to comply with the Online
Safety Act.

- Ourobligationsunder GDPR and FCA regulations will continue as we scale and evolve Leasing, Deal Builder
and Buying Signals, as well as our ambitions in new car. Our Governance, Riskand Compliance (‘GRC’) team
partners with product teams to build compliance into the design of our products.

- Theregulated entities within the Group continue to comply with the FCA’s Senior Managers and
Certification Regime and relevantindividuals have been assessed and certified as Fitand Proper. All
employees are subjectto the FCA's Conduct Rules and have received appropriate training and guidance.

HOW WE MANAGE THE RISK

- We continuously monitor the legalandregulatory landscape toidentify potentialchangesinlaws and
regulations. We utilise external specialists for specialist advice where needed.

- Ourgovernance framework oversees our legalandregulatory risks. Governance forumsreceive internal
reporting on our compliance with the principles, rules, and guidance applicable to our regulated activities.
These forums thenreportto the Risk Forum.

- OurGovernance, Riskand Compliance team (‘GRC’) consists of legaland regulatory expertise. GRC are
embedded within the productdevelopment process to ensure thatlegalandregulatory compliance
is builtinto the design of products.

« Regular‘productreviews’ are performed by GRC to assess compliance with FCAregulations.

- Oursuite of policiesis reviewed regularly, and they are supplemented by mandatory training
forallemployees to ensure awareness of, and compliance with, regulatory requirements.

4. Competition
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RISKAND POTENTIAL IMPACT

Externalmeasures show that we have the largest and most engaged automotive audience. Nevertheless,
we remainwary of competitive threats, including big tech and social media, who could develop products
which fundamentally disrupt the car buyingjourney, and/or provide superior products for retailers. This
couldlead to aloss of marketshare.

KEY CHANGES AND OUTLOOK

The emergence of agentic Al presents opportunity but also has the potential to disrupt online marketplaces.
Risksinclude: Albeingused to disintermediate marketplaces like Autotrader; and Al being used to direct
consumersdirectly torelevant adverts, negating the need for retailers to purchase prominence.

Large technology organisations continue to operate in segments of the automotive sector. We expect
Amazon tolaunch Amazon Autosin the UK which would be a new competitor.

Despite these factors, our marketplace remains strong and last year saw continued record levels

of cross-platformvisits.

HOW WE MANAGE THE RISK

Continuedinvestmentinour branding and marketing helps us to protect and grow our audience. This aims
to maintain our position as the mostinfluential website for consumers when purchasing avehicle.

We monitor competitor activity closely. The competitive landscapeisregularly reviewed at ALT and
Board level.

We continue toinvestinand develop our product offerings to ensure we offer value to consumers, retailers,
and manufacturers.

Customer Advisory Groups have beenintroduced recently and willenable customers to provide feedback
onourservices.

We also work with OEMs to develop solutions to enable them to advertise their new car pipeline stock
onourwebsite.

We workin an agile way which enables us to respond quickly to emerging competitive threats.
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5. IT systems and cyber security

RISK AND POTENTIAL IMPACT

As adigitalbusiness, werely onourITinfrastructure to provide our services. Adisruptive cyber security
and/or business continuity incident could lead to downtime of our systems and infrastructure. Execution

of our strategy alsorelies onus making appropriate investmentsin secure systems and technologies.
Failure toinvestinappropriate technology and safeguards could lead to us failing to achieve our objectives.

Delivery of our strategic objectivesrelies on us using data to provide valuable insights to customers.
Asignificantdata breach, whether because of internalthreat or an external cyber-attack, would lead
toalossinconfidence by the public, our suppliers, retailers and advertisers.

KEY CHANGES AND OUTLOOK

- OurCyberSecurity and Disaster Recovery Forums have continued to monitor the number and severity
of incidents and vulnerabilities. We have not experienced any major or material disruptions or cyber
attacksinthelastyear.

- We continuously monitor the externalenvironment for cyber security threats. Over the last year we have
continuedtoinvestinour technology platformandinour cyber defences.

- Recently, Anthropic have withheld the public release of their Mythos Almodel due toits ability to
autonomously discover and exploit “zero-day” cyber security vulnerabilities. As Almodels become
increasingly sophisticated, thereis arisk that they could be used by bad actors.

- Wearealsomonitoring how quantum computing could evolve, which poses threats to security if itisused
bybadactors.

« Wehaverolled outsecure and confidential Al tools for allemployees to enable themto use Alin their
day-to-dayroles. Our Cyber Security Forum oversees Al use from a security perspective and our Product &
Technology Communityisleading on developing Al tools, both for employee productivity and for customer-
and consumer-facing products.

- Wesuccessfully rolled out Mac laptops to allemployees and have builtimproved physical security into the
design of ournew Manchester office.

HOW WE MANAGE THE RISK

- Wehave aBCPandITDRwhich areregularly reviewed and tested.

- We continuously monitor the availability and resilience of our services.

- Alloursystemsare cloud-based which bringsresilience toincidents, and ability to recover quickly
and efficiently.

- We have dedicated security teams, including white hat hackers, who carry out regular penetration testing
of our systems toidentify and fix potential vulnerabilities.

« Allemployeesundergo IT andinformationsecurity awareness training on atleast an annual basis.

« Ourmulti-year project toupgrade ourinternal systems used by our customer and consumer support teams
remains apriority.

« WeusetheNIST 2.0 Cyber Security Framework to manage and control cyber and technology risks. Our cyber
security frameworkincludes control activities such as firewalls to prevent external access, multi-factor
authentication, conditionalaccess, third-party application security, regular application penetration
testing, and data minimisation andretention policies.

6. Employees
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RISKAND POTENTIAL IMPACT

Toenable ustoachieve our strategic objectivesitisimportant that we continue to attract, retain and motivate
ahighly skilled workforce, including those with specialist skillsets indata and technology. Delivery of our
strategyis also dependentonus maintaining a diverse, inclusive and representative workforce, asupportive,
collaborative culture,and asafe environment, all of which willenable optimum performance fromall
ouremployees.

KEY CHANGES AND OUTLOOK

InJanuary 2026, we moved to a new, state-of-the-art office in Manchester. Thisincreased capacity and
providedimproved facilities, enabling better collaboration and productivity.

Politicaland societal polarisation continues to be a threat, and this has the potential to affect our
employees and affectour culture and morale.

From a culture and morale perspective, the second half of the year has been difficult for ouremployees.
Factorsinclude somerestructuring during FY26; the recent fallin our share price; and negative sentiment
fromretailersinresponse to the scaling of Deal Builder, all causing some uncertainty and unease.

These factorshave beenreflectedinour current measure of employee engagement, which saw a decline
from91%to72%.

We commenced ‘listening’ sessions within the business aimed atincreasing engagement.

We are reviewing and refreshing our policies and processes to comply with the EmploymentRights Act.

HOW WE MANAGE THE RISK

Avalues-led cultureisembedded throughout the organisation andis central to our recruitment, induction,
training and development processes.

Well-embedded policies covering allareas of employee risk to ensure that employee cases are handledin
acompliantmanner,including disciplinary, grievance and capability.

Active successionplanning and career development for key roles and senior executives. These are
coupled withlong-termincentive plans for senior staff, including incentives linked to diversity, inclusion
and sustainability.

Regular business updates, networks, guilds and all-employee conferences to maintain engagement.
Careerdevelopment plans aimed at developing allemployees, especially those with ambitions to reach
seniorleadership. Talentdevelopmentis part of the Terms of Reference of the Nomination Committee.
Diverse Talent Accelerator and Inclusive Leadership programmes equip our employees, people leaders
and future leaders with the skills to lead diverse teams.

Monitoring how Connected Working affects engagement,inclusion, employee safety and productivity.
Any overseas working mustbe approved by People Operations to ensure the safety of ouremployees,
security of our systems and compliance with allrelevant laws and regulations.
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7. Brand and reputation
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8. Failure to innovate continuously
and responsibly

e Unchanged @@ O @

RISK AND POTENTIAL IMPACT RISKAND POTENTIAL IMPACT

Ourbrandis one of our biggest assets. Our research shows that we are the largest and most trusted
automotive classified brand in the UK. Failure to maintain and protect our brand and/or negative publicity
affecting our reputation could diminish the confidence that retailers, consumers and advertisers have
inour products andservices. Thiscouldresultin areductioninaudience and revenue.

The automotive industryis changing. Should we fail toinnovate our business and product of ferings, we could
lose relevance with our key stakeholders, including consumers and customers. Itis crucial that we develop and
implement new products, services and technologies safely and responsibly, and adapt to changing consumer
behaviour towards car buying and ownership. Failure to provide both customers and consumers with the best
possible products and online journey, including an online buying experience, could lead to reduced website

KEY CHANGES AND OUTLOOK o
trafficandloss of revenue.

« Welaunchedour new marketing campaign, ‘It's Time for Autotrader’, which was designed to target the
25-34year-old demographic. We estimate that this campaign willreach 96% of this demographicin the UK.

« OurCustomer Security team has continued to work proactively to block unscrupulous and potentially « Ourroll-out of DealBuilderinthe autumn was met with resistance from some retailers. We are evolving our
fraudulent activity on our website. The level of fraud remains low and our Trustpilot rating remains high retailerengagementstrategy to ensure that our customers have avoice inhow we shape our products,
at4.7outof 5. whichincludes Customer Advisory Groups with diverse representation from across our retailer customers.

KEY CHANGES AND OUTLOOK

- Weare founding members of the Vehicle Safe Trading Advisory Group (‘'VSTAG') and this group will
celebrateits 20thyearinthe coming year. We work with playersin the industry to collectively fight against
unscrupulous behaviours. We also work closely with law enforcement to help them to prevent and
investigate potentially criminalbehaviour.

- Wecontinue toseekwaystouse Alto preventand detect potential frauds and scams, and this willevolve
inthe coming years as models become more sophisticated.

HOW WE MANAGE THE RISK

« Weinvestinnew andinnovative marketing campaigns and new ways of engaging car buyers to continue
tomaintainbrand awareness, and to change perceptions of Autotrader to be adestination fornew cars
aswellasused.

- Wehaveaclearandopen culture withafocus on trust and transparency and Communityis at the heart
of ourvalues.

- We proactively monitor our website to identify and quickly remove fraudulent or misleading adverts.
Customer Security also works proactively withretailers, law enforcement and authorities, and the wider
industry to highlight potential security concerns.

- Ourapproachtocybersecurity and data protection helps to protect us fromthe adverse impactof a
significantdatabreach or cyber-attack. We also have mature breachreporting and crisis management
programmes that enable us to identify, escalate and appropriately handle any emergingissues that could
resultinreputationaldamage.

We launched Buying Signals which enables retailers to prioritise leads from high-intent buyers.
We continue toinvest heavily in our technology platforms. InFY26 we launched an Al platform which
enablesusto quickly productionise Al products.

HOW WE MANAGE THE RISK

Continuousresearchinto changing consumer behaviour, regular horizon scanning of competitive threats,
monitoring of emerging trends and use of externalresources when needed.

Recentlyintroduced Customer Advisory Groups to capture retailer feedback supplement our existing
forums whichinclude the Manufacturers Forum and the CEO Forum.

We engage and maintainregular contact with digital marketplaces around the world, both automotive
and non-automotive, to enable peer-to-peer sharing of good practice.

We continuously work collaboratively with all key stakeholders to ensure that we are aware of their needs
and challenges. Doing so helps us toidentify the best possible solutions for them.

Aninclusive and diverse workforce enables us to maximise creativity and performance, leading toinnovation.
Anagile and collaborative culture, as well as continuous investmentin a technology platform which
enablesustodevelop andrelease software safely and securely, at pace.

Dedicated workstreams as part of all our strategic priorities. These workstreams are aimed at developing
the best products to meet the needs of the consumer and customer.
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9. Climate change

RISK AND POTENTIAL IMPACT

The automotive industryis a high contributor to emissions, and there is pressure from consumers and the
Government fortheindustry toreduceits environmentalimpact. Failure to deliver on our environmental
commitments could affect our reputation as aresponsible business.

The shiftfrominternalcombustion engines ('ICE’) to electric vehicles (‘EVs’) could prompt changes to car buyer
behaviour. Factors which mightinhibit mass consumer adoption of EVsinclude: the high price of EVs compared
to ICE equivalents; potential forimprovementsin public transport; changing Government policy and reduced
incentives such asincreasing taxes on EVs; range anxiety; and anxiety over the residual value of EVs.
Changingand more stringentregulatory requirements could increase our cost base. Increased frequency and
severity of extreme weather events could lead to heightened costs, including costs associated with heating/
airconditioning,insurance and cloudinfrastructure. Extreme weather events could also lead to short-term
closure of retailer forecourts (for example, due to flooding).

KEY CHANGES AND OUTLOOK

- Despitediscounts aimed atstimulating demand for EVs, price disparity between ICE and EVs hasremained
abarrierto mass-adoption of EVs. Additionalbarriersinclude price inequality between public and private
charging, and anxiety around the availability and reliability of public EV charging.
Inthe calendaryear 2025, EVs made up ¢.23% of allnew carregistrations, below the 28% target set by the
ZEVmandate. The target for calendaryear 2026 increases to 33% anditis likely thatmanufacturers will
againusediscounts to stimulate demand.
« Weareseeingapipeline of EVs flowing through to used, and our dataindicates that consumer appetite for
used EVsisstrong.
Historically,our carbon emissions have beenrelatively low. However, they have increased this year owing
totwo primary factors: the initial costs of our new office; and the practice of purchasing vehicles within
our Leasing business. Vehicle purchasesis the primary source of our carbon emissions and this activity will
continueinthe nearfuture, leading to higher carbon emissions attributable to the Group versus prior years.
« Weintroduced the Responsible Change Forum. This brings senior stakeholders together to shape and
oversee our ESGstrategy.

HOW WE MANAGE THE RISK

« Weareevolving our marketplace to provide consumers withinformation about EVs. A cross-functional
teamis focusing on helping consumers make environmentally friendly vehicle choices.

« Welobby Governmentand share ourdata andinsights to help guide policy on how to decarbonise the
automotive industry.

- Aspartofourclimate commitments, we are focusing not just on our own carbon footprint, but positively

supporting theindustry to decarbonise. Our partnership with the Carbon Literacy Project provides training

andinsights to employees and external stakeholders.

The newlyintroduced Responsible Change Forum meets regularly and reports to the Corporate

Responsibility Committee.

- Weevaluate the environmentalrecord and commitments of suppliers within our procurement processes.

- Bydigitising the automotive retail sector, we provide customers and consumers with purchasing options
should extreme weather events lead to short-termretailer forecourt closures.

10. Reliance on third parties and partners
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RISKAND POTENTIAL IMPACT

To achieve our strategic objectives, we are reliant on partners to support certain productinitiatives, for
example having lendersintegrated with our Deal Builder journeyis a key dependency. We alsorely on third
parties to supportour technology infrastructure, to supply vehicle data and financing, andin the fulfilment
of some of ourrevenue generating products. Consequently,itisimportant thatwe manage relationships with,
and performance of, key suppliers and strategic partners.

KEY CHANGES AND OUTLOOK

Retailers canuse Autotrader’s systems to access our services and data, whereas others use third-party
technology systems that we have integrated with. We continue to work closely with these technology
partnerstoenable our customers to use our platform capabilities.

Our Vehicle Check producthas beensuccessfully rolled out and we are now entirely self-sufficient by
sourcing alldata directly from source, rather than viaintermediary organisations.

Despite the ongoing geo-political risks over the last year, our supplier-base hasremainedresilient.
We have not experienced any major disruption or downtime arising from suppliers.

HOW WE MANAGE THE RISK

Our strategic approachis to build and develop tools and systems ourselves, rather thanrely on outsourcing.
Where possible, we limitreliance onsingle suppliers toreduce single points of failure.

We maintain alist of critical suppliers and regularly review our contingency arrangements to ensure we can
actquicklyinthe event of disruption.

Contracts andservice levelagreements are in place with suppliers. New relationships go through arobust
procurementand legalreview process and are subject toregularreview.

We carry outduediligence onourkey suppliers and partners at the onset of the relationship and throughout the
life of theserelationships. Thisincludes financial viability, resilience and alignment with our values and culture.
We seek to develop strong commercial relationships with our partners andregularly explore ways of
working together even more effectively. We monitor the performance of partners and suppliers to ensure
continued quality and uptime.
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Viability statement

In accordance with the UK Corporate
Governance Code 2024 (the ‘Code’),
the Directors have assessed the Group's
prospects and long-term viability over
a period significantly longer than

12 months from the approval of these
financial statements.

ASSESSMENT OF PROSPECTS

The Group’s overallbusiness model and strategy,
assetoutonpages8tol2,arecentralto
assessingits future prospects. The Group’s aim
isto continue growing its marketplace, which
includes playing alargerroleinnew carsales
and advertising, to surface the power of artificial
intelligence (‘Al') which willenhance our existing
data products, and to move more of the car
buying process online.

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

- dataandtechnology: continuousinvestment
ismade indeveloping platformand Al
technologies which lead toimprovements
forconsumers, retailers and manufacturers;

« market position: the Groupis the UK's largest
and mostengaged automotive marketplace,
with the largestvolume of in-market car buyers
and the mostinfluential website a consumer
visits when purchasing avehicle; and

« people: continued successand growthare
dependent onthe ability to attract, retain
and motivate a highly skilled and diverse
workforce, including those with expertise
indataandtechnology.

The Board has determined that a period of five
yearsto March 2031is the most appropriate
periodto provideits viability statement as:

- itallowsconsideration of the longer-term
viability of the Group;

+ itbeingmore aligned with the Group's
strategic planning process; and

- itreflectsreasonable expectationsin
terms of the reliability and accuracy
of operationalforecasts.

The Group's prospects are primarily assessed
throughits strategic planning process. Eachyear,
the Group CEO and CFO lead areview of the
ongoing plan with the Autotrader Leadership
Team (‘ALT’), working closely with relevant
functions across the business. The Boardis fully
involvedin this process and considers whether the
planappropriately reflects developmentsin the
externalenvironment,including technological,
socialand macro-economic trends.

Thisannualreview resultsin arefreshed set of
objectives whichunderpin our three strategic
focus areas and our Environmental, Socialand
Governance (‘'ESG’) priorities, together withan
assessment of the risks that could impact
delivery and the annualfinancialbudget. The
mostrecentupdates were completedin March
2026, whichreflect the Group’s current position
and outlook for the year ahead. Progress against
this planis monitored monthly by both the ALT
and the Board.

Detailed financial forecasts covering the
five-year period to March 2031 have been
prepared. These consider customer numbers,
stocklevels, ARPR, revenue, profit, cash flow
and key financialratios, and assess our funding
requirements, including ongoing compliance
with covenants under the Group’s Syndicated
Revolving Credit Facility (‘Syndicated RCF’).
The firstyear of the forecastis alignedto the
Group’s 2027 annual budget, with subsequent
years preparedindetailand flexed toreflect
actualperformanceinyearone.
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The key assumptionsin the financial forecasts,
reflecting the overall strategy, include:

- sustained growthinour marketplace, aswe
continue todevelop our platformandinvest
inour search experience;

- growthintheuse of ourdata, beingthe
industry standard platform and further
embedding ourdatainto the automotive
ecosystem, giving buyers andretailers
up-to-dateinsight;

+ growthinareasoutside of advertising, as
we continue to evolve both our products and
consumer experience, bringing more of the
carbuying process online; and

- increaseincostslargely throughsalaries as
the Group continues to grow, supporting and
developing new products.

These assumptions are reflectedinthe Group's
emerging and principalrisks and uncertainties,
setoutonpages45to 50, over which the Directors
have conducted arobustassessment. The
principalrisks summarise the matters that could
prevent delivery of the Group's strategy, or
threatenits business model, performance,
solvency or liquidity, andinclude severalrisks that
could alsoimpact the Group's ongoing viability.
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Principalrisks and uncertainties continued

ASSESSMENT OF VIABILITY Scenario modelled Links to principalrisks
The Group's strategic and financial planning process provides the Board's best view of the business’s Scenario 3: Increased competition Risk 2: Automotive
future prospects. For the viability assessment, additional scenarios have been modelled linked to This scenario assumes ashiftin the competitive landscape following the takeover economy, market and
anumber of the Group’s principal risks and uncertainties, as set out on pages 45 to 50, to quantify of acompetitor by awell-capitalised third party or the entry of anew player. A business environment
the potentialimpact of these risks crystallising over the assessment period. While all principal risks competitor could develop a superior consumer experience or retailer products, Risk 4: Competition
were considered, only those representing severe but plausible scenarios were modelled in detail. including Al-driven tools that disintermediate the marketplace orroute CoNSUMers  puoy g £ailyre toinnovate

directly to specific vehicles. This could disrupt the Group’s market share and change

These were: ; ) L ; continuously andresponsibl
retailer behaviour, limiting revenue growth through fewer retailers and/or lower ARPR Y P Y
N : . N due toreduced pricing power and lower demand for prominence products.
Scenario modelled Links to principalrisks P gp P P
. R . R Revenue assumptions: Approximately10% of retailers are lostin FY27, with underlying
: - Risk1: Macrorisk X L L
Scenarc;oLSekvere'macro eiO:O?IEShOCk d | d i0d of ) ARPRreducing through aloss of stock and pricing power, resultingina c.25% decrease
Assumed awea nessmtifgrowt -hightn “t'o';""” pro or;ge periodo Risk 2: Automotive in Trade revenue over two years. A c.35% decrease in all other revenue streams and
elevotedlnteregtrotes,t Isscenario assesses theimpacto arenewed adverse economy, marketand ac.10%decrease in Autorama revenue were assumed due to adeclineinvolumes
macro-economic shock. The current environment could lead to lower consumer business environment

and margins as aresult of increased competition. Gradualrecovery was assumed
throughretailers fromfinancialyear ended March 2029 as new products and
packages are developed to counter the competitive threat.

confidence and reduced vehicle demand. A sustained downturn of this nature could
materially affect the automotive supply chain and limit the Group’s customers’ ability

totrade profitably, resultingin lower revenue, stock, audience and market share. X . ] ) )
Cost assumptions: Marketing spendincreased as a percentage of revenueinabid

Revenue assumptions: Economic downturn lasting two years and ¢.30% of retailers to counter competitive threat. Cost of sales decreased in line with revenue.

cease trading. Underlying average revenue per retailer (‘ARPR’) decline through aloss
of stock asretailers’ budgets are constrained, leading to ac.40%decreasein Trade Scenario 4: Combination of all three scenarios as above Allof those listed in other
revenue. Ac.40%decreaseinall otherrevenue streams and a c.5% decrease in Thisis seen as aworst-case scenario, and highly unlikely. scenarios
Autoramarevenue were assumed due to reduced demand and consumer confidence.
Modestrecoverywas assumed from financialyear ended March 2029.

SYNDICATED REVOLVING CREDIT FACILITY (‘SYNDICATED RCF’)

Costassumptions: Cost of sales and marketing decreased inline withrevenue. X R i .
The above scenarios consider the bi-annual covenants attached to the Group’s Syndicated RCF,

Scenario 2: Cyber attack Risk 3: Legalandregulatory  ensuring thresholds are met. The scenarios are hypothetical and severe for the purpose of creating
Acyberattack affecting either the Group or akey supplier could lead todata loss compliance outcomes that have the ability to threaten the viability of the Group.

anddisruption to the Group’s systems andinfrastructure, resultinginreduced Risk 5: IT systems and cyber ) o

revenue, additional costs of regulatory fines, remediationand reputationaldamage.  security Theresults of the stress testing demonstrated that due to the Group’s significant free cash flow,

This scenario assumes a cyberincident that triggers the maximum General Data accessto the Syndicated RCF and the Board's ability to adjust the discretionary share buyback
Protection Regulation (‘GDPR’) fine (4% of Group revenue), coupled with significant X ) ) programme, it would be able to withstand the impact of any of these scenarios, remain cash
reputational harm. The resulting loss of confidence inthe Group’s products and Risk10: Reliance on third generative and meet the obligations of its debt facility.

services ultimately leads to areductionin audience and revenue. parties

Risk 7: Brand and reputation

Revenue assumptions: Asevere reduction was modelled through Trade revenue, VIABILITY STATEMENT . . .
resultingin an initial c.30% decrease in revenue driven by a shock loss of retailers. Based on this assessment, the Directors confirm that they have areasonable expectation that the

Ac.30%decreaseinall other revenue streams and a c.10% decrease in Autorama Group will continue to operate and meetits liabilities over the five-year period ending March 2031.
revenue were assumed due to loss of consumer and partner confidence in the Group’s GOING CONCERN

brand. Group performance assumed to stabilise in financial yearended March 2028 TheDi l id di i he fi ial h A
before gradualrecovery from financialyear ended March 2029 as a result of the work e Directorsalso considereditappropriate to prepare the financial statements on the going concern

done to restore brand confidence and implement technical fixes. basis, as explainedin the Basis of preparation paragraphinnote1to the financial statements.

Cost assumptions: Cost of sales decreasedinline withrevenue. Overheads
increased due to the regulatory fine for the data breach (maximum fine of 4%
assumed), technical fixes, consultancy costs and remediation costs. Marketing

spendincreased as apercentage of revenuein earlier years to counter The Company’s Strategic report, set out on pagesito 52, was approved by the Board on
reputationaldamage. 21 May 2026 and signed onits behalf by:
Nathan Coe

Chief Executive Officer
21May 2026





