Section172(1) statement

Considering our
stakeholders

The Directors of the Company have acted

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

Section172 matters

Our purpose is

STRATEGIC REPORT

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

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

Driving Change Together. Responsibly

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

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

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

We are committed
toacting

responsibly

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

C) WORKING RESPONSIBLY P29
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The framework which has been
adopted allows decision-makers to
consider the balance of interests of
affected stakeholders and ultimately
todo theright thing for the long-term
success of the Company for the
benefit of its members as awhole.
The Board recognises thatnotevery
decision willresultinan equally
positive outcome for all stakeholders.
However, by genuinely understanding
our stakeholders and considering
their diverse needs, the Board
incorporatesinto discussions the
potentialimpact of decisions taken
oneach stakeholder group and the
other mattersrequired by section172(1).
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Section172(1) statement continued
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Material decisions taken by the Board

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

RELEVANT STRATEGIC PRIORITIES: @ O @

Co-Driver onC:f
Al-powered tools

CONTEXT

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

1. Smartimage Management: Automates and
optimises vehicleimage categorisation.

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

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

BOARD CONSIDERATIONS

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

c.250,000

Alvehicle description generations
since launch

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

OUTCOME

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

RELEVANT STAKEHOLDERS
Customers
Qurpeople
Consumers
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Office relocation to
Manchester teeh hub,
Circle Square

CONTEXT

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

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

BOARD CONSIDERATIONS

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

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

@ Platform

@ Marketplace

O Digitalretailing

1100+

Auto Trader colleagues willrelocate
tothe new spaceinearly 2026

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

OUTCOME

The Board agreed that Circle Square was by far

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

RELEVANT STAKEHOLDERS
Ourpeople
Community & environment

@ Working responsibly
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Maintaining
stakeholder
relationships

Consumers

Section172(1) statement continued

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

Whenengagementdoesn’toccurdirectly with
the Board, the feedbackis communicated to

WHY ARE OUR CONSUMERS
IMPORTANT TO US?

The continued success of our
business modelisunderpinned

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

Auto Trader as amarketplace.

WHAT MATTERS TO OUR
CONSUMERS?

- Wide choice of vehicles and choice

of ways in which to buy. Hassle

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

HOW DO WE ENGAGE WITH OUR
CONSUMERS?

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

MATERIAL ISSUES
e Data privacy and security
o Productinnovation

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

- Providingin-house consumer
facing supportsevendays
aweek.

- Utilising socialmediaand
marketing channels.

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

andjourneys.

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

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

e Customer satisfaction
Q Driving transparency

Customers

(retailers, manufacturers and other customers)

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

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

STRATEGIC REPORT

WHY ARE OUR CUSTOMERS
IMPORTANT TO US?

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

WHAT MATTERS TO OUR

CUSTOMERS?

+ Accesstoalargevolume
of engaged carbuyers.

« Streamlining the carselling

process for greater efficiency.

-« Effectivelysourcingvehicles.

- Easyaccesstotrusted,
understandable data for
informed sourcingand
disposal decisions.

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

+ Establishing two-way lasting
partnerships.

HOW DO WEENGAGE WITH OUR

CUSTOMERS?

+ Conductingretailer sentiment
surveysto assess product
improvements and value.

MATERIAL ISSUES
o Data privacy and security
o Productinnovation

e Customersatisfaction

+ OurLeadership Team

participatesinabusiness
partnering programme.

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

+ Customersareinvited to attend

selectBoard meetings.

Publishing regular thought

leadership andinsight-driven

reports, suchasthe Road to

2030 Report.

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

WHAT ACTIONS DID WE TAKE?

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

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

« Conducting betatestsfor
productlaunchesto optimise
performance.

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

Our people

FINANCIAL STATEMENTS

MATERIAL ISSUES

G The environment
e Our people & communities

e Ourgovernance & compliance

WHY ARE OUR PEOPLE
IMPORTANT TO US?

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

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

WHAT MATTERS TO OUR PEOPLE?

« Fairreward, recognition

and benefits.

Opportunities for training,

careerdevelopmentand

professional growth.

- Supportive leadership with
opencommunicationand
appreciation forcontributions.

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

« Aninclusive values-led culture.

HOW DO WE ENGAGE WITH

OURPEOPLE?

« TheBoard EngagementGuild,
made up of ouremployees from

MATERIAL ISSUES
e Data privacy and security

o Employee wellbeing,
engagementandsafety

° Investmentin talent

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

« Regularemployee
engagementsurveys.

- Biannualall-employee
conferences,andregular
virtualbusiness updates.

- Openwellbeing forums.

- Healthandsafety assessments.

- Independentwhistleblowing
service.

WHAT ACTIONS DID WE TAKE?

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

- Ongoingreview andrefresh
of annualemployee benefits.

« Benchmarking of salary and
benefitsinline with the market.

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

- Financialwellbeing education
with externalleading specialist.

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

@ Diversity andinclusion
@ Ethicsandintegrity
@ Remuneration

02 -72

02 Ataglance

03 Highlights of the year

04 Chair's statement

05 CEO'sstatement

08 Market overview

12 How we create value

13 Strategic progress

18 Section172(1) statement

22 Key performance indicators

25 Non-financial and
sustainability
information statement

26 Financialreview

29 Working responsibly

62 How we manage risk

65 Principalrisks
and uncertainties




GOVERNANCE FINANCIAL STATEMENTS @

- [ sreaTeoroReroRT
STRATEGIC REPORT
-y

Section172(1) statement continued

MATERIAL ISSUES

G The environment

e Our people & communities

02 -72

02 Ataglance

e Ourgovernance & compliance

Partners & suppliers Community & environment

B@ Investors /UH 03 Highlights of the year
il

&

04 Chair's statement

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

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

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

05 CEO'sstatement

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

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

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

08 Market overview

WHAT ACTIONS DID WE TAKE?

I capitalthatenablesustoinvestinthe advisors and other agencies.
« TheCorporate Responsibility

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

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

WHAT MATTERS TO OUR

PARTNERS AND SUPPLIERS?

« Collaboratingoninnovative
solutions.

- Creating shared opportunities
toincrease revenue and
generate additionalincome
streams.

« Fairtrading practicesand
clearterms and conditions.

« Buildinglong-term trusted
relationships.

MATERIAL ISSUES

o Productinnovation

@ Responsible supply chain
@ Ethics andintegrity

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

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

- Fosteringanopendialogue for
collaborative relationships and
creating opportunities for
sharedlearning.

WHAT ACTIONS DID WE TAKE?

- Regularly monitoring and
reviewing financial health
and operating resilience.

- Reportingonthetime taken
to pay suppliers within agreed
paymentterms.

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

socialand environmental outcomes.

WHAT MATTERS TO OUR
COMMUNITY AND OUR
ENVIRONMENT?

Energy consumptionand
carbonemissions.

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

HOW DO WE ENGAGEWITH
OURCOMMUNITY AND
OURENVIRONMENT?

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

MATERIAL ISSUES

ﬂ Climate

o Making adifference to ourlocalcommunities andindustries

@ Diversity andinclusion

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

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

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

long-termsuccess of the business.

WHAT MATTERS TO OUR
INVESTORS?
- Financialperformance, witha

balanced and fairrepresentation

of currentfinancialresultsand

future prospects.

Share price performance and

overallreturns.

Equitable remuneration

practices forboth executives

andemployees.

« Adherencetohighgovernance
standards.

« Acontinued commitmentto
environmentalandsocialissues.

HOW DO WE ENGAGE WITH
OURINVESTORS?

- Open,honestandbalanced
communicationaccessible
toallshareholders.

Private shareholders are

encouraged to contact the Board

throughir@autotrader.co.uk.

MATERIAL ISSUES
o Productinnovation
@ Digitalinfrastructure

@ Responsible taxstrategy
and totaltax contribution

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

another Non-Executive Director.

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

WHAT ACTIONS DID WE TAKE?

- Continuing with our capital
policy and share buyback
programme.

« Interimand finaldividends paid.

- Extendedourdebtfacility.

- Continuing successionplanning
toensure the Boardremains
independent.
Maintaining an ongoing
commitmenttoenhancing the
transparency andrelevance
of ourinformation.

@ Corporate governance
@ Ethicsandintegrity
@ Remuneration
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