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AIXIF

This Reference Document (Document de référence) was filed with the French financial markets authority (Autorité des
marchés financiers — AMF) on 29 April 2016 pursuant to Article 212-13 of the AMF's General Regulations. It may be used in
connection with an offering of securities if accompanied with a short-form prospectus (note d'opération) approved by the AMF.,

Copies of this Reference Document are available free of charge from SolLocal Group at its registered office at 7, avenue de
la Cristallerie, 92317 Sevres Cedex, France; on SoLocal Group's website at www.solocalgroup.com; and on the AMF's website
at www.amf-france.org.

Pursuant to Article 28 of European Regulation No. 809/2004, the following information is incorporate by reference in this
Reference Document:

® the Group's Company and Consolidated Financial Statements for the year ended 31 December 2014, the Statutory
Auditors’ Reports and the Group's Management Report for that year are provided respectively on pages 124 to 177,
pages 178 t0 198 and pages 69 to 76 of the Reference Document filed on 30 April 2015 (No. D.15-0449);

® the Group's Company and Consolidated Financial Statements for the year ended 31 December 2013, the Statutory
Auditors’ Reports and the Group's Management Report for that year are provided respectively on pages 132 to 189,
pages 190 to 192 and pages 72 to 77 of the Reference Document filed on 15 April 2014 (No. D.14-0366).

The chapters of the 2014 and 2013 Reference Documents that are not referred to above are either of no relevance to the

investor or are dealt with elsewhere in this Reference Document.

Unofficial translation of the French-language ‘Document de référence 2015" of SoLocal Group, for information purposes only.

SOLOCAL GROUP

A public limited company with share capital of 233,259,384 euros

Registered office: 7, avenue de la Cristallerie — 92317 Sevres Cedex — France

From 9 May 2016: 204, Rond-Point du Pont de Sevres, 92649 Boulogne-Billancourt Cedex
Nanterre Trade and Companies Register No. 552 028 425
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Message from the Chairman of the Board
of Directors and Chief Executive Officer
of SoLocal Group

Jean-Pierre Remy Robert de Metz
Chief Executive Officer Chairman of the
of SoLocal Group = i Board of Directors
& [ of SoLocal Group

The year 2015 was decisive, both for completing the transformation of SoLocal Group into the European leader in local digital

communication as well as for preparing the Group for a new stage of conquest. The Group is now embracing a meaningful and
scalable mission, "Reveal local know-how, everywhere, and boost local revenues of businesses”.

The Internet activities of SoLocal Group are now structured around two business lines:

@ First, we offer digital services and solutions to clients which enable them to enhance their visibility and develop their local contacts.
In 2015, this Local Search activity posted revenues of €496 million thanks to a sustainable and highly qualitative audience generated
through our own brands (PagesJaunes, Mappy, Ooreka) and our privileged partners (Google, Bing (Microsoft), Yahoo!, Apple and Facebook).

® Second, we create and provide Internet users with the best local and customised content about professionals. In 2015, this Digital
Marketing activity represented revenues of €144 million. These highly differentiating technologies have been created over the last five
years and have generated rapid growth (+9% in 2015). They comprise sites & contents, local programmatic and transactional services.
In 2015, we innovated on these product ranges, with an upmarket move of our Internet sites and product & store locator offerings,
and the successful launch of the ADhesive targeting offer, which benefits from our data on local purchasing intents expressed by
Internet users. In addition, our transactional services have been rebranded PagesJaunes Resto and PagesJaunes Doc, leveraging on and
strengthening the traffic generated on PagesJaunes.

Our ambitions by 2018 are clear: stabilise our Local Search’s client base, develop customer loyalty and increase
the average revenue per advertiser generated on this range of products, thanks to the audience generated on our media and
those of our partner platforms, and finally accelerate penetration of Digital Marketing offerings among those same customers.

To better meet its client needs, the Group has been totally reorganised around five client verticals (Home, Service, Retall,
Health & Public and BtoB) and product business lines grouped around its activities (Local Search, Digital Marketing and Print & VVoice).

This reorganisation and the progressive revamping of our operating platform have enabled our 4,400 employees to develop
new skills based on the five company values: focus on our Clients’ interest, Integrity, Teamwork, Innovation and Agility.

In 2075, Internet revenues represented 73% of the total revenues and showed a positive growth of 4%, following stability in 2014 vs
2013. The Group registered an EBITDA margin on revenues of 31% which enabled itto meet its financial constraints at year-end 2015.

Nevertheless, for historical reasons, the Group is still very indebted; growth in Internet business is constrained by bank covenants
which affect our ability to invest more in technologies, acquisition of new clients, communication, and even in certain external
growth transactions.

In a highly competitive environment, where some competitors are investing without being worried about their operating
profitability in the short term while still benefiting from their investors’ goodwill, it has become necessary for SoLocal to alleviate
these constraints that are preventing us from taking full advantage of our development potential. In fact, the share and
debt price no longer reflects the quality of SoLocal's operating performance, but rather the urgency to restructure its debt.

For several months now, we have been exploring all possible refinancing options with our advisors to be able to maintain the
Group's chances of growing as a French champion of the Internet and we will inform our shareholders and the market as soon
as we are in position to propose the implementation of concrete solutions.

Reference document 2015 | SoLocal Group
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. Persons responsible for the Reference Document
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1.1

1.2

PERSONS
RESPONSIBLE FOR |
THE REFERENCE
DOCUMENT

In this Reference Document, the terms “SoLocal Group”
or "the Company” refer to the SolLocal Group SA
holding company, and the terms "PagesJaunes SA" or
‘PagesJaunes” refer to the company PagesJaunes SA.
Theterm "Group” refers to the group of companies formed
by the Company and all its subsidiaries, and the term

Responsibility for the Reference Document

12 Attestation of the persons responsible for this document

“Consolidated Group” refers to the group of companies
formed by the Company and all its subsidiaries, apart
from PagesJaunes Outre-Mer, which is not consolidated.
Aglossary defining the main terms used herein is provided
atend of this document.

Responsibility for the Reference Document

Mr Robert de Metz, Chairman of the Board of Directors, and Mr Jean-Pierre Remy, Chief Executive Officer of

SolLocal Group, are responsible for this document.

Attestation of the persons responsible for this document

We hereby attest that the information in this document is
accurate and contains no omissions which could limit the
scope of its relevance, to the best of our knowledge and
after having taken all reasonable measures to ensure the
validity of this information.

We hereby attest that to the best of our knowledge, the
financial statements were prepared in accordance with
the applicable accounting standards and present a true
picture of the assets, financial position and net income of
the Company and of all of the consolidated companies,
andthatthe managementreport provided in chapter 20 of
this documentis an accurate reflection of the development
of the business activities, performance and financial
position of the Company and of all of the consolidated
companies, as well as a description of the main risks and
uncertainties they face.

We have obtained a letter from the Statutory Auditors
stating that they have completed their work and verified
the information on the financial position and accounts
provided in this document and read through the entire
document.

The Statutory Auditors have reported on the financial
information presented in this document.

The Statutory Auditors' report on the consolidated financial
statements for 2015, which is presented in chapter 20 of
this document, contains Nno observations, The report on
the Consolidated Financial Statements for 2014, which
is presented in the Reference Document filed with the
AMF on 30 April 2015 under No. D.15-0449, contains no
observations,

Mr Robert de Metz
Chairman of the SoLocal Group Board of Directors
Mr Jean-Pierre Remy

Chief Executive Officer of SoLocal Group
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2.1

2.2

STATUTORY |
AUDITORS

Statutory Auditors

Deloitte & Associés

Represented by Ariane Bucaille
185, avenue Charles-de-Gaulle
92524 Neuilly-sur-Seine Cedex

A member of the French National Institute of Auditors
(Compagnie Nationale des Commissaires aux Comptes)
and of the French National Association of Chartered
Accountants (Ordre des Experts-Comptables).

Appointed at the General Shareholders’ Meeting of
3 June 2003 to replace the resigning joint Statutory
Auditor Ernst & Young, for the remaining period of its
predecessor's appointment, i.e. until the completion of the
General Shareholders’ Meeting called to approve 2003
financial statements. This appointment was renewed at
the General Shareholders’ Meetings of 27 May 2004 and
of 10 June 2010 for terms of six years until the completion
of the General Shareholders’ Meeting held in 2016 to
approve 2015 financial statements.

It will be proposed to the General Shareholders’ Meeting
called to rule on the 2015 accounts to renew the term of
office of Deloitte & Associés for a term of six financial years
to the completion of the General Shareholders’ Meeting
ruling in 2022 on the financial statements for the year
ending 31 December 2021.

Substitute Auditors

BEAS

7-9, villa Houssay
92524 Neuilly-sur-Seine Cedex
France

Appointed at the General Shareholders’ Meeting of
3 June 2003 to replace the resigning joint substitute
auditor Mr Francis Gidoin, for the remaining period of its
predecessor’s appointment, i.e. until the completion of the
General Shareholders’ Meeting called to approve 2003
financial statements. This appointment was renewed atthe
General Shareholders’ Meetings of 27 May 2004 and of
10 June 2010 for terms of six years until the completion
of the General Shareholders’ Meeting of 2016 called to
approve 2015 financial statements.

It will be proposed to the General Shareholders’ Meeting
called to rule on the 2015 accounts to renew the term
of office of Beas for a term of six financial years to the
completion of the General Shareholders’ Meeting ruling
in 2022 on the financial statements for the year ending 31
December 2021

2.1 Statutory Auditors
2.2 Substitute Auditors

Ernst & Young Audit

Represented by Denis Thibon

Tour First

1, place des Saisons

92400 Courbevoie — Paris-La Défense 1

A member of the French National Institute of Auditors
(Compagnie Nationale des Commissaires aux Comptes)
and of the French National Association of Chartered
Accountants (Ordre des Experts-Comptables).

Appointed a joint Statutory Auditor of the Company at
the General Shareholders’ Meeting of 27 May 2004, This
appointment was renewed at the General Shareholders’
Meeting of 10 June 2010 for a term of six years until the
completion of the General Shareholders’ Meeting of 2016
called to approve 2015 financial statements.

Auditors’ fees are presented in Note 34 to the consolidated
financial statements.

It will be proposed to the General Shareholders’ Meeting
called to rule on the 2015 accounts to renew the term of
office of Ernst & Young Auditfor a term of six financial years
to the completion of the General Shareholders’ Meeting
ruling in 2022 on the financial statements for the year
ending 31 December 2021.

Auditex

Tour First

1, place des Saisons

92400 Courbevoie — Paris-La Défense 1
France

Appointed the Company's joint substitute auditor at the
General Shareholders’ Meeting of 27 May 2004. This
appointment was renewed at the General Shareholders’
Meeting of 10 June 2010 for a term of six years, i.e. until the
completion of the General Shareholders’ Meeting held in
2016 to approve 2015 financial statements.

It will be proposed to the General Shareholders’ Meeting
called to rule on the 2015 accounts to renew the term of
office of Auditex for a term of six financial years to the
completion of the General Shareholders' Meeting ruling
in 2022 on the financial statements for the year ending 31
December 2021,

2. Statutory Auditors

Reference document 2015 | SoLocal Group
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3. Selected financial i

2015 1 SoLocal Group

Reference document

SELECTED FINANCIAL
INFORMATION

(in millions of euros) : 2015 : 20140 : 2013

CONSOLIDATED

Total Continued activities” Total Continued activities® Total

INCOME STATEMENT
........................................ ‘I.'\"e'(':.u.lll:i.né‘f o &é;e.;;ii.c;ﬁ.él.< e .l‘?'e'(':.u.r.r.i.n'c_‘;‘é T I.E'><.c“e.;;£i.<;r1.a;l.‘2.‘? TS
e ...... 57'526? ...... it .6.§ ................. oo i 2 ....... o ',é’§ ................... ........ s
Internet 645.5 6402 6325 617.9 6325
Print & Voice 2325 2325 3037 3037 3664
Recurring EBITDA : 2609 2703 : 3011: 3107 : 424.3
Internet : 1920 2014 : 1924 2020 : 2674
Print & Voice 68.9 68.9 1087 108.7 156.9
EBITDA 211 270.3 (49.1) 266.9 310.7 (34.3) 4243
Operating Income : 1428 2182 (49.): 2142 2636 (34.3): 329.2
Net financial expense (836): (836): : (981): (981 (132.3)
INCOME FOR THE
PERIOD (GROUP SHARE) : 26.6: 72.6: (30.0) : 59.3: 24.0: (21.2): 4.8
CONSOLIDATED
BALANCE SHEET
R
Non-current assets 3 2511 : : 2292 : : 214.8
Of which net goodwill : 951 : : 825" : : 787
Current assets 507.8 606.7 585.3
Of which net trade
debtors : 3526 : : 4418 : : : 405.8
Of which cash and cash
equivalents 3 537 : : 464 : : : 756
TOTAL ASSETS : 759.0 : : : 835.9: : : 800.0
SHAREHOLDERS' EQUITY :
(GROUP SHARE) © (1,3280): : i (13685): : : (1,866.8)
Non-current liabilities 1244.2 1,247.0 1617.5

Of which non-current
financial liabilities and

derivatives 1M83: D 11396 15162
Current liabilities 842.8 957.2 1,049.2
Of which trade creditors  + 954 ¢ : : 989" : : 84.5
Of which deferred

income k 4833 : : 5754 : : : 5975
TOTAL LIABILITIES ] 759.0 : : 835.9: : : 800.0
Net cash flow : 583" : ; 379 : : 136.2
CONSOLIDATED NET E :

DEBT FOR THE GROUP® : (1,090.5) : : : (1135.8): : i (1,579.6)

Cash generated
by the activity of the X X 3 : : :
consolidated Group ] 1344 : X ] 1071 : : 1914

(") Adjusted by retroactive application of interpretation of IFRIC 21 (cf. chapter 20.1 note 2).

Consolidated income statement is composed of continued activities as above and of divested activities detailed in Consolidated
Financial Statements.

Continued activities are divided in recurring items and exceptional items so that the momentum of the continued activities shall be isolated.
Exceptional items are non-recurring costs.

Net debt corresponds to total gross borrowings less and/or plus the fair value of cash flow hedge derivatives (assets and/or liabilities),
and less cash and cash equivalents (please see chapter 10).

s
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4.1

RISK
FACTORS

4.2 Legal risks
4.3 Market risks

SolLocal Group has reviewed the risks that could have a
significantly unfavourable effect on its business, financial
position or results (or its ability to achieve its goals). We
consider that there are no other significant risks apart
from the following risk factors, supplemented by other
information and the Consolidated Financial Statements
provided in this Reference Document. Investors are invited
to take into consideration the risk factors described in this
chapter before taking any decision to invest.

Risks related to the Group’s
business and strategy

Group's adaptation to digital technologies
and market changes

The rapid development of new technologies and
widespread use of the Internet in the workplace, athome
and onthe move and the significantinfluence of the major
Internet actors, such as social media or search engines
has brought about a change in consumer preferences
and habits which could have a long-term significant
influence on use of the Group's media, and on printed
directories in particular, and it should be noted that a
reduction in the audience of a platform to a reduction in
advertising revenues for that platform given-woved-lead
in the long run. These developments as well as changes
in the behaviour of the main world players on the internet
could have a significant negative impact on the Group's
activities, organisation, financial situation or results.

The Group also has to face the appearance of new
economic models associated with the digital technology.
Various pricing models are used to sell advertising on the
Internet and it is hard to predict which of these models
will become established as the industry standard, if any.
Although we have managed to increase the profitability
of our Internet advertising products, due to an increase
in the return on investment for advertisers in particular,
the emergence of new economic models and increased
competition in the online advertising market sector
could lead to a drop in market rates and a change in our
business model.

These factors could have a significantly negative impact on
the SoLocal Group's business, financial position or results,
or on our ability to achieve our goals.

Difficulty in remaining competitive

SoLocal Group is experiencing an increasing level of
competition in its activities, particularly on the online
advertising market. No assurances can be given that
we will be able to meet the competition generated by
other established economic actors or new entrants.
Increasing competition could result in lower audiences
and prices, reduced growth, reduced margins or the loss
of market share, and each of these elements could have
a significantly negative impact on our business, financial
position or results.

41 Risks related to the Group’s business and strategy

4.4 Industrial and environmental risks

The description of the internal control and risk management
organisation introduced by the SoLocal Group is provided
in the Report of the Chairman of the Board of Directors
on the conditions of preparing and organising the work of
the Board of Directors and on the procedures for internal
control, attached as an appendix to this document. We
have also introduced a risk assurance and management
programme presented in section 6.8 of this Reference
Document.

Our challenge is to be able to always provide pertinent
offers in the online advertising market that can best
meet the expectations of our customers, in a context of
increased competition.

Sensitivity to the economic climate - SoLocal
Group's inability to adapt its cost structure

Our income could drop significantly, if the countries
where we generate major advertising revenues were to
experience a deterioration in their economic conditions.

Our inability to adapt our cost structure if faced with a
downturn inthe economy or increased competition could
also have a significant negative impact on our business,
financial position or results.

Increase in the price of paper or the cost of other
production factors

If the price of paper or the cost of other production factors
were to rise, operating costs could increase significantly.

An increase in the price of paper or a shortage of paper
over along period could have a significant negative impact
on our business, financial position or results. The chronic
overcapacities in production faced with a rapidly eroding
demand do not suggest any substantial increase in prices.
Solocal Group has no mechanisms to cover variations
in the price of paper, other than those provided for, in
the current contracts. We subcontract the work involved
in printing, binding and packing printed directories. An
exclusive printing contract was signed in order to ensure
areduction in rates compared to 2013 and stability in rates
over the period 2014 to 20716.

In addition, we have outsourced the distribution of
directories to a number of subcontractors. An increase
in distribution costs (linked for example to a significant
increase in the fuel price or a substantial revaluation of
the minimum wage), or difficulties encountered with
distribution could have a significant negative impact on
our business, financial position or results.

Risk factors

4,

Reference document 2015 | SoLocal Group
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4, Risk factors

Reference document 2015 | SoLocal Group

Risk of a reduction in contents - Inability
to improve the technical features and
functionalities in the products and services
offered by SoLocal Group

Our goal in our media is to provide useful information
which is as comprehensive as possible. The information
on individuals and businesses that we publish is mostly
gathered from databases available on the market, in
particular, from various telecommunications operators. If
we were unable to access these databases, or if a large
number of subscribers asked to be unlisted, no assurance
can be given that we would be able to gather information
by other means, and that this would notlead to a reduction
in the contents of the media published by the Group, which
could have a significant negative impact on its business,
financial position or results.

In addition, to remain competitive, we must continually
improve our reaction time and the functionality and
features of our products and services, and develop new
products and services which are attractive to users and
advertisers. Use of the Internet as a platform for some
products, we have developed, has increased this need
for adaptability. Compared to other platforms, the Internet
is characterised by very rapid technological advances,
the frequent introduction of new products and services,
rapidly changing business standards, a very volatile and
changeable demand from the consumer and instability
in its business models for these products and services.

These rapid changes in the digital sector require that we
constantly improve our performance and rapidly adapt
our technology and functionality. Any inability on our part
to anticipate or properly respond to changes in technology
or demand, significant delays or major costs incurred in
developing and marketing new products and services, and
as such the inability to honour our promises with regard to
the users of our services, could have a significant negative
impact on our business, financial position or results.

Damage to information systems

A major part of the SoLocal Group's business depends
on the efficient, continuous operation of its information
systems, particularly production and distribution
systems. These systems could be damaged by several
causes, including fire, widespread power cuts, damage
to communications networks, cyber-attacks such as
intrusions into computer systems, computer sabotage
or any other cause which could affect operations. As far
as the activities that we subcontract are concerned, we
cannot respond to these types of events and must rely
on the ability of the subcontracting companies to react
quickly and effectively. Any inability by subcontractors
to respond to these problems could have an impact on
our business. As far as the activities over which we have
full control are concerned, no assurance can be given
that we will have the technical and financial capacity to
alleviate all the damage caused. Our business could be
significantly affected.

Fluctuations in SoLocal Group’s quarterly results

The various editions of our printed directories are
published and distributed throughout the year, so the
business of printed directories does not go through any
major cycles. The publication and distribution of printed
directories is carried out according to a calendar defined
one year beforehand. From an accounting point of view,
income and expenses from selling advertising space in
the printed directories are recognised when they are
published. Therefore revenues and the various revenues
aggregates can vary from one quarter to the next and
may not be representative of our full-year results. In
addition, if the publication of one or more directories is
brought forward or delayed, the recognition of revenues
as well as the associated costs of publication and
distribution could be delayed or brought forward. Finally,
the time delay between the recognition of income and
costs on one hand and the actual receipt of invoice
payments from advertisers on the other hand could
affect working capital requirements, operating cash flow,
operating income or other financial indicators generally
used by investors to evaluate the financial performance
of a company and not reflect SoLocal Group's actual
liquidity level.

Effect of investments or divestments

SolLocal Group may carry out acquisitions or investments
in one of its businesses. No assurances can be given that
we will manage to successfully integrate the acquired
companies, to realise the anticipated synergies,
maintain uniform standards, controls, procedures and
policies, maintain good relations with the staff at the
acquired companies, or that the additional income and
results generated by each acquisition will justify the
price paid for the acquisition. A failure in any of these
integration steps could have a negative impact on the
business, financial position or results, achievement of
the strategic objectives, the financial situation and the
revenues of the Group.

A part of these acquisitions and investments could
involve payment by issuing SoLocal Group shares, which
could have a diluting effect for our shareholders. Such
acquisitions and investments, whether paid for in cash or
shares, could have an unfavourable effect on our business,
financial position or results.

SoLocal Group could also decide to divest itself, sell or close
down any of its businesses. No assurance can be given
that SolLocal Group could find potential buyers or that the
price received for the sale of these businesses or the cost
reductions associated with the disposal or closing of these
businesses could offset any drop in our results.
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4.2

Inability to comply with its bank covenants and
effects of a possible debt refinancing

With net debt (1) amounting to 1,091 million euros as
at 31 December 2015, SoLocal Group's covenant on
financial leverage stands at 3.79 times the consolidated
EBITDA as defined in the contract concluded with the
financial establishments. No assurance can be given
as to our ability to refinance this debt under favourable
terms between now and its maturity, in March 2018 for
799 million euros and in June 2018 for 350 million euros.
Refinancing this debt could have a costthatis higher than
the cost in effect today, and as such affect the results
in the long term and the level of cash flow generation
(see section 10.1 of this Reference Document and Notes
26 and 28 in the Notes to the consolidated financial
statements provided in chapter 20.1).

Changes in ratings are presented below:

The financing agreement between SoLocal Group and
its syndicate of lenders includes default and mandatory
early repayment clauses as well as bank covenants
(see Note 29 in the Notes to the consolidated financial
staterments provided in chapter 20.1). We might have to
renegotiate certain terms in our financing agreement if it
were determined that a risk of non-compliance with one or
more of our covenants had a high probability of occurring
in the shortto medium term. We have carried out a specific
review of our liquidity risk and consider that we are in a
position to meet future payment liabilities.

The following financial ratings were attributed to
SolLocal Group at the date of publication of the Reference
Document:

® Caa2 attributed in February 2016 by Moody's with a
negative outlook;

® B- attributed in June 2015 by Fitch Ratings with a
negative outlook.

3112/2015 3112/2014 3112/2013
! Fitch Ratings © Moody's : Fitch Ratings : Moody'’ Moody's
: Rating B-: : B-: Caal
SoLocaleroup .................................. .....: ......... I....: ........................... AR A T
outlook Negative : Negative : Stable : Negative Negative
pPagesJaunes Rating B : B3 B+ Caal
Finance® outlook -1 Negative: -1 Negative: -1 Negative

() Net debtis the total gross financial debt plus or minus the fair value of derivative instruments used for hedging purposes and minus cash

and cash equivalents.
(2) Relating to the bond issue for 350 million euros mMaturing in 2018.

Legal risks

Litigation and arbitration

In the ordinary course of business, SoLocal Group entities
may be involved in a number of legal, arbitration and
administrative proceedings. Provisions are only constituted
for expenses that may resultfrom such proceedings where
they are considered suitable and their amount can be
either quantified or estimated within a reasonable range.
The amount of the provisions is based on an assessment
of the risk on a case-by-case basis and largely depends
on factors other than the particular stage of proceedings,
although events occurring during the proceedings may
call for a reassessment of this risk.

With the exception of the proceedings described below,
SoLocal Group's entities are not party to any lawsuit or
arbitration procedure which the Management believes
could reasonably have a material adverse effect on its
earnings, operations or consolidated financial position.

During the year 2013, PagesJaunes had to carry out
a further reorganisation, in order to ensure long-term
business sustainability in the face of a constantly changing
professional environment presenting strong threats
from competition. From September 2013, a proposed
development of the PagesJaunes model and organisation
has been presented to the company’s Representative
Staff Bodies. At the same time, Management negotiated
with the representative unions a majority agreement on
welfare supportmeasures. This agreementwas signed on
20 November 2013. Following completion of these works
with the employee representatives, this plan provided for
restructuring combined with changes in the employment
contracts of the entire sales force, a project with no
compulsory redundancies but which ultimately created

48 additionaljobs withinthe company.Following completion
of these works with the employee representatives, this
plan provided for restructuring combined with changes
in the employment contracts of the entire sales force,
a project with no compulsory redundancies but which
ultimately created 48 additional jobs within the companu.
This agreement was the subject of a validation decision
by DIRECCTE (the State's body in charge of businesses
competition, consumption and labour) on 2 January 2014.

Since 311 employees refused the changes in their
employment contracts associated with this restructuring,
280 of them were laid off. One company employee
decided to dispute the decision to ratify the collective
agreement which included the measures provided for in
the employment protection plan before the administrative
courts. Initially, his appeal was rejected by the Administrative
Court of Cergy-Pontoise in a judgment pronounced
on 22 May 2014, Then, by a decision dated 22 October
2014, the Administrative Court of Appeal of Versailles
annulled the aforesaid judgment, as well as the decision
of the administrative authority ratifying the agreement
concluded on 20 November 2013, PagesJaunes and the
Minister of Labour filed an appeal against that decision
before the Council of State. On 22 July 2015, the Supreme
Authority rejected that appeal and confirmed the decision
of the Administrative Court of Versailles, thus definitively
annulling the initial administrative decision on ratification.
The reasoning adopted by the Court of Appeal of Versailles,
confirmed by the Council of State, relates to the majority
aspect of the agreement of 20 November 2013, the judges
considering that the signatory of thatagreement on behalf
of the union FORCE OUVRIERE did not hold a mandate of
central union representative atthe time, as he did not hold
a written delegation from his union following the latest
union elections.

Risk factors

4,
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To date, three proceedings before the administrative court
of Cergy-Pontoise for the annulment of the decisions on
authorisation of redundancy are in progress. PagesJaunes
filed an appeal before that same court against a
decision refusing authorisation on an appeal to a higher
administrative authority filed by another employee. More
than 200 legal proceedings were filed before the industrial
tribunals (of which 27 proceedings were for interim relief,
including 21on appeal and1still in progress) by employees
taking advantage of the consequences of the annulment
of the administrative decision ratifying the collective
agreement relating to the employment protection plan
by the Administrative Court of Appeal of Versailles, which
allows them, as the legal wordings currently stand, to claim
compensation on the basis of Articles L1235-10, -11and -16
of the Labour Code.

Withinthe scope of these legal proceedings, PagesJaunes
raised a priority question of constitutionality (QPC)
concerning Article L1235-16 of the Labour Code, owing to
infringement of the freedom to choose and infringement
of the principle of equality and highlighting the fact that the
constitutional aim of accessibility and eligibility of the law is
notachieved. PagesJaunes filed an application for a stay of
proceedings in this connection while awaiting the decision
on the transfer of this priority question initially to the Court
of Cassation and, if necessary, to the Constitutional Council.
The outcome of these proceedings is likely to affect all the
disputes brought by employees within the scope of the
Employment Protection Plan. In a decision pronounced
on 24 March 2016, the Court of Cassation refused to
refer the QPC on the provisions of Article L. 1235-16 of the
Labour Code to the Constitutional Council. Moreover, the
Court of Appeal of Rennes, which had not wished for a
stay of proceedings while awaiting the decision of the
Court of Cassation, in a decision of 9 March 2016 ordered
PagesJaunes to pay that provision to the 20 claimants.

Finally, several disputes are still in progress for which the
claimants are seeking the nullity of their redundancy
pursuant to Articles L1235-10 and L1235-11 of the Labour
Code, without evoking, even subsidiarily, the application
of Article L1235-16 of the Labour Code.

In the consolidated financial statements for 2015, the
Company recognised the exceptional impact of the
legal decisions annulling DIRECCTE's ratification of the
Employment Protection Plan. This additional provision
amounts to -€35 million and is posted in the consolidated
financial statements for 2015. It is based on a prudent
assumption in a contextof greatlegal uncertainty, increased
recently by the contradictory decisions of the industrial
tribunals. Many appeals were filed by the SoLocal Group to
contest these decisions. Nevertheless, the proceedings in
progress and the legal uncertainty created by this situation
require the Group to recognise an additional provision in
its consolidated financial statements for 2015.

Eleven advertising agencies submitted complaints to the
French Competition Authority for abuse of a dominant
position (particularly for withdrawing the 5% trade discount
granted to advertisers using advertising agencies on the
Internet and 118,008 platforms), seeking the imposition
of provisional measures on the basis of Article L. 464-1 of
the French Commercial Code. In a ruling of 22 November
2012, the French Competition Authority accepted the
commitments proposed by PagesJaunes, which closes
this dispute. These commitments ended on 31March 2016.

In 2010, PagesJaunes was the subject of an inspection by
the French social security agency Urssaf in respect of the
2007, 2008 and 2009 financial years. The Company was
notified of an adjustment amounting to 2.2 million euros.
This risk was fully provisioned as at 31 December 2010.
The adjustment applying to PagesJaunes was confirmed
by the Urssaf Arbitration Committee and the Bobigny
Social Tribunal in a decision on 6 March 2014, following
proceedings brought by PagesJaunes. PagesJaunes has
lodged an appeal against this decision in the Paris Court of
Appeal, seeking a revised settlement of 1.4 million euros.

PagesJaunes is the subject of a tax inspection in respect
of the financial years 2010 to 2013 and has received
reassessment notices for Tax Credit for Research. We have
taken the view that the counts for adjustment are without
basis and have disputed them with the tax authority. We
have therefore made provision to cover the main risks.

Moreover, in common with other companies in the
sector, SoLocal Group is frequently the subject of court
proceedings broughtin relation to errors in the publication
of directories and other media. Generally the financial risk
represented by each of these proceedings is relatively
limited. However, an increase in their number may
constitute a significant risk. As at 31 December 2015, there
were seven sets of proceedings, representing total claims
for damages of 451,269 euros. In these proceedings, our
entities endeavour to negotiate out-of-court compensation,
which significantly reduces the final total cost of such
proceedings. However, N0 guarantee can be given that
these proceedings will not have an adverse impact on our
financial position.

Tothe best of our knowledge, there is no other government,

Judicial or arbitration procedure, whether pending or
threatened, that is liable to have, or has had in the last
twelve months, a significantimpact on the financial position
or profitability of the Company and/or the Group.

All of this information is provided in Note 32 of the Notes to
the consolidated financial statements.

Liaising with the General Managementand our subsidiaries,
our Legal Department, assisted by law firms, monitors the
risks connected with the most significant disputes.

Changes in regulations affecting the Group’s
markets

The communications industry in which SoLocal Group
operates is subject to many regulations (see section 6.6
“Regulations”). Changes in policy or regulations in the
European Union, in France or in other European countries
where we operate could have a significant unfavourable
effect on the business in these countries, especially if such
changes increase the cost and regulatory constraints
associated with providing our products and services. These
changes could have a negative impact on our business,
financial position or results.

In order to anticipate any regulatory development that
could have a significantly unfavourable effect on its
business, SoLocal Group carries out permanent monitoring
of the regulations.
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Legal risks associated with uncertainty
concerning existing regulations

A number of draft laws are being examined, especially in
relation to protecting personal information, responsibility
for content, e-commerce, adaptation of the Sapin Law
to digital advertising and the taxing of advertising on the
Internet.

These future developments in regulations could have
a significant unfavourable effect on SoLocal Group's
business, results and financial position or our ability to
achieve our goals.

SoLocal Group constantly checks that it complies with the
national and international regulations.

Intellectual and industrial property rights

We cannot be certain that steps taken in France and in
other countries to protect our intellectual and industrial
property rights, our trademarks in particular, domain
names, software and patents, will be adequate, or that third
parties will not be able to counterfeit or misappropriate
our intellectual and industrial property rights, or have them
cancelled. In addition, because of the global nature of the
Internet, our trademarks and other forms of intellectual
and industrial property could be spread to countries which
offer a lower level of protection in terms of intellectual and
industrial property than in Europe or the United States.
Given the importance and impact of our trademarks, any
counterfeiting, misappropriation or cancellation could
have a significant, unfavourable effect on our business,
operating income and financial position, or our ability to
achieve our goals.

In order to monitor its assets and ensure consistent
protection, management and defence of its rights,
SoLocal Group regularly updates its portfolio of intellectual
and industrial property rights and we take all legal
measures required, particularly by means of actions for
infringement and/or unfair competition, to protect and
defend our intellectual and industrial property rights.

Limitations on the Group’s right to collect
personal information

SoLocal Group must abide by privacy protection laws,
including European Directive No. 95/46/EC of 24 October
1995, which limits its right to collect and use personal
information about its users (see section 6.6.1.2 — Protecting
Personal Information). Any restrictions on using cookies
installed on an Internet user's terminal or browser when the
user looks up information on the Internet showing how the
user uses the Internet (cookies), or the obligation to allow
users to object to the use of these cookies, could weaken
the effectiveness of advertising as part of the Group's
business. An increased public awareness of these privacy
concerns and changes in the laws, created, among other
things, by the European regulation draft on the protection
of personal data with which we must comply, could limit
our ability to use such personal information for business,
and more generally affect the public perception of the
Internet as a market for goods and services. Each of these
developments could have an impact on our business,
financial position or results.

In particular, the French Commission for Data Protection
and Liberties (Cormmission nationale de l'informatique et
deslibertés — CNIL)issued a public warning to PagesJaunes
without financial penalty on 21September 2011 concerning
a "Web Crawl” service aimed at enabling users to find a
person even if they are not listed on pagesblanches fr by
providing results obtained from social networks, The CNIL
criticised PagesJaunes for distributing this data without
specifically informing or having obtained authorisation
from the persons involved. In the social networks that
were crawled, members had the possibility of limiting
search engine access to their data, if they so desired.
PagesJaunes is appealing this ruling with the Council
of State (Conseil d'Etat). On 12 March 2014 the Council of
State dismissed the appeal of PagesJaunes. Among
other things, the Council of State upheld CNIL's position
on the fact that physical persons whose data is collected
indirectly, in particular on the Internet, must be informed
at time of collection of the use that will be made of this
data, irrespective of the difficulties that may be met with in
so doing. In the absence of prior notification given to such
physical persons, PagesJaunes is not permitted to craw!
personal data on the Internet.

SoLocal Group constantly checks that it complies with
legislation on the protection of privacy. With this in mind,
we have established a Personal Data Department and a
Data Protection Correspondent.

Risk factors

4,
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4.3

4.4

Market risks

In view of its financial structure, SoLocal Group is exposed
to interest rate risk, liquidity risk and credit risk.

The interest rate, liquidity and credit risks are set out
in Note 29 of the Notes to the consolidated financial
statements for the 2015 financial year provided
in chapter 20.1 — Historical Financial Statements.
Information pertaining to SolLocal Group's debt is also
provided in chapter 10 — Cash and Capital Resources,

Industrial and environmental risks

SoLocal Group's activities have an impact on the
environment

Anxious to limit the environmental impact associated
with its Printed Directories business, the Group took
an environmental step over the entire lifecycle of the
product. In 2013, PagesJaunes thus obtained AFAQ ISO
14001 certification for a further 3-year period for the design,
production and circulation of the printed directories it
publishes.

Note 16 — Derivative financial instruments, Note 26 — Cash
and Cash Equivalents, Net Financial Debt, and Note 29
— Financial Risk Management and Capital Management
Policy Objectives in the notes to the historical financial
statements for the 2015 financial year.

The equity risk is linked to own shares held directly
and under the liquidity contract implemented in
October 2008, the details of which are set out in Note 22.3
of the Notes to the consolidated financial statements
for the 2015 financial year appearing in chapter 20.1 —
Historical Financial Statements.

The Group’s other environmental impact relates to:

@ its digital business, with the management of its IT
equipment, its electric and electronic waste, the energy
consumption of its data centres and also the eco-design
of its services;

® employee travel;

® energy consumption, use of resources and
management of waste by its offices.

In this connection, PagesJaunes produced a Carbon
Footprint in 2009-2010, which was updated in 2015 over
the 2014 period.

In order to reduce these impacts, we have implemented
a number of measures. These actions are detailed in
Chapter 8: Corporate Social Responsibility.
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5.1

INFORMATION |
ON THE ISSUER

History and evolution of the
Company

5.1.1 Corporate name and trading
hame

The corporate name of the Company is “SoLocal Group”,
since the change voted by the General Shareholders’
Meeting on 5 June 2013 (previously "PagesJaunes
Groupe”).

The Group has profoundly transformed itself in order to
adapt to technological and societal changes. The name
“SoLocal Group” expresses our current strength: local
and digital services. This change of name was motivated
by the desire to become the market leader in local
communication.

5.1.2 Registration location
and number

Trade and Companies Register No:RCS Nanterre 552 028 425
APE code: 7010 Z

5.1.3 Date of incorporation
and term (Article 5 of the
Articles of Association)

The Company was incorporated on 12 January 1897
and registered on 21 February 1955. Based on Article 5
of its Articles of Association, the Company has a term of
99 years, which began on 31 December 1954 and will run
until 31 December 2053, unless it is dissolved earlier or
extended as provided for in the Articles of Association.

5.1.4 Registered office, legal form
and legislation

Registered office and the Company’'s main place of
business: 7, avenue de la Cristallerie, 92317 Sévres Cedex.

As from 9 May 2016, the Company's registered office
and many of the Group's subsidiaries will move to
204 rond-point du Pont de Sevres, 92100 Boulogne
Billancourt.

Telephone: +33 (0)146 23 30 00.
Company's country of origin: France.

SoLocal Group is a public limited company with a Board of
Directors subject to the provision of Articles L. 210-1ff. of the
French Commercial Code.

5.1 History and evolution of the Company
5.2 Investments

5.1.5 Major events in the
development of business

On 4 February 1946, the Ministry of Posts, Telegraphs and
Telephones (“PTT") made Office d'annonces (“ODA"), a
state-owned company through the Havas advertising
agency, responsible for handling advertising representation
for directories in mainland France.

The shareholders in ODA changed on several occasions
until 1998. In July 1998, Havas, which then owned all
the share capital in ODA, sold its holding to Cogecom
(@ subsidiary of France Télécom). In 2000, before
Wanadoo's IPO, France Télécom first transferred some
of SNAT's activities (the France Télécom division in charge
of publishing the telephone directories) to ODA, then
transferred all ODA'’s shares to Wanadoo. The name of
ODA was then changed to “PagesJaunes”. Following this
reorganisation, PagesJaunes became the owner of the
directory publishing business of the France Télécom
Group, excluding I'Annuaire (formerly known as Pages
Blanches) and alphabetical searching on PagesJaunes
3611, which were retained by France Télécom. Advertising
representation as well as all of the design and production
of 'Annuaire and alphabetical searching on PagesJaunes
3611 were nevertheless entrusted to PagesJaunes by
France Télécom.

Advertising in directories had developed continuously
since 1946 thanks to the consumption growth and in the
advertising market in France and thanks to the increase
in directory distribution and its audience, linked to the
increase in the number of telephone subscribers. The
continuous increase in ODA's sales was particularly due
to its ongoing ability to make permanent adaptations in
terms of business and technology. The 1980s saw the
successful launch of the PagesJaunes directory as well as
the start-up of Minitel, a pioneer of the advertising model
on the Internet. In addition, the Company has developed
its range of advertising services beyond that of consumer
directories, with a range of directories for businesses
(Kompass, PagesPro), as well as a range of services
pertaining to the Direct Marketing business (SoLocal
Marketing Services).

In the framewaork of the public offering initiated by France
Télécom for Wanadoo in February 2004, it was decided
to place some companies in Wanadoo's directory division
under the Company's umbrella (including @D Media
and Mappy). These were then admitted for trading to the
Eurolist of Euronext Paris on 8 July 2004.

5. Information on the issuer
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In December 2004, SoLocal Group transferred to
PagesJaunes SA, by a partial asset transfer agreement,
the business assets, business, and staff members in
charge of the business of publishing the PagesJaunes
directories, previously performed by PagesJaunes
SA, which is now SoLocal Group. These assets were
transferred at their fair value, representing an amount of
net assets of 4,005,000,000 euros, with a market value of
3,959,321134 euros.

On 20 January 2006, PagesJaunes signed an operating
licence agreement with France Télécom for the printed
universal directory infavour of PagesJaunes, accompanied
by an acquisition agreement for the I'Annuaire name for
a total amount of 12.0 million euros. These contracts took
effect on 1January 2006.

Following a competitive tender process in June 2006,
France Télécom announced, it had concluded a purchase
agreement on 11 October 2006, in which France Télécom
agreed to transfer 150,546,830 shares of SoLocal Group
to Médiannuaire representing approximately 54% of
the Company's share capital and voting rights, with
Médiannuaire and its sole shareholder, Médiannuaire
Holding, a company controlled by an investment fund
consortium consisting of Kohlberg Kravis Roberts & Co.
and Goldman Sachs.

The transfer of the controlling interest took place on
11 October 2006 within the framework of an over-the-
counter transfer of controlling interest that was performed
in compliance with Articles 516-2 ff. of the General
Regulations of the AMF, on payment by Médiannuaire
to France Télécom of a total price of 3,312,030,260 euros,
ie. 22 euros per transferred share.

Following this acquisition, Médiannuaire made a standing
market offer for the Company’s shares. As part of this
operation, and pursuantto the provisions of Articles 261-1ff,
of the General Regulations of the AMF, the Company's
Board of Directors appointed the firm Ricol, Lasteyrie
& Associés as independent experts for preparation of
a report on the standing market offer. This firm, Ricol,
Lasteyrie & Associés, issued an expert opinion confirming
that the price offered to shareholders in this operation
was equitable. Following this standing market offer,
Médiannuaire held 54.82% of the capital and voting rights
of SoLocal Group. This holding decreased to 54.75% as of
31December 2007.0On 24 November 2006, the Company
also paid out an exceptional dividend of 9 euros per share,
i.e. a total dividend of 2,519.7 million euros. The dividend
was partly financed by the Group's cash surplus and partly
by arranging a bank loan for a maximum total amount of
2.35 billion euros.

On 9 January 2007, via its subsidiary PagesJaunes
Petites Annonces, SoLocal Group launched an online
real estate and vehicle small ads service, accessible via
“annoncesjaunesfr’. This website is now published by
PagesJaunes SA.

On 1 April 2011, SoLocal Group finalised an agreement with
Price Minister to acquire 100% of the capital of A Vendre
A Louer, a key operator in the online real-estate small
ads market. This company was absorbed in 2013 by
PagesJaunes SA in order to speed up the synergies with
the website “annoncesjaunesfr” in particular.

On 24 May 2011, SoLocal Group acquired 100% of the
capital of ClicRDV. Formed in 2006, ClicRDV.com is the
leader in online appointment booking solutions and now
provides tailor-made solutions for the specific needs for
all businesses types (Major Accounts, self-employed
professionals, SMEs and public bodies).

On 29 July 2071, SoLocal Group finalised the acquisition
of 100% of the capital of Fine Media, publisher of the
ComprendreChoisir.com website, enriching its local and
digital communication offering for businesses. Formed
in 2007, ComprendreChoisir.com now attracts more
than 1.5 million monthly visits and has developed over
280 sites withthemed contents aimed atthe general public,
enabling Internet users to have a better understanding and
make the right choices in five areas: Home/Household
Jobs, Money/Law, Consumer/Practical Info, Health/Beauty
and Business. Since 23 October 2015, the business has
been trading under the name «OOREKA” which replaced
the name “ComprendreChoisir”.

On 2 October 2012, SoLocal Group announced that its
subsidiary Euro Directory had transferred 38.92% of the
capital of Editus Luxembourg SA to P&T Luxembourg,
number one operator in postal and telecommunications
services, Luxemburg, which at that time was already
a shareholder of 51% of Editus. Following this disposal,
SoLocal Group was still a shareholder of Editus with 10.08%
via its subsidiary Euro Directory. On 15 June 2015, Euro
Directory sold off the 10.08% of the capital of Editus that it
still held and is no longer a shareholder therein.

On 31 December 2012, SoLocal Group finalised the
acquisition of 100% of the capital of Chronoresto, the
reference operator in online meal ordering. Since the end
of 2015, Chronoresto has been trading under the name
PagesJaunes Resto in order to associate its business with
the Group's key brand.

On13June 2014, SoLocal Group announced the acquisition
of 100% of the capital of Leadformance of which we
had owned 49% since our initial investment in 2011
This acquisition meets the growing needs of brands and
high-street namesto increase their visibility on the Internet
and mobile devices, in order to better convert internet
users into clients who use their shops. The synergy
Created by 100,000 sites designed by Leadformance,
and dedicated to the outlets of major brands and high
street names, and 125,000 professional sites created
and managed by SoLocal Group, reinforces our position
as France's leading website designer. Integrating
Leadformance also represents a major step for us in the
area of Web-to-Store.

In order to offer our customers more relevant services,
better tailored to their needs, SoLocal Group began a
process of transformation in 2014, This has two main
components: the reorganisation of sales teams and
enhanced digital repositioning. To implement this
process, SoLocal Group sought and successfully secured
a capital increase of 440 million euros (an amount of
361 million euros, respecting Pre-emptive Subscription
Rights (PSRs) and a 79 million euros increase in capital
reserves) combined with a refinancing plan, both of which
were announced on 13 February 2014, Both operations
were very successfully concluded as a result of broad
support from both our shareholders and creditors.
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@® Firstly, on 29 April 2014 the SoLocal Group's shareholders
by morethan 96% in favour of the increase in capital with
maintenance of the preferential subscription right.

® Then the Group received a global request for this
increase in capital by more than €920 million, i.e.a 255%
increase.

® Finally, SoLocal also obtained approval from its lenders,
representing more than 92% of the debts of the scheme
of arrangement (sauvegarde financiére accélérée)
plan. This plan was approved on 9 May 2014 and
allowed an early partial repayment at par in the sum of
€400 million, in return for an extension of the due dates
from 2015 to 2018, with an additional right available to
the Company (under certain conditions)to extend these
due dates to 2020.

This refinancing plan also presented many innovations in
terms of refinancing:

@® This transaction made it possible to combine an
extension of the bank debt payable on the due dates
with an increase in capital.

® Solocal Group was the first group listed in France to
apply the scheme of arrangement to effect refinancing
knowing that its pre-transaction bank debt was very
significant (€1.2 billion).

® The Group asked its guarantors to guarantee the
increase in capital over a period of four months, the time
required to set up this scheme of arrangement.

@ Solocal Group made an increase in capital whose pre-
transaction value was equivalent to the Company's
market capitalisation.

@® Consequently, SolLocal Group's enterprise value
(defined conventionally, by adding the market
capitalisation to the gross bank debt), increased from
€19 billion (more than 80% of the bank debt) on
14 February 2014 before the transaction to €2 billion
as of 31 December 2014, providing a better balance
between market capitalisation and debt.

Thanks to this transaction, SoLocal Group crossed a major
milestone in its financial restructuring in June 2014,

The Group reduced its net debt by almost €400 million,
bringing its net financial debt to around €1165 million
following the transaction at the end of 2013, i.e. a total
reduction in its net debt since the end of 2011 of almost
€700 million.

The Group also relaxed the constraints on its banking
agreements. The financial leverage covenant (the ratio
between net debt and gross operating margin), which
amountedto 375 x since December 2013, is now fixed inthe
new bank documentation at 4.50 x up to March 2015, then
at 4.25 up to September 2015, remaining stable at 4 x as
from December 2015. The amended bank documentation
this provides more flexibility in the management of the
business.

In April 2015, SoLocal Group launched a plan to divest
the Internet businesses that were unprofitable and not
growing. Consequently, on 2 October 2015, the local
social media Zoom On was transferred to the Reworld
group; on 16 October 2015, SoLocal Group finalised the
transfer of Horyzon Media and on 21 December 2015
SoLocal Group also finalised the transfer of Sotravo to
Mybestpro (formerly Wengo), an entity in the Vivendi
group. Finally SoLocal Group terminated Lookingo'’s
"daily deals” business.

On 5 January 2016, SoLocal Group announced the
acquisition of 100% of the capital of Effilab. Set up in
201, certified and recognised as one of the main
specialist agencies of Google Adwords” and Facebook
Ads", Effilab is an agency that specialises in the
management of online advertising campaigns on
search engines and social networks. This acquisition
enables SoLocal Group to strengthen its portfolio of
AdWords solutions and to take up a leading position on
a quickly-developing market.

5. Information on the issuer
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5.2

Investments

5.2.1 Main investments during
the past financial year

The Group's Internet activities focus on two product lines:
Local Search and Digital Marketing.

The Local Search products are mainly connected with the
creation and marketing of advertising content and space,
listing, targeted advertising and availability of advertising
space for local and national advertisers (an activity often
known as “display’). as wellas a whole range of services and
products allowing local information to be made available
and circulated. The related products very broadly focus
on the Group's main media “pagesjaunesfr’, "Mappy”
and “Ooreka” (former “ComprendreChoisir’) and on the
Group's privileged partnerships, mainly with Google, Bing
(Microsoft), Yahoo!, Apple and Facebook.

The Digital Marketing products and services enable
the relevance of the presence of the Group's clients on

the Web to be strengthened and are divided into three
areas: websites and content local programming and
transactional services including PagesJaunes Doc and
PagesJaunes Resto in particular.

In 2015, the Group's investments concentrated on:

@® for Local Search, the new version of the pagesjaunesfr
website with heightened ergonomics, relevance and
quality of content;

@® for Digital Marketing, the development of the Website
production platform with the launch of the Special
Websites, the acquisition of the tools and processes
required to carry out our local programming activities
and AdWords and the investments in PagesJaunes Doc
and PagesJaunes Resto in particular;

® the common technological base to improve the
Group's various processes, particularly the revamping
finalisation of the sales tools;

® the development of its new Citylights registered office in
Boulogne-Billancourt for a move to that site during the
second quarter of 2016.

Revenues : 8780

Acquisitions of tangible

and intangible fixed assets 76.1

2014 2013
: Contmued .................. Contlnued ...................
: Consolidated: activities : Consolidated: activities : Consolidated
ceveenn 8726 ............. 9. 362 e .9“2.1.6.3 ............. é 989 .
75.5 69.6 : 67.9 55.3
87% 7.4% 7.4% 55%

As a percentage of revenues : 87% *

5.2.2 Main current
and future investments

In 2016, the Group will continue to invest in the three
aforesaid business areas, increasing its investment in
Digital Marketing in particular. The Citylights project for the
new registered office will be finalised in the summer of 2016.

Allthe investments made by the Group are financed from
resources available and are regularly reviewed by the
Management Committee.
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6.1

OVERVIEW OF
BUSINESSES

As the European leader in local online communication,
SoLocal Group embraces a meaningful and scalable
mission which is to “reveal local know-how, everywhere,
and boost local revenues of businesses’.

Over the past five years, the Group significantly expanded
its activities on the digital front, while retaining its historical
activity of printdistribution as a key component of its ability
to reach all consumers and offer to its advertisers a full
range of communication tools.

Thanks to powerful media (PagesJaunes, Mappy, Ooreka
— formerly ComprendreChoisir - and A Vendre A Louer)
and partnerships with leading Internet players such as
Google, Bing (Microsoft), Yahoo! and Apple, SoLocal Group
ranked among the top 10 most visited sites in France in
2015, with a monthly average of 25 million unique visitors
(monthly average between January and December 2015)
on fixed and mobile Internet, thus representing more than
1out of 2 Internet users in France.

Business lines

6.1.1 Internet

In 2015, SoLocal Group recorded €640 million Internet
revenues, representing 73% of Group revenues,
up +4% versus 2014,

The Internet activities of SoLocal Group are now structured
around two business lines:

® First, we offer digital services and solutions to clients
which enable them to enhance their visibility and
develop their local contacts. In 2015, this Local Search
activity posted revenues of €496 million thanks to a
sustainable and highly qualitative audience generated
through our own brands (PagesJaunes, Mappy, Ooreka)
and our privileged partners (Google, Bing (Microsoft),
Yahoo!, Apple and Facebook).

® Second, we create and provide Internet users with the
bestlocal and customised content about professionals.
In 2015, this Digital Marketing activity represented
revenues of €144 million. These highly differentiating
technologies have been created over the last five
years and have generated rapid growth (+9% in 2015).
They comprise sites & contents, local programmatic
and transactional services. In 2015, we innovated on
these product ranges, with an upmarket move of our
Internet sites and product & store locator offerings, and
the successful launch of the ADhesive targeting offer,
which benefits frorm our data on local purchasing intents
expressed by Internet users. In addition, our transactional
services have been rebranded PagesJaunes Resto and
PagesJaunes Doc, leveraging on and strengthening the
traffic generated on PagesJaunes.

6.1 Business lines

6.2 Business organisation: Overview of the five vertical business units
6.3 Exceptional events

6.4 Relations with shareholders

6.5 The Group's dependence on certain factors

6.6 Regulations

6.7 Suppliers

6.8 Insurance and risk coverage

6.9 Major tangible fixed assets

In 2015, the Group generated over 2.2 billion visits.
Mobile devices, which have become an increasingly
important part of the Group's strategy, represented
39% of the Group's Internet audience in 2015, up 24%
compared to 2014,

With more than 4,400 full time equivalent employees
and a sales force of 1,900 specialised consultants
assigned to five vertical business units (Home, Services,
Retail, Health & Public, BtoB) and its International unit,
the Group offers communication solutions tailored to
customers’ requirements.

Within the scope of continued activites®, SoLocal Group
generated revenues of €873 million in 2015, of which
revenues from its Internet activities represented 73% and
revenues from its Print & Voice activities represented
27%. Internet business growing by +4% in 2015 is
driven by two primary business lines: Local Search and
Digital Marketing.

6.1.1.1

Overall in 2015, the Local Search business generated
annual revenues of €496 million (approximately 78% of
total Internet revenues), growing by 2% compared to 2014,
This activity encompasses local commmunication services,
mainly the online listing offered by the Group via its own
media, such as PagesJaunes, Mappy, Ooreka (formerly
ComprendreChoisir) and A Vendre A Louer, granting
access to additional visibility beyond its media, via its
partnerships, in particular with Google, Bing (Microsoft),
Apple Yahoo! and Facebook.

Local Search

This business is both sizeable, i.e. delivering high profitability
and protected by strong barriers to entry ensured by a
unique platform and a business model, extremely hard
to replicate.

Audiences and partnerships

The Local Search activity relies on very large audiences
combined with a continued and steady growth over time,
powered by strong own media (PagesJaunes, Mappy,
Ooreka) and privileged partnerships with key global
Internet players which recognise the quality and freshness
of the Group's local content. In 2015, over the 4 million of
local businesses listed in our database in France, 528,000
are Internet clients of SoLocal Group, thanks to our unique
coverage of the French market.

In 2015, we had over 2.2 billion visits on the fixed and
mobile Internet, an increase of 9% compared to 2014.
The mobile Internet represents a growing share of visits,
which accounts for 39% in 2015, SoLocal Group’'s mobile
applications (mainly PagesJaunes and Mappy) have been
downloaded over 43 million times on smartphones and
tablets in France, an increase of 16% compared to 2014,

*on the scope of continued activities excluding the divested businesses in 2015 (Horyzon Media, Sotravo, Lookingo and Zoomon)
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In 2015, audiences specifically direceted towards clients
reached 1.3 billion, growing by 15% versus 2014,

Bolstered by the performance of our brands (PagesJaunes,
Mappy and Ooreka are ranked in the Top 100 by
Médiamétrie Nielsen, etc.), SoLocal Group reached one out

of two French Internet users in 2015, Our Group’s media
continue to generate sizeable audiences with 25 million
unique visitors to fixed and mobile websites (SoLocal is
ranked 7" among the most visited fixed and mobile
sites in France over the 12 months between January and
December 2015, according to Médiamétrie Nielsen).

Audiences (in millions of visits) : FY 2015 : FY 2014 : Change
PagesJaunes .................................... ................... 1612‘ .................. 14859%
of which mobile & tablet 601 492 ‘ 22%
Mappy ] 356 331 7%
of which mobile & tablet 156 136 z 15%
Ooreka : 166 16 43%
of which mobile & tablet 72 39 ‘ 85%
Others ] 104 N4 -9%
of which mobile & tablet 36 29 24%
Total : 2238 | 2,046 | 2%
of which mobile & tablet : 865 - 695 24%
of which fixed 1373 1351 ‘ 2%

Since 2011, SoLocal Group has been building
partnerships with global Internet players in order to
develop its offering on all search engines and local
platforms, also providing it with unique access to the
local mobile web.

The Group has established global partnerships with major
online platforms in order to mutually benefit from the fast-
growing mobile market and technical developments.
They allow its partners to easily access SolLocal's content
database and to provide the Group in return with accurate

audience data for its clients. In particular, SoLocal Group
signed differentiating and complementary partnerships
with Google, Bing (Microsoft), Yahoo!, Apple and Facebook,
leveraging on the relevance and accuracy of its database.

In 2015, audiences from syndication accounted for
458 million of Internet visits, corresponding to 35% of
PagesJaunes’ audience in terms of number of visits
towards businesses.

Those partnerships do not result in any revenue sharing.

Key partnerships

: @ "Adwords Premier SMB Partner”

Google @® Joint BtoB offer: increased visibility and optimised advertising campaigns for SoLocal's clients
: @ Technical management of SEM campaigns in France

: @ Exclusive brand and PagesJaunes’ data highlighted in Local Search in France

. @ Access granted to SoLocal's databases in return for information provided by Bing on Internet
Bing 1 traffic generated for SolLocal's clients

@® Strong cooperation on Local Search algorithms

. @ Partnership as advertising service provider for Bing

@® Exclusive incorporation of PagesJaunes' results into Yahoo's result list, for Local Search in France
: @ Direct access to detailted PagesJaunes' website and content

® Brand and PagesJaunes' data highlighted in Local Search on Apple Maps
Apple 1 @ Access granted to SoLocal's databases in return for information provided by Apple on traffic
¢ generatedfrom all Apple services using Apple Maps (iPhone, Siri, Spotlight, Watch, iMac, iPad etc)

: @ Creation of fan pages for SMBs

Facebook : , . . .
. ® Management of Facebook ads campaigns incorporated into SoLocal's platform




- +] CONTENTS

In 2015, SoLocal Group became a major provider of
information for professional listings to Apple for Local
Search in France.

In March 2015, the Group signed an agreement with
Apple Inc. for an initial term of five years pursuant to which
PagesJaunes grants Apple the right to use PagesJaunes’
content and technology in Apple's operating systems
for its computers, iPhones, iPads and any other devices
marketed under the Apple brand.

As of today, the information from PagesJaunes’ database
is available to users of the Apple "“Maps” mobile application,
Siri and Spotlight. It will also become available through
recent and developing Apple technologies such as the
Apple Watch.

Local Search products and services

The main offerings of Local Search are the creation and
marketing of content, as well as advertising space, listings
and the supply of advertising spaces for local advertisers
(often referred as “Display”).

This segment comprises the activity of ‘pagesjaunesfr’,
"pagespro.com”’, Mappy and Ooreka.

PagesJaunes

SoLocal Group leverages on the power of its main media,
PagesJaunes, to deliver high-performing Local Search's
products to its customers.

Such products cover a wide range of solutions that enable
advertisers to be localised, analysed, and eventually
chosen and contacted by consumers, whatever the device
is (computer or mobile/tablet):

@ visibility in the listing results in response of users' queries,
depending on the criteria mentioned in such queries;

® ranking within these listings;

@® up-to-date and rich content to highlight the advertiser's
specifics, eg. opening hours, ongoing deals, specialties,
areas of expertise, etc;

® transactional solutions enabling the consumer to
engage one step further, e.g. food online order,
restaurant reservation, online appointment with a
doctor, etc.

Thanks to its Local Search’s solutions, the Group allows
its clients to be highly visible on its main media and on
its partners’ media. These solutions are increasingly
customised by client's vertical in order to best match users’
expectations and clients’ requirements.

SoLocal Group also markets advertising spaces through
its own media, such as advertising banners, boxes and
strips (Display).

Finally, SoLocal Group focuses strongly on the return
on investment (ROI) generated for its clients, the Group
provides to its clients and potential clients with a “Business
Center”. This extranet tool enables them to track the
audiences generated on their contents (clicks and
contacts), by user media (fixed or mobile) and by origin
(own media and partners’ media).

Ooreka (formerly ComprendreChoisir)

The Ooreka website is produced by Fine Media (which was
formed in 2007 and acquired by SoLocal Group in 20T1).
Ooreka provides expert answers to day-to-day questions
of concern for French people on over different 400
topics listed into five main thematics: home/household
improvements, finance/law, consumer/useful information,
health/beauty and business. The Ooreka website was the
86" most visited website in France over the period January
December 2015 (according to Médiamétrie/Nielsen), with
approximately 6 million unique visitors.

Ooreka leverages on the variety and uniqueness of the
contents that it creates to ensure visibility for its clients in
the most relevant way.

Mappy

Mappy, acquired by SolLocal Group in 2004, provides
geographic services (maps, trip planners, geolocalisation,
Local Search and GPS navigation) on fixed and
mobile Internet in France and Belgium. Its website,
‘mappy.com”, had approximately 10 million unique
visitors over the period January-December 2015
(according to Médiamétrie/Net Ratings) and ranked as
the 40" most visited website in France. Mappy acquires
the raw geographical data from third parties, restructures,
aggregates and enriches it, and then incorporates it in its
own technical platform. Mappy offers convenient services
related to travelling, such as map displays enriched
with information, and also offers trip itinerary calculation
services by car, on foot or by public transportation, as well
as hotel and restaurant reservations.

The MappyGPS Free is a navigation system that can be
downloaded free of charge. It also offers business search
using the Mappy “Business Card", which incorporates all
of the PagesJaunes’ and PagesBlanches’ databases. This
application offers an interface that facilitates the search
for a nearby merchant or parking facility and suggests
an itinerary to get there, The application can also be set
to "walk” mode for pedestrians. It was downloaded about
6 million times in 2015.

6.1.1.2 Digital Marketing

Digital Marketing generated annual revenues of
€144 million (approximately 22% of total Internet revenues)
in 2015, an increase of 9% compared to 2014. The
Solocal Group's Digital Marketing solutions offer to all
clients, from micro and small enterprises to largest
corporations, the ability to expand their presence on the
Internet through the Group'’s own media and its partners’
media. This scalable and fast-growing activity continues its
development around three product lines:

i) Websites and contents,
i) Local Programmiatic,
il Transactional services

Overview of businesses
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Websites & contents

The Group holdsthe number one market position in France
and is one of the leaders in Europe in website creation,
hosting, management and listing (with Pagesjaunes,
affiliated partners and search engines). At year-end 2015,
we managed approximately 250,000 sites in France and
abroad. The sites developed by SoLocal Group are natively
designed to adapt to fixed and mobile media, meaning
that their designs are compatible with both computer and
mobile/tablet.

The Group offers to its clients a complete turnkey website
creation, hosting and listing services that enable them
to promote their activities on a website. This offer range
extends the relationship it has with its clients and thus
contributes to reinforcing their customer’s loyalty.

Over the last five years, SoLocal Group has expanded its
range of site offerings with the “Internet Visibility Pack” and
an entry-level product marketed as a 12- or 24-month
subscription, called "Site Présence”. Since mid-2014, the
Internet Visibility Pack has been gradually replaced by a
new type of verticalised site, the "Internet Visibility Sites”,
which are more user friendly and offer a new design
adapted to each client's business sectors. In 2015, the
Group launched a premium website offering, called "Site
Privilege”, that offers a high-end product and service
(dedicated webmaster, customisation of design etc).

The range "Sites” offers to advertisers which subscribed to
this service an increased visibility on the Group's media,
search engines, fixed and mobile partner sites. These sites
are optimised so that they can be easily accessed from
PagesJaunes, butalso through the various search engines.

Furthermore, Leadformance, a wholly-owned SoLocal
Group's subsidiary since June 2014, offers to its clients
fully customised mini-sites for each of their shops. This
company, which is the leader in France in locating the
Internet physical retail outlets and clearance products
available, has developed a Saas platform for this purpose,
called "BRIDGE". This system enables Internet users to
easily access all information they need to visit clients' retail
outlets (opening hours, services, products, etc,), download
coupons and contact merchants directly.

In addition to PagesJaunes and Leadformance, our
website creation offering has been extended to other
Group brands in France and abroad, some of which are
specialised and offer value-added services:

@ creation of specialised sites: real estate sector (A Vendre
A Louer), major accounts and networks, creation of sites
with guaranteed visits (PJMS' "Site Connect”), dedicated
offers (restaurants and health professionals);

® creation of sites abroad: “Solucion Web" sites, paid
and natural listing and creation of videos in Spain
(@D Media);

® creation of Facebook Fan Pages: offered to clients in
order to expand their audience on social networks.

ODO Media

®DO Media, a wholly-owned subsidiary of the SoLocal
Group, is one of the leading web agencies in Spain with
over 20,000 clients at year-end 2015. The company
provides its advertisers with a broad range of online
advertising products and numerous digital services that
enhance their visibility on the Internet and enable them
to manage their presence on social networks (Facebook,
blogs, etc,).

ODO Media portfolio mainly includes website creation and
management, creation and management of Adwords
campaigns, and increasingly leverages on SoLocal Group's
solutions related to local programmatic. QD Media is able
to serve small, medium and large companies.

Marketing SoLocal Group's solutions for local advertisers

Solocal Group has set up partnerships with online
directories and agencies throughout the world, with the
aim of marketing its technological solutions and know-how
(creation of websites and fan pages, Digital Marketing and
sales consulting) for local advertisers. The first partnership
was initiated in 2012 by its subsidiary PJMS with local.ch
for the purpose of offering a website creation and
management solution to SMEs and micro-enterprises in
Switzerland.

Local programmatic

SoLocal has developed over years both a unique and
powerful local database thanks to exclusive data on
qualified and geolocated purchase intentions of Internet
users visiting its media.

Retargeting offer

SolLocal develops offerings based on data originated from
own media (PagesJaunes, Mappy, etc). In particular, since
October 2014, SoLocal markets "ADhesive’, a new offer
that has been successfully launched. This product relies
on the searches of Internet users on the Group’s media to
expose these same users to relevant advertisers on third
party media. This offer has significant commercial potential
for the various client verticals in France, whatever the size
of the advertisers. The programmatic market is a strong
opportunity for SoLocal's growth.

AdWords campaign

Thanks to its partnerships with Google and Bing, SoLocal
has been strongly reinforcing since 2013 its capabilities
to create and manage paid search campaigns on main
search engines. Its product “Booster Site” is currently the
flagship of Adwords products, and enables all advertisers
to drive traffic towards their websites, be it managed by
SoLocal or not.

In addition, SoLocal keeps reinforcing its position with the
acquisition of Effilab at year-end 2015. It helps to consolidate
SolLocal Group's portfolio of Adwords solutions with a strong
expertise in Managing online advertising campaigns.
Certified and considered as a major agency specialised in
Google Adwords” and Facebook Ads”, Effilab already serves
around 200 large clients in France and abroad.
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Transactional services

SolLocal Group also offers transactional services that allow
highly committed relationships between users and the
advertisers benefiting from its services.

Most of these services can be accessed on PagesJaunes’
website using the "action buttons” (book, order, etc), as well
as from websites created by PagesJaunes. These services
enable users to:

® schedule an appointment online with a professional
(using technology developed by ClicRDV) or a doctor
(PagesJaunesDoc);

® book a table at a restaurant: as a result of a partnership
agreement concluded in 2014 with LaFourchette, a
very large number of restaurants can now be booked
directly from PagesJaunes’' website, and users can also
take advantage of any promotions offered;

@® order meals online and arrange for home delivery, as a
result of the recent acquisition of Chronoresto, which is
now fully incorporated into pagesjaunes r;

® book an hotel: SoLocal Group signed a partnership with
Expedia in 2014 to develop this service.

Furthermore, the new Web-to-Store solutions using
Mappy's mapping assets and Leadformance’s store
locator technology have led to new offerings marketed to
professionals, including:

® Mappy Shopping, which enables merchants to put their
stock of products online;

@ Vitrine Digitale, which enables merchants to post photos
of their shop online.

Recently, SoLocal has focused on its investments and
development in transactional services around two main
areas:

® Medical appointment with PagesJaunes Doc: The
combination of SoLocal's very strong audience
with health-care & public sector (more than 400
million searches per year), its large salesforce, and
its technological know-how in online appointment
positions SoLocal as the French leader to tap into the
market potential of 250,000 doctors in France

® Meals online ordering with PagesJaunes Resto:
in 2015, SoLocal Group rebranded Chronoresto
into PagesJaunes Resto to better leverage on the
strength of PagesJaunes’ brand and audience in the
restaurant sector.

Lastly, SoLocal Group offers a vast selection of real estate
advertisements through A Vendre A Louer. Created in
1986 (and merged into PagesJaunes in 2013), A Vendre A
Louer specialises in commmunication solutions for realestate
agencies and real estate professionals. "Avendrealouer.fr”,
whose new website was launched in June 2014, is one of the
leading websites for real estate classified advertisements
in France. The Group offers A Vendre A Louer solutions to its
clients along with AnnoncesJaunes products and services.

6.1.2 Print & Voice

The Print & Voice activities generated €232 million,
ie. 27% of the Group's consolidated revenues in 2015.
This business line includes the Group's activities in the
publication, distribution and sale of advertising space in
printed directories (PagesJaunes, PagesBlanches), as
well as the Group's other activity called "Voice', including
telephone directory enquiry and reverse directory services.

Print

The 2015 edition consisted of 239 different directories
(129 PagesJaunesdirectories, 93 PagesBlanches directories
and 17 publications of ‘I Annuaire”). The publication of these
directories is staggered throughout the year.

Following the sale of its 39% stake in Editus in September
2012 and the shutdown of the printed directories business
in Spain at the end of December 2012, the printed
directories activity has been conducted exclusively in
France since 2013

Voice

The Voice and other related activities includes activities
specific to SoLocal Group, such as telephone and SMS
directory enquiries services (118 008) and the QuiDonc
reverse directory. This product also includes some PJMS
activities (formerly known as PagesJaunes Marketing
Services): telemarketing, data mining (database
processing), file creation, management of potential clients
and traditional direct marketing activities (inputting entries
and posting mailings).

Overview of businesses
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6.2

Business organisation: successful customer experience and increase our focus

Overview of the five verticals onwinning new markets:

® our local coommunication advisors are now specialised
In accordance with its strategy which aims at reviving by vertical and each one has an optimised sales area
growth and offerring to clients the best possible services, for prospection;

SoLocal products, designed by "business lines”, are
marketed through six business units of which five
verticals on the French market (Home, Retall, Health &
Public, Services, and BtoB). This enables us to offer to our
customers communication solutions that more closely
match their marketing needs.

® employees' sales representative contracts and the
concept of a guaranteed customer portfolio have been
terminated and replaced with an organisation combining
secure contracts for employees (management status)
with time management focusing on service and return
on investment for clients;

In connection with these changes, we have revamped

our business model and organisation to match the

best practices of the digital sector, as well as develop a

® cach vertical sets its objectives (in coordination with
business lines) for acquiring and developing a client
base and maximising customer loyalty, and can adjust
these objectives as matters evolve. This decentralised
management system enables a governance that closely
matches the specific features of each relevant market.

Below is a table setting out the Internet revenues in 2015 for each of the six vertical business units.

Internet revenues (in millions of euros) : 2014 : 2015 : Change
Home ........................................................................... 176 ................................... +4%
Feeta|I123130 ............ +6%
. He alth& .F; Ub|IC ................................................................ ............ 621 ................................... +1 1%
SerV|ces ..................................................................................... ]]9124 ................ +4%
. BtoB .......................................................................................... 113 ................ 110 ................. 7 2%
. Intematlona I; ................................................................... ............ 23 . ............. 21 . ............. 7%

INTERNET REVENUES E 618 | 640 | +4%

Scope includes only continued operations

*International refers to @DE Media activities in Spain.

Each business unit has its own governance model, which is as follows:

i) amanaging director,

i) asales departmentincluding the regional sales directors, sales managers, regional marketing managers and sales
representatives on the ground, as well as client and prospect telemarketers,

i) a marketing department that includes expert managers covering each market of the vertical business unit,

iv) an operations department with steering and project managers.

Financial information and performance indicators of each vertical business unit relate to the scope of continued activities:

SoLocal Home

SoLocal Home : 2014 : 2015 : Change
Internet revenues (m mllhons of euros)“) .................................................. 176 B o 183 ................ +4%
. Auohence (mm\ H |ons of searches) ......................................................... 102 .............. 118 ............... +16%
. Nu mber of Intemetclle nt S (m thousands) ................................................. 124 .............. 116 ................. } 6%

Penetration rate - Digital Marketing® : ] 24% 1pt

(1) France.
(2) Average Revenue Per Advertiser.
(3) Percentage of “Local Search” Internet clients subscribing to a "Digital Marketing” service.
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Market of the Home Business Unit

The market of the Home business unit includes all
professionals of construction, renovation, maintenance
and emergency fixing services. These segments include
craftsmen, medium-sized construction enterprises,
emergency repairmen and sellers/installers of home
equipment (kitchens, verandas, swimming pools, etc). In
the currenteconomuy, this sector is experiencing difficulties
and has been declining for over two years, with the new
construction market being the most severely impacted.
However, the sale of renovated old housing has seen slight
growth due to energy efficiency subsidies. Another feature
of the Home market is that advertising is a major concern
for the craftsmen in this sector, for whom over half of their
revenues is generated by new customers. This is also a
market in which print retains a significant share, although,
the various players are gradually shifting online.

Positioning of the Home Business Unit

SolLocal Group's vision is to assist professionals of the
Home sector in expanding their businesses through
advertising. Therefore, the Home business unit focuses on:

i) increasing market share by offering, for example, new
servicesintheform of key packagesin orderto enhance
clients’ visibility, and promoting Digital Marketing to its
clients;

i) shifting its media towards new models that require
contributions, thereby capitalising on the role of users’
recommendations.

SolLocal Retail

The Group has key advantages in the Home market,
such as:

i) significant market penetration;

i) expertisein fixed and mobile Internetadvertising thatis
recognized by craftsmen;

i) powerful media, such as pagesjaunesifr, Oorekafr (the
leading site in the home sector) and printed directories,
which provide its clients with a large number of contacts;

iv) a global and complete offer that is the result of our
websites’ and subsidiaries’ offerings, in particular
(PUMS, etc.).

Competition
Inthe Home market, SoLocal Group's position is challenged
by active players in various segments of activities:

® specialised companies in the works sector that
have positioned themselves as intermediary
between craftsmen and individuals: 123devis.com,
choisirunartisan fr, sefaireaider.com, etc.;

® general players that emphasize Digital Marketing
offers: Google, LeBonCoin (Schibsted Group), Linkeo,
Mediapost.

SoLocal Retail

Internet revenues (in millions of euros)?

Audience (in millions of searches)

Number of Internet clients (in thousands)

Penetration rate - Digital Marketing®

2015 Change

130 +6%

572 +27%

154 146 -6%
€ 651 €696 +7%
16% 16% O pt

(1) France.
(2) Average Revenue Per Advertiser.

(3) Percentage of “Local Search” Internet clients subscribing to a "Digital Marketing” service.

Market of the Retail Business Unit

The market of the Retail business unit includes local
businesses offering services in the following various
segments:

i) merchants with transactional potential (restaurants,
beauty salons, accormmodations);

i) neighbourhood shops, a segment that includes small

businesses located downtown, such as florists, wine

shops, dry-cleaners and local grocers;

sports clubs and cultural institutions;

chains (supermarkets, clothing shops, DIY shops).

iii
)

Positioning of the Retail Business Unit

The various segments within the Retail business unit pursue
diverse communication strategies. Most advertisers invest
primarily online to promote theirimage and in direct offline
marketing (advertising mail), though certain businesses
(mainly restaurants and accommodations) have
developed transactional solutions (online appointment
scheduling, deals and welbsites), which already account
for a significant share of total advertising in this market.

To meetthe diversity of its clients’ expectations and needs,
the Retail business unit has developed an overall digital
offering, butretains a strong presence in printed directories
and other paper media.

The Retail business unit focuses on:

i) gaining new customers and territories;

i) increasing the share of its clients’ advertising that it
publishes by developing mobile media and optimising
existing media;

i) further enhancing the customisation of services offered
in order to more closely match expectations.

The Retail business unit has the following significant
advantages in this market:

i) adense local network;

i) PagesJaunes, which is a particularly strong brand
(one merchant out of four advertises on PagesJaunes);

ill) extensive coverage of its clients’ communication needs
through a broad range of online and offline media;

iv) highly diversified offering, adapted to this marketand its
various sectors: transactional solutions, print, searches,
Web-to-Store, etc.

Competition

The Retail vertical business faces a variety of competitors
inits market, including Internet pure players with disruptive
models (e.g. Yelp, JustEat and TripAdvisor). In the hotel
reservation field, SoLocal Group is both developing its own
solutions and has signed cooperation agreements with
Expedia and Booking.
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SoLocal Health & Public

SoLocal Health & Public

Penetration rate - Digital Marketing®

(1) France.
(2) Average Revenue Per Advertiser.

(3) Percentage of “Local Search” Internet clients subscribing to a “Digital Marketing” service.

Market of the Health & Public Business Unit

The market of the Health & Public business unit covers
publicinstitutions, the liberal professions and professionals
inthe health sector. This market breaks down primarily into
four segments:

® Public sector:the state and social care, local governments
(cities and towns, metropolitan areas, departmental
councils (conseils départementaux)), chambers of
commerce (organismes consulaires), professional
associations, etc.:

® Education: driving schools, professional training
institutions, primary, secondary and higher education,
individual tutoring services, etc.

® Liberal professions: lawyers, chartered accountants,
architects, auditors, surveyors, veterinarians, etc.

® Health sector professionals: health professionals,
whether or not regulated by a professional association,
pharmacies, health institutions and services, etc.

Positioning of the Health & Public Business Unit

The Health & Public business unit covers sectors that
advertise little, in particular due in some cases to regulatory
restrictions. As this market gradually opens to advertising,
SolLocal Group intends to gain market share andto become
a leader in this sector by selling sites and providing online
appointment scheduling solutions.

Despite this regulatory and budgetary context, the
health market is buoyed by strong demand due to an
ageing population, a high birth rate and a greater focus
on prevention and screening. The public market must
now take into account the fact that users have become
‘consumers” of public services who have high expectations
for easy online access to such services.

The Health & Public business unit focuses on:

i) optimising listings and increasing visibility on online
media in order to improve users’ experience and
maximise audience loyalty (navigation/user friendliness
and content);

ii) facilitating business management for customers: online
appointment scheduling, secretary services, etc.:

i) handling patient oversight, in particular for health
professionals: ensuring personalised continuity of care,
conducting information campaigns, etc.

iv) expanding the personalisation of services offered to
clients by developing tailor-made solutions for websites;

V) improving services with increasingly diversified and
sophisticated measurement tools.

The Group has the following significant advantages in the
Health & Public market:

) alarge sales force with solid knowledge of the local
market;

i) a powerful general media that generates strong
audiences in this specific sector;

an offering adapted to this market (including hotlines,
online appointment scheduling and relationship
marketing campaigns). A most noteworthy example
is the launch of PagesJaunesDoc, a specialised online
appointment scheduling solution.

Competition

The Health & Public vertical business unit faces a
fragmented competition with numerous players offering
very different commmunication solutions (direct marketing,
specialised press, advertising leaflets, etc.).
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SolLocal Services

SoLocal Services

Penetration rate - Digital Marketing®

(1) France.
(2) Average Revenue Per Advertiser.

(3) Percentage of “Local Search” Internet clients subscribing to a “Digital Marketing” service.

Market of the Services Business Unit
The market of the Services business unit breaks down into
various segments, including:

i) automobile/motorcycle commerce and maintenance
(car dealers, mechanics, technical control, body shops,
auto centres and specialists);

i) services for individuals (taxis, undertakers, personal
services, clairvoyance);

il) real estate (real estate agents, notaries, inspectors);

iv) banking and insurance (banks, supplemental health
plans, insurance companies, brokers).

Positioning of the Services Business Unit

In this market, digital maturity varies significantly by
segment, the Services business unit aims to provide
greater assistance to our clients as they transition to online
advertising by offering communication plans that give
return on investment (ROI) in order to better meet their
needs.

The Services business unit seeks to offer services that are
increasingly adapted to its various segments and focuses
on the following key issues:

i) offering diversified media solutions;

i) pursuing the development of Display Advertising, a
process that has already been initiated with the launch
of a CPM (“CoUt Pour Mille") offer;

i) extending the customisation of services offered to
clients by developing tailor-made solutions for websites;

iv) improving services with increasingly diversified and
sophisticated measurement tools.

More specifically, in the real estate advertising market, in
spring 201, SoLocal Group acquired one of the four leaders
in the real estate classified advertising field (according to

Médiameétrie Nielsen), the “A Vendre A Louer” website.
This acquisition enabled us to enhance our offer to our
advertisers in the real estate sector and to improve our
competitive position.

The Group has the following significant market advantages:

i) alarge sales force with solid knowledge of the local
market
i) two powerful and dynamic media: PagesJaunes, a
general media, and A Vendre A Louer, a dedicated
media that is one of the leaders in the real estate
classified advertising field (according to Médiameétrie
Nielsen);
offers adapted to this market, such as the "Pack
Vitrine”, which offers real estate classified ads on
Annonces Jaunes, and A Vendre A Louer, the vertical
Internet visibility card, a new offer of sites that are more
user-friendly and effective in terms SEO, direct
marketing offers through its PJMS entity, etc.

Competition
The vertical Services business unit faces well-established
competitors:

® specialised players in the real estate sector: SeLoger.
com (Axel Springer group), Le Figaro (FigaroClassifieds),
LogicImmo (Spir Communication), Refleximmo (S3G), De
Particulier a Particulier, EntreParticuliers.com;

® specialised players in the automobile, banking and
insurance sectors: La Centrale, loan and insurance
comparison sites:

® general players: leboncoin.fr (Schibsted group),
Paruvendu, TopAnnonces (Spir Communication),
regional and national daily press publishers, Vivastreet,
etc.
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SoLocal BtoB

SoLocal BtoB

Penetration rate - Digital Marketing®

(1) France.
(2) Average Revenue Per Advertiser.

(3) Percentage of “Local Search” Internet clients subscribing to a “Digital Marketing” service.

Market of the BtoB Business Unit

The BtoB market includes major national advertisers, as
wellas 500,000 small and medium-sized enterprises, that
are active in various business segments, including:

® business services: photocopying services, logistics,
medical secretary services, messengers, call centers,
survey institutes, etc.

® wholesale commerce: construction materials, office
furniture, packaging, wholesalers, etc.

@® industry: printing, signs, forklift rent, butchers and
abattoirs, dental prosthetists, etc.;

@ construction and public works: public works, lift repairs,
plumbing materials, earth-moving works, car park
equipment, etc.:

® agriculture: farmers, cattle farms, grain producers,
organic produce farmers, animal breeders;

® craftsmen: furniture manufacturers, upholsterers and
decorators, fashion designers, costum designers,
carpenters, tailors, etc.

These businesses all face similar communication issues
because of their clientele. Nevertheless, the variety of the
business sectors represented requires SoLocal Group's
teams to have in-depth knowledge of these markets in
order to design communication and marketing campaigns
whose purposes may differ.

Positioning of the BtoB Business Unit
SoLocal Group positions itself as an expert in its clients’
digital communication needs.

International Business Unit

The International Business Unit refers to the QDO Media
activities in Spain.

The BtoB business unit focuses on:

) finely segmenting the various businesses in this market
in order to offer services that closely match our clients’
needs:;

i) assisting clients in shifting online and diversifying their
online communication means;

providing clients with the best local communication
tools and demonstrating the added value and return
on investment generated.

The Group has the following significant advantages in this
key accounts market:

i) powerful and effective media and listings;
ii) direct marketing solutions;

iii) effective website solutions that take advantage of the
power of PagesJaunes;

iv) a dedicated local leading sales force.

Competition

In this market, SoLocal Group faces competition from
specialised companies, all of a similar size. These
competitors include:

® search: Google, etc

® specialised directory publishers: Companeo, Kompass,
helloprofr, societe.com, etc.

® specialised media: Infopro, Le Moniteur, Facilities, etc.,

® tradeshows and public relations: Reed Expositions,
Comeposium, etc.;

® web agencies: Linkeo, etc,

@® direct marketing and CRM: Mediapost, etc.
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6.4

6.5

Exceptional events

At the time of publication, no exceptional event had taken place.

Relations with shareholders

Médiannuaire Holding was a Director of the Company until
5 November 2014. There has been no mutually binding
agreement between the Company and Médiannuaire
Holding since 2013

Médiannuaire Holding, which has been controlled by
Promontoria Holding 55 B.V. since 27 March 2013, has
since this date held 51,960,633 SoLocal Group shares
representing 18.49% of the Company’s capital, subsequent
to a transfer of 101,679,554 SoLocal Group shares in
payment for a portion of its debt.

After the capital increase of 13 May 2014, Promontoria
Holding 55 B.V. reported that it held directly and indirectly
via Médiannuaire Holding 95,480,316 SolLocal Group
shares, representing 8.22% of the Company's capital.

The Group’s dependence
on certain factors

6.5.1 Dependence on patents
and licences

Solocal Group owns many trademarks and domain
names for a wide range of products and services, both in
France and internationally, including the “PagesJaunes”,
‘Les Pages Blanches’, "QD®, La Guia Util", “Quibonc’,
‘Mappy”, “123people”, “SolLocal’, “123deal", “PIMS’,
‘A Vendre A Louer”, "LeadFormance’, "ClicRDV’,
"Ooreka”, “ComprendreChoisir.com”, "PagesJaunes
Resto”, "Chronoresto”, "123pages” and "Embauche.com”
trademarks.

SoLocal Group thus owns all the trademarks it uses for its
business.

Furthermore, the Group has registered a large number
of domain names, including solocal.com, pagesjaunes.
fr, pagesblanchesfr, pagespro.com, mappy.com, ooreka.
fr, avendrealouerfr, pagesjaunesresto.fr, 123people.com,
123pages.fr, embauche.com and gdg.com. SolLocal
Group has also registered or begun registering numerous
domain names for each of its sites in the countries where
it operates or could operate.

6.5.2 Dependence on supply
contracts and industrial
contracts

6.5.2.1 Purchase of paper

Solocal Group concludes framework agreements each
year with a number of paper suppliers from among the
world's largest paper groups. Paper supply contracts

On 25 August 2014, Promontoria Holding 55 B.V. informed
the Company that its direct and indirect holdings held
via Médiannuaire Holding had fallen below the 5%
voting rights threshold on 13 August 2014 and that on
22 August 2014 it held 29,483,213 SoLocal Group shares
representing 51,012,741 voting rights, representing 2.54%
of the Company's capital and 4.31% of its voting rights via
Médiannuaire Holding.

Lastly, Promontoria Holding 55 B.V. informed SoLocal
Group that its shareholding held directly and indirectly
via Médiannuaire Holding, which it controls, fell below the
statutory thresholds of 1% capital and voting rights on 6
November 2014.

Médiannuaire Holding was dissolved then deleted from
the companies register on 11 February 2016.

include commitments to purchase a volume of paper
within a minimum-maximum range. PagesJaunes does
not consider itself dependent upon any of these suppliers.

6.5.2.2 Printing

To have its BtoC directories printed, SoLocal Group has
signed an exclusive agreement with one printer covering
the three years from 2014 to 2016, to ensure a reduction
in prices compared to 2013 and price stability from 2014
to 2016,

6.5.2.3 Distribution

Each year, PagesJaunes concludes contracts with
various companies to have the PagesJaunes and the
PagesBlanches directories distributed. These contracts
include volume and revenue commitments. PagesJaunes
does not consider itself dependent on any of these
distributors.

6.5.2.4 Access to directory data

The Company has signed agreements with a number of
operators providing access to their subscriber databases.
In general, these agreements are for a one-year period,
renewable by tacit agreement for periods of one year.

Under these contracts, the Group’s total costs to have
access to operator databases for publication purposes
(orinted directories and online services) amounted to over
5.2 million euros in 2015, This amountincludes a 3.4 million
euros payment to Orange, under a contract to make its
directory data available.
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6 6 Regulations
| |

In addition to the regulations generally applicable to
companies in the countries in which SoLocal Group is
present, SoLocal Group is more specifically subject to
information society legislation with regard to its directories
business.

As PagesJaunes is mainly present in Europe, particularly
in France, the discussion below focuses on European and
French regulations.

6.6.1 Information society regulations

6.6.1.1 Internet content regulation and
operators’ responsibility

The European Directive of 8 June 2000 on certain legal
aspects of information society services, and in particular
on electronic commerce, which establishes the obligations
and responsibilities of Internet operators, was due to be
transposed into French law before 17 January 2002.
This directive had been partially transposed in France
via the Act of 1 August 2000, which amended the Act of
30 September 1986 with a new chapter entitled “Provisions
on online communication services other than private
correspondence” (Articles 43-7 to 43-10).

This Act created a direct or indirect identification obligation
for online communication service publishers. Its Article 43-10
includes an obligation that individuals publishing an online
communication service for non-professional purposes
include their name and address on the website, or failing
thatthe name and address of the hosting company of their
website if they wish to maintain their anonymity. Individuals
and legal entities who publish a website for professional
purposes must include their exact contact details on their
website (company name, registered office and the name
of the publication’s director or co-director) as well as the
name and address of their hosting provider.

To that end, hosting services must provide publishers
with the technical means enabling them to meet their
identification obligations (Article 43-9).

As regards the hosting service's responsibility for the
content of the hosted services, Article 43-8 stipulates
that hosting providers are neither criminally nor civilly
responsible for the content of the services they host unless,
after being contacted by a legal authority, they do not act
promptly to prevent access to the said content.

Furthermore, within the context of their identification
obligations, hosting providers are required to retain all the
information necessary to identify the person who created
or produced the content of the services they hostin order
to be able to provide this information to the legal authorities
upon request (Article 43-9).

This provision was supplemented by the Digital Economy
Trust Act (or "LCEN" Act) of 21 June 2004, which stipulates
the liability regime of technical service providers on the
Internet and deals, in particular, with electronic commerce
and data encryption.

The LCEN Act also states that hosting providers are not
subject to a general obligation to monitor the information
they transmitor store, nor a general obligationto investigate
the facts or circumstances surrounding illegal activity.
However, the judicial authorities may order targeted and
temporary monitoring in individual cases.

Furthermore, the LCEN Act stipulates, in Article 6,
paragraph 1-2, that “individuals or legal entities which,
even free of charge, provide storage services for signals,
documents, images, sounds or messages of any kind
provided by the recipients of these services and to be
made available to the general public by means of online
public commmunication services are not civilly liable for the
activities or information stored at the request of a recipient
of said services if they had no knowledge of the illegal
nature thereof or of the facts and circumstances making
the aforementioned illegal, or if, from the time they
became aware, they acted promptly to remove said data
or to prevent access’.

The hosting provider, however, is only liable if the content
or information in question is manifestly illegal and it fails
to take prompt measures to remove such information or
make itimpossible to access. A recentdecision by the Paris
Court of Appeal (Cour d'appel de Paris) on 2 December
2014 confirmed this, citing Article 6 paragraph I-2 of the
LCEN Act, by ordering Dailymotion, in its capacity as a web
host, to pay 1.2 million euros in damages for having failed
to promptly remove videos from its website after being
notified to do so by the rights holder.

Lastly, on 10 June 2004, the Conseil constitutionnel
formulated the following interpretative reservation on
this provision of the LCEN act '[.] paragraphs 2 and 3 of
section | of Article 6 of the Act brought before the Court
have the sole consequence of excluding hosting service
providers from civil and criminal liability in the two situations
mentioned; these provisions would not render a hosting
service provider liable in the case that it does not remove
information reported by a third party as being illegal unless
the said information is manifestly illegal or its removal is
ordered by ajudge [.]".

Furthermore, three judgements of the French Court of
Cassation on 12 July 2012 ruled that the hosting provider
cannot be held liable for not having independently of
any notification prevented any new publishing online of
content that was previously notified as being illicit

The LCEN Act also strengthens consumer protection, in
particular through provisions regarding the obligation
to provide the exact identification of the vendor and by
establishing principles guaranteeing the validity of online
contracts.

Companies that are granted this status will benefit from
the tax advantages of press companies, such as full
exemption from corporate property taxes and a lower VAT
rate of 2.1%, and can also benefit from a special 20 million
euros aid fund.

The criteriathatdetermine whether or notawebsite is entitled
to this status are: a “professional information mission”; the
‘journalistic production of original and renewed content’,
excluding content that is “self-promotional or incidental
to a manufacturing or commercial business activity”; and
employing “atleast one professional journalist’, as defined
in Article L. 7111-3 of the French Labour Code.

The Hamon Act of 17 March 2014 transposed into French
law Directive 2011/83/EU of 25 October 2011 on consumer
rights and strengthened the requirements for distance
selling — pre-contractual information, the withdrawal period
and the period required for online contracts to become
valid — in favour of consumers.

Lastly, AFNOR standard NF 522 was issued in July 2013, to
provide a framework for the development of services that
enable consumers to post online reviews of products and
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services. On 13 November 2014, PagesJaunes obtained
certification under this standard for a period of three
years. This standard aims to increase the reliability of the
processes and systems used to collect, moderate and
post consumer reviews on all digital economy media.
An international standard on online reputations that also
includes consumer reviews is also being considered by
the International Organization for Standardization (ISO).

6.6.1.2 Protection of personal data

The European Framework Directive 95/46/EC of 24 October
1995, on the protection of individuals with regard to the
processing of personal data and on the free movement
of such data, defines the legal framework necessary to
protect individuals'’ rights and freedoms. This framework
directive was supplemented by a European Sectoral
Directive 2002/58/EC of 12 July 2002 concerning the
processing of personal data and the protection of privacy
in the electronic communications sector, replacing
Directive 97/66/EC of 15 December 1997.

The goals of this directive were:

@® to harmonise European law on personal data;

@ to facilitate their circulation (provided that the country to
which the personal data are being transferred offers an
appropriate level of protection);

@ to protect individuals' privacy and freedoms.

Act 2004-801 of 6 August 2004, on the protection of
individuals regarding the processing of personal data
and amending Act 78-17 of 6 January 1978 on information
technologies, files and freedoms, completed the
transposition of Directive 95/46/EC into French law. This
Act strengthens people’s rights to their data, simplifies
the procedures for reporting the processing of data that
may be atrisk and increases the powers of the regulatory
authority, the CNIL.

The French Data Protection Act (loi Informatique et Libertés)
strengthens people’s rights to their personal data, requiring
data processors to provide more detailed information on
the intended use of personal data. The right to oppose the
use of personal data for marketing purposes is protected
by law and the conditions governing the right of access and
rectification of data are set out in the decree of 25 March
2007. For example, all requests to access or correct
data must be responded to within two months or will be
deemed to have been refused, and all refusals to access
data or have them corrected must be justified. To simplify
procedures, disclosure has been made the general legal
requirement, with CNIL's preliminary control being limited to
Justthose processes that put people’s rights and freedoms
at risk. Finally, the CNIL's powers have been extended and
procedures for performing on-site inspections have been
specified, with the CNIL now being able, for example, to
issue injunctions to cease or suspend the processing of
data, block information and withdraw authorisation. The
CNIL can impose financial penalties of up to 150,000 euros
for the first confirmed fault if the offender is an individual,
and of up to 300,000 euros, or 5% of the previous year's
pre-tax revenues, in the case of a company. Finally, the CNIL
may make its warnings public and have any sanctions, it
decides, published in a newspaper, magazine or other
publication at the expense of the person sanctioned. In
addition to this, the Hamon Act on Consumption No. 2014-
344 of 17 March 2014 amended the Data Protection Actand
authorised the CNIL to monitor compliance with the Data
Protection Act online remotely from a computer connected

tothe Internet. It records any violations it observes in a report
which it sends to the offender and may use this report in
legal proceedings. This amendment has given the CNILthe
investigation power and authority it needs to keep pace
with the development of digital technology and enables it
to be more responsive and effective in a constantly evolving
environment. The Commission is thus able to quickly note
data security failures on the Internet and take action. It can
also easily check the compliance of the legally required
information provided on online forms and the rules that
govern Internet user consent. This new power applies
to “data that are freely accessible or made accessible”
online and of course does not allow the CNIL to override
security measures to penetrate an information system.

Withinthe framework of its activities, SoLocal Group records
and processes statistical information, especially regarding
visits to its websites. In order to optimise its services and
increase revenues it has also developed means to identify,
using general statistics, Internet users’ areas of interest
and behaviour online. For this purpose and to offer more
personalised services, the Group also collects and process
personal data, it sells to third parties or uses for targeted
advertising projects.

The new European sector directive on the processing of
personal data and the protection of privacy has made a
number of changes to the existing law and expanded its
scope of application to include electronic communications.
New provisions are the following:

® The concept of traffic data now includes all data on traffic
regardless of the technology employed, and therefore
includes data on communications over the Internet.

@ Cookies are permitted if clear and complete information
is provided to the subscriber or user, particularly on how
the data, thus obtained, is to be processed before the
cookies are submitted and only if the subscriber or
user has first given their informed consent to accept
the cookies. However, cookies exclusively designed to
perform or facilitate the transmission of a message, or
those strictly necessary to provide a service expressly
requested by the user (Article 5.3 of the Directive) are
outside the scope of this provision. These provisions
were transposed into French law by Act No. 2004-801
of 6 August 2004 on the protection of individuals with
regard to the processing of personal data (Article 32
of the consolidated version of the Data Protection Act)
and by the "Telecom Package” Order of 24 August
2010. A CNIL recommendation dated 5 December
2013 details the practical procedures for obtaining
Internet users' consent to the use of cookies (some
not requiring consent), by means of an information
banner at the top of the first page displayed which links
to an information page where the website visitor can
refuse the cookie. Otherwise, consent is assumed to
be granted for a period of 13 months. Subsequent to
this recommendation, in October 2014 CNIL began to
perform remote verifications to check the compliance
of website operators. In this context, a Group site was
checked on several occasions in 2014 and 2015; the
reports signalled cookies submission upon initial
page display, the relevance of the data collected, the
veracity of the procedures claimed, compliance with
legal information obligations and data security. A letter
of formal notice was sent by CNIL, instructing the site
to comply within three months, and by 5 May 2016 at
the latest.
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@ |ocation information other than traffic data may only
be processed after anonymisation, or with the consent
of the subscriber or user, duly informed in advance,
and with the aim of providing an added-value service.
Subscribers and users have the right to withdraw their
consent at any time and must be able to exercise the
option, simply and free of charge, of suspending the
processing of these data every time they log on or for
each communication transmission. These provisions
were transposed into French law by Act No, 2004-669
of 9 July 2004 on electronic communications and
audio-visual communication services (Article L. 34-1-IV of
the French Post and Electronic Communications Code).

® With regard to public directories, subscribers are entitled
to decide whether their data, and where applicable,
exactly, which data, may appear. Non-inclusion is free
of charge, as are corrections and deletions. EU Member
States may require subscriber consent for any public
directory that is intended for any use other than simply
searching for a person’s contact details using their
name. These provisions were adopted in Decree No.
2003-752 of 1August 2003 on universal directories and
universal directory enquiry services, which amended
the French Post and Telecommunications Code. With
regard to unsolicited communications (or spamming),
direct marketing by e-mail is prohibited unless targeted
at subscribers who have given their prior consent.
However, where a person has received electronic
contact details directly from a customer, the person
may use this information to directly market to this
customer products or services similar to those already
supplied, provided that the customer is able to refuse
such marketing when the customer’s personal details
are collected and when each message is sent. These
provisions were transposed into French law by the
LCEN Act and the Electronic Cormmunications Act, which
requires people contacted by online marketers to give
their prior consent or “opt-in" under Article L. 34-1-lll of
the French Post and Electronic Communications Code.

The European Directive 95/46/EC on personal data is
currently being amended. This Directive will be replaced
by a European Regulation. The text must be approved
by the Member States and the European Parliament. The
regulation is scheduled to come into force two years after
adoption, which should be by the end of the first quarter
of 2016. The European Commission has proposed a single
set of rules for the entire European Union. The proposals
include aiming to require companies to obtain consent
before re-using people’s personal data, even for certain
types of processing (sensitive profiling data), express
and explicit consent. Furthermore, users must be able to
consult their personal data more easily and transfer it to
another service provider (data portability).

In addition to the existing rights to access data and
have them corrected, the “right to be forgotten” will be
strengthened and anyone may request that their personal
data be deleted if they feel that a company or other
organisation has no legitimate right to retain their data.

To strengthen responsibility and transparency, companies
will be required to rapidly inform their customers of any
theft or accidental publication of personal data.

When personal data are processed outside Europe, users
will be entitled to contact the data protection authority
in their country, even when their data are processed by
a company based outside the European Union if this
company collects their data to market goods and services
or for behavioural marketing purposes.

Companies willhave a single contact, i.e. the data protection
authority in the country where they have their main place
of business.

The new rules will give national data protection authorities
the powers they need to ensure stricter compliance with
European Union laws. Financial penalties will be increased,
with fines of up to 100 million euros or 5% of the Company's
global revenues.

6.6.2 Directories

Order 2001-670 of 25 July 2001, to bring the
French Intellectual Property Code and Post and
Telecommunications Code into compliance with EU law,
transposed several European directives into French law,
including the Directive on personal data protection in
the telecommunications sector and Directive 98/10/EC
of 26 February 1998 on the application of open network
provision (ONP) to voice telephony. This directive is
intended to liberalise the directories market and facilitate
the provision of universal directory services. This directive
requires telecommunications operators to provide
directory publishers with their list of subscribers, upon
request and subject to certain conditions.

Decree 2003-752 of 1 August 2003, as amended by
the Decrees of 27 May 2005, 2005-605 and 2005-606,
regarding universal directories and universal directory
enquiry services, and amending the French Post and
Telecommunications Code, requires telecommunications
operators to supply their subscriber and user lists to any
person wishing to publish a universal directory, either in
the form of a file or via access to a database, operators are
required to maintain up to date.

This obligation applies to any entity that is the registered
owner of numbers on a fixed-line or mobile network.
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This makes it possible to publish a universal directory, i.e.
one that contains all subscribers to telecommunication
services. As a publisher of printed and online directories,
SoLocal Group welcomes this new regulation, which will
enable it to acquire licences to directory data from all
telecommunications operators and to enrich its contents.

Article L. 34 of the French Postand Electronic Communications
Code specifiesthatthere are norestrictions onthe publication
of lists of subscribers or users to electronic communication
networks or services, provided that their rights are protected
and that operators are required to provide, in a non-
discriminatory manner and at a price that reflects the cost
of the service provided, the list of all subscribers or users
to whom they have allocated one or more telephone
numbers, This article also reaffirms the rights that govern
the publication of personal data in directories and the use
of directory enquiry services. Lastly, pursuant to this article,
subscribers to a mobile telephone operator service must
give their prior consentto inclusion in a subscriber or user list.

6.6.3 Database regulations

On N March 1996, European Directive 96/9/EC on the
protection of databases was adopted.

The main innovation introduced by this directive was the
creation of a new type of right, in addition to copyright which
protects, for a specified time, a substantial investment of
money and/or time, effort or energy to obtain, check and
present the contents of a database.

This directive was transposed into French law by an
Act of 1July 1998 that provided for a sui generis right that
protects the interests of database creators, in addition to
any protection provided by copyright (and most notably
Articles L. 111-1, L. 112-3 and L. 122-5 of the French Intellectual
Property Code and all of Title IV of Book IIl of this Code,
ie. its Articles L. 341-1to L. 343-7).

This protection applies to database content “the
constitution, verification or presentation of which reflects
a substantial financial, material or human investment”.
This protection is independent of and without prejudice
to the protection that copyright provides to a database's
contents or graphic interface, as Article L. 341-1of the French
Intellectual Property Code stipulates that a database

Suppliers

creator, who is understood to be the person who takes
the initiative and bears the risk of making the necessary
investments, is entitled to protection of his or her database
content when its constitution, verification or presentation
has required a substantial financial, material or human
investment.

Database creators thus have a legal right to prohibit any
substantial extraction of the content of their databases
and any reuse thereof. Regarding this, Article L. 342-1of the
French Intellectual Property Code stipulates that database
creators may prohibit the following:

@ the extraction, by a temporary or a continuous transfer,
of all of the content of a database or of a partthereof that
is quality-wise or quantity-wise substantial, to another
medium, by any means and in any form whatsoever;

® the re-use of all of the content of a database or of a part
thereof that is quality-wise or quantity-wise substantial,
by making such content or part thereof available to the
public, in any form whatsoever.
This protection covers the extraction or reuse of a
substantial part of a database even when the database has
been made publically available. This protection remains
valid even when the person extracting content has lawful
access to the database. Pursuant to Article L. 342-2 of the
French Intellectual Property Code: "The database creator
may also prohibit the extraction or the systematic or
repeated re-use of parts of the content of the database
that are not quality-wise or quantity-wise substantial,
when such extraction or systematic or repeated reuse
manifestly exceeds normal use of the database.” However,
Article L. 342-3 of the French Intellectual Property Code
stipulates that: “When a database is made available to the
public by the rights holder, the latter may not prohibit (.
the extraction or re-use of a part of its content that is not
quality-wise or quantity-wise substantial by someone who
has lawful access to the database (..)".

The database creator’s rights are therefore normally
protected for a period of fifteen years after the creation of
the database or the date it is made available to the public
(paragraphs 1and 2 of Article L. 342-5). However, the term
of protection may be extended if a further substantial
investment is made, which in effect means that a database
may then be indefinitely protected (paragraph 3 of
Article L. 342-5).

See section 6.5.2 "Dependence on supply contracts and industrial contracts”.

Overview of businesses

6.
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6.8

6.9

Insurance and risk coverage

The Company has implemented an insurance and risk
management programme to cover its major property
damage, civil liabllity and personal insurance risks.

The Company seeks to continuously optimise the
management of risks that can be transferred to insurers.

The exchange of information between the Legal
department, the risk manager, the internal control manager
and Internal Audit department has been systematically
organisedto ensure that they each have a comprehensive
perspective of the Group's risks that is as exhaustive as
possible, in accordance with the risk mapping.

This comprehensive perspective enables the Group to find
the most appropriate coverage for its insurable risks.

Insurance is obtained from major international companies
and policies are regularly compared between insurers and
renegotiated with the assistance of a leading major broker.

Property damage risk is insured under a Group insurance
policy that covers “property damage and business
interruption losses, including damage to goods during
shipment’, which covers all direct damage to goods and
operating losses except for those that are specifically
excluded.

The maximum annual cover amount per claimin 2015 was
49,900,000 euros for damage and business interruption
losses, of which the latter accounted for 40,000,000 euros.
This is sufficient to cover business interruption in the event
of a major disaster that requires the implementation of a
business continuity plan.

When it is time to renew the insurance policy, the insurer
is accompanied by engineering department staff and the

Major tangible fixed assets

chief safety officer when inspecting premises to make
sure that the insurer is able to assess risk as accurately as
possible and thatthe best possible coverage is negotiated.

To reduce the premium, aterm of two years was agreed for
the policy, which can be revised in the interim if warranted
by claims experience. The policy’s limits and deductibles
are in line with current market practices.

The civil liability policy covers civil liability claims from
customers and third parties that may arise during business
operation or business-related activities. The policy is an
“all risks, subject to exclusions” policy, which means that
all bodily injuries, property damage and consequential
damage are automatically covered, including damage
from computer viruses, unless expressly excluded.

This policy's deductibles were determined not only on
the basis of the types of risk exposure, but also on each
subsidiary's scope of exposure. This has made it possible
to cover all risks without increasing the premium.

For civil liability coverage in 2015, the Company paid a
provisional premium of approximately 84,000 euros, vs.
85,000 euros in 2014,

For property damage and business interruption coverage
in 2015, the Company paid a premium of approximately
180,000 euros, vs. 170,000 euros in 2014,

For automobile insurance coverage in 2015, the Company
paid a premium of about 515,000 euros, vs, 405,000 euros
in2014.

In response tothe change inthe Company's shareholding
structure in 2013, the Company took out a Company
Representatives Liability insurance policy offering
maximum coverage of 30,000,000 euros. This insurance
cost about 84,000 euros in 2015, vs. 85,000 in 2014.

Leases and subletting agreements are described in Note 31 to the consolidated financial statements for 2015, which is

found in chapter 20.1 — Historical Financial Information.
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7. Brief description of the Group
7.2 List of main subsidiaries and equity interests

A description of the Group is provided in section 6.1.1 of this document: “General presentation of business activity”.

Note 35 to the consolidated financial statements provides a list of the consolidated companies, indicating their country
of origin and the Company’s percentage of control and equity interest in each one at 31 December 2015.

7 2 List of main subsidiaries and equity interests
| |

A simplified organisational chart of SoLocal Group at 31 December 2015 is provided below:

PagesJaunes

100% y

PagesJaunes

Outre-Mer ™ 100% «
SA

100% A

LeadFormance
SAS

(1) PagesJaunes Outre-Mer SA is not consolidated due to its non-significant nature.

100%

QDO Media

SAU

100%

-

PagesJaunes
Resto
(Chronoresto
SAS)

SolLocal
Group UK
(Digital to
Store Ltd.)

100%

v 100%

» 100%

4 100%

Ooreka
(Fine Media
SAS)

SoLocal
Marketing
Services
(PIMS SA)

Yelster
Digital
GmbH

7. Organisational chart
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CORPORATE
SOCIAL
RESPONSIBILITY

Introduction

1. Message from the Chairman
and the General Secretary in
charge of Corporate Social
Responsibility

The final stage of our Digital 2015 transformation
programme last year was placed under investment to
stabilise our new processes and tools. These human and
financial efforts were made without losing sight of our
commitments to social responsibility and significant steps
are still being taken.

® Employer responsibility: “To build a motivating and
fulfilling digital group for everyone”: in particular, the
Group continued its investment in training to enable
employees to increase their skills in our stakes and in
the ecosystem in which we are developing.

® Environmental responsibility: “To preserve the
environment in our business management”. while
PagesJaunes' targets to reduce CO, emissions were
exceeded between 2009 and 2015, a new ambitious
target has been set, -30% between now and 2018
compared to 2014,

@® Societal responsibility: “To energise the local economic
fabric in a responsible way'": the Group is intensifying
its actions by allowing small and medium-sized
French businesses to join the digital economy and
thus participate in the ecosystems that favour the local
economy.

Thesefewexamples demonstrate how Social Responsibility
is an important point of reference to guide our actions
and create motivation. In the cultural and organisational
upheaval experienced by our Group that also reclassifies
our relations with external stakeholders, we firmly believe
that we have to be mindful of our social responsibility in
our everyday lives for us all to be able to benefit from it.

Jean-Pierre Remy, Chief Executive Officer
Pascal Garcia, General Secretary in charge of CSR

2. SoLocal Group - a responsible
company

2.1 Organisation

At SoLocal Group, the leader inlocal digital communication,
we provide digital content, advertising solutions and
transactional services that bring consumers and local
businesses together.

Introduction

Employer Responsibility

Environmental responsibility

Societal responsibility

Outlook

CSR contacts

Appendix 1. Note on methodology

Appendix 2: Tables of compliance with Grenelle Il and 1ISO26000
Appendix 3. Report of the Statutory Auditor as an Independent Third

Our organisational structure is presented in the Chapter
“Organisational Chart” and our strategy is detailed in the
Chapter "Overview of activities'.

2.2 The origin and development
of our CSR Strategy

For SoLocal Group (untilJune 2013 the PagesJaunes group)
Corporate Social Responsibility (CSR) is an integral part of
daily business and is essential to achieving financial and
extra-financial objectives. Corporate social responsibility
means respecting our employees, protecting the
environment and ensuring constructive relationships with
our clients, suppliers, non-profits and other stakeholders.

Our first CSR initiative was to reduce the environmental
impact of our printed directories business by optimising
their production and distribution. We soon realised that
CSR drives our progress and could inspire many other
sustained initiatives.

CSRis a continuous process of improvement that enriches
our vision and stimulates our desire to progress and work
in partnership with others. Both our management and
employees support the CSR strategy and initiatives, which
serve the legitimate concerns of our stakeholders.

2.3 CSRgovernance

In 20711, our Partnerships, External Relations and Strategy
departmentwas putin charge of developing CSR strategy,
which it now leads and supervises. This department's CSR
team reports directly to the General Secretary and Deputy
CEO in charge of Partnerships, External Relations and
Strategy, who is a member of our Executive Committee.
The CSR team, which consists of a CSR officer and CSR
project manager, oversees all aspects of CSR.

All PagesJaunes divisions and SoLocal Group subsidiaries
also have CSR correspondents. As a result, all of our people
are actively engaged in our commitment to corporate
social responsibility.

To achieve our specific employer responsibility goals,
our Human Resources department has trained a team
dedicated to improving the quality of life in the workplace,
fostering diversity and facilitating the employment of
people with disabilities.

Our Printed Directories department has an environmental
committee led by its Chief Quality Officer.

The CSR team coordinates the efforts of correspondents
and works with them to develop projects that will achieve
our strategic CSR goals.

Party
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2.4 Commitments, objectives
and key performance indicators

The SoLocal Group's three main commitments to CSR are:

@ to build a digital group with a motivating and enriching
work environment;

@ to conduct business in an eco-responsible manner;

® to promote responsible local economic development.

These commitments have been integrated into our

strategy and will drive our growth.

For each of these commitments, we monitor strategic objectives and indicators that enable us to ensure a follow-up:

KEY FIGURES

EMPLOYER RESPONSIBILITY
To build a digital Group with a motivating and enriching work environment

Empower employees to play an active role in our
development

Promote diversity and equal opportunity

Provide a pleasant work environment

139,802 hours of training were provided in 2015
186 Eureka’ suggestions were implemented in 2015

27% of senior executives were women in 2015
Employees with disabllities represented 3.7% of the
workforce in 2014

73% of employees participated in the opinion survey
SolLocal®

ENVIRONMENTAL RESPONSIBILITY
To conduct business in an eco-responsible manner

Reduce the environmental impacts of our products and
services

Reduce the environmental impact of business activities

CO, emissions were reduced by 58% from 2009 to 2014

Mobility plans for the head office and other premises in
the Paris area prepared in 2015

15.3% of premises met HEQ environmental standards in 2015

SOCIETAL RESPONSIBILITY
To promote responsible local economic development

Make an active contribution to local economies

Ensure responsible communication that respects
personal data

Win the trust of our customers

One PagesJaunes job creates two jobs in the private and
public sectors®
92% of French used the PagesJaunes service in 2015¢

Requests to delete personal data were handled in
2 days on average in 2015

Almost 9 out of 10 Internet users trust the PagesJaunes
brand®

(1) See "Collaborative innovation” in the section entitled "Employer Responsibility/Euréka”

Source: Internal opinion poll regarding 2014

(5) Source: Harris Interactive — Tracking the PJ brand, January 2016

2,5 Communicating with stakeholders

To give SoLocal Group businesses a stable foundation
in the communities we serve and adapt our efforts to
meet local requirements, we make it point to listen to
and communicate with our stakeholders. We have been
tailoring our communication means and messages to
communicate more effectively with all of our stakeholder
groups, which include:

® Employees:

® A group network of CSR correspondents which
is involved in leading and implementing actions
throughout the year,

@)
(3) See "Local economic impact” in the section entitled “Societal Responsibility”
(@)

® Efforts to increase employee awareness of CSR

commitments and inform staff of CSR actions:

— newsletters regularly sentto allemployees provide

news on CSR-related topics,

- Group entities have organised information
and training actions at various events, such as
Sustainable Development Week and Handicap

Week, at the head office and at other Group sites,

— pages dedicated to CSR on our corporate website

and intranet site,

— particular attention was paid to the PagesJaunes

2009-2014 Carbon Footprint and fixing the target
for 2018: presentation meetings, newsletters for all
Group employees and circulation on the Group
Intranet;

8. Corporate Social Responsibility
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@ The general public:

@ Information on CSR commitments:

- presentations by SoLocal Group experts: a
conference organised by the OREE and Comité
21 on the subject of Reporting by businesses and
communities, CDDD conference in the Grand
Palais during the COP21 on the subject of the
Climate Book, testimony during the conference
for the launch of the book on good practices in
eco-design with Green IT,

- series of measures taken by the Group in the
media: interview by M6 with employees at head
office on waste sorting during the COP21,

- partnerships with e-RSEnet, media specialising in
sustainable development,

- the corporate website and social networks;

® Government and institutions: initiatives to engage
with members of parliament, ministerial cabinets and
trade associations; memoranda and participation in
roundtable conferences;

@ Suppliers:

® most contracts with suppliers include a Sustainable
Procurement Charter,

® supplier selection criteria in some request for
proposals and contracts;

@ Business community:

® membership in the Sustainable Development
Directors College, with participation in conferences
and working groups,

® membership in OCSR, which monitors trends in
corporate social responsibility,

® membership of the Green IT club,

® CSRteam head Carole Vrignon'’s participation in Label
Lucie’s Certification Committee;

@® Business clients and users:

® independent surveys of 6,000 PagesJaunes'
business clients during the year to determine their
satisfaction and get feedback on specific aspects of
the client relationship,

® a Business Client Experience department and a
Consumer Marketing department were set up at
PagesJaunes to measure satisfaction with customer
service,

® ongoing and periodic online surveys to measure
the satisfaction of PagesJaunes and Mappy
website users;

® Schools:

® partnership with target schools,

® building the employer brand on social networks;

@® Financial sector:

® exchanges with CSR rating agencies (Vigeo, Oekom,
Ethifinance) and investors,

® presence in the Gaia index.

PagesJaunes'’s Printed Directories department keeps
its employees regularly informed of its efforts to obtain
environmental certification. The Head of the Printed
Directories department sets forth environmental
responsibility guidelines. A letter indicating the
department’s quality and environmental commitments
was sent to all department employees.

Many awareness-raising actions on environmental
initiatives are conducted each year:

® For managers:

® meetings are organised by the Operations and Field
Distribution department’'s Quality team and by the
Head of the Printed Directories department to inform
managers and process supervisors,

@ anannual ManagementReview is organised to examine
all certified processes and prepare improvement plans,

@ an annual Environmental Committee meeting is held
to review environmental impacts and assess progress.
These meetings may include updates on the ongoing
ISO 14001 certification of Printed Directories business;

@® For all personnel:

® at least two information meetings are held annually
for employees of the Printed Directories department.
These meetings include reports on environmental
actions, progress and improvement initiatives,

® the managers and/or staff members of each
Printed Directories operating department meet
weekly or twice per month to present progress on
environmental actions,

® department managers organise process reviews
with their teams in preparation for the annual
Management Review.

3. The 2015 CSR report

3.1 Report