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Solocal is the trusted local
digital partner for all
businesses looking to
accelerate their growth.

Solocal is the trusted local digital partner for
all businesses looking to accelerate their
growth. Solocal draws on six strategic assets:
very high visibility media, powerful data
geolocation, scalable technological platforms,
nationwide commercial coverage in France,
partnerships with the Big Five tech
companies* and a wealth of talent (experts in
data, development, digital marketing, etc.).

* Google, Apple, Facebook, Amazon, Microsoft/Bing.

This Universal Registration Document was filed on 23 April 2026 with
the French Financial Markets Authority (Autorité des marchés
financiers - AMF) in its capacity as competent authority pursuant to
Regulation (EU) 2017/1129, without prior approval pursuant to Article
9 of said Regulation.

The Universal Registration Document may be used for the purposes of
a public offering of securities or the admission of securities to trading
on a regulated market, provided it is accompanied by a securities note
and, where applicable, a summary and any amendments to the
Universal Registration Document. The complete document is approved
by the AMF pursuant to Regulation (EU) 2017/1129.

The Universal Registration Document including the annual financial
report is a reproduction, translated into English, of the official version
of the Universal Registration Document in xHTML format filed with the
AMF on 23 April 2026 and available on the AMF website; this
reproduction is available on Solocal Group's website.
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1 About Solocal

Sector overview

11 Sector overview

1.1.1

The digital transformation of French VSEs/SMEs
continues with better use of digital tools

For VSEs/SMEs, the Internet plays a key role in maintaining
appropriate ties with consumers and meeting their needs. SMEs
fully realise the importance of being visible online and offering
their customers digital services.

According to the France Num barometer of December 2025,
digital technology has come to represent a business driver:

e more than three-quarters of VSE and SME managers (78%)
believe that digital technology represents a real benefit for
their company. This proportion is comparable to previous
years;

® 77% of the company leaders polled consider that digital
technology facilitates communication with customers
(stable).

In this context, 84% of the companies (-1 point) and 93% of the
SMEs polled have at least one online visibility solution:

® 65% have a website presenting the company's activity
(stable, SMEs: 81%);

® 66% have at least one social media account (+1 point);
® 50% are listed in a free online directory (new data);
® 19% are listed in a paid online directory (new data).

The main drivers of demand and customer needs

The rates of collaborative tool adoption are on the increase:

® 61% use instant messaging (+2 points);

® 58% use an online document exchange platform (+2 points);
e 38% have an electronic signature solution (+2 points);

e 39% use a professional collaborative solution (+4 points).

Electronic invoicing is gradually becoming mandatory for
exchanges between VAT-registered companies established in
France. As the implementation deadline gets closer, 69% of
VSEs and SMEs (+2 points) are equipped with invoicing
software (86% of SMEs).

In 2025, the number of VSEs and SMEs that reported using
artificial intelligence solutions doubled in one year, reaching
26%. The most common uses are generative artificial
intelligence (22%, +12 points) followed by chatbots and
assistants (14%, +9 points).

Fear of hacking continues to rise, and companies are
increasingly equipping themselves accordingly.

In 2025, more than one in two company leaders (52%, +3 pts)
expressed concerns about this issue, having encountered
problems related to phishing (21%) or malware (16%).

The proportion of company leaders expressing concern has
been rising steadily since 2020 (+16 pts), and 84% of them
(+2 pts) have a cybersecurity solution in place (including 96%
with an antivirus and 82% with off-site data backup).

(1) France Num barometer data, sample of 11,021 companies representative of French VSEs and SMEs (3,043 SMEs and 7,978 VSEs of which
1,027 have no employees). The companies were surveyed online (10,219 companies) and by telephone (802 companies) between 26 March and 18

April 2025.
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1.1.2

1.1.2.1

Solocal addresses a sub-segment of the Digital Advertising and
Communication market - as defined by France Pub®.

Our markets

Addressable market

Over the first nine months of 2025, growth in the advertising
market was subdued with net advertising revenue for all media
amounting to €12,674 billion, up +2.1% versus the first nine
months of 2024. This growth was mainly driven by the overall
momentum of digital technology, up +9% (France Pub estimate
based on the scope of the e-pub SRI-UDECAM observatory).

The advertising market comprises 74,919 advertisers, 31% of
which are present in the five traditional media formats
(television, cinema, radio, press, and outdoor advertising,
including digital media revenues), and 83% in digital formats.

Considering that 81% of companies in Solocal’'s customer base
have less than 10 employees, Solocal is primarily positioned on
the VSE/SME segment, i.e. businesses that invest in
communication and advertising locally and regionally. However,
it also addresses the Large Accounts and Networks segment via
dedicated offers and teams.

1.1.2.2  Penetration rate (in volume) by

business sector

In 2025, Solocal maintained its position as France's digital
marketing leader. Solocal builds on its knowledge of the various
industries and its territorial coverage to offer dedicated and
innovative services.

With 195,000 customers and penetration rates of between 1%
and 19%, Solocal is the trusted local digital partner of all
companies, whatever their sector, to spur their growth.

About Solocal 1

Sector overview

1.1.2.3

Solocal offers a wide range of digital solutions and, accordingly,
operates in a relatively wide, competitive environment:

e the GAFAM, such as Google and Facebook, provide digital
solutions based on their own proprietary media and
technologies. Solocal believes that its local presence, and
especially its sales teams operating in the field and the
unrivalled scope of its base of customers/prospects on
pagesjaunes make it a valuable service provider alongside the
GAFAM;

e Web and media agencies operating on a local, regional or
national level, offer media solutions such as websites or
AdWords campaigns. Solocal considers that the audience on
its own platforms, its purchase-driven & geo-localised data
and its proprietary products and services allow it to compete
with these agencies;

e highly specialised Saa$S players offer specific digital solutions
with a limited functional scope, such as website creation,
appointment scheduling or online visibility. Solocal maintains
that its range of digital services brings it additional legitimacy
for assisting VSEs and SMEs;

e SaaS platforms offer a palette of integrated services, mostly
verticalised within a specific sector. Solocal opines that, on
the strength of its audience, its partnerships with top-notch
players in the digital and media sectors, and the relevance of
its digital services, it can offer both an exhaustive presence
on the major internet hubs and an optimised user experience
well suited to the local business sector.

The main players in our markets

(1) Results of the Advertising, Media and Communication Market: Review of the first nine months of 2025 and of 2025 forecasts by the “baromeétre
unifié du marché publicitaire” (BUMP) barometer in partnership with FrancePub, IREP and KANTAR, November 2025 report.
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1 About Solocal

Strategy and objectives

12 Strategy and objectives

1.2.1

For all of us, daily life happens on a local level. Solocal's
ambition is to make pagesjaunes the go-to place for all local
activities of consumers and the general public, and therefore an
essential platform for VSEs/SMEs who see it as the most
effective communication channel.

Solocal strategy

Solocal has the key

opportunity:

® a positioning at the intersection of two worlds: consumers
and businesses, through advertisers and publishers, both of
which need marketing solutions and brand strategies to claim
their rightful place in the digital world;

® an unparalleled inventory and database in France with
pagesjaunes;

® a seasoned local sales force and winning sales expertise;

e leading-edge technological expertise, particularly in Al;

® a healthy financial structure that provides leeway in terms of
innovation.

ingredients to seize this twofold

1.2.1.1 Forging ahead with the recovery

strategy launched at the end of
2024...

Defined by the new controlling shareholder and under the
impetus of the new Executive Committee, Solocal aims to build a
platform useful to consumers and citizens in their everyday
lives, and indispensable to businesses in their local activities. In
the short term, this will involve:

e the furtherance of the pagesjaunes media to become the
meeting place for all local life (cultural, social, commercial,
associative);

e the creation and invention of cutting-edge products
(including Al) that are more efficient, more competitive and
more effective;

e the transformation of the corporate culture based on the
values of excellence, rigour, innovation, respect and ethics.

Aspiring to profitable and sustainable growth beneficial to all,
this recovery strategy requires us to regain the trust of our
customers, restore competitiveness in Products & Services
through innovation and Al, revitalise commercial activity based
on efficiency and performance, transform the corporate culture
by tackling the elimination of silos (One Solocal), and instil - at
all levels of the company and alongside commitment - the
notions of agility, speed, collaboration and productivity, while
encouraging initiative.
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The action plan launched at the end of 2024 had a positive
impact in 2025:

e The “Clean” programme has been completed. It involved
cleaning up the anomalies or complexities that hampered the
smooth running of the company.

e The “Repair” programme is almost complete. It involves
repairing whatever needs to be repaired in order to deal with
the causes of operational problems and regain agility,
efficiency, productivity and performance.

e The ambitious “Build” programme is currently being rolled out.
It involves building Solocal’s future by creating the products,
systems and approaches that will foster sustainable and
profitable growth.

The underlying objective of this plan is to revitalise pagesjaunes
with the aim of establishing its local supremacy. The Group
intends to make pagesjaunes the essential local platform for
professionals and consumers/citizens. Combined with a data
strategy intended to develop real knowledge of customers and
win market share in local advertising, pagesjaunes will thus
regain its position as the undisputed leader. All of this will be
reinforced by ‘win-win’ partnerships with local and national
players, bringing new vitality to local life and the economic
activities of the regions.

1.2.1.2 ... which makes satisfaction a major

factor in customer loyalty

Customer satisfaction will serve as a cornerstone in order for
pagesjaunes to be useful in everyday life and indispensable to
local businesses. In September 2023, Solocal set up a
department dedicated to improving the satisfaction of
customers and streamlining their experience with the aim of
reducing churn and, accordingly, securing their loyalty.

To measure customer satisfaction, evaluate its development
over time, detect irritants for customers and implement
corrective actions, two main "Customer voice" devices have
been deployed:

e firstly, measuring customer satisfaction on the spot, for each
interaction between Solocal and the customer throughout the
customer journey (purchase, deployment, assistance,
prevention and support). This serves to ensure a high-quality
experience and interaction. Where necessary, an in-depth
analysis based on our customers' feedback helps us to detect
irritants and implement remedial action plans.



About Solocal

Strategy and objectives

1

Customer satisfaction score

Average Average

H12025 H2 2025
Subscription (telesales) 4.4/5 42/5
Deployment - Site & Connect 4.6/5 45/5
Assistance (IVS for incoming calls) 3.1/5 3.0/5
Support 4.5/5 4.3/5
Customer space - solocal Manager (app & desktop) 3.3/5 3.2/5

e secondly, a Speech Analytics solution to identify the main
reasons for calls and repeat calls, as well as the main reasons
for dissatisfaction and churn. These conversations are
analysed automatically by artificial intelligence. The results
are then studied to define the actions to be undertaken
(training, continuous process improvement, prevention).

This more detailed knowledge of our customers lies at the root
of our transformation. Solocal is particularly focused on greater
proactiveness towards its customers and a more informative
presentation of the potential return on investment.

Customer satisfaction hinges notably on the following:
e A withdrawal option

Solocal gives its customers the option to withdraw within 14
days and seeks to improve the transparency of our commercial
approach and the reliability of our sales.

e Improvement of Solocal's e-reputation

Creation of a team tasked with responding to reviews posted by
our customers on Trustpilot, Google, Facebook, etc. These
responses are integrated into a complaints management
system, ensuring that dissatisfied customers are quickly called
back and their case managed. This professional approach to
review management, combined with that of systematically
contacting customers concerned, enabled us to achieve a score
of 4.2 on Trustpilot in January 2025, attesting to the
improvement in customer satisfaction.

1.2.2 Financial objectives

Following a year of transformation in 2025, Solocal continues to
implement its recovery strategy, with the objective of returning
to growth in the second half of 2026, specifically from the
fourth quarter onwards. Furthermore, the Group does not rule
out implementing targeted and measured external growth

In 2025, customer relations focused on reducing processing
times and backlogs of pending requests, achieving a certain
degree of success.

1.2.1.3 As close as possible to customers
and their needs
Under the impetus of the new management team, the

commercial approach was overhauled at the start of 2025 in
order to be as close as possible to the customer and to make
the sales representative the customer's preferred point of
contact. This involves overhauling the customer and prospect
portfolios assigned to the sales force. From now on, the sales
representative becomes a veritable partner in his or her
geographical region which, moreover, has been reduced to
optimise its coverage. The compensation scheme has also been
updated to make it more transparent and more incentive-based.

Renewed in 2024, the product offering was simplified and
trimmed down (25 offers available at the end of 2024 compared
with 33 at the end of 2023, and a reduction from 70 published
offers to 44) to optimise the commercial approach and better
meet the needs of our customers. In line with this approach,
Solocal's objective is to enrich and expand its value proposition
through the development of new proprietary products as well
as through partnerships.

initiatives to shore up its positions and regain its leadership,
particularly in the technological sphere.

In terms of profitability, Solocal expects to see an increase in its
EBITDA margin of around 20% in 2026.

2025 Universal Registration Document SOLOCAL
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1 About Solocal

Business overview

1.3 Business overview

1.3.1 Mission statement

A deep and structurally expanding market that
offers significant growth opportunities for solocal

A positioning at the intersection of two worlds
(consumers and businesses) to meet the
needs of advertisers and publishers in terms
of marketing solutions and brand strategies

A first-class inventory and database
with pagesjaunes

Our strengths
solocal

Proven technological expertise, where
Al is central to the solutions offered

A clearly defined vision and direction set
by an experienced management team

A seasoned local sales force ready to conquer
new markets by building on the success
of Regicom’s turnaround

2025 Universal Registration Document SOLOCAL



1.3.2 B2B digital service offer

Solocal seeks to accelerate the growth of local businesses
through digital power.

For this purpose, it offers a broad range of digital solutions and
services, mostly on a subscription basis, accessible in SaaS
mode via a single application: solocal Manager. This offer is
intended for VSEs/SMEs and large network accounts.

For the VSE/SME segment, the current offer is based on three
product ranges (MyConnect, Website and Booster).

e The MyConnect range, intended as the basic foundation
essential for all VSEs/SMEs, is now used by more than
180,000 businesses in France. It allows local businesses to be
visible on the Web’s main high-traffic platforms (Google,
Facebook, Instagram, pagesjaunes, Apple, Qwant, etc.). Via
solocal Manager, businesses equipped with MyConnect can
easily enhance, update and disseminate their information in
real time on Google, Facebook, pagesjaunes, Apple,
Qwant, etc. With MyConnect, businesses also benefit from
solutions that they can use to better - and more frequently -
interact with their customers (management of reviews,
management of quote requests, instant messaging, etc.),
develop their activity (online appointment scheduling, click &
collect) and retain these customers (posting content on social
media, centralising and enhancing their customer databases,
creating and implementing e-mailing campaigns or text
campaigns). The MyConnect offer stands apart firstly thanks
to Solocal's privileged partnerships with certain high-traffic
platforms (such as Apple or Yahoo), and secondly to the
breadth of the digital solutions offered to professionals to
develop their activity all from a single platform: solocal
Manager. At the end of 2025, almost 634,000 businesses
were equipped with solocal Manager”’, 382,000 of whom in
free mode, and 252,000 in paid mode, all of which gives
Solocal a fairly unique capacity to optimise the online
presence of local businesses.

About Solocal

Business overview

1

e The Website range invites local businesses to complete their
visibility on the web’s high-traffic platforms with the creation
of their own website. Having won over 26,000 customers, the
Website range benefits from a broad statistical base to
identify the highest-performing keywords in terms of local
SEO. In addition to offering advanced support at every step in
a website’s life, from its creation to its day-to-day
management, Website stands apart thanks to its very high
SEO performance, key to effective local visibility for
professionals.

® Booster sets out to boost a company’s natural online visibility
through advertising. Like the Website range, Booster is
focused on performance, with a range of products that
maximise volumes of ad displays, visits on the company’s
website, or direct contacts (in the form of telephone calls,
online appointments or quote requests). As with the Website
range, this performance is the result of a high number of local
advertising campaigns (more than 30,000 campaigns in 2025
on the Booster Contact, Booster Site, Booster Notoriéte,
Social, and Local Impact offers and excluding Priority ranking)
organised in parallel by Solocal on various platforms (Google,
Bing, Facebook, Instagram and, more generally, all online
advertising). This mass effect serves to optimise keyword
purchasing algorithms.

e For Large Accounts, Solocal’s offer mainly targets networked
regional and national brands, as well as public and healthcare
entities also organised as networks. Solocal’'s offer mainly
targets networked regional and national brands. Solocal’s
Networks solutions allow network heads to better tap into the
market's potential by optimising their digital presence and
their local-scale advertising setup, taking into account the
specifics of each catchment area.

(1) Business owners who logged on at least once during the period from 1 January to 31 December 2025.

2025 Universal Registration Document SOLOCAL
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1 About Solocal

Business overview

1.3.21 MyConnect

In June 2025, to better meet the needs of businesses, Solocal
simplified the structure of its presence management offerings
around a single platform: MyConnect. While the objective is to
facilitate interactions between the business and its customers
(e.g. via instant messaging), develop the business's activity via
the Internet (e.g. via online appointment scheduling) and secure
the loyalty of its customers (e.g. via direct marketing solutions),
this new MyConnect platform has helped strengthen the offer
by integrating artificial intelligence to facilitate the management
of the business's e-reputation (e.g. responding to reviews),
generate a relevant description of its activity (visible on
pagesjaunes), and facilitate the management of its activity on
social media (through the creation of publications).

With MyConnect, Solocal is positioned as a partner of choice for
VSEs/SMEs via its complete range of relational presence
services. Consequently, MyConnect's value proposition ties in
with Solocal’s approach to support the digital transformation of
VSEs/SMEs offering broader, turnkey SaaS solutions that are
easy to use and accessible via a single app: solocal Manager.

The MyConnect platform can be supplemented with options
offering high added value for the customer (extended presence
on pagesjaunes, ClicRDV agenda).

It is available in subscription mode with a 12-, 24- or 48-month
commitment period, payable either upfront or each month.

MyConnect is available from €49 per month and brings
businesses an optimal digital presence. Via the solocal Manager
platform, it enables them to:

® manage and publish their information and news across a
network of more than 30 media outlets, search engines and
partner social media platforms;

® manage their e-reputation and interactions with access to
instant messaging on pagesjaunes and Facebook, and receive
online quote requests on pagesjaunes.fr;

e convert their digital presence with the management of a
customer database to organise and manage all their customer
contacts and prospects, and access a direct marketing
solution to that they can engage their customer database via
email and SMS campaigns.

All of the features and services included in the MyConnect offer
can be used daily via the solocal Manager app. Use of the
proposed services includes Solocal customer support as soon
as the solution is deployed and throughout the customer life

2025 Universal Registration Document SOLOCAL

cycle, thereby encouraging solocal Manager’s adoption and the
use of the solutions subscribed to by customers.

In October 2025, in order to meet a basic objective, i.e. offer a
simple, entry-level package with a value proposition centred on
pagesjaunes, Solocal launched the pagesjaunes+ offer: an ideal
first step to strengthen the online presence of businesses
without any complexity. With Pagesjaunes+, the business's
pagesjaunes listing appears in a format that is up to twice as
large as a traditional business listing, with more information
visible: photo gallery, description, summary of reviews, action
buttons. This format helps to capture internet users' attention
and encourage interaction.

All the features included can be used on a daily basis in the
solocal Manager app to enrich and update practical information,
respond to reviews and messages, and post news on
pagesjaunes.

Pagesjaunes+ is available from €25 per month, with an annual or
monthly commitment.

1.3.2.2

Websites

g

. _-— @
Among the main high-traffic platforms on which any business
must strive to improve its digital visibility is its own website.
Solocal offers a range of websites compatible with all interfaces
(PC, tablet, smartphone), tailored to the needs and budgets of
all local businesses and networks.

The Website range offers two levels of service: "Start" &
"Performance", with 12-, 24- or 48-month commitment periods.

It is the perfect complement to the MyConnect range, which
enables the business to manage its digital visibility, but on the
Web’s main high-traffic platforms.

Solocal’'s Website range is a complete offer of customised

websites, and distinguished by:

e excellent Search Engine Optimisation (SEO) on the two
leading search platforms, namely Google and Bing;

e strengthened performance through paid Search Engine
Advertising (SEA) included in the offer;

e a wide range of customisable templates, or bespoke
templates specifically tailored by expert web designers;

e support for the lifetime of the website, including assistance
and advice.



The Website range benefits from an e-commerce option. It
allows local businesses to access online order taking via
features and support tailored to their commercial strategy:

e creation of an online product catalogue and commercial
hosting features;

e automatic inventory count and statistical tracking of sales.

The efficacy of this offer is underpinned by robust industrial
platforms with, in particular, the Duda white label website
creation platform, on which all our new websites are now
created.

Websites are developed at the Angouléme web factory, which
brings together - on a single site - all the skills needed for the
large-scale production of quality websites.

Thanks to its industrial expertise in website creation, backed by
proprietary tools to optimise site ranking on search engines and
a competence centre with dedicated web design and SEO
teams, Solocal is positioned as a leading, benchmark player in
the creation of websites for local businesses.

1.3.2.3 Digital advertising - Booster

The Booster digital advertising range improves customers’
online visibility beyond their website’s natural visibility or their
mere presence on the main high-traffic platforms. Its purpose is
to bring customers more direct contacts and visits to their

website, and greater exposure to a relevant,

audience of local consumers.

predefined

This range is structured around five subscription-based service
offers, exclusive on the market, to meet the needs of
businesses:

e Priority ranking: a solution which, in response to local
searches by Internet users, gives businesses top-level
visibility on pagesjaunes, Solocal’s media and on a network of
media partners - Mappy, Yahoo! and Local Ads;

e Booster Notoriété (brand awareness): a solution for
displaying ads in Display format, distributed locally on
pagesjaunes, social media and via programmatic advertising
on the web;

e Booster Site: a performance solution that brings businesses a
volume of real, measured local and affinity visits to their
website in order to improve its ranking and performance;

e Booster Contact: the equivalent of Booster Site, this
performance solution offers businesses a volume of real,
measured leads (phone calls, quotation requests, etc.) every
month within their catchment area;

About Solocal

Business overview

1

e Local Impact: an innovative solution for displaying ads in
Display or Video format that exclusively targets individuals
within the customer's catchment area, thereby allowing them
to calculate and increase in-store physical visits.

These solutions are underpinned by Solocal’s singular expertise
and competitive edge, through which it can offer unique,
optimised digital advertising solutions at least cost:

e exclusive proprietary user services (pagesjaunes and its
“Pages Conseils” advice pages, “OOtravaux”, “Le bon
garagiste”, “je trouve mon déménageur”, “je trouve mon
avocat”) whose corresponding audience is concurrently (i)
very significant, with more than 21 million unique visitors each
month, (i) structurally geo-localised on a hyper-local scale,
and (jii) highly intent-driven, with a very high lead conversion
rate compared to the advertising market’s standards;

e media and technological partnerships with major digital
players (Google, Facebook Bing, Yahoo!) and with an
extensive network of local, lead-providing media players
(“Local Ads” exclusive network), earning Solocal its unique
positioning for the acquisition of leads for local businesses at
the best price;

e expertise in local advertising campaign management
shouldered by the development of a proprietary technological
platform for managing ad display campaigns, on numerous
high-traffic platforms, both internal (pagesjaunes, Pages
Conseils and its vertical variants) and external (programmatic
purchase of ad spaces within the catchment area of our
customers).

These offers are available via a monthly or annual subscription,
or on a pay-as-you-go basis. They are available from €70/
month and, when taking out a subscription, commitments can
vary from 3 to 12 months. Each offer is available by business
sector, catchment area and keyword depth, all selected by the
subscriber. This ensures a match between businesses’ lead
acquisition strategy and the quality of the results of the
proposed advertising campaigns.

Solocal is one of the few players in France capable of operating
hyper-local digital advertising on an industrial scale, for VSEs/
SMEs, by leveraging all of the web’s main audience sources. In
fact, thanks to partnerships with Google, Bing, Yahoo!, its Local
Ads partner network and its pagesjaunes and Pages Conseils
proprietary user services, Solocal offers its customers the ability
of capturing all searches made by Internet users for local
businesses in France and transforming them into real, measured
leads for the activities of its customers, at best cost.

As with all its solutions, Solocal’s advertising offers are turnkey;
they integrate the creation of effective visual tools along with
landing pages that provide different methods for connecting the
Internet user with the business. This aspect also includes the
ongoing measurement and optimisation of advertising
performance by a team of experts in campaign management.
These experts use proprietary technological solutions based on
algorithms and machine learning to buy the best keywords, ad
spaces or SEO rankings at an optimised price, and to effectively
transform an online audience into visits or real, tangible leads
for the benefit of the customer’s activity, whatever the sector.
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1 About Solocal

Business overview

Products for large accounts

Solocal’'s offer also covers the needs of networks (private,
public, healthcare) with a multi-local presence. Whether for
large national networks or those that are more local, Solocal
offers a range of tailored solutions, including for digital
presence, e-reputation, appointment scheduling and digital
advertising. Our solutions are underpinned by experienced
production and support teams based in France, who provide
high-quality support throughout the contract period.

This range of online solutions is built on a number of assets
developed by Solocal, enabling it to gain local leverage via
online presence management and digital advertising:

e the Bridge proprietary platform, via which a network can
manage its digital visibility in real-time, both centrally - at the
level of the network head, and locally - at the level of the
establishment. For this purpose, the platform integrates a
store locator solution (a local web page dedicated to a point
of sale), a presence management solution (real-time
management of all key network information - address, home
number, business hours, reviews, url, news, photos, features
- on the Store Locator and on around twenty high-audience
websites and social platforms), an e-reputation solution
(centralisation of reviews, response template to be
customised, response generation by artificial intelligence, KPI
dashboard, response rates, reviews, average ratings, review
response times, etc.) and a digital advertising solution (on
pagesjaunes, Google Ads, Google Performance Max,
Instagram, Facebook, Bing and via programmatic advertising);

e the proprietary “ClicRDV” platform, enabling a network to
offer its customers the option of making appointments online
or offline (visits to the establishment, or via incoming calls).
The platform includes settings for shared and highly
customisable calendars, adapted to the specificities of the
network's activity (duration of services, availability of
equipment and employees, fully configurable break and
postponement times, promotions, etc.). Each customer can
integrate the “Make an appointment” feature on their
website, their store locator, as well as on pagesjaunes or
Google, thereby increasing their visibility and encouraging
Internet users to engage;
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e in its mobile-to-store version, Local Impact is built on a
specific programmatic chain and algorithms developed by
Solocal to measure the offline impact of campaigns and, more
specifically, to calculate the number of actual visits to points
of sale;

e the Network Booster solution adapts the features of Solocal’s
Booster Contact to address the specific issues of store
networks. It is an advertising performance offer that
guarantees the advertiser, for each catchment area in their
network, a certain number of qualified leads (phone call
analytics, online appointments, etc.), generated by ads
displayed on search engines such as Google and Bing.
Tailored to brands organised in distribution networks, this
multi-local offer serves to coordinate and coherently oversee
both local and national networks and thus tap into the full
potential of each catchment area;

e the SoMS (Solutions Marketing Services) package provides
direct marketing tools (text, RCS, e-mail) to allow networks to
acquire new customers and secure the loyalty of their
existing ones. It includes one of the market’s most extensive
databases (B2B and B2C) and draws on a team of experts and
know-how spanning more than 20 years.

Lastly, the LocalPub solution allows network heads to
coordinate the digital advertising campaigns of all their points of
sale locally. Using our BRIDGE platform, they can set up digital
advertising campaigns (by uploading their creative elements,
entering their campaign criteria) in programmatic display mode
and/or on Google Performance Max and/or Facebook and
Instagram, adapting them to the key moments of their points of
sale: sales campaigns, calendar events or special events, etc.
Once created, the advertising campaigns are made available to
the local points of sale within the BRIDGE platform. Once
notified, the point of sale can choose and order the advertising
campaign for broadcast online (immediate prepayment by credit
card or direct debit). With LocalPub, the network head ensures
that the brand identity is respected, and has complete visibility
of local digital investment and campaign results. LocalPub
strengthens the service offering available to networks, making
Bridge the most comprehensive marketing platform on the
market.
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1.3.3 High-quality technological platforms and partnerships

1.3.3.1

pagesjaunes is the French expert for connecting private
individuals and local businesses. With its generalist positioning
and a database comprising 4.3 million businesses in
1,900 activities, one French person in three used it every month
2025. Benefiting from 40.5 million visits per month and
117 million searches, pagesjaunes ranked in the top 50 most-
consulted websites in France (placing 44™ in August 2025).

pagesjaunes

2025 was marked by the launch of new innovative and
structuring services that enrich the user experience -
particularly thanks to Al - and lay the foundations for a hyper-
local media outlet that is essential for citizens, consumers and
businesses. Among the new features: the pagesjaunes Al
assistant, which facilitates the search for businesses, a
newsletter written entirely by Al; the "Local News" section,
which highlights news about local businesses as well as
information from the regional press in this first version; and the
Forum, a space for exchange between users - both non-
professionals and professionals.

In 2025, Al was at the heart of the progress made by
pagesjaunes in several areas.

pagesjaunes Al assistant: facilitating the search
for businesses

With the rise of natural language usage, pagesjaunes has
launched its own Al assistant to help users in their search for
businesses. Now, all the user has to do is ask a simple question
to get a selection of relevant businesses, enriched with a clear
summary and suggestions for further information. Displayed
across all search results, the Al assistant analyses, compares
and highlights the profiles best suited to the request. This saves
a lot of time when it comes to quickly finding the right
business.

J pagesjaunes

Restaurants & Soisy sur Seine
& ribsultats

L'olivier Du Maroc &
S avis
24 noeron Gin e S 91430 S 1t

(D) Les questions & se paser sefon noere Ik

. Bivama i en § mafeurs prot
et e b man basn

And the use of Al to optimise pagesjaunes services does not
stop there. Tests have been carried out on augmented search to
better respond to complex queries, formulated in natural
language or in a foreign language.

The Al assistant also performs the semantic analysis of
pagesjaunes reviews to highlight the qualities of businesses on
their detailed forms and in the results lists. Each review is
analysed to identify the qualities explicitly mentioned, determine
whether they are positive, negative or neutral, and extract the
corresponding passages. Nearly 12 million reviews are analysed
on an ongoing basis.

Les qualités citées par les clients sur les 465 avis analysés
par lA

B Avis positifs Avis neutres B Avis négatifs Non mentionné
@ Amabilité @ Satisfaction
“La coiffeuse est souriante et
sympathique, et l'accueil en “Autop I
général est chaleureux” jubinfafio ke 16/09/2024
264 mechartier77 le 12/09/2024 21 7
Vair les avis Sy Voir les avis
@ Compétent @ Tarification
L .
“Coiffeuse qui connait son Ty
métier ! Professionnelle et & “Les prix sont un peu abusés”
208 Fécoute 1 20 MarieB le 13/09/2024
pompomgirta? le 05/09/2024
Vair les avis Voir les avis

Les prestations citées par les clients sur les 465 avis
analysés par IA

® Avis positifs  © Avis neutres B Avis négatifs Non mentionné
@ Coupe @ Conseil
“La coiffeuse est souriante et -"\
sympathique, et Faccueil en “De trop bons consells
| général est chaleureux” Jubinfiofio le 16/09/2024
80 ) e 27
J
Vair les avis Vioir 165 avis
& Coloration @ Balayage
s “Fai demandé un blond cendré - “Jai déja eu des balayages
e suis ressortie avec jaune beavcoup plus jolies donc
1 4 pisse @ 4 dégue”
pompomgirta2 e 05/09/2024 Maried |
Vair les avis Voir les avis
& Brushing
4 “Man brushing CATASTROPHIQUE mes cheveux sont devenus de la pallie 11"
PrincesseSiS| 10/08/2024
Voir les avis
Les autres prestations
wifi climatisation wifi
Zone fumeur facilité bébé Zone fumeur

restaurant repas de groupe accés handicapés restaurant repas de groupe

plat & emporter anglats parté plat & emporter

animaux acceptés cocktail animaux acceptés
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Al to enrich the content of businesses' forms

Since the end of 2023, Al has been used to enrich the content
of businesses' forms, thus improving the SEO of the
pagesjaunes website and the visibility of these businesses. With
the evolution of Al models, the initial content generated has
since been updated to enhance its quality. Today, 2.1 million
businesses benefit from this enhancement.

To complement the communications already sent via push
notifications (app and web), event communications and
messages Trigger messages, pagesjaunes is introducing a new
generation of local and national emails and newsletters written
entirely by Al. This personalised content highlights the
businesses most popular with users for a given activity, both
nationally and in a panel of 15 cities. This innovation shores up
the link with our subscribers and significantly improves
performance: the newsletter open rate has increased by 50%,
and the local version has seen an additional gain of 10 points.

On the SEO side, we have increased pagesjaunes' presence in
Google results by indexing nearly 2 million new response lists
and improving internal SEO linking at the bottom of the results
lists.

In terms of content, Al represents a valuable aid for MyConnect
customers in writing responses to reviews, suggesting topics
and writing news posts (via their solocal Manager account) to
be published on pagesjaunes, among other places.

The new "Local News" section is the first step towards a
service that will see pagesjaunes evolve into a hyper-local
media outlet in 2026. This content highlights news published by
businesses (an average of 30,000 items per month) across all
35,000 French municipalities. In some French departments,
news from partnerships with the regional daily press is also
featured.

Other local information sources will be added gradually, as well
as contribution initiatives. The underlying goal is to make
pagesjaunes the go-to media for better everyday life in the
user's local area.
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The Forum is a new content space for exchanging and sharing
advice and experiences concerning the home and DIY, initially
(other sections will be added in 2026). Launched in September
2025, the Forum embodies the ambition to create a place for
discussion where users (non-professionals and professionals)
can share their experiences, ask questions and help each other
on everyday matters.

- [ R ——

Pariom Pagesjmaras 1. —

Bienvenue sur Forum Pagesjaunes !




The progress made by pagesjaunes doesn't stop there...

Among the key developments for finding businesses and
promoting them:

pagesjaunes confirms its role as a business generator for the
4.3 million businesses listed - primarily its customers, but also
its prospects. Two out of three visits generate a contact for
pagesjaunes businesses. Many initiatives have been taken in
this respect to support businesses:

Thus, at the beginning of 2025, a number of optimisations were

made:

e the overhaul of the response list now allows faster access to
the first results of businesses (+4% contacts);

promotion (priority listing, MyConnect

e customer and

pagesjaunes+) has been enhanced with a display that is 33%
higher, offering a more detailed description, photo carousel,
more action buttons and a positive extract from their reviews.
191,000 customers benefit from this. Positioning in the results
has also been optimised by including the presence of
transactional services and enriched content in the selection
criteria, bringing about a +2% increase in clicks.

The map is now central to the experience: on pagesjaunes.fr,
access to the map is much more visible since the redesign of the
results lists, and the prominence of the map in "nearby"
searches allows users to access it and find their bearings in an
instant.

LOFFRE ALDITION
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Enriching the database remains a priority for pagesjaunes,
which has prompted several changes to facilitate the
contribution and addition of information:

To make it easier for users to contribute to content enrichment,
it is now possible to create an account via Google Connect.
This has led to a threefold increase in the number of accounts
created since its launch in June.

Photos of businesses without an account can now be
published (+50% more photos uploaded on average) since the
introduction of this feature.

The addition of Google, TripAdvisor and Facebook ratings to
customers' list of results and business form has enabled 65,000
additional businesses to receive reviews. pagesjaunes has
racked up a total 18 million reviews!

In order to support the ramp-up in the use of electric vehicles
and make daily life easier for our users, the nearest electric
charging stations are included in the forms of the businesses
visited.

3J pagesjaunes

4 Bornes électriques a proximité

48] w1 22 -
1B 1 o sk T2 P Ak e Dol -7 b
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@ oreanaminn
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Major projects have also been carried out
for the benefit of the audience

The pagesjaunes Pages Conseils have been redesigned and
optimised for an improved reading experience, especially on
mobile devices. With the help of Al, content has begun to be
updated according to specific SEO, editing and UX guidelines to
enhance the visibility and performance of these pages in search
engines.
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Strategic partnerships that boost audience numbers
and enrich content

In 2025, the renewed promotion of pagesjaunes.fr by several
long-standing players - Yahoo, Qwant, Lilo and Mappy -
prompted a 10.9% increase in visits compared with 2024. Lilo
and bonjourRATP also joined the list of platforms that work with
pagesjaunes to enrich their offerings.

The year was marked by the signing of new strategic
partnerships with the regional daily press (regional daily
newspapers La Voix du Nord, Nice-Matin, Sud-Ouest, L'Union,
Centre France). These media outlets contribute local content to
the "Local News" section. Some of them also help to expand the
audience of our businesses through the deployment of a
syndicated pagesjaunes directory("local partner”) on their
websites. This momentum is expected to continue in 2026 with
the arrival of new regional daily press partners.

LAVOIX DU NORD

Les meilleures adresses avec L.

Other audience-centric initiatives also offer promising prospects
for the advice-based content on pagesjaunes.fr: tests to
highlight articles from the OOtravaux vertical generated a 4%
increase in visits over a single day for some of them.

In addition, advertising campaigns bolstered the audience and
strengthened the brand's visibility.

A TV sponsorship campaign broadcast on BFM TV and France 2
between 3 November and 22 December 2025 helped to
increase awareness of pagesjaunes. Meanwhile, a digital
campaign on Google and Meta since July has generated
4.4 million additional visits, confirming the performance of our
media investments.

pagesjaunes, a transactional platform

pagesjaunes has strengthened its transactional dimension with
the launch of a new service in the shape of the "appointment
request". This feature complements what is already an
extensive range of functionalities that facilitate connections
between users and businesses - scheduling appointments,
booking tables, messaging, requesting quotes, etc.
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The "appointment request” feature take the shape of a simple,
guided form via which the user can directly request an
appointment with a business, making the contact experience
even smoother and more immediate.

Monetisation of the pagesjaunes.fr website and app via
display ads

In order to better monetise pagesjaunes on the website, new
display placements have been positioned in response lists,
detailed forms, maps on pagesjaunes, pagesblanches and
reverse directories. At the same time, dedicated formats have
been added in the app to extend visibility opportunities for
advertisers.

Advertising is now managed via Google Ad Manager (GAM),
thereby ensuring better quality ads, more effective competition
and, ultimately, more efficient monetisation of our inventory.
The result: nearly €620k in revenue generated.

Extending the use of pagesjaunes to channels that are
practical for our users

pagesjaunes is now available on CarPlay and Android Auto.
Users can thus access - directly from their dashboard -
searches for businesses and/or the nearest service stations,
along with useful information that is regularly updated.
This presence on in-car systems enhances the usefulness of
pagesjaunes for everyday travel, as well as facilitating access to
essential services in real time.

In 2026, pagesjaunes is continuing its ambitious trajectory to
strengthen its growth, improve the user experience and assert
its position as the benchmark hyper-local media for consumers/
citizens and businesses.

This ambition is reflected in a strategy structured around
several levers: audience optimisation (SEO, social media,
partnerships, etc.), increased use of artificial intelligence,
enhancement of the search for businesses and the UX,
promotion of reviews and, more generally, UGC - including the
integration of gamification mechanics - and the continuous
enrichment of hyper-local content.



Audience

pagesjaunes traffic comprises:

e direct traffic from visits made directly by users to the
pagesjaunes website or mobile app, or via search engines
through SEO (search for our content);

e traffic on partner sites on which pagesjaunes displays
content. Since April 2021, the CNIL's guidelines on cookies
and tracers impose explicit consent by individuals to the
measurement of the pagesjaunes audience on the websites
of its partners. The “Visits” indicator is somewhat undermined
since a significant share of the audience - that of syndicated
directories - can no longer be measured in a certified
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manner. The gradual prohibition of third-party cookies by
Internet browsers further undermines this indicator for the
future.

In 2025, Solocal recorded almost 1.4 bilion searches for
businesses on its desktop and mobile Internet platforms. This
audience is spread out over pagesjaunes.fr, its proprietary user
services (LocalPartner, Ooreka) and its many partners (Apple,
Yahoo!, Qwant, Mappy, Ecosia, etc.). The audience levels of the
Company’s main platforms in 2023 and 2024 (audience from
proprietary user services and partnerships) are presented in the
table below (source: data from Piano Analytics [ex AT Internet]
+ partners).

(in millions of searches) 2024 2025 Change
Pagesjaunes.fr 493.6 455.0 -7.8%
of which mobile 306.9 292.8 -4.6%
Partners 966.8 949.7 -1.8%
of which mobile 260.2 281.8 +8.3%
TOTAL 1,460.4 -3.8%
of which mobile 567.1 580.5 2.4%

1.3.3.2

Solocal’s technological platforms

solocal Manager

Solocal benefits from France's most comprehensive and up-to-
date database of professionals, enhanced with 43 million
updates in 2025; such magnitude is recognised by our partners,
i.e. the Web’s main high-traffic platforms (Apple, Yahoo,
Facebook).

Utilised by our pagesjaunes service, this database means we
can suggest to our users the businesses most likely to meet
their need. Our algorithms are based on a graph database,
machine learning processes and the use of Large Language
Models to enhance their relevance. The iOS and Android
pagesjaunes mobile apps also use this technology, which
optimises the relevance/efficiency ratio, thereby providing
users with the best responses to generate qualified leads for
the businesses who place their trust in us.

50000009099
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solocal Manager is a Solocal platform dedicated to businesses.
This central application integrates all the services needed by
businesses in a single place (the corresponding services and
their scope may vary depending on the offer purchased).

solocal Manager is an all-in-one platform that allows businesses
to comprehensively manage their digital presence and
communication: updating their information, managing customer
reviews, posting content on major websites and social media
such as pagesjaunes, Google, Facebook, Instagram, etc.,
implementing email and text marketing campaigns, managing
online interactions with prospects and customers via messaging
or contact forms (quotation requests, appointment requests,
etc). It also allows users to track the performance of all
solutions subscribed to with Solocal and to access their Solocal
customer area (invoices, Solocal contacts, appointments with
Solocal, etc.).
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In addition, for large accounts and networks of affiliated or
franchised establishments, Solocal offers a dedicated services
platform to cater to their specific needs, namely Bridge.

Beyond online presence, Solocal's historic business is the
management of advertising campaigns for its customers.
Solocal's Adservers help to optimise performance, efficiency
and cost in line with customer needs: visibility, traffic, contacts,
etc. Connected to the Web's main media and to the major online
ad exchange networks, Al algorithms continually adjust the
campaign dissemination parameters of each customer.

ClicRDV is an online appointment booking platform that
enables businesses to organise, automate and optimise the
management of their schedule. It offers a comprehensive
interface for configuring services, managing calendars, tracking
histories, activating email notifications and streamlining
customer relations via a straightforward and intuitive booking
process.

For some customers, it is accessible from solocal Manager.

Solocal's technical teams use the latest technologies available,
such as continuous integration and deployment chains to
manage the technology platforms that host our services,
guaranteeing a high level of quality, stability and performance.
Our service availability rates (SLA) are all higher than 99.9%.
Ensuring the security of our systems and of the applications
and services available to our customers is essential considering
that the number of cyberattacks is constantly on the increase.
We have deployed a vulnerability detection solution both in our
infrastructures and in the code, continued to roll out our WAF
and anti-DDoS" solutions, and strengthened our processes,
audits, and security training/awareness actions for our
employees to improve our resilience.

1.3.3.3

Mutually beneficial partnerships with the Internet's
heavyweight players or those who actively interact
with a portfolio of professional customers

Partnerships and alliances

Solocal has successfully capitalised on its position by
developing strong, mutually beneficial partnerships:

e partnerships in the dissemination of Solocal content and
transactional solutions;

e partnerships in digital advertising;

e partnerships for generating business or distributing Solocal’s
offers with other companies who hold a portfolio of
professional VSE/SME customers;

e partnership for the distribution of content from regional daily
press ('Presse Quotidienne Régionale”) publishers on
pagesjaunes;

e partnership for the monetisation of Solocal's B2B data with
366.

The content of each partnership can vary depending on the
player and the field, ranging from the simple use of an API to a
privileged relationship governed by a contract, and which may
include exclusive agreements on certain points.

(1) Distributed Denial of Service.
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Solocal believes that the gains from these partnerships give it
significant advantages in the industry in which it operates.

Partnerships in the dissemination of Solocal content
and transactional solutions

Solocal has developed two types of content partnerships:

e the dissemination of pagesjaunes content - in particular with
Apple, Mappy, Yahoo, Orange (118712) and other publishers;

e the multicasting of content for MyConnect customers - in
particular with Google Business Profile (GBP), Meta (Facebook
and Instagram), X, LinkedIn and other publishers.

Thanks to these partnerships, the content of our MyConnect
customers can be multicast on more than twenty online service
publishers, including Bing, Apple, Google, Meta (Facebook and
Instagram), Mappy, Yahoo, 118712.fr, X and LinkedIn.

Beyond informative content, Solocal deploys, when possible, its
transactional  solutions  (booking, appointment  online
scheduling, online quote, etc.) with its partners, in particular
Reserve with Google, which has been deployed since 2018 (and
Google Appointment Redirect in 2025), followed by Bing and
Apple in 2020, and Facebook in early 2022. These deployments
help to increase the number of bookings and appointments
generated for subscribers to the Connect Premium and Privilege
offers on their transactional component, and on the ClicRDV
appointment scheduling offer for large accounts or the public
sector.

Partnerships in the dissemination of content and transactional

solutions also include:

e the incorporation into pagesjaunes of reviews generated by
players specialising in e-reputation: Avis Vérifiés by Skeepers,
Batiref, Goodays (ex Critizr), CustPlace, FidCar, GarageScore,
Guest Suite, Immodvisor, Opinion System, Q3, etc;

e the integration of
pagesjaunes: TheFork;

e the reporting of reviews on solocal Manager via the
MyConnect offer: Facebook, Google, TripAdvisor.

third-party booking solutions into

Partnerships in digital advertising

Solocal integrates the advertising products offered by its
partners in turnkey digital advertising solutions like Booster
Contact, Booster Notoriété or LocalPub, making them
accessible and effective for VSEs, SMEs, large network
accounts and the public sector thanks to Solocal’s technologies
and expertise, particularly in the sphere of optimisation. Solocal
also notably uses the digital advertising formats of Google,
Microsoft and Meta/Facebook.

As such, Solocal has positioned itself as the trusted interface
between major platforms and local businesses.

These partnerships are mutually beneficial as they help to
accelerate the growth of major Internet platforms on markets
where they have no direct foothold, while helping Solocal to
position itself alongside global or national players that capture -
or that set out to capture - most of the growth of the digital
advertising market.



Partnerships for generating business or distributing
Solocal’s offers with other companies who hold a
portfolio of professional VSE/SME customers and local
authorities

At the end of 2023, Solocal launched a new partnership system
(business referral) via which it invites players who actively
interact with a portfolio of professional VSE/SME customers to
promote Solocal’s Start and Performance website offers with
them via lead generation actions. This system comes with
specific benefits for businesses, such as discounts. Solocal has
thus entered into a number of partnerships with players such as
start-ups offering management solutions (Legalstart, Keobiz,
Qonto) and payment systems (Amex, Edenred). Solocal also
uses this system to promote its presence management offer
(Connect Réseaux) to the public sector through software
publishers specialising in local authorities (Cartelmatic, Digilor,
Qualigraf).

This business referral model is intended to be reciprocal in
certain cases, enabling Solocal to offer its customer portfolio,
through lead generation actions (campaigns, marketplace on
solocal Manager, advertising inserts, etc.), partner solutions
(insurance, accounting, payment, legal, etc.), according to the
same terms set out above, i.e., with specific partnership benefits
(discounts) and an associated business model (payment of a
commission to Solocal in the event of a sale).

Partnership for the distribution of content from regional
daily press publishers on pagesjaunes

® Snippets on pagesjaunes: Solocal incorporates articles from
several regional daily newspapers (La Voix du Nord, Sud
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Ouest, Vosges Matin, Centre-France, Nice-Matin) into
pagesjaunes in the form of snippets. This content appears
according to the location entered by the user when searching
on pagesjaunes.

e Creation of local directories: For certain regional daily
newspapers (La Voix du Nord, Sud Ouest, Nice-Matin,
Centre-France), Solocal is developing local directories in
partnership with pagesjaunes. The objective is twofold: to
generate traffic to the media, and to offer regional daily
newspapers a means of increasing businesses' visibility in the
regions covered by their dailies.

Partnership for the monetisation of Solocal's B2B data
with 366.

The strategic partnership between Solocal and 366 seeks to
reinvent B2B advertising targeting on regional daily press
websites and applications by combining Solocal's deterministic
first-party B2B data, sourced from its proprietary media and
professional platforms (solocal Manager, Bridge), with the media
clout of 366, the leading digital advertising agency in the
regions. This alliance is made possible by shared Weborama
technology, which enables seamless data interconnection and
highly granular segmentation, including NAF codes (NAF:
"Nomenclature des Activités Frangaises" - French classification
of economic activities). It represents a sovereign alternative to
international platforms, offering advertisers precise, effective,
measurable and contextualised targeting, from national to
micro-territory level, and is part of a shared ambition: to
strengthen the local media ecosystem and enable economic
players to be reached where they actually operate.

1.4 History and development

1.4.1

Originally known under the "Office d’Annonces" (ODA) moniker,
the Company subsequently changed its name to pagesjaunes
Groupe in 2000, then Solocal in 2013. The Company has been
offering a diversified range of products and services to
businesses and consumers since 1896 and the creation of the
ODA. It has adapted its business model and its strategy over
time, in an environment prone to major (technological) change.

History and development

In 1946, the French Postal Service, Telegraph and Telephone
Ministry awarded the advertising business of French directories
to the ODA. Advertising in directories had developed
continuously since 1946 due to growth in consumption and in
the advertising market in France, but also thanks to the increase

in directory distribution associated with the increase in the
number of phone subscribers. The steady increase in ODA’s
sales was due in particular to its ability to adapt its economic
model and strategy to the emergence of new technologies. The
1980s notably saw the launch of Minitel, the precursor to the
advertising market on the Internet. The first advertising offers
on the Internet were launched in 1996. pagesjaunes.fr, the
Internet service for Solocal users, was created in 1997. In
addition, the Company extended its range of advertising
services beyond business directories, integrating a range of
digital marketing services.
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Subsequent events

In 1998, Havas group, which had historically owned all the share
capital in ODA since its creation, sold its holding to Cogecom, a
subsidiary of France Télécom. Solocal (previously pagesjaunes
Groupe) has been listed on the Euronext market since 2004. In
2006, France Telecom sold its residual stake in the company to
KKR and Goldman Sachs through a leveraged buy-out. In 2014,
Solocal underwent financial restructuring (including a
€440 million capital increase) which enabled it to reduce its
debt significantly. In 2015, the Company disposed of various
non-profitable and low-growth Internet businesses. In 2017,
Solocal underwent further financial restructuring, reducing the
remainder of its debt inherited from the 2006 leveraged buy-
out by two-thirds. In 2020, in the context of the Covid-19 health
crisis, Solocal Group implemented a plan to shore up its
financial structure via several capital increases totalling
€347 million. The operation effectively halved the Group’s debt
and reduced its annual financial expenses from €45 million to
€20 million (at the same Euribor rate).

In 2010, Solocal embarked on its digital revolution and acquired
several businesses to expand its digital services operations:
embauche.com, AVendreALouer.fr, ClicRDV.com, Fine Media,
publisher of the ComprendreChoisir.com website (renamed

1.4.2 Organisational structure

A simplified organisational chart of Solocal Group is provided below:

Solocal Group
Maurice LEVY, Chairman and Chief Executive Officer

“Ooreka”), Chronoresto and Leadformance. In 2016, Solocal
acquired Effilab, an online advertising agency specialising in the
management of campaigns on search engines and social media.
As part of its development strategy, some of these assets were
disposed of after 2015 (notably AVendreAlouer.fr and
Chronoresto in 2017, and Retail Explorer and NetVendeur in
2018).

Thereafter, Solocal gradually shifted its focus from the
publication, distribution and sale of advertising space in printed
directories (“pagesjaunes et pagesblanches” - Yellow Pages
and White Pages) to digital communication and, starting in 2018
with the launch of the “Solocal 2020” strategy, to a complete
range of digital services for businesses over the entire Web.

Since the total cessation of the Print business in 2020 and, in
the same year, the sale of the QDQ subsidiary (Spain) to AS
Equity Partners and that of Mappy to RATP Group, Solocal’s
activity has been fully centred on its core business.

Since 31 July 2024, Solocal’s controlling shareholder has been
Ycor (a company controlled by Maurice Lévy and his family)
whose core identity is firmly rooted in tech, data and Al.

Loo% J1oo% J100%

100%

Loo% Loo% l 100%

solocal SA Leadformance solocal solocal+
SAS Outre-Mer SAS

Boulogne - Boulogne - Boulogne -

Billancourt Meylan Billancourt Billancourt

France France France France

solocal Marketing Regicom solocal

Services SA Webformance Interactive LTD
Boulogne - SAS

Billancourt Levallois-Perret Mauritius & Rodrigues
France France Mauritius

1.5 Subsequent events

1.5.1
overhaul

Solocal targets renewed growth with an organisational

“After an initial transformation phase that restored its financial and operational fundamentals, Solocal has embarked on a new stage
aimed at recapturing momentum and returning to sustainable growth. To support this process, Solocal has established a new internal
structure designed to enhance commercial performance, accelerate innovation and better meet customers’ expectations, in an
unequivocally client-first approach. Artificial intelligence is a central part of Solocal’s strategy, with the ambition of becoming a fully-
fledged Al Company.” Maurice Lévy, Chairman and CEO of Solocal, in a press release dated 19 March 2026.

To begin this return to sustainable growth, Solocal has embarked on a deeper transformation of its operations and its culture -
which is now more customer, service and performance-focused - and towards more innovative and competitive products, simpler
and clearer organisational structures, and revamped tools and technology, with artificial intelligence central to everything the

Company develops.
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A streamlined Executive Committee

About Solocal 1

Subsequent events

To support this new phase in Solocal’s recovery, the Executive Committee has been restructured to create a more agile executive

leadership team.

Composition:

® Maurice Lévy, Chairman and CEO
e Alain Lévy, Deputy CEO

e Malvina Prault, Chief Client First Officer and Director of solocal Interactive

e Nicolas Regal, Chief Technology Officer (Transformation)
e Fabien Scolan, Chief Marketing Officer
e Jean-Baptiste Taupin, Executive Vice President of Growth

e Charles Riou, Executive Vice President of Strategy and Development

e Jean-Charles Rebours, Chief Human Resources Officer
e Jéréme Fievet, Chief Financial Officer

An organisational structure focused entirely on performance and growth renewal

The Company is now structured around one key principle: being
fully customer-centric. This approach demands highly effective
solutions and competitive products as well as a strong focus on
innovation and streamlined operations.

This has led to the creation of the “Client First” Division headed
by Malvina Prault. This division consolidates all customer-
related functions, from customer relations to debt recovery,
which a specific focus on customer experience, relationship
enhancement and churn reduction.

In response to the emergence and development of artificial
intelligence, a Transformation team has been created, headed
by Nicolas Regal, Chief Technology Officer. Future-readiness
relies on more innovative products, impeccable services, high-
performance technology and the integration of Al at all levels.

A new Marketing and Communication Department has been set
up under the leadership of Fabien Scolan (formerly of
leboncoin). This overhaul is designed to improve product
penetration, enhance sales performance and increase campaign
effectiveness by bringing marketing, advertising and sales
support activities closer together. All teams responsible for
advertising or communications within the various entities will
report to Charlotte Millet, Chief Communication Officer, who
will therefore be able to ensure consistency of messaging and
the efficiency and effectiveness of resources.

The “Growth” Department, the new name of the Sales
Department, is led by Jean-Baptiste Taupin, Executive Vice
President of Growth, and brings together the entire sales force

around a single goal: to make growth the focus of every action
and strategy.

Charles Riou’s responsibilities have expanded to include
product development. As Executive Vice President of Strategy
and Development, his role includes overseeing the overhaul of
B2B products and the competitiveness, performance and
innovation of those products.

The Human Resources Department, led by Jean-Charles
Rebours, has established a “Culture & Mindset” programme to
provide comprehensive support for the Company’'s
transformation and prepare all teams for Al implementation. This
involves training and changing the corporate culture.

The Finance Department, led by Jérome Fievet, continues to
play a key role in strengthening financial fundamentals and
also encompasses M&A and financial communications activities.

The following changes further strengthen the structure; these

units report directly to Alain Lévy:

e creation of a Data and Al hub headed by Laurent Ach
(formerly of Qwant and Rakuten);

e pagesjaunes will become an independent marketing division,
jointly run by Anthéa Quenel (responsible for directories and
content) and Thomas Denolle (responsible for technology and
the Al transformation of the platform);

e finally, Delivery/Factory will be under the responsibility of
Gilles Gravereaux.

1.5.2 Q12026 activity and revenue

The press release is available in the Investors section of the Company’s website www.solocal.com.
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Risk factors

2

Solocal has carried out a review of the risks that could have a
material adverse effect on its business, financial position or
results (or its ability to achieve its goals). This review is carried
out in accordance with the Company’s risk mapping
methodology, which involves identifying, assessing and
prioritising risks according to their impact and likelihood of
occurrence. Solocal has identified a number of major and
moderate risks that require particular attention. They are divided

into the following categories: operational, strategic, IT-related,
human resources, environmental, and compliance and legal
risks. These risks are listed in descending order of importance,
within each category, in the table below. Their likelihood of
occurrence and their impact determine their gross criticality,
which is mitigated to varying degrees depending on the action
plans. This in turn determines the net risk.

Criticality
Category Risk Status Gross Net
Risks related to changes in the business model MAJOR
OPERATIONAL Customer dissatisfaction MAJOR 0000 0000
Cyber risks and IT security breaches
Non-compliance with the GDPR and the French MAJOR
Data Protection Act*
Non-compliance with the Sapin Il and Waserman
laws
HUMAN RESOURCES Sales staff absenteeism and psychosocial risks Y ) [
*  GDPR: General Data Protection Regulation.
Criticality: eeee Extremely high eee Veryhigh ee High e Moderately high
This classification was determined by Solocal for the purposes responsibility) next to the corresponding Sustainable

of this Universal Registration Document and is reviewed
annually. Each risk is accompanied by operational action plans
aimed at reducing its criticality to an acceptable residual level,
or even eliminating the risk entirely. Non-financial risks are
presented in the sustainability statement (page 37) and are
annotated with the acronym CSR (corporate social

2025 Universal Registration Document SOLOCAL

Development Goals (SDD): [CSR)

Climate change risks and the associated mitigations are
presented under ESRG E1 disclosures in the sustainability
statement, from page 55 onwards.



Risk factors

The risks are presented in the following infographic, together with the associated Sustainable Development Goals (SDGs).

B

Non-compliance with
the GDPR and the French Data
Protection Act

[CSR]

Protection of privacy
Corporate culture

Customer dissatisfaction

[CSR]

Responsible marketing practices
Access to (quality) information
Access to products and services

Non-compliance

with the Sapin Il \ﬁ
and Waserman laws

[CSR]

Responsible marketing practices

Corporate culture

Cyber risks and V==
IT security breaches &

Sales staff absenteeism ‘ [CsR]

and psychosocial risks Protection of privacy

m Corporate culture

Social dialogue

Collective bargaining Risks related to changes

Health and safety in the business model & ] O

[CSR]

Access to (quality) information
Local dynamics and raising the visibility of players

Criticality: [4] Extremely high Very high High Moderately high

@: Sustainability issues associated with major and significant risks.

Solocal considers that, with the exception of the risk factors referred to above, the Company has not identified any other significant
risks. Investors are encouraged to review these factors, along with the consolidated financial statements and the risk management
measures described in this chapter, before making any investment decision.

Macroeconomic and geopolitical environment Although Solocal operates mainly in France and is not present in

any conflict areas (including Ukraine and the Middle East), the

Company remains exposed to certain indirect risks:

e cybersecurity: heightened geopolitical tensions could lead to
arise in attempted cyberattacks;

In 2025, Solocal’s operating environment was affected by two

main drivers of instability:

e International trade tensions, particularly with the increase in
tariffs between the United States and the European Union,
which could impact the digital communication budgets of SME ~ ® security environment: a potential worsening of social

and VSE customers in some sectors. conditions in France could impact consumption and

e Political instability and fiscal austerity in France, which could investment;
slow down investment in digital communication. e cost control and inflation: prolonged inflation could affect
operating costs and the financial position of some of Solocal’s

customers.
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Risk factors
Major and significant risks

2

2.1

CRITICALITY eeee MAJOR

Description of the risk and associated
impacts

Solocal operates in a rapidly evolving digital environment,
marked by intensifying competition in the online advertising,
digital services and website creation markets. The
predominance of major players like Google and Meta, the
emergence of pure players specialising in certain verticals and
the rise of artificial intelligence (particularly GEO") could weaken
the Group’s competitive position. These shifts are transforming
user behaviour and business models. Combined with Solocal’s
significant reliance on SEO and SEA algorithms, they expose the
Company to the risk of a decline in its audience on the
pagesjaunes platform and the obsolescence of certain products
and services, such as the Websites offer, due to the growth of
DIY solutions. These changes could also negatively affect
Solocal’s market share and profitability and reduce its ability to
generate the cash needed to finance the evolution of its
business model, at a time when increased investment is needed
in technology transforming internal skills, with a greater focus

Customer dissatisfaction &1

CRITICALITY eeee MAJOR

Description of the risk and associated
impacts

Solocal attaches great importance to customer satisfaction and
does everything it can to ensure the smoothest and most
efficient customer experience possible. If the digital services
sold by Solocal were to no longer satisfy the majority of our
customers, they could disengage in favour of the competition.
To reduce this risk, the long-term viability of Solocal’s business
model is based on its ability to maintain a high level of customer
satisfaction and limit customer attrition. These are key pillars of
the Group’s performance. Solocal remains exposed to a risk of
customer dissatisfaction arising from sometimes inconsistent
service quality, uneven application of internal processes and/or
insufficient perceived return on investment (ROI) from its digital
solutions.

A deterioration in the customer experience, characterised by
increased complaints, longer processing times or declining
performance indicators (first-contact resolution rate and
satisfaction or reputation scores) could lead to an acceleration

(1) Generative engine optimisation.
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Major and significant risks

on data and Al Failure to quickly bring Solocal’'s sales
performance into line with these new strategic priorities could
seriously compromise its long-term business model.

Main action plans

e Evolution of pagesjaunes: content enrichment (local news,
discussion forum for businesses) search engine optimisation,
conversational Al and launch of pagesjaunes+ for e-
commerce

e Partner programme focusing on three areas: B2B data,
regional daily press and digital advertising

e Overhaul and improvement of offers (Websites, MyConnect,
Booster - digital advertising): monetisation of data and the
pagesjaunes inventory, overhaul of the Priority Ranking offer
and the Booster range, etc.

e Leveraging data: launch of solocal+ to deliver a solution
combining data, media and local reach enhanced by artificial
intelligence

e Strengthening key skills: structuring of the Data & Al division
and development of product expertise

e Improving sales capabilities: sales support tools and the use
of data to manage sales performance

in the churn rate. Despite the numerous systems in place to
manage and monitor the customer experience, Solocal could
find it difficult to retain customers and win new accounts. This
would force Solocal to make major investments in marketing,
communication and other areas and would have a material
adverse effect on its business, recurring revenue, financial
position and operating income.

Main action plans

e Optimisation of customer relationship management:
prioritising the queue of requests and increasing staff training
to improve the quality and responsiveness of interactions

e Strengthening of the “Client First” programme: daily
monitoring of customer satisfaction at every stage of the
customer journey (sign-up, deployment, customer service);
analysing customer feedback and maintaining a first-contact
resolution (FCR) rate of 85, ongoing improvement of public
satisfaction scores (Trustpilot score of 4.2 and Google
Business Profile score of 3.7) and launch of an I1SO 18295
certification project (focused on improving customer
experience and satisfaction)



e Project to combat churn: launch of a specific plan focused on
retaining and winning back customers; systematic
deployment of prevention and retention campaigns and
creation of a special team devoted to customer risk
management and continuous improvement

CRITICALITY MODERATE

Description of the risk and associated
impacts

Solocal may face information security failures, including failures
related to old assets or configurations that have not yet been
updated (and are in the process of being decommissioned) or
from cyberattacks. A large part of Solocal’s activity depends on
the effective and continuous operation of its production, sales
and distribution information systems. These systems could be
damaged in the event of security breaches or application
vulnerabilities, or even disabled in the event of cyberattacks.
Improper or unsupervised use of digital tools (e.g. Al) could lead
to unintentional disclosures or security breaches. The
development of Al is enabling increasingly sophisticated and
realistic cyberattacks, including targeted phishing, deepfake
and deep voice attacks, which are increasing the risk of system
compromise. Nevertheless, Solocal has put in place a set of
measures to reduce its exposure to these risks. In particular, it
has strengthened the security of its information systems
through a multi-year cybersecurity programme designed to
detect and respond to any incident and protect its assets. This
includes the establishment of a Security Operations Center
(SOC), the strengthening of workstation and information-
system security, and an enhanced cybersecurity governance
framework focused on project compliance (“secure by design”)

Risk factors
Major and significant risks

2

e A new brand identity for pagesjaunes and Solocal to
reinforce the connection between the two brands among
business users and the wider public

and contract compliance, supported by risk assessments of the
Group’s infrastructure and platforms. This framework has
helped to reduce the level of residual risk. If subcontractors are
unable to respond quickly and effectively to such issues,
Solocal’'s business could be adversely affected. Therefore,
Solocal’'s suppliers are required to comply with the Group’s
security rules and to have a sufficient level of maturity. Spot
audits may be carried out on subcontractors to check that
security commitments are maintained.

Main action plans

e Enhanced DLP policy (data loss protection)

e Extension of the SOC to all B2B platforms

e Regular simulations of internal phishing campaigns
® A Zero trust approach within the Group

[ ]

Patch management policy and bug bounty and security audit
programme

Reduction of the attack surface in the Cloud (resources
exposed to the internet)

e Ongoing employee training in cyber issues and the use of Al

e Ongoing decommissioning of obsolete assets (cloud-first
strategy)

e Streamlining of WAF and anti-DDoS protection for B2B
platforms

e Securing of workstations (for both users and administrators)
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Risk factors
Major and significant risks

2

Psychosocial risks and sales staff absenteeism &

CRITICALITY e MODERATE

Description of the risk and associated
impacts

Our success depends on our people and especially on the
continued mobilisation of our sales force, particularly in the
VSE/SME sector, where proximity is a key performance driver.
Talent and skills management is a key factor in this success. The
historically high level of absenteeism among sales staff has
been steadily decreasing for a number of years now thanks to
the remedial measures taken by the Company, which is
reducing the residual criticality of this risk. However, Solocal
remains exposed to psychosocial risks at a time of
organisational and cultural transformation. Despite the ongoing
improvement, a resurgence in absenteeism or a deterioration in
employee relations could lead to lost sales opportunities due to
insufficient coverage of the sales network, put pressure on
operating profitability (through the direct and indirect costs of
absences), and even weaken employee engagement in a
competitive local labour market. To consolidate the downward
trend in absenteeism and safeguard the health and well-being
of all employees in the workplace, Solocal is introducing a
prevention and support programme for its teams.

Foreword

Solocal’s business is subject to various laws and regulations,
and the Company may incur significant costs in maintaining
compliance with such laws and regulations. The advertising,
communication and information services industry in which
Solocal operates is subject to various laws and regulations,
including the French law of 21 June 2004 on Confidence in the
Digital Economy, the French law of 7 October 2016 for a Digital
Republic and personal data protection regulations (see below).
Solocal is also subject to specific laws and regulations
concerning advertising (the French law of 29 January 1993
known as the Sapin law), directories (Article 34 of the French
Post and Electronic Communications Code) and the fight against
corruption and fraud (French law No. 2016-1691 of 9 December
2016 known as Sapin Il). In addition, Solocal is subject to
environmental and climate change regulations that may involve
significant compliance costs.

(1) Compensation plan for sales staff.
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Main action plans

e Nationwide action plans aimed specifically at reducing
psychosocial risks and absenteeism

e Roll out of Payplan 2026" to align with the business model
and ensure that the Company remains attractive

e Restructuring of the sales territories into clearly defined
sectors to drive sales activity in local areas

e Roll out of sales support and performance management tools
(especially tools incorporating Al)

e Better management of absences

e The “Mindset” cultural transformation programme to foster
team spirit

e Implementation of the Single Occupational Risk Assessment
Document at the local level across all sites in France

e Working group within the Safety and Working Conditions
Committee (CSSCT) to raise management awareness of
psychosocial risks.

Non-compliance with these regulations could result in fines or
damage to the Company’s reputation. Furthermore, although
Solocal pays particular attention to compliance with sustainable
development criteria in the selection of its suppliers and
subcontractors, there is no guarantee that they will comply with
the applicable environmental and climate change laws and
regulations. Changes in legislation, regulations or policy in
France or the European Union could have an adverse effect on
Solocal’s business, especially if such changes increase the cost
of providing its products and services or restrict certain
activities carried on by the Group. To anticipate any changes in
legislation and/or regulations that could have a material adverse
effect on its business, Solocal conducts legal and/or regulatory
monitoring, particularly via a dedicated tool. In general, Solocal
is careful to ensure that it complies with national and European
regulations at all times.



CRITICALITY MAJOR

Description of the risk and associated
impacts

Since Solocal’s activities, both legacy and digital, inherently involve
the processing of personal data, the Company must comply with
current regulations on the protection of individuals’ rights and
freedoms. Solocal is sensitive to the protection of the personal
data that it processes, and in 2011 appointed a Data Protection
Correspondent with a dedicated team. In 2018, the Group
appointed a Data Protection Officer (DPO), who reports to the
French Data Protection Authority (Commission nationale de
linformatique et des libertés - CNIL). As part of its various missions,
the CNIL carries out numerous compliance inspections on
companies, which may lead to significant fines, to which Solocal is
also subject. In 2025, the CNIL issued 259 decisions, including 83
fines totalling €486,839,500. In 2025, solocal Marketing Services
was publicly sanctioned by the CNIL. This has accelerated the
process of bringing our business activities into compliance with the
GDPR. In addition, the development of artificial intelligence (Al) is
also increasing exposure risks that could compromise the personal
data of any company including Solocal. Companies are facing
stricter requirements as a result. Since launching its action plan on
Al in May 2023, the CNIL has published a number of
recommendations on the development of Al models and systems,
along with a series of fact sheets. At the European level, the Al Act
which came into force in August 2024, establishes a harmonised
framework for the use of Al within the European Union. The
European Artificial Intelligence Act, or Al Act, is the world’s first
regulatory framework governing the development, marketing and
use of Al systems. This regulation lays down rules to ensure that Al

CRITICALITY MODERATE

Description of the risk and associated
impacts

Due to its characteristics (500 employees and consolidated
revenue of over €100 million), Solocal is subject to the
obligations of French law No. 2016-1691 known as “Sapin II” on
the prevention of corruption and influence peddling, and French
law No. 2022-401 known as the “Waserman law” on the
protection of whistleblowers. As such, Solocal must meet the
requirements of the competent authorities, in particular the
French Anti-Corruption Agency, which has organised probity
obligations around three pillars: commitment of the governing
body, risk mapping and corruption risk management. The Group
has had a structured framework in place since 2019, including a
Code of Conduct, dedicated policies, a whistleblowing platform,

Risk factors
Major and significant risks

2

systems respect fundamental European rights, values and security
requirements.

On 17 December 2024, the European Data Protection Board (EDPB)
adopted an opinion on the processing of personal data for the
development and deployment of Al models. In it, the EDPB notes
that the GDPR is a legal framework that encourages responsible
innovation and supports the creation of opportunities through
technology while protecting the fundamental rights and freedoms
of data subjects.

On 19 November 2025, the European Commission published the
“digital omnibus” reform proposal, which seeks to streamline the
entire European digital framework, from the GDPR to the Al Act,
including the ePrivacy directive and cybersecurity regulations.
Designed to harmonise and simplify certain digital regulations, this
initiative has been heavily criticised and may only be adopted if the
European institutions reach a compromise.

Main action plans

e External audit of the GDPR compliance of the Group’s
activities leading to action plans and the monitoring of those
actions. Note that an area requiring high-priority remedial
action has been identified on the ClicRDV platform and on
pagesjaunes

e Mandatory training for all employees on personal data
protection issues and the applicable rules under the GDPR

e Support for internal teams on projects involving Al to ensure
compliance with the CNIL’s rules and recommendations in this
area.

e Information for businesses on how Solocal processes their
data

ethics training and risk mapping, as well as specific measures to
increase the integrity of commercial practices and prevent
fraud. The key elements, action plans and commitments of this
framework are set out in the sustainability statement
(Chapter 3). The framework is being updated to reflect the
requirements of the new governance structure. However,
despite the existence of this programme, a compliance risk
remains, notably because the ethical culture is not yet
consistently embedded across the Group (which could lead to
order cancellations and affect revenue or even the Company’s
forecasts, as a result of non-compliant practices) and because a
new subsidiary (Regicom) is gradually being integrated. Proven
breaches or instances of non-compliance could lead to
inspections by the authorities, penalties, or even damage to
reputation, with a potential impact on the Group’s business and
financial position.
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2.2 Insurance and risk management

Solocal has set up an insurance and risk management
programme to cover the main risks to which the Group is
exposed. This programme, which is overseen by the
Compliance Risks and CSR department, is managed centrally in
order to optimise our policy, taking into account the
constraints of the insurance market. The aim therefore is to: (i)
have appropriate cover and capacity for Solocal’s exposure; (i)
reduce the overall cost of risk (premiums and claims) and
manage the associated budgets; (jii) reduce claims through
appropriate prevention and risk management; and (iv) manage
claims in order to limit premium rises. Insurance cover is
negotiated with leading insurance companies through
recognised brokers to obtain the most appropriate cover for

the Group’s insurable risks each year. Solocal's insurance
policies include the following:

e Property damage and business interruption policy

e Public liability policy

e Cyber risk policy

e Directors’ and officers’ public liability policy

e Car fleet policy

All deductibles and premiums within the Group’s insurance policies
are determined with the insurers according to the Company’s
situation, the risks incurred and the scope of each subsidiary. The

Compliance Risk and CSR department ensures that acquired
entities are properly integrated into the Group’s policies.

2.3 Internal control and risk management

procedures

2.3.1

2311

Internal control at Solocal is a set of processes and measures
that are defined by senior management, implemented by
employees, and serve to meet the following objectives:

e compliance with laws and regulations;

Objectives

e observance of the Board of Directors’ instructions and
guidelines;

e prevention and control of operational risks, financial risks and
the risks of error or fraud;

e the proper functioning of internal processes, especially those

contributing to the safeguarding of assets;

reliability of financial information;

control over activities, operational efficiency and the efficient

use of resources.

These principles are underpinned by: the identification and
analysis of risk factors that could compromise the achievement
of the Company’s objectives; an organisation and procedures
designed to ensure the implementation of the strategic direction
set by senior management; and the periodic review of control
activities and ongoing identification of areas for improvement.

It should be noted that the rules and principles implemented
cannot provide an absolute guarantee that risks will be totally
eliminated or controlled.

Organisation and objectives

2.3.1.2

The policies described below apply to all subsidiaries. The
internal control systems within each entity (department or
subsidiary) implement Company procedures while also defining
and implementing procedures specific to each business line
based on its organisation, culture, risk factors and operational
characteristics.

Scope

2.3.1.3 COSO framework ®

Solocal has developed and implemented general internal control
guidelines largely based on the COSO framework and on the
reference framework and recommendations published by the
AMF. The following description of the internal control and risk
management procedures in place within the Company is based
on this reference framework. It also draws on the ideas
associated with the work of the French Institute of Audit and
Internal Control (IFAC).

(1) Committee of Sponsoring Organizations of the Treadway Commission framework issued in 1992 and updated in 2013.
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2.3.1.4 Organisation

The Audit and Internal Control department reports on a
functional basis to the Audit Committee and directly to the Vice
President Strategy and Development. Solocal aims to deploy
three lines of control on a continuous basis: operational
management, risk management and internal control, together
with internal audit. In setting up these three lines of control, the
aim is to combine regulatory measures (instructions and

2.3.2 Control environment

2.3.21

The control and risk management environment is based on three
complementary and interconnected tools:

e Risk management: identifies, assesses and prioritises risks
that could compromise the achievement of the Group’s
objectives, and then determines and follows up action plans
to mitigate the criticality of those risks. It acts as a second
line of defence.

e Internal control: also acts as an additional line of defence by
mitigating identified risk. It does this by measuring key
controls, which are organised within a structured internal
control framework.

e Internal audit: provides independent assurance by assessing
the reliability and effectiveness of the level of internal control
with the help of the above two mechanisms.

Operation

2.3.2.2 Senior management’s

responsibilities and commitments

The Company’s risk management policy is implemented by the
Compliance Risks and CSR department under the supervision of
senior management, to whom the consolidated risk review is
presented, as well as to the Audit Committee (Board of
Directors).

2.3.2.3 Rules of conduct and ethics
applying to all employees

Solocal’s development is underpinned by a set of corporate
values (excellence, performance, innovation, rigour and ethics)
and ethical principles (trust, integrity, transparency and
respect) taken mainly from its Code of Conduct, that govern

Risk factors
Internal control and risk management procedures
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directives), organisational measures (organisational charts and
processes) and technical measures (notably IT and
communication), based on certain fundamental concepts. As
part of their review of the internal control system and the
certification of the annual and consolidated financial
statements, the Statutory Auditors report any significant
internal control weakness they identify in the procedures used
to prepare and process accounting and financial information,
thereby also helping to strengthen the Group’s control systems.

interactions with both employees and stakeholders, i.e.
customers, suppliers, partners, users, etc. The Code of Conduct
provides a set of personal and collective rules that are essential
to the responsible and sustainable development of the business.
The Company’s values and principles are aligned with a broader
framework of international, European and/or French legislation,
principles and rules. These include:

e the standards of the Universal Declaration of Human Rights
and the International Labour Organization (particularly as
regards the prevention of child and forced labour);

e OECD guidelines (particularly on fighting corruption);
e the Sapin Il and Waserman® laws.

It is the responsibility of everyone, and especially the
Company’s senior managers, to respect and promote these
values and principles. Solocal adheres to the Principles of the
United Nations Global Compact and has its own Code of
Conduct that sets out the Company’s ethical actions and
principles and the way in which individuals are expected to
behave towards customers and suppliers. For further details on
Solocal’s ethics programme, please refer to the ESRS Gl
disclosure in the sustainability statement. A Securities Trading
Code of Conduct supplements the Company’s Code of
Conduct. It increases awareness among employees and
Directors of Solocal companies of the rules and principles that
govern the trading of securities. In order to reduce risk, Solocal
ensures that all employees who work on sensitive matters sign
a non-disclosure letter, particularly when they work with people
outside the Company who may not already be bound by a
confidentiality obligation under their own ethical rules. The
Charter also reminds employees that the Legal department and
the Finance department must be informed immediately if any
inside information about the Group is revealed (e.g. at a
conference or an internal or external meeting).

(1) Law of 21 March 2022 on the protection of whistleblowers, which transposes into French law the EU Directive of 23 October 2019 on the protection

of persons who report breaches of Union law.
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2.3.3 Risk monitoring and management

2.3.31

Like any company, Solocal is exposed to a set of risks in the
performance of its activities. The main areas of exposure
identified are described in the “Risk factors” chapter of this
Universal Registration Document. Risk management is a priority
for the Company and is the responsibility of the Compliance
Risks and CSR department, which coordinates a network of
internal Risk Correspondents and carries out a yearly review of
the mapping of general risks, fraud and corruption risks and
non-financial risks.

Organisation

2.3.3.2 Objectives

The aims of risk management are to:

e develop a comprehensive, systematic, structured, integrated
and flexible method for identifying, assessing, analysing and
managing risks and for promoting risk control:

e develop best practices for risk management;

e reduce risks that threaten the Company and mitigate their
consequences. These objectives cannot provide an absolute
guarantee that risks will be totally eliminated or controlled,
but they help to mitigate them. In 2022, Solocal formalised a
crisis management process that was approved by the
Executive Committee and shared with all operational staff
within the Company. This process allows the Company to
respond quickly to any significant incident that could impact
the continuity of its services and its business more generally,
prioritising potential impacts on customers.

2.3.3.3 Method - risk identification

and analysis process

The method of identifying and analysing risks is described in the
introduction to the chapter on risk factors.

2.3.4 Monitoring the effectiveness of the control system

2.3.4.1 Internal audit

On 1 February 2024, it was decided to establish an Audit and
Compliance department, in which Internal Audit monitors the
maturity of internal control by evaluating its effectiveness and
efficiency, while encouraging continuous improvement. Based
on the results of the risk assessment, the Internal Audit team
assesses the suitability and effectiveness of the internal control
system by measuring the quality of the control environment
within the Company, the quality of the functioning of internal
governance bodies, the reliability and integrity of financial and
operational information, operational effectiveness and
performance, asset protection, and legal, regulatory and
contractual compliance.

The Internal Audit Charter approved by the Chief Executive
Officer and the Audit Committee provides a frame of reference
for all Solocal entities with respect to internal audit matters.

Finally, the Internal Audit team is available to carry out
unscheduled assignments for the Audit Committee, the Board of
Directors and the Chairman and CEQO, if needed.
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23.4.2

The internal control system consists of the various policies and
procedures implemented by an entity’s management in order to
ensure the rigorous and effective management of its activities.
The first level of control is the one exercised by the functional
and operational departments using standard procedures and
processes. The internal control system involves the whole
Company, from the governing bodies to every member of staff.

Internal control

2.3.4.3 Contribution of the Statutory
Auditors

As part of their statutory audit engagement, the Statutory
Auditors perform a limited interim review of the Group’s
consolidated half-year financial reporting. They also audit the
Group’s consolidated financial statements and the annual
financial statements of Solocal Group and its main subsidiaries.
Ahead of the year-end closing, they carry out reviews of the
main processes involved in the preparation of the financial
statements.

Generally speaking, efforts to continuously improve processes
and standards are focused on three main objectives: control,
efficiency and operational performance.



2.3.5

Risk factors
Internal control and risk management procedures

Internal control procedures relating to the preparation

and processing of accounting and financial information

Solocal’s Finance department is responsible for preparing
accounting and financial information. To increase the reliability
of published accounting and financial information, a set of
Committees, rules, procedures and controls and a skills
management policy have been implemented along with an
ongoing process to improve procedures. Specific internal
control procedures for accounting and financial information
have therefore been introduced into:

e the Company’s accounting and management organisational

structures;

e unified accounting and management reporting;

e the common reporting framework and accounting methods
within the Company;

e the planning of year-end closing procedures within the
Company;

e financial communication.

2.3.51 Accounting and management

control

Reporting to the Group’s Chief Financial Officer, the Accounting
and Consolidation department, the Management Control
department and the Investor Relations, Treasury and Financing
department perform essential tasks to ensure that Solocal’s
financial information is consistent.

Their tasks include:

e producing Solocal’'s company and consolidated financial
statements within time frames that meet the expectations of the
financial markets and legal and contractual obligations;

e managing the budgeting and forecasting process and producing
monthly management reports in a timely manner, while ensuring
that data is consistent;

e producing the documents needed to communicate the
Company’s financial results and the summary of management
reporting for Solocal’s management;

e designing and implementing Solocal's accounting and
management methods, procedures and guidelines;

e identifying and managing the necessary changes to Solocal’s
accounting and management information systems.

2.3.5.2 Unified accounting and
management reporting

The Company’s business management cycle has four basic
components:

o the three-year strategic plan;

e the budget process;

e monthly reporting;

® business and financial performance reviews.

a. The business plan

Solocal updates the business plan for the next three years. The
business plan takes into account the Company’s strategic
priorities and any changes in market trends, business segments
or the competitive environment.

b. The budget process

The budget process covers Solocal and its subsidiaries. It

involves the following steps:

e in autumn, the budget for the current year is updated and a
budget is prepared for each product, with an annual total and
a month-by-month breakdown;

e in spring, the initial forecast for the current year is updated
and used as a basis for the business plan;

e in summer, the budget for the second half of the year is
updated if necessary based on the results of the previous
six months.

c. Financial performance reviews

Monthly financial performance reviews are conducted with all
members of the Executive Committee and are a key component
of Solocal’s management and control system. These reviews are
a major part of the financial control and reporting system, and
management’s primary tool for monitoring, controlling and
steering Solocal’s activities. They consist of several documents
prepared by the Management Control, Accounting and
Consolidation departments and sent to Solocal’s management.

The main objective of these reviews is to ensure that the
actions undertaken are aligned with the Company’s priorities
and long-term goals. They are also used to check that costs are
kept within budget throughout the year.

2.3.5.3 Common reporting framework
and accounting methods within
the Company

Solocal prepares its consolidated financial statements and its

budget in accordance with the “unification principle”. This

involves:

e uniform reporting framework,
consolidation rules;

accounting methods and

e standardised presentation formats;
e the use of consolidation software that is shared across the
Company.

Solocal has a single reporting framework that standardises all
headings used in consolidated reporting, including off-balance
sheet commitments. All consolidated entities have adopted this
framework. Solocal prepares its consolidated financial
statements in accordance with IFRS (European regulation 1606/
2002 of 19 July 2002).

The consolidated accounting documents are prepared in
accordance with local accounting principles and restated to
comply with Company standards and with IFRS as adopted by
the European Union and the IASB. Instruction notes from the
Finance department specifying the process and timetable for
each closing are distributed within the Company.
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2.3.5.4 Planning of closing activities within
the Company

In order to maintain tight account closing deadlines and publish
the consolidated financial statements approved by the Board of
Directors within the statutory time limits, the Company has
established a detailed planning programme for its closing
activities. This programme includes:

e budget monitoring processes;
e greater formalisation of closing processes;

e advance processing of complex accounting entries and
estimates.

The following factors have been key to the progress Solocal has
made in its closing procedures: the planning of coordination
actions between the Company’s various divisions and functions,
improvements in the quality of numerical forecasts, stronger
control over financial processes, and anticipation and
acceleration of the accounts closing process.

2.3.5.5 Financial communication

Financial information and the controls applied to it are organised
in a manner consistent with the Company’s management and
operational structure in order to ensure the integrity, accuracy,
consistency and quality of information and its compliance with
applicable laws, regulations and recognised practices.

2.3.6

The Chairman and CEO and the Chief Financial Officer are
involved in the preparation of all financial information to be
disclosed to the public and systematically review and validate it
to ensure its quality and reliability prior to review by the Board
of Directors. This mainly concerns press releases containing
financial information and periodic presentations to investors.

The Investor Relations department within the Finance
department, in collaboration with Management Control and the
Legal department, is responsible for preparing the following
periodic and ongoing disclosures and sending them out to the
targeted audiences and the regulatory authorities such as the

French Financial Market Authority (AMF):

e periodic financial press releases (quarterly, half-yearly and
annual results) and ad hoc press releases (e.g. to announce
transformation and restructuring projects, external growth
transactions, divestments, acquisitions or disposals, changes
in governance, strategic partnerships, etc.);

e presentations used in analyst meetings and for investors;

e presentation to the General Shareholders’ Meeting.
Solocal is committed to providing intelligible, relevant, stable

and reliable information. The Company ensures compliance with
stock market regulations and corporate governance principles.

Information and communication

All of the Company’s press releases and major regulatory documents are posted on the Solocal intranet, which all employees can
access. A set of applications including collaborative tools available on the Solocal intranet allow information to be shared within the

Company in a way that is tailored to the needs of each employee.
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Sustainability statement

OUR VALUES: Team Spirit, Proximity, Courage, Engagement

Our resources

LOCAL

@ Close to 1,600 digital advisors across
France®

@ 11 regional centres of which 9 in France
and 2 in Mauritius

TALENT

® 2,312 employees®

® Employees trained in ethics, cybersecurity,

personal data protection, digital accessibility,

digital marketing, the agile method and sales
prospecting techniques

PLATFORMS AND DATA

® Strategic partnerships
® SaaS platforms

® Proprietary data:
4.3 million listed businesses (companies,
associations, public institutions)
on our digital services

ENVIRONMENT

® 93% of buildings (sq.m.) are HQE
and RT certified®

OVER 4.3M

businesses

Integrated

apps
for businesses

solocal

I

(1) Field sales/telesales, customer relations, production and sales support & solocal Interactive.
(2) Based on end-of-month registrations, including employees on long-term sick leave, solocal Interactive and Regicom (SBM-1_03 and SBM-1_04).
(3) HQE: Haute Qualité Environnementale (High Environmental Quality) and Réglementation Thermique (Thermal Regulation) (excluding Regicom et solocal interactive).

5 Manager
< ‘BRIDGE

~ solocal

MyConnect |
Visibility

Ranking

E-reputation

Relational and
transactional services

Responsible,
universally accessible
digital technology

<

Websites
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Sustainability statement 3

Ce@ecer b easeans OUR MISSION:
TO VITALISE LOCAL LIFE

OUR VISION: unlock the potential of all a companies by connecting them to their
customers and prospects through innovative digital services

. N N Our added value

OUR
CONTRIBUTION

; TO THE SDGS® LOCAL
:‘) o Lo L8 @ 195,000 businesses and public institutions
. supported across France
I!!' l ® 140,117 digital audits
@ GENDER
QALY TALENT

® Percentage of female senior executives: 29%

OVER 55M e L] ‘F:I.'g;c;:tion of payroll for the training budget:

ECONOMIC GROWTH
consumers /‘/"
—P (] PLATFORMS AND DATA
Short supply
chains & local RESPONSBLE @ Around 1.4 billion searches on our media
consumption 12 CONSURPTION
. » i @ 2.3 days processing time for requests to
A services m delete personal data
platform ® 340,000 businesses use solocal Manager
for consumers 5o
O LAND
. : | ENVIRONMENT
\) \J e Carbon footprint: 12,665 tCO,?
solocal pagesjaunes 1 %ﬁﬂ e Grammes of CO; per vehicle:

92 gCco,

Y,

FINANCE & ESG"

® Leading French player in digital marketing
in terms of revenue

Ethifinance ¢  Gaja-EthiFinance Silver medallist

ESGratings
~

#.> ® EcoVadis Bronze medallist

(4) ESG: Environment, Social and Governance (non-financial criteria).
=

(5) SDGs: Sustainable Development Goals.
(6) Excluding Regicom and solocal interactive.
(7) Based on the 2025 GHG Protocol methodology and 2021 ADEME BEGES.
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Sustainability statement

EXECUTIVE SUMMARY

Against a backdrop of profound transformation and strict
constraints, Solocal Group is publishing its second
sustainability statement (hereafter referred to as the
“sustainability report”). It presents a phase of fundamental
restructuring (costs, risks and organisation) carried out as
part of the work carried out by solocal’s teams and general
management to prepare the 2026 growth trajectory:

e Clean and Repair: a reliability strengthening phase
(completed at the end of 2025) aimed at eliminating
bottlenecks and streamlining the work environment;

e Build: launch of cross-functional projects (offerings, tools,
culture) to transform the company.

This operational implementation in 2025 provides the
necessary foundation for achieving the group’s four
strategic priorities for 2026: growth in customer base and
revenue; cost control; cash generation.

Positioning, pagesjaunes and materiality

pagesjaunes, Solocal Group’s proprietary media, remains at
the heart of our business model. As a platform providing
visibility for VSEs and SMEs and a catalyst for vitalising local
life, it provides citizens and consumers with useful and
reliable information on a daily basis.

The double materiality assessment identified information
quality, data protection, service accessibility, responsible
marketing practices, responsible digital technology and
cultural transformation as material issues (ESRS E1, S1, S4
and G1).

In 2025, Solocal embarked on structural projects for 2026,
aimed at rebuilding and enhancing its assets: data
monetisation, supervised integration of Al, strengthening of
its advertising offering and positioning of pagesjaunes as an
essential hyper-local media for everyone (consumers-
citizens and businesses). These developments place ESRS S4
(consumers and end-users) at the heart of the Group’s
growth strategy.

In this context, the robustness of our data protection,
accessibility and responsible information management
policies is not only a guarantee of compliance, but also a
lever for supporting developments and reinforcing trust.

Sustainability and strategic priorities for 2026

e Cost control and cash generation (ESRS E1): the 42%("
reduction in rental space and 31%® reduction in energy
consumption illustrates a policy of rationalising overheads.
This is helping to support the group’s cash generation
capacity. These actions, supported by a number of internal
policies (mobility, energy optimisation of buildings and
responsible digital technology), are part of a drive towards
efficiency that aims to correlate environmental
performance with optimisation of operating costs.

(1) Excluding Regicom and solocal Interactive.
(2) Excluding district heating in France.
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e Expanding the customer base and building trust
(ESRS S4): pagesjaunes and our associated digital
solutions are at the heart of the relationship with our
customers (in particular VSEs/SMEs) and partners to
vitalise local life. In a context of audience volatility,
strengthening information quality and data protection
standards aims to consolidate the trust of customers and
users. This is a key condition for supporting our data
showcasing projects and the development of new
offerings for 2026, in line with our objectives for customer
base and revenue growth.

e Control of IT costs and agility to support growth
(ESRS E1): the optimisation of IT resources
(decommissioning obsolete equipment and streamlining our
workflows) aims to adapt our technological capabilities to
the needs of the business. This digital simplicity approach
helps to streamline the infrastructure, resulting in a
scalable architecture. It improves the energy efficiency of
digital services and delivers the expected commercial
momentum without a proportional increase in costs.

e Human capital and transformation (ESRS S1-Gl): In a
context of transformation, Solocal is focusing its efforts on
supporting change and mobilising its teams. The Mindset
project for cultural transformation, launched at the end of
2025, combined with social dialogue, aims to restore the
collective momentum that is essential to drive
reconstruction and development projects forward.

Governance, compliance and outlook

Sustainability governance involves the Board Committees,
which now oversee financial and non-financial information in
an integrated manner.

e Data protection: In response to changing digital uses,
particularly those linked to Al, Solocal has strengthened its
data governance to ensure security and compliance. The
CNIL sanction accelerated the existing and structuring
REPAIR and BUILD projects, putting personal data
protection back at the heart of the model. This approach
aims to secure data assets, restore customer confidence
and support sustainable growth.

e Ethical compliance (ESRS G1): the ethical compliance
programme, linked to corporate culture and business
conduct, has been enhanced by integrating the challenges
of new digital uses such as Al.

e Internal Control: the system incorporates risk mapping,
including sustainability risks, and is being progressively
structured to monitor IROs and associated action plans.

This Solocal sustainability report aims to put into
perspective cost, risk, audience and human capital
management in relation to the CSRD requirements and the
company’s performance ambitions. It reflects ongoing
changes in the regulatory framework, without compromising
the Group’s need to monitor and manage its material issues
over the long term.
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General information —
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sustainability statement

preparation framework (ESRS 2)

This sustainability report has been drawn up in accordance with
French legislation (Order no. 2023-1142 and Decree no. 2023-
1394) transposing European Directive (EU) 2022/2464 (CSRD)
and is included in the Solocal Group management report. This
document sets out information relating to the environmental,

3.1.1

Sustainability information is presented on a consolidated basis,
aligned with the scope of the Solocal Group’s financial
statements. Reporting covers the parent company and all of its
consolidated subsidiaries, unless explicitly stated otherwise for
each specific indicator. In 2025, Solocal strengthened its data
collection and internal control processes to ensure the reliability
and traceability of published information. In accordance with

social and governance (ESG) matters identified as material
following the double materiality assessment carried out by the
company. It details the main impacts, risks and opportunities
(IROs) relevant to Solocal Group’s business model and activity,
in accordance with sustainability reporting standards (ESRS).

General basis for preparation of sustainability statements (BP-1)

the provisions of ESRS 1, Solocal Group gives priority to primary
data where available and, where necessary, uses reasonable
estimates or sector data to ensure the completeness of the
information. The double materiality assessment includes IROs
upstream and downstream of the Group’s own operations. The
significant activities in the value chain that are taken into
account are described in section 3.1.3.

3.1.2 Solocal’s sustainability matters in relation to strategy (SBM-1)

3.1.2.1

Sustainability matters Link with strategy

Description of sustainability matters ®

Privacy Solocal has always been directly concerned by data management issues as it processes a large
amount of personal data, notably through pagesjaunes. Trust in data compliance and security is
central to the company.

Access to Publishing content that is responsible and accessible to all is at the heart of Solocal’s strategy.

(quality) information

It guarantees a high-quality user experience, promotes digital inclusion and strengthens user

confidence in these digital services, while meeting the expectations of business owners and

Access to products and

S people with disabilities.
services

Vitalising local dynamics and
raising the visibility of players

Through its activities, Solocal makes a direct contribution to local dynamics, whether by raising
the digital visibility of local players or by partnering with local authorities These territorial roots are

an integral part of the group’s positioning.

Health and safety
of the company.

Solocal is particularly attentive to the health and well-being of its teams, who are the driving force

Social dialogue

Dialogue with staff representatives enables continuous improvement in employees’ working

conditions and environment. Negotiations thus help to maintain a positive social climate to support

Collective bargaining the company’s transformation.

Corporate culture

Solocal’s cultural transformation aims to align internal behaviours with its customer-centric

purpose (being useful to consumers and indispensable to businesses). This commitment is

Responsible marketing
practices

reflected in commercial practices that comply with the rules of fair competition, while respecting
the company’s ethical principles and values.

Climate change mitigation

Solocal’s business is 100% digital and relies on its suppliers’ digital infrastructures (data centers)

and its sales representatives’ business travel, which emits CO, and consumes energy.

Energy

(1) See the Executive Summary for a reminder of the Group’s priorities.
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3.1.3 Business model and value chain (SBM-1)

pagesjaunes, local dynamics and data showcasing

3.1.3.1

Activities, products and services

Description of the business model

Solocal operates exclusively in the “Technology” sector,
according to the EFRAG classification. Solocal offers a wide
range of B2B services and solutions, mainly on a subscription
basis, to VSEs/SMEs and large accounts. The offering is
structured around three product ranges (MyConnect, Booster
and Websites): online presence with website production, search
visibility via pagesjaunes and search engine optimisation; and
online visibility via advertising offerings. When it comes to
sustainability, Solocal takes a comprehensive, undifferentiated
approach: no specific assessment of objectives is carried out by
product, service or customer segment, as the entire portfolio is
exposed to similar challenges. The description of the company’s
activities, products and services, customers and any changes
during the reference period is provided in chapter 1 of the
Universal Registration Document.

Alignment of sustainability objectives with the business
model

Solocal aims to balance performance and sustainability through
various approaches:

e developing our offering: developing our digital products and
services by incorporating principles of sobriety and better

3.1.3.2 Description of the value chain

J

Upstream ——

control of their impact, to support growth and customer
loyalty;

e local impact: promoting value-creating digital uses to vitalise
local life;

e operational efficiency: improving the energy and carbon
efficiency of infrastructures (cloud/IT).

Breakdown of revenues

As at 31 December 2025

(financial year endedg Share of
Large sector (in €m revenue
Technology 3245 100%

The breakdown of revenue is presented in the financial
statements. Details are provided in note 5 p. 142 of the Universal
Registration Document. No other significant ESRS segments
are identified beyond those published in the segment
information in accordance with IFRS 8.

Value chain (SBM-1_25) o

Support functions: Finance, Legal, Compliance, HR, Communication, Customer Experience, etc.

Human resources (2,312 employees) on site

Technological development (100% cloud-based and agile)

Procurement (850 suppliers managed by the Purchasing department)

solocal

. Downstream

ENRICHMENT DESIGN

Effilab
(media campaigns)

PM/PO and UX/UI
Designers from

the Marketing
department
dedicated to
pagesjaunes media
and B2B offerings

4 lines
product

solocal Marketing
Services (e-mailin
and SMS campaigns)

Websites
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PRODUCTION

pagesjaunes media
pagesjaunes+

MyConnect Solutions
B2B platforms:
(solocal Manager
and Bridge)

Advertising
campaigns (Booster
range including
Priority Ranking)

Campaigns
e-mailing, SMS

Websites

DISTRIBUTION

Sales force - Field

Telesales

Sales force:
- Targeted Networks
- Public Sector

Distribution
partnerships

SERVICES

Customer
relations

Customer
onboarding

CSM (Customer
Success Manager)

Customer
loyalty

Retention
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Description of main features of the value chain and undertakings position in value chain

Business model

Solocal specialises in digital services for VSEs/SMEs and offers online visibility, digital
advertising and local data management solutions. The business model is based on the sale of
digital services on a subscription basis, as well as the monetisation of data and advertising
space.

Main value chain

It is based on the design and delivery of digital solutions to solocal’s B2B customers.

Upstream value chain
(suppliers)

- Main suppliers: technology publishers, Cloud solutions and digital tools.
- Location: mainly based in Europe and the United States.
- Relationships: technology partnerships to integrate their advertising solutions.

Downstream value chain
(customers and users)

- Main customers: VSEs/SMEs seeking greater online visibility.

- Distribution channels: direct sales via the sales teams, online distribution via Solocal’s web
platforms.

- End-users: final consumers looking for services or products offered by business clients.

Position in the value chain

Solocal is positioned as a strategic intermediary between the major technology platforms
(Google, Facebook, etc.) and small businesses looking to improve their digital visibility.

Key players in the sector

- Suppliers: major technology companies such as Google, Microsoft and Facebook.
- Customers: mainly VSEs and SMEs.

Contribution to value creation

- Upstream: the technological solutions provided by partners enable Solocal to offer services
at the cutting edge of digital needs.

- Downstream: business clients benefit from increased visibility thanks to better local ranking
and optimised campaigns.

3.1.4 Solocal’s material IROs, strategy and business model (SBM-3)

3.1.4.1

Description of material IROs resulting from the double materiality assessment and

time horizon of the impacts

In accordance with EFRAG’s requirements, the identified IROs are reported on a gross basis, meaning they are taken into account
before any remedial action is taken by Solocal.

ESRS S4 - CONSUMERS AND END USERS

Vitalising local dynamics and raising the visibility of players

(+] Strengthening local
dynamics (short term)

Through its strategic positioning and partnerships with local ecosystems, Solocal contributes
actively to regional dynamics. The company’s model is based on an efficient relationship
between businesses and consumers-users (citizens). Solocal’s ability to provide useful
information for local life is a lever in the fight against the desertification of town centres.

(0] Strengthening Solocal’s
positioning

Our pagesjaunes media gives local players greater visibility. Enriching our local content
through new partnerships promotes local players and strengthens Solocal’s long-standing
position.

Access to quality information

0 Increasing the appeal
of pagesjaunes

Continually improving the quality of the information available on pagesjaunes helps to build the
trust of our customers and users. This positions pagesjaunes as a useful media for consumers
in their day-to-day lives and is essential to businesses.

(+) Providing qualified
information that is useful for
local life (short term)

pagesjaunes is committed to providing reliable and accessible local information, acting as a

° Publication of false and/or
erroneous information (long
term)

trusted partner to local players. Particular attention is paid to the quality of the information
published. The publication of false and/or erroneous information constitutes a significant
reputational risk that could undermine trust and affect the audience for the pagesjaunes
media, and ultimately the Group’s business.

Q Customer dissatisfaction
and loss of audience
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Access to products and services

(-] Non-accessibility of
products and services (short
term)

The digital accessibility of our products and services is essential to enable all our users,
particularly those with disabilities, to access local services. Solocal carries out accessibility
audits and developments to enhance the accessibility of its services.

Privacy

Data leakage, loss or theft

0 Customer dissatisfaction
and loss of audience

Solocal processes a very large amount of personal data and has taken steps to strengthen its
protection. If a leakage, loss or theft were to occur, this could undermine customers’ trust in
the company.

Responsible marketing practices

(-] Irresponsible marketing
practices (short term)

0 Customer dissatisfaction
ESRS S1 - OWN WORKFORCE

Protection of employee privacy

Solocal has defined fair and transparent marketing rules and ensures that all stakeholders
(both external and internal) comply with its rules of use and ethical standards. Unfair or non-
compliant practices would expose customers and users to harm and the company to a loss of
trust.

e Data leakage, loss or theft
(medium term)

Solocal processes large volumes of personal data (HR) relating to its employees. Data leakage,
loss or theft would directly affect their privacy. Policies and action plans are therefore
deployed internally to protect this data.

Health and safety

° PSR and absenteeism
(short-term)

Employees may be exposed to psychosocial risks that affect their well-being and operational
performance. Absenteeism is a major issue in a context of transformation. Solocal is therefore
taking measures to address it.

° Exposure to the
consequences of climate
change in Mauritius
(negative impact)

solocal Interactive’s location in the Indian Ocean exposes employees to the consequences of
climate change (tropical cyclones, extreme rainfall). Particular attention is paid to their
protection and working conditions in the event of a major weather event.

Social dialogue

(-] Insufficient social dialogue
(medium term)

Insufficient social dialogue could damage the social climate and hinder the company’s
transformation. Senior management ensures that this dialogue is maintained through regular
exchanges with the staff representation bodies.

Collective bargaining

° Obstacles to collective
bargaining (medium term)

ESRS E1 - ENVIRONMENT

Climate change mitigation

The absence of collective bargaining could hinder improvements in working conditions,
motivation and employee well-being. Solocal therefore encourages dialogue with the staff
representation bodies and takes feedback from teams into account through the various
bargaining mechanisms.

(-] GHG emissions linked to
Solocal’s activity
(short term)

Solocal’s impact on climate change stems from its greenhouse gas (GHG) emissions linked to
its activity, even though these remain marginal on a global scale. They are mainly related to
trips by sales teams and our value chain, in particular the hosting of our data and digital
services in our suppliers’ data centers.

Energy

(} Energy consumption (data
centers and fixed assets) (short
term)

Like any company, Solocal consumes energy for its activities and may therefore have an
impact on climate change (even though this remains marginal on a global scale). This comes
from air conditioning and heating in offices, fuel and electricity for the car fleet, and also from
our suppliers’ data centers, which host our data and digital services.
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ESRS G1 - BUSINESS CONDUCT

Corporate culture

(+] Alignment of activities with
the Group’s strategic positioning

(medium term)

O Difficulties adapting to the
new corporate culture (medium
term)

adaptation.

Solocal is wholly dedicated to being useful to consumers and indispensable to businesses. To
support this alignment and the company’s success, a cultural transformation has been
initiated. New values have been shared with all employees to help them embrace this change.
The company is mindful of the challenges that this entails for employees in terms of

(0] Cultural modernisation to
promote agility, innovation and
engagement

The new culture aims to simplify decision-making processes and encourage initiative. It is an
opportunity to become more agile, promote innovation (particularly with Al) and adapt more
quickly to market developments. This transformation, combined with the group’s renewed

strategy, should optimise operations, reduce costs and improve competitiveness.

Current financial effects of risks and opportunities Solocal does not consider that in 2025 any material risks or opportunities will
have had a financial effect requiring a material adjustment to the carrying amounts of its assets or liabilities in the financial

statements.

3.1.4.2

Solocal’'s material IROs, derived from the double materiality
assessment, are consistent with our business model, value chain
and risk mapping. This facilitates their governance and has
made it possible to transform a long-standing commitment
(“combating the desertification of town centres through the
promotion of short supply chains and digital citizenship”) and
structure it around a specific issue: “Vitalising local dynamics

3.1.4.21

Material IROs Related policies

Strategy and business model resilience to IROs

and raising the visibility of players”. Our material opportunities
are therefore inherent to our business model. In the short term,
Solocal does not anticipate any major changes to its IROs and
will continue to monitor the following pillars on a medium to
long-term basis: customer satisfaction, personal data protection
and quality of information.

(Below is a cross-reference table)

Cross-reference table - sustainability matters (IROs) and risk mapping (SBM-3_11)

Risk mapping

Climate change mitigation - E1

GHG emissions linked

to Solocal’s activity - Eco-design

Responsible digital technology and energy performance -

Environmental risk linked
to climate change

- Optimising energy consumption and IT resources
- Optimising the real estate portfolio and energy resources
- Business travel and sustainable mobility

Energy - E1

Energy consumption

(data centers and fixed assets)

Responsible digital technology and energy performance -
- Optimising energy consumption and IT resources

Environmental risk linked
to climate change

- Optimising the real estate portfolio and energy resources
- Business travel and sustainable mobility

Health and safety - S1

PSR and absenteeism

Engagement, teamwork and local impact

- Strengthening group cohesion and quality of life at work
for sustainable performance

Exposure to the consequences
of climate change in Mauritius

Social dialogue - S1

Insufficient dialogue

Engagement, teamwork and local impact

- PSR and sales staff
absenteeism

- Environmental risk linked
to climate change

- Strengthening group cohesion and quality of life at work

for sustainable performance
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Material IROs Related policies

Risk mapping

Collective bargaining - S1

Obstacles to collective Engagement, teamwork and local impact

bargaining - Strengthening group cohesion and quality of life at work
for sustainable performance

Vitalising local dynamics and raising the visibility of players - S4

Revitalising town centres by Engagement, teamwork and local impact

strengthening local dynamics - Vitalising local dynamics and raising the visibility of players -
ensuring that Solocal is firmly rooted nationwide

A stronger position for Solocal
Access to quality information - S4

Providing qualified information
that is useful for local life

Engagement, teamwork and local impact

Attractiveness of pagesjaunes - Access to quality information - driving appeal and audience
through reliable, useful content

Publication of false and/or
erroneous information

Access to products and services - S4

Non-accessibility of products Engagement, teamwork and local impact
and services - Digital accessibility of digital services - accessible content
for all

Privacy - S1and S4

Data leakage, loss or theft Engagement, teamwork and local impact
- Privacy - respect for and security of personal data

Privacy (S1) and access to quality information (S4)

Customer dissatisfaction

Engagement, teamwork and local impact

Loss of audience - See risk factors in the Universal Registration Document

for pagesjaunes

Responsible marketing practices - S4

Responsible marketing practices

Engagement, teamwork and local impact

- Responsible marketing practices - ethics as a foundation
of trust

Customer dissatisfaction

Corporate culture - G1

Difficulties adapting to the new
corporate culture

Alignment of activities with the

, h > e Ethical and sustainable governance
Group’s strategic positioning

- Corporate culture and business conduct

Cultural modernisation to
promote agility, innovation
and engagement

- Risk related to changes in
the business model

- Fraud linked to the
publication of content on
pagesjaunes

- Risk related to changes in
the business model

- Digital inaccessibility of
our media and websites

- Non-compliance with the
GDPR and the French Data
Protection Act

- Cyber-risks and IT security
breaches

- Risk of churn

- Difficulty in turning around
the pagesjaunes audience on
a long-term basis

- Non-compliance with the
Sapin Il and Waserman
laws

- Non-compliant commercial
practices

- Risk of churn

- Non-compliance with the
Sapin Il and Waserman
laws

- Non-compliant commercial
practices
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3.1.5 CSR governance at Solocal and management of sustainability
matters (Gov-1; Gov-2; Gov-3)

Since 2011, Solocal has had a CSR department® that oversees
the implementation of the group’s CSR strategy and non-
financial reporting. Its actions and policies have been
consolidated by Solocal’'s membership of the United Nations
Global Compact since 2020. In order to take into account

developments at Solocal and the group’s situation, the company
has undertaken a review of its CSR priorities in order to align
them more directly with the four pillars of its 2026 strategy
(customer base and revenue growth, and financial resilience
through cost control and cash generation).

3.1.5.1 Role and responsibilities of governance bodies
Audit Committee (i Jc —
BOARD Governance Committee i L N
OF DIRECTORS
Strategy & Innovation Committee @
EXECUTIVE COMMITTEE
Compliance, Risks — |
and CSR department <
STRATEGY AND
TRANSFORMATION
DEPARTMENTS Audit and Internal Personal Data
control department department
CSR COORDINATORS <«

——> Green arrows: sustainability information

Assessment of sustainability matters Identification of IROs

C : Consultations i = Information D = Decision

Solocal’s sustainability matters and the corresponding IROs are
under the collegial management and oversight of the
governance bodies. Their roles and responsibilities vary
according to the different topics that structure the sustainability

(1) Within the Compliance, Risks and CSR department

® Monitoring of policies, actions and targets

strategy and its deployment. See the diagram above and below
for details of the roles and responsibilities of the governing
bodies.
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Board of Directors

The Board of Directors is responsible for integrating
sustainability into the Group’s strategy. It monitors work relating
to the disclosure of ad hoc information included in the
management report. Its committees keep it informed of

sustainability matters and the way in which IROs are identified
and managed. It is also responsible for establishing effective
governance and validating the sustainability report.

Gender Age
Executive Non-executive
members members Male Female 30 to 50 Over 50
Board of Directors 2 8 57% 43% 57% 43%

For more details on the composition of the Board of Directors, its committees, their expertise in the area of sustainability, and the
sustainability-related matters submitted to them in 2025, please refer to the following chapters of this Universal Registration
Document:

Chapter 4.1.1 “Composition of the Board of Directors” p. [86]

Composition of the Board of Directors et seq.

Percentage of independent members

Employee representation

Information about members’ experience relevant to
sustainability

Chapter 4.2 “Compensation of corporate officers”, p. [97] et
seq.

Sustainability-related compensation

Composition and role of the Committees Chapter 4.2 “Corporate governance”, p. [106] et seq.

Sustainability matters addressed to the administrative bodies

Audit Committee

The Audit Committee” is responsible for overseeing and
validating the sustainability reporting process and the
effectiveness of the related internal control and compliance
systems (risk management and audit). With regard to IROs, it
supervises the audit of sustainability information and reports
the results to the Board of Directors, to which it makes
recommendations on the choice of auditors and on
sustainability reporting policies and practices.

Executive Committee

Governance Committee

The Governance Committee ensures that sustainability is
included in the compensation criteria for senior executives, and
that Board members have the necessary skills to steer the
company’s sustainability strategy and its IROs. It also makes
recommendations to the Board of Directors on sustainability
policies and practices.

The Executive Committee defines the objectives and ensures the deployment of sustainability policies and actions. It also validates
and consolidates the company’s CSR strategy and ensures that IROs are properly taken into account and monitored within the
Group. In addition, it proposes sustainability criteria for directors’ compensation to the Governance Committee.

Gender Age
Executive Non-executive
members members Male Female 30 to 50 Over 50
Executive Committee 12 0 75% 25% 58% 42%

Compliance, Risks and CSR department

The Compliance, Risks and CSR department helps define the
Group’s  sustainable  development strategy, oversees
sustainability reporting and the corresponding IROs (collection
and control of sustainability information) and monitors action
plans and targets. This is notably carried out when updating the
risk mapping and non-financial reporting. The Compliance, Risks

and CSR department reports to the Executive Committee and
the Board of Directors (via its committees) on the group’s
policies and actions relating to sustainability matters and the
IROs. It relies on a network of CSR coordinators who contribute
to enriching the sustainability statement and to the operational
implementation of action plans and targets related to IROs.

(1) The CSRD amended the Directive 2014/56/EU on statutory audits by extending the role and responsibility of the Audit Committee to the

sustainability report in relation to integrity, monitoring and auditing.
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3.1.5.2  Definition and monitoring of IRO-

related targets

The Compliance, Risks and CSR department, working with the
departments concerned, proposes targets relating to material
IROs, which are validated by the Executive Committee and
presented to the Board of Directors’ committees at ad hoc
meetings. By way of illustration, the group’s risk map, drawn up
on the basis of interviews with business line managers, is
submitted to the governance bodies for approval.

3.1.5.3

The governance bodies draw on a range of expertise to manage
the IROs. They take this into account, along with sustainability
matters, as part of risk mapping and non-financial reporting. The
Executive Committee has operational expertise in the area of
sustainability, while the Board of Directors brings together
individuals with appropriate profiles, selected in particular for
their cross-functional experience. See chapter 4.1.1 of the
Universal Registration Document for more details.

Sustainability expertise

3.1.5.4  Specific controls relating to IROs

The Compliance, Risks and CSR Department monitors Solocal’s
CSR engagements, in particular through non-financial reporting.
It monitors the progress of action plans, associated targets and
their impact with the relevant departments. This monitoring is
also based on the annual update of the risk map with the
managers responsible for each identified risk. In some cases,
checks are more specific, such as daily monitoring of audience
statistics, allowing for monthly management, or audits on
personal data, digital accessibility or our ethics framework.

3.1.5.5 Sustainability matters addressed by

the governance bodies (GOV-2)

The management of sustainability matters is integrated into
functional performance reviews in line with the Group’s
strategic priorities, ensuring that critical information is reported
directly by members of the Executive Committee to senior
management and the Board of Directors.

e employer responsibility and corporate culture component:
led by the Group’s Director of Human Resources (social

Sustainability statement
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climate, health and safety) and the Chairman and Chief
Executive  Officer (corporate values and cultural
transformation);

e customer and user-consumer component: supported by the
Production, Customer Experience, Product Marketing, Media
and CSR departments (audience, customer satisfaction,
digital accessibility);

e compliance and risk component: coordinated horizontally by
the Compliance, Risks and CSR, Customer Experience, Sales,
Customer Relations, Personal Data and Cybersecurity
departments (commercial practices, data protection).

In 2025, the governance bodies had to address several IROs,
including the following: personal data protection, pagesjaunes
audience, customer satisfaction, cultural transformation
momentum and social dialogue. In addition, in 2025, the
sustainability report was presented to the staff representation
bodies (SEC).

3.1.5.6 Integration of sustainability-related

criteria in variable remuneration
(Gov-3)

The variable component of senior management compensation
takes into account several criteria, to create a better alignment
with the company’s sustainable performance. In 2025, Solocal
amended its policy to reflect its strategic material matters. It
now includes criteria® relevant to matters related to customers
and end-users (ESRS S4):

e growing the customer
compliance;

e “Data Privacy” (17%): the definition and approval process, which
is renewed annually, is reviewed by the Governance Committee,
validated by the Board of Directors and submitted to the General
Meeting for approval. It ensures that senior managers’
remuneration is aligned with the company’s performance
(see chapter 4.2 of this Universal Registration Document on the
remuneration of corporate officers).

base (25%) and strengthening

(1) 25% of the collective share of the variable target for senior executives for the customer base and 17% of this collective share for data privacy.
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3.1.6 Statement on sustainability due diligence (GOV-4)

Steps of the due diligence steps (Gov-4_01)

Reference in the sustainability statement

Embedding due diligence in governance, strategy
and business model

ESRS 2: GOV-2; GOV-3; SBM-3

Engaging with affected stakeholders

ESRS 2: SBM-2; IRO-1| ESRS S1: S1-2; S4-2

Identifying and assessing negative impacts on people
and the environment

ESRS 2: IRO-1| ESRS ET: IRO-1| ESRS S1and S4: S1-3; S4-3

Taking action to address negative impacts on people
and the environment

ESRS E1: E1-3 | ESRS S1and S4: S1-4; S4-4 | ESRS G1: G1-3

Tracking the effectiveness of these efforts

ESRS E1: E1-4; E1-6 | Social ESRS S1and S4: S1-4; S1-5; S1-8;
S1-14; S1-17; S4-5; S4-4

3.1.7 Sustainability risk management and integration into internal

control (GOV-5)

Internal control

The Compliance, Risks and CSR department has put in place

control mechanisms within Solocal to ensure the quality,

verification and consolidation of sustainability information. This

system, which was further strengthened at the end of 2024

with the creation of an Audit and Internal Control Manager

position, is structured as follows:

e the CSR coordinators collect, verify and document qualitative
and quantitative data, which they report to the Compliance,
Risks and CSR department;

e the controllers validate and check the consistency, integrity
and methodology of the information;

e the Compliance, Risks and CSR department is responsible for
the final verification and consolidation of the data. This
framework is part of a process of continuous improvement in
the governance and reliability of sustainability reporting.

Risk management

Our sustainability matters, aligned with our IROs, are
incorporated into our overall group risk management system,
which is reviewed annually. This system is based on a risk map
that ranks risks in terms of severity, probability of occurrence
and level of coverage. Mitigation plans are then prioritised
according to their score. If a risk is identified, the Compliance,
Risks and CSR department, in collaboration with the Audit and
Internal Control department, determines how to adjust the
processes with a view to remediation. Each uyear, the
Compliance, Risks and CSR department submits the assessment
findings to the governance bodies: senior management, Audit
Committee, Governance Committee and/or Board of Directors.

3.1.8 Interests and views of stakeholders (SBM-2)

The Board of Directors is kept regularly informed of the
expectations of our main stakeholders through the work of the
Strategy and Innovation Committee and discussions with the
Executive Committee. Feedback from our customers and
prospects (satisfaction and needs), our employees (social
climate) and our partners informs our double materiality
assessment and our strategic thinking. These discussions
enable us to identify priorities, link our environmental and social
commitments to our growth objectives, and combine economic
performance with long-term responsibility. In 2025, no
substantial revision of our business model was necessary to
meet these expectations. Our approach aims to:

e better understand and anticipate our customers’ needs so
that we can adapt our offerings;
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e create shared value for the benefit of all our customers and
users;

® encourage innovation to strengthen our competitiveness;

e strengthen dialogue to ensure lasting relationships based on
trust;

e develop local dynamics and territorial roots, which are
essential for VSEs/SMEs.

This ongoing dialogue process enriches the double materiality
assessment and helps identify the IROs relevant to Solocal.
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Taking outcome of stakeholder
engagement into account

Employees

Internal communications
(e-mails, newsletters)

Surveys and barometers

Breakfast meetings with the
Executive Committee

Dedicated mailboxes
Annual reviews

Motivating working
conditions

Skills development

Commitment to
sustainability

Implementation of HR policies
focused on well-being and skills
development to support its
sustainable business model

Staff representation bodies

Internal communications

SEC meetings and
negotiations

Dedicated committees
(Health, Safety and Working
Conditions Committee, etc.)

Formal exchanges

Working conditions
Maintaining jobs and skills

Transparency on strategy

Regular negotiations to
guarantee working conditions
and remuneration policies and
development of company
projects involving employees
through the staff representation
bodies

Customers

(VSEs/SMEs, the public
sector, large accounts
and network brands)

Regional sales meetings

Customer service and
support

Events (trade fairs, forums,
etc)

Satisfaction surveys

Increased visibility on the
Internet

ROI

Innovative and effective
solutions

Personalised support

Continuous adaptation of digital
service offerings to meet
business needs; strengthening
of customer service and
investments in technology to
optimise performance

Service users

(Citizen consumers)

Surveys and questionnaires
Feedback via platforms (UX)

Online reviews on social
media

Dedicated channels

Fast, reliable access to local
information

Protection of personal data
(privacy)

Digital accessibility

Improving user-friendliness and
interfaces, data protection
(privacy by design) and digital
accessibility audit

Shareholders and bondholders

General Meetings

Financial and non-financial
reports

Profitability and value
creation

Compliance and integrity of
financial communication

Supporting solocal’s strategy to
ensure business continuity and
the development of new markets

Suppliers and partners

(Content and Infrastructure)

Steering Committee

Supplier relationship
management (negotiations
and contracts

Supplier assessment

Sustainable and fair
commercial relations

Innovative technology
partnerships

Maximising ROI

Consolidating strategic
partnerships to strengthen
technological capabilities,
enhance the performance of
solutions and accelerate product
innovation

Public and local authorities

Institutional meetings
Participation in local
initiatives

Regulatory watch

Supporting the local
economy

Supporting the digital
transition

Engagement in local initiatives
and transparent communication
on the Group’s social and
environmental impacts

Civil society, associations
and NGOs

Partnerships and
sponsorship

Online platforms and social
media

Press relations

Business ethics
Positive social impact
Transparency

As a major player in the local
economic fabric, Solocal seeks
to remain attuned to the
expectations of civil society.

Regulator

Formal exchanges
Declarations and audits
Legal watch

Legal compliance (GDPR,
Sapin Il, CSRD, French law
No. 2004-575 of 21 June
2004, on Confidence in the
Digital Economy (LCEN),

French law No. 2024-449 of

21 May 2004, on Securing
and Regulating the Digital
Space (LREN), online
advertising, etc.)

Transparent communication

Compliance with regulatory
requirements integrated into the
strategy to ensure business
continuity and strengthen
credibility in the market
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3.1.9

3.1.9.1  Double materiality methodology

and scope of analysis

The identification of Solocal's IROs was carried out in 2024
using a double materiality assessment that combines
consideration of the impact of the company’s activity on the
outside world (Inside-Out) and the impact of external factors on
the company’s performance (Outside-In). This gives Solocal a
broader view of its sustainability matters. The company
followed a structured, methodical process in several steps:

e scope and value chain®: Solocal has defined the scope of the
double materiality assessment to include all its activities. Two
separate assessments were carried out: one for digital
marketing and another for websites, which were then
consolidated, taking into account their respective weight in
revenue. All the matters specific to each activity were
therefore incorporated. Next, the main segments of our value
chain were broken down to identify the actual or potential
impacts related to our activities, including those of our
partners and suppliers and certain categories of customers;

e documentary analysis: an analysis of existing documentation
and practices (policies and processes in place, etc.) was used
to pre-identify the issues to which the company could
potentially be exposed;

e use of recognised frameworks: the work was also based on
reference frameworks such as the SASB® and GRI® to enrich
the understanding of Solocal’'s sustainability matters and
ensure complete coverage. The SBTi framework was taken
into account to identify the climate risks to which Solocal
could be exposed;

e stakeholder engagement: internal and external stakeholders
were involved via online questionnaires and interviews,
notably with members of the Executive Committee to gather
their perceptions of the materiality of sustainability matters.
The analysis focused on the matters and sub-matters
identified by the ESRS, using quantitative and qualitative
data;

General information - sustainability statement preparation framework (ESRS 2)

Double materiality and material IROs for Solocal (IRO-1)

e scoring of matters: sustainability matters were scored on the
basis of gross risk rather than maturity (net risk).
Nevertheless, in certain cases, it took into account the
measures in place in the probability of occurrence of impacts
and risks when rating ESRS sub-sub-topics, when these
measures are such that the probability of occurrence of the
negative impact or risk becomes very low;

e granular approach: a sub-sub-topic approach was favoured
in order to provide a more accurate reading of the matters by
business segment;

e assessment of financial risks and opportunities: risks and
opportunities were scored according to their magnitude and
probability and validated by Solocal’s Chief Financial Officer
in July 2024, in order to classify the sustainability matters in
terms of their financial materiality;

e validation: the double materiality assessment was validated
by the members of the Executive Committee involved, then
presented for validation to the Board Committees
(Governance Committee and Audit Committee).

3.1.9.2 Data and assumptions used

to assess IROs

e data sources: internal data from the departments, market
research and sector analyses, customer feedback (including
online reviews) and technology and competitive intelligence.

e scope: Solocal's entire value chain (own activities and
partners), main geographical markets, including “white areas”,
and customer segments, in particular VSEs/SMEs.

e data used in assumptions: penetration and churn rates,
results of prevention campaigns, customer satisfaction
indicators, economic and technological trends (including Al),
historical and projected financial performance.

This process uses risk mapping and the materiality matrix to link
each sustainability matter to an existing risk and prioritise the
IROs, which are reviewed each year as part of the sustainability
report.

(1) In accordance with CSRD requirements, an analysis of IROs relating to Solocal’s upstream, in situ and downstream value chains was carried out to

ensure exhaustive coverage of material matters.
(2) Sustainability Accounting Standard Boards.
(3) Global Reporting Initiative.
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3.1.9.3 Materiality assessment

and prioritisation of IROs

Our double materiality assessment process assesses and
prioritises IROs in accordance with EFRAG guidelines. The
assessment is based on two aspects: impact materiality and
financial materiality

Impact materiality (negative or positive)

Negative impacts (potential or actual) are assessed according to

4 criteria, each rated on a scale of O to 5:

e severity?’: extent of the impact on the environment or on
people;

e scope@: extent of the impact (e.g. number of people,
geographical scale);

e irremediable character®: how easy or difficult it is to remedy
the impact;

e probability®: probability of the impact occurring.

The overall score is then calculated as follows: severity * scope
* irremediable character * probability. This assessment helps
determine the relative extent of the negative impacts for the
company.

*

Positive impacts are assessed on the basis of three criteria,
each rated on a scale of O to 5:

e magnitude: extent of the positive impact’s financial effects on
the company;

® scope: assesses the number of people or entities affected by
the positive impact;
e probability: probability that the impact will occur.

The scoring structure is similar to that for negative impacts:
magnitude * scope * probability.

Financial materiality (risks and opportunities)

In accordance with EFRAG’s guidelines, risks and opportunities

are assessed on the basis of two criteria:

e extent of the financial effects on the company’s accounts,
assessed in terms of revenue. This is rated from O (critical)
to 5 (negligible).

Sustainability statement
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e probability that the risk or opportunity will occur, rated from
O (certain) to 5 (impossible).

* *

The score is calculated as follows: magnitude scope
probability. This methodology enables risks and opportunities to
be classified in a consistent manner.

Definition of financial materiality thresholds ©

A sustainability matter is considered material if it scores “high”
or “very high” in at least one of the impact criteria (negative
impacts, positive impacts, risks or opportunities). In this case, it
must be included (barring exceptions) in this sustainability
report. To assess the financial magnitude of each risk and
opportunity, we have used thresholds based on revenue (the
criterion used by the Finance department) in conjunction with
the existing risk map. This analysis complements our risk
management by adding a sustainability perspective (in line with
EFRAG recommendations), while corroborating the historical
approach of our statements on non-financial performance.

3.1.9.4 Due diligence and integration
of IROs into risk management

In accordance with the cross-reference table in Article 3.1.4.2.1,
Solocal’'s IROs are incorporated into the risk map and the
system for monitoring the associated action plans. This
comprehensive approach helps assess and prioritise the main
risks according to their severity and probability, including
financial, operational and sustainability aspects. At the same
time, the identification and evaluation of our opportunities is
integrated into this process as follows:

e through regular exchanges with the staff representation
bodies, fostering an innovative corporate culture and
engagement;

e as part of the actions carried out by the operational
departments, in particular to enhance the appeal of
pagesjaunes and provide access to quality information;

e through interaction with local players (SME/VSE customers,
local authorities, trade federations, etc.) and our partners to
strengthen Solocal’s positioning and vitalise local life.

(1) Scores range from O (no contribution) to 5 (absolute, with significant environmental degradation and/or loss of human life).

(2) With scores ranging from O (none) to 5 (widespread).
(3) Scores range from O (very easy to remedy) to 5 (irremediable).
(4) with scores ranging from O (impossible) to 5 (certain).

(5) These thresholds are used to assess risks more accurately, without seeking to assign them a specific financial value.
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3 Sustainability statement

General information - sustainability statement preparation framework (ESRS 2)

3.1.10 Disclosure Requirements in ESRS covered by Solocal’s
sustainability statement (IRO-2)

EU legislation Data points
Directive (EU) 2019/1937 of 23 October 2019 on the ESRS G1: G1-1_01, G1-1_02, G1-1_03, G1-1_04, G1-1_05, G1-1_06, G1-1_07,
protection of whistleblowers G1-1.08, G1-1_10, G1-1_11, G1-3_01, G1-3_02, G1-3_03, G1-3_04, G1-3_05,

G1-3_06, G1-3_07, G1-3_08, G1-4; ESRS S4: S4-5_01

Regulation (EU) 2016/679 of 27 April 2016 on data protection = ESRS S1: S1.MDR-P_06; ESRS S4: S4-1_06, S4.MDR-P_01-06, S1-4_01

Directive (EU) 2019/882 of 17 April 2019 on the accessibility ESRS S4: S4.MDR-T_01-13, S4-5_01
requirements for products and services

Delegated Regulation (EU) 2021/2178, the “Taxonomy Chapter on Taxonomy in “Environmental information”
Regulation”

Material ESRS selected and fields covered by the sustainability report

Disclosures pursuant to Article 8 of Regulation (EU) 2020/852 - Taxonomy

E1 ENVIRONMENTAL INFORMATION | Climate change

E1-2 Policies related to climate change mitigation

E1-3  Actions and resources in relation to climate change policies

E1-4  Targets related to climate change mitigation

E1-5  Energy consumption and mix

E1-6  Gross Scopes 1, 2, 3 and Total GHG emissions

S1 SOCIAL INFORMATION | Own workforce

S1-1 Policies related to own workforce

S1-2  Processes for engaging with own workforce and workers’ representatives about impacts

S1-3  Processes to remediate negative impacts and channels for own workforce to raise concerns

S1-4  Actions on material impacts on own workforce, and approaches to managing material risks and pursuing material
opportunities related to own workforce, and effectiveness of those actions

S1-5  Targets related to managing material negative impacts, advancing positive impacts, and managing material risks
and opportunities

S1-6  Characteristics of the undertaking’s employees

S1-8  Collective bargaining coverage and social dialogue

S1-11  Social protection

S1-14  Health and safety metrics

S1-17  Incidents, complaints and severe human rights impacts

S4 SOCIAL INFORMATION | Consumers and end-users

S4-1 Policies related to consumers and end-users

S4-2  Processes for engaging with consumers and end-users about impacts

S4-3  Processes to remediate negative impacts and channels for consumers and end-users to raise concerns

S4-4  Actions on material impacts on consumers and end-users, and approaches to managing material risks and pursuing material
opportunities related to consumers and end-users, and effectiveness of those actions

S4-5 Targets related to managing material negative impacts, advancing positive impacts, and managing material risks
and opportunities

Gl GOVERNANCE INFORMATION

G1-1 Corporate culture and business conduct policies
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3.2 Responsible digital technology and energy

performance (ESRS E1)

3.2.1

Material IROs

Climate change and resource management (ESRS E1)

Climate change mitigation

Negative impact

Greenhouse gas emissions (GHG)

Energy

Negative impact

Energy consumption (data centers and fixed assets)

Transition plan. Solocal has not defined a transition plan covering all its activities. However, as the company is subject to the
provisions of the French LOM (Mobility Orientation Law) and Climate and Resilience laws for its car fleet, it is obliged to ensure the
transition of the latter. In this context, Solocal retains the option to formalise a global transition plan aligned with the objectives of

the Paris Agreement.

Material climate IROs related
to strategy and business model

3.2.11

Climate risk and resilience

Climate risk and resilience. The double materiality assessment
did not identify any material climate risks for Solocal. The main
physical risks are heat waves in mainland France and extreme
weather events in the Indian Ocean, mitigated by the fact that
most premises are air-conditioned and remote working is
possible. The main transition risks relate to adapting the vehicle
fleet to the requirements of the French LOM and Climate and
Resilience laws, as well as a possible increase in costs related to
cloud services and energy in a context of stricter environmental
requirements and the development of energy-intensive digital
uses (particularly Al). At this stage, these costs remain
insignificant in the group’s expenditure profile. The drastic
streamlining of the real estate portfolio in 2024 now eliminates
the significant risks (physical or transitional) associated with

rental space. As climate change adaptation is not a material
matter for Solocal, no formal resilience analysis has been carried
out. However, this ability to adapt is firmly rooted in the
group’s strategy, as evidenced by changes to its business
model over time (transition from printed directories to digital
solutions).

3.21.2  Process for identifying

and assessing climate IROs

Solocal identifies and assesses its climate change-related IROs
based on its carbon footprint, calculated using the
GHG Protocol methodology and the associated decarbonisation
trajectory. Physical and transitional risks are incorporated into
the group’s risk mapping, which is updated annually using an
impact-probability approach and reviewed with insurers for the
most exposed areas, in particular solocal Interactive’s activities
in the Indian Ocean.
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Exposure to climate hazards is assessed in the short, medium
and long term, in line with climate scenarios (IPCC); activities
located in mainland France have low exposure, while solocal
Interactive’s activities are exposed to certain extreme climate
events described in section 3.2.1.1. The physical risks identified
are taken into account in the planning and allocation of
resources as part of the annual budget.

3.21.3 Climate mitigation and energy

optimisation policies, actions
and targets

The double materiality assessment did not identify any material
IROs related to climate change adaptation, but did identify
material matters related to mitigation and energy. Solocal’s
policies aim to optimise energy and resource consumption and
reduce its carbon footprint, thereby contributing to the
objectives of the Paris Agreement®’. Solocal’s business model
promotes short supply chains between local players and
citizens, limiting travel-related emissions. The discontinuation of
printed directories in 2020 and the refocusing on digital
services are part of this approach. Policy monitoring is based on
steering actions, updating risk mapping and sustainability
reporting.

Solocal does not have a global transition plan aligned with the
Paris Agreement, but sets objectives and/or targets for
reducing GHG emissions and energy consumption each year.
They mainly concern climate change mitigation (GHG emissions)
and energy (data centers and fixed assets) and are tailored to
internal resources and projections. Solocal confirms its
commitment through the following policies:

3.2.1.3.1 Business travel and sustainable mobility

Our policy

Solocal ratified the end of diesel vehicle renewals in 2021 and is
gradually rolling out a low-GHG (greenhouse gas) emission car
policy giving priority to low-GHG emission vehicles (142 in

Our actions in 2025

Responsible digital technology and energy performance (ESRS ET1)

2025) within its Car Policies. This sustainable business travel
policy is led by the Group Mobility Manager within Management
Control. It falls within the scope of the French LOM and Climate
and Resilience laws and was implemented considering both the
environmental impact of employee travel and regulatory
requirements to accelerate the ecological transition in France.
Solocal’'s business is based on providing digital services to

VSEs/SMEs and the public sector. Upstream, transport activities

include employee travel:

e commuting, for which the last GHG emissions assessment
was carried out in 2025 (761 tonnes of CO,);

e business travel, mainly sales staff visiting prospects and
customers, and employee travel by air/train. Solocal raises
employee awareness of eco-driving and road safety through
internal communications and training dedicated to road risks
for sales staff. The company is keen to strengthen this
system and promote soft mobility, with six sites already
equipped with bicycle storage facilities and showers.

Our key performance indicators for 2025 @
® 1,420 tCO,-eq/car fleet with 649 vehicles
® 92 gCO,/km on average

Our action plans for 2026

e Lower CO, emissions linked to the car fleet and employee
travel.

® Increase the proportion of low GHG emission models in the
Car Policy

e Continue to reduce grammes of CO,/km

Our targets for 2026
e Achieve emissions of at most 88 g/km per vehicle
e Reduce GHG emissions from the car fleet by at least 10%.

Generally speaking, the targets for the car fleet follow those
required by the LOM and Climate and Resilience laws.

- Reduction in emissions linked to the car fleet (in tCO,eq across all vehicles)

- Reduction in grammes of CO, per km

3.21.3.2 Eco-design

Our policy

In 2022, Solocal launched an eco-design policy led by the
Technical Department (in collaboration with the CSR
Department), aimed at aligning digital performance with the
Group’s overall decarbonisation strategy. Solocal has therefore
established eco-design rules and implemented a solution
(Fruggr®) for measuring the environmental impact of our digital
services. The company also participates in collaborative open
source projects (such as CREEDENGO) that help developers
move towards programming that incorporates eco-design rules.
Although not subject to immediate binding regulations, the
company is anticipating future standards (inspired by the

French REEN (Reducing the Environmental Footprint of Digital
Technology) law) by integrating eco-design benchmarks
directly into its development cycles (“by design”). In 2024,
Solocal changed its measurement strategy to make it more
operational. The analysis, carried out using the Fruggr tool, no
longer focuses on a comprehensive audit, which was energy-
intensive (5,000 pages), but now concentrates on the
300 pages that account for the majority of customer traffic.
There are two reasons for this choice:

e customer relevance: prioritising action where our users are in
order to streamline their experience;

e efficiency: reducing the consumption of computing resources
required for reporting itself.

(1) With the aim of combating global warming and reducing carbon emissions by 30% by 2030.
(2) This year’s indicators take into account Regicom data. There is no comparison with 2024 because the scope is not the same.
(3) https://www.fruggr.io/fr/blog/quid-de-limpact-de-la-phase-de-fabrication-dun-service-num
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The year 2025 marked the search for a better balance between
digital sobriety and operational efficiency. Faced with
increased demand from Al robots, filtering measures have
eliminated 10 to 15% of irrelevant traffic, automatically reducing
server load and associated costs. At the same time, optimising
cache mechanisms (particularly on pagesjaunes.fr) has
improved customer fluidity - boosting SEO and conversion rates
- while limiting requests to the infrastructure. This optimisation
process continued with the gradual migration to Google Cloud
and the environmental audit of third-party tools, confirming the
retention of certain marketing solutions (e.g. A/B testing).
Finally, the reduction of technical debt is now supported by
reinforced governance: any new code that does not comply
with eco-design rules is automatically blocked before it is put
into production.

Our key performance indicators for 2025

e 86% on pagesjaunes.fr: (despite the integration of high-
impact advertising formats, the score has been maintained
thanks to our teams’ optimisation efforts)

® 77% on Solocal.com: (identical to 2024)

® 67% on manager.solocal.com (this score reflects the technical
complexity of secure customer journeys (authentication).
Optimisation levers are under consideration)

Our actions in 2025

Sustainability statement

3

e 84% on 118 712 (operated by Solocal and growing strongly:
+12 points vs. 2024, following the technical overhaul of the
service)

e 82% on pagesconseils

These scores® reflect the eco-design performance of our
services. Maintaining high scores on high-traffic platforms
testifies to the Group’s ability to absorb new commercial
features (advertising in particular) without compromising
technical performance.

Our action plans for 2026

e Measure new Group services using the Fruggr tool
e Continue efforts combining growth objectives with reducing
our environmental impact

e Continue to contribute to open source projects such as
CREEDENGO

Our targets for 2026

e Keep the scores for pagesjaunes.fr, solocal.com and 118 712
above 75%.

e Improve the overall scores of Solocal’s other digital services
by developing eco-design practices (e.g.
manager.solocal.com).

- Measuring the environmental footprint of our websites

- Al bot screening to reduce unnecessary traffic and associated costs (infrastructure savings)

- Accelerating website display to improve browsing without overloading servers (customer fluidity)

- Correcting technical debt and blocking energy-intensive developments (code quality)

- Migration to more recent servers that adjust energy consumption to actual requirements (modernisation)
- Assessing the environmental impact of certain tools (e.g. marketing solutions)

3.21.3.3 Optimising energy consumption
and IT resources

Our policy

Led by the Technical Department, this policy aims to adapt

energy consumption to Solocal’s actual needs through a Cloud

First strategy and infrastructure modernisation. Initiated in 2017,

this approach is part of a decommissioning policy and meets a

dual requirement:

e economic performance: transforming fixed maintenance
costs into variable costs adjusted to business needs, thereby
ensuring continuity of service for our customers;

e environmental performance: reducing the carbon footprint
associated with the Group’s activities by replacing ageing
infrastructure and obsolete, energy-intensive servers (on-
premise) with optimised shared solutions.

(1) Via the sub-domain jutice.pagesjaunes.fr

Although this policy is voluntary, it is in line with digital sobriety
objectives and aims to reconcile two imperatives: absorbing the
growth of Solocal’s business while controlling its environmental
footprint. The year 2025 validates the robustness of this model,
which focuses on efficiency. Although the objective of growth
and business development implies increased needs, optimising
our infrastructure allows us to limit energy intensity. Each
resource consumed must serve a real purpose, preserving both
natural capital and financial balance.

(2) The scores are calculated based on an overall average across three topics: the environment, social issues and sobriety.
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Our action plans and targets for 2026

Solocal has defined no specific action plans or targets relating
to this policy for 2026. Nevertheless, with a view to continuity
and long-term efficiency, Solocal aims to consolidate the
existing model by continuing to decommission any remaining
obsolete or under-used physical equipment. Cloud computing
capacity will also be adjusted dynamically according to actual
activity in order to avoid any unnecessary expenditure or

Our actions in 2025

Responsible digital technology and energy performance (ESRS ET1)

energy consumption. The aim is to stabilise a frugal, efficient
and economically sustainable digital model to ensure an
optimum level of service for our customers without increasing
the existing infrastructure footprint, and to ensure that our
energy consumption remains correlated with (or lower than)
business growth, thereby ensuring the sustainability of the
business model.

- Resizing Cloud contracts to reflect actual use of data centers
- Decommissioning of ageing infrastructure and obsolete servers

3.21.3.4 Optimising the real estate portfolio and energy consumption

Marcq-en-Barceul

. (solocal SA)

Saint-Brieuc
(Regicom) Cesson-Sévigné
. (solocal SA)
. Levallois-Perret
(Regicom)

L’Isle d’Espagnac
(solocal\Marketing
Services)

. Villeurbanne
(solocal SA)

Montbonnot
. (Leadformance)

Le Haillan
(solocal SA)

Our policy

The policy - implemented by the Real Estate and Purchasing
department - is part of a process to streamline the property
portfolio that has been under way since 2018, by reducing floor
space and moving to recent buildings, mainly HQE-certified.
Solocal also audits their energy performance. It was launched
considering both the environmental impacts associated with the
use of rental space and the regulatory requirements to help
mitigate climate change. Our aim is to optimise the energy
consumption of buildings and the use of resources to reduce
their carbon footprint. To achieve this, Solocal continued its
energy efficiency plan launched at the end of 2022, in line with
the French government’s energy sufficiency plan. In terms of
real estate, Solocal has achieved its 2025 target of reducing the
floor space of its Boulogne-Billancourt premises to 10,000 m?.

(1) Excluding Regicom and solocal Interactive.
(2) Excluding Regicom and solocal Interactive.
(3) Excluding district heating.

2025 Universal Registration Document SOLOCAL

. Boulogne-Billancourt .

(solocal SA-Citylights)

Nancy
(solocal SA)
Maurice
(solocal Interactive)
Aix-en-Provence
(Regicom)
Rodrigues
(solocal Interactive)

Our key performance indicators for 2025

® 42% reduction in rental space®

e 93% of HQE and RT-certified buildings @

e 31% reduction in energy consumption in Group buildings ©

Our action plans for 2026

Solocal has defined no specific action plan relating to this policy
for 2026.

Our targets for 2026
e Maintain the proportion of HQE and RT buildings at over 75%.

e Buy at least 50% green energy
e Reduce buildings’ energy consumption by 30%
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Our actions in 2025

Reduction in carbon impact of offices® (in kg CO, equivalent)
Reduction in average lettable area

Installation of electric charging points in Rennes
Continuation of the energy efficiency plan

3.21.4 Decarbonisation strategy, energy consumption and GHG emissions

3.2.1.41 Levers for decarbonisation and resource optimisation

To mitigate its climate change-related impacts, Solocal is e sustainable mobility: the travel policy has led to a 22%

mobilising human (IT, CSR, Real Estate and Work Environment reduction in fuel emissions from the vehicle fleet in 2025,
teams) and financial resources around three decarbonisation while the programme to convert the car fleet to electric
levers that combine carbon efficiency and cost control. The vehicles is continuing in accordance with the LOM and
activities concerned are upstream of Solocal’s operations and in Climate and Resilience laws;
situ. Implemented nationwide, these measures aim to limit the e responsible digital technology: the strategy is based on
Group’s environmental footprint: managing IT obsolescence (decommissioning servers),
e real estate optimisation and energy sufficiency: optimising optimising cloud resources and extending the lifespan of
the space occupied (notably by reducing the number of floors equipment (limiting CapEx). At the same time, developers are
from 15 to 5 at the Boulogne-Billancourt head office) and adopting eco-coding practices, and eco-design (with the
implementing an energy sufficiency plan have significantly Fruggr solution) is being rolled out across media and
reduced consumption (Scopes 1and 2) and operating costs; advertising products.

3.2.1.4.2 Carbon footprint and greenhouse gas emissions

Solocal’s carbon footprint showed an 18% increase in GHG emissions compared with 2024. This is due to the expansion of the scope
in 2025, which includes two other entities, including Regicom.

Expected reduction in GHG emissions 764 tCO,eq in 2026 versus 1,908 in 2025

To meet the Paris Agreement target of a 30% reduction in GHG the company’s upcoming analyses of GHG emissions. Solocal
emissions by 2030, Solocal has estimated a 6% reduction in does not have the tools to link Opex and Capex with actions to
emissions by 2026 (i.e. 764 tCO.eq). Bearing in mind that this reduce its carbon footprint.

estimate may be adjusted, in particular following the results of

(1) Does not include the Leadformance premises in Montbonnot (approx. 503 sg.m.).
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3.21.5 Energy consumption and mix

As part of its own operations, Solocal consumes electricity for its buildings and to recharge part of its car fleet (electric and hybrid).
Solocal also consumes fuel to power its fleet of internal combustion-powered vehicles, used mainly by its sales staff when visiting
their customers.

Solocal energy mix (MWh)

Sub-total
TOTAL Natural Other fossil Sub-total  Renew- Self-  Sub-total
MWh Coal Petrol gas fossil fuels fuels nuclear ables generated renewables
Buildings 1,714 54 54 979 680 680
Car fleet 6,083 5,293 39 5,332 694 57 57
TOTAL 7,797% 0® 5,293 ol 93®  5,387C 1,673% 737¢ (02 73742
Solocal energy mix (%)
Sub-total
TOTAL Natural Other fossil Sub-total  Renew- Self-  Sub-total
MWh Coal Petrol gas fossil fuels fuels nuclear ables generated renewables
Buildings 100% 3% 3% 57% 40% 40%
Car fleet 100% 87% 1% 88% 1% 1% 1%
TOTAL 100% 0% 68% 0% 1% 69% ™ 21% 12 9% 0% 9%

(1) Total energy consumption in MWh related to own operations.

(2) Total energy consumption from fuel consumption from coal and coal products.

(3) Total energy consumption from fuel consumption from crude oil and petroleum products.
(4) Total energy consumption from fuel consumption from natural gas.

(5) Total energy consumption from fuel consumption from other fossil sources.

(6) Total energy consumption from fossil fuels.

(7) Total energy consumption from nuclear sources.

(8) Consumption of purchased or acquired electricity, heat, steam, and cooling from renewable sources.
(9) Consumption of self-generated non-fuel renewable energy.

(10) Total energy consumption from renewable sources.

(11) Percentage of fossil sources in total energy consumption.

(12) Percentage of nuclear energy consumption in total energy consumption.

(13) Percentage of renewable energy consumption in total energy consumption.
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3.2.1.6 Gross Scopes 1, 2, 3 and Total GHG emissions (E1-6)

Solocal’s carbon footprint for 2025* was 12,665 tonnes of CO, in market-based terms® and 12,688 tonnes in location-based terms®.
For the methodology and the scope of measurement, please refer to the appendix to this sustainability statement. The emission
factors used for the carbon footprint are as follows:

Solocal 2025 carbon footprint Market Location
Scope Cat. Description tCO.eq tCO.eq
1 1.1 Production of electricity, heat or steam
1 1.2 Transport of materials, products, waste and employees 1,729 1,729
1 1.3 Physical or chemical transformation
1 1.4 Fugitive emissions

Sub-total Scope 1 1,729¢) 1,729
2 21 Indirect emissions from electricity 214 231
2 2.2 Indirect emissions from steam, heating and cooling networks

Sub-total Scope 2 2149 2310
3 3.1 Purchases of goods and services 8,932 8,932
3 3.2 Fixed assets
3 3.3 Activities related to fuel and energy not included in scope 1 or 2 48 55
3 3.4 Upstream freight transport and distribution
3 35 Waste generated
3 3.6 Business trips 1,042 1,042
3 3.7 Commuting 700 700
3 3.8 Upstream leasing assets
3 3.9 Downstream freight transport

Sub-total Scope 3 10,722© 10,729
5 5 Uncategorised

TOTAL 12,6657 12,688¢

Scop)e 3 of the carbon footprint was calculated using physical (primary) data for 18% of the total, with the remainder based on financial data (E1-
6_25).

(1) This method takes into account the company’s specific energy supply choices. It uses the emission factors of the energy suppliers chosen by
the company, such as green electricity contracts, renewable energy certificates (RECs) and guarantees of origin (GOs).

(2) This method is based on average emission factors specific to a region or country. These factors represent the average emissions generated by
electricity production in a specific geographical area, taking into account the local energy mix.

(3) Gross Scope 1 GHG emissions 1.
(4) Gross market-based Scope 2 GHG emissions.
(5) Gross location-based Scope 2 GHG emissions.

(6) Gross Scopes 1, 2, 3 and total GHG emissions - Scope 3 GHG emissions (GHG Protocol) and Gross Scopes 1, 2, 3 and total GHG emissions - Total
GHG emissions - Value chain and Gross Scope 3 GHG emissions.

(7) Gross Scopes 1, 2, 3 and total GHG emissions - GHG emissions by scope and total market-based GHG emissions.
(8) Total location-based GHG emissions.
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3.2.2

Disclosures pursuant to Article 8 of Regulation (EU) 2020/852

(Taxonomy Regulation) as amended by the delegated act of

4 July 2025

In accordance with regulation (EU) 2020/852, Solocal has
assessed the eligibility of its activities under the Climate and
Environment Delegated Acts in force. In application of the
simplification measures of the Delegated Act of 4 July 2025,
Solocal applied the 10% materiality threshold for its three KPlIs.
The analysis of our activities concluded that potentially eligible

activities [e.g. building management, car fleet, etc.] represent
0% of our CapEx, OpEx and turnover. Consequently, Solocal
considers these activities as non-material for the purposes of
Taxonomy reporting for the 2025 financial year. Eligible and
aligned KPIs are therefore presented as zero in the summary
table below, in accordance with the new regulatory provisions.

Summary table of Taxonomy KPlIs (article 8) (Delegated Act of 4 July 2025)

> Breakdown by environmental objective =
cE, of activities g
c aligned with the Taxonomy c
£ = £=
g 2 & 22 2
B £ o 3 ES LS
= e £ o Or o
g 5 Z s £ IB
g g £ @ B > £>
© ‘ ] T— =S—
2 b 3 c P E] 5 -8 38
2 2 kA S <] 2 = 3] 02 T2
® £ ¢ 2 % 3 % g =3 ¢£s
] < <) © = E-] ] 2 c£ o
1 x = o Q %) - E F— =%
2 2 : ¥ 8 s T 2. 33 %8
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o c S o o o o @ oL co So
X 2 E= c c c @ c oE O 2=
] S o o] @© Q > c [ 0n'c =0 oo
- © @ < < 9 = @ s 2o %o T
5 8§ %5 3 9 s 5 5 ® © g2 85 %5
o s o o = ._ K 2 g o o o= ED o
o > e © <4 ] > 5 5 2 o to Sg 2¢
cu E-] ] E E ® o = 3 <] ] §Q Bt &t
KPIs (Key Performance Indicators) Total & 3 & 5 S H] S S & & & 28 &3 &3
in
in€m % €m % % % % % % % % % % % %
Turnover® 3245 0% 00 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
CapEx 14.8 0% 00 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
OpEx 2.4 0% 00 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

(1) 2025 turnover reported in the press release of 18 February 2026.
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Engagement, collective action and local impact: the levers of our sustainable performance (ESRS S1and S4)

3.3 Engagement, collective action and local
impact: the levers of our sustainable
performance (ESRS S1and S4)

@f@%g

Engagement Group cohesion Local impact

3.3.1 Own workforce and collective resilience (ESRS S1)

Actual or potential material IROs

Social dialogue

Negative impact

Insufficient dialogue

Collective bargaining

Negative impact

Obstacles to collective bargaining

Health and safety

Negative impacts

PSR and absenteeism

Exposure to the consequences of climate change in Mauritius

Privacy

Negative impact

Leakage, loss and/or theft of HR data

In a demanding context of transformation, Solocal places collective resilience at the heart of its organisation. Workforce
management goes hand in hand with enhanced social dialogue to ensure buy-in for the reconstruction project and guarantee the
implementation of our 2026 roadmap. With this in mind, the strengthening of the sales teams and the Mindset cultural transformation
project are designed to win new business and build closer relationships with customers, thereby supporting revenue growth and
customer retention. Employee engagement is therefore a key lever for reducing churn and winning back audience, in line with the

Group’s strategic priorities.

3.3.1.1  Material social IROs related
to strategy and business model

All Solocal employees (both salaried and non-salaried) who use
the company’s infrastructure are affected by the material
impacts. These include employees on permanent contracts,
fixed-term contracts, apprentices/work-study students, interns,
temporary workers and self-employed workers. No category of
employee is more exposed. They may all be subject to systemic
or widespread impacts due to the nature of Solocal’s activities
(websites and digital marketing), which affect all employees
equally. On the other hand, an impact such as leakage, loss or
theft of HR data (which has never occurred) would be a one-off
event. Material negative impacts are described in detail in

article 3.1.4.1 of ESRS 2. The double materiality assessment did
not identify any material negative impact on employees arising
from:

e environmental transition plans: there is no specific group of
employees particularly affected by personnel-related material
risks. All users of the company’s infrastructure are affected
in the same way;

e fundamental rights: Solocal prohibits forced and child labour,
in accordance with the laws of the countries in which it
operates (France and Mauritius) and the principles of the
United Nations Global Compact. The double materiality
assessment did not reveal any impact related to these
matters.
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3.3.1.2 Policies, actions and social targets

related to Solocal’s workforce

Our management of human matters is evolving in a context of
profound transformation. Senior management is aware of the
concerns this may cause and has elected to protect the Group’s
workforce to ensure the company’s long-term viability. This
ambition is embodied in particular in the roll-out of the Mindset
corporate project, which was developed in collaboration with
our employees after listening to their feedback. Solocal’s
commitment is expressed through several areas of focus aimed
at promoting a pleasant work environment for all: performing,
breaking down barriers and streamlining our operating methods.
These efforts enhance Solocal’s appeal, as evidenced by the
company’s Top Employer certification® for the third
consecutive year. All of our above-mentioned policies apply to
all company employees® (with or without an employment
contract).

The resources allocated to implementing the action plans are
both financial (operating budgets of the departments
concerned) and human, through the involvement of the various
people and bodies concerned, as mentioned in article 3.3.1.3
“Social dialogue and mechanisms for listening to employees”,
paragraph “Remediation of negative impacts and reporting
channels” of this sustainability report.

Strengthening teamwork, safety and quality of life
at work

Our policy

In 2025, senior management rolled out the “Mindset” internal
programme, developed on the basis of interviews conducted
with employees from various departments. This programme aims
to strengthen collective engagement, cross-functional
cooperation and a sense of belonging, focusing on four key
areas: reinforcing the customer focus, developing solidarity
between teams, consolidating pride in belonging and promoting
innovation.

MINDSET

CUSTOMER CROSS-
FOCUS FUNCTIONAL

SOLIDARITY
Rigour Group

cohesion
Engagement

Respect

Performing, breaking down silos, streamlining,
and embodying our values

Engagement, collective action and local impact: the levers of our sustainable performance (ESRS S1and S4)

In practical terms, this translates into initiatives that promote the
breaking down of silos between business units, the circulation
of information, regular exchanges with senior management and
the recognition of collective achievements, thereby contributing
to social performance and employment growth within the
group. Our policy, which is part of this programme, is structured
around several areas related to our material IROs, enabling us
to prevent their occurrence and contributing to a safe and
pleasant working environment for all:

e social dialogue and collective bargaining: senior management
maintains regular dialogue with the social partners (SEC,
Health, Safety and Working Conditions Committee). This
resulted in the signing of several agreements® in 2025,
including an agreement on the right to disconnect and an
engagement pact (profit-sharing, remote working, PERECO,
working hours). In addition to this formal dialogue, the
Mindset project strengthens the direct relationship between
the Comex and the teams by organising breakfast meetings
and informal discussions. All this demonstrates not only the
reality of these exchanges, but also the involvement of
employees in decision-making through the social partners.

e the prevention of psychosocial risks (PSR) and the fight against
absenteeism: Solocal deploys a global policy that draws on the
expertise of multidisciplinary teams (human resources,
employees, doctor). It aims to prevent PSR (by consolidating an
action plan at national level and updating its DUER®) and
absenteeism (by combining personalised support for employees
returning to work after a long period of absence with preventive
measures). The “Mindset” programme complements this policy
by encouraging team cohesion, recognition and active employee
participation.

o resilience to climate risks: Solocal pays particular attention to
the exposure of employees at its subsidiary solocal
Interactive (Indian Ocean) to the consequences of climate
change (cyclones and other extreme weather events). To
ensure the safety of employees on site, the company
monitors weather alerts, follows the instructions of local
authorities and provides a collective transport service for
travel to the premises.

® privacy: the negative impact of the loss, theft or leakage of HR
data is purely potential for Solocal. Nevertheless, the company
is continuing its efforts to prevent this impact from occurring.
The goal is to enable employees to know why their data is
collected, to understand how it is processed and to ensure that
they have control over their data by making it easier for them
to exercise their rights. For further details, please refer to the
privacy protection policy in ESRS S4.

(1) This certificate is the result of an independent audit carried out in 2025 by the Top Employers Institute on Solocal’s HR practices and policies in the

following areas: Steer - Shape - Attract - Develop - Engage and Unite.

(2) Wwith the exception of Regicom (roll-out in progress).
(3) These agreements are available on Solocal’s intranet.
(4) Single Occupational Risk Assessment Document

2025 Universal Registration Document SOLOCAL



Sustainability statement

Engagement, collective action and local impact: the levers of our sustainable performance (ESRS S1and S4)

Our actions also extend to the areas below, which do not stem
from our double materiality assessment but which contribute to
reinforcing our global policy of providing a pleasant and
stimulating working environment for our employees. For this
purpose, at Solocal's head office in Boulogne-Billancourt
(Citylights), the company offers employees (nearly 800) access
to a concierge service, an intercompany restaurant and a gym
at preferential rates. Within the solocal Interactive subsidiary,
the Mauritius site is currently being refurbished and the
Rodrigues site will benefit from new premises in 2026. Solocal
also supports the transformation of jobs and skills to ensure
that employees’ skills match the changing needs of activities. To
break down silos within the organisation and stimulate
innovation, solocal encourages cross-functional collaboration
through initiatives such as “Job en scéne” (job shadowing). In
formal terms, Solocal has structured its policy around two key
areas: forward-looking management of jobs and career paths
(GEPP") and a training plan designed to accelerate career
development. Promoting gender equality is also a vital part of
strengthening employee commitment. To this end, Solocal
signed the gender equality agreement in 2025. To ensure the
well-being of all its employees, and in particular those with
disabilities, Solocal offers adapted facilities and equipment
(workstations and chairs, sign language interpreter,
reclassification systems, specialised recruitment with AGEFHIP,
etc.). Specific support is provided, in particular through
solidarity aids within the framework of the Solidarity
Committee® (CESU® vouchers, donations of rest days, remote
working for family carers). All employees are made aware of
disability issues through communication initiatives (educational
videos) in order to prevent discrimination and promote an
inclusive work environment. To this end, Solocal introduced
mandatory training on disability in 2025. Negotiations on the
disability agreement will be finalised in early 2026. Furthermore,
with regard to combating discrimination, the company has not
formulated a specific policy aimed at eliminating discrimination.

Our actions in 2025

Nevertheless, Solocal stands by its agreements (gender
equality, disability, etc.) and its internal rules, which expressly
prohibit harassment in the workplace. Solocal has also set up an
ethics alert system and has a code of conduct that condemns
all forms of discrimination, in accordance with legal
requirements.

Our key performance indicators for 2025

e 4.2% is the operational absenteeism rate: (identical to 2024¢)
e 6 company agreements signed

e 87 for the gender equality index (Solocal SA)

e 1 training course on disability

e 1 Top Employer certification

Our action plans in 2026
e Continuing the policy against absenteeism and PSR

e Finalising the implementation of a business continuity plan for
solocal Interactive

e Continue rolling out the Mindset programme to strengthen
cross-functional collaboration, pride in belonging and
participatory innovation among employees

e Continue negotiations on company agreements
e Continue to raise awareness of disability among employees

Our targets for 2026
e Maintain regular exchanges with staff representatives on the
basis of a shared calendar

e Increase the rate of women executives to reach at least 30%
of women in top management by 2027

Generally speaking, Solocal will continue its actions to protect
the health and safety of its employees and will maintain its
efforts to stabilise or even reduce operational absenteeism.

Continuation of prevention workshops on the analysis of PSR and absenteeism

- Signature of an Engagement Pact including four company agreements (remote working, profit-sharing, working time

and PERECO)

Roll-out of mandatory disability training

With regard to the potential negative impacts on employees
arising from the transition to a greener and climate-neutral
economy, Solocal has implemented micro-zoning for field sales
staff since January 2025. As well as enabling them to be as
close as possible to their customers in their local area, this also
reduces the prospecting area and enables them to work closer

(1) In February 2023, Solocal SA signed a GEPP agreement.

Signature of the agreement on the right to disconnect and the agreement on gender equality

to home. This is a way of reducing fuel consumption for
combustion-powered vehicles and the number of charges for
employees with electric vehicles. Solocal has not planned any
actions or initiatives in addition to those described above to
further contribute to the improvement of social results for its
employees relating to its material impacts..

(2) This Committee is composed of staff representatives and members of senior management.

(3) Cheque Emploi Service Universel (universal employment service cheque).

(4) Excluding Regicom.
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3.3.1.3 Social dialogue and mechanisms

for listening to employees

e Identifying exposed employees: in addition to the double
materiality assessment, to identify employees exposed to
impacts, Solocal relies on its social risk correspondents as
part of its risk mapping, as well as on its other internal relays.

e Listening channels and direct dialogue: Solocal can conduct
internal surveys and maintain regular communication to
gather employee expectations. Senior management, with the
support of the Human Resources Department, is responsible
for these listening channels and the use of the results.

e Involvement via the staff representation bodies: social
dialogue (and collective bargaining) also involves the staff
representation bodies, particularly within the SEC (Social and
Economic Council). The effectiveness of this commitment can
be measured by the number of meetings devoted to social
dialogue. Consultation of the SEC takes the form of regulated
information and consultation. All discussions are transcribed
into minutes, which are then approved at the meeting by its
members and published on the company intranet, accessible
to all employees.

e Impact remediation and reporting channels: employees also
have specific channels for reporting their concerns
(managers, occupational health services, company social
worker or disability officer). These channels, which comply

Engagement, collective action and local impact: the levers of our sustainable performance (ESRS S1and S4)

internal communications (SEC minutes, trade union
communications by e-mail or posters, etc.). Protection against
retaliation is provided by the Human Resources Department.
The latter, often in conjunction with staff representatives,
monitors feedback and carries out investigations. The Ethics
Officer can also carry out investigations if a concern or
incident is reported (see ESRS Gl). Solocal processes the
reports to remedy negative impacts and improve prevention.
Potential impacts relating to social dialogue, health and safety
are managed through dedicated policies and regular
discussions  with the staff representation bodies,
management and employees.

Remediation measures and
monitoring of social impacts

3.3.14

Solocal manages the material impacts (actual or potential) on its
employees, relying on the social dialogue it maintains with them
and their representatives (surveys, interviews, staff
representation bodies) to define appropriate actions (S1-4_05).
This approach is not only aimed at regulatory compliance, it also
contributes directly to strengthening the company’s
operational agility. By protecting the health of its teams and the
integrity of its data, Solocal supports service continuity and the
sustainable performance of its activities, which are essential
conditions for boosting revenue. The effectiveness of

with regulations, are communicated via the intranet and remediation and  monitoring  actions is  mentioned in
paragraph 3.3.2.4
3.3.1.5 Our social indicators
Data points Indicators
S1-6 - CHARACTERISTICS OF THE UNDERTAKING’S EMPLOYEES
Overall workforce  Number of men in the workforce 1,091
structure
Number of women in the workforce 1,221
Total number of employees at 31 December 2,312
Average number at 31 December 2,371.750
Number of employees (head count or FTE) 2,312
Average number of employees (head count or FTE) 2,371.759
Geographical Number of employees in countries with at least 50 employees and representing at least 2,063@
breakdown 10% of the total workforce
Number of employees in countries with 2 50 employees and = 10% of the total workforce 2,063
Average workforce in countries with z 50 employees and z 10% of the total workforce 2,139.5
Type of contract Total permanent employees (indefinite-term contracts) 2,248
and gender
Permanent male employees (indefinite-term contracts) 1,064
Permanent female employees (indefinite-term contracts) 1,184
Total temporary employees (fixed-term contracts, work-study contracts and paid 64
internships)
Temporary male employees (fixed-term contracts, work-study contracts and paid 27
internships)
Temporary female employees (fixed-term contracts, work-study contracts and paid 37
internships)
Total employees with non-guaranteed hours 0
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Data points Indicators
New hires - Number of employees who left the undertaking 670
departures
and turnover Staff turnover rate 26%®
Link with Cross-references between information disclosed under paragraph 50 (a) and the most 2,008.279
the financial representative amount in the financial statements
statements
S1-8 - Collective bargaining coverage and social dialogue
Coverage by Percentage of total employees covered by collective bargaining agreements 91%"
collective
bargaining Percentage of employees covered by collective bargaining agreements within the 100%
agreements coverage rate per country with a high employment rate (in the EEA)
Percentage of employees covered by collective bargaining agreements (outside the EEA) 0%
by region
Employee Percentage of employees covered by workers’ representatives in countries with 100%
representation significant employment (in the EEA)
Collective Coverage rate of employees through collective bargaining and social dialogue - EEA 100%®
bargaining and (countries with > 50 employees representing > 10% of the total workforce)
social dialogue -
EEA
S1-11 - SOCIAL PROTECTION
Employees Percentage of employees covered by social protection, through public programmes or 100%
covered benefits offered, against loss of income due to: illness or unemployment during the
employment relationship; a workplace accident or an acquired disability; parental leave;
retirement
Employees Percentage of employees not covered by social protection, through public programmes or 0%
not covered benefits offered, against loss of income due to: illness or unemployment during the
employment relationship; a workplace accident or an acquired disability; parental leave;
retirement
S1-14 - HEALTH AND SAFETY
Occupational Percentage of employees covered by a health and safety management system based on 100%®
health and safety legal requirements and/or recognised standards or guidelines
management
Fatal incidents Number of fatalities among employees due to workplace accidents and work-related 0
health problems
Number of fatalities of other workers working on the undertaking’s sites due to workplace 0
accidents and work-related health problems
Workplace Number of recordable workplace accidents for employees 3100
accidents
Rate of recordable workplace accidents for employees 9.8%
S1-17 - INCIDENTS, COMPLAINTS AND SEVERE HUMAN RIGHTS IMPACTS
Cases of Number of incidents of discrimination 0
discrimination
Number of incidents of discrimination leading to corrective action or remediation 0
Internal appeal Number of complaints filed through channels enabling employees to raise concerns 0
channels
Financial penalties Total amount of fines, penalties and compensation paid as a result of incidents of €0
discrimination, including harassment, and complaints filed
Amount of fines, penalties and compensation for work-related discrimination and €0
harassment, with the most relevant amount presented in the financial statements
Number of grievances, incidents and complaints related to work, social issues and human 0
rights
Serious human Number of serious cases of human rights violations involving employees 0
rights incidents
Serious non- Number of serious cases of human rights abuses involving employees that constitute non- 0
compliance compliance with the UN and OECD Guidelines for Multinational Enterprises
incidents
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Data points Indicators
Declaration Statement that no serious problems or human rights incidents have occurred among 0
of absence employees
Financial penalties Total amount of fines, penalties and compensation for serious human rights issues 0
and employee-related incidents
Financial penalties Amount of financial penalties matched to the most relevant item in the financial 0

(human rights)

statements

(1) This number corresponds to the average annual workforce in 2025 for all contracts (including all subsidiaries).
(2) Corresponds to the number of employees registered in France at 31 December 2025.
(3) This is the average annual workforce for 2025 for all contracts. Staff numbers are reported at the end of the reporting period. This includes all

employees who have an employment contract (permanent, fixed-term, professional training contracts, paid internship agreements).

(4) All contracts combined.

(5) Corresponds to the number of departures of employees on permanent contracts compared with the average number of employees on
permanent contracts over 2025.

(6) This is the annual average of FTE permanent and fixed-term contracts for the Group at 31 December 2025.

(7) This refers to the percentage of the workforce in France as opposed to the Group.

(8) All employees in France. The data is aggregated in the table and includes the indicators completed previously.
(9) This is the percentage of employees in France versus Group employees.

(10) Minor indispositions at the workplace, slips in the company car park. There are no non-salaried employees and no fatalities.

3.3.2 Consumers and end-users (ESRS S4)

Actual or potential material IROs

Vitalising local dynamics and raising the visibility of players

Positive impact

Revitalising town centres by strengthening local dynamics

Opportunity

A stronger position for Solocal

Access to quality information

Positive impact

Providing qualified information that is useful for local life

Opportunity

Increasing the appeal of pagesjaunes

Negative impact

Publication of false and/or erroneous information

Risk

Customer dissatisfaction

Loss of audience for pagesjaunes

Access to products and services

Negative impact

Non-accessibility of products and services

Privacy

Negative impact

Data leakage, loss and/or theft

Risk

Customer dissatisfaction

Loss of audience for pagesjaunes

Responsible marketing practices

Negative impact

Responsible marketing practices

Risk

Customer dissatisfaction
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3.3.21 Customer IROs integrated into
the business model
3.3.21.1 Mainrisks for customers and users

and Solocal’s response

Solocal’'s customers and end-users downstream in the value
chain may be exposed to actual or potential material impacts. In
particular, they could be affected in the following cases:

® inaccurate information that may direct users to unsuitable
businesses;

e theft, loss or leakage of personal data in a context of
increased cyber threats;

e unfair practices by malicious third parties (e.g. identity theft);

e difficulty accessing or exclusion from services, particularly for
people with disabilities.

These matters are included in the Group’s risk mapping. The
associated remediation plans are presented each year by the
Compliance, Risks and CSR department, then reviewed by
senior management and the Audit Committee to ensure their
consistency with Solocal’s business model and sustainability
commitments.

3.3.21.2 Positive impacts and opportunities
for our customers and users

Solocal’s double materiality assessment has highlighted material
impacts from two of its activities, with a positive impact on our
customers and end-users:

Revitalising town centres by strengthening local
dynamics

This positive impact, which stems from Solocal’s core activities,
contributes to the resilience of town centres. It promotes short
supply chains by facilitating connections between economic
players, local authorities and citizens. It strengthens Solocal’s
territorial roots and supports local development. It also
contributes to the sustainability of the local economic fabric by
promoting and digitising local content. This positive impact is
reflected as follows:

Economic development in the regions and promotion of short

supply chains

Solocal vitalises the local economy by enhancing the digital

performance of VSEs/SMEs and promoting short supply chains

by putting local businesses, local authorities and citizens in

direct contact with each other. To this end, Solocal:

e supports the digital transformation of VSEs/SMEs
The company offers digital audits free of charge to
companies in France, enabling them to assess their digital
maturity and the quality of their online presence. In addition,
Solocal also advises VSEs and SMEs on their digital needs
through the FranceNum® scheme, of which Solocal is the
activator. Similarly, the Group helps local businesses to use
regional grants for digitalisation in the regions;

e provides local solutions

Solocal makes available free of charge to local authorities a
local web directory (LocalPartner) that enables local
businesses to use digital services such as updating their
information and news, instant messaging and online
appointment booking. In 2025, four new LocalPartner

(1) https://www.francenum.gouv.fr/activateurs/Solocal-group
(2) Union des groupements d’achats publics.
(3) Réseau des acheteurs hospitaliers.
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platforms were set up with players in the regional daily press
as part of local partnerships (La Voix du Nord, Sud-Ouest,
I’'Union and Nice Matin);

e promotes the local economy via pagesjaunes

The “Local news” section of pagesjaunes (website and mobile
app) highlights local news about businesses and, in several
departments, information from the regional daily press.
pagesjaunes also provides real-time, geolocation-based
coverage of useful local information (news about businesses,
local shops and services) thanks to a hyper-local experience
on the mobile app. Finally, the “Explorer” and “Near me”
features make it easier to discover local shops;

e offers digital tools for local performance

In addition to the possibility of registering for free on
pagesjaunes, French companies can have free access to the
solocal Manager platform. It enables them to manage their
local communications and online reputation (social media
posts, visibility on Google and pagesjaunes, review
management, e-mail/SMS campaigns, online calendar,
simplified CRM, etc.). In 2025, 340,000 establishments had a
Solocal Manager account, illustrating the territorial and
inclusive scope of our approach. The integration of Al
assistance functions also enables the generation of content,
automated responses and the creation of campaigns.

Promoting digital citizenship
Solocal promotes digital citizenship by facilitating access to
public services for citizens and local authorities, and also
supports digital inclusion nationwide. The company works
closely with local authorities, particularly through its
participation in trade fairs and institutional forums, to promote
digital citizenship and encourage the adoption of responsible
digital practices in the regions. To do this, Solocal:
e integrates its services into national public services
French town halls equipped with Solocal’s online booking
solution for issuing identity documents are listed on the
national search engine. This simplifies everyday procedures for
citizens (https://rendezvouspasseport.ants.gouv.fr/);
e streamlines and facilitates citizen relations

Solocal offers an appointment booking solution and
communication tools (SMS, e-mail) referenced by public
purchasing groups (such as UGAP® and Résah®). This
enables local authorities to improve their efficiency,
responsiveness and the quality of their relations with citizens;

e supporting local public procurement

With Nukema, a platform that enables local authorities to find
local businesses, Solocal simplifies sourcing for public
purchasers by providing access to a qualified database of
over 4.3 milion local businesses (from the pagesjaunes
database). This tool, which promotes trade with local VSEs
and SMEs, also enables public contracts to be awarded to
VSEs/SMEs;
e provides easier access to local public services

Solocal references all the Maisons France Services in France
on its pagesjaunes media. This enables the most digitally
isolated citizens to access local public services (taxes, France
Travail, health insurance, retirement insurance, family
allowances, etc.) less than 30 minutes from their home.
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Support for national solidarity initiatives

Solocal is also strengthening its position by helping to amplify
the impact of its initiatives on local life by allowing national
causes with a strong societal impact to benefit from its digital
expertise and pagesjaunes audience. This is achieved in three
key areas:

e public health and research

In 2025, Solocal ran citizen awareness campaigns on public
health issues such as blood donation with the Etablissement
Frangais du Sang (EFS) to encourage people to donate blood;
Alzheimer’s disease and carers with France Alzheimer. This is
done through display inserts on our pagesjaunes media and
e-mail and SMS campaigns on social media, which enable us
to reach as many French people as possible. Solocal has also
been working with AFM Téléthon (the French association
against myopathies) for over 15 years, and in 2025 continued
its collaboration to contribute to the fight against genetic
diseases and remain a key player in this partnership;

o the fight against digital exclusion

By taking part in the Partage de Co project launched in 2023,
Solocal is contributing to the digital mutual aid movement
between citizens which encourages people who are more at
ease with digital technology to share their skills (via tutorials),
their connections (via data sharing) and their contacts (via a
map of digital mediation locations). Solocal also supports the
government’s action with the National Agency for Territorial
Cohesion (ANCT), which created the Maisons France Services
to combat digital illiteracy. Since 2023, Solocal has provided
the ten branches of the Paris CPAM (health insurance office)
with an online booking solution to help offer people receiving
state medical aid an easier access to their services;
e digital accessibility and equal access to public places

Since 2023, Solocal has been partnering with the start-up
Acceslibre (backed by the Ministry for Ecological Transition
and Territorial Cohesion and the Interministerial Digital
Directorate). Through its public and collaborative database,
Acceslibre records and shares information on the accessibility
of places open to the public in order to combat exclusion.
This partnership enables pagesjaunes users (and particularly
those with disabilities) to have access to accessibility
information about businesses and public institutions
nationwide. This is reflected in particular as follows:

Qualified information that is use