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DISCLAIMER

This document contains forward-looking statements. Any forward-looking statement does not constitute forecasts as defined in
European regulation (EC) 809/2004. Forward-looking statements relate to expectations, beliefs, projections, future plans and
strategies, anticipated events or trends and similar expressions concerning matters that are not historical facts. The forward-looking
statements are based on the Company’s current beliefs, assumptions and expectations of its future performance, taking into
account all information currently available. Forward-looking information and statements are not guarantees of future performance
and are subject to various risks and uncertainties, many of which are difficult to predict and generally beyond the control of the
Company. These risks and uncertainties include those discussed or identified under section 4 “Risk Factors™ of the SoLocal Group’s
“Document de référence” which was filed with the French financial markets authority (AMF) on April 26th, 2018. Important factors that
could cause actual earnings to differ materially from the earnings anticipated in the forward-looking statements include the effects
of competition, usage levels, the success of the Group’s investments in France and abroad, and the effects of the economic situation.
SolLocal Group, its dffiliates, directors, advisors, employees and representatives expressly disclaim any liability whatsoever for such
forward-looking statements.

The forward-looking statements contained in this document apply only at the date of this document. SoLocal Group does not
undertake to update any of these statements to take account of events or circumstances arising after the date of said document or
to take account of the occurrence of unexpected events.

The quarterly financial statements are not audited. Financial statements restated under IFRS 15 are unaudited figures.
Certain business indicators covered in the presentation are for continued activities.

Due to rounding, numbers presented throughout this and other documents may not add up precisely to the total provided.
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Eric Boustouller,
CEO
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#linside Solocadl

Today’s objectives:

« Unveil our new digital services offering designed to address customer needs
- Fullweb

- Subscription based with auto renewal
- Simple and comprehensive
- Digital coaching
« Share our technology strategy: Solocal is a MarTech
+ Present our omnichannel sales force organisation and fully integrated marketing strategy

» Deep dive into strategy execution and key growth drivers

» Introduce new management team and organisation

» Share first customer feedback on new product offering

solocal



Agenda

.I 1.30 - Opening

145 - 3.00 pm - Full web digital services

Frédéric Obala, Chief Media, Presence & Content Officer
Amaury Lelong, Chief Online Advertising, Data and New
Products

3.30 - 415 pm - Technology for business
Arnaud Defrenne, Chief Technology Officer

4.30 - 5.30 pm - Sales and marketing
Christophe Parcot, Chief Revenue Officer
Pascale Furbeyre, Chief Marketing Officer

5.30 - 6.00 pm - Conclusion and Q&A session
Eric Boustouller, Chief Executive Officer
Jean-Jacques Bancel, Chief Financial Officer

o1 b W N
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2018: a year of deep transformation

Significant milestones achieved since February 2018

- Swift execution of the redundancy plan

- Confirmed 2018 guidance: stable recurring EBITDA (€170m) after 9 consecutive years of decline

- C.€60m of estimated savings in cost base for FY 2018 compared to FY 2017; €100m savings as of 2019
- Transformation on track: new products, partnerships, leadership, organisation, new identity

Deep transformation impacting business significantly in the short term; yet, confirming strategy
*  Move to omnichannel salesforce

- Client allocation according to ARPA potential/sales channel CAC or renewal costs
- E-commerce, a growth driver

«  Switch to auto-renewal mode generates more time for client acqg. and upsell
» Rapid reduction in sales headcount created a gap in sales

- Unimpactful portfolio reallocations based on old sales organisation
- Telesales productivity needs time to ramp up
« Hiring 90 field sales people to offset non replaced FTE's — starting early Jan 2019

- Not replacing any FTE impacted by the redundancy plan
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2019 - Execute our strategy

* Products - Focus
« Media - Reinvent PJ — Mappy Maas

«  Omnichannel, customer journey, digital coaching

- E-commerce - Acquisition and upsell at optimal cost

- Large accounts — Leverage our assets

 Leads generation - Marketing automation & coms

- Improve customer satisfaction - Products, customer care

- Integrate, industrialise organisation and processes
- Tech - Platforming, Agile and Innovation
« Drive performance - Optimise and secure business management

- People - Hire, train, performance culture

solocal



New range
of full web
digital services
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Frédéric Obalq,
Chief Mediq, Presence
& Content Officer

Amaury Lelong,
Chief Online
Advertising, Data
and New Products
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Digital services one-stop shop for all companies

O A W ~

Digital . Digital
Presence . . Websites -
advertising to Print
Visibility Ranking Internet
E-reputation Performance E-commerce
Branding
% Digital 25% 50% 25% Testin 2019 Testin 2019
Sales 2019

FULLWEB | ALLDEVICES | ALL SEGMENTS| DIGITAL COACH
PACKAGED | SUBSCRIPTION BASED | AUTO RENEWAL | UPFRONT PAYMENT
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Presence and advertising are complementary visibility levers

P1

menuiserie nemours U

Tous Maps Images Actuzlités Shopping Plus Parametres Outils

Environ 158 000 résultats (0,41 secondes)

Menuiseries . :
W menuiseries

Des Menuiseries sur mesure en alu. PVC et mixtes, Fabrication 100% francaise ! Made in France.

{ o Noten

D240 3
D3 L Atelier Cuisines
3 Bains Menuiseries
R gags) Darvault
&
9;‘ o6 B Nemours P Qcm"b
Saint-Pierre-lés-Nemours o22s4
.
0225 Map data ©2018 Google

Note » Horaires v

p—
Trouver une enfreprise menuiserie a Nemours contacter nos experts

hitps:ffwww. pagesjaunes.fr/annuaire/nemours-7 7 fentreprises-de-menuiserie ¥

Menuiserie 3 Nemours {77) : Devis et Informations, ... Trouvez un artisan ou un expert prés de chez

wous dans 'annuaire PagesJaunes.

Trouver un artisan menuisier 8 Nemours pour réaliser vos travaux
htips:/fwww pagesjaunes fr/annuaire/nemours-7 7/arlisan-menuisier *

wiral _

AN SEA ADVERTISING

Google Ads

B® GeM

PRESENCE
Google SO SEO (thanks to Mini-site and

Pages Jaunes listing)
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1 (
250 résultats pour restaurant a Paris ( Filtrer J [ Trier ’ [0 voir la carte

Brunetti Trattoria 4

- = Afficher le N°
« SEA PJ »

*L Pizzeria Don pépé 4

ADVERTISING Afficher le N°

« SEOPJ »
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New Presence offering

€0 €29 [ month! €49 [ month!
1publisher 8 publishers 20 publishers
Of which Of which
. . ., =~ &£
Publishing content on = | v 50
G & & 6
in il v I b | in Bl v B b
CyMini-site X v v
Posting news X v v
Managing customer reviews U U RCH f § -
Triggering reviews X X v

- Solocal creates pages on digital media (Google My Business, Facebook...)

@ « Customers update their content through Solocal unique mobile app
< Ongoing customer support through digital coaching

P14

1 With a one-year commitment SOIOCGI



A unique app to update real time customer information on...

Google avocat rolin drod du travail paris 0

Restaurant. ° I Paris o mwl Q -

20 réstts pourrestarane s Pars i)
Tous ; o

Brunetti Trattoria -

Avocat - Droit du Travail | Servir, Conseiller et Défendre

“A Mheure des thés”
4 Pizzeria Don pépé 0
sz100 0 r rome Accus
. voriepien | | Afteherie

Protos

Droit d

A&B Avocats Divorce Paris | Divorce conflictuel | apelbaum.com
apemaum -

s b Teme 3\ Srbosewn A Parge
Extérieur o plas

Sandrine ROLLIN & . o P

E.ccererts

Communasé [ R VR
Me Sandrine ROLLIN, Avocat & Paris | RDV et Consultation en ligne g Le Grand B{JdEPESI Hotel @ Infos ef publcaés
(e s
ROLLIN Sandrine (avocat, paris 9eme arrondissement)

Lilly of the valley “ AP,
Suggérar una modifiation 2 ® t
aset-juridique nevrollin-sandrine/avocat-1367 htm v
droit du travail, vous propose de prendre cantact ave abinet af s voirl plan
Vous connaissez ce lieu ? Répondez sux questons (apides = =

[
=
-,

)’ 118 000m
etit Tomtom

3

And also: mo 0@ @

pages ads

P.15
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Automatic update of customer profile on

Searching professionals on Google

Go;j;,gle Auberge de l'ecu de France La Ferté Saint Aubin ) Q

P.16

Tous  Maps  Actusités  Shopping  Vidéos  Plus Parsmétres  Outils

Environ 46 200 résultsts (0,55 secondes)

Auberge de I'Ecu de France

wwnv.pizzenaecudefrance.fr/ ¥

L'Auberge de I'Ecu de France se situe & La Ferté-Saint-Aubin prés dans le département du Loiret et
vous propose des pizzss et des plats traditonnels.

Nos prestations - Auberge de I'Ecu de France a La Ferté-Saint-Aubin ...
i ia-ferte-saint-aubin ¥

L’ Auberge de I'Ecu de France se situe dans le centre vilie & proximité du chitesu de La Ferté-Saint-
Aubin prés d'Orléans, dans le département du Loiret. Nous vous accueillons dans un cadre chaleureux
et convivisl, poussez les portes de notre restsurant traditionnel et pizzeris.

Auberge de I'Ecu de France, La Ferte-Saint-Aubin - Restaurant Avis ...
hitps:/ivww tripadvisorfr> ... > La Ferte-Saint-Aubin ¥

* % k¥ * Note: 35 - 30 avis - Prix : €66€

Auberge de I'Ecu de France, La Ferte-Saint-Aubin : consuitez 30 svis sur Auberge de l'Ecu de
France, noté 3,5 sur & sur TripAdvisor et classé #10 sur 16 restaurants & La Ferte-Saint-Aubin.

Auberge de 'Ecu de France La Ferté Saint Aubin (adresse, horaires ...
https:/iwww.pagesjsunes.fr » La Ferté Saint Aubin » Restaurants & La Ferté Saint Aubin ¥
%k %k k Note: 5- 2 avis

Auberge de I'Ecu de France La Ferté Saint Aubin Restsursnts : sdresse, photos, retrouvez les
coordonnées et informations sur le professionnel.

Auberge de I'ecu de France - Restaurant - La Ferté-Saint-Aubin (45240)
https:fiwww.petitfute.com > ... > Centre » Loiret ; La Ferté-Saint-Aubin ; Restaurants ¥
Auberge de I'ecu de France - La Ferté-Saint-Aubin 45240 - 6 Rue Général Leclerc Restsurant
Horaires d'ouverture : Lundi : 12:00:00 :00Mardi : 12:00:00

Auberge de I'Ecu de France a La Ferte Saint Aubin, carte-menu et ...
wwwv.ou-dejeuner.comfila-ferte-saint-aubin.. /auberge. . /auberge-de-l-ecu-de-france-4... ¥
Auberge de I'Ecu de France situé & La Ferte Saint Aubin (45) est un étsblissement de type Auberge,
consultez leur carte-menu (2 pages). les horsires d'ouverture. 3 photos & voir.

Auberge de I'Ecu de France, Restaurant de cuisine traditionnelle a La ...
wwwlintemaute.com s ... » La ferté. t-aubin > de cuisine 4

*kk Note - 3 - 13 avis - Prix - 15-30

Retrouvez toutes les infos sur le restaurant Auberge de PEcu de France 3 La ferté-saint-aubin -

Chéteaudela’ =
grié Saint-Au ¥

A8

Voir les photos Extérieur

Auberge de I'Ecu de France
4.1 khk k- 22 avis Google

Restsurant

Site Web Htingraire

Adresse : 8 Rue Général Leclerc. 45240 Ls Feré-Saint-Aubin
Horaires : Quvre bientét - 12:00~
Téléphone : 02 32 8480 22

Suggérer une modification
45t Auberge de IEcu de France
g <.

Bonjour & tous \oici notre menu Notre nougat glacé sur son
du jour. Bonne journée et & coulis fabriqué par Mélanie.

bientdt. y <

GO vgle

Chateaudela

LE DRUGSTORE
FERTESIEN

o
4S80

Voir les photos

Auberge de I'Ecu de France
4.1 %k k% 22 avis Google

Restsurant

Site Web Itinéraire

Adresse : § Rue Géneral Leclerc, 45240 La Ferté-Saint-Aubin
Horaires : Fermé - Ouvre & 12:00 (mar.}~
Téléphone : 02 228 54 82 22

Suggérer une modification

Siv.h Auberge de I'Ecu de France

oty
e -
“" lo‘l"o sur Googe

\ ('Q:JQ_W mc‘ﬁ*@e‘q :ALESH

H-‘wa iu.t;m{ (e

TELCT N Y T

Bonjour a tous Voici une
nouvelle semaine qui
recommence et nous vous y a1 jour
proposons notre menu du j...

erté Saint-Au ¥

Extérieur

Salle solognote de l'ecude
France 3 Ia ferte st aubin.

»

Geolocalisation

Website

Opening hours

Y I

NEWYES
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.. And on PagesJaunes...

Payment o
means

Exceptional

openings Reviews

| Booking |
; s
- Customers
B
g Q

Certifications

Photos
- GABRIELA Réserver aujourd'hui pour 2 pers. Modifier
Restaurants, Restaurants brésiiens - Autre activité CarratAlain 55
5:..5 8 EViS 1 ZHW 12H3° 1 3|m Flaris
(SAVI[SANVASS
Prézentation Infosihoraires Anis Informations pratiques
Suggestions du chef )
99 Horaires Comme la-bas !
% 0142802814 . Cuisine typigue du Brésil avec la vraie saveur locale
: . Entrée Mer_credli 11h00 - 14h30 » (nord-est, feijao, caipirinhnas, mocceca, pao de queijo,
Email © 3riiton, 75008 PARIS (Aujourd'hui) 18n30 - 22000 coxinhas, salgados...) accueil chaleureux nourriture
N ) Bolinhos de carne apimentado 10€ fraiche et de qualité Petit Brésil & Paris, pas la peine de
= Contacter par mail bao g | gee . faire 12h d'avion, é de verdade |
) . . a0 de queilo : A propos
Website & wwvigabrielafr salgadinhos 95€ ) + Les points positifs
4 air plus de coordonnées Les moyens de paiement cuisine avec saveurs véritables accueil sympathique
. 1 Plat B
Bu SINess Décor hétéroclits coloré et foisonnant de photos pour une m VISA m el - Cuisine
B8 atmozphérs décontractse et des plats brésiliens. Gabrisls, o'sst du - . .
GCtl\/lty 100% brésilien. Restaurant. épicerie, traiteur . découvrez les Feijoada 17.5€ Accusilisenvice
specialités brésiliznnes autour d'une table d'hdte. A noter, 'Epiceric Picanha con arroz, 25¢€ Cadrefambiance
. propose des produits typiques de 13-bas & emporter comme la Doce \iat frit dend imre o
Baseline de Leite bien connue des gournands. Dépaysement et ambisnre <apa comcamarges fritos no dende : Reférences et guides Rapport qualité/prix
chaleursuse garantis. @
Produits frais. Cuisine fait sur place. Cuisine maison. Pla. (22} Dessert i ) @
emporter -10% ) — e ad Galupla # Propriétaire, répondez —
& Budget Bolinho de estudante A
Bolo de rolo g€
Prix moyen : 31-45 eurcs I -
BOOk|ng Ressrver une table PEETE IR ELE Reéserver une table Réserver une table

Scroll down

»
»
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... And on Facebook

@ 7 100 % I 4

! La Cantina
a8 D'Anna

s n »

J'aime déja Enregistrée Partager

Ouvre demain

Restaurant « Grenohble
Accueil A propos Photos Avis Pub

Cuisine traditionnelle italienne
Pizzas au feu de bois. Pates a I'encre de
seiche

http://www . lacantinada.com/

34 2154 39
CTUELLEMENT OUVERT
T =% jal
1 ‘3
Boulevard

® Gambetta 8 Obtenir I'itinéraire

P.18

Cover picture

Pictures

Payment means

Opening hours

Activity description

Website

Phone

Geolocalisation

A propos Photos Avis Publications

La Cantina D'Anna

La semaine du godt 2016

Du lundi 10 oct. 2016 a 18h00, au lundi 17
oct. 2016 a 23h10

Profitez de la semaine du go(t pour déguster
nos menus thématiques

EDUCATION E
TRANSMISSIO
DU GOOT

DU 10 AU 16 OCTOBRE 201

News (Events,
discounts...)

solocal



New Presence offering — Unique customer mobile app

) UpdCIte l S— i Manqge

|| wiser ac 17:49 90 % .- Wil SFR 4G 14:37 85 % ) 4 °
= Accueil 1| = 3 -
n ew s | = Photothéque reV I eWS Statistiques Google
COMPLETER LES FICHES D'ETABLISSEMENT > | Stockez vos photos ici et publiez-les dés que -
I | vous le souhaitez. e
| . | - N |
| ACAC Conseils V ™ | .
Q‘ p / | NOM DE L'ETABLISSEMENT
85% —— O | [ —
1
Wil SFR 46 1:35 98 % () 4 _ r |
—— | == o7 NOMERE D'AFFICHAGES DE VOTRE
Ajouter un site web ( = Actus | ETABLISSEMENT
| = Avis
OERSRMES AVIE 2 La Cantina D'Anna
NOTE MOYENNE SN 2018 49 SachaP - 1oae

Aug 3,2018 oo
800
J'ai rarement mangé de tiramisu aussi bon,

G |

brave 400 w
9 avis (dont 1 répondus) | n La Ganting D'ANNG 200
PUBLIER DES ACTUS > nouveau menu : - entrée de saison - M J J A S @ NDJFMA
escalopine de .. Bertrand G ] 200
ACAC Conseils +1 autres Jul1s. 2018
20 jull. 2018 16:30 satisfait des travaux J'ai fait appel deux fois dans la recherche Google

La Cantina D'Anna
18 avr. 2018 16:45 ()

dans Google Maps

a.
II Lo Cantina D'Anna

—

Thomas § Fedede \
Apr1,2018 \ ~ 4

Escroguerie. Usurpation de nom. Pas de
restaurant _

Frodprotive Monitor
' dashboard

" E
Edit profile | =
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2019 opportunities for Presence

«  Promising results in 2018:
- First limited version of Presence product (w/o Pogestunes): > 65,000 customers

- First test of new Presence offering with New Customers started Q4 2018 (Telesales): x2 Sales/Day ratio

*  Progressive migration of our Customer base: > 200,000 Presence customers end of 2019
- Average ARPA between €500 & €600 (subscription with auto-renewal = recurring revenue)

- C.25% of our total 2019 Digital Sales

« Gross margin > 80%

solocal
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Solocal has strong and exclusive competitive edge on the digital

advertising market

Massive & qualifed
1st party data

Local search + XY
> 20m UV/month
> 40m downloaded App

v Q)

Local ads operations
& platform

Scalability to run local ads with low
budget and low audience pool

In-house technologic Ads platforms

i

i

Strong GAFA
partnerships

Technological, financial and
marketing partnership to address
long tails of local Ads

National & omnichannel sales footprint

Allowing both direct [ indirect and central/local approaches

P.22
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September 2018: launch of new, advertising range on Facebook

f

i Controle technique du lac
Sponsorisé * &

/" Anticiper une panne, c'est toujours la bonne solution ! ./~

AUTOSECURITAS.FR
Prenez rendez-vous directement en ligne
Controle technique du lac

En savoir plus

P.23

Pizza Sud
Sponsoris - §
Envie de saveurs italiennes & déguster chez vous ?

« A emporter
« Livraison vio Uber Eats

A emporter & ivraison

En savolr plus.
Rennes. Rennes.

[y Jaime Commenter Partager
o 2

LY Pizza sud
B8 soonsorisé - G
Envie de saveurs italiennes § déguster chez vous ?

« A emporter
» Livraison via Uber Eats

n savolr plus En savolr plus.
Rese:

o Jaime (O commenter

PP

J

3,000

social
campadaigns

B & &8 @ & =
‘S" Canadian Steak house vee

Entrées appétissantes, grillades exotiques et
desserts gourmands ... Vivez une aventure
canadienne J+}
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https://fb.me/1IgMVilzGgcXUtk

Solocal's digital advertising reaches 70% of the TOP 50 media
daily audience

Daily unigue 35000 ’ o o y .
v Solocal’s advertising coverage of France's top 50 media
30000 - ranked by number of daily unique visitors, ‘000 -
25000
20000 included
Solocal’s offer
15000 excluded
mmm No ads
10000 ?
5000 ? I
9 X 0 O OV E QS 0 CcC £ Oy XU Z U WE O UV OEHECSC YO CO0 T E SV CcV 00y OV E >HE SO0 0 s &= 9w
o 9 © o g o v c > ) o = % S n C 9 v o 29 @© 0o 2 c ®© 2% £ O
® S BG5S CE808E938 2383855825888 3s52sc5858852858233¢€
S 9 20 4 = 3 < 8 = F - b 8 2 3 < 5 S wcE S o 5 @ >a Y 8 5 £ O w© < S 2o
w v o £z 9 = 3 £23c a2 7 O ogw I8 2 5 b = L2 E o
g g Sge 4&r¢ NTe g & -
= s E =
£
>
o
i)

ARPA Margin Share of sales
>€1,000 >70% >50%

solocal



Path to 2019: from diversification to efficiency & performance

2018 offer

Multiple & overlapping
Media-specific

One-off campaigns

2019 offer

Simplified and packaged

Client-centric, leveraging media arbitrage for
margin optimisation and performance delivery

Subscription-based with auto-renewal

P.25

Incomplete for large accounts

V| vV vV v

Rich, complete and attractive

solocal



Example [§N : simplified client journey to buy ranking on PJ

2018

J

Y

[ Ist position

i
J

Pick&choose
among
2.4k keywords

2nd position and +]

Pick&choose
among
2.6k keywords

Pick&choose
among
30k keywords

+ option selection:

[ URL website, Product ‘showcase’, Discount coupon..

)

2019

J

Pick&choose
among d selection
of 19 keywords

Y

i

Pick&choose
among full selection
keywords

Pick&choose
among a selection
of 32 keywords

P.26
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Example [§B :18 months to fully migrate €200ms+ turnover
2019 2020

Jan Feb Mar April May June Jul Aug Sep Oct Nov Dec Jan Feb Mar April May June

Basic
CLIENTS Advanced

Sophisticated

1. Simplify product, pricing & discount policy

Migrdtion benefits 2. Subscription-based with auto-renewal
3. Coherent performance-based pricing

solocal



Example [} : From media-specific to client-centric offers
Example of Performance offers
BOOSTER TRAFFIC BOOSTER
o

2018

GENERATION
2019 .\ local .\
o o
g ng

WEB TRAFFIC
GENERATION

J

solocal



Example [E) : towards a simplified, subscription-based range

_ mamme PERFORMANCE BRANDING

ADS

local 2
. n local .\ ° @
d -Y-’ Goagle n Google U -

b 8ing b &g FULL WEB
@/ Priority ranking on a selection of selected keywords @/ Ad creation G)/ Ad cmd landing page G)/ Banner creation @/ Video creation
(J Presence management full web (4 Customised reach Ezelieln (v Customised reach (4 Customised reach
@/ Customised reach @/ Retargeting

¢ B
I:I[:p @m ’.J _é Qp Trackec Completed E ::@::
Qualified

calls forms
Priority Contenton20  E-reputation  MiniSite

Impressions >10 sec
ranking publishers management clicks Q aSmis
Itinerary Online
on mayps appointment
(next)

* Excluding taxes
g From From From From From

P.29 €59 /month* €75 /month* €90 /month* € 69 one-off el,]oo one-off



Example [} :Local Impact, the bridge between
ONLINE qdvertising and Local OFFLINE impact

[ L o |

CUSTOMISED REACH « IN-STORE VISIT » TRACKING

« I8t party local search data - Digital advertising ROl measured with
tracking of incremental in-store visits
« Ist and 2"9 party geoloc. data I
collected with in-App SDK  User behaviour analysis based on
geoloc. data (work and living places,
. Segment builder expertise Consump’uon pgttern )

with internal data scientists

L Desktop mobile, in-app J L J

Local data GDPR compliance In-house tech.

P.30

solocal



2 examples of Local Impact campaigns

National networks Regional networks
(Major fast-food player) Frozen food store)
‘\@ Tqrgeting » Living OR working in catchment area - Living OR working in catchment area
 AND

 Searched for « supermarket »
or visited a local competitor

- . . « >1000 catchment areas defined « 20 catchment areas defined

D'-'D Activation « Consumer sent to the closest store « Consumer sent to the closest store
Targeted consumers 185k Targeted consumers 28k

A

m Performance Store visits 22k Store visits >400
Incremental visits 3.6% Incremental visits 10%

50 trained salesperson * 4 salesfyear * €20k budget + €Im through media agencies

solocal
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New internet and e-commerce website range

E-commerce
sites

P.33

+ Customisable templates

+ SEO optimised content

+ 300 SEA clicks

- 2follow up calls and updates [ year
« Hotline and client dashboard 24/7

+ Exclusive templates, optimised design
by dedicated webmaster

+ SEO strategy including 10 keywords

+ 600 SEA clicks at launch

+ Specific SEO calls every 4 months

« Hotline and client dashboard 24/7

* Fully customised design with tailor
made functionalities and pro photos

+ Dedicated webmaster and SEO expert

+ New design every 2 years

+ SEO strategy including 20 keywords

« 1200 SEA clicks / year for life

+ Optimisation calls every 3 months

« Hotline and client dashboard 24/7

Set up fees €450
From €70/month*
12-month contract, automatic renewal

Set up fees €1,500
From €169/month*
24-month contract, automatic renewal

Set up fees €2,790
From €325/month*
24-month contract, automatic renewal

* All of the above +
+ 500 product catalogue, including 20
products created for the customer

+ All of the above +
+ Product catalogue, including 40
products created for the customer

* All of the above +
+ Product catalogue, including 75
products created for the customer

Set up fees €660
From €80/month*
12-month contract, automatic renewal

Set up fees €1,650
From €169/month*
24-month contract, automatic renewal

Set up fees €3,540
From €325/month*
24-month contract, automatic renewal

solocal

* Upfront payment



Websites range: high differentiation from our competitors

One stop shopping

Full range, including e.commerce offer, targetting from the first time buyers
to the second equipment customers.

Within a very - 2 entry level products (Mini-site & Do It With Me offer), driving for upsell
atomised
market, key

- Competitive prices

factors of « Customer journey (reguldr review of SEO performance, of design, )
differentiation more globally real coaching of our customers

fromn SOLOCAL State of the art industrial Platform and process

* Expertise in specific web design and SEO, located in Angouléme
(websites factory)

- Local Salesforce/proximity

solocal



Websites: Essentiel & Essentiel eCommerce

© SR —

Salnn_de I'artdoise Ets Aert-Fil a
location de salles
a Saint-Maximin

Les Soins de Sophie a Cannes

Votre esthéticienne a Cannes

Loa Soins e Sophie

e lFTA, | eI — " " o : : ——— o
=P b5 o ' s mu———
SE B R o
ﬁﬂ \‘ ﬂ . o h ‘ o o o : . g Actuali
L b 1 ‘ﬂ’ ~ e i Actualités
ow -
o

“Nous mettons un point d'honneur & vous proposer les meilleures prestations,
meilleurs produits pour un rapport qualité-prix imbattable.”
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Websues Sltes Premlum & Premlum eCommerce
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Websites: Sites Privilege & Privilege eCommerce
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2019 opportunities for Websites

- +20% growth (2/3 of SMBs do not have any website)
- New range since Q4 2018, with E-commerce solutions
- Do lt With Me offer in Q2 2019, for E-commerce channel

« Retention plan

« Approx.25% of our total 2019 Digital Sales

- Average gross margin: c.70%

solocal



Technology
for business
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Arnaud Defrenne
Chief Technology Officer
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Tech at the core of Solocal business

B Modernise our ]

a Develop solocal platform ] k
Information system

Integrate our technologies into one platform + Cloud Migration
using APl technologies - Centralised data lake from 5
Developer portal - Simplify IS (ERP, CRM) and apps portfolio
* New PagesJaunes search engine - Develop best practices and best of breed tools
— Enhance our collaboration ] [ Innovqtel ]
and productivity Growth hacking
New dev and IT organisation *  Move our investments toward growth generators
Agile mode + Big Data and Al
Better outsourcing and partnerships «  Omnichannel sales

solocal



Building a platform and leveraging an ecosystem

Large platforms

@ ltunes (2003) 15%

@ Apple store (2008) revenues

a s'amazon AWS Cloud (2006) 15%
N’ amazon mariet lace (200]) revenues

revenues

P.42

« A platform is a service playing an intermediation
role, providing access to information, content,
service or goods mostly provided by third parties.
Those services organise content to provide an easy
access ton final customers ».

Conseil du Numeérique

« APl means: Application Programming Interface
It's the way for a program to connect to an other
programs in order to exchange information. »

» Inthe future a part of our revenues
will come from our platforms

» APl enables billing services to third parties

solocal



Solocal Marketing Technologies and platforms

Clients > SME > USERS Clients > media partners

J Mappy scdcs  pRESENCE ® EFFILAB DTS ‘BRIDGE

Adwords Programatic Store

bidding Local ads management
web2store

ADVERTISING AND PRESENCE MANAGEMENT PLATFORMS

sile *a ﬁ. .
LT

5m 2.4bn 35,000 66,000 Pro 1 million [click + 50,000+ 350,000
businesses visits/yr bookings/  target200k+ 100 000 leads /month campaigns points of sales
day [year

solocal



Solocal platform, transforming into one ecosystem using APIs

=== === —-—————— Tracking |--------------------- |
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Clients Solocal @ Media partners | | Users
i Identité pro
9 e —-> — Miclicrdv m n
fhf,,,, s ~ Google o @
E AP Presence fggLEL'\fEESPARTNERS
| % { ﬁ. !!A. ®
DTS | s @ooreka ___9%
programmaitic S HMamakK !
J 2
EFFILAB -—->

u
. Transa i3t Google Al
Leads Appoin i g

Y o (= 450,000
nﬂ/m g QS Webs,ites*

Third party platform

* Including Store Locators

solocal
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Impact Ql and Q2

- APIs for sales tools - Omnichannel commerce

- Launch of our new sales tools for new Product
offering

- Oct/Jan/Apr
- Launch of new E-Commerce channel
- Jan

- Media DATA LAKE and DATA API
- Launch of our new Solocal app for customers

- Desktop
- Mobile APP

- APIs for media partners
- New partnerships, growth of partner audience

APIs for advertising platform integration
- Convergence & media efficiency

solocal



Solocal platform driving revenue and audience upside (2019 -> 2020)
P - Tracking . - - - - oo ,
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9 m Identité pro rclioray m n Go g|e 0 @
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e | \ New DTS
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local ads
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Solocal opportunity

Solocal platform By progressively adding
efficiently manages products and services
customer information Solocal opportunity
towards internet Is to become the first
media partners intermediation platform

between businessess
and final users
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#Key technology projects — PagesJaunes 2019 'J

« Move2Cloud

GOOS[C Cloud Platform
- A hew search engine

e - With a better split between organic and business links
>‘_';{'}@y e et - User First
''''''' - Better optimisation of advertising places
S| = - - Evoluating to conversations
- ... adapted to conversations - Vocal assistants, BOTS
- - Alexa skills last year, Google assistant coming soon

solocal



Ecosystem pagesjaunes.fr
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Commercial
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RCC & Data
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Solocal information system changes

|
B Move2Cloud

wirkday, MYEE e Best practice and ERP

Big data and machine learning
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New sales tools —1unified sales tool for new product range

solocal - e . NewSIRG5A.. - il =

52728544 - HOTEL CLARA

Sélectionner les localités additionnelles sur lesquelles I'annonceur souhaite étre présent

oA =) S TN

* En gris les localités o I ir est tiq présent sur le métier : Vacances, Séjour

Date de démarrage le 20/02/2018

¢ @ Vacances, Séjour

w Activités (4)

Agence de voyage  Auberge Hotels  Tourisme*

»eat

w Extension de présence (13) | ]

Charente (13/323) X

» Référencement (0)

O Restaurants, cafés, bars, traiteurs

» Activités (2)
» Extension de présence (0)

» Référencement (0)

(A
I.o.l
wrat
- .
2 e - seis smoair oA ° i
Clmaimd. O Présence Essentiel @ Présence Premium
Ajouter : | Saisir une localité, un département ou une région France entiére
» Prix total HT (Engagement 12 mois. Paiement comptant) 1468 € O
R o Cuptalt et 52 Voen \ L_/ Negieites garnm

OOt~ Jeut— Joutt

® Retourner i la liste des établissements ® Retourner a I'étape 2 Valider et passer a I'étape 4 @

P.51
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Solocal Big Data

SBE 888 |~

Optimised data management

MAPPY  EFFILAB SOMS ADVERTISING AUDIENCE ~ SALES )
| FINANCE, « Decrease running costs
: + Auto-scaling and unlimited capacity
DATA SOURCE INGEST / PROCESS STORE EXPOSE / ANALYSE . Performd nce

+ Enabling User autonomy by providing

easy access to all data

» Enabler of a new organisation

(GCP)
* Cloud Composer

BigQuery

(Azure) +  Cloud Dataproc
Cloud Dataflow

¢ PubSub

DFS
 Cloud Storage

App engine . TeChnOIOgy

CONNECTEURS

Compute Engine (ES)

 Productivity gains
*  Microstrategy
N\ /

Security |

* STEP1=>SHIFT

Solocal Datalake « STEP 2 =>LIFT

solocal



Key success factors

Key alliances

AGILITY
Focus - collaboration

-
S

Outsourcing

P.53
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Key take aways

P.54

Solocal creates a new unique intermediation platform

- Using APIs, micro-services and Al to create a single platform and become the first

intermediation technology to help businesses to publish their product and services on
internet media

Solocal invests more efficiently to move to a hew agile enterprise model
- Agile, automated, leveraging key partners, best of breed technologies, using cloud and Al

Thanks to our R&D innovation our innovation cycle accelerates

- 2018 — Q4: launched new commercial offers: new sales tools for Presence, new client portal

- 2019 — Ql and Q2: new sales tools for ranking, new E-commerce channel and marketing
automation

solocal



Sales &
marketing

solocal



Christophe Parcot,
Chief Revenue
Officer
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2018 — Reduced sales capacity since July applied to legacy
siloed sales organisation did not deliver expected performance

Inefficient fragmented
sales organisation with 5 BUs
in silos, with no flexibility
and large territories
to cover for field sales

Portfolios distributed
early 2018 could not be
changed within the year

437 departures (incl. 240
sales reps + 95 mdnogers)
Departure 3 month earlier

than original plan

Remaining field sales reps
had to manage increased
portfolios (+30%) lacking time
to acquire new customers
and upsell

Leaving sales people
anticipated renewals
in Q2 at the expense
of developping accounts
and H2 sales

We decided to take some
sales hits in H218 by
limiting double sales and
cleaning up customer base

P.57
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Drastic organisational and operational changes to reverse

trend starting Jan 2019

) Q 2018

P.58

Fragmented organisation with BUs and silos
Lack of lead generation & lead management
Field sales centric

Single channel processes

Annual engagement

Multiple & inefficient customer touchpoints
Inefficient pay plan

Low sales efficiency & lack of perf. management

‘ 2019 >

New seg. & centralised org., incl. customer care
Aggressive marketing automation & investment
Field [ telesales [ e-commerce balanced model
Omnichannel processes

Subscription offers & lifetime value approach

New customer journey including a growing
digital coaching element

Pay plan strictly aligned with performance

Systematic performance management

solocal



2019 - New segmentation and centralised go-to-market
to help deliver higher value and reduce costs

ARPA OoLD NEW
T <€500 Telesales S elinlintliss
- & Telesales
S
T < . Telesales <€1,500
q') L
S £500-€3,000 Te'es"'els &Fleld  c.old sales SMBs >
> saies €1,500
l €3,000- . )
€5,000 Field sales SMBs Field sales SMBs
€5,000 - Field sales SMBs Field sales
€25,000 & Large accounts SMBs (KA)
> €25,000 Field sales Field sales

P.59

& Large accounts Large accounts

Low touch on low targets
Lower commercial costs

Telesales vs Field Sales costs
Acquisition — 3 times lower
Renewal — 4 times lower

Field sales focused on high
potential & complex targets

Telesales focused on lower
potential

solocal



2019 sales organisation set for growth

Sales people by channel
(01/01/19)

Hiring 90 reps to secure capacity in Q119 onwards

+ Centralised large accounts & networks
organisation — 47 transfers from SMB field sales

« 15 dedicated inbound telesales reps

758 N2

Field sales  Telesales - 6 telesales regional platforms (vs. 8)
SMBs

* Increased management span of control

108 — from1:5 to 1:9 sales reps

Large accounts - Rationalised central functions
& Networks — marketing, customer care, customer success

solocal



Field sales — concentrated territories and portfolios
for higher productivity

Concentrated territories — =15% to -20% vs. 2018

Portfolios . .
. . Less customers in portfolios — -10% to -20% vs. 2018
& territories Including 20% of high growth potential customers
Performance based compensation plan
Professionalised training — 1 day/month/sales rep
Tools *  Support centralised account management team - +16 people

& process - Simplified CRM tool — -50% fields
Join.Me Video for remote selling
«  New IT equipment fully deployed by end Ql

« Sales activity — +8% meetings with customers

Productivity

« Focus on upsell & acquisition — +50% vs. 2018

solocal



Large retail networks accounts:
a market opportunity worth €1.5bn

Points of Sales%  Major customers
Sale « Streamlined and centralised hew

organisation servicing all networks for better
coordination, market coverage and upsell

50 PoS ? - Higher penetration of local networks
* X2 number of meetings with prospects
fffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffff and closing of new customers
 Higher upsell and +2 pts in conversion
50 to o - Single digit growth in sales
200 PoS 25% = we—
R A A H H H 1
mRenoval - Develop business vid agencies expanding
e dedicated team and leveraging relevant
$ ocr offers
200+ PoS 50% S - Unique offering: Bridge/Store Locator, Local
000 Impact, Social Réseaux, Booster Réseaux
Allianz () g

solocal



Telesales — Increased calling time with +10% improvement in Q418

Renewal

telesales*®
(hours)

Acquisition
telesales
(hours)

P.63

2:30

Q4 2018

2:00

Q4 2018

Q4 2019

Q4 2019

Calling time part of individual objective Optimisation
+65% time to explain offers
10% conversion on upsell campaigns - Enhanced monitoring

+5%(10% customer value enhancement . .
« Join.Me video tool

« Simplified CRM tool
(-50% fields)

* Reduction to 6 telesales
Predictive dialer for auto push calls call centers (vs. 8)

X2 pitch acquisition calls
* Processing time

reduced by 50%

* From 1:50 to 2:35 over the last 4 months SOIOCGI



Telesales — Q4 promising pilots to roll out in 2019

Upsell Winback Lead
Campaigns campaigns generation
TARGET dCeL(':SrteoqrziirgS ,\A/‘VRIJIthA Churners Hot leads
CALLS 1,000 4,000 from e_m%fp?c%uct -
o ATE % 10% (rom 5 wiheut o-mai)

P.64
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Martin Sauer,
Head of
E-commerce
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E-commerce — Massive visibility to drive online sales

. o . Landing page 20-40k direct
advertising
Google v \  /
@ 5o
: Try & buy 20-30k
Linked [[} Online sign-ups
- P
solutions ()
Upper funnel local '- i Friction-less user n n
mass media : g
. companie experience
TVI[: & -y ‘W‘\ : 200k inbound calls
@ YouTube - +
L Online advice Sely
CRM ¢O9 ﬂ.
cqmpaigns Digital presence &
= Leads to Field
& inside sales

P.66
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Stéphane Dany,
Head of
Customer Care
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Drastic improvements in customer care to support growth
& customer satisfaction

- 200+ customer care representatives = uome -
- From 50:50 to 80:20 front/back office time split ,
Pagesjaunes
Boulogne ‘
- Team equipped/trained to deliver 80%+ on resolutions O Lk |
and 20% on specific expertise i |
+ Optimised process & tools: demand categorisation, i
. . . ocus on
operating procedures and work instructions ) audiences
II V0 G

- Enhancing customer relationship and customer experience
to support Solocal digital coaching strategy

- Gradually migrating clients to drive to selfcare
(on desktop and app) | ' |

solocal



Customer care — Reactive retention plan to reduce churn

[ L
First pilot started in November 18

« Objective: test retention
processes & pitches

- Team of 3 people
« 200 termination requests

Week H1 H2 #3
Retent. 9% 17% 33% 9%
rate
l_ —I Q418 Q419

Retention rate

P.69

Dedicated team
of 10 people in Q12019

Specific retention
processes

Specific retention
commercial pitches

Adapted retention offers

solocal



Pascale Furbeyre,
Chief Marketing
Officer
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Advertising will impact all sales channels and primarily

e-commerce and telesales

Jan-19 Feb-19 Mar-19 Apr-19 May-19 Jun-19
TV TV TV
Radio Radio
Social
Brand
Search

Display / Social

_ﬂ_

Online
Performance

P.7

Marketing
investment

2019: €10m
2018: €2.7/m

€7m advertising

None in 2018
>50%

traffic acquisition
Starting early Jan.

solocal



Sales & marketing automation to boost leads acquisition
and conversion for all channels

Get volume
— Grow contacts

Q119 - 50% increase in available emails in CRM
« Q119 - Tests on 5M businesses declared not relevant so far
« Q119 — Opt-in process implemented in CRM

+ Q119 - “‘Freemium program” for 4M existing and new businesses on PJ

Improve conversion
— Sales automation

* Q418 — +40% conversion on hot leads adding email prior to call

* Q119 — Capture leads from all sources, convert the warmest, nurture

the mild to cold to deliver only hot leads to sales teams

- Q219 - Equip sales reps with automatic emails they can start/stop

Grow opportunities
— Marketing automation

P.72

Q119 - Discovery program on “why digital matters for all businesses”
+ product push on clickers expressing interest

* Q219 - Targeted program for verticals starting with 300k health

professionals & 370k shops (primary e-commerce targets)

solocal



Marketing automation ramping up to on-board,
upsell/cross-sell and retain

On-board
customers

* Q119 - Expanding on-boarding program from welcoming customers,

using online customer care to providing info on products, delivery, etc.

Q119 - Supporting e-commerce program to prevent churn from trials

Upsell [ Cross-sell

+ Q119 - Program targeting customers close to renewal to help retention

coupled with relevant product for upsell

Q119 — Seasonal program leveraging calendar events for relevant

businesses pushing cross-sell

» Q119 — Cross-sell program to single product customers churning more

« Q119 - Targeted program pushing Presence and App to relevant verticals

Keep & Data
strategy

P.73

Q119 - Design and implement scoring in CRM to prevent churn

Q219 — Analyse patterns and deploy scoring to capture customer
interest and propose relevant offer

solocal



Wrap-up
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Eric Boustouller,
CEO

Jean-Jacques
Bancel,
CFO
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A cash focused company

With a lean

A very significant effort is underway on the cost structure

Both variable and fixed costs are being cut down

cost structure Starting 2019 with a recurring cost structure structurally slimmed down
of more than €100m vs. 2017
. Improving Days Sales Out (DSO) through shortening of direct debits
Actlv.ely Accelerating due debts recovery
ma ndgmg Being systematic about compliance of payment rules implemented by salesmen
receivables Combined efforts have generated €17m of cash in 2018 and will deliver additional

€20min 2019
2019 is self-financed through cash on BS and Operating Cash Flow generation

2019 cash Operating Cash Flow Conversion in excess of 50% & ISCR above 5.0x

e €10m working capital facility to be available shortl
generation 99p Y 4

P.76

Cash friendly hew products range payment terms, and salesforce incentivized
Some non core assets under strategic review

solocal



2018: a year of deep transformation
2019: a year of rebound

- Deep transformation impacting business significantly in the second half of 2018
- Q3 Digital sales down by -19.8% and Q3 Digital revenues down by -3.4%
- Q3 trend continuing throughout Q4
- Confirmed 2018 guidance: stable recurring EBITDA! (€170m)

- Reversing trend in 2019
- Back to growth in Digital sales - ramping up over 2019
- Back to growth of recurring EBITDA! through Digital sales growth and additional cost reductions

Confidence in our strategy and in our capacity to deliver

Experienced leaders, right sales organisation and product offering
now in place

Permanent focus on cash to support self-finance capacity of
Solocal 2020 plan

P77 1 Continued activities so I OCG I



Key drivers in place to deliver Q12019 digital sales on target

— —
I
x4 2018 Ec::\:rllr:::ce
+]15% Marketing
+15 % ° channel
:glg Teles aI;s Field sales spend
ie .
=45FTE time

New Presence offer

New Website range
Retention campaigns
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Q&A session
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