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"2023 was a year of solid
business momentum for
JCDecaux."

Madam, Sir, Dear Shareholders,

2023 was a year of solid business momentum for JCDecaux leading to
an improved financial performance.

Our 2023 Group revenue grew by +7.6%, +8.7% on an organic basis, to
reach €3,570.0 million driven by digital, the continued growth of Street
Furniture and the ongoing recovery of our Transport activities.

Our Digital Out-Of-Home (DOOH] revenue grew by +20.8% in 2023,
+22.7% on an organic basis, to reach a record 35.3% of Group revenue
in 2023. Analogue advertising revenue also increased in 2023, despite the
conversion of some premium analogue sites to digital. Programmatic is
a key growth driver for our industry and JCDecaux is at the forefront of
this market transformation. We are the only company in the industry with
our own solutions covering the entire value chain in this strategic area.
In 2023, the programmatic DOOH ecosystem continued to gain traction,
driven by the dynamism and growing number of DSPs (Demand-Side Platforms] that are
connected to VIOOH (the most connected SSP platform in the outdoor advertising industry).
VIOOH is now active in 22 countries and has 42 connected DSPs including Displayce, a DSP
that is connected in 53 countries. As a result, we recorded a strong growth of our
programmatic revenue, which is mainly incremental, reaching €100.2 million in 2023, up
+63.5% vs. 2022 and representing 8% of our digital revenue.

Our client portfolio is highly diversified, with the Top 10 clients representing less than 14% of
our revenue in 2023. Our largest category, Fashion, Beauty & Luxury Goods, represents 20% of
the Group revenue and continues its strong growth at +20% in 2023. Retail represents the
second largest category as a percentage of our revenue, recording growth of +16% in 2023.

Our adjusted operating margin improved by €60.2 million to reach €663.1 million,
representing a year-on-year increase of +10.0%. This positive operating leverage despite
inflationary pressures on costs was driven by our street furniture division, benefiting from both a
full revenue recovery and some contracts renegotiations linked to Covid, while transport
business was still impacted by a slower pace of recovery, particularly in China, and our billboard
segment was impacted by French regulations, while digital continued to enhance operating
leverage within this activity. Our other P&L performance indicators improved accordingly
including our net result Group share which increased by €77.0 million, i.e. +58.3% year-on-year,
to reach €209.2 million. We delivered strong operating cash flows of €478.5 million increasing
by €79.1 million, +19.8% compared to 2022. Our free cash flow was nearly breakeven at -€1.0
million, primarily impacted by one-off past rental payments for about €100 million released
following Covid-related contracts renegotiations, implying a positive underlying free cash flow
generation. Our net debt was broadly stable at €1,005.9 million at the end of 2023, leading to a
decreasing financial leverage now at 1.5x.

The momentum of 2023 reflects the ongoing commitment of our employees to take on new
challenges and drive our business forward, resulting in contract wins and renewals which
have further strengthened our position this year. These include in street furniture, the cities
of New York and Chicago in the United States, the Macau Special Administrative Region,
Stavanger in Norway, Tallinn in Estonia and three contracts in Toulouse in France for the
city's street furniture, the metropolis’ bus shelters and self-service bikes; in Transport, Oslo
Transport [metro, trams and buses), the largest advertising contract in Norway, the First Rail
contract in the United Kingdom, the Salvador de Bahia Metro in Brazil, the Madrid Metro in
Spain; in terms of airports, Singapore-Changi Airport, Bangalore Airport in India, and the new
Lima International Terminal. In retail media, we signed a contract with Carrefour in France
and Brazil, with Tesco in Ireland and in France with the world's largest wholesale market,
the Rungis International Market.

JCDecaux
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Regarding our external growth, which is an integral part of our strategy, we completed the
acquisition of Clear Channel in Italy, with the transaction finalised in May. We are also in the
process of acquiring Clear Channel in Spain, subject to the approval of the Spanish
regulatory authorities. Finally, in November, we announced a merger with the family-owned
Grupo Publigrafik Group in Central America, to become the most diversified outdoor
advertising platform in the region.

We have also invested significantly in such fundamental areas as products and services
R&D, new digital sales channels, data, new technologies, cybersecurity, etc. and of course,
above all in human resources, including training and well-being at work.

This demonstrates JCDecaux’s ability to reinvent itself, to innovate to strengthen
performance and to continue to be the partner of choice for our customers, meeting their
expectations. The same is true for our products and services, where our designers and
engineers have developed over 30 new projects, 120 life cycle assessments and 40 patent
extensions. As a consequence, the popularity of our products and services continues to
grow as we provide new solutions for cities, public transport companies, airports
and advertisers.

Our business was founded on a virtuous business model and in line with our teams we are
committed to sustainable development, illustrated by the high share of our turnover, at
nearly 50%, that is aligned with the European green taxonomy. In June 2023 JCDecaux
announced its Climate Strategy that aims to achieve Net Zero Carbon by 2050. One year
earlier the company had launched its ESG roadmap to 2030, in line with its commitment to
the United Nations Global Compact. JCDecaux continues to demonstrate its determination
to meet climate challenges and to make outdoor advertising an accelerator for the
ecological transition. Our investment in this area is a clear demonstration of JCDecaux’s
desire to assert its position as a useful and sustainable media and is an asset in a time of
responsible public procurement. These include the new self-cleaning public toilets in Paris,
which will begin installation in 2024 and which will reduce water consumption by two-thirds
and electricity consumption by one-third, advertising wraps that are PVC-free and therefore
low-emission, the new electrically-assisted bikes, which will soon be deployed in Toulouse
and Lyon, as well as the upcycled bus shelter, designed using recycled materials and which
emits 65% less CO2 compared to a new bus shelter. To raise awareness among public and
private stakeholders and to encourage them to take economic, environmental, and societal
action, JCDecaux entered a partnership with the United Nations Joint Fund for the
Sustainable Development Goals in January 2023. In the same spirit, we have also launched a
major road safety campaign with the United Nations.

After a year of solid momentum in 2023, 2024 takes on a unique dimension as it marks the
60th anniversary of our company that was founded in 1964 by Jean-Claude Decaux. His
innovative idea to provide and maintain free bus shelters to cities and citizens financed by
fist-crlass advertising remains as modern today as ever. Not only did this pioneering
innovation go global, inspiring many other service and communication solutions, but it also
led to JCDecaux becoming the number one Outdoor advertising company in the world by
2011. 2024 will also be marked by two major sporting events, the Paris Olympic and
Paralympic Games and the European Football Championship in Germany, which will be
important growth drivers for our activities.

In 2024, we will continue to develop our business by combining organic and external
growth. In a fragmented advertising landscape where DOOH (Digital Out-of-Home] is the
fastest growing medium, we believe that outdoor advertising will continue to gain market
share and strengthen its position as a useful and sustainable medium.

While 2023 was marked by the continued recovery of our business and the improvement of
our profitability, we are pleased to welcome 2024 with confidence, passion and
determination, in line with our 60 years of shared success.

Thank you to our teams for their talent and commitment that ensure operational excellence,
to our customers for their trust in our contribution to their brands” development, to our
partners for their loyalty in allowing us to provide them with the best quality of service and
to our shareholders for their support.

Jean-Francois Decaux Jean-Charles Decaux

Chairman of the Executive Board Co-CEO
Co-CEO

JCDecaux
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“"In 2024, we will continue to
develop our business by
combining organic and

external growth..”
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“In a fragmented advertising
landscape, DOOH is the
fastest growing medium.”
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ADVERTISERS

JCDecaux

AN EFFICIENT AND SUSTAINABLE BUSINESS

JCDecaux

Sustainable Outdoor

PARTNERS

OUR VALUES
Passion
Quality

[nnovation
Responsibility

11,678 employees

% Presence in 3,918 cities with +10,000

9, ESG at the heart of our strategy
since its creation

«
Q_‘@ Strong corporate culture fostering innovation

.\ Daily audience +850 million
@ people

T
\

|
<E 1,056,833 advertising panels

NOS FORCES

worldwide

"~ Most digitised 00H company, cutting-edge
M) data and programmatic expertise

( 93% of the top 100 brands communicate
with JCDecaux

Solid financial structure

2023 HIGHLIGHTS

ACTIVITY

Continuation of strong business momentum, with
revenue above 2019 in the fourth quarter

Continued growth in Street Furniture, solid recovery in
Transport in line with mobility recovery

Slow recovery in China

Major contract wins including Oslo Transport,
Bangalore Airport and Madrid Metro

Acquisition of Clear Channel's activities in Italy and
agreement signed regarding Spain (subject to regulatory
approval).

FINANCIAL RESULTS

Organic revenue growth of +8.7%

Positive operating leverage: operating margin grew by
+10.0%, surpassing the growth in revenue. Net profit
rose by +58.3%.

Operating cash-flows grew significantly (+19.8%) in line
with the business activity growth. Free cash-flow at
equilibrium, impacted by one-off payments.

Solid financial structure with overall stable debt and a
decreasing leverage ratio.

UNIVERSAL REGISTRATION DOCUMENT 2023

ESG

Recognition of our ESG performance by leading extra-
financial rating groups (CDP, MSCI, FTSE (CDP, MSCI,
FTSE4Good, Ecovadis)

Launch of our climate Strategy including carbon
emission reduction trajectory submitted to SBTi

Almost 50% of our adjusted revenue eligible and
aligned with the European Green Taxonomy

| Group Social Policy strengthened




2023 KEY FIGURES

ADJUSTED REVENUE
BY ACTIVITY

2023

BILLBOARD

N

TRANSPORT

STREET

\._FURNITURE

ADJUSTED REVENUE

BY GEOGRAPHY
2023
NORTH
AMERICA
REST OF REST OF
THE WORLD EUROPE

EUROPE
47.4%

ASIA-

PACIFIC /

UNITED \ FRANCE
KINGDOM  /

O/W DIGITAL 35.3% OF ADJUSTED REVENUE

¢l

ADJUSTED REVENUE
BY ACTIVITY

(In million euros) {In million euros)

3,890.2 A%

3,570.0
3,316.5

602.9
2,744.6

1839,0)

422.3

565.6 498.4

4943

369.7 426.7

(6.3)

2019 2020 2021 2022 2023 2019 2020 2021 2022 2023

| [ STREET FURNITURE

Adjusted Data

Following the adoption of IFRS 11 from January 1st, 2014 and the adoption of
IFRS 16 from January 1st, 2019, the operating data presented is adjusted to
include our prorata share in companies under joint control and to exclude the
IFRS 16 impact on core business contracts (and non core business as well in the
free cash-flow), and therefore is consistent with historical data.

ADJUSTED OPERATING ADJUSTED OPERATING
MARGING BY ACTIVITY

ADJUSTED FREE
CASH FLOW

(In million euros)

CASH FLOWS

{In million euros)

550.8

2115

(1.0

2019 2020 2021

TRANSPORT

2022 2023

|l BILLBOARD

2019 2020 2021 2022 2023

Please refer to note 3 “Segment reporting” of the Notes to the consolidated
financial statements of this Universal Registration Document for the definition of
adjusted data and reconciliation with IFRS.

Decaux
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ENERGY CONSUMPTION
BY GEOGRAPHY
[In MWH]

Green electricity
coverage rate

100%

Total energy consumption

of the Group
689,651 MWH

EMPLOYEES BREAKDOWN
BY REGION (FTE*)
(Number of people at 31 December)

°

s

BREAKDOWN OF GREENHOUSE 215.6
GAS EMISSIONS  1oraL
(In KTEQ CO,) Fiad e
239.5 161.4
My
(22.0%)
vs 2019
423.0 “ ]

O
AL
WASTE 0]
RECOVERED " 96%
" The rate of recovered waste includes all treatment methods except landfill

GREEN TAXONOMY
2023 ADJUSTED DATA

__________ REVENUE
11,67
11209 =
10,720
10,234 50.9 %
3,140 3,244 ELIGIBLE
3143 48.2%
i ALIGNED
1,850
1.886 . B B INVESTMENTS  <-eooooooo!
1,965
2 3,162 4,285 [ | 73.6%
2,400 ' | ELIGIBLE
46.9%
476 ke 620 o1 u ALIGNED
[ |
o o o o - OPERATING EXPENSES :
e 4l 33 9 u
2020 2021 2022 2023

*ETE : Full-time Equivalent.

TOTAL NUMBER OF EMPLOYEES
11,678

Q

PERCENTAGE OF FEMALES IN
EXECUTIVE MANAGEMENT

COMMITTEES 34 ’l 0/0
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GROUP ACTIVITY AND STRATEGY

Key events of 2023

1.1. KEY EVENTS OF 2023

JANUARY

Singapore -
Changi Airport

Renewal of the
advertising concession
with Singapore Changi
Airport for 7 years, and
with a 5-year extension
option until 2034.

In 2023, the rebound in our sales continued in each of our three activities, with sustained growth in
Street Furniture driven by digital and strong demand from advertisers, growth in Transport in line
with the upturn in passenger traffic in air and ground transport, while Billboard was driven by its
most digital markets.

We continued to win and renew major contracts. Targeted acquisitions enabled us to expand in key
markets. In line with our 2030 Sustainability Strategy, we have submitted our carbon emission

trajectory to SBTI.

FEBRUARY

Stavanger -
Street Furniture

Win of a 10-year public
advertising street
furniture contract
including digital in
Stavanger, the oil
capital and third-
largest city in Norway.

Carrefour Brazil -
Retail Media

Signing of a contract
with Carrefour Group
Brazil, the country's
largest retailer, for a
Retail Media DOOH
offering enhanced by
data analysis.

Acquisition of Clear
Channel in ltaly
and Spain

Agreement signed for
the acquisition of Clear
Channel's operations in
Italy (acquisition
effective since May 31,
2023 and in Spain
(subject to approval by
the Spanish
competition authority).

Climate Strategy

Launch of the climate
strategy aiming to
achieve Net Zero
Carbon by 2050,
reinforcing our
commitment to
reducing our carbon
footprint and actively
combating climate
change.

Salvador de Bahia -
Metro

Win of a 10-year
contract with CCR
Metro Bahia for
advertising operations
on the two metro lines
in Salvador, Brazil,
reinforces our position
as a leader in metro
media in Brazil.

Macau -
Street Furniture

Renewal of the
exclusive contract for
street furniture in
Macau RAS for

15 years.

Tallinn -
Street Furniture

Win of a 21-year
contract for the
advertising Street
furniture in Tallinn, the
capital of Estonia.

International Airport of
Banglore

Win of a 12-year
contract for exclusive
advertising rights in
both indoor and outdoor
spaces at

Kempegowda
International Airport
(KIAB) in

Bangalore, India.

Oslo -
Transport

Signing of an exclusive
6-year contract (with a
2-year extension option)
with Sporveien Media
AS, the company
responsible for the
advertising concession
on the public
transportation network
in the Oslo region,
serving over 1.3 million
residents.

JCDecaux
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Launch of "Pearlflex"”,
a PVC-free advertising
canvas

In partnership with
Senfa, development of
‘Pearlflex,” a PVC-free
fabric aimed at
reducing our carbon
footprint by enabling
optimized end-of-life
treatment.

Toulouse -
Street Furniture

Renewal of the
contracts for Toulouse
Métropole's bus
shelters and the urban
furniture of the City of
Toulouse, the fourth-
largest city in France
and the capital of the
Occitanie region.

Madrid -
Metro

Renewal and extension
of the contract with the
metro of Madrid,
making it the most
digitized contract in
Europe.

GROUP ACTIVITY AND STRATEGY

NOVEMBER

World Toilet Day

On World Toilet Day,
JCDecaux spotlights
the San Francisco
“AmeniPODS", the
efficient and award-
winning self-cleaning
public toilets.

Key events of 2023

DECEMBER

Merger of JCDecaux
and JOJ Media House

Agreement to merge
JCDecaux's operations
in Slovakia with Akzent
Bigboard, the outdoor
advertising subsidiary
of JOJ Media House
Group, the leading
media group in
Slovakia.

JCDecaux

UNIVERSAL REGISTRATION DOCUMENT 2023

Launch of a global road
safety campaign with
the United Nations

Launch of a new global
and charitable campaign
aimed at combating
road accidents, the
leading cause of
mortality among young
people aged 5 to 29

Lima Airport

Renewal and extension
of the partnership with
Lima Airport Partners
(LAP] at the Jorge
Chévez International
Airport in Lima.

Merger of JCDecx

Publigrafik

Merger of the
JCDecaux Top Media
subsidiary with the
outdoor advertising
division of Grupo
Publigrafik in Central
America and the

venture.

—

Top Media and Grupo

establishment of a joint



GROUP ACTIVITY AND STRATEGY
Group history

1.2. GROUP HISTORY

1.2.1. JCDECAUX, THE SUCCESS OF AN INNOVATIVE,
RESPONSIBLE AND GLOBAL
FRENCH COMPANY

In 1964, Jean-Claude Decaux, an entrepreneur and visionary,
developed a concept that would go on to conquer the world: street
furniture advertising. The idea was to provide cities with free, high-
quality street furniture, maintained by JCDecaux and financed by
advertising. Since its founding, JCDecaux has continuously
innovated to develop a sustainable and useful model for the
environmental, social and societal transition based on a
conviction: responsible growth. A pioneering spirit, innovation,
quality, sustainability and the will to make a positive contribution
now and in the future have always been at the heart of JCDecaux’s
values and actions.

Since the invention of this new model and the advertising bus
shelter in 1964, JCDecaux has become the world leader in outdoor
advertising.

1.2.2. ACOMPANY FOR CITIES AND CITIZENS,
BRANDS AND CONSUMERS, TRANSPORT
HUBS AND PASSENGERS

The notion of user service has been at the heart of JCDecaux's
model since its founding.

Jean-Claude Decaux began designing street furniture to improve
the everyday life of citizens in the 1970s. His designs include
signposts, free-standing information panels (MUPI®], electronic
information panels, and automatic public toilets. At the end of the
90s, JCDecaux undertook a strategic expansion of its activities by
integrating transport and billboard advertising, to provide relevant
communication solutions to advertisers and improve the experience
for the general public.

JCDecaux positioned itself as a pioneer in sustainable mobility in
the early 2000s when it launched the first self-service bicycle in
response to urban trends and the new expectations of cities. In
recent years, JCDecaux has deployed a digital offering, the result of
years of experience. These products provide new possibilitiesed on
cutting-edge technologies with a controlled environmental
footprint. True to its goal of putting moderation at the heart of its
business model, the Group adopted an ambitious Sustainable
Development Strategy in 2014, then a CSR Strategy and a Climate
Strategy aligned with the objectives of the Paris Agreement.

JCDecaux's sustainable media stands out as one of the most agile
media networks at the local level and one of the most powerful
worldwide.

66

“Outdoor advertising will only last if it offers
two services, first, provision of information
tothe public, and, second the bus shelter service,
orthe telephone kiosk service, or any other service
that! may not have imagined but that my colleagues
orrivals mightimagine.”

Jean-Claude Decaux, 1977

Acceleration
of our digital
transformation
Since 2014

TRANSPORT
Since 1999

1.2.3. THEEXPANSION OF AGLOBAL PLAYER
ACTINGAT THE LOCAL LEVEL

JCDecaux's history

Creation of JCDecaux
in France by Jean-Claude Decaux

1966: Start of international expansion

in Brussels

1971: 1% street furniture in Lisbon
JCDecaux Portugal is the first subsidiary
launched in a non-French speaking country

3 COUNTRIES - Europe
France (Lyon, Paris),
Belgium, Portugal

Installation of street furniture in Hamburg,
Germany

6 COUNTRIES - Europe
Germany, Spain...

Signature of the 1 contract in
North America, in San Francisco

1997: Contract with Sydney for the Olympic
Games, opening the doors

to the Pacific region

1998: First Group digital systems in the Vienna

1997 & metro in Austria

9 COUNTRIES
America,
Australia & Asia

First advertising concession in Singapore
Acquisition of Avenir

Development of the “Transport”

and “Billboard” businesses

Sydney, Los Angeles,
Chicago, Singapore...

IPO
Starting in the 2000s expansion in China and in
the Middle East
38 COUNTRIES
Asia
China, Japan, India,
Latin America, Brazil,
Uruguay...

No. 1 worldwide
in Outdoor Advertising

2013: Non-standard digital systems
in Waterloo, Chicago and

Los Angeles Airport

2014: Acquisition of

Continental Outdoor Media

48 COUNTRIES
Latin America
& Middle East

Qatar, UAE, Saudi
Arabia, Israel...

2014: Sustainable Development Strategy

Creation of VIOOH
Data strategy
Acquisition of APN

Expansion in Australia and New Zealand

+70 COUNTRIES

Strategic alliance with Displayce
ESG 2030 Strategy

+80 COUNTRIES

Climate Strategy

Official partner of the “UN Joint Sustainable
Development Goals Fund” (Joint SDG Fund)
Acquisition of Clear Channel ltaly

STREET FURNITURE - Since 1964

BILLBOARDS - Since 1999

The Group manages its international presence dynamically and exits interests
when its economic criteria are not met: exit from Turkey in 2017, Argentina in
2018, Algeriain 2019 and Russia in 2020.

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023



1.2.4. SUSTAINABLE INNOVATION AS A DRIVER
TO SUPPORT THE TRANSFORMATION
OF CITIES AND TRANSPORT HUBS

As part of its continuous innovation approach, JCDecaux constantly
anticipates new uses, to help invent the city of tomorrow and make
transportation hubs ever more comfortable, pleasant, sustainable
and practical for all stakeholders.

From the outset, the Group has relied on an ambitious Research
and Development policy. Its integrated teams provide more
andmore services to partners and users and contribute to making
the environments where it operates more attractive [(see chapter
“Research and Development”, p.34).

Busishelter, 1972
PARIS - FRANCE

JCDecaux
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1.2.5. ACOMPANY COMMITTED TO THE DIGITAL
TRANSFORMATION, ALL OVER THE WORLD

The Digital and Data revolutions have had a lasting impact on our
public spaces, cities and mobility sites. JCDecaux is currently
developing a range of technological services for its partners in the
world of connected objects. They include sensors of all types
(pollution, hydrometry, traffic], USB charging ports, real-time digital
information services, low-emission network antennas (Small Cells),
free Wi-Fiand more.

The rapid growth of our digital assets around the globe is also
providing concrete opportunities to enhance our model. We have
installed over 35,000 digital screens which create new relevant
spaces for personalised and responsive communication while
improving the experience of city dwellers and passengers. Our
dedicated integrated teams support our partners, from installation
to maintenance, and provide IT security and training on the system.
In certain prime locations such as airports, JCDecaux teams
design and engineer iconic, perfectly integrated, attractive,
revenue-generating digital systems.

In 2023, the acceleration of JCDecaux's media digitisation was
reflected in the rising share of DOOH in the Group's revenues
(35.3% vs. 31.4% in 2022), the increase of +63.5% of revenues from
VIOOH and the continued deployment of JCDecaux Data Solutions
(see chapter "Data and digital services for citizens, partners and
advertisers”,p.28).

Digital bus shelter, 2023
LONDON - UNITED KINGDOM
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1.3. OUR BUSINESS MODEL °#*

1.3.1. ABUSINESS MODEL THAT SHARES THE VALUE CREATED WITH OUR STAKEHOLDERS

JCDECAUX, THE SUTAINABLE MEDIA

AVIRTUOUS MODEL INVENTED BY JEAN-CLAUDE DECAUX IN 1964
Sustainable and innovative furniture and services financed by brands and their advertising

For citizens

For brands

Furniture and services
that are sustainable,
accessible to all,
comfortable and

Quality spaces for efficient
and targeted campaigns

connecte-

For airports and
transport systems

Communication spaces which
enhance passengers’ 0 0
experience
I 0] ey
AN [
fana

"B

For cities
The design,
installation and maintenance
of street furniture
and services and
a communications
platform

oo

1
Me

E
s

At the heart of the service economy: the design, installation and upkeep of useful products and services
for citizens and for sustainable smart cities and mobility services.

JCDecaux is active in more than 80 countries, 3,918 cities with more than 10,000 inhabitants, 153 airports and has 258 transport contracts
for metros, buses, trains and trams. Thanks to brand communication, our innovative designer furniture makes it possible to finance public
infrastructure and the development of new solutions for citizens. JCDecaux's activities and business lines are anchored in the heart of the
regions, as close as possible to its facilities, clients and advertising customers. JCDecaux generates economic and social value by creating

jobs wherever the company moves in, and helps develop regional economies.

The diagram below shows the distribution of value generated by the company for its different stakeholders in 2023.

(2)

(3)

(4)

MUNICIPALITIES, AIRPORTS,
TRANSPORT COMPANIES,
SHOPPING CENTRES &
PRIVATE LANDLORDS

44.6%

Leases, fees and deposits

EMPLOYEES

22.3%

Personnel expenses?

SHAREHOLDERS

0.4%

Dividends and share capital ®

AVAILABLE
RESOURCES "

100%

Customers,
financing, JV and

equity associates !

SUBCONTRACTORS AND
SUPPLIERS

29.5%

Other net expenses
and capital expenditure

STATES & PUBLIC AUTHORITIES

2.8%

Local property taxes and
income taxes

OTHER COMPANIES IN
THE SECTOR & JOINT
VENTURES & ASSOCIATES

0.4%

Acquisition of shares and loans

JCDecaux shares 47% of its resources created to finance living spaces and transport

This amount includes the increase in debt to banks and minority shareholders, the capital increase related to the exercise of stock options, the cash acquired/sold and the

purchase/sale of treasury shares.
This amount includes the free share expense.

This amount reflects dividends paid to all shareholders, including minority shareholders in controlled entities, as well as capital increases made by minority shareholders in

controlled entities.

Excluding net cash acquired/sold and including net cash payments from cash receipts on acquisitions (disposals) of non-controlling interests (without loss of control) and loans to

joint ventures and associates.

Decaux
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1.3.2. OUR FOUNDING VALUES

JCDecaux has been faithful to its founding values: passion, quality
innovation and responsibility for more than 55 years.

e Passion is expressed in the entrepreneurial mindset and the
desire shared by JCDecaux employees to make city and transport
and retail places more attractive and more accessible, in order
to meet the challenges of the 21* century;

e Quality is reflected in the standards of excellence which all
JCDecaux products and services meet;

e Innovation involves the constant search for new, ever more
sustainable solutions to keep pace with urban change and the
United Nations Sustainable Development Goals;

¢ Responsibility is shown by the Group’s engagement to exercise
its activity while contributing to the challenges of sustainable
development.

1.3.3. AVIRTUOUS BUSINESS MODEL SINCE 1964

A French family business created in 1964 by Jean-Claude Decaux,
inventor of a new business line of urban services and an
unprecedented economic model that allows their financing through
brand communication, JCDecaux aims to be the responsible and
sustainable media in cities and in transport and shopping venues
that provides services and resources to citizens, travellers and
partners, thus serving the community, in France and in more than
80 countries. JCDecaux is the world leader in outdoor advertising
and deploys its three outdoor advertising activities locally and
worldwide:

e Street Furniture, which consists of sales of advertising in the public
domain on bus shelters®, free-standing information panels (MUPI®)
of 2 sgm or 8 sgm, kiosks, multi-service columns and in the private
domain, notably in the “Retail” segment (shopping centres and
supermarkets);

e Transport, which focuses on advertising in land transport
networks and airports;

e Billboards, which consists of the marketing of networks of large
format billboards, illuminated advertising and event canvases.

This model has many advantages, particularly in its service
application:

e |t offers citizens and users products and services at no cost to
local budgets and taxpayers,

e |t participates in the improvement of the quality of life in cities and
places of mobility with the development of ever more services for
citizens and users (accessibility, soft mobility, connectivity, etc.),
also making the city more sustainable as part of a committed
environmental approach,

e |t is part of the functional economy: JCDecaux provides high
quality furniture designed to last, which remains most of the time
its property, is maintained by JCDecaux teams and can be
renovated and reused,

e |t allows local authorities to have their own information and
communication media in the public space and thus to inform
citizens and promote the regions,

e |t contributes to the beautification of the environment in which
the furniture is installed thanks to aesthetic concepts, often
designed by renowned designers and architects, and innovative
high added-value solutions.

GROUP ACTIVITY AND STRATEGY
Our Business Model DEFP

JCDecaux’s business model is historically virtuous and responsible.
More than ever, its service dimension benefits society as a whole
and contributes to the transformation of our society towards a low-
carbon transition.

Advertising on street furniture:

¢ Finances the services provided by the furniture;

e Contributes to the quality of services and infrastructure that
benefit citizens, passengers and other users;

e Contributes to the development of local economic players and
strengthens the reach of brands;

e Raises public awareness of best practices for the environmental
and social transition.

JCDecaux contributes to the socio-economic development of the
regions in which it operates. According to a study carried out with
Utopies and audited by EY, the company’s activities in 2022 made it
possible to:

e Support nearly 120,000 jobs worldwide. For each JCDecaux
employee, 10 additional jobs are supported in the global
economy'";

e Generate €6.3 billion. For each euro of direct added value from
JCDecaux, an additional €3 is generated in the global economy .

It is also in this respect that JCDecaux’s business model resonates
with the Green Taxonomy regulation. Following the identification of
four eligible activities responding to the mitigation of climate
change: Bicycles, Bus shelters® and Land transport, representing
an eligibility rate of 51% of revenue, 48% of revenue is aligned with
the Taxonomy and therefore considered sustainable.

Green Taxonomy (Adjusted data)

95% of Eligible

Revenue Aligned !

Voluntary 7 3
cligible revenue B .. 7:0%__}

48.2%

Eligible revenue Aligned revenue

1 Activities declared voluntarily eligible: Kiosks, Street Furniture for Information
[MUPIS) and air quality information devices.

¥ Eligible activities: Bus shelters®, bicycles, associated infrastructure and land
transport.

The company’s main activities are developing these products and
services, their installation and maintenance over the term of the
contracts, and the selling of advertising space to international,
national and local advertisers. For more information, JCDecaux’s
value chain is presented on p. 58 of this document.

In addition, JCDecaux also emits and consumes less energy than
other media. Indeed, a study carried out in 2023 by Axionable shows
that, for the same audience, the advertising formats of JCDecaux in
France, Germany and the United Kingdom have:

e Between 7 and 17 times? less carbon impact than other media;

o Between 13 and 28 times? less energy impact than other media.
JCDecaux’s innovative business model, combined with the strength
of its values, make it not only a dynamic company, focused on

continuous improvement, but also an international showcase of
French know-how.

1 Utopies, Study of the socio-economic impacts of JCDecaux’s activities in 2022. Audited by EY.
2 Axionable, study of the carbon and energy footprint of the media, October 2023. Audited by EY. Average impact ratio of other media (linear & non-linear TV, online videos, traditional & digital
radio, social networks, Internet searches) vs weighted average impact of JCDecaux formats, depending on the country. Calculated with 2022 audience data.

JCDecaux
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1.4. ORGANISATION AND GEOGRAPHIC PRESENCE

1.4.1. GOVERNANCE OF JCDECAUX

The Group’s governance consists of a Supervisory Board comprising 11 members and an Executive Board comprising 5 members.

The Executive Board defines strategy and manages the Group under the supervision of the Supervisory Board.

SUPERVISORY
BOARD

11 members

Independent members *: 50%

AUDIT COMMITTEE Female members: 40%
3 members )
66.66% independent * Gérard Degonse

Chairman

Jean-Pierre Decaux
Vice-Chairman
Nominates

Controls

Duties:
Permanent control of the
management of the company
by the Executive Board

ETHICS COMMITTEE

3 membe

66.66% inde

EXECUTIVE BOARD

5 members

Jean-Francois Decaux
Chairman of the
Management Board ***
Co-Chief Executive Officer ***

Jean-Charles Decaux SUBSIDIARIES

Co-Chief Executive Officer ***

Manages

—>

Duties:
Definition of the
strategy and
management of the
company

GROUP CENTRAL
FUNCTIONS

* Excluding Supervisory Board
members representing employees.
** Including a member representing
employees.

Composition of the Executive Board of JCDecaux

Jean-Francois Decaux
Chairman of the Executive Board
(one-year mandate) Co-CEOQ

David Bourg
Chief Financial,
Information Systems
and Administrative Officer

Emmanuel Bastide
Managing Director Asia

*** The Chairman is appointed for one year,
with annual rotation between Jean-Frangois
Decaux and Jean-Charles Decaux

Jean-Charles Decaux
Co-CEOQ

Daniel Hofer

Managing Director Germany,
Austria, Central and
Eastern Europe, and Central Asia

JCDecaux
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1.4.2. GEOGRAPHIC PRESENCE OF JCDECAUX

Our organisation is based on a strong local presence in 82 countries in six regions. We operate, in both mature and emerging countries as
close as possible to our customers and partners. Strong, centralised functional departments, particularly for innovation, data, information
systems, sustainable development, M&A and finance, provide powerful support for the Group’s development.

NORTH AMERICA FRANCE UNITED KINGDOM

Rev. v Rev.
€634,2M €355.7M
(18%) (10%)

REST OF THE WORLD REST OF EUROPE ASIA-PACIFIC

Rev.
€469.6M
(13%)

)
1,850
(16%)

2,230
(19%)

(28%)

Simplified Group organisation chart

France Europe Asia-Pacific Middle_ — America
Africa

100%  JCDecaux France 100% JCDecaux‘Europe 100% JCDecaqx Asie 100% JCDecaux.Afrique 1009 JCDecaux Amériques
Holding Holding - Holding Holding
53 Metrobue W% APGSGASA 1o CDecaux [China) wu>/ JCDecaux Middle East
Holding Ltd FZ-LLC

20.5% Clear Media Ltd

33% Beijing Metro

JCDecaux
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1.5. OUR MARKET

1.5.1. AT THE HEART OF THE CHALLENGES
OF THE GLOBAL ADVERTISING MARKET

Despite the global economic slowdown, the advertising market
maintained its growth trajectory and recorded revenue of $889
billion in 2023, i.e. 5.8% annual growth. Revenue is expected to
reach $1,200 billion by 2028"".

In recent vyears, the media industry has been profoundly
transformed by the growth of digital technology, which is overtaking
traditional media such as television and print media.
In 2023, the digital segment accounted for 69.4% of global
advertising revenue, not counting revenue generated by streaming
audio, connected television and DOOH, which accounted for 8.2%
of total advertising revenue'”. All digital segments (excluding video)
are up: search advertising (+5.3%), retail search (+10.5%) and social
media (+6.5%])?. Retail Media, a key sector for retailers’ marketing
strategies, generated $119.4 billion in advertising revenue'”.
Although new players such as social media and streaming
platforms have emerged, the online advertising market remains
largely dominated by the GAMAM players (Google, Apple, Meta,
Amazon and Microsoft] and, in particular, the GMA trio (Google,
Meta, Amazon], which concentrates most of the revenue.
This impressive dominance raises some questions and concerns in
terms of responsibility, ethics and influence. As a result, their
practices are increasingly scrutinised and new regulations to
regulate competition and protect data are emerging in
the United States and Europe.

1.5.2. OUTDOOR ADVERTISING,
A TOP PLACE IN THE MEDIA LANDSCAPE

Outdoor advertising continues to be resilient in this overall context
of evolving media. Its audiences are growing as the world’s
population becomes increasingly urban.

While the average annual growth of digital is estimated at 7.3% over
the 2023-2028 period, outdoor advertising is the only traditional

media expected to have a double-digit total growth rate (35.4%) over
the 2023-2028 period , i.e. a CAGR of 6.2% according to GroupM,
driven by the strong growth of DOOH (Digital Out Of Home).

Revenue generated by media (in billions of $)

2023/2028
2023 2028 Est. Forecasted growth
616 I oo [ c:0 -2.:%
Pl o Wt 35.4% |
159 [ rveeovoeo [ 168 Cissn
26 oo 26 -0.7%
32 wacaznes ] 28 -11.2%
18 | newspapers | 14 -20.1%

(1) Source: 2023 Global end-of-year forecast, GroupM, December 2023.

Outdoor advertising is constantly reinventing itself in a responsible
and sustainable manner. Its capacity for adaptability makes this
traditional media resilient, the perfect mobility media and one of
the last mass media.

The use of digital technologies makes the outdoor advertising
medium even more flexible for advertisers, without impacting its
ability to reach a mass audience.

The nature of outdoor advertising also means that it fits well with
the changing patterns of consumer interaction with advertisers’
messages. Unlike most traditional media, the growing audience
means that relevance and interaction come at a low cost per
contact.

The outdoor advertising industry has also made significant
investments in audience and return on investment measurement
tools. This has generated interest in quantitative data from
advertisers and advertising agencies, enabling them to better
quantify the contribution made by outdoor advertising.

Outdoor advertising is ideally positioned to engage in local dialogue with an increasingly urban, mobile and digital audience and benefits

from solid assets to continue to develop in the future.

i

77%

'Source: 2023 Global end-of-year forecast, GroupM, December 2023.
2 Source: Advertising Expenditure Forecasts, Zenith, December 2023.

OF MARKETERS CONSIDER THAT OUTDOOR ADVERTISING IS A MEDIA CHOICE
SYNONYMOUS WITH PROGRESS TOWARDS A MORE SUSTAINABLE WORLD"

B JCDecaux OneWorld - “Media of the Future”, July 2023 - 1,800 people interviewed (18-64 year olds) from 9 main markets: Brazil, China, France, Germany, Singapore, South Africa,

Spain, the United Kingdom and the United States.

JCDecaux
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1.5.3. JCDECAUX, A LEADING POSITION IDEAL TO BENEFIT FROM THE GROWTH
OF THE ADVERTISING MARKET

JCDecaux is the number 1 outdoor advertising company in the world since 2011 and the only French Group among the world's largest
advertising media groups, thanks to its consistent, resilient and committed strategy: organic and external growth, selective development of
Digital in all environments, development of sales channels able to recruit new customers from captive advertisers in the fully digital

media, excellent relationships with advertisers and agencies, recognised leadership in CSR (see chapter "Our social, societal and
environmental responsibility”, p.54).

213.1 2022 advertising revenues of the largest media Groups in the world (in billions of $)

12.8 124 112 111 102 92 74 61

5.6 47 47 46 45 40 39 37 35

¥ & f S5 F O T A N S S N T N N S T
p @@, é&s,::\ £ § & \;\&@ G o & S S & & . " “\,i & \00 p""'y Qox <& o § ‘9\@ &\& & & & &‘@«Q\(‘Q e@\)
Q < ‘9&4@ ¥ >
Q’\
E R FE E JE ff @B EE i EE E E E @R .o E m=m E ]
(1) Adjusted revenue.
Source: 2023 Mid-Year Advertising Forecast, GroupM, June 2023
38611 2023 revenue of the largest 00H Groups (in million $)
B Non OOH revenues
JCDecaux is the leader in OOH, North America revenues
il
the only global player e
2,188 5 197 9111 and pure player. Media, companies integrated
- . ' through the equity method in
e 1,821 17360 JCDecaux’s financial statements.
e WA i Adjusted revenue.
Equity Equity Equity IStréer’s revenues are split into
method method method Stroer OoH Media and Stroer Digital
33% 20.5% & Dialog Media, DaaS
& e-commerce and HQ.
1269 1,412 \l/ \l/ ' Based on Bloomberg estimates for
: 34168 2991 ) . FY 2022 revenues as of
281 222° 1885 1g30  qqgs March 5th 2024.
309 12021 revenue.
JCDecaux  Stréer co Lamar  OutfrontMedia FocusMedia oOhIMedia  APGISGA  AlArabia  Asiaray  Metrobus GlobalMedia  Ocean  Eletromidia Clear Media 12020 revenue.
11 = = =

= [+ = = 1l Bl B

(2) Source: Company information. Currency conversions are based on an annual average exchange rate $/€ of 0.9246, GBP/€ of 1.1497, CHF/€ of 0.9249, HKD/€ of 0.1212, RMB/€ of
0.1413 and AUD/€ of 0.6140.

Digital outdoor advertising The DOOH market is expected to see Share of DOOH in the revenue

i ; average annual growth of fJco in 2023
(DOOH) is a major growth lever © ecauxin
for JCDecaux and the sector.

Source: WAdvertising Expenditure Forecasts, Zenith, December 2023.

Digital penetration in 2023
Driven by five countries, (% of DOOH in country adjusted revenue)

the Group’s digitisation potential
is still very significant.

74%

73%

57%
5 countries alone generate

38%
-

of digital advertising revenue.

E S
Source: JCDecaux. o

= b3

Source: JCDecaux.

JCDecaux
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1.6. ADVERTISERS AND EFFECTIVENESS OF OUR MEDIA

1.6.1. OUT-OF-HOME ADVERTISING FOR THE
BENEFIT OF ALL ADVERTISERS: A POWERFUL,
AGILE AND SUSTAINABLE MEDIA

Thanks to an advertising network unique in the world, JCDecaux is
in a position to offer advertisers pan-regional, multi-support and/or
multi-format campaigns alongside local campaigns.

More than 45,000 advertisers worldwide coommunicate with JCDecaux,
including the largest global brands.

=

OF THE 100 LARGEST
GLOBAL BRANDS
COMMUNICATE
WITH JCDECAUX @

93%

SOLID ASSETS FOR OUTDOOR ADVERTISING
AND FOR JCDECAUX MEDIA
IN AN INCREASINGLY DIGITAL WORLD

£ 5] @

100% NO ADVERTISING RaND SUSTAINABLE
VISIBLE FRAUD

® i

NO TRANSPARENT
AD-BLOCKERS MEASUREMENT

UNIVERSAL
AND POWERFUL

JCDecaux has created and implemented “Empreinte 360". Certified
by both the ABC (Association Bilan Carbone) and EY, it is the first
calculator on the market to enable advertisers to measure the
impact of their campaigns based on 4 key indicators: carbon
footprint, water footprint, social footprint and economic footprint. To
date, approximately 200 campaigns have been measured
using "Empreinte 360" in France, the pilot country.

1.6.2. ADIVERSIFIED ADVERTISER PORTFOLIO,
A BALANCED CONTRIBUTION BY SECTOR

JCDecaux is constantly striving to broaden its customer base and is
active in all business sectors. Diversification is an opportunity for
growth and provides strong protection against the volatile
advertising budgets of certain categories of advertisers.

o]

THE GROUP’S TOP 10 ADVERTISERS

REPRESENT AROUND
14%

OF THE GROUP’S
REVENUE®
Source: Interbrand, Best Global Brands 2023 & JCDecaux.
2 Source: JCDecaux.

The diversification of our customer portfolio is also illustrated by
the share of Group customer business sectors in our 2023revenue?.

:
SECTOR OF 2023, VARIATION
REVENUE
(F:/XSRI-EIION, LUXURY GOODS & PERSONAL 20% +20 %
RETAIL 14% +16 %
ENTERTAINMENT, LEISURE & FILM 13% +0 %
FINANCE 9% +2 %
FOOD AND BEVERAGES 6% +17 %
TRAVEL 6% +36 %
INTERNET 6% -11%
SERVICES 5% +3 %
GOVERNMENTS 5% +11 %
TELECOMS AND TECHNOLOGY 4% -24 %
OTHER 13% +4 %

Fashion, Beauty and Luxury Goods is now the largest sector, ahead
of Retail.

In terms of growth, significant investments were made in JCDecaux
media by three sectors in 2023:

e Travel (+36% vs. 2022)
e Fashion, beauty and luxury goods (+20% vs. 2022)
e Food and beverages (+17% vs 2022).

Cyclicality and seasonality

Advertising spend is highly dependent on general economic
conditions. In periods of sluggish economic activity, companies
often cut their advertising budgets more drastically than their
spending in other areas. As a result, the Group's activity is
dependent on the economic cycle, even though the location of the
Street Furniture networks in city centres makes them exclusive for
advertisers, which limits volatility linked to economic fluctuations.
As is the case for many other media, the seasonality of advertisers’
investments impacts the breakdown of JCDecaux's revenue. Thanks
to its Revenue Management expertise, JCDecaux extracts
the best value from its assets under conditions of seasonal
and economic market fluctuation.

SEASONALITY AND CONTRIBUTION OF 2023
ADJUSTED REVENUE BY QUARTER

31.7%

24.2% 23.9%

20.2%

T1 T2 T3 T4

Source: JCDecaux.

JCDecaux
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1.6.3. OUTDOOR ADVERTISING,
AN EFFICIENCY BOOSTER
FOR DIGITAL ADVERTISING

With the emergence of data protection regulations and the gradual
disappearance of cookies (Google announced the removal of
cookies in Chrome by the end of 2024), online advertising targeting
is becoming much less effective and must be rethought in depth.

Justin  Gibbons, founder of Work Research, estimates that
awareness drops by 40% and click-through rates are halved when
cookies are deleted. The combination of OOH/DOOH and Digital
channels compensates for this removal, promotes advertising
effectiveness and increases attention. It also has a positive,
significant and direct influence on consumers perception of the
brand and on their purchase intentions.

IMPROVED EFFICIENCY OF OOH/DOOH + DIGITAL

& (o]
DEVELOPS

A POSITIVE FEELING
ABOUT THE BRAND

+27 %"

GENERATES PURCHASE
INTENTION

+20%H]

o)

ACCELERATES
THE ATTENTION OF DIGITAL
ONLINE ADVERTISING

+37 %"

" Source: Lumen study for JCDecaux (2+2=5) in the UK in 2019 (representative sample
of 600 respondents).

2" Source: Work Research J. Gibbons 2022.

JCDecaux is at the heart of advertising attention. In a world where
our attention is constantly solicited by digital media, OOH stands out
for its ability to emerge and deliver a high-quality advertising
experience. Attention is a limited resource and an essential
component of advertising. In all the environments in which the
company operates, JCDecaux assets are a part of people’'s daily
lives. They deliver practical services in cities, do not interrupt
ongoing experiences, and are able to deliver a wide array of content,
from information and signage to advertising communication and
entertainment. To preserve the full potential of Out-Of-Home
advertising, JCDecaux continues to innovate with creative, local,
and contextual media solutions that enhance attention.

JCDecaux
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Combining OOH and mobile advertising is also proving to be a
powerful lever to optimise in-store traffic. Brands can target
relevant DOOH locations near their points of sale, activate the
mobile device in a geolocated way and thus reach more prospects
than with a single medium.

pAUSE
li'tll‘il&.

tA 5E B
REEFE[TE‘ - 8 F

Interactive camp;éigrnév\./ith integrated QR Code
PARIS - FRANCE

There is another form of convergence between “Mobile first” social
networks and DOOH: SOOH, or "Social Out Of Home".

This communication strategy consists of promoting interactivity
between brands and consumers through the amplification of
social campaigns on DOOH screens. In other words, anchoring
campaigns in real life. This approach makes it possible to:

e Create rebound and repetition among the organic social media
audience, in its preferred universe such as the city centre, in
shopping centres, in transport, etc

e Strengthen the link to the brand and influencers with new points
of contact

e Target a new urban audience via affinity communication codes

e Offer different content in the urban space to trigger interest and
maximise acceptance and retention.

23
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1.7. GROUP STRATEGY P%°

The effectiveness of the media, structural socio-economic trends
and digitisation should increase the market share of outdoor
advertising. As a world leader in its sector, JCDecaux is supporting
and accelerating this development by rolling out its strategy.

il

INCREASE THE MARKET SHARE
OF OUTDOOR ADVERTISING

The Group's strategy is based on 3 major priorities. It is aligned
with the objectives of the ESG strategic roadmap and effectively
contributes to making JCDecaux a sustainable media.

The 3 main axes of our strategy
ESG excellence

at the heart of our 3
1 business model

Participate
in the consolidation
of the outdoor
advertising
2 industry

Develop through
organic growth

Activate three drivers:
digital, data and
programmatic

1.7.1. ORGANIC GROWTH

JCDecaux can reach a potential audience of over 850 million people
around the world every day, through an unequalled network
of outdoor advertising panels. The Group’s objective is to continue
to expand and strengthen its offering in areas with high
demographic concentration and high standards of living.

The Group intends to pursue its organic growth objectives by
winning new advertising contracts with cities, local authorities,
metros, train stations, airports, shopping centres and retail
networks, considered the most attractive in terms of commercial
potential, throughout the world.

This strategy is based on:

e The development of innovative offers for landlords by creating
useful, sustainable and connected new products and
services

e the optimisation of advertising revenue

e The selective deployment of digital technologies that reach a
captive and growing audience.

It is based on the Group’s values and differentiation levers:

¢ |ts unique geographic footprint
e |ts responsible business model, whose relevance is demonstrated
by winning contracts

e |ts ability to provide useful resources and services to its principal
partners

e |ts industrial base and the value of service that characterises its
operations, upkeep and maintenance

¢ [ts innovation, adaptation and openness approach
e |ts leadership'” in the environmental transition

¢ |ts ability to support its customers, city partners and agents in
their own sustainable transition objectives.

JCDecaux is present, including through digital outdoor advertising,
in 100% of the Top 10 and 83% of the 30 most influential and
connected cities in the world, which have demonstrated their
resilience in dealing with a succession of health, economic, political
and social crises.

Presence of JCDecaux
in the TOP 30 cities of the Global Cities Index

STREET

RANK EURNITURE ~ RETAIL

BILLBOARD

AIRPORTS = TRANSPORT

NEW YORK 1 -
LONDON 2 -
PARIS 3 -
TOKYO 4
BEIJING 5
BRUSSELS 6 -
SINGAPORE 7 -
LOS ANGELES 8 -
MELBOURNE 9
HONG KONG 10
CHICAGO 1
MADRID 12 -
SHANGHAI 13
SEOUL 14
TORONTO 15
BERLIN 16

SAN FRANCISCO 17
SYDNEY 18
WASHINGTON, DC 19

AMSTERDAM 20
MOSCOW 21

BUENOS AIRES 2

BARCELONA 2% _
ISTANBUL 25

BOSTON 2 -

FRANKFURT 27 -

MIAMI** 30 -

I includes Digital.

Source: Kearney 2023 Global Cities Report, JCDecaux.

*Airport presence with large formats outside the Chicago Airport.
**Joint Venture with CCO.

1" JCDecaux is included in list A of the CDP ranking and continued at “Leadership” level in 2023 (see page 73).
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Developing the sales potential of our media

JCDecaux is constantly optimising the growth potential and
profitability of its advertising network for the benefit of the
emergence and effectiveness of its clients’ advertising campaigns.
Outdoor advertising is an attractive medium whose marketing and
promotion is ensured, throughout the world, by integrated,
multidisciplinary and customer-oriented teams. Every day, these
client-focused teams mobilise their expertise to ensure excellent
market coverage of advertisers, their advertising agencies and
media agencies.

THE SALES APPROACH RELIES
ON 4 ESSENTIAL PILLARS

CAPITALISE

on a diversified customer
portfolio across

with tailored of all business sectors

SUPPORT

all of our advertiser
customers

that promote the media

The commercial excellence that underpins the achievement
of JCDecaux’s objectives is based on:

e Unrivalled access in its sector to advertisers of all sizes and, in
particular, large international advertisers

e The excellence of the sales and marketing teams, regularly
recognised by the market

e The training, agility and cross-functionality of teams, driven by
the Sales Intelligence Hub, which brings together JCDecaux
sales teams around the world.

The accessibility of JCDecaux's digital media

solutions

GROUP ACTIVITY AND STRATEGY
Group strategy DEFP

Thanks to its extensive advertising network, JCDecaux is able to
provide its advertisers with the option to carry out pan-regional,
multi-media and/or multi-format campaigns. For this purpose,
JCDecaux OneWorld (Sales and Marketing centre of excellence
present in London, Paris, Berlin, New York, Milan and Shanghai)
provides a single point of entry for international customers who
want global access to our products.

1.7.2. ACTIVATE THREE KEY DRIVERS: DIGITAL,
DATA, AND PROGRAMMATIC

Digital technology represents a significant growth driver for the
Group. Digital advertising (DOOH) revenue, has increased by +22.7%
organically in 2023, reaching the record level of 35.3% of annual
revenues. The Group's digital strategy involves:

e The selective development of digital in prime locations with the
deployment of digital screens

e The development of programmatic sales via the VIOOH platform

e The cross-functional deployment of our Data strategy,
regardless of universe, to accelerate the digital transformation
of our JCDecaux media: measurement of the audience,
performance and effectiveness of advertising campaigns, data on
contextualisation, buying habits, consumer attitudes, etc.,
serving the attractiveness and competitiveness of our offer,
including as a complement to mobile digital media.

In 2023, we continued to accelerate our digital transformation with
the large-scale deployment of JCDecaux Data Solutions, new digital
screens and the development of our automated scheduling and
audience sales platform.

These developments enabled us to accelerate sales and marketing
innovation through a portfolio of international and local data-driven
solutions, which leverage JCDecaux's ability to help advertisers
achieve their marketing and media goals.

has been enhanced through the strategic partnership

with Displayce (see below), which makes it possible to offer end-to-end programmatic solutions to our advertising customers, from DSP

(Demand Side Platform) to SSP (Supply Side Platform).

GROUP DIGITAL TRANSFORMATION

Q@

Selectively develop
the Digital OOH inventory

€

Position Data at the heart
of business development

O
X X)
O

Expand sales channels,
including programmatic

UNIFIED TECHNOLOGICAL APPROACH AND INTEGRATED, INNOVATIVE AND SECURE INFORMATION SYSTEMS

JCDecaux
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GROUP ACTIVITY AND STRATEGY
Group strategy DEFP

Achievement of the Group's strategic objectives is based on robust and efficient technology which provides a key competitive advantage for
all of JCDecaux's activities.

The Group’s IT approach is based on 3 pillars
SCALABLE, FLEXIBLE
AND SECURE INFRASTRUCTURE
MODERN PLATFORMS FOR OPERATIONAL EXCELLENCE,
RGN NN ORI RS Cloud technologies are at the heart of our developments

) o ) They provide secure, easily scalable solutions at controlled costs.
The transformation of our activities" management platforms is  The security of our technology solutions is a key factor in
based on a con_tin_uous improvement dynamic. It inv_olves aL_l of our guaranteeing the continuity of our operations.
processes and is intended to develop common solutions, unify uses

and safeqguard our operations. It relies on the most advanced It is ensured by a security policy developed at Group level based on
technologies and combines internal development and purchased four components:
solutions.

e Governance and oversight by the Group Chief Security Officer
e The protection of our applications and our data

INNOVATIVE TECHNOLOGICAL SOLUTIONS e The supervision and detection of unusual situations through our
AT THE HEART OF THE DIGITISATION OF OUR OFFERS Security Operations Centre, in collaboration with the Thales
Group
Over 185,000 digital campaigns were broadcast in 2023, e Daily control carried out through regular tests and internal and
demonstrating that our solutions meet the following challenges: external audits.
e Performance and flexibility of the media offers available on our
digital screens via various sales channels thanks to innovative JCDecaux, the only ooh company with a Full-Stack Digital
technologies that enable us to offer our customers the solutions solution
best suited to their needs 5 technical pillars and 2 platforms
e Security of the programming and broadcasting activities of
digital campaigns sold, via a platform operated in all of the
Group's digital universes. Data Solutions
These in-house solutions, provide control and autonomy. They are DMpgcount”es
perfectly integrated with the programmatic solutions provided by data
VIOOH and are fed by audience data collected and qualified by the partnershlps
Corporate Data department.
(1
2023 KEY DATA Digital Inventory KIS
. c. 38k screens . 185k campaigns &
._W_’ @ Independent entities 426K creatives
:ﬁ——: b4 managed in 2023
+35,000 185,000
(DSP)
DIGITAL ASSETS DOOH CAMPAIGNS, \ /
IN 68 COUNTRIES OF WHICH NEARLY 5,000
IN PROGRAMMATIC
Busineg;gupport IT Infrastructure
. T 100% cloud based
Unified platform,
@ 42 countries live
/=
OUR DIGITAL
OPERATIONS ARE (11 Proori omdenet
1SO 27001 CERTIFIED roprietary broadcasting management system
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1.7.3. PARTICIPATING IN THE CONSOLIDATION
OF OUT-OF-HOME ADVERTISING

In the highly fragmented outdoor advertising market, JCDecaux
enjoys a robust financial profile, a strong balance sheet and a
powerful network. They provide the Group with a significant edge to
seize the acquisition and partnership opportunities needed to enter
new markets and strengthen our positions in existing markets.

The Group’s acquisition strategy focuses on the following main
objectives:

e Acquire companies or establish alliances with companies with
strong positions in their markets

e Capitalise on the Group's resources to develop and optimise new
markets

e Develop commercial synergies

e Centralise and reduce costs

e Capitalise on the complementarity of activities at the national level
e Complete the product range.

GROUP ACTIVITY AND STRATEGY
Group strategy DEFP

1.7.4. ESG EXCELLENCE AT THE HEART OF OUR
BUSINESS MODEL AND STRATEGY

Social, societal and environmental responsibility is at the heart of
our history, our business model and each of our three strategic
areas (see our 2030 Sustainable Development Strategy, p.62).

JCDecaux believes that CSR is a key lever for the Group's
development, performance, recognition and risk management,
which must contribute to:

e Competitive differentiation in a media world which faces
challenges with respect to its social, societal and environmental
responsibility;

e Recognition of JCDecaux's leadership within the scope of its
business activities by all of its stakeholders.

ESG is an integral part of the Group’s strategy, as a result of its

commitments made for 2030 across its entire value chain,

including:

¢ Responsible innovation and the eco-design of products and
services:

e The promotion of responsible outdoor advertising and support
for advertising customers and partners for their own sustainable
transition objectives;

e The reduction of emissions from our operations and our value
chain and the responsible management of our resources and
waste;

e Contribution beyond our value chain;

e Exemplary business conduct.

=)

KEY EVENTS IN 2023

Organic growth: JCDecaux renewed, extended and won
new contracts and competitive tenders. They include the
iconic contracts for the Madrid Metro, urban transport in
Oslo, the Singapore, Bangalore and Lima airports, street
furniture in Tallinn and Toulouse Métropole, Carrefour
concessions in Brazil, and Tesco in Ireland. These contracts
strengthen the inventory of outdo advertising solutions for all
our advertising customers.

Digitisation: Digital was present in all new contracts won in
2023 as well as the majority of renewals and extensions,
bringing the share of Digital in the Group’s revenues to 35.3%
in a fast-growing DOOH market.

igita p N
METRO OF MADRID -'SPAIN
I

! Subject to approval by the Spanish Competition Authority, effective in 2024.

Consolidation: Acquisition of Clear Channel Italy and
Spain” to strengthen JCDecaux's position in these two
countries.

ESG: In addition to the ESG 2030 roadmap, launch of the
Climate Strategy that aims for Net Zero Carbon by 2050
(scopes 1, 2 and 3)? and reaffirms the Group's commitment
to active participation in the fight against climate change.

Signature of a global strategic partnership with the United
Nations Development Programme (UNDP) to support the “UN
Joint Sustainable Development Goals Fund” (Joint SDG
Fund), a Fund devised to stimulate the development
of Sustainable Development Goals (SDGs) worldwide.

Bus shelter
TALLINN - ESTONIA

2 Reduction trajectory submitted at the end of 2023 to Science-Based Targets (SBTi) for review and validation.

JCDecaux
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GROUP ACTIVITY AND STRATEGY

Data and digital services for citizens, partners and advertisers

1.8. DATA AND DIGITAL SERVICES FOR CITIZENS, PARTNERS AND ADVERTISERS

Data has been at the heart of the transformation of our media and
value proposition for customers, brands and agencies for several
years now.

The regulatory context proves that our contextualised approach to
data use is correct.

Indeed, recent changes in public and private regulations are leading
to a scarcity of mobile data and the ongoing disappearance of
cookies. This profoundly affects the advertising market, making
ultra-personalisation based on personal data at work in online
advertising less and less appropriate.

1.8.1. OUR DATA VALUATION STRATEGY

Contextualisation, i.e. targeting linked to the location and context of
the furniture and not to that of the individual, is asserting itself and
emphasising its relevance. This approach of advertising targeting is
more aligned with the wishes of local authorities and the general
public, particularly in the area of respect for privacy. It contributes
both to the quality of engagement with users and, to the
acceptability of advertising in the public domain.

Our strategic platform choices enable us to continue to make
outdoor advertising one of the media best suited to the current
evolution of the brand experience desired by consumers.

Our approach is based on three areas: monetisation, attention and artificial intelligence. Here are our main achievements:

e QOpportunities for monetisation are developed through the deployment of the Displayce DMP, which facilitates the preparation and
optimisation of data processing for activation at the geographical level as well as through the acceleration of programmatic advertising in

the sales process;

e Measuring attention is a key issue for advertisers. The Optix solution allows our customers to assess the performance of their visual

creation, in situ, when it is exposed to audiences on-the-go;

e The use of new technologies, such as artificial intelligence and deep learning, multiply our potential fields of application for clients, the

media and our internal operations.

| Restrictions
on private data
collection Vass data
‘ from
L ‘ mobile Challenges
L for online
. advertising
Consent for | players...
| advertising tracking
[May 2021) SR
Ultra-
pe personalized
marketing
6 questioned
Ban of third

party cookies

Privacy
by design

are
tailwinds
for our End of
digital individualisation
strategy. of advertising

content

Ramp up

of contextual \
marketing, including
multi-channel digital
campaigns
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GROUP ACTIVITY AND STRATEGY

Data and digital services for citizens, partners and advertisers

1.8.2. CREATING VALUE THROUGH DATA

Our mission is to make data available to citizens, constituents, advertisers and our operations as simply as possible, by facilitating
exchanges between the parties with full respect for their privacy and the related legal framework.

- EH B8 @

Cities Landlords Operations Media

Personalised communication Anticipation, information, Optimising, automating and Relevance, targeting and
and enhanced services assessment and enhancement streamlining our processes contextualisation for
respecting privacy and services offered by clients. across the Group. advertising campaigns.

legal framework.

1.8.3. IMPLEMENTATION OF THE STRATEGY

JCDecaux’s investments to strengthen its preferential position in the constantly evolving adtech ecosystem accelerated in 2023:

e Expansion of the data division to provide platforms, enabling a better understanding of audience planning, measurement and
segmentation;

e Deployment of the DMP (Data Management Platform), following the strategic alliance with Displayce to equip each of the Group's
markets;

¢ Technological alliance with Pernod Ricard for the Data Portal, to create a single point of access to all data-driven solutions across the
Group.

15 000+ 75 500+

Advertising campaign visuals Data sources Data Portal users
analysed using the Optix tool that feed log on to the portal every day
to measure and optimise the the algorithms. to offer recommendations
performance of their visuals. to our customers.

NO YOGURT HAS FEWER CALORIES!

FRU
LIGHT

Optix is an artificial intelligence-based solution that assesses the
visual potential of an advertising poster at the design stage

JCDecaux
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GROUP ACTIVITY AND STRATEGY

Data and digital services for citizens, partners and advertisers

1.8.4. JCDECAUX DATA SOLUTIONS

JCDecaux Data Solutions, was launched in September 2021, is a
portfolio of data-based solutions, that enable advertisers to
maximise the impact and ROl of their media investments. Thanks to
JCDecaux Data Solutions, the Group’s customers and partners
benefit from the potential of data to optimise their campaigns
around the world. The ability to combine global and local data
further increases the reach of OOH and DOOH campaigns.

T

|

Entreprise Japan campain using YJCDecauxStreet to Store solution
MILAN - ITALY :

JCDecaux Data Solutions brings together products and solutions
developed in-house, third-party solutions and complementary and
specific local data (from independent industry committees (JIC),
telecoms, sensors, retail, etc.) to ensure the highest level of
efficiency at every stage of a campaign.

The JCDecaux Data Solutions offering is currently available in
France, the United Kingdom, Germany, Belgium, the Netherlands,
Spain, lItaly, the United Arab Emirates, South Africa, the United
States, Hong Kong SAR (China), Japan, Singapore, Australia and
Brazil. Other markets will deploy JCDecaux Data Solutions in 2024.

Digital anamorphic advertising
SAO PAULOAIRPORT - BRAZIL

JCDecaux
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GROUP ACTIVITY AND STRATEGY

Programmatic, a major growth opportunity

1.9. PROGRAMMATIC, A MAJOR GROWTH OPPORTUNITY

Programmatic can be defined as a way to purchase and optimise
advertising campaigns in real time through a platform that
automatically connects the digital inventory available to buyers, in
order to increase campaign efficiency and effectiveness.

Today, digital dominates global advertising expenditure (67.5% of
the total in 2023") and programmatic dominated digital in 2023?
(87.2% worldwide, 90.5% in the United States]. Programmatic is
thus a major factor in the current advertising landscape, with
strong growth ($293.62 billion in 2023, forecast to $383.15 billion in
2025, with an estimated annual average growth of +14% over two
years.).

Thanks to programmatic, OOH campaigns can be marketed using
the same standards and channels as online advertising (real-time
sales, similar format, prices and volumes dynamically adjusted
according to specific criteria and campaign performance). This
unprecedented convergence opens up this vast digital segment of
the fast-growing advertising market to OOH companies such as
JCDecaux.

Digital media adoption of programmatic” (%)
Non-programmeatic

17%

Programmatic
83 %

The global programmatic opportunity
(in billions of dollars)

14%
CAGR
383
339
261 294
239
2021 2022 2023 2024 2025

Programmatic is already a reality for DOOH:

e eMarketer estimates that programmatic will reach 29.3% of the
total DOOH market in the United States in 2025, and 17.2% in
the United Kingdom in 2025

e Leading the way in adoption, the Digital Media Institute forecasts
that programmatic DOOH will reach 29% of the entire OOH
market (including non-digital] in Germany in 2025.

For JCDecaux, programmatic advertising revenues through the
VIOOH SSP  (supply-side platform] which constitute mostly
incremental revenue from innovative dynamic data-driven
campaigns, and new advertisers grew by +63.5% in 2023 to reach
€100.2 million i.e. 8.0% of our digital revenue in full-year 2023 as
the DOOH programmatic ecosystem continued to gain traction.

We expect programmatic revenue to grow to 20%/30% of total
DOOH advertising revenue by 2025.

1.9.1. ANEW EFFICIENT METHOD FOR
MARKETING ADVERTISING SPACES FOR
OOH COMPANIES AND ADVERTISERS

The programmatic approach makes it possible to market the DOOH
inventory by combining the offer of OOH companies via SSPs
(Supply Side Platforms) and the demand of advertisers and
agencies via DSPs [Demand Side Platforms). This technology allows
for much shorter implementation times than for the traditional
format and a high level of responsiveness, which can be configured
according to the triggering events defined by the advertiser. Thus,
the DOOH market is opening up to very significant new types of
advertisers, in particular traditional online advertising customers,
including small advertisers and performance marketing-based
campaigns.

Bid response

Supply side Exchange I
company

Bid request

Demand side

Agency/advertiser

2P buyer

' Source: eMarketer October 2023, Digital media refers to all forms of paid advertising in online content, including banners, online videos and social media, but excluding paid

searches and classifieds.
2 Soyrce: eMarketer December 2023, covering Canada, China, France, Germany, UK & US.
¥ Source: eMarketer December 2023.
“ Source: eMarketer December 2023.
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GROUP ACTIVITY AND STRATEGY

Programmatic, a major growth opportunity

There are numerous benefits for 00OH companies as shown below:

¢ Increased demand: expanded demand means more competition
for space and thus better prices and increased revenues

e Planning and purchasing are now split equally between the
Digital/Programmatic, specialist Programmatic 00H and
traditional OOH teams'”

e More effective campaigns: programmatic allows DOOH to
compete for both branding and performance marketing
campaigns'".

Flexibility + data decisioning
commitment

Manual trading Automation Programmatic
% .
— (@)« o
A 1 N
Trigger-based Measurement Generating return
buying ‘ On investment
Higher yields

1.9.2. STRATEGIC ALLIANCE WITH DISPLAYCE, A
BENCHMARK DSP IN OUTDOOR
ADVERTISING

JCDecaux has entered into a strategic alliance in July 2022,
including the acquisition of a majority stake, with Displayce, the
DSP (Demand Side Platform] leader specialised in the purchasing
and optimisation of digital outdoor advertising [DOQOH). Displayce, a
French start-up created in 2014 and exclusively dedicated to the
purchasing and optimisation of DOOH campaigns, is the leading
French programmatic platform in terms of the technology,
expertise and number of digital displays proposed throughout the
world in 53 countries. The aim of this alliance is to significantly
accelerate the development of Displayce so that it becomes the
benchmark DSP in the outdoor advertising market, while continuing
to offer complete and direct access for advertisers and media
agencies to all DOOH media.

DISPLAY

BRAND NETWORK
SUPPLY SIDE 600k screenin

PLATFORM 50 countries

DEMAND SIDE : —

PLATFORM VIOOH 1 g -

P> Broadsign [ [T AR ]
VISTARC 011 IMEDE primesighl

AGENCY m JootBouct

Smortmedin X s,

O displayce

1.9.3. VIOOH, A LEADING SSP FOR
PROGRAMMATIC DOOH

JCDecaux created VIOOH in 2018 (93.5% owned). VIOOH (172
employees as of 31 December 2023] develops innovative
programmatic trading solutions as well as the ecosystem required
to market programmatic OOH screens as effectively as possible for
the whole OOH industry. VIOOH is the most connected OOH
platform, active in 22 countries as of the end of 2023, with many
more to come.

'Source: VIOOH State of the Nation, September 2023

VIOOH is active in 22 markets at the end of 2023

"

i3
v Fow
VIOOH ’

VIOOH is majority owned by JCDecaux but has its own
infrastructure, its specific governance, a team of dedicated experts
and engineers and its own technology.

VIOOH markets the JCDecaux inventory (on an exclusive basis for
programmatic), and also that of other OOH companies (APG SGA,
Branded Cities, DOOHYoulLike, Framen, FillUp Media, in-store
Media, Media Frankfurt, Media Transports, Tonic Media Network])
with similar conditions and an exemplary level of transparency. All
partner OOH companies are treated on an equal footing and
VIOOH's operational processes are audited by PWC.

Main DSPs connected to VIOOH

() i i A
Active Agent ADOMNI QX AdQuick atedra® Im Onsn YCE

vCity O HAWK wiemva  oEED EEEN

PLADWAY @S rnumonaw SR TE MARKT SAM@  SAGE+ ARCHER scootq. S seiicky
 fowen  uabirnc™”
Talon wireiap % ™ theTradeDesk ‘ :
VISTAR | yahoo!

adform

oxandr

1.9.4. BRANDS AND ADVERTISERS

VIOOH is ideally positioned to take advantage of the rise of
programmatic in OOH, both on the side of advertisers and OOH
inventory holders.

In 2023 :

e The number of brands utilising VIOOH increased by +92% YOY, of
which approximately 23% were repeat customers and 34% were
multi-market campaigns

e VIOOH continued its international expansion by increasing the
number of active markets from 175 to 22, and migrating seven
JCDecaux entities to their next-generation, real-time platform.

e VIOOH continued to expand the volume of inventory outside

JCDecaux, signing agreements with four other OOH companies
across the globe.

2803 brands carried out programmatic
campaigns with VIOOH in 2023

Guccl
A ® KFC  AVON
R o g e eb’;y @ HYUNDAI
5 @% M&S Klarna. L'OREAL
=ear EST.0kR4
NESCAFE. Uber Eats
Jngermelfer

@ {# RENAULT @ o @
s vodafone RN WS
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GROUP ACTIVITY AND STRATEGY

Programmatic, a major growth opportunity

Effectiveness of programmatic: examples of two campaigns carried out via VIOOH in 2023

VIOOH and Stellantis

Multichannel campaign targeting automotive-interested users.
Generate interest in the car model and increase brand
awareness

Results

+17 % Increase in dealership visits during the
campain, according to Opel

Conversions through DOOH strategy

Better conversion rate from DOOH ad
groups than video ad groups

Multichannel campaign targeting automotive interested users.

Opel, a famous European car brand belonging to Stellantis which
is one of the biggest car manufacturers in the world, is launching a
new hybrid version of their best-selling models, Opel Astra, that
won the 2022 best car award in their category by Auto Bild.

This was an omnichannel campaign with retargeting of outdoor o
display impressions and prospecting to non-impressed users via Digital street furniture, programmatic campaign
mobile video, measuring dealership arrivals in all cases. MADRID - SPAIN

VIOOH and On

Hyper-precision targeting using multiple data sets, leading to
groundbreaking pDOOH media-first

On’s prDOOH campaign for the launch of its first UK store on
London’'s Regent Street integrated footfall, weather and Strava
data to build a multi-faceted campaign, powered by StoreBoost.

On opening night, the campaign targeted runners as they passed
through Oxford St with messaging pointing them to the On Store,
weather-triggered creatives relating to their CloudSurfer shoe,
and location-based targeting to show audiences how far away the
On store was and how much of a marathon that equated to.

Results

+19% Footfall uplift from beginning to the end
of the campain

Digital street furniture, programmatic campaign
LONDON - UNITED KINGDOM

Footfall uplift on Opening Night

JCDecaux
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Research and development

GROUP ACTIVITY AND STRATEGY

1.10. RESEARCH AND DEVELOPMENT

1.10.1. INNOVATION, A SUSTAINABLE AND RESPONSIBLE DRIVER OF GROWTH AND DIFFERENTIATION

JCDecaux provides, sustainable media that works for all of its stakeholders. The range of Street Furniture and services offered by
JCDecaux has been enriched with new products since the creation of the first bus shelter in 1964. Innovation remains the company’s
driving force for cities and citizens, brands and consumers, the worlds of transport and passengers, shopping areas and buyers.

Almost 60 years of innovative services for all stakeholders
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Innovation at JCDecaux is guided by product use, technology, and social and environmental impact. It reflects the Group's strategic CSR
roadmap for 2030, its Climate Strategy aimed at achieving Net Zero Carbon by 2050, and the United Nations Sustainable Development Goals.

&

GREENER CITIES
& CLEANER AIR

MAIN AREAS OF INNOVATION

SAFER

& CLEANER SPACES

clo

SOFT & SHARED MOBILITY

1
Efih.
INCLUSIVE
& PEOPLE-ORIENTED CITIES

Propose functionalities that help
improve urban quality of life

Innovative and sustainable advertising solutions

=N
4
FURNITURE
CONNECTIVITY

Help cities to face new issues

Develop systems that
encourage micromobility

si/ @

y / \ N
REDUCE OUR FURNITURE’S OPERATIONAL
FOOTPRINT EXCELLENCE

Contribute to local life
and the local economy

To make our furniture instruments
of measurement at the service
of the city and its users

Reduce our footprint
with energy efficient or even
autonomous systems

Continually improve our
processes and work to meet
every single challenge
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1.10.1.1. Greener cities and cleaner air

GROUP ACTIVITY AND STRATEGY

Research and development

1.10.1.2. Safer and cleaner spaces

Improving the quality of life in cities and in public spaces for
everyone is at the heart of JCDecaux’'s service innovation approach.
Urban planting has been a priority activity for several years now.
Implementation has been accelerating, with the aim of making
cities more pleasant, more resilient and more welcoming, and to
improve biodiversity.

JCDecaux offers solutions that enable cities to combine public
spaces with effective and aesthetically appealing systems. These
systems are designed with plant and biodiversity experts to develop
approaches adapted to each ecosystem.

2023 explorations:

¢ Innovative greening systems in Mulhouse (France) that also
include seating prototypes made of recycled or new materials.

A

ant=covered bus shelters incorporating §ea.t"in-g made of recycled
ornew materials 2 2 n
MULHOUSE - FRANCE

e Planting concept to preserve biodiversity. These systems house
horizontal and vertical plants, nesting boxes for birds and
shelters for insects. They can be used to connect two parks or
gardens in the city with a path created using street furniture. This
system will be tested in a European capital in 2024.

Plants on bus shelter dedicated to biodiversity
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Cities around the world are facing growing challenges related to
the safety and cleanliness of public spaces.

JCDecaux works with cities and contributes to their objectives in an
innovative and practical way.

For example, to enhance safety, the Group has developed the
Emergency Assistance Point, a call button integrated in street
furniture. In the event of problems in a public space, the button can
be used to contact emergency services or the police to expedite
handling of the situation.

The system, which is being rolled out in Cannes (Francel, will
provide cities with a reliable and effective safety network.

The Emergency Assistance Point

Cleanliness is one of the pillars of the Group’'s operational
excellence, recognised worldwide. [t benefits from many
innovations, including water-saving washing techniques and
rainwater and runoff water recovery systems. Wherever possible,
the Group seeks to assist cities with their water management, a
resource that is becoming scarce in many regions and which
requires special attention now and in the future.

1.10.1.3. Soft and shared mobility

JCDecaux is a pioneer and leader in self-service bike systems. The
company continues to imagine and deploy innovations for active
mobility, in a context of increased bike use in many cities.

For example, the Group has designed a new electric-assisted bike,
with an onboard battery, whose central motor is integrated under
the crankset. The innovations optimise comfort for users and
simplify maintenance operations thanks to a more efficient engine
and twice the torque.

In addition, digital innovation enabling the development of new
mobile application services for users of the Group's self-service bikes
systems: speed display, GPS guidance, etc., which users can pair up
with their smartphone to improve their journeys.
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1.10.1.4. Inclusive and people-oriented cities

1.10.1.6. Environmental footprint reduction

Public spaces are the only areas in cities, open and accessible to
everyone.

In addition to the Group’s past accessibility and universal services
innovations such as automatic public toilets, JCDecaux is innovating
to enhance the resilience of cities in a context of global climate
change.

The Group has developed “Natural Cooling Shelters” based on a
mechanical process inspired by a natural, age-old process used in
desert countries, to provide significantly cooler temperatures in the
shelters. The temperature in the “Natural Cooling Shelters” is up to
7°C cooler than outside. This innovation is particularly relevant in
the context of global warming, which is causing longer and longer
heatwaves in summer, that are difficult to fight in an urban
environment.

“Nattral Cooling Shelter”
SAINT-QUENTIN-EN-YVELINES - FRANCE

1.10.1.5. Furniture connectivity, a source of new services

Following on from the first experiments carried out in Amsterdam
in 2013, JCDecaux Link has forged a long-standing dialogue with
telecom operators and equipment manufacturers all over the world.
This has enabling it to develop, as and when required, solutions for
hosting telecom equipment in its furniture.

This close relationship has helped the Group deepen its integration
and deployment know-how, which can be applied in many different
contexts, such as seaside towns, giant billboards in Latin America
and street furniture in Tokyo (Japan) or Nice (France).

JCDecaux Link launched a project, unprecedented in scale, in
Bogota (Colombia) in 2023. Over 3,000 passenger shelters and bus
stops will be equipped with fibre optics to provide free Wi-Fi on all
furniture. It will also deploy 4G Small Cells for the first time.

Environmental footprint reduction is a major objective of the
JCDecaux Research & Development department, in line with the
Group’s CSR and Climate Strategy commitments.

The eco-design of our furniture and services is at the heart of our

new product development. It includes:

e Use of innovative materials, such as the new, PVC-free, Pearflex
fabric co-designed with the Chargeurs Group

¢ Frugal technology solutions in terms of resources consumed;

¢ Reduction of energy and water consumption

¢ Design choices allowing repairability and renovation

e Finding and using recyclable materials, for example for the roofs
of bus shelters

e Upcycling processes for used materials or materials that have
fulfilled their primary function to reduce the footprint of our
furniture (approximately -65% of CO, in the case of an upcycled
bus shelter compared to a new bus shelter - illustration below).

The process of reusing furniture from one contract to another,
updating it in situ by adding features or improving the design has a
direct impact on protecting the planet’s resources.

Upeycled bus shelter
PLAISIR SAINTE-APPOLLINE - FRANCE

1.10.1.7. Operational excellence

The upkeep, maintenance and renovation of furniture deployed by
JCDecaux account for a significant share of the missions of R&D
and operations teams in the field, everywhere in the world.

Many innovations, such as moderate resource use and low-carbon
mobility, enable us to improve our processes to meet the
challenges of cities, sometimes for several decades into the future.

A few examples:

e Development of washing processes to cut by 4 or 5 times the
amount of water used to clean a bus shelter

e Creation of a mobile paint booth to renovate furniture on-site in
the city, without transport to the production site, while limiting
the inconvenience for the public space

e Development of technologies to remotely control furniture
lighting, for example, as part of energy sobriety plans.

Our strong ability to innovate has enabled us to build up significant
intellectual property capital in products, services and contract
performance. We had 199 patents active at the end of 2023.

JCDecaux
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1.10.1.8. Innovative and sustainable advertising solutions

JCDecaux’'s innovation and trend scouting teams are able to
consolidate their expertise in digital offerings thanks to a range of
solutions validated and certified for their quality, energy efficiency
and sustainability.

This progress is maintained by actively monitoring emerging
technologies by attending major trade shows, and through close
relationships with the main industry players and research
laboratories.

GROUP ACTIVITY AND STRATEGY

Research and development

For example, the decision to use LEDs in our screens has a direct
impact on consumption. As this can vary by 50% between different
types of LEDs, selecting the best technologies is a crucial skill.

In addition, the Group has developed unique, worldwide know-how
recognised in its design of iconic digital devices for transport
environments, which open up new and exclusive communication
prospects for advertisers.

1.10.2. INNOVATION PLAYERS AT JCDECAUX: EXPERT TEAMS, FROM MONITORING TO INDUSTRIALISATION

1.10.2.1. Research & Development teams at JCDecaux

1.10.2.3. One method: experimentation

JCDecaux’'s Research & Development division is rich in multiple,
expert and proven skills, with more than twenty business lines:
electrical and electronic design, software, mechanics, system and
digital architecture, etc.

Our R&D division is staffed by internal experts working in key areas
including eco-design, sustainable materials, lighting and new
energies. It has its own qualification resources, thanks to facilities
to test products under the most demanding climatic conditions.

Forward-looking and innovation engineers are attentive to trends
and test emerging technologies around the world.

Thanks to this very wide range of skills, the women and men
working in R&D are able to imagine, design and produce prototypes
of new products and services everywhere in the world. When
necessary, they can also rely on a network of academic and
scientific partners.

1.10.2.2. A cross-functional and international innovation
network

Largely built around joint projects, our innovation resources are
federated around three complementary divisions:

e The graphic, Digital and Product Design Department, whose
approach is focused on experiential design and use, and whose
staff are able to manage the development of new products in
compliance with the Group’s quality and aesthetic requirements

e The Research and Development teams in charge of
demonstrators and exploration, which provide proofs of concept
for emerging technologies, and support the industrialisation
process to deploy future products and services

e The teams in charge of User and Open Innovation, who are
responsible for identifying relevant start-ups to enrich
JCDecaux’'s ecosystem of solutions, with a focus on end-users.

JCDecaux
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The three entities share a common approach: the use of in situ
experiments in urban or transport areas, which enable them to very
quickly compare new ideas with the reality in the field.

This approach is being enhanced and shared with local authorities
and clients as part of “Innovation Package” arrangements. Under
these agreements, a percentage of the revenue from contracts is
allocated to local trials. This, helps bring certain products to life
and modify amend and transform others, whilst evaluating the
relevance of new service proposals for users.

OPEN INNOVATION

Since 2017, the Group has used an Open Innovation approach
to expand the JCDecaux ecosystem beyond its usual
partners. It has two main objectives:

1. To open up innovation in terms of the products and
services JCDecaux offers to its customers, through the
integration of value propositions created and developed with
start-ups for prototypes and experiments.

2. To contribute to the digital transformation of JCDecaux by
integrating agile start-ups able to contribute to the
improvement and efficiency of the Company’s processes in all
areas.

This approach is helping to accelerate the Company’s
transformation, create differentiation and improve
competitiveness.

The approach is perfectly aligned with JCDecaux'’s culture of
entrepreneurship and its CSR objectives. In addition to the
operational integration of its technologies, products and
services, JCDecaux supports start-ups in its ecosystem
through several initiatives:

e Skills mentoring and sponsorship

e Facilitated access to JCDecaux media solutions for start-ups
wishing to communicate. The JCDecaux Nurture programme,
created in 2016 and available in more than 10 countries, has
provided support to several hundred start-ups.
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1.11. STREET FURNITURE

COUNTRIES STREET FURNITURE REVENUE
7 2 (IN MILLIONS OF EUROS) OF WHICH DIGITAL REVENUE (IN %)
- 1,688 1,747 1,839
CITIES 1,440
1,944
I )

26.6% 30.5% 33.6%
POINTS OF SALE ADVERTISING PANELS 22.6% -0 /0
2 5 1 0 630 1 96 2019 2020 2021 2022 2023

Digital Il Analogue

Number 1 worldwide in Street Furniture

1.11.1. STREET FURNITURE, FOR SUSTAINABLE CITIES WITH SERVICES

The Group installs and maintains street furniture at its expense in the communities with which it has a contractual relationship.
JCDecaux sells the advertising space available on the furniture.

Street Furniture is a very popular communication medium for advertisers, as it allows advertising campaigns to be displayed in the heart of
cities and ensures optimal coverage of urban areas. It also means citizens can enjoy well-maintained infrastructure and services over the
long term.

JCDecaux, world leader in Street Furniture:

e Creates innovative services with high added value which sustainably improve the quality of life in the city - a major objective shared by all:
users of public spaces, local authorities, mobility operators and all economic players

e Develops coordinated Street Furniture product lines by working closely with architects and designers, more than 200 of whom have
worked in collaboration with our own designers and engineers. These are internationally renowned designers such as Marc Aurel,
Philip Cox, Sir Norman Foster, Patrick Jouin, Kengo Kuma, Philippe Starck, Robert Stern, Martin Szekely and Jean-Michel Wilmotte -
along with young talents

e Determines the amount of advertising space needed to finance a city’s street furniture needs according to the advertising potential of a
given area

* |dentifies advertising locations and positions advertising panels to maximise their impact while optimising their service value and the
accessibility of the public spaces they occupy.

Sustainably improve the quality of life in cities

Offer incomparable advertising spaces to advertisers

Brand _
advertising User services

City
communication

2 R i PN

Design Posting Upkeep
operations &

maintenance

| i

Advertising Street Furniture

Installation

Eco-design & reduced environmental footprint

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023



JCDecaux is recognised by cities, local authorities and advertisers
for the quality of its services.

Beyond high quality design and flawless installation in premium
urban settings, ongoing quality relies heavily on the maintenance
provided through Street Furniture contracts.

oo >90% employees
dedicated to operations,
upkeep and
maintenance

Quality, Security,
Operational

& excellence,
1y Responsible
operations,

Continuous training

We put all of our maintenance and posting staff through
a rigorous training programme in our in-house facilities to ensure
they keep alive the know-how and preserve the excellent reputation
for high standards and quality of JCDecaux.

Quality and innovation, combined with a unique business model, are
key values of JCDecaux's continuous improvement approach.
JCDecaux has also been committed to saving resources from the
outset. Our “smart operations” approach is part of the 2030 CSR
strategic roadmap as well as the 2050 Climate Strategy. It
includes.reducing our environmental impacts and our various
proactive policies, such as the transition to less emissions emitting
vehicles.

1.11.2. THE NATURE OF STREET FURNITURE
CONTRACTS

Most of the Street Furniture contracts into which we enter with
cities, towns and other government agencies are the result of a
competitive tender process specific to public procurement
procedures.

Street Furniture is installed primarily in city centre locations and
along major commuting routes where pedestrian and automobile
traffic is high. Street Furniture contracts generally require
JCDecaux to supply products which include advertising space and,
often, the supply and installation of non-advertising products,
such as service touch screens, cleaning kiosks, electronic
information panels, signage and self-service bikes.

Some cities and local government agencies prefer to charge a fee
instead of benefiting from additional non-advertising street
furniture or services. In this case, the Group will pay advertising
rent & fees to local authorities, which can account for more than
25% of Street Furniture revenue.

Our Street Furniture contracts have terms of 8 to 30 years. As of 31
December 2023, our Street Furniture contracts had an average
remaining term of 5 years and 8 months (weighted by 2023
advertising revenues and adjusted to account for projected revenue
from new contracts).

Contracts for supermarkets and shopping centres classified in the
Street Furniture business line generally take the form of master
agreements with the operators of shopping centres and a separate
agreement with the managing agent of each supermarket or
shopping centre.

JCDecaux
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We continue to renew our existing Street Furniture contracts
successfully through a competitive tendering process and to win a
high proportion of the new contracts on which we bid. In 2023,
JCDecaux won 83% of the competitive tenders for Street Furniture
advertising contracts on which it bid worldwide.

NUMBER OF ADVERTISING PANELS PER ZONE

Rest of Europe 315,867
France 121,628
Rest of the World 88,194
Asia-Pacific 47,895
United Kingdom 38,786
North America 17,827

The Group sells, leases and maintains street furniture primarily in
France and Germany. It generates revenues that are recorded in the
Street Furniture segment of our financial statements. In 2023,
these activities generated revenue of
€199.8 million representing 10.9% of our total Street Furniture
revenue.

1.11.3. SALES AND MARKETING

Street Furniture recorded organic revenue growth of +5.1% in 2023,
with revenue of €1,839 million, significantly higher than in 2019,
and with sustained commercial momentum throughout the year. All
geographical regions recorded solid performances. Revenue for
France, the United Kingdom, the Rest of Europe and the Rest of the
World was above 2019 levels.

The Street Furniture segment is at the heart of JCDecaux's
outdoor advertising appeal. It is very high qualitaty, and has tight-
knit regional coverage. It maintains a network in close proximity
with its audiences and is useful in their daily lives. It is a very
effective medium with high "reach” recognised for its efficiency and
appreciated for the advertising exclusivity it provides at the scale of
an urban area. Widely implemented by large national and
international advertisers due to its instantaneous power and
universality, it also meets the needs and objectives of smaller
advertisers, with localised, temporary or long-term campaigns.
100% visible and without ad blockers, it is a reliable space for
brands and provides transparent measurement. In this high value-
added universe, digital transformation is selective and premium, at
the heart of mobility hubs and living spaces.

JCDecaux Street Furniture solutions are designed, marketed and
managed by integrated multidisciplinary teams: sales, events,
marketing and data marketing, studies and measurement, value
creation and planning, and performance and resources.

This robust organisation and its sales and marketing resources
enable:

e Targeting of all advertising markets (ultra-local, local, national
and international)
e Activation of all sectors of activity

e The design of efficient solutions, adapted and customised for
each client’'s marketing challenges and objectives



GROUP ACTIVITY AND STRATEGY

Street furniture

e Support for advertisers and their agencies (media, creation,
digital] across the entire value chain of a campaign with
JCDecaux: before, during and after, for audience knowledge,
planning optimisation, and short and long-term effectiveness
measurement and review. The "Empreinte 360" calculator to
measure the environmental, economic and social footprint of
JCDecaux campaigns has been available for the French market
since 2022. Certified by the ABC [Association Bilan Carbone) and
EY, it will be rolled out more widely in the coming years

e Communication and motivation of the market thanks to content
strategy and presentations that promote the media

e JCDecaux to be positioned as an opinion leader and influencer
in its market

e Steering of dynamic revenue management by focusing on
marketing modes and systems that are the most relevant for the
advertiser and the most contributory for JCDecaux.

Thanks to its strategy and its resolutely customer-focused
approach, JCDecaux delivers a quality experience for its Street
Furniture advertisers.

Bus shelter
STAVANGER - NORWAY

1.11.4. MAIN RECENT INITIATIVES AND INNOVATIONS

The Street Furniture segment saw three major trends in 2023: a
strong consideration of CSR criteria in public tenders, the
digitisation of cities and the development of the programmatic sales
channel.

1.11.4.1. New contracts, contract renewals and acceleration
of the digitisation of Street Furniture

The main contracts won by JCDecaux in 2023 are long-term, with a
strong focus on sustainable development, such as smart lighting
solutions for energy savings. With a few exceptions, these contracts
include the deployment of a digital offer.

Satisfaction indicators reflect this perceived value. In France, for
example, the Limelight Marketing Insight reference barometer gave
JCDecaux a 90% of customer satisfaction score (advertisers and
media agencies) for 2023.

The development of the Street Furniture digital channel is at the
heart of the Group’s sales and marketing strategy. In 2023, the
share of Street Furniture digital advertising revenue reached 33.6%
of total Street Furniture revenue. This digital acceleration is the
result of on an audience sales approach, optimised by Data,
targeting and the contextualisation of campaigns, in real time. This
is made possible by connected screens, and is now accessible
programmatically via the VIOOH Supply Side Platform. These
programmatic revenues are largely the result of the activation of
new advertisers looking for tailored campaigns and flexibility.

JCDecaux is also responding to demand for even more creative and
engaging Street Furniture campaigns in most of the Group's
countries. The JCDecaux Creative Solutions® and JCDecaux Live
ideas and innovation laboratories enable the implementation of new
brand experiences in public spaces.

GOTA - COLOMBIA

e Exclusive contract for street furniture advertising in Stavanger,

Norway, for a period of 10 years
e Exclusive contract  for  street  furniture

in Tallinn, Estonia, for a period of 21 years

advertising

e Renewal of the Toulouse Métropole bus shelter contract and of
the street furniture contract for Toulouse, France, for a period of
15 years, with solutions to reduce energy consumption by 64%
and 39%, respectively, compared to current contracts

e Exclusive contract for street furniture advertising in the Macao
Special Administrative Region [Macao SARJ, China, for a period of
15 years, including many services

e Extension of street furniture contracts in Bromley (London),
Edinburgh (United Kingdom) and Tokyo, Nagoya and Osaka
(Japan), for periods of 5 or 10 years

e Extensions of contracts for the qualitative and selective
deployment of Digital in many cities: Stuttgart, Dusseldorf and
Bremen (Germanyl], Vienna (Austria), Milan, Bologna and Genoa
(Italy), Lisbon (Portugall, Mexico City (Mexico), etc.

JCDecaux
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1.11.4.2. Acceleration of digital and programmatic sales

The digital transformation of a selection of street furniture at
remarkable locations in many cities around the world has
accelerated JCDecaux's digital sales. Coverage is now significant in
the countries concerned and was expanded in 2023, with, in
particular, the launch of the programmatic DOOH offer in Portugal.
These offers are now fully accessible in programmatic sales when
they are connected to VIOOH (SSP).

WallDecaux set a new record in terms of programmatic sales. In
Germany more than 300 additional screens were installed in 2023
for a total of over 1,400 screens.

1.11.4.3. Innovative and sustainable services in cities

The street furniture business is the sustainable medium imagined,
created and deployed by JCDecaux around the world.

A few illustrations:

Service hubs in the United Kingdom, equipped with defibrillators, a
telephone, Wi-Fi, USB recharging and a touch screen for
information and services. 200 defibrillators are available in 20 cities
in the United Kingdom. They have totalled more than 500 uses,
proof of their relevance in public space.

Digital street furniture including a defibrillator, touchscreen and a phone

GUILDFORD - UNITED KINGDOM

|Bus shelter with a green roof
HAMBURG - GERMANY

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023

GROUP ACTIVITY AND STRATEGY

Street furniture

Over 2,500 public toilets are now available in 28 countries. They are
used over 30 million times a year. San Francisco's public toilets,
designed by SmithGroup and known as “AmeniPODS" have received
prominent awards, in particular for their sustainable design. This
public health service is provided jointly with a social reintegration
project: in this case, the facilities are managed by former detainees
who welcome and help users.

2023 also stood out with the deployment of new street furniture
services: in Macao [Chinal, for example, street furniture displaying
contextual information (date and time), access ramps for people
with reduced mobility, tactile and Braille signage for the visually
impaired and the provision of USB ports. In Milan (ltaly),
in collaboration with the transport company ATM, 20 “smart Bus
Shelters” were equipped with touch screens for ATM information
and communication, and 50 passenger shelters were equipped with
USB plugs for ultra-fast charging.

Lastly, the deployments of green urban furniture included two bus
shelters in Hamburg (Germany). They have been covered with
specific plants in collaboration with the German Wildlife Foundation
to provide a more pleasant and biodiversity-friendly city. The
installations provide a home for 49 species of bees, including some
rare and protected ones.

Automatic public toilet - Market Street, "Embarcadero Plaza”
SAN FRANCISCO - UNITED STATES

Bus shelter with a Live Touch screen
MILAN - ITALY

© Kyle Jeffers Photography, courtesy SmithGroup

41



GROUP ACTIVITY AND STRATEGY

Street furniture

For several years now, the Group has consolidated and expanded
its presence in key locations to target high value-added
audiences, local consumers and consumers at the point of sale.
The Group is present in 38 countries in the Retail segment
(shopping  centres, department stores, hypermarkets,
supermarkets, city-centre stores, etc.).

Shopping centres: a premium offer in 17 European countries,
in particular the United Kingdom, Spain and Portugal,
in 6 countries in the Asia-Pacific zone including Japan and
Singapore, in 4 Latin American countries including Mexico and
Peru, in 8 countries in the Middle East and Africa region,
including Qatar and South Africa. Shopping centres provide an
exceptional communication environment for a large portfolio of
advertisers, ranging from luxury goods to services, and from
technology products to fashion.

In 2023, JCDecaux won four new contracts for shopping centres
in Portugal with an annual footfall of 15 to 20 million visitors. In
Spain, the company won a contract for a shopping centre in
Mallorca, one of the largest in the Balearic Islands.

Our key partners include:
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Carrefour
SAO PAULO - BRAZIL

1.11.5. FOCUS ON RETAIL: OFFERS FOR SHOPPING HUBS AND CONSUMERS

Hypermarkets, supermarkets and city-centre stores: this offer
covers both inner-city locations and supermarkets on the
outskirts of cities. It is a particularly attractive segment for
advertisers in the consumer goods and services category.

In 2023, JCDecaux expanded its partnership with Carrefour and
Unlimitail (a Carrefour and Publicis joint venture) by signing a
contract in Brazil to digitise Carrefour's shopping centres, the
undisputed market leader.

JCDecaux also won a contract with Tesco supermarkets in
Ireland, strengthening the Group’s partnership with the brand,
which started in the United Kingdom in 1996.

Our key partners include:

( » TESCO

Waitrose

Carrefour
s Ahold
MONOPRIX @,{J Delhaize

A resolutely Data-centric offer: as part of our partnerships with
retailers, we have access to high-value data: till receipts,
customer profile analyses, etc.

This data enables us to deliver precise mediaplanning and
relevant insights and effectiveness measurements to our clients
(campaign impact on sales, drive to store, etc.).

Programmatic is also key to increasing advertising sales in retail.
Thanks to our partnership with Displayce, we can offer our
clients the activation of retailer data to optimise their campaigns
via a DMP (Data Management Platform). Additionally, the Retail
advertising inventories available in Displayce’'s DMP open
opportunities to a wide range of new advertisers.

Among our key partners:

O displayce L7 unlimitail

The Retail Media PowerHouse
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Westfield shopping centre London
LONDON - UNITED KINGDOM
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1.11.6. FOCUS ON SOFT MOBILITY: SELF-SERVICE BIKES

Self-service bikes are a true complement to public transport.
They improve the quality of life in cities by optimising travel via
an approach that addresses environmental and public health
concerns.

A pioneer of the bicycle rental market since 2003, JCDecaux
develops widely accessible offers and services that are easy to
use, innovative, robust and sustainable - for the benefit of
users and cities.

JCDecaux operates more than 30,000 bicycles in 11 countries,
with a particularly well-developed footprint in France.

Despite a context of heightened competition in recent years
with the development of free-floating bicycles and electric
scooters in many cities around the world, JCDecaux's 2023
bike-sharing numbers exceeded the levels recorded in 2019, in
line with the growth in urban cycling. For example, in France,
JCDecaux recorded 25% new subscriptions in 2023 compared to
2019.

This success is based on 20 years of unmatched international
experience in self-service bicycles, with:

Systems developed in partnership with cities, as part of public
contracts

The capacity to propose mechanical and/or electrically assisted
bicycles, that are robust, tried and tested in public spaces

The ability to offer an extensive range of services to meet the
needs of cities and citizens: self-service bicycles, long-term
rental, adapted bicycles, parking solutions, innovative
functionalities such as bicycle reservations, etc.

Recognised omnichannel experience in managing the
customer relationship, which enables each user to manage
their subscription from their smartphone

An expert and increasingly responsible approach to bikes
operations [maintenance and repair in workshops, fleets of
zero-emission vehicles in certain markets)

Excellence in regulation, maintenance and upkeep operations
to ensure the availability of bicycles for users and their safety.

JCDecaux listens to its users and continues to imagine the future

of shared bikes to

improve the experience and facilitate

daily travel.

[

KEY EVENTS IN 2023

VéléToulouse (Toulouse, France): Renewal of the City of
Toulouse's self-service bikes contract for a period of
12 years. The fleet will grow from 286 stations
and 2,600 bicycles to 400 stations and 3,600 bicycles.
Eventually, 50% of the new fleet will consist of electric-
assist bikes with onboard integrated batteries that can be
recharged at the stations.

VéloToulouse y
TOULOUSE - FRANCE

The self-service bikes systems in Milan (BikeMi) and Verona
(VeronaBike) were integrated following the acquisition of
Clear Channel in Italy by JCDecaux in 2023: the fleet consists
of 4,830 self-service bicycles, including 1,000 electric-assist
bikes.

JCDecaux received the “Customer Service of the Year”
award in the “Individual passenger transport” category for
the 5™ time.

JCDecaux
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* Cyclocity, a subsidiary of JCDecaux, voted Customer Service of the Year 2024, Individual passenger transport category - BVA study - Viséo Cl - More information on escda.fr.
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1.12. TRANSPORT

The advertising business in Transport activities includes:

e 153 advertising contracts in commercial airports and 110
contracts in private aviation terminals.

e 258 advertising contracts for public transport systems (metros,
trains, buses, trams and other mass transit systems, as well as
express trains serving international airports around the world).

The Group's Transport business totals more than 319,000
advertising panels in 50 countries, of which over 79,600 are in
airports. In2023, the airport advertising business represented 51.6%
of Transport revenue and transit system advertising accounted for
38.6%. Almost 10% of Transport revenue generated by other
operations undertaken bysubsidiaries intheTransport business; this
includes printing of posters, sale of non-advertising products or
cinema advertising. This figure excludes small advertising panels
sold onairport trolleys and inside buses, trams, trains and metros.

1.12.1. CHARACTERISTICS OF TRANSPORT
ADVERTISING CONTRACTS

JCDecaux looks for exclusive contracts with airport and transport
authorities, most of which are subject to tender procedures. Some
of the most common terms and conditions in the Group’s Transport
contracts are listed below:

e Aterm of 3 to 15 years; payment of rental & fees in proportion to
revenue generated, combined in many cases with a minimum
guaranteedrent & fee

e Exclusive rights, with some very rare exceptions, to conduct its
advertising businesses.

Some contracts are joint ventures: Frankfurt, Shanghai and Paris
airports / Tianjin and Shanghai metros.

TRANSPORT REVENUE (IN MILLIONS OF EUROS)
OF WHICH DIGITAL REVENUE (IN %)

1,636
1,233
1,075
811 e
2019 2020 2021 2022 2023
Digital Analogue

At end of 2023, the average remaining term (weighted by 2023 rev-
enue) of the Group’s contracts in airports was 4years and 5 months.
[t was 4 years and 4 months in metros and other transit systems.

Under these contracts, JCDecaux pays typically 50-70% ofits average
advertising revenue to the grantor over a normal year. However,
the investment and operating costs linked to maintaining these
panels are much lower than for street furniture contracts.

i tro

SHANGHAI - CHINA

Asia-Pacific 114 944
Rest of Europe 120016
Rest of the world 45 835
United-Kingdom 17 825
France 8758
North America 11942

(&)

KEY EVENTS IN 2023

Following call for tenders, JCDecaux won the advertising concession ® The contract for advertising space in Salvador de Bahia metro in

for:

e Oslo's transpot system (metro, trams and bus), the largest
advertising contract in Norway. The commencement date for
this contract is January 1st 2024. It is the largest OOH contract
in Norway with a strong digitisation of advertising spaces.

e The First Rail contract in the UK, covering 390 stations. This
contract strengthens JCDecaux's position in this market segment.

Brazil, operated by CCR Metro Bahia.

Finally, JCDecaux Spain renewed and extended its partnership with
Madrid metro with a view to digitising its advertising space
through innovative formats.

JCDecaux
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1.12.2. ADVERTISING IN METRO AND TRANSIT
SYSTEMS

1.12.2.1. Audience and traffic

For its metro and transit systems, the Group uses the same
geomarketing techniques as for street furniture and large format.
This maximises the impact of its advertising networks on metro
audiences and the performance of the Group’s commercial
offerings. A new audience measurement solution, called Metro
Audience Metrix (MAM], was deployed in 2023 in the metros of
Shanghai, Beijing, Chongging and Tianjin. This solution provides
agencies and advertisers with quantitative data on the effectiveness
of their advertising campaigns. Additionally, it offers data on the
number of impressions, enabling programmatic selling. This
initiative will be gradually rolled out to other metro platforms in the
coming months.

1.12.2.3. Geographical presence
At 31% décembre 2023

GROUP ACTIVITY AND STRATEGY

Transport

1.12.2.2. Sales and marketing

JCDecaux’'s media offer in metro and other transit systems consists
of networks of panels, both digital and static. They deliver a broad
audience reach. They also deliver dominate advertising areas to cre-
ate brand territory and experiential solutions. These contribute to
instilling brand engagementand a memorable customer experience

In September 2023, JCDecaux introduced its latest global narrative
around metro and train advertising ("Metro/Train Stories: Time and
Space for a Daily Dialogue with Urban Lives"]. The key findings of
this on-line survey involving 5260 metro and train commuters
establish that:

e Metro and train systems are perceived as the bedrock of city
living. They seamlessly connect millions from suburbs to city
centers.

e They offer a dynamic platform delivering up to 2h30 of weekly
dialogue with a coveted audience of commuters. Indeed,
commuters are inherently receptive to advertising influence due
to a unique mindset and an astounding 90% declared actively
noticing advertisements.

2 5 8 TRANSPORT

ADVERTISING CONTRACTS

29 COUNTRIES

\ ¥

LATIN METRO/
AMERICA TRAM BUS
Brazil 3

Panama 3
Peru 3

Uruguay .
Mexico .

#1 in metro advertising in China, with a une presence in
BEIJING, SHANGHAI, HONG KONG, CHONGQING, NANJING, TIANJIN, SUZHOU

National reach in
TRAIN STATIONS IN DENMARK, NORVWAY, UK AND IN BUSES IN ITALY

TRAIN

METRO/ METRO/
EUROPE TRAM BUS TRAIN TRAM BUS TRAIN
Austria 3 3 3 Luxembourg .
Belgium . o Netherlands o
Czech Rep. 3 3 Norway 3 . .
Denmark 3 ROI o
Finland o Spain o o
Germany D . Switzerland"” . . .
Hungary . 3 UK o
Italy .
i‘i .
y METRO/
' ; ASIA/PlACIFIC TRAM BUS TRAIN
Australia o o o
China . .
India o
» ‘ New-Zealand .
v P4 METRO/
ME/AFRICA TRAM BUS TRAIN
Cameroon . .
Israel 3
Ivory Coast 3
Namibia 3
South Africa 3

" Operated by APG | SGA subsidiary of JCDecaux under significant influence.

JCDecaux
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GROUP ACTIVITY AND STRATEGY

Transport

1.12.3. AIRPORT ADVERTISING

1.12.3.1. Audience and traffic

According to the ACI [Airport Council International], the traffic
projection is around 8.7 billion passengers in 2023, or 95% of the
2019 level and +31% compared to 2022.

Furthermore, projections indicate that global traffic is expected to
reach 9.7 billion passengers by the end of 2024, surpassing pre-
pandemic levels. They also suggest a doubling of passenger volume
by 2042.

The ACI "ASQ 2023 survey” evidences a recovery in business traffic,
with around 23% of passengers travelling for business reasons in
2023, vs 21% in 2019. Advertisers value airport passengers because
they typically include a high percentage of business decision-makers
travelling both for business and leisure. This business audience is
usually difficult to reach through traditional media.

What also makes the air passenger audience valuable is that they
spend a significant amount of time at the airport. In addition, they
are in a positive frame of mind and so highly receptive to advertising
messages.

Lastly, the audience measurement was made available to 7 new
airports. Thus, at the end of 2023, 55 airports are covered around
the world in 17 markets. For these airports, the audience is
measured either through JCDecaux’ own methodology (Airport
Audience Metrix AAM] or through local audience measurement.

1.12.3.2. Sales and marketing

The Group believes that its presence in 153 airports worldwide, par-
ticularly in major hubs such as London, Paris, Los Angeles,
Frankfurt, Hong Kong, Shanghai, Singapore and Dubai, is a vital
asset when responding to every type of requests from brands,
whether in relation to local, national or international campaigns, or
when it comes to purchasing individual units of advertising media,
advertising packages or networks for one or more airports.

Access to data and the dynamic use of digital technology makes it
possible to improve advertising targeting and increase revenue per
passenger. This year, programmatic trading was made available to
11 new airports. At the end of 2023, 40 airports within the
JCDecaux global network can trade programmatically.

Thanks to this international presence, JCDecaux can market national
and global advertising networks. This allows the Group to deliver
higher revenue per passenger and highervalue per face. JCDecaux's
global dimension plays a major role in the decision of major airports
to work with the Group in the management of their advertising over
a long period.

(&)

KEY EVENTS IN 2023

JCDecaux renewed and extended its advertising concessions with:

. Singapore-Changi, the third contract to be signed since the
concession began in 2011

. Bangalore Kempegowda International Airport in India for a 12-
year period, based on premium products and a strong
commitment to sustainable development

- Lima airport for the advertising concession for the new
international terminal, enabling us to further enrich the
passenger experience through the deployment of an iconic,
digital and contextual media offering.

In Australia, we won the contract for Adelaide airport,

consolidating JCDecaux's presence in the country's airports.

In France, following the 50/50 joint venture signed with Groupe

ADP in 2022, we launched the “Extime JCDecaux Airport” brand.

ChangtAirpc
'SINGAPORE

1

JCDecaux
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1.12.3.3. Geographical presence

GROUP ACTIVITY AND STRATEGY

Transport

At 31% December 2023

1 53 COMMERCIAL AIRPORTS

1 1 O PRIVATE AVIATION TERMINALS

3 8 COUNTRIES

NORTH AMERICA

8 commercial airports
11,942 advertising panels
USA: inc. Los Angeles, Dallas,
Houston, Miami

LATIN AMERICA / CARIBBEANS

22 commercial airports

5,643 advertising panels

Brazil: 2 airports inc. Sao Paulo GRU
Colombia: Bogota el Dorado
Panama: Panama City

Paraguay: Asuncion

Peru: 14 airports inc. Lima

LOS ANGELES, DALLAS FORT WORTH, MIAMI, SAO PAULO GUARULHOS,
PARIS CDG & ORLY, LONDON HEATHROW, FRANKFURT, DUBAI
INTERNATIONAL, JOHANNESBURG, BANGKOK SUVARNABHUMI, BEIJING
CAPITAL & DAXING, SHANGHAI PUDONG & HONGQIAO, HONG KONG,

SINGAPORE, SYDNEY

EUROPE

50 commercial airports

29,036 advertising panels

Benelux: 3 airports inc. Bruxelles
Central Europe: Warsaw and Prague
France: 23 airports inc. Paris CDG & ORY
Germany: Frankfurt

Italy: 6 airports, inc. Milan

Portugal: 8 airports, inc. Lisbon

UK: 2 airports, inc. London LHR
Suisse : Zurich!"

Dominican Rep.: 3 airports inc. Santo Domingo®?

53 commercial airports
13,441 advertising panels

ASIA / PACIFIC

20 commercial airports

19,566 advertising panels
Australia: Sydney, Perth & Adelaide
China: 9 airports inc. Shanghai PVG
& SHA, Beijing PEK & PKX and
Hong Kong

India: Bangalore

Japan: Osaka ITM & KIX
New-Zealand: 3 airports inc.
Auckland

Singapore: Changi

Thailand: Bangkok BKK

South Africa: 8 airports inc. Johannesburg, Cape Town and Durban
Saudi Arabia: 27 airports inc. Djeddah & Dammam

Bahrain: Bahrain International

UAE: 5 airports inc. Dubai DXB and Abu Dhabi

Malawi: 2 airports inc. Lilongwe

Mozambique : 4 airports inc. Maputo

Oman: 3 airports inc. Mascate
Zambia: 2 airports inc. Lusaka

Ivory Coast/ Gabon / Lesotho /Eswatini: airport serving the capital of

each country

" Operated by APG | SGA a subsidiary of JCDecaux under significant influence.

2

Exteriors only

JCDecaux
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GROUP ACTIVITY AND STRATEGY
Billboard

1.13. BILLBOARD

COUNTRIES

62

ADVERTISING PANELS

107,556

European leader in Billboard Advertising

1.13.1. BILLBOARDS, A POWERFUL MEDIA
FOR BRANDS

In 2023, the adjusted annual revenue of the Billboard Advertising
business was up by +0.8% to €498.4 million (+0.7% on an organic
basis), with strong growth in all regions compared to 2022. The
United Kingdom, Rest of Europe, North America, Asia-Pacific and
Rest of the World grew significantly year-on-year. France's revenue
declined mainly due to a reglementary reduction and rationalisation
of the number of sites. In 2023, the growth in the Billboard
Advertising business was driven primarily by its most digitised
markets. This activity accounted for 13.9% of the Group’s revenue.

JCDecaux operates more than 107,000 advertising panels in 62
countries and is the leader in this segment in Europe [source:
JCDecaux].

In line with its strategic optimisation plan for its Billboard
Advertising assets, the Group reduced the number of advertising
panels in its offer in 2023. Priority in all markets has been given to
the locations with the highest contribution in terms of coverage of
major urban and peri-urban routes, emergence and visibility among
mainly motorist audiences. The size and format of the billboards
vary depending on the countries, mainly in accordance with local
regulations.

The Kensington, West Cromwell Ro3d;"Design-Zaha Hadid
LONDON.-.UNITED KINGDOM

BILLBOARD REVENUE (IN MILLIONS OF EUROS)
OF WHICH DIGITAL REVENUE (IN %)

494 498
427
370
050 25.1% 29.0%

2020 2021 2022 2023

566

2019

M Digital M Analogue
The process of increasing the quality of an offer, appreciated by
advertisers for its advertising impact, is accompanied by a very
selective digital transformation of premium locations.
As a result, numerous connected screens (with formats ranging
from 6 m?2 to several dozen m?) operated in around thirty countries
provide advertisers with relevant, contextualised Digital Out-Of-
Home advertising in real time. The share of Digital revenue reached
33.6% of total Billboard revenue in 2023.

The Billboard business also includes illuminated advertising
(design and installation of very large format advertising neon signs)
and event banners (very large displays on building refurbishment
sites). In France, for example, JCDecaux Artvertising offers these
communication systems, often scenographic and unusual (up to
1,200 m?, on the largest sites) for campaigns that combine brand
utility (advertising impact and effectiveness) and civic utility. Since
2007, a French Heritage Code decree has authorised advertising
canvases on historic monuments and listed or registered buildings
when they are being renovated and require scaffolding. In return,
and in agreement with the public authorities, part of the advertising
revenue is donated and thus contributes to the financing of the
renovation work.

1.13.2. THE NATURE OF BILLBOARD CONTRACTS

JCDecaux's billboard contracts include leasing of the sites on which its
Billboard advertising panels are installed. The leases are generally
signed with the owners of land or of private buildings (private law
contracts) and, to a lesser but increasing degree, with local authorities
(public contracts), railway companies, universities and real estate
companies. JCDecaux pays rent to the owners of the sites or buildings.
Billboard contracts to occupy real estate belonging to the State or
regional communities are generally signed after a competitive tender.
In the United Kingdom, the Group owns a number of sites on which its
billboard panels are installed. They include The Kensington on
Cromwell Road, where the iconic digital structure designed by Zaha
Hadid Design has been installed.

NUMBER OF ADVERTISING PANELS PER ZONE

Rest of Europe 41,912
France 41,404
Rest of the World 17,460
United Kingdom 2,427
Asia-Pacific 2,439
North America 1,914

JCDecaux
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Digital billboard
SYDNEY - AUSTRALIA

1.13.3. SALES AND MARKETING

JCDecaux designs, markets and manages its Billboard offering with
integrated multidisciplinary teams: sales, marketing, digital, value
creation and planning, performance and resources. The positioning
of Billboard solutions ensures that all markets (national and local
can be targeted and all thusiness sectors activated.

Most of the traditional paper-based Billboard business consists of
short-term advertising campaigns, lasting between 7 and 14 days.

To meet advertisers’ communication objectives, the Group offers
coverage and targeting networks, with guaranteed promise and
performance, based on audience, socio-demographic and geo-
behavioural databases.

In some countries, such as France, permanent billboards (called
Long-Term Packages), with contracts lasting between one and
three years, account for a significant portion of revenue. While the
scheduled end of printed leaflets and catalogues is a fact in many
markets, the retail sector and more broadly all retailers believe that
outdoor advertising and billboards, in particular, provide a powerful
channel for their local advertising.

JCDecaux develops and deploys direct sales platforms to facilitate
access to its Billboard offer and enable advertisers
to identify and geolocate effective spaces for their billboard
campaigns in just a few clicks. In Belgium, the MONAFFICHE.BE
platform (https://www.monaffiche.be) is accelerating the Group's
growth in the market for small and medium-sized advertisers,
mainly in local markets.

The digital acceleration in Billboard Advertising is based on a real-
time audience sales approach optimised by Data, targeting and
campaign contextualisation. This is made possible thanks to
connected screens, and is now accessible programmatically via the
VIOOH (Supply Side Platform] platform. These programmatic
revenues are largely the result of the activation of new advertisers
looking for tailored campaigns and flexibility.

JCDecaux
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GROUP ACTIVITY AND STRATEGY
Billboard

1.13.4. MAIN RECENT INITIATIVES
AND INNOVATIONS

Rationalisation and refocusing of the Billboard offer, with an
acceleration of the selective and premium digital transformation.

1.13.4.1. Major new contracts, renewals
and digital transformation

New Digital Billboard advertising panels in London and & other
major cities in the United Kingdom.

Extension of the contract with the Royal Borough of Greenwich in
London (United Kingdom), for 10 years.

New digital installations in Australia, notably the deployment of the
200" remarkable Digital Billboard in 2023.

First deployments of Digital Billboards in Lisbon (Portugal).

Contract wins for unique Billboards in Madrid (Spain], in the heart
of the capital.

New Digital and Billboard deployments in Mexico City (Mexico) and
renovation of 87 locations with 35% lighter and more sustainable
materials.

In France, win of the Rungis International Market (MIN] contract for
a period of 10 years. The Rungis MIN is the largest fresh products
market in the world, with annual visitors exceeding 6.5 million.

Programmatic sales of digital billboards in most countries.

LED 8m? on pole
LISBON - PORTUGAL
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OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Components of the declaration of extra-financial performance

COMPONENTS OF THE DECLARATION OF EXTRA-FINANCIAL PERFORMANCE

e The scope covered by extra-financial data is 97% of the Group’s revenue and 95% of the Group's workforce (in FTE), unless otherwise

indicated in the text that accompanies the data presented.

e In accordance with Article L. 225-102-1 of the French Commercial Code, all the components of the Declaration of Extra-Financial
Performance (DPEF] are available in this report. The following chapter contains, in addition to the DPEF regulatory elements, information
that aims to meet the expectations of JCDecaux's key stakeholders.

e The risks listed below and presented in this chapter correspond to material extra-financial risks. They are from the risk analysis
described in the section "Risk management policy”.

COMPONENTS OF THE DECLARATION OF EXTRA-FINANCIAL
PERFORMANCE

BUSINESS MODEL

KEY EXTRA-FINANCIAL RISKS

FIGHT

AGAINST CORRUPTION

RESPECT
FOR
HUMAN
RIGHTS

Employees

Suppliers

Description of risk

Policies applied, due diligence
procedures and results

Description of risk

Policies applied, due diligence
procedures and results

Description of risk

Policies applied, due diligence
procedures and results

SECTION OF THE UNIVERSAL
REGISTRATION DOCUMENT

“A business model where the value
created is shared with our stakeholders”

and “Our founding values”

“JCDecaux in 2023 - Our key figures ”

“Group strategy”

“Integration of social, societal and
environmental changes in JCDecaux's risk

and opportunity management”

“Material extra-financial risks for

JCDecaux”

“Risk management policy”

“Our materiality matrix”

“Risk related to business ethics and

anticorruption”

“Conduct business ethically and

sustainably”

Focus “Business Ethics”

“Risks related to the non-respect of

employees’ human rights”

“Be a responsible employer”

“Risks related to the non-respect of

human rights by suppliers ”

“Conduct business ethically and

sustainably”

CHAPTERS

Group activity and strategy

Our social, societal, and
environmental responsibility

Group activity and strategy

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

PAGE

16

54

24

56

59

242

61

242

115

117

244

102

245

115

ecaux
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OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Components of the declaration of extra-financial performance

COMPONENTS OF THE DECLARATION OF EXTRA-FINANCIAL
PERFORMANCE

Description of risk

Policies applied, due diligence
procedures and results

Description of risk

Policies applied, due diligence
procedures and results

Description of risk

Policies applied, due diligence
procedures and results

Description of risk

Policies applied, due diligence
procedures and results

Other required information:

SOCIAL AND SOCIETAL O
CONSEQUENCES

Collective agreements entered
within the Company and their
impact on the economic
performance of the Company
andemployee working
conditions

¢ Actions aimed at combating
discrimination and promoting
diversity and measures taken to
support peoplewith disabilities

e Combating food waste, tackling
food insecurity, respect for
animal welfare, responsible, fair
and sustainable food policy

¢ Actions to promote physical and
sporting activities as well as
cultural activities

e Actions to promote the nation-
army bond and support
engagement in the reserves

Description of risk, Policies, due
diligence procedures and results

Other required information:
ENVIRONMENTAL
CONSEQUENCES ¢ Climate Change consequences
of the company’s business and
use of the goods and services it

produces

e Circular Economy

Description of risk, Policies, due

TACKLING TAX EVASION o
diligence procedures andresults

JCDecaux
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SECTION OF THE UNIVERSAL
REGISTRATION DOCUMENT

“Risk related to the talent attraction and
retention”

“Support employee growth and
development”

“Risk related to the Health & Safety of
employees and subcontractors”

“Promote an exemplary Health & Safety
culture”

“Risk related to personal data protection
and non-respect of personal privacy”

“Ensure that personal data is protected”

“Risk of online hacking of furniture and
dissemination of inappropriate content”

“Safeguard our digital activities to the
highest possible degree”

“Guarantee respect for fundamental social
values”

“Foster diversity and inclusion”

Non-material themes for JCDecaux's
business

Non-material themes for JCDecaux’s
business

However, actions do exist: Section
“Support employee growth and
development”

Non-material themes for JCDecaux's
business

Environmental issues are fully integrated
into JCDecaux’s ESG Strategy (see section
“Towards an optimised environmental
footprint”), but are not identified as a key
risk

Sections “Systematise ecodesign to
improve environmental and social
performance” and “Deploying an
ambitious climate strategy targeting Net
Zero”

Focus “Renovation of furniture in a
circular approach” and section “Curb our
other environmental impacts”

Responsible tax issues are fully integrated
into the Company’s strategy (see “Tax
policy” section), but are not identified as a
key risk

CHAPTERS
Risk factors and internal
control

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

Risk factors and internal
control

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Our social, societal, and
environmental responsibility

Financial andaccounting
information

PAGE
248
110
248
108
245
120
247

86

105

13

110

89

79,89

98, 99

265
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OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

A sustainable strategy serving the community

2.1. ASUSTAINABLE STRATEGY SERVING THE COMMUNITY

JCDecaux in 2023 - Our key figures

11,678 €3,570.0 +850 +80 3,918 587 153 258

FTE million in million countries | cities of more =~ shopping airports transport
employees (adjusted) potential than 10,000 centres equipped concessions

(95.6% on revenue of audience inhabitants equipped with (excluding

permanent  which 48.2% equipped with with JCDecaux airports)
contracts) aligned with JCDecaux JCDecaux furniture  equipped with

the Taxonomy furniture furniture JCDecaux

regulation furniture

NORTH AMERICA FRANCE UNITED KINGDOM

Rev.
€285.4 M
(8%)

REST OF THE WORLD REST OF EUROPE

Rev.
3,244 €1056.9 M

Rev.
€469.6M
(13%)

2,230

(19%) (28%) (30%)

ASIA-PACIFIC

Rev.
1,850 €768.1
(16%) (22%

689,651 239.5

MWh of energy Kt CO,eq
consumption Group
carbon

footprint

[market-

based)

M
J

JCD
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AMBITIONS OF THE
2030 ESG STRATEGY

TOWARDS MORE
@ SUSTAINABLE LIVING
SPACES

TOWARDS AN

OPTIMISED
ENVIRONMENTAL
FOOTPRINT

TOWARDS A

RESPONSIBLE
BUSINESS
ENVIRONMENT

@ chieved @ on track

1100% of our countries have deployed the Code of Conduct for Out-of-Home Display.

'In countries with suitable facilities.
" Percentage of waste recovered.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

A sustainable strategy serving the community

2030 ESG Strategy - Key objectives and results summary table

KEY OBJECTIVES

Develop the eco-design policy

100% of the Group’s countries
commit to implementing and
applying the principles of our Code
of Conduct for Out-of-Home
Display

100% of the Group’s countries
representing 80% of the annual
adjusted revenue, contribute to
support one or more of the United
Nations’ SDGs

At least 60% reduction in carbon
emissions on scopes 1and 2 (vs
2019) (market-based)

20% reduction in vehicle emissions
in gCOy/km (vs 2019)

100% of electricity consumption
covered by green electricity

Zero waste landfilling vs total
waste?

Enhance the water policy and
action plans

Reduce the accident frequency
rate by 25% (vs 2019)

100% of employees completed at
least one training course during
the year

40% of women on JCDecaux’s
executive management
committees

100% of key suppliers have signed
the Supplier Code of Conduct

100% of European subsidiaries are
assessed on the management and
use of personal data

DEADLINES

2023

by 2024

by 2025

2030

2030

Annual

2035

Annual

2030

2030

2027

Annual

2025

RESULTS
2021 2022 2023
’ LCA methodology

- Wo&ljr:&ﬁ;gup reviewed and

audited

_ 100%[1] 100%111

- N/A 100%

(52.8%) (61.6%) (62.4%)

- (6.3%) (5.6%)
98% 100% 100%
80% 85%° 96%"

Gradual
- Achieved deployment of
additional meters
(20.7%) (26%) (20.7%)
67% 84% 85%
32.5% 32.8% 34.1%
100% 100% 100%
100% of 100% of
European European
- subsidiaries subsidiaries
[excludin%; lexcluding?
France)® France)®

1°100% of European subsidiaries (excluding France) have undergone a first series of audits dedicated to GDPR compliance.
9" 100% of European subsidiaries [excluding France) have undergone audits dedicated to GDPR compliance.

JCDecaux
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OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

A sustainable strategy serving the community

2.1.1. INTEGRATION OF SOCIAL, SOCIETAL AND ENVIRONMENTAL CHANGES IN JCDECAUX'S RISK AND
OPPORTUNITY MANAGEMENT

2.1.1.1. Towards smart and responsible cities and mobility services

The cross-functional approach to Sustainability enables the Company to anticipate future changes that may impact its business and to study
market risks and opportunities. The integration of Sustainability into the Company’s strategy facilitates the management of risks related to
environmental and social issues and represents a lever for innovation and an asset for its economic development over the medium and long term.

56

TRENDS, CHALLENGES AND
OPPORTUNITIES

0
68 /0 of the global population will live in urban areas by 2050
(compared to 56% in 2021], representing an increase of 2.2 billion
urban dwellers" and thus a growth in the audience of outdoor
advertising in cities.

0
90 /0 of new urbanites will be in Africa and Asia'’. Emergence of

increasingly “global cities”, particularly in developing countries,
requiring greater accessibility, connectivity, mobility, etc.

0 .
7.2 /0 of annual growth expected between 2023 and 2030” in the
global public transport market. The increase in the global
population and the urbanisation of cities are expected to drive
growth in this market. The deployment of mobility infrastructure
meets the demand for public transport in mega-cities.

ACCELERATING GLOBAL URBANISATION AND DEVELOPMENT OF TRANSPORT CHALLENGES

PERSPECTIVES FOR JCDECAUX

Faster urbanisation strengthens JCDecaux's international development strategy
of offering more services to citizens, particularly in emerging countries.

This development creates new opportunities for technological, societal and
environmental innovation to anticipate the needs of these “global cities” as well
as the airports that serve them.

Increased global urbanisation and the necessary reduction in GHG emissions call
for the massive construction of public transport infrastructure, enabling
JCDecaux to reach a wider audience.

The development of digital, new intelligent media planning tools and new
targeted advertising offers will increase revenue.

~ CLIMATE CHANGE AND SCARCITY OF RESOURCES

_—

TRENDS, CHALLENGES AND
OPPORTUNITIES

Global warming will reach 1.5 °C by the beginning of the 2030s. The

global climate will heat up to 2.8°C by 2100 according to the
IPCC, a group of experts on climate change®. To limit this global
warming, it will be necessary to reach “net zero emissions” by 2050 to
remain below 1.5 °C, and by 2070 to remain below 2°C. It is necessary
to drastically reduce GHG emissions in all sectors before 2030%.

Climate change is responsible for the dramatic increase in natural
hazards and disasters with repercussions on global food security,
employment and education®.

Natural disasters multiplied by 2 worldwide in 20 years'.

It also threatens to reverse decades of progress towards better
health and well-being”.

Itis necessary to adapt to a new climate context. People are aware
of this situation: 75% of people believe that the danger is real
danger if we do not quickly change our habits®,

' Envisaging the future of cities, UN-Habitat, World Cities Report 2022

PERSPECTIVES FOR JCDECAUX

In its Climate Strategy, which demonstrates its commitment to reducing its
carbon footprint across its entire value chain, JCDecaux is continuing its
commitment and active participation in the fight against climate change by
adopting eco-responsible practices and promoting sustainable innovation in its
activity. The aim of this strategy is to align with the objectives of the Paris
Agreement and achieve Net Zero Carbon by 2050.

As they develop, cities are increasingly exposed to climate-related risks and play
a crucial role in the fight against climate change. There are great opportunities
to develop new services for cities around climate change resilience and
adaptation: sensors to warn against pollution peaks, alerts on extreme climate
events, participation in the development of biodiversity in cities (greening of
furniture for example), improvement of air quality, fighting against heat islands,
etc.

2 Public Transportation Market Size, Share & Trends Analysis Report By Distribution Channel (Online, Offline), By Mode Type (Road, Raill, By Region, And Segment Forecasts, 2023 -

2030, Grand View Research

¥ Climate crisis. What you need to know about the COP28 Climate Change Summit, Amnesty International 2023
' IPCC Sixth Assessment Report, Climate Change 2022: Mitigation of Climate Change, the Working Group Il contribution - IPCC

B https://www.undrr.org/gar/gar2023-special-report

¥"UN News. "Staggering’ rise in climate emergencies in last 20 years, new disaster research shows”, 12 October 2020

" https://public-old.wmo.int/en/our-mandate/climate/state-of-climate-services-report-for-health

¥ https://www.ipsos.com/en/ipsos-global-trends-2023-highlights-polarisation-pessimism-and-positivity
https://www.ipsos.com/sites/default/files/ct/news/documents/2023-11/ Press-release-1GT-2023-highlights-report.pdf
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DIGITAL TRANSFORMATION

TRENDS, CHALLENGES AND
OPPORTUNITIES

Nearly 1 50 mll.l.lon new mobile phone users in 2023".

65.7% of the global population uses the Internet and 61.4% uses
social media with 4.95 billion active profiles in October 2023

With the growth in media offerings and the increasing number of
communication channels, advertisers are seeking solutions
enabling them to better target a connected, mobile audience
seeking interactivity.

The digital transformation is expected to bring to global society and

industry over $1 00,000 bl|.|.I0n by 20257, a sign of

new opportunities linked to the increase in the digital and data
offering, serving connected cities.

In addition to the digital transformation, the artificial intelligence
market is expected to experience an annual growth rate of

1 7.30/0, by 2030. Its value is expected to increase ninefold by

2030 Al, which affects all sectors, could boost productivity growth
but has some limitations.

For example, as of 4 December 2023, nearly 583 news sites were
generated by artificial intelligence, according to a study". Fake
news is increasing, in particular due to the misuse of Al.

A sustainable strategy serving the community

PERSPECTIVES FOR JCDECAUX

Outdoor advertising is the only real mass medium able to capture an increasingly
mobile and connected global audience.

The powerful combination of its outdoor advertising offering and the benefits of
mobile Internet enables JCDecaux to offer its advertiser clients an even more
effective and impactful service.

In an increasingly connected society, the solutions developed by JCDecaux for
citizens, cities, transport companies and advertisers are increasingly digital,
interactive and relevant thanks to the digital transformation and a pragmatic and
prudent use of the Al

In addition, out-of-home advertising remains the only reliable medium where no
“fake news” is relayed. JCDecaux monitors the ethics of billboard advertising: its
Ethics Committee assesses an average of more than 1,800 campaign visuals
each year.

CHANGE IN CONSUMPTION PATTERNS AND CITIZENS" EXPECTATIONS

° [ ]
o\ TRENDS, CHALLENGES AND
@ 4 OPPORTUNITIES

The collaborative sector is expected to grow globally. Collaborative
solutions are popular with citizens, and cities are positioning
themselves as true leaders in collaborative work by providing
shared service solutions (soft mobility, concierge services, etc.).

0 . : :
40 /0 of consumers say that a company’s social actions can

influence their purchasing behaviour. 30% say that it is more about
environmental actions®.

8 out of 10 consumers say they are ready to pay 5% more for

products from sustainable production’

But nearly 73% of brands could disappear without bothering the

majority of consumers'”.

PERSPECTIVES FOR JCDECAUX

JCDecaux’s business model is based on the functional economy, which aims to
develop integrated solutions of goods and services with a view to sustainability.
JCDecaux provides a comprehensive service to its clients while retaining
ownership of the furniture made available to cities and transport companies that
JCDecaux can renovate at the end of the contract to give it a second life.

Collaborative work has always been a part of JCDecaux, which develops
solutions to strengthen economic dynamism in neighbourhoods and social ties
between individuals (neighbourhood concierge services in kiosks, soft and
shared mobility, etc.).

As a media present in the public space, JCDecaux is a real player on the public
scene. Reaching more than 850 million people worldwide every day, the Group
has a real capacity to influence and is responsible for amplifying positive
messages as well as making impactful solutions visible. Convinced that
advertising can be used to make lifestyles attractive and sustainable, JCDecaux
supports brands in this process and develops solutions adapted to new
consumption patterns and the expectations of citizens.

The analysis of the challenges and prospects enables JCDecaux to anticipate the impacts and challenges for its activities and its value chain
and to provide concrete operational responses. It also feeds into the analysis of environmental, social, societal and governance issues, as

well as the mapping of extra-financial risks.

' DIGITAL REPORT - THE LAST DIGITAL FIGURES - OCTOBER 2023 - We Are Social France

2 Digital Transformation Initiative, World Economic Forum.

¥ https://www.statista.com/statistics/941835/artificial-intigence-market-size-revenue-comparisons/

“ https://www.newsguardtech.com/special-reports/ai-tracking-center/
9 Global Consumer Insights Pulse Survey, June 2022, PwC

1 [https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey.html)

"HAVAS_MB_WhitePaper2023_FINAL.pdf (meaningful-brands.com)
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Fa
Eu
im

FOCUS "FRAMEWORKS AND REGULATIONS”

ced with a rich regulatory context both in France and in
rope, JCDecaux anticipates and integrates the themes likely to
pact its activities and its reporting:

The European green taxonomy aims to direct investments
towards sustainable activities. The Group published the
eligibility of its activities in 2021 and their alignment in 2022
(see section 2.1.2.2).

The Corporate Sustainability Reporting Directive (CSRD) will
apply from the 2024 fiscal year for JCDecaux, with the
sustainability report replacing the current DEFP. In 2023,
JCDecaux conducted a double materiality analysis in close
collaboration with its employees, customers, suppliers and
investors. Civil society was also consulted. This allows us to
benefit from a broader perspective of the Group’s ESG issues
and to refine the analysis of the most material issues for the
Group.

This project is a continuation of the Group’'s sustainable
development efforts and enables us to prepare for the
application of the CSRD. To make CSRD a strategic tool, the
internal control systems and governance of ESG issues will be
strengthened.

The Law on the Duty of Vigilance has required French
companies with more than 5,000 employees to publish a
vigilance plan since 2017, with which JCDecaux complies (See
Appendix: The 2023 vigilance plan). The directive on the duty of
vigilance for companies in terms of sustainability will extend
the scope of the companies concerned, and its transposition
into national law is expected from 2026. JCDecaux remains

attentive to these changes, which structure its risk analysis.

2.1.1.2. The specificities and strengths of JCDecaux'’s value chain

JCDecaux relies on an ecosystem of players at the various stages of value creation and distribution, and effectively mobilises the various
resources (see diagram below). The Company internalises more than 400 key processes, from the design of street furniture to the
marketing of advertising space and furniture maintenance (see “Group activity and strategy”). This specific characteristic ensures that
JCDecaux manages its resources and impacts at each stage and guarantees optimal quality of the products and services offered.

KEY

MILESTONES AND RESOURCE USE IN THE VALUE CHAIN

CUSTOMERS ADVERTISER CUSTOMERS

SERVING CUSTOMERS AND

STEPS IN THE VALUE-

PARTNERS (CITIES, AIRPORTS, SUBWAYS,
BUSES, TRAMS, TRAINS, SHOPPING

CHAIN CENTRES...)

SERVING ADVERTISERS AND CONSULTING

AGENCIES

KEY RESOURCES

* Listening to needs, dialoguing with, and
making recommendations to stakeholders

¢ Understanding the expectations of final
1 users

ADVICE O
AND DESIGN

Development of new designer products and
services which are comfortable,

innovative, connected, interactive and
accessible to all

e Ecodesign

2

SERVICE
OFFERINGS

¢ Response to public tenders and
competitive dialogues

e Responsible purchasing

e Assembly and installation of furniture and
3 self-service bicycle schemes

¢ Upkeep and maintenance of furniture and

DI self-service bicycle schemes

& OPERATIONS
e Customer relations centres

¢ Internal ethical control of advertising
visuals

e Customer service: user satisfaction
4 surveys

e Dismantling, recycling or renovation of
furniture

POST-DEPLOYMENT
SUPPORT

e Feedback and support to local authorities
and mandators

Out-of-Home media strategy, advice to
advertisers

Creation of international, national and local
ad plans

Capacity to combine analogue and digital
furniture in over 80 countries

Event solutions

Selling of ad space

On-going advice to advertisers up until
campaign posting

Preparation of posters
and canvases received from printers

Campaign posting
Putting digital content on-line

Events set up

Poster removal and recycling at the end of
campaigns

Post-campaign support: ad efficiency
measurement and consumer surveys

HUMAN CAPITAL

SOCIAL &
RELATIONSHIP CAPITAL

HUMAN CAPITAL

INTELLECTUAL
CAPITAL

HUMAN CAPITAL

SOCIAL &
RELATIONSHIP CAPITAL

NATURAL CAPITAL

MANUFACTURED
CAPITAL

FINANCIAL CAPITAL

HUMAN CAPITAL

SOCIAL &
RELATIONSHIP CAPITAL

ecaux
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2.1.1.3. Material extra-financial risks for JCDecaux

A sustainable strategy serving the community

The process of identifying and assessing extra-financial risks is based on the risk management policy and the global annual mapping of
risks related to the activity of the Group and its subsidiaries (for more information on functions involved and evaluation criteria, see chapter
"4.1.1 Risk identification”). These risks are directly related to the challenges facing JCDecaux (see "2.1.1.1 Towards smart and responsible

cities and mobility services”).

JCDECAUX'S SEVEN MAIN EXTRA-FINANCIAL RISKS

The seven major extra-financial risks below identified for 2023 were validated by the Executive Board and the Audit Committee:

RISKS STRATEGY AMBITIONS AND ASSOCIATED PRIORITIES

Risk related to business ethics and
anti-corruption

Risk related to the Health & Safety
of employees and subcontractors

Risk related to non-respect of
employees’” human rights

Towards a responsible business environment -
Maintain ethical conduct and fight corruption

Towards a responsible business environment -
Promote an exemplary Health and Safety culture

Towards a responsible business environment -
Guarantee respect for fundamental social values

MITIGATION ACTIONS
(NON-EXHAUSTIVE)

LINKTO THE
VIGILANCE PLAN"
¢ Code of Ethics

e Ethics Committee
e Alert system

9

¢ Responsible Purchasing
policy

¢ Health & Safety
Committee

¢ Health & Safety manual

¢ Health & Safety
Management System

¢ International Charter of
Fundamental Social

S

Values
Towards a responsible business environment - * Supplier Code of
Maintain ethical conduct and fight corruption Conduct

Risks related to failure by
suppliers to respect human rights

Risk related to personal data
protection and non-respect of

; Ensure that personal data is protected
personal privacy

Risk related to the digital piracy of
furniture

Risk related to the attraction and
retention of talents

Tackling tax evasion (mandatory

DEFP criterion) Tax Policy

Towards a responsible business environment -
Help our suppliers implement more responsible practices

Towards a responsible business environment -

Towards more sustainable living spaces -
Safeguard our digital activities to the highest possible degree

Towards a responsible business environment -
Support employee growth and development

¢ Responsible Purchasing
Policy

e GDPR Steering
Committee

¢ Audit missions dedicated
to GDPR compliance

e Cybersecurity Policy

e Group Social Policy

e Group Tax Policy

Towards an optimised environmental footprint:

Energy/GHG consumption

e Reduce our operations’ emissions
(mandatory DEFP criterion)

e Contribute beyond our value chain

¢ Reduce emissions across our entire value chain

¢ Group Climate Strategy

9

These risks are taken into account in the Group’s ESG Strategy and give rise to action plans and policies which are presented in the rest of

the document.

Methodological focus to determine whether an issue is considered
major:

To identify and measure risks and opportunities that could have a
high financial impact, the Group uses a three-step process:

1. Define the probability of occurrence of such a risk with a rating
scale from 1 to 4;

2. Quantify the potential financial or strategic impact with a rating
scale from 1 to 4;

3. Quantify the residual risk after the controls and processes
implemented within the Group.

Due to the nature of the Group’s activities, the associated
environmental risks are limited. In 2023, JCDecaux did not identify
any significant environmental risks likely to be provisioned in its
financial statements.

In 2023, JCDecaux, in collaboration with a consulting firm, initiated
a study to assess climate risks and opportunities, both transition
risks (political, legal, technological, and market) and physical risks
related to climate change. This analysis takes into account acute
risks (heavy rainfall, floods, droughts, heat waves) but also chronic
risks (sea level rise).

' The Vigilance Plan contains other risks deemed non-major by JCDecaux and presented in the Vigilance Plan [see "Vigilance Plan”).

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023

59



60

A sustainable strategy serving the community

Various climate scenarios have been considered to assess the
impact of these risks and opportunities, including the scenarios
developed by the Intergovernmental Panel on Climate Change
(IPCC) RCP 2.6 compatible with a warming limited to 1.5 °C and the
RCP 8.5 scenario representing a trajectory with high GHG
emissions.

A reassessment of the relevance of climate risks and opportunities
compared to other extra-financial risks was carried out with a
specific procedure for identifying, assessing and managing risks
and opportunities incorporating the recommendations of the TCFD,
including:

e Bibliographic analyses to identify the most relevant risks for the
Group's activities

e Interviews with several Group departments (Sustainability,
Finance, Insurance, Strategy, etc.) to understand the Group's
level of exposure and vulnerability to these various risks and
opportunities in an operational and strategic manner. These
interviews made it possible to identify and prioritise JCDecaux’s
main climate risks and opportunities. This analysis was carried
out for each of the Group's activities, taking into account their
specific characteristics and their geographical distribution.

* Analyses of the impact of different climate scenarios in
JCDecaux’s main regions.

e A qualitative and quantitative assessment of the impact of
climate risks and opportunities on the Group's activities
according to the various climate scenarios and variables [in
progress).

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

This new procedure will then make it possible to define a process
for managing the main climate risks identified, new indicators to
assess the risks, and specific policies and action plans to mitigate
them. It should be noted that this procedure dedicated to climate
risks and opportunities will be included in line with the Group’'s
overall risk management policy [p. 242).

This study revealed that JCDecaux is exposed to certain physical
and transition climate risks, as well as opportunities for
differentiation.

The results of the qualitative assessment of risks and opportunities
under different scenarios will be published for the next Universal
Registration Document in 2025.

In 2022, the Group identified the attraction and retention of talent as
a major risk. In a context of tight labour market, protecting and
securing human resources has become both a decisive competitive
advantage and a significant social risk for a large majority of
companies. While JCDecaux had initially chosen to decentralise the
HR policy to better take into account local specificities, providing a
base of common social practices throughout the world seems to be
the most beneficial approach in 2023 to change the way in which
employees are supported throughout their careers and to respond
to the risk of attracting and retaining talent. In 2023, JCDecaux
therefore formalised a Group-wide Social Policy based on three
pillars:

1. We value all our people
2. We care about our people
3. We support our people’s growth & development

For more details, please refer to section "2.4.1 Be a responsible
employer” of this document.

JCDecaux
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2.1.1.4. Our materiality matrix

As a complement to the analysis of extra-financial risks, the materiality analysis also enables JCDecaux to identify and prioritise
sustainability issues, by combining the points of view of the Company and of its stakeholders.

JCDecaux prepared and published its first materiality analysis in 2013. In order to take into account changes in activities (presence in new
countries, increase in the share of digital in activities, etc.), stakeholder expectations, and feed the Group's ESG Strategy to 2030, this
analysis was updated in 2018 and then in 2020. The survey conducted in 2020 supported the work undertaken to enrich the strategic
roadmap for 2030.

Results of the 2020 materiality analysis

3.6 A

Cybersecurity/
L4 z’aetr;onal @ content control
Products .
n Business
security [ ] Ethics

@ Health and Safety

Social acceptability
of advertising displays

@ Responsible
communication

Y Responsible innovations & adaptation @ Issue included in the

@ Major causes

Stakeholder expectations

to climate change
@ Greenhouse

@ Hum

gas emissions

nrights & labour practices

“For more sustainable living
spaces” ambition

@ Issue included in the
“For an optimised environmental

) Resilience
of the business model

@ Equality and diversity
@ Waste management
@ Energy management

footprint” ambition

@ Issue included in the
“For a culture of responsibility

@ Purchasing and responsible

Employee
supply chain ® s

development in our ecosystem” ambition

@ Issue addressed in the Group’s
Global Strategy

@ Water management

2.2 >
25 4.2

Impact on JCDecaux

For more information on the methodological framework of our materiality analysis, consult the methodological note published on https://
www.jcdecaux.com/sustainable-development/our-strategy.

Double materiality analysis

In 2023, JCDecaux launched the double materiality exercise, a prerequisite of the European directive on sustainability reporting.

Following the recommendations of EFRAG, JCDecaux identified with its internal and external stakeholders the priority issues according to
the two dimensions of materiality:

e financial materiality: the importance of these issues for the Group’s business and economic performance
* materiality of impact: the impact of JCDecaux and its value chain on the challenges

This analysis enables JCDecaux to anticipate the sustainability transparency obligations required by the Corporate Sustainability Reporting
Directive (CSRD) which came into force on 1 January 2024. The process will be audited in 2024 and the results published in 2025.

JCDecaux
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2.1.2. OUR STRATEGY: JCDECAUX, THE SUSTAINABLE MEDIA

2.1.2.1. An ambitious strategy for 2030 reflecting our historical commitment

The results of the materiality analyses carried out in 2018 and 2020
and the risk analysis have enriched the Sustainability Strategy rolled
out in 2014, while aligning it with the commitments and initiatives
previously implemented.

The ambitions and commitments defined in the 2030 ESG Strategy
directly echo the strategic priorities defined in 2014. The addition of
an ambition dedicated to the product and service offering illustrates
the accelerated integration of sustainability into activities and
strategic thinking.

The 2030 ESG Strategy was defined by JCDecaux’s Executive Board in
collaboration with the Sustainability Department and the Company’s
various business lines and functions (for more information, see
“2.1.3. Implementation and Management of the ESG Strategy”).

66

‘2023 was the year in which the new strategic roadmap
for 2030 was rolled out, and of everyone's commitment. [t
was marked in particular by major projects such as: the
deployment of our Climate Strategy and the submission of
our carbon emissions reduction trajectory to SBTi; the
formalisation of the Group's Social Policy; and continued
convergence of financial and extra-financial, with the
migration of the ESG budget process to our financial
reporting tool”

David Bourg, Group Chief Financial
IT and Administration Officer

A sustainability journey that began 20 years ago

2001 2007 2012 2015 2021 Launch 2023
Introduction Creation Introduction JCDecaux Contribution to of the 2030 Launch of the
of the Group of the Sustainable of the International joins the United collective carbon  gystainability Climate Strategy

Code Development and Charter of Nations’ Global neutrality in Strategy aiming for

of Ethics Quality Department Fundamental Social Compact France Net Zero Carbon
l Values l by 2050
7 7 ! 2022 ——
2004 2008 2014 2020
First 1ISO JCDecaux Launch Launch
14001 Sustainability Deployment of JCDecaux’s of 360 Footprint,
certification commitment of the Sustainability Gender calculating our
letter Strategy & the Supplier Balance Plan advertising
Code of Conduct clients:
campaigns

62
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TOWARDS MORE
SUSTAINABLE LIVING
SPACES

5 HE}

DEVELOP FURNITURE AND
SERVICES THAT WORK FOR EVERYONE

f(';’[

e Systematise ecodesign to improve
environmental and social performance

e Champion our responsible innovations

PROMOTE RESPONSIBLE OUTDOOR
ADVERTISING

e Promote responsible campaigns

e Safeguard our digital activities to the
highest possible degree

e Advocate for public interest
communication that serves the United
Nations’ 2030 Agenda

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023
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The 2030 ESG Strategy - The Sustainable Media

TOWARDS AN OPTIMISED
ENVIRONMENTAL

FOOTPRINT

g eyﬂi

DEPLOY AN AMBITIOUS CLIMATE
STRATEGY AIMING FOR NET ZERO
CARBON

e Further reduce emissions from our
operations [scopes 1 and 2)

* Reduce emissions throughout our value
chain (scope 3)

e Contribute beyond our value chain

CURB OUR OTHER
ENVIRONMENTAL IMPACTS

e Make responsible waste management a
priority

e Encourage responsible water
consumption

e Work to protect biodiversity

TOWARDS A
RESPONSIBLE BUSINESS

ENVIRONMENT

BE A RESPONSIBLE EMPLOYER

* Guarantee respect for fundamental
social values

° Promote an exemplary Health and
Safety culture

* Support employee growth and
development

e Foster diversity and inclusion

CONDUCT BUSINESS
ETHICALLY AND SUSTAINABLY

° Maintain ethical conduct and fight
corruption

* Help our suppliers implement more
responsible practices

* Ensure that personal data is protected

© JCDecaux - October 2023
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TOWARDS
MORE SUSTAI

NABLE LIVING
SPACES

COMMITMENTS

PRIORITIES

OBJECTIVES
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I
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AMBITION NO. 1 - Our objectives towards more sustainable living spaces

DEADLINES

2023 RESULTS

LINK WITH MATERIALITY
AND THE RISK
ANALYSIS

LCA
Systematise methodology ~ Material challenges:
ecodesign to reviewed and .
improve Develop the ecodesign policy 2023 audited . _Respon_S|bLe
environmental and and associated action plans innovations &
social Environmental adaptation to climate
performance measurement change
tool
100% of operational teams made
aware of responsible o
DEVELOP innovations in line with the Annual 100%
FURNITURE AND United Nations SDGs
SERVICES THAT WORK . .
FOR EVERYONE Communicate about responsible )
innovations to the Regional From 2022 Achieved Material challenges:
Champion our Divisions « Responsible
responsible C ; ; ; innovations &
. tions reate experimentation projects By 2030 Ongoing ] )
innova with cities adaptation to climate
change
Large-scale deployment of By 2030 N/A
responsible innovations
Measure and communicate
about the impacts of our By 2030 N/A
innovations
100% of the Group’s countries M ial chall )
Advance commit to implementing and aterial challenges:
responsible gpglyinfgghedprin?iplgs of tfhe By 2024 100%!" « Responsible
campaigns HoorrfeoDis%TayUCt or OQut-of- communication
Zero security incidents that
created a general interruption of Material challenges:
service or resulted in the ges:
undetected broadcast of Annual Zero e Cybersecurity/
unwanted content on digital content control
Safeguard our screens for which the broadcast )
digital activities to is controlled by and under the * Products security
the highest responsibility of JCDecaux
possible degree
;Egy(?JSEIBLE Extra-financial risks:
. e Certification
%Eg‘%@ms S'bt'?lT ISO 2'{(]01 certification for 2023 obtained in e Risk related to the
igital operations May 2023 digital piracy of
furniture
Support a major cause related to Annual Achieved®?
the Group’s activities every year
. * Bean official partner of the ;
ﬁg;?gg:e retr el United Nations for the 2022 SPiar;]thll;]shlp M ial chall )
I~ promotion of the SDGs 9 dierial chatlenges:
communication )
that serves the 100% of the Group's countries * Responsible
United Nations’ representing 80% of the annual communication
2030 Agenda adjusted revenue, must By 2025 100%

contribute to supporting one or
more of the United Nations'
SDGs

11°100% of our countries have deployed the Code of Conduct for Out-of-Home Display
2 Partnership with the Special Envoy of the United Nations Secretary General for Road Safety
@) Partnership signed with the UN Joint Sustainable Development Goals Fund (Joint SDG Fund)

Decaux
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d? 1|

AMBITION NO. 2 - Our objectives towards an optimised environmental footprint

LINK WITH MATERIALITY

COMMITMENTS PRIORITIES OBJECTIVES DEADLINES 2023 RESULTS AND THE RISK ANALYSIS
e 60% reduction in carbon
emissions on scopes 1and 2 (vs 2030 (62.4%)
2019)
90% reduction in carbon
emissions on scopes 1and 2 [vs 2050
2019)0
5% reduction in carbon
emissions related to the
electricity consumption of By 2030 (35.4%]) - )
Further reduce furniture in absolute value (vs el e el e
emissionst_from 2019)@ * Energy management
our operations 10% reduction in carbon Greenhouse
o gas
scopes 1and 2) emissions related to the emissions
electricity consumption of total By 2030 N/A
DEPLOY AN furniture/m2 of advertising
AMBITIOUS CLIMATE paneLs (vs 2[]19][2]
STRATEGY AIMING 20% reduction | hicl
FOR NET ZERO o reduction in vehicle o
emissions in gCO,/km (vs 2019) By 2030 (5.6%)
0 . .
100% of electricity consumption Annual 100%
covered by green electricity
46% reduction in scope 3 carbon
Reduce emissions emiussions (vs 2019][31p 2030 (14.2%)
throughout our ) o
value chain (scope 3) 90% reduction in scope 3 carbon 2050
emissions (vs 2019)
Definition of a .
Contribute beyond Gradually roll out a relevant Group policy Material challenges:
our value chain contrlputl?n str;lt]ez%y in priority 2030 and + Greenhouse gas
countries from awareness- arfesions
raising
xsé(teeresponsmle Zero waste landfilling vs total 94% of waste  Material challenges:
t waste in countries with suitable By 2035 d
management a facilities recovere » Waste management
priority
Enh th t Li d 2022 Oradual
nhance the water policy an
CURB OUR Encourage action plans peney dleplayoe: o Material challenges:
OTHER responsible water P additional
ENVIRONMENTAL P . A .« Wat ¢
IMPACTS consumpt|0n Imol h l ater managemen
plement the water policy 2023 0 .
ngoing
Construct and roll-out a Pilot project
Work to protect P . . . France:
T B biodiversity policy and action 2023 B -
biodiversity lans implementatio
p nongoing

' Scope 2 Market-based

?'Scope 2 Location-based, at constant scope and pace of digital deployment.
1 SBTi scope [perimeter covering at a minimum 92% of scope 3 emissions of the Group)

JCDecaux
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TOWARDS A Lo~

RESPONSIBLE =e ‘ I
BUSINESS ==
ENVIRONMENT foe

AMBITION NO. 3 - Our objectives towards a responsible business environment

COMMITMENTS PRIORITIES

Guarantee respect
for fundamental
social values

Promote an
exemplary health
and safety culture

BE A RESPONSIBLE
EMPLOYER

Support employee
growth and
development

Foster diversity
and inclusion

OBJECTIVES

* 100% of countries respect the
Group’s fundamental social
values

* 100% of new employees have
signed their commitment to
respect the Charter on
International Fundamental
Social Values

* Reduce the accident frequency
rate by 25% (vs 2019)

* 100% of the Group’s countries
have an onboarding
programme covering the key
training courses and values of
JCDecaux

* 100% of countries have a
career management system

* 100% of employees completed
at least one training course
during the year

* 40% of women on JCDecaux’s
executive management
committees

¢ 100% of connected employees
trained in stereotypes and
prejudices

DEADLINES

Annual

Annual

By 2030

By 2030

By 2030

Annual

By 2027

2022

LINK WITH MATERIALITY

2023 RESULTS  sNp THE RISK ANALYSIS

1)
100%" Extra-financial risks:
* Risk related to non-
respect of
100% employees” human
rights
Material challenges:
* Health & Safety
(20.7%) Extra-financial risks:
¢ Risk related to the
Health & Safety of
employees and
subcontractors
Material challenges:
N/A
* Equality and diversity
88% of
countries
conducted Extra-financial risks:
L
intee:'c{:al:/\?s * Risk related to the
attraction and
retention of talents
85%
34.1%
Material challenges:
Achieved in ° Equality and diversity
2022

1 Results of the 2021/2022 survey (biennial survey), target achieved after review of the implementation of corrective action plans.

2 This concerned the “Fighting harassment together!” and “Together, let's act for gender equality!” training courses.
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COMMITMENTS

|I
@L

PRIORITIES

CONDUCT BUSINESS
ETHICALLY AND
SUSTAINABLY

11°100% of European subsidiaries (excluding France) have undergone audits dedicated to GDPR compliance

JCDecaux

Maintain ethical
conduct and fight
corruption

Help our suppliers
implement more
responsible
practices

Ensure that
personal data is
protected

UNIVERSAL REGISTRATION DOCUMENT 2023
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OBJECTIVES

100% of new employees have
signed their commitment to
respect the Code of Ethics

100% of key suppliers have
signed the Supplier Code of
Conduct

100% of key suppliers assessed
every year

30% of sustainability criteria
included in supplier
qualification and evaluation

100% of purchasing
correspondents in subsidiaries
completed the “Responsible
Purchasing” training

100% of key direct suppliers
audited at least every 5 years

100% of "connected” European
employees have completed
their digital GDPR training
course

100% of European subsidiaries
assessed on the management
and use of personal data

Establish global governance on
personal data

A g A

DEADLINES

Annual

Annual

Annual

In 2022

Annual
From 2022

2022

By 2025

By 2030

T ke

2023 RESULTS

100%

100%

100%

Achieved in
2022

100%

49%

83% in 2022

100% of
European
subsidiaries
(excluding
France)"”

N/A

LINK WITH MATERIALITY
AND THE RISK ANALYSIS

Material challenges:

* Business Ethics
* Human rights &
labour practices

Extra-financial risks:

* Risk related to
business ethics and
anti-corruption

* Risk related to non-
compliance with
rights

Material challenges:

¢ Purchasing and
responsible supply
chain

Material challenges:

* Personal data

Extra-financial risks:

* Risk related to
personal data
protection and non-
respect of personal
privacy
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2.1.2.2. Green Taxonomy: assessing the sustainability of our activities

Background

To prioritise the financing of activities that already contribute
significantly to the low-carbon transition objectives and also to
encourage and accelerate the emergence and expansion of
transition activities, the European Commission decided to
implement a common framework known as the “Green Taxonomy".

This framework describes specific eligibility and alignment criteria
and thresholds:

e The activity must contribute substantially to one of the six
environmental objectives:

1. Climate 4. Protection and
change A restoration of
mitigation biodiversity and

ecosystems

2. Climate 5. Pollution prevention
change and control
adaptation

3. Sustainable 6. Transition to a circular
use and economy
protection of
water and
marine
resources

e The activity must comply with the Commission’s technical review
criteria

e The eligible activity cannot contribute to one of the objectives by
significantly harming one of the other environmental objectives
("Do No Significant Harm” principle - DNSH])

e The Company must respect the minimum social guarantees:
compliance with the International Labour Organization’'s eight
“fundamental conventions”.

A business model in line with the Green Taxonomy regulation

JCDecaux’s business model is to provide cities with products and
services that are useful to citizens and financed by brand
advertising. It consists of three activities: Street Furniture,
Transport and Billboard advertising.

The services and products provided such as passenger shelters,
information furniture and self-service bicycle systems promote
sustainable mobility without imposing the cost on citizens through
local taxation.

The regional network of urban furniture, passenger shelters,
information furniture and self-service bicycle systems, and their
transformation into information and communication media are all
factors serving smart and responsible mobility. Multi-channel
information also promotes intermodal mobility (active mobility
plans, pedestrian staking, real-time travel information, opportunity
to communicate with users, etc.).

JCDecaux’s business model also contributes to the financing of
land transport, through advertising in wurban and suburban
transport [metro, tram, bus) as well as in rail transport, thus
promoting the development of sustainable mobility.

Eligibility of activities

As part of its eligibility analysis, JCDecaux has endeavoured to
reconcile its business model with the description of the activities
listed in the Green Taxonomy climate delegated act beyond the
simple analysis of NACE codes (Statistical Nomenclature of
Economic Activities in the European Community), for the first two
environmental objectives. Out of the 4 non-climate environmental
objectives, we have not identified any eligible activities based on the
information available to date.

JCDecaux identified 4 eligible activities in 2023

ELIGIBLE

ACTIVITIES zulEtiis

TAXONOMY REFERENCE

6.4. Operation of passenger
mobility systems, cyclo-
logistics

Self-service bicycles Cl_lr_natg change

mitigation
6.15. Infrastructure for low-
carbon road and public
transport

Street furniture for
sustainable mobility
(Abribus®)

Climate change
mitigation

Contribution
through fees to the
financing of rail
transport

Climate change
mitigation

6.1. Passenger interurban
rail transport

Contribution
through fees to the
financing of urban
and suburban
transport

6.3. Urban and suburban
transport, road passenger
transport

Climate change
mitigation

Eligible activities naturally include services that are part of a global
strategy for sustainable mobility.

e The self-service bicycles activity as well as associated
infrastructures (stations and docks) by nature contribute to the
mitigation of climate change. Activities relating to infrastructures
(stations and docks] as well as self-service bicycles are merged
into a single activity - 6.4. Operation of people mobility systems,
cyclology - given the interdependence of the two activities and the
related assets. The merger of these two activities also limits the
risk of double counting when allocating revenue.

e Bus shelters (Abribus®) are an essential and inseparable
extension of mobility infrastructures and represent a lever for
attracting users to the public transport network. This facility,
intended for urban and suburban public transport, fulfils a
number of functions:

- It protects against bad weather and provides essential waiting
comfort, while providing information on the journey

(organisation of lines, waiting times, warning messages),

- It marks out the transport network and secures users,
residents and visitors thanks to the lighting it provides,

- It guarantees accessibility to the service itself for all types of
users and in particular for people with reduced mobility.

The installation, maintenance and operation of these facilities are
necessary for the proper functioning of the public transport
network.

e The financing of urban and suburban transport as well as the
financing of intercity rail transport (hereinafter “land transport”).
Advertising displays in urban and suburban transport [metro,
tram, bus) as well as in rail transport, generate revenue for the
transport authorities and thus contribute to the financing of
activities targeting zero direct CO, exhaust emissions (activities
6.1 and 6.3).

JCDecaux
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In addition, JCDecaux has chosen to present a voluntary eligibility
ratio highlighting the role played by kiosks, Urban Furniture for
Information (MUPI®) as well as information systems relating to air
quality, in educating and raising public awareness of environmental
issues through the marketing of the written press dealing with
these issues or the broadcasting of information messages on the
subject.

Business alignment methodology

As from the 2022 fiscal year, the regulation makes it mandatory to
publish the share of the three indicators (revenue, Capex, Opex] that
are associated with aligned and non-aligned economic activities.
These indicators relate to data for the 2022 fiscal year without
comparative information for the 2021 fiscal year. Alignment is only
mandatory in 2023 for activities contributing to the 2 climate
objectives.

According to the taxonomy regulation, an eligible activity is aligned,
and therefore sustainable, if the activity:

e Meets the technical criteria of making a substantial contribution
to one of the six environmental objectives

e Does not cause harm to any other environmental objective ("Do
no significant harm” - DNSH)

e Complies with the minimum safeguards referred to in Article 3.c,
i.e. the procedures that a company engaged in an economic
activity implements in order to align itself with:

- The OECD Guidelines for Multinational Enterprises
- The United Nations Guiding Principles on Business and Human
Rights

- The principles and rights set out in the eight fundamental
conventions mentioned in  the International Labour
Organization’s declaration on fundamental principles and
rights at work

- The International Bill of Human Rights.

The alignment of the indicators reported as part of the taxonomy
was studied on the basis of:

e The contract, taking into account the nature of the underlying
assets for activities 6.4 and 6.15
e The contract for activities 6.1 and 6.3.

For assets with common characteristics, compliance with the
taxonomy criteria is considered identical.

Substantial contribution to climate change mitigation criteria

The criteria for a substantial contribution of eligible activities are:

e /ero-emission schemes for (self-service

bicycles)

mobility people

e Transport with zero direct CO, exhaust emissions
e Public transport facilities (bus shelters).

Regarding land transport, only contracts for which it was possible
to demonstrate that direct exhaust CO, emissions were zero were
considered aligned.

"'DNSH: Do not cause significant harm.

JCDecaux
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Concerning individual investments that are not associated with an
activity intended to be marketed, in particular the acquisition of
buildings (activity 7.7) and vehicles [activity 6.5) as well as
expenditure on the energy efficiency of buildings (activities 7.3 to 7.6
of the Taxonomy), the alignment analysis was carried out on the
entire scope [versus a sample of countries only in 2022).
Investments not analysed are considered as non-aligned.

Do no significant harm"

Climate change adaptation

The assessment of significant physical climate risks was carried out
in two areas:

e The analysis of the physical risks and vulnerability of the
furniture with regard to the contingencies likely to impact them
during the life of the contract (expected duration of more than 10
years)

e The risk and vulnerability analysis of the construction site and
assembly of street furniture.

Street furniture is mainly exposed to wind-related hazards as well
as snowfall, which can cause significant damage requiring either
refurbishment or replacement of the furniture. From the design
phase of its furniture, JCDecaux incorporates exposure to these
various risks to limit their effects. As part of a new contract
integrating the recovery of pre-existing furniture, JCDecaux carries
out a diagnostic that may lead it to change the furniture in
accordance with the standards adopted by the Group. In this case,
contracts for which the assessment complies with the Group's
standards or for which a remediation plan has been implemented
are not included in the alignment ratio.

The climatic hazards considered material by JCDecaux concerning
its construction and assembly site are:

e Heat waves

¢ Drought and shrinkage-swelling of clays (RGA)
¢ Flooding by river overflows or rising groundwater
e Marine submersions.

In the current state of available knowledge, the other risks listed in
Appendix A are considered as non-material. JCDecaux used a 30-
year climate analysis.

Sustainable use and protection of water and marine resources:

The Group uses water, rainwater when available, mainly for the
maintenance of street furniture and vehicle cleaning. JCDecaux has
implemented solutions for rational water management (see section
2.3.2.2., p. 99-100].

Circular economy:

JCDecaux provides furniture of high environmental quality,
designed to last over time, which remains its property in most of the
contracts. The circular economy is at the heart of the Group's
business model. JCDecaux has also rolled out a responsible waste
management policy (see section 2.3.2.1. p. 98-99]. The Group
provides for an end-of-life management system for batteries as
part of its self-service bicycle contracts.
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Pollution:

Work to install street furniture (6.15) or self-service bicycle
infrastructure (6.3) generates little pollution. However, JCDecaux
strives to limit the duration of the works and reduce any pollution
(dust or noise) that could occur in specific contexts.

Biodiversity:

The very nature of JCDecaux’s activities (urban environment) has a
limited impact on biodiversity. However, the protection of
biodiversity is an integral part of the Group’s ESG Strategy. The
latter contributes to the development of biodiversity in cities
through the deployment of solutions such as the revegetation of
furniture for example.

Minimum safeguards

JCDecaux meets the various minimum guarantee criteria for the
2023 fiscal year:

e Human rights: JCDecaux is subject to the law on the duty of
vigilance. In this respect, the Group deploys a global vigilance
approach and publishes an annual Vigilance Plan (see section
2.5, p. 122). In addition, the Group has not been convicted of
human rights violations

e Corruption: JCDecaux is subject to the SAPIN Il law and has
deployed the expected measures as part of the fight against
corruption

e Taxation: JCDecaux strives to comply with the regulations
applicable in all the countries where it operates and implements
a transparency policy in accordance with the OECD's BEPS
recommendations (see section 5, p. 265)

e Competition law: JCDecaux complies with the legislation in force
in the context of competition law, in its scope of activity.

In 2023, neither the Group nor one of its executives received a
material judicial conviction concerning the violation of human
rights, corruption, non-compliance with business ethics, or the
applicable tax regulations.

Proportion of activities eligible for the Green Taxonomy
regulation

e The 4 eligible activities: self-service bicycles and bus shelters,
which are part of the Street Furniture business activity, and the
financing of land transport (intercity trains or urban and peri-
urban networks), which is part of the Transport business activity,
the challenge is to identify the share of eligible activities within
these activities based on operating contracts.

e The indicators presented below are based on Group financial
data and are presented according to IFRS data.

Revenue

Analysis methodology:

Eligible bus shelter and bicycle activities are part of the Street
Furniture business. In order to determine the proportion of Street
Furniture revenues eligible, an analysis was carried out on all
Street Furniture operating contracts. The result of this analysis is
that 84% of Street Furniture revenues correspond to a contract with
bus shelters and/or bicycles. This ratio is applied to the Street
Furniture turnover to determine the eligible turnover. The total
eligible revenue is also aligned for the bus shelter and bicycle
businesses within the Street Furniture business.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

For the land transport business, the analysis focused on the total
revenue referenced in the financial statements in connection with
land transport activities

Calculation methodology:
In accordance with the Green Taxonomy delegated act,

e The numerator of the “Taxonomy-eligible Revenues” indicator
was determined by applying the percentage (83%) to all
advertising revenue (including the production of posters) related
to the Group’s street furniture and by listing ancillary services
directly linked to contracts with Abribus® bus shelters and/or
bicycles. It also includes all advertising revenue related to
metros, buses, trains and trams.

e The numerator of the "Taxonomy-aligned Revenues” indicator
was determined by applying the percentage (83%) corresponding
to the aligned activities to all advertising revenue (including the
production of posters) related to the Group’s street furniture and
by listing ancillary services directly linked to contracts with
Abribus® bus shelters and/or bicycles. It also includes the share
of advertising revenue related to metro, bus, train and tramway
contracts meeting the alignment criteria, i.e. 79% of the total
eligible revenue related to Land transport.

e The denominator of the "Taxonomy-eligible Revenues” indicator
corresponds to the Group’s consolidated revenue.

The share of aligned revenue is stable compared to the previous
fiscal year.

Vonluntary 7=~/ g, """ 95% of Eligible
eligible revenue |__6:8% _ Revenue Aligned
51.1%

48.5%

Eligible revenue Aligned revenue

Investments

Analysis methodology:

JCDecaux’s investment expenses within the meaning of the
Taxonomy cover the investment expenses relating to eligible
activities (activities 6.4 and 6.15), within the scope of contracts
related to the "Street Furniture” business activity that contain either
Abribus® bus shelters and/or bicycles, within the scope of
contracts related to the Land transport activities as well as
individual investment expenditure that is not associated with an
activity intended to be marketed, in particular the acquisition of
buildings (activity 7.7) and vehicles [activity 6.5] as well as
expenditure on the energy efficiency of buildings (activities 7.3 to 7.6
of the Taxonomy).

In 2023, these individual investment expenditures were
supplemented by the manufacture of electronic equipment (activity
1.2) for the airports and large-format display businesses, in line
with the objective of Transition to a circular economy.

JCDecaux
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Calculation methodology:
In accordance with the Green Taxonomy delegated act,

e The numerator of the “Taxonomy-eligible investments” indicator
was determined by identifying, on the one hand, investments
related to contracts with Abribus® bus shelters and/or bicycles,
and those related to Land transport contracts (including rights to
use of the lease contracts for advertising spaces, buildings,
vehicles and general investments) and individual investments by
type (vehicles, buildings and electronic equipment) not taken into
account in the analysis by activity

e The numerator of the "Taxonomy-aligned investments” indicator
was determined according to similar methods, by only retaining
investments related to contracts aligned with the Taxonomy

e The denominator of the “Taxonomy-eligible investments” and
“Taxonomy-aligned investments” indicators corresponds to the
total amount of the Group's investments (including rights to use of
the lease contracts for advertising spaces, buildings and vehicles).

57.9% \

40.1%

Eligible CAPEX Aligned CAPEX

Operating expenses

Analysis methodology:

e QOperating expenses concern the direct non-capitalised costs
related to the operation of our advertising systems, research and
development, building renovation, short-term leases, and any
other direct expenses related to routine maintenance of property,
plant and equipment that are necessary to ensure the
continuous and efficient operation of the eligible assets.

The analysis of expenses made it possible to specifically identify the
costs of maintenance, upkeep and repair as well as the costs of
purchasing spare parts relating to the “Street Furniture” and “Land
transport” activities, excluding costs relating to billboards.

A sustainable strategy serving the community

Calculation methodology:
In accordance with the Green Taxonomy delegated act,

e The numerator of the “Taxonomy-eligible operating expenses”
indicator was determined by applying the 2023 eligibility ratio
relating to revenue [i.e. 83%) to all operating expenses identified
for the “Street Furniture” business. For the Transport business,
it also includes all operating expenses related to metros, buses,
trains and trams

e The numerator of the "Taxonomy-aligned operating expenses”
indicator was determined using a similar method by applying the
2022 eligibility ratio relating to revenue (i.e. 83%] to all operating
expenses identified for the “Street Furniture” business. For the
Transport activity, it also includes all operating expenses related
to metros, buses, trains and trams meeting the alignment
criteria, i.e. 80% of total eligible operating expenses related to
the Land Transport business

e The denominator of the “Taxonomy-eligible operating expenses”
and  “Taxonomy-aligned  operating expenses” indicators
corresponds to the total amount of the Group’s maintenance
expenses.

69.2% 68.7%

Eligible OPEX Aligned OPEX

Adjusted Data

In order to reflect the Group's operational reality and the clarity of
our performance, the Group’s external financial communication is
based on “adjusted” data. These data proportionally include the
operating data of joint ventures and exclude the impact of IFRS 16
on “core business” leases (leases of locations for advertising
structures excluding real estate and vehicle leases).

[

In 2023, the adjusted data for the three indicators are:

e Taxonomy-eligible and -aligned revenues represent respectively 50.9% and 48.2% of the Group's consolidated revenues.

e Taxonomy-eligible and -aligned investments represent respectively 73.6% and 46.9% of the Group’s total investments (excluding

right-of-use on core business lease contracts).

e Taxonomy-eligible and -aligned operating expenses represent respectively 68.8% and 68.2% of the Group’s total maintenance

expenses.

JCDecaux
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2.1.2.3. Our contribution to the Sustainable Development Goals (SDGs)

Through its ESG strategy, its way of operating on a daily basis and its offer of solutions contributing to the emergence of smart and
sustainable cities and mobility, JCDecaux contributes to all 17 Sustainable Development Goals and to six in particular, in order to accelerate
their promotion and development throughout the world. Taking the SDGs into account is a lever for innovation to offer ever more
responsible products and services.

The Group also contributes to the United Nations 2030 Agenda through its responsible media approach and the support of major causes, by
promoting and amplifying the responsible and positive communication of advertisers [(see "2.2.2.3. Advocate for public interest
communication that serves the United Nations’ 2030 Agenda”). For more information on our contributions to the Sustainable Development
Goals, please see the detailed note published on www.jcdecaux.com.

JCDecaux’s contribution to the Sustainable Development Goals (SDGs)
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2.1.2.4. Our performance recognised by international standards

The Group's ESG performance is assessed annually by 5 international extra-financial rating players recognised for their expertise in their field:

CLIMATE

A List

Highest grade

Average
of the

category"

of t

Lowest grade

CDP CLIMATE CHANGE

JCDecaux has declared its
performance to the CDP
since 2011. In 2023,
JCDecaux was included in
the A list and is one of the
17% of companies that have
achieved “Leadership” level
in the Web Services &
Marketing category.

Average

76/100

Highest grade

78 - 100

Lowest grade

ECOVADIS

The Group responded to the
EcoVadis questionnaire for
the fourth consecutive year.
In 2023, the Group was
ranked Gold with an overall
score of 76/100, placing it in
the top 5% of companies
assessed.

" aco

MSCI @
AAA

Highest grade
AAA

ICDecaux

Lowest grade

MSCI ESG
Listed since 2013 by MSCI,

JCDecaux obtained an AAA

rating in 2023 and was
ranked among the best
companies in the media
sector.

FTSE4Gooa

3.4/5

Highest grade

Lowest grade

FTSE4GOOD INDEX SERIES

JCDecaux has been included
in the FTSE4Good index
since 2014. In 2023, the
Group’s overall performance
was 3.4/5, above the

average for companies in the
Media sector (2.8/5).

(1) Marketing & Web Services, (2) Advertising & Market Research, (3) Media & Entertainment, (4] Media, (5) Media & Advertising

JR)
i SUSTAINALYTICS

a Morningstar company

13.7

Highest grade

Platinum Negligible
medal - risk
4 ——
JCD:
JCDecaux —
Low
! Average ;
Average Average of thg e
of the ] t0f the w — category®:
@) category “:
category gory 16.9 Medium risk
30-40
medal
he
45

Lowest grade

SUSTAINALYTICS

In 2023, JCDecaux obtained
a rating of 13.7 (low risk]).
The Group ranked 52 out of
291 companies assessed in
the Media sector.

JCDecaux has been on the “Prime” list of the ISS CORPORATE ESG RESPONSIBILITY agency since 2013. This status is
awarded to companies exceeding the sector threshold in terms of ESG performance.

2.1.3. IMPLEMENTATION AND MANAGEMENT OF THE ESG STRATEGY

66

“As a recognised media of influence and public utility, JCDecaux has a duty to integrate all sustainable
development issues into its activities. The Group is committed to continuously deploying new actions in favour
of sustainability, as evidenced by our new strategy for 2030 and the progress made in 2023: the revelation and
deployment of the Climate Strategy, better consideration of the extra-financial in the budgetary and financial
processes, strengthened local ESG governance, and the formalisation of our Group Social Policy. And above

all, we can be proud of the commitment of all employees who work on a daily basis for an ecological

JCDecaux
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and social transition

"

Lénaic Pineau, Group Chief Sustainability and Quality Officer
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A sustainable strategy serving the community

2.1.3.1. Structured governance at Group level, reinforced at local level

N

INTERNAL AUDIT

SUPERVISORY BOARD

12 members: Oversees

55.5%* are independent and 44.4%* are women the ESG Strategy
and the management of the
- - e
. .and . Audit Committee Ethics and ESG
Nominating Committee Committee
EXECUTIVE BOARD Defines and directs

5 members the ESG Strategy

Monitors the management

VIGILANCE COMMITTEE of extra-financial risks

ENVIRONMENT SUSTAINABILITY ESG PROGRAMMES
COMMITTEE DEPARTMENT COMMITTEE
Enriches and facilitates feed | eads, animates and coordinates Identifies "?”d coordinates
the implementation of the ESG Strategy the IT projects necessary

environmental policies and itsimpacts for the deployment and
management

of the ESG Strategy

SUBSIDIARIES CORPORATE
80+ countries FUNCTIONAL DEPARTMENTS
(BUSINESS EXPERTS/SPONSORS)

Operations, Purchasing, R&D, HR,

SUSTAINABILITY = Legal, Communication, IS
CORRESPONDENTS
Participate in the
Nearly 100 correspondents definition of the ESG Strategy and ensure

Integrate and monitor its dissemination in their businesses

the ESG Strategy’s action plans

ALL EMPLOYEES

(1) *Excluding the members who represent employees.

ESG STRATEGY

JCDecaux
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The Supervisory Board and the Executive Board

The Supervisory Board is informed at least once a year of the ESG
strategy, including climate-related issues, when the extra-financial
results are presented. The Supervisory Board exercises permanent
control over the Strategy defined by the Executive Board. The
Executive Board relies on committees for overall coordination and
strategy implementation. The Executive Board worked on the ESG
Strategy, including the Climate Strategy.

The Supervisory Board continuously monitors strategy, including
the ESG Strategy and its implementation.

The Group Chief Financial, Information Systems and Administration
Officer, a member of the Executive Board of JCDecaux, oversees the
ESG strategy, including the fight against climate change and the
associated risks. He manages the risk management processes,
with a focus on climate issues.

For more information on the missions of the Compensation and
Nominating Committee, the Audit Committee and the Ethics and
ESG Committee, see chapter 3.4 "The Committees”.

The Sustainability and Quality Department

The department is responsible for drawing up the roadmap for the
2030 ESG Strategy and then leading and coordinating its
implementation by the business lines and subsidiaries. As well as
being responsible for managing extra-financial risks, the
department is also responsible for the reporting process and extra-
financial communication. It anticipates and meets the expectations
of internal and external stakeholders on issues related to
Sustainability. It is also responsible for deploying JCDecaux's
standard-setting Quality Policy at the function level and Corporate
activities.

The Chief Sustainability & Quality Officer reports quarterly to the
Group Chief Financial, Information Systems and Administration
Officer (CFO), facilitating the monitoring of sustainability
performance. The CFO, in collaboration with the Executive Board,
validates the strategic priorities, including environmental ones, of
the 2030 ESG Strategy. He also became the sponsor of the
Environment Committee, thus reinforcing JCDecaux's commitment
to environmental responsibility.

The department reports to the Executive Board at least four times a
year on the extra-financial performance of JCDecaux on the progress
of its priorities and the ESG Strategy in the Group’s countries.
In 2023, various subjects were presented to the Executive Board, such
as the CSRD, the Group Social Policy, the Climate Strategy, the eco-
design policy and the ESG Budget. It also reports to the Supervisory
Board and the Ethics and ESG Committee, at least once a year, on the
extra-financial performance and the actions carried out and to come,
as well as the management of the environmental, social and societal
impacts of the Group.

Sustainability Correspondents

The Sustainability and Quality Department is in direct contact with the
116 Sustainability correspondents appointed in all subsidiaries. They
are members of their country’s Management Committee, and
regularly report to the teams in order to raise awareness on the
subject and to circulate information locally. The network of
correspondents is responsible for implementing and monitoring the
action plans of the 2030 ESG Strategy at the subsidiary level. The
Group has strengthened the integration of ESG in the agenda of the
local Management Committees. The Chief Financial Officers have
been responsible for the extra-financial reporting process in each
subsidiary since 2022 and now monitor the progress of the 2030 ESG
Strategy objectives locally.

JCDecaux
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A sustainable strategy serving the community

Business Experts

These Sustainability correspondents are supported by functional or
operational experts known as “sponsors” who are responsible for
the management and operational monitoring of Sustainability
commitments and objectives. This role promotes ownership and
integration of Sustainability issues by all employees. They are
supported by the Sustainability Department in developing the
Strategy, objectives and monitoring of policies, action plans and
results, notably through the Vigilance Committee and the
Environment Committee, described below.

The Vigilance Committee

Created in 2018, the Committee is chaired by the Group Chief
Financial, IT, and Administration Officer, a member of the Executive
Board. It comprises the Corporate Functional and Operational
Managers  (Purchasing, Internal  Audit,  Communication,
Sustainability and Quality, Legal, International Operations and
Human Resources] also called “sponsors”. The Committee ensures
the proper management of Group extra-financial risks, including
the correct implementation of the relevant Policies and action plans
for dealing with the major extra-financial risks identified. The
Committee met four times in 2023. For more information on the
Committee’'s other duties, see chapter 2.5. "“Deployment of our
Vigilance approach”.

The ESG Programmes Committee

In order to ensure strategic governance of the various IT tools
required to support the ESG roadmap in each of the Group's
business lines, JCDecaux set up an ESG Programmes Committee
in 2022. This Committee is led by the Sustainability Department and
the IT Department and is sponsored by Executive Management and
the Corporate Finance Department. Meeting every two months, the
objectives of this Committee are to:

e Map current tools and ongoing initiatives
e Create a roadmap of future tools to anticipate JCDecaux's needs

e Validate and monitor the progress of projects (objectives,
planning, budget, governance)

e Coordinate change management and training actions

e Ensure the consistency and compatibility of ESG tools with the
subsidiaries.

The Environment Committee

The Environment Committee, created in 2018, has seen its
governance enriched as of 2022, as part of the Group’s Climate
strategy. Its purpose is to monitor, coordinate and validate all of the
Group's actions aimed at improving its environmental footprint,
before approval by the members of the Executive Board. The
members of this committee represent the countries where
JCDecaux operates (France, United Kingdom, Germany, mainland
China, Belgium] and its various operational departments
(Purchasing and Production, Research and Development,
Sustainability, Operations, etc). It is steered by the Chief
Sustainability and Quality Officer and sponsored by the Chief
Financial, IT and Administration Officer. The Environment
Committee met six times in 2023.
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Network management

The Sustainability and Quality Department organises regular
videoconferences with Country Directors, Operational Business
Managers and ESG Correspondents in the countries. The Chief
Sustainability and Quality Officer also visits the subsidiaries to meet
the teams directly.

Videoconferences concern all subsidiaries and can be of two types:

e “General Calls”, organised once or twice a year for the directors
of local entities, ensure a regular review of the deployment of
commitments and objectives and make it possible to share
strategic news in line with JCDecaux’s Sustainability approach. In
March 2023, a General Call was held on the ESG performance
for 2022 and the outlook for 2023.

e “Focus Calls", dedicated to specific themes, are intended for
Sustainability correspondents, operational business managers
and experts in all countries. In 2023, eight videoconferences were
organised on topics such as green electricity, the Climate
Strategy, the Group’s Social Policy and the CSRD.

In addition to these meetings, the Sustainability and Quality
Department provides Corporate Departments and Countries with
extra-financial performance dashboards in order to review action
plans and results of the main subsidiaries. The data collected is
also used to feed into the Universal Registration Document and to
respond to requests from extra-financial rating agencies and
investors.

2.1.3.2. Integration of the ESG strategy into the business
strategy

Ongoing deployment of the new ESG strategy

The roll-out of the new 2030 ESG Strategy, presented in 2022,
continued through various information and communication
channels to employees in 2023.

Since this deployment, several dedicated tools have been sent to
employees to support them in the operational deployment of this
Strategy.

In addition, two meetings were provided to employees in 2023:

e Alaunch event for the Group’s Climate Strategy in May 2023

e Sustainable Development Weeks, with 4 ESG themed events,
bringing together a total of 2,400 participants in September and
October 2023.

The 2030 ESG Strategy is the subject of one of the Sustainability
training modules developed by JCDecaux in 2022. This training has
been translated into 15 languages and is an integral part of the
onboarding process. It is attended by all new employees. Lasting
one hour, it improves employees’ knowledge of sustainability
concepts, facilitates the deployment of the 2030 Strategy, ensures
that it is understood by the business/operational teams, and makes
employees into ambassadors of the new strategy and Sustainability
more generally.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

FOCUS ON "ESG AWARDS”

As part of the launch of the 2030 ESG Strategy in 2022,
JCDecaux wanted to trigger a dynamic in which employees
are the players and ambassadors of the strategy.

In 2023, the Group organised a collaborative challenge: the
ESG Awards. The objective of this internal challenge is to
present existing local best practices, as well as new ideas, as
part of the ESG Strategy. These actions will be rewarded at
award ceremonies.

JCDecaux

SG AWARDS

ALL COMMITTED!

Alignment of the ESG budget process with the financial
process

In 2022, JCDecaux's teams aligned the ESG budgeting process with
the financial budgeting process. The objective of this alignment is,
on the one hand, to directly integrate extra-financial issues into the
Company’'s challenges and, on the other hand, to strengthen their
appropriation by local teams. From now on, local Chief Executive
Officers and Chief Financial Officers define their subsidiary’s ESG
objectives on an annual basis, with the associated necessary
resources in line with the objectives set by the Group. Once
approved locally, they jointly present the financial and extra-
financial plans to the members of the Executive Board at annual
budget sessions.

Strengthening the integration of ESG in compensation criteria

To strengthen the anchoring of the ESG Strategy in the subsidiaries,
the share of ESG criteria in the variable compensation of members
of the Executive Board and operational managers (Chief Executive
Officers, regional and country directors] increased from 10% to 15%
in 2022. The criteria are more specifically related to the
environment, social and governance.

In 2022, the scope was extended to the other members of the
Executive Committee and Corporate Functional Directors. More
than 100 directors were affected by these criteria in 2023.

Reporting process

In order to accelerate the convergence between the financial and
extra-financial processes, the Chief Financial Officers are in charge
of extra-financial reporting from 2022. To meet the expectations of
stakeholders in terms of transparency, reliability and auditability of
extra-financial data and the legal requirements to which the Group
is subject, JCDecaux manages extra-financial performance thanks
to its SIA [or "Sustainability Information Analysis”) reporting tool.
This platform enables the capture, control and consolidation of the
indicators, the publishing of reports and the provision of the
necessary documentation for data collection and for the control of
information feedback. It has been rolled out in all 55 countries of
the scope covered by extra-financial reporting in order to facilitate
and formalise local management.

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023



OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

The reporting from subsidiaries is based on the network of
correspondents charged with collecting, monitoring and validating
extra-financial data at the subsidiary level. SIA simplifies access to
information, its sharing within the Company and reinforces the
reliability of the information collected.

Data input into the application are checked by the Sustainability and
Quality Department and some Corporate Functional or Operational
Departments. The validated data is then consolidated according to
the accounting consolidation method, called “adjusted”, in order to
ensure coherence with the financial reporting.

Extra-financial data collection campaigns are conducted quarterly
for “flow” indicators (e.g., building’s energy consumption, generated
waste, etc.) and annually for “stock” indicators (e.g., breakdown of
employees]. The implementation of quarterly campaigns improves
the management of objectives and the reliability of the information
reported by the subsidiaries. Data are closed on 31 December every
year.

The information validated annually is subject to audit by an
independent third party. Thus, in addition to the diversity of the
Group’s activities and the constant evolution of its operational
scope, JCDecaux is continuing its efforts to have audited and
increasingly reliable data to help steer the ESG Strategy and extra-
financial risks.

In addition, in 2022 JCDecaux implemented a new reporting tool to
measure JCDecaux’s effective contribution to the Sustainable
Development Goals (SDGs) defined by the UN, by associating one or
more SDGs with each major cause supported by the subsidiaries
([see 2.2.2.3. "Advocate for public interest communication that
serves the United Nations' 2030 Agenda”).

2.1.3.3. An active dialogue with our stakeholders

A sustainable strategy serving the community

Reporting scope

In 2023, extra-financial reporting covered 97% of the Group's
consolidated revenue and 95% of the Group's FTEs, stable vs 2022.

The Sustainability and Quality Department defines the scope
covered by the reporting process of extra-financial data based on:

e The scope of consolidation provided semi-annually by the
Finance Department in adjusted data'’, comprising JCDecaux SE
and fully or proportionally integrated subsidiaries. Equity
affiliates under joint control are excluded from the scope

e Scope criteria relating to size for some subsidiaries of the Group.
For social data, only "Headcount” (FTE) data comes directly from
the Group's financial reporting process (in adjusted data) and
therefore covers 100% of the Group.

JCDecaux is at the heart of an ecosystem of players made up of a
multitude of stakeholders with different challenges. JCDecaux's
objective is to understand and meet their expectations in the best
possible way, while respecting the rules of business ethics. It is also
an opportunity to strengthen the Group’s positioning as a world
leader in Out-of-Home Advertising. Dialogue with stakeholders is
conducted at the local level, mainly by Corporate and Regional
Departments.

At the heart of the most material issues, JCDecaux prioritises
respect for business ethics in all its relationships and interactions
with its stakeholders.

! Please refer to p. 8 for the definition of adjusted data.

JCDecaux
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This dialogue takes place in several ways that vary according to the
stakeholders. They include the following items: URD and
Sustainability report, website, presentations and press releases,
media outlets and speaking engagements, meetings with media
agencies and advertisers, meetings with customers [cities,
transport companies, etc.), responses to questionnaires from ESG
rating agencies, investor conferences, internal and external social
media publications, General and Focus Calls with our Sustainability
Community etc.
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A sustainable strategy serving the community

SUPPLIERS
& SUBCONTRACTORS
Issues:
¢ Respect for human rights
e Compliance with established
commercial conditions
* Respect for business ethics
e Transparency on
the selection process
Answers:
e Implementation in 2014
of the Supplier Code of Conduct
e Implementation of sustainability
assessments and audits

CITIZENS
& FURNITURE USERS

Issues:

* Accessibility and usefulness
of our products and services

¢ Promotion of responsible
consumption

¢ Personal data protection

Answers:

¢ Encouraging soft mobility,
sustainable innovations

e Sustainable, eco-designed furniture,
high safety standards

¢ Alert messages on extreme
weather events, pollution peaks

¢ Application of the Code of Ethics
for Out-of-Home Display and the GDPR

JCDECAUX NGOs
EMPLOYEES Issues:
Issues: ¢ Promotion and actions in favour
e Health & Safety and well-being at work of causes of general interest
e Social dialogue and respect Answers: .
for fundamental rights *UN partnership
e Personal data protection e Commitment to major
Answers: causes and gracious actions

e Implementation in 2012
of the International Charter
of Fundamental Social Values
e Implementation of Policies
(social, health & safety,
personal data protection)

PUBLIC AND PRIVATE
PROCUREMENT MANAGERS

Issues:

* Development and transformation
of their city into a pleasant
and sustainable place to live

* Respect for business ethics

e Economic and financial expectations

Answers:

e Group Climate Strategy aligned
with the Paris Agreement

e Deployment of the code
of ethics since 2001

e Awareness of responsible
public procurement

¢ Constant innovation around
our furniture

—~

ADVERTISERS
& MEDIA AGENCIES

Issues:

¢ Compliance with business ethics and

alignment with ESG values
* Measurement and decrease of the
environmental footprint
of their campaigns
¢ Quality of audiences
¢ Transparency and reliability
Answers:
e Tailor-made advertising
targeting offer
e 360 Footprint Calculator
e Implementation of a code of ethics
for outdoor advertising and
an associated committee

FINANCIAL
COMMUNITIES

Issues:

e Creation of financial and
extra-financial value

¢ SFDR* compliant reporting
and positioning

¢ Transparency and reliability

Answers:

e Resilient business model

¢ Active engagement with
extra-financial rating agencies

¢ Regulatory compliance -
external audit
(Independent Third-Party Report)

e Balanced distribution
of value among stakeholders

* SFDR: Sustainable Finance Disclosure Regulation

JCDecaux has also been a signatory of the United Nations Global Compact since 2015. The Group implements the ten principles of this Pact
and publishes a “Communication on Progress” (COP) once a year which describes the internal efforts made to apply these principles for its

stakeholders. This report is available on the JCDecaux website in the Sustainability section.

JCD
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Towards more sustainable living spaces
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2.2. TOWARDS MORE SUSTAINABLE LIVING SPACES

The success of JCDecaux is based on the acknowledged quality of
its products and services as well as its ability to understand and
anticipate the needs of city councils, local authorities, airports or
transport companies. The Group's goal is to offer them innovative,
high-quality products and services to support their own
Sustainability and resilience strategies.

Improving the quality of life in urban areas, public transport and
shopping centres is a major goal shared by all: users of public
spaces, local authorities, transport providers and all economic
stakeholders. Inventing and promoting sustainable solutions
through communication to keep pace with urban change and the
United Nations Sustainable Development Goals is at the heart of
JCDecaux’s activities and business model. From Abribus® [bus

shelters) to Self-service Bicycle Systems, from advertising
campaigns to the connected objects of the “smart” city, JCDecaux
anticipates and explores the new dimensions that will furnish the
urban and mobility spaces of tomorrow while ensuring the safety of
users and their data. JCDecaux's Design Department carries out
numerous simulations (resistance, performance, etc.) and tests
(thermal resistance, etc.] to integrate various criteria from the
design stage to ensure the safety of the furniture and their
suitability for climatic conditions. Quality controls are then carried
out at each stage of the production cycle, thus guaranteeing high-
quality products that are safe for users. Once installed, all the
furniture is subject to regular on-site checks, in addition to more in-
depth, systematic checks of the structures and electrical
installations.

2.2.1. DEVELOP FURNITURE AND SERVICES THAT WORK FOR EVERYONE

2.2.1.1. Systematise ecodesign to improve environmental and social performance

66

“Following on from the Abribus® bus shelter, invented in 1964 to improve the comfort of public transport
users, JCDecaux develops and deploys responsible, co-constructed and inclusive innovations to improve city
life. Responding to new urban uses, they are also based on the Group’s fundamentals: sustainability, quality of

construction and quality of service.”
Gaélle Dagort, Group R&D Director

Our challenges

Promotion of the use of public transport, fight against planned
obsolescence, in particular through the quality of maintenance and
repair capacity, use of technologies that emit less or have a limited
environmental footprint, etc., JCDecaux is committed to improving
the environmental and societal performance of its services by
making our ecodesign policy systematic.

JCDecaux
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DEFINITION

Ecodesign is the integration of environmental characteristics
into the design of products and services in order to improve
their ecological performance throughout their life cycle.
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Towards more sustainable living spaces

FOCUS "LIFE CYCLE ANALYSIS OF JCDECAUX PRODUCTS”

JCDecaux’s Design Office carries out LCA of furniture using the SimaPro software, a reference in this field, which is based on global
databases (Ecolnvent) that are regularly updated. Thanks to this multi-step and multi-criteria assessment, various environmental
impacts are quantified in order to measure the effects of JCDecaux’s products on the environment.

JCDecaux focuses on the so-called furniture families “in operation”. This means furniture families which consume electricity and/or
need maintenance and/or posting (i.e. 75% of the total furniture in operation). This type of furniture represents an important part of
our activity. The rest of the furniture has a very limited environmental impact (e.g. benches, cleaning terminals, barriers, signage, etc).

The LCAs performed cover at least one furniture installation out of the 7 most utilised families" in operation. This wark?,

summarised in the graph below, enables a better understanding of the breakdown of greenhouse gas emissions over the life cycle of
the furniture:

e The extraction and manufacturing phases account for 29% of emissions and include the extraction and production of the raw
materials (steel, glass, etc.) as well as the transformation of the raw materials into components for furniture.

Due to the requirements of safety, design and quality of products and services, JCDecaux has limited leverage during this
extraction phase. However, when possible, the Group promotes the renovation of furniture at the end of the contract in order to
extend their useful life.

e The transportation of furniture between the place of assembly and installation, and the dismantling and removal of furniture
represent 4% of emissions.

e The operating phase accounts for 66% of the emissions over the entire life cycle (posting, servicing, maintenance). Its impact is
calculated for an operating period of the furniture of 15 years. In this phase, for the climate change indicator, the electricity
consumption of the furniture is the most important item®. With this in mind, JCDecaux has defined action plans to reduce the
energy consumption of furniture, vehicles and buildings.

e The end-of-Llife process for furniture and consumables accounts for 1% of emissions.

The ecodesign approach to JCDecaux’s furniture allows us to anticipate the separability of the materials therefore increasing their
recyclability at end of life. JCDecaux primarily uses recyclable materials which, when recycled, avoid emissions linked to the
extraction of raw materials.

Extraction
Manufacturing
29%

End of life 1 %

Transport
Installation
Dismantling
4%
Operations
66%

1 Abribus® bus shelter, MUPI® 2m2, Senior®, Self-Service bike (stations and docks), Sanitary facilities and Digital 75"

' Weighted GHG impact of the number of furniture items per family quantified by the SimaPro indicator as equivalent mass of CO,generated.
' With the exception of France, whose emission factor is very favourable and for which the most significant item is related to paper consumption.

Decaux
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Our roadmap to 2030

OBJECTIVES INDICATORS

Develop the ecodesign policy and N/A
roll out the associated plans

Our policies, actions and results

Life cycle analysis is one of the methods used by JCDecaux to eco-
design its furniture. In 2023, JCDecaux changed its LCA
methodology to adopt the European method EF 3.0. An external
audit carried out by an Independent Third Party (EY) confirmed that
the Group’'s practice was well aligned with the framework and
method imposed by the reference standards in this area, 1ISO 14040
and 14044. The effective application of this methodological change
is planned for 2024.

Towards more sustainable living spaces

2023 RESULTS ACTION PLAN

BY 2024

¢ Continue to update and audit
existing tools and databases for
Life Cycle Analysis (LCA) and
single score

Systematise ecodesign to meet the
challenges of stakeholders:

¢ Internal deployment of the
environmental assessment tool
for JCDecaux products and
services

¢ Construction and methodological
audit of an environmental
assessment tool for JCDecaux

products and services e Support the training and skills

development of internal and
external teams

JCDecaux’s eco-design approach is based on historical biases,
which the Group seeks to systematise, such as quality programmed
over time with the integration of circular economy principles:
furniture made of sustainable and recyclable materials, from
secondary raw materials that can be repaired, refurbished and
reused for new contracts. By applying these principles, furniture
can be reused several times and last for a good 30 years.

The 10 ecodesign principles for JCDecaux furniture

10 1

over time

ECODESIGN PRINCIPLES

Guarantee the quality of the furniture

2

Anticipate a modular conception

3 b4

Use sustainable materials

Use recyclable materials

5

Use secondary raw
materials

6 7

Optimise the electrical efficiency

of the furniture operational phase

Use renewable electricity during the

8

Limit the number of spare parts
needed for each maintenance
intervention

9

Facilitate the refurbishing of furniture

To go further and meet the challenges of its 2030 ESG Strategy and
its Climate Strategy, JCDecaux has been developing since 2023 a
tool to measure the environmental performance of its products and
services. The aim of this rating is simply to provide information on
the most virtuous designs within the same furniture family, with a
view to their deployment, and to properly stimulate innovation and
the development of new products by providing sufficient
environmental guidance to designers.

This environmental rating corresponds to the aggregation of scores
obtained on both quantitative criteria based on LCA results and on
qualitative criteria that take into account issues not, or not
sufficiently, covered by the LCA. The distribution and weighting
between the themes and between the LCA/non-LCA criteria within
the same theme is aligned with the major challenges of JCDecaux.
The relevance of this approach was audited by the independent third
party, EY. The tool will be rolled out in 2024.

JCDecaux
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10

Ensure the recyclability of the furniture at the end of life

Awareness-raising and training actions on eco-design and this
measurement tool are being built and will be rolled out in 2024 to
make the subject a priority for the teams.

Eco-design plays a central role in reducing the environmental
footprint of our products and services. This ambitious approach
enables JCDecaux to develop new furniture with reduced impact, as
presented in section 2.2.1.2. "Champion our responsible
innovations”. Eco-design also promotes the extension of the life of
our existing products, in particular through reconditioning, an
essential lever in achieving the Group’s environmental objectives
(see Climate Strategy in section 2.3.1).



82

Towards more sustainable living spaces

2.2.1.2. Champion our responsible innovations

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

DEFINITION

The responsible innovation approach at JCDecaux is based on
the alignment of the Group's innovations with the objectives of
its ESG roadmap. This approach consists of creating a positive
impact for JCDecaux's stakeholders while innovating to serve
the environment and society.

Our challenges

Since the creation of JCDecaux in 1964, innovation has been the key
driver of its development.

The Group’'s approach is based on 5 pillars:

e Combining experts with a proven methodology by adapting
products and services locally

e Supporting the emergence of the connected and smart city by
deploying useful and inclusive technologies

Our roadmap to 2030

OBJECTIVES INDICATORS

100% of operational teams made % of operations teams made aware
aware of responsible innovations in of responsible innovations in line
line with the SDGs (annual) with ESG objectives (annual)

Communicate on responsible
innovations to the Regional N/A
Departments from 2022

Create experimentation projects N/A
with cities by 2030

Scale up responsible innovations by
2030 N/A

Measure and communicate the N/A
impacts of our innovations by 2030

Our policies, actions and results

Developing useful solutions for citizens

JCDecaux develops and deploys furniture and services that are
useful for all, in three main areas:

e Promoting communication from our customers [cities, transport
companies, etc.) to citizens and travellers (reservation of part of
the furniture for their own communication, instant updating of
information thanks to digital). JCDecaux furniture makes it
possible to broadcast warning messages in the event of natural
disasters, kidnappings, pollution peaks, bad weather or heavy
road traffic. This is notably the case in the following regions:
Australia, China, United States, France, Hong Kong and United
Kingdom.

e Supporting the press and the plurality of information thanks to
the kiosks.

e Innovating for the environment through the deployment of
product functionalities

e Building on expertise in an agile and efficient information system

e Creating new innovative services for their

communication.

partners and

This innovation relies both on close proximity to cities and brands,
to respond to new uses, or even anticipate them (self-service
bicycles, for example), and better promote advertising panels, and a
research and development structure with nearly 200 engineers,
designers and developers. These R&D teams, who are able to
transform new ideas into sustainable and effective furniture, draw
inspiration from ESG as well as tools and methods focused on the
ecodesign of the services offered by the Group, as detailed in the
“Research and Development” chapter of this document p. 34.

2023 RESULTS ACTION PLAN
FROM 2024
100%
Raise awareness among the teams
in charge of relations with cities and
private clients about the innovations
: that we are developing and their
A ability to meet the United Nations
SDGs
Ongoing
Put in place an action plan and the
N/A necessary resources to deploy these
elements
N/A

Making everyday life easier for citizens by designing furniture that
is comfortable and accessible to all

JCDecaux works to facilitate everyday city life for as many people as
possible, by:

e Creating products and services accessible to all, based on design
to enable people with disabilities to benefit from and use them.

- For the hearing impaired, the Self-service Bicycle Customer
Relation Centre, available for all Self-service Bicycle Stations
in France, is accessible by telephone with a built-in camera
enabling them to communicate with advisors using the French
Sign Language (LSF).

- For the visually impaired, audible information can be activated
using a standardised remote control for the visually impaired,
as in the Abribus® bus shelter in Nantes and Amiens (France),
or using the call button such as in Paris.

e Developing furniture that facilitates mobility and improves the
comfort of users in public spaces, such as the “sunshade”, a
variation of the bus stop pole that provides rotating sun
protection, whatever the time of day.

JCDecaux
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like to read novels and therefore it's very good”.

FOCUS "A PARTNERSHIP APPROACH FOR INNOVATION”

Developing mobility solutions for smart and sustainable cities involves not only cooperation between private and public entities but
also partnerships between companies, in particular between large firms and start-ups. That is why JCDecaux supports and works
with start-ups, be they French or international, as part of its strategy of fostering innovation and stimulating entrepreneurship.

This support takes the form of proposing innovative, sustainable solutions designed and deployed by local startups or VSEs in
response to certain calls for tenders from local authorities. For example, in Grenoble since September 2022, 9 passenger shelters
have been equipped with a short story distribution kiosk offered by the French start-up Short Edition, which allows everyone to read
and discover the original works of authors, to enrich waiting time. To date, more than 150,000 short stories have been delivered, with
an average satisfaction level of 7.2/10. "We come every day to look for a story with my son. It's fun and it's different every time. | don't

Enhancing city landscapes and making them more attractive and
welcoming

Responsible innovation also means making cities more beautiful.
For JCDecauy, this involves:

e Creating innovative designer furniture through collaboration with
celebrated designers (e.g. Marc Aurel, Matali Crasset, Norman
Foster, Patrick Jouin, Philippe Starck, etc.).

¢ Reducing the exposure of passengers and city dwellers to natural
hazards, through innovative furniture. This is the case, for
example, with the Natural Freshness Shelter, which offers an
island of freshness during periods of high heat thanks to its
water evaporative cooling system, inspired by a natural process.
The Filtreo® concept makes it possible to reduce passenger
exposure to fine particles in the air, a solution implemented in
France in Lille Métropole since February 2021 and Strasbourg
since June 2021. The greening of street furniture is also being
tested (roofs of Abribus® bus shelters in Paris and Strasbourg,
plant walls in Clermont-Ferrand, the interior of a Morris column
in Grenoble), with benefits that not only are visual but also
preserve biodiversity.

e Encouraging soft modes of transport, via appropriate signage and
self-service bicycle systems. These systems are present in 72
cities in 11 countries (see the Street Furniture Activity chapter p.
43). Since 2018, they have offered a completely new user
experience, enabling the direct release of the bike using the app,
combined with bikes that are lighter both physically and design-
wise.

Abribus®*
STUTTGART - GERMANY '
i

* Activities eligible for the Taxonomy regulation (cf. section 2.1.2.2.)

JCDecaux
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Offering environmentally-friendly solutions

e Installing photovoltaic panels in street furniture in the most
relevant regions. This technology, which can be installed on Self-
Service bike stations and docks [e.g. VLS stations in Nantes] as
well as on advertising (e.g. Abribus® bus shelters in Abidjan and
Lagos) and non-advertising furniture (e.g. Abribus® bus shelters
in Boston), makes the furniture more energy autonomous and
thus limits electricity consumption.

* Imagining the street furniture of tomorrow, by exploring different
solutions to reduce the carbon footprint of products and services
as much as possible. The use of upcycling is one of them.

The use of upcycling makes it possible to recover, with a
minimum of transformation, end-of-life parts or production
waste from our activity or other sectors [network of local
suppliers mainly consisting of SMEs).

Our first prototype, made up of 85% upcycled parts, allows a 60%
reduction in GHG emissions compared to a new Foster opaque
roof model passenger shelter during the extraction/
manufacturing phase.

Other innovations illustrating these principles are described in the
R&D section of this document (p. 34).

B ¥
Self-Service Bigycle System™
TOULOUSE - FRANCE
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2.2.2. PROMOTE RESPONSIBLE OUTDOOR ADVERTISING

2.2.2.1. Advance responsible campaigns

66

“As a leader in outdoor advertising, JCDecaux is the privileged meeting point between citizen consumers,
brands and economic players. Through our commitment to apply our Code of Conduct to all Group countries,
we affirm our desire to work for responsible and positive outdoor advertising.”

Albert Asséraf, Managing Director in charge of Communications & User Innovation

Our challenges

With an audience of more than 850 million people every day worldwide, JCDecaux is convinced of the potential positive impact of outdoor
advertising and works to amplify responsible advertising. This is also a growing expectation among the Group's audiences and in society in
general: 80% of consumers say they are attentive to the impact of their daily behaviour on climate change'’, and one in two consumers say

they are more concerned by the environment than last year'?.

Our roadmap to 2030

OBJECTIVES INDICATORS 2023 RESULTS ACTION PLAN

ANNUAL

e Disseminate responsible content
and campaigns in line with
JCDecaux’s advertising ethics

100% of our countries have deployed
our Code of Conduct for Out-of- BY 2025
Home Display by the end of 2022

100% of our countries commit to
implementing and applying the
principles of our Code of Conduct for

% of countries implementing and

applying the principles of the Code ¢ Implementation of a control

Out-of-Home Display by 2024 of Conduct for Out-of-Home Display 950, of countries have set up a local process
ethics committee in 2022 ¢ Development of a specific training
programme

e Train local teams (Retail,
Marketing, City Relations) in the
challenges of responsible
advertising

Our policies, actions and results

Controlling campaigns in accordance with the principles of the Code of Conduct

All JCDecaux entities ensure that procedures are in place to check To ensure compliance, 95% of the Group's
that advertising content complies with applicable regulations in the countries had set up a local billboard

country in question and our contractual obligations with regard in committee by 2022 composed of

particular to the public authorities and the Group’s values, on representatives from the Public Affairs, % iy
themes such as alcohol consumption, the human image, products Legal, Retail, Marketing, Sustainability and E{ |
targeting young people or the environmental virtues or impacts of Communication departments. Ilg oo

certain products. . . . . .
P This Committee is responsible for examining

In addition to regulations, in 2022 JCDecaux implemented a Code of ~ the compliance of advertising content as well 0SSt Conduct o
Conduct for Out-of-Home Display, thus demonstrating its as monitoring via a dedicated register that
commitment to respectful and responsible communication. This  lists the campaigns rejected, accepted or
Code has been rolled out to all Group countries to ensure accepted with modifications.

compliance with ethical rules wherever it operates.

-

"'BCG Climate and Sustainability Consumer Survey report, June 2022 on a sample of 12,000 people.
2'PwC report, June 2021. Panel of 26 countries.

JCDecaux
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In France, a country that is particularly demanding in terms of the
regulation of advertising content, 3,628 campaigns were audited in
2023, including 684 modified before broadcast or refused for
regulatory (following a decision by the Legal Department] or ethical
reasons [following a decision by the French subsidiary’s internal
Advertising Ethics Committee).

The diffusion of an advertising campaign involves the joint
responsibility of the stakeholders in the chain and although
JCDecaux does not create any visuals, its teams help to raise
awareness among advertisers and their agencies about responsible
communication.

Calculating the footprint of our advertising campaigns

In order to raise customer awareness of the impact of advertising
campaigns, JCDecaux France has developed a new tool, Footprint
360, operational in early 2022. The calculator takes into account the
economic, social and environmental footprint and offers customers
a holistic view of the challenges associated with their advertising
campaigns.

JCDECAUX 360 ,) FOOTPRINT

!

CARBON

ECONOMIC

This multidimensional footprint is based on four indicators: CO,
emissions, water consumption, Full-Time Equivalents (FTE)
supported and the value in euros generated in the French economy.
The overall methodology has been certified by an Independent
Third Party (EY).

The French pilot currently available applies to furniture
representing 90% of JCDecaux's activity in France. In 2024, the
Group is launching the project to roll out the calculator
internationally. In Australia, JCDecaux signed a partnership with
Scoped, a pioneer and leading provider of scope 3 emissions data to
measure and report on the carbon footprint of the media and
advertising.

JCDecaux
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The collaboration will introduce outdoor advertising into the
footprint tool for the first time, improving channel transparency and
enabling media buyers to make more sustainable choices.

Participation in sectoral initiatives

In France, aware of the growing expectations of citizens on the role
of advertising in the ecological transition, the members of the Union
de la Publicité Extérieure (UPE] - of which JCDecaux is an active
member - are contributing to a collective approach in favour of the
ecological transition. As part of the climate contract filed with
ARCOM in June 2022, all members have committed to a trajectory
of reducing CO, emissions by stages, -20% of the CO, emissions of
their activities in 2025 and -48% by 2030 compared to 2019, in order
to contribute to carbon neutrality by 2050.

In addition, the members are committed to promoting responsible
communication to accelerate the ecological transition through
several concrete measures. For example, by posting and promoting
eco-responsible behaviour campaigns free of charge. Lastly, with
the aim of ensuring the monitoring and application of
commitments, the UPE's CSR Committee will be open to
independent external figures, who, alongside the members of the
committee, will ensure the proper execution of the commitments
made and propose areas for improvement.

Supporting the transition

Advertising has a major role in the necessary transformation of our
practices and consumption patterns. In this respect:

e In France, adopting the objectives included in the UPE's
“commercial communications and environmental transition
climate contract”, JCDecaux goes further with additional

commitments in its own climate contract, by promoting eco-
responsible communications to local authorities and in
commercial communications and by raising awareness among
our employees, advertisers, local authorities and agencies to the
challenges of the environmental transition.

e JCDecaux supports entrepreneurship by supporting young
brands to gain notoriety with the Nurture programme, available
in 12 countries: France, the United Kingdom, Germany, the
Netherlands, Italy, Australia, New Zealand, the United States,
Switzerland, Denmark, Lithuania and Latvia.

e In France, JCDecaux, in partnership with Hello Planet, provides

its urban digital screens for the broadcasting of inspiring videos,
intended to raise awareness of social and environmental issues.
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2.2.2.2. Safeguard our digital activities to the highest possible degree

Our challenges

In 2023, JCDecaux distributed digital campaigns on its screens in 68 countries through almost 245,000 advertising panels. For the Group,
any external or internal attempt to access the digital screens of this furniture in order to disseminate uncontrolled messages is a major
risk, likely to impact its results as well as its reputation and its ability to offer a credible digital service to advertising customers. The main
risks identified include vandalism or service disruptions. The more offensive and harmful the messages disseminated, the more serious the

impacts will be.

Our roadmap to 2030

OBJECTIVES INDICATORS

Zero security incidents that created a
general interruption of service or
resulted in the undetected broadcast
of unwanted content on digital
screens for which the broadcast is
controlled by and under the
responsibility of JCDecaux (annual
target)

created a general interruption of
service or resulted in the undetected
broadcast of unwanted content on

is controlled by and under the
responsibility of JCDecaux

Obtain ISO 27001 certification for

digital operations from 2022 N/A

Our policies, actions and results

Number of security incidents that have

digital screens for which the broadcast

2023 RESULTS ACTION PLAN

e Continuously improve SOC (Security
Operation Centre) capabilities

e Strengthen the approach to protect access to

Zero the Digital Information System

e Accelerate the “DevSecOps” approach, which
consists of providing functionalities to secure
digital programming management
software(DMS) from the development phase

Certification obtained
in May 2023

JCDecaux has formalised its responses to the risks of cyberattacks in a cybersecurity policy structured around three pillars:

3 pillars to limit the risks of cyberattacks

SECURE OUR DATA AND IT APPLICATIONS MOBILISE AND TRAIN OUR TEAMS

e Shared and centralised governance within the °

MONITOR AND DETECT UNUSUAL SITUATIONS

24/7 supervision of security events is carried

Company is implemented out

¢ Technological choices are state of the art

e Security principles are integrated from the updated annually

design phase of applications and

infrastructures (by Design) frequently

e An obligation to monitor and implement safety
policies by all subsidiaries is in place .

Secure our data and IT applications

The applications developed by JCDecaux are secured from the
development phase ("by design”), in accordance with the 10 golden
rules of security in the code defined by the Open Web Application
Security Project (OWASP).

Mobilise and train our teams

A security policy, revised annually and based on market standards
(ISO 27000, ANSSI, CIS, etc.) has been implemented. It is reflected
in the deployment of Group architecture principles and information
system operating rules. This policy is applicable in all countries.

This policy and its implementation are coordinated by the Corporate
Infrastructure Department, which reports to the Group’s Director
of Information Systems and in fine to the Chief Financial, IT and
Administrative Officer.

The security policy also provides for regular awareness-raising of
all staff on IT risks through the implementation of mandatory
cybersecurity training, as well as fictitious “phishing” campaigns.

e Aset of IT security policies is published and °

e Awareness-raising actions are carried out

Regular penetration tests are carried out

¢ A permanent analysis of our “e-reputation” is
conducted

¢ Regular checks are carried out by our internal
audit team

External audits are carried out frequently

Monitor and detect unusual situations

24/7 monitoring and surveillance tools, in particular a Security
Operation Centre (SOCJ, are in place, enabling a rapid response to
incidents.

A control system based on vulnerability tests ("Penetration Tests”)
and technical controls are carried out on a daily basis. JCDecaux's
teams also carry out an ongoing analysis of JCDecaux's reputation.

The security plans are submitted to the Executive Board and the
Audit Committee for approval. They are monitored by the same
bodies and are presented to the Supervisory Board several times a
year, in addition to a quarterly review with JCDecaux's Group
management.

Lastly, the ISO 27001 certification programme for the digital
distribution system was launched in 2022 to certify the security of
JCDecaux’'s data and information systems. Certification was
obtained in May 2023, demonstrating the Group’s commitment to
continuing to improve cybersecurity, which has been under way for
several years.

JCDecaux
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2.2.2.3. Advocate for public interest communication that serves the United Nations’ 2030 Agenda

Our challenges

In September 2015, the 193 member states of the United Nations adopted the 2030 Programme for Sustainable Development, called Agenda
2030. With its 17 Sustainable Development Goals (SDGs), it sets a roadmap for all countries and calls for the mobilisation of all
stakeholders, including companies. Faced with the challenge of raising citizens” awareness of this global approach, JCDecaux is positioning
itself as the go-to media for outdoor advertising. Every day, it reaches more than 850 million people in the various regions where the Group
operates and is a prime means of promoting topics of general interest.

Our roadmap to 2030

OBJECTIVES INDICATORS

Support a major cause related to the
G ; el N/A
roup’s activities every year

Be an official partner of the United
Nations for the promotion of the N/A
SDGs

100% of the Group's countries,
representing 80% of the adjusted
annual revenue, contribute to
support one or more United Nations
SDGs by 2025 at the latest

% of countries representing 80% of
revenue contributing to support one
or more UN SDGs

Our policies, actions and results

Support major causes

Since its founding, and aware of the power of its media to shape
opinions, JCDecaux has been involved in many activities to support
major causes such as road safety, protecting the environment,
combating disease, helping the disadvantaged and protecting
endangered species. The Group’s commitment is reflected in the
free display of advertising panels and the creation of campaigns in
partnership with local players [non-profits, governments, etc.] to
raise awareness among citizens and promote solutions to social,
societal and environmental issues.

A player in urban mobility with street furniture particularly present
along roadsides, JCDecaux is committed to the emergence of ever
safer and more united cities. At the international level, JCDecaux
particularly supports the cause of road safety.

From 2017 to 2022, the Group supported the #3500LIVES global
campaign dedicated to Road safety in partnership with the
International Automobile Federation (FIA] with a key message, that
everyone can take action to make roads safer for all their users.

Since 2023, this commitment has been consolidated through the
global partnership with the Special Envoy of the United Nations
Secretary General for Road Safety.

JCDecaux
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2023 RESULTS ACTION PLAN

Achieved (Partnership with the BY 2025
Special Envoy of the Secretary
General of the United Nations for
Road Safety)

Partnership signed with the UN Joint
Sustainable Development Goals
Fund (Joint SDG Fund)

Ensure the campaign is rolled out in
the Group’s 80 countries

BY 2024

e Ensure the quality and reliability
of reporting on major causes

¢ Establish local governance to
guide the proportion of free
grants that contribute to
achieving one or more United
Nations Sustainable Development
Goals

100%

FOCUS "PARTNERSHIP WITH THE SPECIAL
ENVOY OF THE SECRETARY GENERAL OF
THE UNITED NATIONS FOR ROAD SAFETY”

In September 2023, as part of a global partnership, JCDecaux
and the United Nations launched a road safety campaign to
combat the leading cause of death among young people aged
5 to 29. Under the motto #MakeaSafetyStatement, the
campaign brings together celebrities to encourage road
users to adopt simple and effective rules to drive safely. Over
the next two vyears, the campaign, translated into 30
languages, will appear on billboards and in public places in
80 countries and around 1,000 cities.
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FOCUS "SUPPORT FOR JUSTDIGGIT SINCE
2014”7

Since 2014, JCDecaux has been a partner of Justdiggit, a non-
profit that works for the revegetation of Africa. In 2023,
JCDecaux provided its support with the free distribution of
digital messages and posters in 4 countries: South Africa, the
Netherlands, the United Kingdom, and Zambia.

These messages aim to raise awareness among populations
and encourage agricultural and urban communities to protect
and restore ecosystems, recalling in particular that nature-
based solutions represent 37% of the response to achieving
the objectives of the Paris Agreement signed at COP 21
(source:
Nature).

IUCN, International Union for Conservation of

Justdiggit
UNITED KINGDOM

Be an official partner of the United Nations for the promotion of the
SDGs

L [ SUSTAINABLEOOH |
JCDecaux SUSTAINABLE OOH

Official partner of the
UN Joint Sustainable

Development Goals
Fund (Joint SDG Fund)

In early 2023, JCDecaux became an official partner of the "United
Nations Joint SDG Fund” (Sustainable Development Goals).

This global strategic partnership with the United Nations
Development Programme (UNDP] aims to support the “United
Nations Joint SDG Fund”, a fund intended to accelerate the
development of the Sustainable Development Goals (SDGs)
worldwide.

The promotion of responsible outdoor advertising is one of the six
commitments of JCDecaux's 2030 ESG Strategy, which implies in
particular that since 2022, the Group's subsidiaries have
undertaken to apply its Code of Conduct for Out-of-Home Display
and to support one or more of the United Nations SDGs.

Since its creation, JCDecaux has practised and promoted
responsible outdoor advertising and acts in favour of Major Causes,
by offering campaigns on its advertising systems to numerous local
and international NGOs working in favour of the SDGs.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Linking support to major causes and contribution to the SDGs

The Group has set a target for 100% of countries representing 80%
of annual adjusted revenue to contribute to one or more of the
United Nations SDGs by 2025. To this end, in 2022 JCDecaux set up
a new reporting system on the effective contribution to the SDGs,
which guides local management in the choice and management of
the major causes supported. At Group level, it is a means of
harmonising, making more reliable and consolidating - via the
finance departments - the data collected and ultimately enhancing
JCDecaux’s contribution to the SDGs internally and externally.

In 2023, 100% of the countries contributing to 80% of the adjusted
annual revenue supported one or more SDGs.

Thus, in 2023, 48 Group countries implemented specific support
actions for major causes related to local issues through 3,367
campaigns, whose promotion represents 2.2% of the Group's
advertising revenue. For example, among the emblematic projects
in 2023, we can note the support through free billboard advertising
or the donation of digital space to different types of associations
responding to the following 5 SDGs:

e SDG 3 - “Good health and well-being”, support for the fight
against paediatric cancer led by the KinderKlinik Initiative
Freiburg in Germany.

e SDG 4 - "Quality education”, support from the Back 2 School
association for the Boys & Girls clubs of America, vulnerable
young people in the United States.

e SDG 10 - "Reduced inequalities”, in Australia, support for the Eat
Up association, which offers food to underprivileged children.

e SDG 15 - “Life on Land” supports the United Nations Act Now
campaign in Brazil to raise awareness of the Sustainable
Development Goals for a prosperous planet.

e SDG 16 - "Peace, Justice and Effective Institutions”, JCDecaux
UK Community Channel works with the Young Lives vs Cancer
Association for better financial support for young cancer patients
in the United Kingdom.

JCDecaux
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Towards an optimised environmental footprint

2.3. TOWARDS AN OPTIMISED ENVIRONMENTAL FOOTPRINT

TOWARDS AN
OPTIMISED

ENVIRONMENTAL
FOOTPRINT

T |a-. ﬂ_1:| é!

Aware of environmental challenges and the climate emergency,
JCDecaux is determined, alongside the brands, to accelerate the
mobilisation of all citizens, national and local public stakeholders
and partners to meet this major challenge, and thus make
advertising a real accelerator of change towards more sustainable
lifestyles.

JCDecaux has defined and rolled out its policies and action plans in
line with the following two environmental objectives:

e Climate change mitigation: To limit the impact of the Group’'s
activities on climate change, JCDecaux has deployed its 2030
ESG Strategy since 2022, as a continuation of the one set up in
2014, and, introduced in 2023 its ambitious Climate Strategy with
the priority of reducing the Group’s greenhouse gases generated
by its activities.

e Adaptation to climate change: in 2023, JCDecaux wished to
strengthen the application of the recommendations of the TCFD
(Taskforce on Climate-related Financial Disclosures) by carrying
out a risk analysis taking into account different climate
scenarios. To this end, the Group has defined various time
horizons relevant to the risk analysis, taking into account its
strategic and operational specificities:

- Short-term horizon: 1 to 2 years, corresponding to operational
and financial planning

1 ? ﬁ T

- Medium-term horizon: 2 to 5 years, horizon for strategic
planning

- Long-term horizon: 5 to 20 years, horizon for planning and
understanding future challenges, also aligned with the
duration of JCDecaux's contracts with cities, and taking into
account the Company's future challenges and associated
macro-trends (urbanisation, climate change, etc.).

Thus, new indicators, in addition to the existing indicators reported
in the CDP, are being defined and assessed (e.g. amount of assets
vulnerable to climate risks, investments dedicated to climate risk
mitigation).

Established in more than 80 countries, JCDecaux is likely to see
its activities impacted by the effects of climate change. However,
the dimensioning of its furniture to meet climate standards and
conditions, their regular inspections, as well as the very wide
geographical distribution of the Group's activities, combined with
the fact that JCDecaux's assets are insured against the risks
related to climate events, limit any significant financial risk.

JCDecaux acts to minimise its other impacts through waste
management and actions to reduce water consumption (see
2.3.2).

2.3.1. DEPLOY AN AMBITIOUS CLIMATE STRATEGY TARGETING NET ZERO

66

Our new Climate Strategy, defined at Group level, gives concrete expression to our commitments through an
ambitious policy aligned with the Paris Agreement, aimed at achieving Net Zero carbon by 2050. In the course
of 2023, JCDecaux has embarked on a Science-Based Targets trajectory (SBTi]'". It is through systemic actions

and by engaging our entire value chain that we will contribute to global carbon neutrality.”

Lénaic Pineau, Group Chief Sustainability and Quality Officer

For JCDecaux, achieving Net Zero in 2050 means being part of a
dynamic approach of continuous long-term improvement that
involves several stages: measuring, reducing and contributing
beyond its value chain.

To reduce its carbon footprint and address the risks of climate
change, JCDecaux has defined an ambitious Group-wide Climate
Strategy, aligned with the ambitions of the Paris Agreement and
targeting Net Zero Carbon by 2050. To achieve this, JCDecaux is
committed to a Science-Based Targets (SBTi) trajectory” with
absolute short- and long-term emission reduction targets.

After having submitted, at the end of 2022, its letter of commitment
and having joined the global project “Business Ambition for 1.5°C"
", the Group submitted its reduction trajectory to SBTi at the end of
2023 for review and validation. This reduction trajectory will be
published as soon as it is validated.

Group Climate Strategy Governance

The Group Climate Strategy is backed by a dedicated governance,
managed at Group level. In 2022, JCDecaux created the
Environment Steering Committee, whose operation is described in
the Governance section of this document (see p. 73-74).

' The Science Based Targets initiative, also known as the SBTi or SBT initiative, is a partnership between CDP, the United Nations Global Compact, the World Resources Institute and
the World Wide Fund for Nature which encourages companies to commit to targets reducing greenhouse gas emissions compatible with the objective of 1.5°C maximum warming.

JCDecaux’s commitment letter was filed with SBTi at the end of 2022.

% The "Business Ambition for 1.5°C” campaign was born out of an urgent call for climate action launched by a global coalition of United Nations agencies and business leaders

JCDecaux
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This Climate Strategy was co-constructed by the Sustainability
Department and the Group Research, Production and Operations
Department (DGRPO), with the participation of ten Group
subsidiaries via different working groups, thus making it possible to
integrate local issues when defining the calculation of the carbon

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Publicly unveiled in March 2023, JCDecaux’'s Climate Strategy was
the subject of numerous internal communications to all Group
subsidiaries to explain the measurement calculations, the reduction
trajectory and the associated public commitment, and the action
levers to be activated locally.

footprint and reduction trajectory. Each stage of the construction of
this Climate Strategy has been approved by the Executive Board.

Focuses of the Group Climate Strategy
To achieve Net Zero by 2050, JCDecaux has structured its Climate Strategy into two areas:

e Reduce greenhouse gas emissions from its operations and value chain (see 2.3.1.1 and 2.3.1.2).
e Gradually roll out a contribution policy beyond our value chain (see 2.3.1.3.) by participating in the development of carbon avoidance and
removal projects.

CLIMATE STRATEGY
1.5°C scenario to be validated by Science Based Targets Initiative (SBTi)""

2030
TARGETS

Scopes 1+2  Scope 3

-60% -46%*

2050
TARGETS

Scopes 1+2 : Scope 3

-90% -90%*

2050
NET ZERO
Scopes
1+2and 3

\/

Our 2023
carbon footprint:
239.5 Kteq CO,
-22% vs 2019

[Scopes 1,2, and 3)
market-based

G5

<] .
RS ﬁ
FURNITURE

Improve the environmental
footprint of our furniture
and of its use

ENERGY

Reduce our operations’
carbon emissions

TRAVEL
Optimise our employees’
commutes and business travel

CONTRIBUTION
Contribute to the development of
emissions avoidance and/or carbon
removal projects

i g

* Within a perimeter covering at a minimum 92% of Group scope 3 emissions

The objectives presented in the infographic above correspond to the SBTi objectives that the Group is committed to achieving. JCDecaux
submitted its SBTi target for validation.

In order to achieve its objectives, JCDecaux has developed a reduction trajectory based on internal levers as well as exogenous factors. The
main areas of action are described in the table below:

Reference CSR
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Definition for JCDecaux Main levers identified in our value chain Factor
chapter
Vehicles Transition to a zero or low emissions fleet Internal
Emissions related to the fuel consumption of our vehicles X . o o . 2.3.1.1
during logistics rounds Energy-saving actions: eco-driving, optimisation of logistics rounds, etc. Internal
Buildings ;rca.nsmon to alternative systems to the use of gas or fuel oil: biogas, heat pump, Internal
Emissions related to the energy and electricity consumption of o . 8 5 . S 2.3.1.1
buildings Energy efficiency actions: temperature modulation, insulation, lighting Internal
Energy management, etc.
Selection and deployment of the most efficient technologies and screens from
an environmental point of view: LED lighting, motorisation of roll-downs, screen Internal
Furniture B ) size, etc.
Fﬁé?i:?givr:éat:fai the electricity consumption of the Energy-saving measures: switching off, dimming, automatic modulation of light Internal 23100
P intensity, etc.
Purchase of renewable electricity [market-based) Internal
Furniture Intensification of the promotion and deployment of renovated and eco-designed Internal
urnitu ;
furniture
Emissions related to the production of furniture deployed X S . 5 8 X X 2.3.1.1.2
during the year (extraction, manufacturing) Integration and monitoring of improvements in the raw materials industries External
Raw materials ' involved in the manufacture of our furniture (aluminium, steel, glass, etc.)
and design Transition to less carbon-intensive alternative solutions (PVC-free canvases,
Posters etc.) Internal
Emissions related to the use of posters paper, canvases, : . N . . . 2.3.2.1
stickers, etc.) Integration and monitoring of improvements in the paper industry and by our External
' suppliers
Travel Gradual reduction in kilometres travelled (teleworking, carpooling, etc.) Internal
Employee travel Emissions related to the distances travelled daily by our Change in modes of transport in favour of more virtuous means of transport Internal 2.3.1.1.2.

employees to get to work and for business travel

(public transport, bicycles, electric vehicles, train, etc.)

[ At the end of 2023, JCDecaux submitted its reduction trajectory to SBTi for review and validation.

ecaux
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OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Towards an optimised environmental footprint

Measurement of the Group’s carbon emissions

JCDecaux measures its greenhouse gas emissions (GHG) which consists of converting activity data into CO, equivalent according to existing
international standards (GHG Protocol'”, financial approach). This measurement covers the entire value chain of the Group (scopes 1, 2 and
3] and relies, as far as possible, on emission factors specific to its business and its furniture. JCDecaux is part of a continuous improvement
process to make this measurement more reliable and gradually reduce the monetary emission factors used and the associated levels of
uncertainty. All of our measures have been audited and certified by our Independent Third Party.

JCDecaux’s GHG emissions

InKTEQ CO, Y[E%E 2001 2022 [ EVOLUTION 2023 EVOLUTION 2023
TOTAL SCOPES 1, 2, 3 (LOCATION-BASED METHODOLOGY) 525.1 NA 399.6 400.0 0.1% (23.8%)
TOTAL SCOPES 1, 2, 3 (MARKET-BASED METHODOLOGY) 306.8 NA 228.8 239.5 4.7% (22.0%)
L 2 FMISSONE [LOCATION BASED 281.9 217.0 195.2 184.4 (5.5%) (34.6%)
Scope 1% 30.1 22.6 23.3 23.0 (1.3%) (23.7%)
Scope 2? Location-based®” 251.8 194.4 171.9 161.4 (6.1%) (35.9%)
METHDDOLOBY oo (MARKET-BASED 63.6 30.0 2.4 23.9 (2.1%) (62.4%)
Scope 2 Market-based® 33.5 7.4 1.1 0.9 (19.5%) (97.3%)
eDlzcil;rcit;Sl emissions related to the purchase of renewable 218.7 1870 1708 160.5 (6.0%) (26.6%)
TOTAL SCOPE 3 EMISSIONS * 243.2 NA 204.4 215.6 5.5% (11.3%)
1. Purchased goods and services 60.9 51.1 47.7
2. Capitalised assets 104.8 84.3 90.3
3. Fuel-related emissions (not included in scope 1 & 2) 26.1 22.5 26.7
4. Inbound freight and distribution 13.3 11.6 13.6
5. Waste generated 1.2 1.1 1.2
6. Business travel 6.9 5.4 5.6
7. Commuting 26.3 22.2 22.7
15. Investments 3.7 6.4 7.7

With a view to continuous improvement, the calculation of scope 3 emissions for the reference year (2019) has been updated to take into
account the recommendations for changes in the calculation of the life cycle analyses of our furniture and their impacts on emission
factors. This update was also carried out with a view to making the calculation methodology more reliable and consistent with the 2023
calculation method.

! Created in 1998, the GHG Protocol presents a certain number of rules and standards to govern the identification, calculation and declaration of the six main greenhouse gases.

?'Scope 1: total direct emissions induced by use of fossil fuels (petrol, natural gas, fuel oil, etc.] from vehicles and buildings, as defined in the energy consumption table.
Scope 2: total indirect emissions from electricity and urban heating consumption as defined in the energy consumption table. The emission factors by country published by the IEA
(International Energy Agency) are used to calculate electricity consumption emissions.

B "Location-based”: CO, emissions related to electricity consumption, using emission factors related to the average electricity mix of the country in which the Company is located.

¥ “Market-based": Scope 2 emissions from which emissions covered by certificates of renewable origin are deducted. The methodology for calculating “market-based” emissions is
carried out using national emission factors, in order to guarantee a homogeneous calculation across all our regions, as the emission factors of the residual mix are not
systematically available.

9 Categories S3.8 to S3.14 are not applicable to the Group’s business.

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023

91



92

Towards an optimised environmental footprint

Breakdown of Scope 3 greenhouse gas emissions in 2023

1%

13%

WASTE GENERATED

COMMUTING AND
BUSINESS TRAVEL

0,
f\N{:NC\AL 42%
INVESTMENTS CAPITAL GOODS
(furniture)

6%
INBOUND FREIGHT
AND DISTRIBUTION

12%
FUEL-RELATED
EMISSIONS

22%

PURCHASED GOODS
AND SERVICES

2.3.1.1. Reduce our operations’ carbon emissions

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Breakdown of emissions by scope (KTEQ CO,) in 2023

215.6

TOTAL
EMISSIONS

(market-based)

239.5

My

(22.0%)
vs 2019

161.4

23.0

Location-  Market-
based based
SCOPE 2
Electricity and
district heating

SCOPE 1
Fossil fuel combustion
(petrol, natural gas,
fuel oil, etc.) in vehicles
and buildings

SCOPE 3
Capital goods (furniture),
purchased goods and services,
other fuels, inbound freight
and distribution, financial
investments, waste generated,
commuting and business travel

Our challenges

With the growth in business in more than 80 countries worldwide, JCDecaux has over 800,000 street furniture items in operation'”’ and a
fleet of more than 5,100 vehicles, which are mainly used for servicing, posting and maintenance rounds and for transporting furniture.
Furniture, by its energy consumption, and vehicles, by their fuel consumption, are the main sources of emissions of the Group’s carbon

footprint on scopes 1(23.0 KT CO, eq) and 2 (161.4 KT CO,eq.).

Our roadmap to 2030 and 2050

OBJECTIVES INDICATORS

Reduce carbon emissions in absolute value by at
least 60% on scopes 1 and 22 by 2030 (vs 2019)
(market-based)

% reduction in GHG
emissions in
absolute value

Reduce carbon emissions in absolute value by at
(market-based)

least 90% on scopes 1 and 2 by 2050 (vs 2019)
(market-based)

2023 RESULTS

(62.4%)

ACTION PLAN

* Continued transition to LED

¢ Implementation of smart lighting on furniture
e Reinforcement of building insulation

e Reduction of the ambient temperature

e Transition to alternative systems to the use of
gas and fuel oil

e Fleet renewal and gradual transition to a low-
emission vehicle fleet

e Continued eco-driving training
e Continued optimisation of rounds

' Abribus®, MUPI® 2m?2, Senior®, Self-Service bike (stations and docks), Sanitary facilities and Digital 75".

?'0On a scope covering 100% of the Group's scopes 1 and 2 emissions.

JCDecaux
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Our policies, actions and results

Reduce the electricity consumption of furniture

OBJECTIVES INDICATORS

5% reduction in carbon emissions (location-based) related to

% reduction in carbon emissions related to the electricity

Towards an optimised environmental footprint

2023 RESULTS

o : : . o
tzré%[e]zl{igtgloc;tg][%onsumptlon of furniture in absolute value by consumption of furniture in absolute value (vs 2019)" (35.4%)
10% reduction in carbon emissions related to the electricity % reduction in carbon emissions related to the electricity

consumption of total furniture/m? of advertising panel by 2030 consumption of the total furniture/m? of advertising panel (vs N/A

lvs 2019) 2019)%
JCDecaux works to reduce the energy footprint of its furniture,
which accounts for 83% of its annual energy consumption. The
Group has defined lighting standards based on the use of LED
technology for its analogue furniture, whether new or already
installed. Consumption thresholds by furniture type have been
determined, in terms of power, intensity and light uniformity for
each family and type of furniture. In 2023, all Group countries had a
plan to equip the furniture stock with LED lighting.

Solutions to reduce the light intensity (dimming, presence
detectors, etc) or even temporarily switch off our furniture
(programming and control technology) are also deployed on a case-
by-case basis in order to improve the energy performance of the
furniture even more substantially while adjusting to market and
audience conditions. For regions subject to night-time extinguishing

Reduce vehicle carbon emissions

OBJECTIVES INDICATORS

% reduction in vehicle emissions in gCO,/km (vs 2019)

20% reduction in vehicle emissions in gCO,/km by 2030 (vs 2019)

In 2023, vehicle fuel consumption represented more than 12% of the
Group’s annual energy consumption. To reduce this consumption,
JCDecaux has implemented various actions:

e As part of the renewal and development of its vehicle fleet,
JCDecaux favours the selection of zero or low-emission vehicles
or more compact vehicles, such as cargo bikes or electric
scooters. Depending on the solutions available and the reality of
the needs of the business, operations staff are thus equipped
with clean vehicles [electric, LPG, CNG, flexifuel, hybrid). A pilot
project is under way in the Netherlands for the maintenance of
street furniture in the municipality of Amsterdam using compact
electric vehicles. In France, the maintenance teams of the new
toilets in Paris will now use cargo bikes to operate the toilets. In
2023, the share of clean vehicles was nearly 26% of the total
vehicle fleet and thus increased by 193% compared to 2019.

e Since 2006, JCDecaux has developed its own eco-driving
programme intended for all employees using a company car. This
regularly renewed training programme consists in changing and
maintaining drivers” behaviour for a gentler style of driving, in
order to reduce both fuel consumption and the number of
accidents. In 2023, eco-driving has been rolled out in 71% of the
Group’s countries.

1At constant scope and pace of digital deployment.

regulations (for example, between 1 a.m. and é a.m. in France and
between 10 p.m. and 6 a.m. in Germany), all furniture is equipped
with this type of device. Thanks to this type of innovation and LED
lighting, JCDecaux has reduced by 60% on average” the electricity
consumption of its 2 m? analogue furniture over the last 10 years.

To limit electricity consumption, digital furniture is installed in a
reasoned manner according to a selective strategy. The screens are
selected according to strict criteria of quality, energy efficiency and
lifespan. JCDecaux's screens incorporate a sensor that
automatically adapts the screen’s brightness to the ambient light (a
feature that is widespread throughout the Group that optimises
electricity consumption while guaranteeing optimal visual results).
Thus, over the last 10 years, JCDecaux has reduced the

consumption of its digital LCD screens by 45% on average®.

2023 RESULTS
(5.6%)

* A process of logistics rounds optimisation has been put in place
when installing or operating furniture. Cleaning, maintenance
and posting schedules are organised and revised on a regular
basis to limit travel times and fuel consumption.

The energy savings achieved in our vehicle fleets are the result of a
number of actions: eco-driving, fleet development and renewal,
optimisation of logistics rounds, etc.

Reduce the energy consumption of buildings

JCDecaux is also committed to reducing the energy consumption of
its buildings. Actions such as the switch to LED lighting in buildings,
reinforcement of insulation, equipment with Building Automation
and Control Systems (BACS] and the change of heating mode will
be gradually strengthened, consistent with the Group’s reduction

trajectory.

2 Consumption of new equipment thanks to LED, with dimming from 10 p.m. to 1 a.m. and switching off from 1 a.m. to 6 a.m. vs reference year 2013 with LED technology)
' Consumption of new equipment thanks to local dimming, automatic modulation, and switching off from 1 a.m. to é a.m.

JCDecaux
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Towards an optimised environmental footprint

Energy consumption

Includes electricity, natural gas, district heating, heating oil and fuels

In MWh 2021 2022 2023 EVOLUTION 2023 (VS. 2022)

Furniture!” 612,628 600,444 573,160 (4.5%)
Vehicles? 77,450 79,015 83,334 5.5%
Buildings® 43,673 44,087 33,157 (24.8%)
TOTAL 733,751 723,547 689,651 (4.6%)

Maintain 100% coverage of our consumption of renewable energy

OBJECTIVES INDICATORS 2023 RESULTS

100% of electricity consumption covered by green electricity"”
(annually)

% of electricity consumption covered by green electricity 100%

JCDecaux is pursuing a policy of purchasing electricity from renewable sources, which covered 100% of electricity consumption in 2023. The
performance is in line with the commitment made by the Group in 2014, and renewed as part of our membership of the RE100® in 2019, to
cover 100% of our needs by 2022 and maintain this objective in the coming years. This is why in 2023, JCDecaux made a commitment to
certain producers over several years via a call for tenders at Group level. In 2023, 51% of volumes purchased went through the Group. Five
sources of renewable electricity are considered: wind, solar, geothermal, hydroelectric and biomass. Certificates guaranteeing the
renewable origin of electricity meet strict specifications: the production of the electricity purchased must have taken place in the year of
purchase, be local if possible, and exclude large-scale hydroelectricity (+10 MW].

Electricity consumption and share of electricity from renewable sources in the total

In MWh 2021 2022 2023 EVOLUTION 2023 (VS. 2022)

Furniture!” 612,628 600,444 569,291 (5.2%)
Buildings® 21,255 19,934 19,889 (0.2%)
TOTAL 633,884 620,441 589,180 (5.0%)
% renewable electricity 98% 100% 100%

In 2023, JCDecaux's total electricity consumption was down by 5% compared to the previous year.

Deploy an Environmental and Energy Management System Guides to set up an environmental management system complying
with 1SO 14001 were drawn up by the Sustainability and Quality
Department, together with the certified subsidiaries, and made
available to all the Group’s subsidiaries.

In order to estimate, reduce and control its impacts on the
environment, and to harmonise practices at Group level, JCDecaux
is committed to deploying ISO 14001 certification in all subsidiaries
for which it makes sense. At the end of 2023, 17 countries had ISO  To go even further, JCDecaux's subsidiaries in the United Kingdom
14001 certified activities - Australia, Belgium, Brazil, Denmark,  and Ireland have received 1SO 50001 certification, a standard for
Ireland, Italy, Spain, the United States, Finland, France, Hong Kong, energy management systems.

Hungary, Norway, New Zealand, the Netherlands, Portugal and the

United Kingdom - representing 66% of JCDecaux’s revenue.

! Electricity consumption of furniture items is estimated based on an inventory of furniture which includes their average operating life and unit consumption. It includes both billed and
unbilled consumption.

2 Vehicle consumption only includes consumption billed to JCDecaux.

¥ Building consumption only includes consumption billed to JCDecaux.

“ The term “green electricity” refers to electricity produced from renewable energy sources.

' RE100, a global coalition of large companies committed to 100% renewable electricity consumption, in complete transparency and according to strict criteria.

JCDecaux
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2.3.1.2. Reduce emissions throughout our value chain

Towards an optimised environmental footprint

Our challenges

JCDecaux assesses its indirect environmental footprint by measuring its emissions on scope 3, which represents 90% (market-based) and
54% (location-based) of the Group's total GHG emissions, consistent with the GHG protocol, and following a calculation methodology audited

and certified by our independent third party.

Our roadmap to 2030 and 2050

OBJECTIVES INDICATORS

Reduce scope 3 GHG emissions by at least 46% in
absolute value by 2030 (vs 2019) (SBTi scope'")

% reduction in scope

Reduce scope 3 GHG emissions by at least 90% in 3 emissions vs 2019

absolute value by 2050 (vs 2019) (SBTi scope ")

Our policies, actions and results

Furniture

In order to reduce scope 3 emissions, JCDecaux plans, on the one
hand, to change the nature of the materials used in order to favour
furniture made from low-carbon emission materials, and on the
other hand, to develop renovated furniture.

In order to meet these commitments, JCDecaux has defined the
following objectives:

e Promotion of renovated furniture:

Renovated furniture has the advantage of reducing emissions and
costs by up to 70% compared to the installation of new furniture.
We considered that by 2030, renovated furniture could constitute
50% of all non-digital furniture deployed. Achievement of this
objective will depend on the willingness of public and private
customers to favour reconditioned furniture.

e Promotion of furniture made from low-carbon materials:

By 2030, 70% of all new digital furniture deployed will be composed
of low-carbon materials (non-renovated furniture).

'"'On a scope covering 92% of the Group’s Scope 3 emissions

JCDecaux
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2023 RESULTS ACTION PLAN

e Promote renovated furniture and increase its
deployment

e Focus on low-carbon materials in the design of

our furniture and their use
(14.2%) L )
e Integrate and monitor industry improvements:

aluminium, steel, glass, electronics, paper

e Optimise employee commuting and business
travel

JCDecaux also includes in its trajectory the decarbonisation efforts
of the raw materials industries that make up JCDecaux's furniture
(aluminium, steel, glass, electronics and paper). These efforts
mainly consist of reducing the carbon impact of the materials
produced by these industries (improving their energy efficiency and
reducing their carbon intensity).

Travel

This Climate Strategy is also based on the reduction of carbon
emissions related to employee home-work commuting and
business travel. JCDecaux has set itself two objectives for 2030:

» Reduce employee commuting (km) by 40% (vs 2019)

e Reduce the distances travelled (km) by employees for business
travel by 30% (vs 2019).
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Towards an optimised environmental footprint

2.3.1.3. Contribute beyond our value chain

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

Our challenges

As a responsible medium, JCDecaux has made reducing its carbon footprint a priority. Because the climate emergency and the stabilisation
of the increase in temperatures at +1.5°C requires much more today, the Group wants to contribute, as of now, to the financing of climate
change mitigation projects beyond that of its value chain. However, not all carbon projects are equal, which is why JCDecaux wants to
structure its approach within a Group-wide policy to better support its subsidiaries. This policy was approved by the Executive Board and

presented to the Ethics and ESG Committee.
Our roadmap to 2030

OBJECTIVES INDICATORS

Gradually roll out a relevant contribution NA
strategy at Group level, starting in 2025

Our policies, actions and results

In addition to the reduction measures implemented in its operations
and throughout its value chain, JCDecaux is already contributing to
the development of certified projects aimed at capturing and/or
avoiding carbon emissions beyond its value chain and with social
and societal co-benefits. This policy stems from JCDecaux’s desire
to contribute to the mitigation of climate change on a global scale
while meeting the SDGs (Sustainable Development Goals) defined
by the UN.

Since 2021, seven of the Group's regions have been committed to a
voluntary carbon contribution approach: Germany, Australia,
Denmark, France, Norway, Portugal and Sweden. Thus, regular
investments in solidarity decarbonisation projects have made it
possible to avoid or sequester a total of 225 kt CO, eq beyond the
JCDecaux value chain. These projects have been rigorously selected
for their quality (Verra, Gold Standard, PCC, LBC, ACCU, etc.), their
location, their typology in relation to the Group’s challenges and
commitments.

The objective is to reconcile climate justice and global carbon
neutrality in order to encourage and preserve the right to a healthy
environment for all in a more effective and sustainable manner.

2023 RESULTS

e Definition of contribution

value chain at Group

Awareness and training

value chain

ACTION PLAN
FROM 2024

¢ Establishment of governance

¢ Selection of decarbonisation project leaders
in line with the strategy

FROM 2025

principles beyond our

level

of teams on the
principles of carbon
contribution beyond our

¢ Deployment of the contribution strategy
beyond our value chain

e Group-wide financing of decarbonisation
projects in line with the strategy’s principles

JCDecaux France’s portfolio in 2023 consisted of 5 certified projects
located in the regions where we operate (see project details on the
page below]. Through the financing of these projects, JCDecaux
France contributes to the avoidance and/or sequestration of 53 kt of
CO, eq.

In order to build a relevant carbon contribution strategy at Group
level, three collaborative working groups were carried out in 2023
with six subsidiaries around the following themes:

* The voluntary carbon credit market, its challenges and the
mistakes to avoid

e The place of the carbon contribution in a “Net Zero” strategy

e The definition of a carbon contribution strategy for JCDecaux and
the identification of relevant project selection criteria, in
connection with our activity

A focus call for all countries completed the awareness-raising
around the contribution. The objective is to gradually move from a
local and heterogeneous contribution approach to a structured
approach at Group level, benefiting all subsidiaries with a dedicated
budget each year from 2025.

JCDecaux
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Towards an optimised environmental footprint

FOCUS "JCDECAUX FRANCE DECARBONISATION PROJECTS”

‘ United-Kingdom

Catering biodiversity |
Sequestration

Label: PCC

‘ Germany

Recycling | Reduction
Label: Gold Standard

Brazil

Biodiversity Protection |

Reduction

Label: VCS

‘ China

Energy | Sequestration
Label: VCS

‘ India

Reforestation | Reduction
Label: VCS

neess 12% 13 o
AEEE

JCDecaux
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2.3.2. CURB OUR OTHER ENVIRONMENTAL IMPACTS

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

66

“The year 2023 was marked by the launch and deployment of our Climate Strategy, but also by the
measurement of all our emissions, on scopes 1, 2 and 3, audited by EY and finally by a reduction trajectory
aimed at achieving the Net Zero objective by 2050, refined and now submitted to SBTi for opinion and
validation.”

Eric Baumann, International Operations Director

2.3.2.1. Make responsible waste management a priority

Our challenges

In 2023, JCDecaux’s activity generated more than 19,232 tonnes of waste, including paper and PVC. In view of this volume, waste
management is one of the priorities of JCDecaux’s environmental commitment, which acts, in particular, on the recycling of paper and PVC

waste, which represent the main types of waste sorted by JCDecaux.

Our roadmap to 2030

OBJECTIVES INDICATORS

% of waste landfilled
vs total waste in
countries with
suitable facilities

Zero waste landfilled by 2035

Our policies, actions and results

Recovering our waste

Waste generated

EVOLUTION

2023 (VS.

In tonnes 2021 2022 2023 2022)

Total waste generated? 19,311 17,911 19,232 7.4%
% recovered waste® 80% 85% 96%

NB: Household waste and waste managed by subcontractors is not included in the
waste total.

Paper posters represent 27% of the waste sorted by JCDecaux,
because the majority of JCDecaux’'s furniture is still non-digital. The
recovery of our waste, including paper, primarily involves improving
our knowledge of waste sorting flows and processes in all of our
regions.

In countries with adapted channels.
' Hazardous waste only represents 1.8% of the total waste generated.
¥ The recovered waste rate includes all treatment methods except landfill.

2023 RESULTS ACTION PLAN

e Improve knowledge of waste sorting flows and
sectors

e Accelerate training and awareness-raising for
local teams involved in the organisation of waste

96% of waste sorting and end-of-Llife in all subsidiaries

recovered® IN THE MEDIUM TERM

e Integrate the waste treatment value chain into
new designs

e Implement a treatment of historical designs for
which recovery is not possible

PVC canvases represent 1.3% of the total volume of recovered waste.
Their treatment and recovery at the end of their life is organised and
can vary according to the region: energy recovery, material or reuse.
JCDecaux is committed to reducing as far as possible the use of PVC
for canvases, by using alternative plastics or other less polluting
materials, provided that they meet operating constraints, in particular
regarding quality and resistance time. Products displayed in PVC-
free and recyclable canvas fabrics have been rolled out at our latest
airport projects (in particular Guangzhou, Sao Paolo, Dubai and
Bahrain).

The practices associated with our various types of waste are
regularly reviewed to improve their end-of-life recycling rate.
JCDecaux ensures that all hazardous waste and WEEE (waste of
electric and electronic equipment] are processed in specialised
facilities.

JCDecaux
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Minimising the landfill of our waste

In order to clarify the requirements of its waste policy and to share
the means of improving waste treatment from the supplier search
stage, JCDecaux has published a Waste Management Manual
intended for technical, operations and purchasing directors, as well
as for the managers of the Group's various subsidiaries. It introduces
a certain number of constraints and recommendations leading to
changes that will have to be managed by the teams concerned.

Towards an optimised environmental footprint

The Waste Management Manual thus defines the new indicators to be
collected by the subsidiaries on SIA, the sustainable reporting tool, in
order to be able to develop new action plans.

As part of the publication of the Manual, JCDecaux created a “waste
community” with its regional managers in order to ensure the
proper dissemination and understanding of the technical elements
of the strategy and to generate the ability to have an operational
vision locally in the subsidiaries.

this year increased by more than 8% compared to 2022.

furniture.

FOCUS "RENOVATION OF FURNITURE IN A CIRCULAR APPROACH"

The Group's business model is part of the functional economy. JCDecaux provides street furniture designed to last, which - most of
the time - remains its property, which is maintained by JCDecaux teams and may be renovated and reused as part of a new contract.

JCDecaux therefore promotes the possibility and necessity of renovating the furniture at the end of the contract to extend their
duration of use and thus significantly reduce the environmental impact linked to the extraction of raw materials and the manufacture
of new furniture. Street furniture can be reused several times and last for around 30 years. To support this practice, JCDecaux put in
place “The Store”, an online tool available for all the Group's subsidiaries since 2013. It enables countries with reusable furniture in
stock [Abribus® bus shelters, Self-Service Bicycles, etc.] to put them online. This furniture can then be reserved by subsidiaries
wishing to offer renovated furniture to cities, when this is authorised by their specifications. In 2023, 2,333 items of furniture were
exchanged thanks to the Store, including 291 2m? items of furniture and 1,586 bicycles, VLS terminals and docks. The volumes traded

Between 2014 and 2023, this exchange platform enabled us to reuse more than 19,000 furniture items, and thus achieve a 70%
reduction in emissions compared to the deployment of new furniture and savings of nearly €43.9 million on the new value of the

The renovation of furniture is a major asset of JCDecaux's climate strategy to reduce its scope 3 greenhouse gas emissions [see
chapter 2.3.2.1.2 "Reduce the environmental footprint across the value chain”).

2.3.2.2. Encourage responsible water consumption

Our challenges

Although JCDecaux does not consume a great deal of water, it is essential at Group level to work for the reasoned management of this

resource.

Our roadmap to 2030

OBJECTIVES INDICATORS

Enhance the water policy and action plans from 2022 N/A

Implement the water policy from 2023 N/A

JCDecaux
UNIVERSAL REGISTRATION DOCUMENT 2023

2023 RESULTS ACTION PLAN

¢ Make the means to measure and manage water

Gradual deployment consumption more reliable

of additional meters . . .
e Strengthen the implementation of a plan to raise

employee awareness of reasonable water
consumption

Reinforce rainwater harvesting in regions and

Ongoing ° R \
sites to cover consumption
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Our policies, actions and results

As the cleaning of furniture and vehicles represents the largest
item of water consumption for JCDecaux, the methods for washing
furniture and vehicles are reviewed regularly to reduce the quantity
of water required while ensuring high washing quality. New
innovative maintenance techniques, presented during Sustainable
Development Week and presented as part of the ESG awards, are
currently being tested in France to reduce the amount of water
required to clean shelters. To avoid using the municipal drinking
water network, JCDecaux uses rainwater collected in two ways:

* Rainwater is collected on-site in tanks by agencies and
transferred to reservoirs in field employees’ vehicles to clean
furniture

e Rainwater is collected in street furniture to have water for
cleaning directly available (e.g., Patrick Jouin public toilets,
billboard columns).

Cleaning furniture with rainwater is one of JCDecaux's emblematic
actions that were rolled out very quickly following the creation of
the Company. The JCDecaux subsidiary in France has been applying
this measure for more than 20 years now, thanks to 64 tanks
installed at 30 sites and branches throughout the country, which
allows it to be self-sufficient in water resources for the
maintenance of its furniture when rainfall permitting or outside
periods of water stress.

2.3.2.3. Work to protect biodiversity

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

e Rainwater, naturally without minerals, requires less detergent
and water for each cleaning.

* To enable each subsidiary to deploy resources to measure and
manage water consumption from its activities locally, JCDecaux
published in 2022 a manual to better support technical directors
in the implementation of their own local water consumption
measurement policy.

In 2023, rainwater consumption increased significantly, notably due
to the deployment of measurement tools.

Water consumption

EVOLUTION

2023
Inm’ 2021 2022 ikl (VS. 2022)
Ig;iluvrf;tei:)n'” 121,746 111,784 125,291 12.1%
Rainwater 2,515 2,134 4,773 123.6%

consumption

Our challenges

Thanks to studies by the IPCC, IPBES and SNB', the responsibility of human activities in the erosion of biodiversity and ecosystems is now
common knowledge. Although the issue of biodiversity is not one of JCDecaux's extra-financial risks and is not a material issue related to
the Group’s activity, JCDecaux, as a world leader in the design and maintenance of street furniture, wishes to contribute to the reintegration
of nature into the city and thus participate in the preservation and restoration of ecosystems.

Our roadmap to 2030

OBJECTIVES INDICATORS

Construct and roll-out a biodiversity policy and
action plans from 2023 in 2 stages:

I . N/A
e Set up a pilot in France in 2023

¢ Deploy a Group policy in 2025

' Water consumption billed.

2023 RESULTS ACTION PLAN

e Creation of working groups to implement the
France action plan

Pilot project France:
implementation
ongoing

e Drafting of a support to explain our biodiversity
approach

¢ Development of the core business offering
through innovations in the JCDecaux range of
furniture

2IPCC (Intergovernmental Panel on Climate Change), IPBES (Intergovernmental Science-Policy Platform on Biodiversity and Ecosystem Services), SNB [National Biodiversity

Strategy).

JCDecaux
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Our policies, actions and results

Integrate a biodiversity approach into the ESG strategy

Aware of its role as a media outlet in society, JCDecaux is
committed in its new ESG Strategy to building a biodiversity
protection policy in France from 2023 and to implementing an
associated action plan. This approach is based on eight areas
corresponding to the action plans suggested to companies to
commit to biodiversity:

Innovate by drawing inspiration from living things: biomimicry,
bioinspiration and nature-based solutions

Strengthen its local roots by preserving or restoring local
ecosystems

Anticipate regulations and facilitate the integration of future
constraints

Give meaning to its activity and respond to the sensitivity of its
employees

Improve its concrete  commitments and

certifications

image through
Secure its supply by promoting sustainable production methods
that respect ecosystems

Guarantee access to land through a real estate policy that
minimises land use

Access new types of financing linked to biodiversity criteria.
Three levers of this approach have long been part of JCDecaux’s
strategy:

Strengthen the Group’s regional roots by preserving or restoring
local ecosystems: JCDecaux makes maximum use of the

network of street furniture to contribute to ecological continuity
in urban areas. JCDecaux wants to take action to slow the

JCDecaux
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erosion of biodiversity by combating the artificialisation and
fragmentation of spaces. For this purpose, the Group has been
contributing for the past three years to the renaturation of cities
by greening our furniture, in particular through green roofs and
also vertical green structures allowing access to open ground.

Innovate by drawing inspiration from Lliving things: some
innovations are already participating on a small scale in the
preservation of biodiversity by drawing inspiration or being based
on nature. The deployment of revegetation solutions is one
example. JCDecaux is already seeing the positive impacts of
these solutions, since we have been able to observe, with the
local authority green space departments, that the plants have
evolved since their planting. Roofs, for example, have developed,
local species have appeared and insects have been observed in
these solutions.

Promote concrete commitments and subscribe to recognised
certifications: the paper posters ordered by JCDecaux (around
35% of all paper posters put up) are PEFC or FSC certified, or a
local equivalent depending on the country. These third-party
certifications guarantee a responsible management process of
the forest from which the wood used to manufacture posters is
taken. Certain advertising campaigns also promote awareness
raising among our audiences of this major issue (The Lion Share
campaign, local campaigns, etc). Lastly, the JCDecaux
partnership with JustDiggit and MicroSol enables the Group to
invest in and contribute to the protection, restoration and
management of ecosystems.

Thus, JCDecaux is committed to taking better account of this major
issue of biodiversity protection in its sustainability commitments.
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Towards a responsible business environment
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2.4. TOWARDS A RESPONSIBLE BUSINESS ENVIRONMENT

JCDecaux, with over 11,500 employees worldwide, considers its social commitment to them as key to its success. The diversity of its
products and services requires a large range of skills and competencies within the Company. As part of this diversity of businesses and
services, JCDecaux maintains relationships with a varied ecosystem - local authorities, suppliers, subcontractors, etc. The proper conduct
of business is therefore a key issue to ensure good relations with our partners. This involves the transmission of the Group's values to all its
stakeholders, including suppliers, and the protection of personal data.

2.4.1. BE ARESPONSIBLE EMPLOYER

66

“Since 1964, JCDecaux's success and reputation have been based on strong values, in particular the idea that
the Group’'s employees are essential to its development and success. In 2023, we revealed our new Group
Social Policy. The roll-out of this global policy at Group level, based on a common foundation and three main
pillars, takes into account the Group’s policies and existing local best practices.”

Victoire Pellegrin, Director of HR Development at the France Human Resources and International
HR Projects Department

FOCUS "THE GROUP SOCIAL POLICY: BE A RESPONSIBLE AND ATTRACTIVE EMPLOYER” (1/2)

JCDecaux is committed to being a responsible and attractive employer in all regions where the Group operates so that each employee
is treated fairly and has the means to successfully carry out their missions and develop both professionally and personally. Although
the Group had initially chosen to decentralise the HR policy to better take into account local specificities, providing a framework of
common social practices throughout the world seems today to be the most beneficial approach that will make it possible to change
the way in which employees are supported throughout their careers.

In 2023, JCDecaux therefore formalised a Group-wide Social Policy.

Genesis of the Group Social Policy

The Policy was developed with reference to the standards set by the International Labour Organization (ILO), the results of internal
surveys on the social practices of subsidiaries, the conclusions of several in-depth benchmarking studies of other global companies,
conclusions of public studies carried out by consulting firms on the expectations of employees and candidates in the current post-
Covid labour market, the recommendations of extra-financial rating agencies and the topics and requirements of the Corporate
Sustainability Reporting Directive (CSRD).

It was co-constructed by the Sustainability and Quality Department, the French Departement of Human Resources and International
HR Projects as well as a group of HR experts from six Group subsidiaries: JCDecaux Australia/New Zealand, JCDecaux UK, JCDecaux
USA, JCDecauxWall [Germany], IGPDecaux (ltaly) and JCDecaux Spain. This international HR working group has made it possible to
integrate local issues into the definition of this policy.

JCDecaux
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Towards a responsible business environment

FOCUS "THE GROUP SOCIAL POLICY: BE A RESPONSIBLE AND ATTRACTIVE EMPLOYER” (2/2)

A policy built on three strategic pillars

GROUP SOCIAL POLICY

" < WE SUPPORT  ga
U gl v e
OUR PEOPLE'S \w ¥}
GROWTH &
. ‘ DEVELOPMENT ~ @ '

Ensuring Human Rights Implementing a Health & Safety e Setting up recruitment
and fundamental social values Policy and embed wellbeing standards and improved
. . at work candidate experience

Providing a sustainable = . .
employment Providing Social protection * Onboarding newcomers
Promoting a speak-up Offering Personal leave * Favouring training
f:;'rﬁ)m:: ?jtialo ue) Taking measures to protect & upskilling

ploy 9 against any form_ of violence « Improving career
Offering benefits & compensation and harassment in the workplace management

and implement a wage policy Considering employee

Fostering a culture where satisfaction

diversity and inclusion

Facilitating smart workin
are celebrated 9 9

Scope and governance of the Social Policy

This policy applies to all employees of all JCDecaux SE subsidiaries controlled exclusively by the Group. For more details, please refer
to Part lll. Scope of the Policy.

By all employees, it is meant employees holding a JCDecaux contract on permanent, fixed-term or work-study contracts.

The Executive Board is directly responsible for the implementation of this Policy, which has been defined and approved by its
members.

At Corporate level, the Sustainability and Quality Department is responsible for directing, leading and coordinating the Policy with the
support of the French Department of Human Resources and International HR Projects as well as the group of HR experts of the 6
subsidiaries mentioned above. A transfer of responsibility is planned to the Group Corporate HR Department in 2026.

For more details, see the Group Social Policy Statement : .https://www.jcdecaux.com/studies-documents/group-social-policy

JCDecaux creates a variety of jobs, locally, wherever the Group operates, i.e. in more than 80 countries. Since its creation, JCDecaux has
pursued a strong policy of job retention, job creation and hires on permanent contracts: between 2001 and 2023, the workforce increased by
59%, an average annual increase of 2%.

As of 31 December 2023, JCDecaux total headcount was 11,678 employees, i.e. an increase of +469 people compared to 2022 (+4.2%). This
increase is mainly due to +221 FTEs in the Rest of the World (including +207 FTEs in LATAM], +123 FTEs in France and +104 FTEs in the Rest
of Europe.

On a like-for-like basis, the workforce in 2023 was up by 256 FTE, i.e. an increase of 2.3% compared to 2022. Scope effects led to an
increase of 213 people, mainly related to the acquisition in ltaly of Clear Channel (75 FTE] in June 2023 and the acquisition in Central
America of Publigrafik (138 FTE) in December 2023.

JCDecaux
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Breakdown of workforce by region (FTE)"

Number of people? at 31 December

France
2,740

w
o
o

3,285

United Kingdom
596
620
691

W

Rest of Europe
3,143
3,140
3,244

North America
350
353
379

]

Asia-Pacific
1,880
1,925
1,850

Rest of the World

2,011
2,009
2,230

2021

Breakdown of workforce by function (FTE)™

Number of people® at 31 December

Technical
5,436
5,630
5,707

Sales and Marketing & Data
2,614
2,140
2,896

|

Administration & IT
2,011
2,768
2,286

Contract Relations
484
518
619

'

Research and Development
175

153
170

M 2022 M 2023

Breakdown of employees by type of contract

96.3%

2021

3.7% 3.4%

N
o
N
N

Breakdown of employees by gender

Total headcount

Men Women

Headcount excluding non-operational employees

2021 52.9%

2022 52.6%

2023 53.0%
Men Women

FTE: Full Time Equivalent.

96.6% 95.6%

4.4% @ Permanent contracts Fixed term contracts

Breakdown of employees by age

As a % of total workforce

Less than 25 years 4.7%

25 - 30 years 10.4%
30 - 35 years 13.9%
35 - 40 years _ 14.8%
45 - 50 years 13.2%
50 - 55 years 12.2%
55 - 60 years 10.9%

60 years and over 5.3%

2 The breakdown of FTEs by region and by function are based on the Group's financial data reporting, with a coverage rate of 100% of the Group's workforce (FTE).

JCDecaux
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Breakdown of employees by length of service

As a % of total workforce

Group 47.5%
France 41.1% 12.4%
United Kingdom 47.3%
Rest of Europe 37.3% 15.2%
North America 61.3%
Asia-Pacific 52.9%
Rest of the World 64.1%
Less than 6 years 6-11years

2.4.1.1. Guarantee respect for fundamental social values

11 -21years

Average seniority

(in years]

15.6% 19.4% 1.7% | 5.8% 10.0
18.3% 16.2% 12.0% 12.5
23.4% 17.4% 6.8% 12.2
20.3% 222 5.8

[

M 21 -29years M 30 years and over

Our challenges

While 20% of the Group’s workforce is located in countries that have not ratified all of the International Labour Organization’'s fundamental
conventions, respect for human rights and fundamental values is a major issue for JCDecaux.

Our roadmap to 2030

OBJECTIVES INDICATORS

% of Group countries

o ) 0
100% of Group countries respect the Group’s respecting the Group’s

fundamental social values

% of new employees who
100% of new employees having signed their have signed their
commitment to respect the International Charter

of Fundamental Social Values International Charter of

Fundamental Social Values

Our policies, actions and results

Deploy JCDecaux’s Charters and ensure a core set of fundamental
rights for all employees

JCDecaux has created a common social framework for all its
employees, formalised in the Group’s Charters, which specify the
rights and duties of employees worldwide: the Code of Ethics (see
section 2.4.2.1. Maintain ethical conduct and fight corruption) and
the International Charter of Fundamental Social Values.

Members of the JCDecaux Executive Board are directly responsible
for the circulation of the Charters and the values they convey
throughout the Group, through the French Department of Human
Resources and International HT Projects, the Legal Department,

fundamental social values

commitment to respect the

2023 RESULTS ACTION PLAN

¢ Continue to audit the application of the
Charter in countries and monitor action plans
related to non-alignments

100%" + Continue to communicate regularly on the

subject internally

* Regularly check the proper functioning of the
vigilance alert system in 100% of countries

¢ Ensure the distribution of the Charter to new
employees and their commitment to the
principles it contains and monitor the training
of new connected employees

100%

the Sustainability and Quality Department and the Internal Audit
Department. Local management in each country is responsible for
ensuring that the principles and standards set out in the Charters
are properly applied. These Charters are available on the JCDecaux
website and the intranet in each country. Training and guides are
made available to employees to reinforce their understanding and
implementation.

All new employees joining JCDecaux must systematically sign a
letter certifying their commitment to respect the principles set out
in the Charters when they are hired. At 31 December 2023, 100% of
new employees had signed their commitment to the Group's
Charters.

' Results of the 2021/2022 survey (biennial survey), target achieved after review of the implementation of corrective action plans.

JCDecaux
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JCDecaux’s International Charter of
Fundamental Social Values describes the
Group’s commitment to respecting human
rights, and strengthens the protection of
fundamental  social rights  for all
employees, particularly regarding Health
& Safety, length of working time and paid
holidays, and condemnation of all forms of
forced or compulsory labour, child labour,
discrimination at work, harassment or
violence for all employees. Through this
Charter, JCDecaux formalises its
commitment to actively support the

Universal Declaration of Human Rights and the United Nations
Guiding Principles on Business and Human Rights, the International
Labour Organization's Fundamental Conventions and the Guidelines
of the Organisation for Economic Cooperation and Development for
multinational companies.

An assessment of the compliance of local practices with the
principles set out in the International Charter of Fundamental
Social Values has been carried out every two years since 2013 in the
form of a survey questionnaire. In the event of non-alignment, the
country concerned must implement a corrective action plan.

T

Lxfl

18 .
)

International Charter
of Fundamental
Social Yalues

-

The last questionnaire was rolled out in 2021/2022 to 78 countries.
This fifth survey, covering 99% of the Group's FTEs, identified 32
countries with non-alignments and for which a corrective action
plan was put in place. The effectiveness of these action plans will be
verified during the next biennial survey in 2023-2024.

The results of the surveys are verified by an independent third party
and are systematically presented to the Executive Board and the
Vigilance Committee, as well as to the Regional and Country
Directors.

In order to better cover the risk of “violence and harassment”
identified by the Group's risk mapping, in 2021, the HR Department
designed the “BePositive: Workplace well-being for all” and
“Fighting harassment together” training courses for all Group
“connected” employees. These awareness-raising courses were
rolled out in 15 languages on the JCDecaux Academy Digital
Learning platform in May 2021 and January 2022 respectively.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

In 2022, 100% of “connected” employees completed these two
training courses. Since then, the training courses are mandatory for
all newcomers to the Group, as part of their integration.

Taking measures to protect everyone against all forms of violence
and harassment in the workplace is one of the priority
commitments of the Group Social Policy launched in December
2023 and on which the first actions will be rolled out in 2024 (see
the Group Social Policy Focus in the introduction to this chapter for
more details).

Through the launch of its Group Social Policy, JCDecaux has also
strengthened its commitment to the social protection of its
employees by defining a policy for granting fully paid leave for
personal and family events [Personal Leave Policy] which will be
gradually rolled out in 2024 with the objective for each subsidiary to
have rolled out its own local policy by 2025 incorporating the
Group's prerequisites, namely:

» For the arrival of a child [natural birth and adoption): 14 weeks for
the primary parent (defined as the parent with the primary
caregiver role of the child) and 3 weeks for the secondary parent
(defined as the other parent not having the primary caregiver role)

e For the death of a relative of the employee: 5 days for the
children and the partner, 3 days for the parents and 1 day for the
grandparents and siblings

° To provide care in the event of the illness of an employee’s child
under the age of 12: 3 days/year

° Forthe employee’s marriage or civil partnership: 3 days

Implement a fair compensation policy

The compensation policy is established in each subsidiary according
to the principles of internal fairness and external competitiveness
defined by the Group. Profit sharing with employees is also based
on different systems in each subsidiary.

Through its International Charter of Fundamental Social Values,
JCDecaux undertakes to ensure that the lowest salary is at least
equal to or higher than the legal minimum wage defined locally. As
part of its Group Social Policy, JCDecaux is strengthening its
commitments by defining a favourable and fair compensation policy
and ensuring by 2030 that all employees receive an adequate wage.

Compensation of employees is determined according to objective
criteria such as the type of position, level of qualification and
experience. For managers, a strategy of variable compensation
and bonuses based on individual objectives is generally used.

Changes in all employees’ compensation in France is negotiated
each year as part of the Annual Mandatory Negotiation (NAQ).

In France, profit-sharing agreements cover employees with at least
three months of seniority [permanent and fixed-term contracts) at
the end of the financial year.

Profit-sharing and benefits paid

In thousand euros 2021 2022 m
Profit-sharing 3,886 3,947 8,399
Employee profit-sharing 0 213 506
Company contribution” 0 411 1,529
TOTAL 3,886 4,571 10,434

FOCUS "THE COMPENSATION POLICY IN FRANCE"

The amounts declared for 2023 in respect of the 2022 payment
are gross, excluding the amount of the social lump sum.

The increase is due to a good year in 2022 in terms of revenue
and operating margin, which are the two criteria triggering the
payment of the collective incentive. Employee profit-sharing was
also up, partly thanks to the good results of Média Aéroports de
Paris. The contribution is up sharply due to an increase in the
case of investment of the collective incentive scheme or profit-
sharing in the employee shareholding fund.

The year 2023 was marked by the first employee shareholding
operation reserved for employees of subsidiaries in France
offering advantageous subscription conditions (discount of 20%
applied to the share price and matching contribution of up to
€500). With a 62.2% subscription rate, employees in all
professions and of all statuses demonstrated their confidence in
their company, its strategy, its model and its collective project.

" Amount that relates to the Company contribution paid for payments into the employee savings plan (PEE).

JCDecaux
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Allow greater working time flexibility

Each subsidiary is responsible for managing the working time of its
employees in compliance with contractual and legal provisions, as
well as with the principles set out in the International Charter of
Fundamental Social Values. Working time in Group subsidiaries
varies depending on the location and populations concerned. In
2023, as part of its Group Social Policy, JCDecaux has committed to
facilitating the implementation of smart working methods in the
subsidiaries for which this is adapted in order to allow more
flexibility at work and a better work-life balance.

Breakdown of employees by full/part-time

95.3 95.6

2021
95.3

As a % of total workforce

Employees full time

Breakdown of employees with atypical work schedules

As a % of total workforce 2021 2022 m
Employees alternating 2x8 or 3x8 10.3% 9.8% 9 4%
work schedules e on S
Employees working nights 7.5% 8.2% 8.3%
Employees working weekends and/or 5 5% Ld% 7 8%

public holidays

In 2023, the Group used alternate work schedules in 38% of the
countries where it operates. Night work is practised in 59% of the
countries where the Group operates and 41% use weekend and/or
public holiday work.

The slight increase in the percentage of employees working on
weekends and/or public holidays is due to a change in the data
collection methodology in France. This methodology now covers all
employees with an employment contract covering Saturdays as well
as employees who have obtained a bonus for additional work on
weekends or public holidays.

Towards a responsible business environment

Breakdown of employees working from home

As a % of total workforce 2021 2022 2023
Employees working from home at 33.1% 40.2% 38.9%

least 1 day per week

Thus, in 2023, remote working was practised in 45 Group countries.
In total, nearly 39% of the total workforce in 2023 worked remotely
at least one day per week, compared with 40% in 2022. Some
countries have stopped teleworking for reasons of logistical
constraints or available resources but also at the request of the
employees. It should be noted that the non-operational headcount
("office”) represents 51% of the Group’s employees.

Create the conditions for high-quality social dialogue

JCDecaux commits to promoting the right to collective bargaining
and the freedom of association, as stated in International Labour
Organization’s Conventions No. 87 and No. 98. In all circumstances,
the Group commits to creating conditions for favourable employee
relations and to reach formal agreements which are fair to all. Free
expression within the Group and constant dialogue with staff
representatives contribute to the smooth running of the Company
and promote compliance with regulations on employee rights.
Through its Group Social Policy launched in December 2023,
JCDecaux has committed to deepening its actions from 2024 (see
the Focus on Group Social Policy on p. 102-103 for more details).

Staff representatives, meetings and agreements

At 31 December 2021
Staff representatives (number of terms of office) 348
Meetings with staff representatives 472
Agreements signed in the year 78
Agreements in force 268
% of employees covered by a collective agreement 57%

GROUP

FRANCE
2022 2021 2022
342 885 150 150 106
383 302 17 122 73
46 60 13 10 13
232 233 87 44 58
58% 53% 100% 100% 100%

JCDecaux operates in more than 80 countries (in which collective trade union agreements relating to our business sector do not always
exist] with entities of varying size, from over 3,200 employees in France down to a few dozen employees in the smallest subsidiaries.
Therefore, depending on local contexts, it is possible that the employees of certain subsidiaries are not covered by collective trade union
agreements or company agreements. In the event that freedom of association or collective bargaining is restricted or the entity’s employees
do not have union representatives, the Group endeavours to allow and facilitate the implementation of alternative solutions such as the
organisation of discussions on working conditions and professional concerns between employees and members of local management.

JCDecaux
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FOCUS "CREATION OF THE EUROPEAN COMPANY COMMITTEE (CSE]”

The creation of JCDecaux as a European Company resulted in the establishment of the European Company Committee, a new body at
European level.

To do this, a Special Negotiation Group [SNBJ, composed of representatives from each of the 23 countries where the Group operates
in the EU, was set up to determine with Management the role and functioning of this new Committee.

After 8 negotiation meetings, management and employee representatives have unfortunately not reached a valid collective
agreement. Therefore, in the absence of an agreement, French legal rules apply and govern the functioning of the European Company
Committee.

During the 1st half of 2023, each member country of the European Company was invited to carry out an election or appointment
according to the national regulations in force to appoint its representative(s) on the European Company Committee.

Thus, the European Company Committee is currently made up of 27 full members and 16 alternate members, representing the 23
countries, elected/appointed for 4 years.

The Committee met for the first time in September 2023 to formalise the creation of this new body, then in December 2023 to share
the strategic orientations for Europe with Jean-Charles Decaux and a proposal by Management for a new project for an improved
collective agreement with a view to possible conclusion in 2024.

This European Company Committee is a tool for social dialogue making it possible to understand and apprehend the Group's
operational, economic and social issues in their European dimension. It also allows discussions with employee representatives on
transnational issues, i.e. those concerning the community Group as a whole or the Group’s companies or establishments located in at
least two different European countries.

This body is not intended to replace the national social dialogue within each country, which continues to apply under the usual local
conditions.

2.4.1.2. Promote an exemplary Health & Safety culture

Our challenges

As a Company posting advertising displays and supplying furniture supports, JCDecaux is a field employer, particularly in urban environments.
This is why occupational health and safety is one of JCDecaux's priorities. Nearly 50% of the Group’s total workforce in 2023 operated in the
field and was therefore more exposed to the risk of accidents and incidents (activities that may include working at heights, the use of electricity
or the proximity of electrical equipment, driving or being near roads or railways, and working in densely populated areas).

The Company’s policy is to subcontract operations as little as possible. However, this choice depends on local contexts and organisational
constraints relating to the network of street furniture. When the Group resorts to operating subcontractors, the same high requirements are
set in respect of quality and safety.

Our roadmap to 2030
OBJECTIVES INDICATORS 2023 RESULTS ACTION PLAN
ANNUAL
Reduce by 25% the accident frequency (vs % reduction in accident (20.7%) * Deploy regular health and safety awareness actions
2019) by 2030 frequency rate (vs 2019) e + Strengthen local communications, the commitment
of management teams in the regions and countries
and emphasise Health & Safety training
Our policies, actions and results » To set up inspection programs and audits

* To conduct inquiries into accidents and take necessary remedial

R measures to prevent further accidents
Support our subsidiaries

e To ensure the safety of furniture
Guaranteeing the health and safety of its employees, operating
subcontractors and users is a priority for JCDecaux, which has
developed a Group Health & Safety Policy which requires each
subsidiary to implement a Health & Safety management system.
The principles of these are:

* To qualify major subcontractors in the selection phase

° To ensure that all our subcontractors have signed a contract
containing detailed Health & Safety clauses and incorporate the
subcontracted operations into our inspection programmes.

The Group supports subsidiaries via the Group Health & Safety
Committee. This Committee, steered by the International
Operations Director is composed of regional or local Health &
Safety Managers and the QHSE Sustainability Manager and/or the
¢ Totrain employees in Health & Safety matters Chief Sustainability and Quality Officer.

* To know, understand and control its risks

e To have an organisation and a Health & Safety action plan in
place for the country and/or the region

JCDecaux
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The members of the Health & Safety Committee meet four times
per year to define and monitor the objectives and action plans at
Group level, the results of the country audits and quarterly reports
on the frequency and severity of work accidents. Health & Safety is
also monitored several times a year by the Executive Board, and at
least during the quarterly extra-financial performance review. The
review includes a review of actions during the year, follow-up of
objectives including objectives for the reduction of frequency and
severity rates, a review of serious accidents during the year,
validation of next steps and the Health & Safety criteria to be
included in the variable compensation of Regional and Country
Managing Directors. The inclusion of Health & Safety criteria in the
variable compensation of the Regional and Country Managing
Directors has been place since 2017.

A detailed operations manual supports this Health & Safety Policy
and includes practical examples. All the documents are available in
the Group’s intranet. Subsidiaries are invited to adapt and enrich
the content to define their own manuals in accordance with their
local regulations and relevant situations frequently encountered.
Some subsidiaries have also implemented an OHSAS 18001 or I1SO
45001 certification process. This is the case for nine of the Group’s
subsidiaries: Finland, Spain, China, Hong Kong, Australia, New
Zealand, the United Kingdom, Ireland and Singapore. Together,
certified subsidiaries represented 23% of the Group's FTEs in 2023.

Monitor changes in occupational risks

Occupational accidents

Towards a responsible business environment

The Group used two tools to carry out its monitoring in 2023:
* Entity audits

Physical audits have been carried out since 2014. In 2023, the
number of audits increased slightly with 6 audited entities
compared to 5in 2022.

* Remote assessments on subcontracting

e In 2021 and 2022, 21 Group entities were also assessed
remotely on their ability to manage health and safety aspects
related to subcontracting (13 in 2021 and 8 in 2022).

A video series entitled “Occupational health and safety, we all
have a role to play” was made available to the Managing
Directors and the Technical Directors of all subsidiaries as well
as their teams, on the page dedicated to Health & Safety on the
Group intranet in 2022. This series aims to illustrate how each
employee can contribute, at their own level, to making the
working environment safer. Employee involvement in the risk
prevention approach is seen by JCDecaux as an essential aspect
to achieving an exemplary Health & Safety culture. In 2023, two
new episodes were shared with the Group's subsidiaries.

The frequency rate of workplace accidents for employees in 2023 was 14 accidents per million hours worked, an increase compared to last
year (13). This figure is down by 21% compared to 2019, confirming or reinforcing the effectiveness of the Group Health & Safety policy

deployed since 2014.

The severity rate has slightly deteriorated and stands at 0.7 days per thousand hours worked.

Occupational accidents resulting in lost days

FREQUENCY RATE" SEVERITY RATE®
As a % of total workforce 2021 2022 m 2021 2022 m
France 24.6 23.4 24.0 1.3 1.4 1.8
United Kingdom 3.8 3.7 1.2 0.0 0.1 0.0
Rest of Europe 16.6 15.0 13.5 0.4 0.4 0.4
North America 25.5 6.6 17.1 1.9 1.8 0.8
Asia-Pacific 2.4 0.8 1.9 0.1 0.0 0.1
Rest of the World 7.7 10.8 13.6 0.1 0.1 0.2
GROUP 14.0 13.0 14.0 0.6 0.6 0.7

' The frequency rate represents the occupational accidents resulting in lost days (excluding commuting accidents) per million theoretical hours worked*.
? The severity rate represents the number of working days lost as a result of a workplace accident with time off (excluding commuting accidents) per thousand theoretical hours

worked*.

* Theoretical hours worked are calculated as follows: number of FTE x number of theoretical days worked x number of theoretical hours worked per day.

JCDecaux
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Absenteeism

JCDecaux monitors the rate of absenteeism by cause to assess and ensure the proper deployment of the Health & Safety and Social
priorities of the 2030 ESG Strategy.

Absenteeism by reason

As % of workforce 2021 2022 2023

GROUP Absenteeism for illnesses and accidents'” 4.5% 5.0% 4.8%
Absenteeism for other reasons? 1.9% 1.0% 0.8%

NB: The absenteeism rate is the ratio between the total number of days absent and the number of days worked. The number of days worked taken into account in calculating the
absenteeism rate is the number of theoretical days worked (annual number of days worked* average number of employees).

2.4.1.3. Support employee growth and development

Our challenges

In a general context of a shortage of candidates, JCDecaux must be attractive on the job market to attract new talent on the one hand, and
efficient as an employer to ensure their retention on the other. To this end, the Group strives not only to create working conditions conducive
to the fulfilment and achievement of the ambitions of each of its employees, but also to gain visibility and notoriety and to stand out in the
employment market by reinforcing its employer brand and the consistency of its social practices. In 2022, the issue of “attracting and
retaining talent” was identified as a major risk and actions were rolled out for executives and managers, particularly in view of the findings
for IT populations. In 2023, actions continued to be rolled out for executives and managers. The Group developed a Social Policy at the end of
2023, covering all employees, which will be rolled out from 2024.

Our roadmap to 2030
OBJECTIVES INDICATORS 2023 RESULTS ACTION PLAN
. . BY 2025
: q % of countries with an
100% of the Group’s countries have an . . - .
onboarding programme covering the key onboarding programme * Deploy the shared “onboarding” basics to all Group
training courses and values of JCDecaux by Egni;g‘g;:s \l/<ael){1t6r:|0r}|ng N/A subsidiaries
2030 = Deploy existing tools to other subsidiaries to serve
JCDecaux - '
this purpose (e.g. Talmundo for pre-boarding)
BY 2025
¢ Continue to work on the development of human
capital in a digitisation context
¢ Communicate a career management guide
incorporating the prerequisites for individual
100% of the Group's countries have a % of countries with a 88% of countries interview processes
career management system incorporating career management conducted annual » Define the methods and frequency of satisfaction
training topics by 2030 system individual interviews surveys, communicate a guide incorporating the
Group's prerequisites for satisfaction surveys and
create and communicate a generic questionnaire
format
* Promote internal and international mobility, in
particular via tools such as Ready To Move
(international mobility) and Coopt’in (co-optation).
ANNUAL
% of employees who ¢ Guarantee access to the JCDecaux Academy
100% of employees completed at least one  completed at least one 85% platform for all subsidiaries
training course (annual) training course during the ’ * Strengthen the MyCrew community - a community
year of local JCDecaux Academy correspondents in all

subsidiaries to share and exchange ideas on
training topics.

" Includes illnesses, occupational diseases, disability, occupational accidents and commuting accidents.
2 Includes maternity leave, contractual leaves of absence, parental leave and other absences.

JCDecaux
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Our policies, actions and results

Attract and recruit new talent

While the Group is already present on social networks, employment
platforms and at trade fairs and forums, stepping up its employer
presence is crucial to attracting new talent.

In 2023, as part of the development of the Group Social Policy, the
challenges of attraction and candidate experience were integrated
into the strategic roadmap and will be the subject of action plans
from 2024.

To gain visibility and arouse the interest of candidates, JCDecaux
increasingly communicates about the actions deployed internally
(ESG actions, training courses, team building, etc.) and promotes
the richness of its careers, its business lines and its activities, in
particular through the distribution of profiles of JCDecaux
employees.

Towards a responsible business environment

Diversification of broadcasting channels also plays an important
role in the process of attracting new talent. The Group plans to
develop the career space on its website and further integrate social
networks into its attraction and recruitment strategy.

After a decline in recruitment between 2019 and 2021 due to the
Covid-19 crisis, the overall recruitment rate recovered to stand at
16.1% in 2023.

Recruitment rate by region

At 31 December 2021 2022

France 5.1% 10.0% 14.3%
United-Kingdom 9.6% 23.1% 19.4%
Rest of Europe 7.6% 10.1% 10.5%
North America 24.8% 25.5% 21.6%
Asia-Pacific 16.7% 21.3% 22.2%
Rest of the World 14.2% 20.6% 19.5%
GROUP 10.1% 15.0% 16.1%

Launched in 2022 and rolled out on outdoor displays as well as on LinkedIn, these campaigns aimed to promote the JCDecaux brand

and reveal it as a company of tomorrow.

Campaigns *J
- FRANCE 5

Facilitate the onboarding and integration of new employees

The successful integration of new employees is essential as it
enables everyone to be able to make their mark, to live their first
days better and to be operational faster.

As part of its ESG 2030 Strategy, the Group is committed to ensuring
that all Group countries have an integration pathway by 2030.

In 2023, the Group worked on the construction of a Group
Onboarding plan consisting of three complementary tools: a guide
to best practices on integration for managers and local HR, a
printable presentation of the Group’s history, culture and activities
for all new entrants, and a digital onboarding programme at the
JCDecaux Academy for new “connected” entrants. These new tools
will be available from the beginning of 2024.

JCDecaux
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In 2020, JCDecaux France set up a digital integration platform
called "Welcome@JCDecaux - We were expecting you!” via
the Talmundo tool. This interactive platform, intended for all
employees, gathers the information useful to each new
recruit, from the signature of the promise of employment
until three months after their arrival. The booklet, developed
as part of the Group Onboarding project, can be used as a
pre-integration tool and will strengthen the pathways already
available within certain Group entities (Germany, the
Netherlands, the United Kingdom, the United States, etc.).

m
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Retain talent

The Group’'s departure rate decreased slightly in 2023 (13.8% vs.
14.8% in 2022). This decrease of 1 point is mainly due to the
effectiveness of recent talent retention strategies in North America
and the United Kingdom. Employee loyalty is a key issue for
JCDecaux, and is the subject of specific action plans in the Group’s
Social Policy.

Departure rate (resignations
and layoffs) by region

At 31 December 2021 2022 m
France 6.2% 9.7% 9.2%
United-Kingdom 35.4% 20.8% 10.2%
Rest of Europe 12.0% 11.5% 9.1%
North America 25.7% 22.5% 14.0%
Asia-Pacific 23.3% 21.3% 25.3%
Rest of the World 18.5% 19.5% 20.0%
GROUP 14.7% 14.8% 13.8%

Employee well-being and satisfaction

To develop its human capital and to ensure its employees’ well-
being, specific initiatives have been implemented locally by the
subsidiaries. In 2016, JCDecaux capitalised on these initiatives and
rolled out a best social practices guide. This guide will be updated
in 2024 as part of the Group’s Social Policy. In addition to welcome
and integration, this guide notably contains recommendations on
conducting satisfaction surveys, the reintegration of employees
after long leaves of absence and the prevention of resignations
through departure interviews and analyses or work/private life
balance.

Between 2017 and 2023, 42 Group countries carried out employee
satisfaction surveys. To better understand the expectations and
feelings of its employees and to identify the levers of commitment,
several subsidiaries are equipped with personalised and
anonymous satisfaction surveys to provide managers and human
resources with easily exploitable results accompanied by
recommendations. This was the case in France in 2022 with the
deployment of “JCDecaux Pulse” intended for all employees.

Employee training

Training is also an essential element for the development of
employees and is an integral part of the Group Social Policy
launched in 2023. To support the digital transformation of the
Company and strengthen its operational excellence, a broad range
of training courses is made available to employees by the Group and
its subsidiaries. JCDecaux, via its dedicated platform, the
JCDecaux Academy, deployed in more than 80 countries since 2019
and with more than 8,000 learners, offers a wide range of training
courses comprising:

e Mandatory training at Group level on GDPR, cybersecurity,

compliance [ethical principles and supplier relations),
harassment at work, gender equality and sustainable
development

e Soft skills courses on various themes: active listening, time
management, digital ecology, etc., supplemented in 2023 with
new training courses such as “Discover storytelling” and “Learn
to pitch”.

' Digital training platform launched in 2019.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

* Business Academies [Sales Intelligence Hub Campus, Keep
Learning for the GRPOD, Digital Monitoring Campus, Data
Academy) composed of tailor-made training courses for the
Company’s business lines, and Country Academies [Mexico,
Hungary and France).

More than 120 training courses are available on the JCDecaux
Academy. Of these, half of the current training offer has been
created and distributed since 2020. The platform achieved a record
connection rate of 98.1% in 2023, with 38,872 hours of training (vs
67,139 hours in 2022).

Employees’ training

GROUP 2021 2022 m
Training hours 103,603 192,400 158,442
of which JCDecaux Academy'” 22% 35% 25%
Training rate'? 68% 84% 85%

The number of Group training hours decreased slightly in 2023.
Indeed, that year, only one training was made mandatory for all
employees ("Cybersecurity: everyone’s business”], compared to 4 in
2022, thus explaining the decrease in the number of training hours
at the JCDecaux Academy. However, the training rate was
maintained at more than 80%.

In addition, in 2022, JCDecaux set up “MyCrew" an exchange and
sharing community to support our trainers, in our various
subsidiaries, in the management of the JCDecaux Academy in order
to harmonise and share training best practices. Today, the
community is composed of 107 members present all over the world
and is constantly growing. As part of the "MyCrew” programme,
JCDecaux won the silver trophy at the Brandon Hall Group Human
Capital Management [(HCM] Excellence Awards in 2023. This
organisation rewards the best HR programmes, strategies,
organisations and tools.

Career management and internal mobility

Improving career management is one of the key commitments of
the Group Social Policy. In 2023, 88% of Group countries
implemented a career management system. In some countries
such as France, this system targets both office and field employees.

Career management systems have also been put in place,
particularly in France, via the "YOUS" approach, making it possible
to integrate annual interviews in a digital way, focused on
commitment and motivation, performance, development and
training. The results are then analysed and used to organise career
development.

Aware of the importance of mobility opportunities for employees,
JCDecaux promotes internal mobility within its subsidiaries and
between its subsidiaries. As part of this, in February 2018, the
Group launched a simple and effective international mobility tool
called "Ready to move” made available to subsidiaries via the
Group's internal network. Since it opened, this platform has been
visited by over 2,800 employees: 284 of whom stated interest,
making it possible to implement around twenty international
mobility projects. With regard to France, about one-third of vacant
“management” positions are filled internally.

'Number of people who received at least one training course during the year/registered headcount. Face-to-face training lasting more than 4 hours and remote training (on and
outside the JCDecaux Academy), which have a completion rate of 80% or more, are taken into account.
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2.4.1.4. Foster diversity and inclusion

Towards a responsible business environment

Our challenges

The mixing of cultures, languages and any form of diversity is an opportunity for JCDecaux. It is a performance and innovation driver and a
requirement to attract and retain talents. Respect for the values of non-discrimination is an integral part of JCDecaux's International
Charter of Fundamental Social Values, in which the Group commits to respecting the International Labour Organization’s (ILO) Fundamental

Conventions on non-discrimination and compensation equality.

As part of the Group Social Policy, action plans will be gradually activated on the themes of gender equality, the inclusion of LGBTQIA+
people, disability, nationalities and ethnic minorities as well as generational differences to achieve objectives that the Group has set for itself
between 2026 and 2030 (see the Focus on Group Social Policy in the introduction to this chapter for more details).

Our roadmap to 2030

OBJECTIVES INDICATORS

40% of women in on JCDecaux’s executive
management committees by 2027

% of women in executive
management committees

100% of connected employees trained in
stereotypes and prejudices” by the end of
2022

% of connected employees
trained in stereotypes and
prejudice

Our policies, actions and results

Promote equal opportunities

In France, by signing the Diversity Charter in 2008, JCDecaux
committed to favouring equality for women, disabled workers,
seniors and visible minorities.

Under this Charter, JCDecaux is committed to raising awareness
and training employees on diversity, respecting and promoting the
principle of non-discrimination and communicating and explaining
the results of this commitment.

Examples

In South Africa, JCDecaux is also committed to promoting diversity
through its support for the government initiative B-BBEE (Broad-
Based Black Economic Empowerment) promoting the economic
empowerment of disadvantaged people from ethnic minorities.

In 2022, JCDecaux’s South African entity became a B-BBEE level 1
contributor, an improvement on the previous level 2. This result
was achieved thanks to the specific actions implemented by
JCDecaux South Africa on the employment and development of
employees from previously disadvantaged groups.

2023 RESULTS

34.1% of women on
JCDecaux’s executive
management
committees

Achieved in 2022

ACTION PLAN
ANNUAL

* Ensure that at least one female application is
presented for the final interview for each
management position to be filled

BY 2025

* Develop a training and awareness-raising
programme on stereotypes and prejudices
(including broader topics of diversity and inclusion
than gender equality) on the JCDecaux Academy
every 2 years

¢ Develop training programmes for managers and
Executive Management

¢ Open the LGBTQIA+ Pathway to the Group's
countries when local legislation and culture allow it

Integrate people with disabilities

JCDecaux commits to promoting non-discriminatory access to
employment for people with disabilities and to creating favourable
conditions for their recruitment and integration.

By signing up to the "Manifesto for the inclusion of disabled people
in economic life”", JCDecaux reaffirms its commitment and
determination to continue and expand the action it has been taking
for many years now.

Among other consequences, this entails welcoming and providing
access for people with disabilities to our sites, access to
recruitment interviews and awareness raising among all employees
as a practical way to combat stereotyping and discrimination.

In 2023, the Group had 2% of workers with disabilities overall and
4.3% in France. The French figure provided does not correspond to
the method for calculating the Obligation of Employment of Disabled
Workers (OETH) in France.

' This concerned the “Fighting harassment together!” and “Together, let's act for gender equality!” training courses.

JCDecaux
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FOCUS "THE DISABILITY POLICY IN RANCE”

In France, the Disability Policy is based on four priorities:

° Awareness-raising and information for all employees
about employing persons with disabilities: Since 2019,
JCDecaux France teams have actively participated in the
national DuoDay event which supports employment for
people with disabilities by introducing them to a career or
employer during a day working alongside an employee. In
2023, the JCDecaux teams in France renewed their
mobilisation with 45 offers. 8 “tailor-made” duos were
created to meet the specific needs and expectations of the
people welcomed.

* Recruitment and integration of employees with disabilities

° Implementation of a policy on, and procedures for,
incapacity prevention and management, staying in work
and reclassification

° The development of a specific training course: the
“Disability in the Company: adopt the right habits!” training
has been available since November 2022 on the JCDecaux
Academy. In one year, 356 employees took part in this
module.

A 3-year agreement was reached with four out of the five
unions representing employees in JCDecaux SEU on 26
November 2021. This agreement includes provisions relating
to the recruitment and inclusion of disabled people in the
ordinary working environment and helping them sustain
employment, developments on partnerships with companies
from the sheltered sector and internal and external
information and awareness-raising actions on disability.

Respect gender equality

At JCDecaux, women represented 33% of the total workforce and
53% of the sedentary workforce (excluding operational and field
employees) in 2023. The difference between the two rates is
explained by the underrepresentation of women in operational,
technical and IT professions, which represent a large majority of
JCDecaux’s activities.

The Group is committed to ensuring equal treatment of men and
women at work, in regard to hiring, compensation, training and
career progression.

To further facilitate access to employment for women, JCDecaux
supports family leave and the right to protection on the arrival of a
new child in line with the ILO Convention No. 103 (the maternity
protection convention), and measures promoting work-life balance.
It is also one of the principles constituting the Group’s International
Charter of Fundamental Social Values, implemented since 2012
(see section 2.4.1.1.). Leave for personal and family events is also
the subject of a Group policy launched at the end of 2023 which will
be gradually rolled out during 2024.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

In this context, in 2021 JCDecaux set up a Group-wide plan to
increase the representation of women in its executive management
committees. This “Gender Balance Plan” acts both on the
Company’s culture and on the management of the appointment
processes, in order to improve the representation of women at the
highest levels of the Company and to achieve the target of 40% of
women on executive management committees by 2027.

The Gender Balance Plan is structured around two objectives:

° Achieve and maintain an average female representation rate in
Executive Management Committees equal to or greater than 40%
by 2027 at Group level

* Deploy a Gender Balance Policy at Group level structured around
two sub-objectives:

- 100% of employees and managers with access to the JCDecaux
Academy made aware of stereotypes and prejudices in 2022
and then every two years

- Present one female application during the final interview for
each management position filled from 2021.

- The executive management committees concerned by the Plan
are: the Executive Board of JCDecaux S.A., the Executive
Committees of the central “Corporate” departments of
JCDecaux SE supporting the Group’s operations around the
world, and the Executive Committees (or equivalent) of the
entities in the countries that constitute more than 80% of the
Group’s adjusted revenue in a given year.

It should be noted that the percentage of women in JCDecaux’'s
executive management committees was 34.1% in 2023, a slight
increase compared to 2022 (32.8%) and that the percentage of
women in executive management committees is included in the
ESG criteria for executive variable compensation from 2021.

As part of this gender balance plan, a good practice guide on
diversity, inclusion and increased proportion of women which also
meets the challenges of attracting, recruiting and retaining all
talents, was rolled out to all Group countries, for HR directors and
managers in 2022.

FOCUS "EQUAL PAY”

In France in 2019, the Law for the Freedom to Choose a
Future Career placed a gender equality obligation on
companies and created the Equal Pay index. This is
calculated annually from five indicators: remuneration, salary
increases, promotions, maternity leave, gender balance of
top management. Our 2023 index is 94 points out of 100,
exceeding the requirement of 75 points out of 100 set by law.
For more information, please consult https:/jcdecaux.fr/
talents/faisons-connaissance#index-%C3%A9galit%C3%A9-

femmes-hommes.

Since 2018, JCDecaux UK publishes a report on male-female
wage equality. This report is available online on the JCDecaux
UK site. To further promote gender diversity within the
operational workforce, JCDecaux UK has also set up a
programme and specific objectives in this area, including a
recruitment campaign for women. This programme will
enable increased diversity among the applicants selected,
and to ensure a culture oriented towards support and
inclusion. To do this, working roles and modes will be
reviewed, as well as methods for attracting applicants.
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2.4.2. CONDUCT BUSINESS ETHICALLY AND SUSTAINABLY

2.4.2.1. Maintain ethical conduct and fight corruption and influence peddling

66

“JCDecaux operates, and has a duty to operate, in a responsible and sustainable manner, in all the markets in
which we are located. This commitment applies to our employees, customers and suppliers, local and regional
authorities, as well as to our competitors. Our reputation and the trust of our partners [(including our
investors, customers and suppliers] depend on it.”

Bertrand Allain, Group Legal Director

Our challenges

As 33% of the Group's workforce and 25% of its revenue are located in countries with a perceived high level of corruption (index below 60
according to the NGO Transparency International], JCDecaux must ensure the ethical conduct of its business and continue to fight against

corrupt practices.

Our roadmap to 2030

OBJECTIVES INDICATORS

% of new employees who
have signed their
commitment to respect
the Code of Ethics

100% of new employees signed their
commitment to respect the Code of Ethics

% of key suppliers having
signed the Supplier Code
of Conduct

100% of key suppliers'” having signed the
Supplier Code of Conduct (annual)

Our policies, actions and results

Promote ethics with our partners

JCDecaux’s Code of Ethics seeks to formalise the rules of business
conduct applicable to all Group employees with our customers,
grantors and suppliers/service providers. In particular, it highlights
three Fundamental Rules of Ethics (and the related Principles of
Good Business Conduct] relating to the prevention and fight against
corruption and influence peddling, the prohibition of anti-
competitive practices and the obligation of accuracy and
transparency in accounting and financial areas.

Relayed by the Group Legal Department and the local Legal
Departments, as well as country managers, the members of
JCDecaux’'s Executive Board are directly responsible for the

2023 RESULTS

100%

100%

ACTION PLAN

¢ Communicate on the Group’s Code of Ethics

» Update and distribute a training module dedicated
to the Group’s ethical values, adapted to the
audience

* Update and ensure proper dissemination of the
alert system making it possible to collect reports of
whistleblowers and ensure their protection

ANNUAL

¢ Ensure the proper application of procedures to
prevent and detect acts of corruption

¢ Update and ensure the proper dissemination of the
whistleblowing system to collect alerts and ensure
their protection

* Update the Supplier Code of Conduct when a major
change modifies the Group’s expectations
(stakeholders)

dissemination of the Code of Ethics through all the subsidiaries and
the values it promotes. The local management of each country is
responsible for compliance with the rules and principles detailed in
the Code and their proper application, in particular by means of a
Code of Good Conduct, included in the Code and dealing with the
Group’s relations with the administrations, its suppliers and
customers as well as the rights and responsibilities of employees.

Originally published in 2001 and available on the Group's public
website (in French and English) and the Group’s intranet (in 19
languages), this document has been updated several times [most
recently in 2018), and now includes a whistleblowing procedure
available to Group employees, in accordance with applicable
regulations.

Local key supplier: supplier representing a significant portion of Purchases ($500,000/year on average over 3 years), and/or whose field of activity may represent an ethical and/or
reputational risk for the Group [e.g. lobbyists/barters/sales agents), or social and/or environmental (e.g. printers/suppliers of composite materials/digital screens/electronic cards/

waste management).

Key Corporate Supplier: suppliers representing a significant portion of total purchases by category, or which are not easily replaceable, or which are critical to JCDecaux's business

or reputation.

JCDecaux
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To ensure its proper dissemination and understanding, the internal
version of the Code of Ethics links each Fundamental Ethics Rule
and Principle of Good Conduct with a practical guide to help
employees have a better operational understanding of them. The
Code of Ethics is part of the JCDecaux body of Charters [mentioned
in 2.4.1.) in which 100% of employees (“connected” via JCDecaux
Academy, and “non-connected” via a paper system] have been
trained to date and which each new employee must validate.

The Code of Ethics is also supplemented by several internal
procedures:

e Concerning the engagement and management of the Boards,
which defines the measures to be taken to avoid any act of
corruption or influence peddling that may be committed by/with
these third parties, particularly in countries deemed to be at risk,
conducting an in-depth survey prior to the appointment of a
Board is mandatory ("Board” refers to all third parties used to
guide, influence, promote, assist and support the development of
the Group's strategy, revenue or marketing positioning). This
procedure also applies to new partners in joint ventures, new
subcontractors and significant subcontractors

° Incorporating the anti-corruption checks required as part of the
merger and acquisition process

e Qverseeing the signing of contracts, in order to secure and
standardise the signature processes throughout the Group and,
specifically for the Group's activities on the French market,
concerning the declaration of representations of interests.

Establish appropriate governance and alert bodies

In accordance with the anti-corruption system required by French
regulations, the Group has implemented a code of conduct (see
above on the Group Code of Ethics), a whistleblowing system, a risk
mapping, third-party assessment procedures, accounting control
procedures, a training system, a disciplinary system and an internal
control and evaluation system.

A Group Ethics Committee composed of members of the
Supervisory Board was set up in 2001 with the main task of
examining any potential violation of the Group's Fundamental
Ethical Rules and making recommendations aimed at
strengthening the Group’s anti-corruption policy. lts work is
reported to the Audit Committee and the Supervisory Board twice a
year. Since 2017 and the entry into force of the new French
regulation aimed at combating corruption and influence peddling
(law of 9 December 2016 known as the “Sapin II” law), the Ethics
Committee, now the Group Ethics and ESG Committee (CERSE] is
now responsible for collecting and examining all alerts in
connection with the fight against corruption and influence peddling,
which may be sent to it via the whistleblowing system put in place,
which is regularly reported to the Supervisory Board (for more
details, see below and refer to the “Corporate governance” chapter
of this Document].

More generally, the Compliance policy is led by a dedicated
department within the Group Legal Department under the
supervision of the Executive Board. The members of the Executive
Board regularly review the Group’s compliance with the policies
and projects implemented, as well as the reports received via the
whistleblowing system described below.

OUR SOCIAL, SOCIETAL,AND ENVIRONMENTAL RESPONSIBILITY

A whistleblowing system accessible to all employees

Since 2001, JCDecaux has set up a whistleblowing system
accessible to all its employees. Initially functional in the form of a
dedicated telephone line, this system has been modernised and
rolled out in all Group subsidiaries, via the Group's intranet and/or
subsidiaries/countries as well as via the website of the Group and/
or subsidiaries/countries, in accordance with the new regulations.
In 2023, an alert involving employees in Europe and recorded during
the previous fiscal year was the subject of an action plan that
continued in 2024. In addition, 5 alerts recorded in 2023 were
redirected to the local management concerned in Europe and Africa
for lack of purpose in connection with the missions of CERSE. For
more details, see the "Corporate Governance” chapter of this
Document.

Specific risk mapping

Every year since 2018, the JCDecaux Internal Audit Department has
prepared a mapping and an evaluation process targeting and
setting out all the risks covered specifically by anti-corruption
regulations. The mapping process is presented on p. 242 and
following of this Document.

Third-party assessment

Procedures for evaluating the position of first-tier suppliers have
been implemented. These are described in the chapter "Help our
suppliers implement more responsible practices” on p. 118-119 of
this Document. Analogous measures relating to customers and
intermediaries are in the process of being evaluated before they are
implemented.

Rigorous accounting controls

Lastly, strict and regular accounting controls, to ensure that the
books, registers and accounts are not used for corrupt purposes
and influence peddling are systematically performed internally.
These include a detailed audit of so-called “sensitive” cost line
items (i.e. lobbying, taxation, legal and audit fees, costs relating to
advisory services, marketing research, IT maintenance and
consulting services, bank fees, equipment and services leases,
recruitment fees, insurance premiums, plans and subscriptions,
donations, other external and professional services).

At the annual closing of the financial statements, the Group Legal
Department asks the Managing Directors and Chief Financial
Officers of each operational subsidiary to sign letters confirming the
proper distribution of the Code of Ethics and the associated
procedures to employees, and if not confirmed, indicate the
reasons.

Compliance with the Group's ethics procedures, the signing of the
Code of Ethics by employees and management of the so-called
“sensitive” cost line items are systematically verified by the Internal
Audit Department as part of the country audits.

JCDecaux
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FOCUS "BUSINESS ETHICS”

The main principles of the Group’s actions to guarantee
compliance with business ethics (Code of Ethics, Ethics
Committee, training system) are presented in the legal
section.

More specifically, JCDecaux is committed to practising
responsible lobbying via its “Internal Procedure for Engaging
with and Managing Advisors” guideline which set out the
rules for dealing with third parties used to guide, influence,
promote, assist and support the Group's strategic
development. A complementary procedure, peculiar to the
French market, has also been implemented since 2018 as
part of the regulations covering the representatives of
interests (law of 9 December 2016, known as the Sapin Il
Law).

In countries where corruption is perceived to be high [rating
below 60 on the “Transparency International's Corruption
Perception Index” published by the benchmark non-
governmental organisation, Transparency Internationall, a
thorough investigation into an adviser's previous history is
conducted so as to avoid any risk of corruption.

The risk mapping and risk management process factors in all
the risks linked to non-compliance with business ethics, in
particular with regard to managing contracts, bidding for
competitive tenders, making acquisitions and managing sales
(see Chapter 4 "Risk Factors” section). All these risks are
controlled under the compliance umbrella, with obligations
linked to the Sapin Il Law and the Declaration of Extra-
Financial Performance.

JCDecaux
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Managing our supplier relationships through our Supplier Code of
Conduct

The JCDecaux Supplier Code of Conduct defines the principles that
any supplier working with JCDecaux must respect in all its activities
and throughout the world. It is part of the JCDecaux sustainability
approach (Extract from the Supplier Code of Conduct]. Deployed
since 2014 and updated in 2018 and 2021 to take into account new
requirements related to regulatory changes relating in particular to
the duty of vigilance, the fight against corruption and influence
peddling, the protection of personal data and the Group’s climate
strategy, it is now available in 21 languages. It sets out JCDecaux's
expectations of its suppliers in terms of IT security, social and
ethics topics relating to health, safety and hygiene, and the
ecological and environmental transition.

This Code is based on leading internationally recognised standards
- guidelines of the Organisation for Economic Co-operation and
Development (OECD), the Universal Declaration of Human Rights of
the United Nations (UN) and the eight Fundamental Conventions of
the International Labour Organization (ILQ). To ensure its
dissemination and application, the Code has been included in the
Group’s General Purchasing Conditions since 2016.

To ensure the deployment of the Charters in all countries and their
understanding by employees, JCDecaux has set up employee
training courses for several years (see section 2.4.1.). In addition, in
order to assess the proper application of the Supplier Code of
Conduct, JCDecaux implemented the following process in 2022:

° An internal control by JCDecaux to assess the degree of
compliance of suppliers with the said Code of Conduct and at the
same time their performance in terms of sustainability

° An audit by JCDecaux or a third party to ensure compliance with
the principles of the Code.

The Group also reserves the right to terminate any contract with a
supplier that does not respect these principles and refuses to make
the necessary efforts to improve.
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2.4.2.2. Help our suppliers implement more responsible practices

66

“JCDecaux has been working for several years to improve the social and environmental footprint of its value
chain by ensuring compliance with the Group's values and Charters while guaranteeing the strategic objectives
set. We support our suppliers in the deployment of more responsible practices”.

Benoit Avril, Purchasing, Inventory and Production Director

Our challenges

Suppliers are at the heart of the Group’s quality processes.
JCDecaux has chosen to entrust the production of its products and
solutions to trusted third parties.

At JCDecaux, “suppliers” produce goods and services for which
JCDecaux has chosen to entrust the production of all or part of
non-strategic furniture [e.g. production of sub-assemblies for street
furniture). “Subcontractors” provide a service for which JCDecaux

Our roadmap to 2030

OBJECTIVES INDICATORS

% of key suppliers which
have been assessed
annually

100% of key suppliers assessed every year

30% of sustainability criteria included in the
qualification and evaluation of suppliers from
2022

included in supplier
qualification and
evaluation

% of purchasing

o . .
100% of purchasing correspondents in correspondents in

subsidiaries completed the “Responsible
Purchasing” training (annually) training
% of key direct suppliers
audited at least every 5
years

100% of key direct suppliers audited at least
every 5 years

% of Sustainability criteria

subsidiaries completed the

has internal know-how but limited capacity (e.g. assembly of digital
furniture). Since the Company’s creation, the Company’s policy is to
subcontract whenever the project requires it and to select, manage
and control suppliers through a Responsible Purchasing Policy.

JCDecaux pays particular attention to the practices of its key
suppliers, suppliers identified as strategic (see the definition of key
supplier on p. 115].

2023 RESULTS ACTION PLAN

100% Continue to qualify and assess key suppliers

Monitor the score specific to the sustainability
criteria in order to implement the necessary
actions for our suppliers to meet our carbon
neutrality objectives

Achieved in 2022

Train all subsidiaries’ buyers in responsible

100% ;

purchasing

Monitor the completion of audits of key direct
49% suppliers at least once a year following the

health crisis

JCDecaux
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Our policies, actions and results

Local sourcing

The role of the Group’s Purchasing Department is to select and
monitor direct [furniture components and sub-assemblies, for
example)] and indirect purchasing families [(operations
subcontracting, for example) on behalf of the subsidiaries for all
projects exceeding a certain amount of expenditure and for all
digital projects. This approach reconciles industrial imperatives and
social and environmental issues.

JCDecaux prefers regional and local supply chains whenever
possible. New, innovative or high value-added furniture (digital
items, public toilets and self-service bicycles) are fitted together at
JCDecaux’'s own expert assembly workshop in Greater Paris in
France which works directly with the Corporate R&D Department,
and is I1SO 9001 (Quality Management System] and ISO 14001
(Environmental ~ Management  System)  certified. For the
manufacture of these furniture components, JCDecaux uses a
network of suppliers selected according to several criteria. Most
are SMEs with which the Group has long-standing ties. More than
83% of the key direct Corporate suppliers are based in France (73%
of SMEs] and in Europe.

Select our suppliers carefully

Purchasing at the Group level and by local subsidiaries is framed by
a process determined by the Group Purchasing Department,
including a preselection methodology, which identifies key
suppliers, applies the Supplier Code of Conduct and implements
methodologies for assessing and auditing key suppliers.

At Corporate level, the panel of suppliers is managed by a pre-
selection of potential suppliers, including Sustainability criteria
(human rights, working conditions, the environment and ethics) and
compliance. This preselection tool makes it possible to determine if
a supplier meets the requirements laid down by JCDecaux to join
the panel of suppliers for the Group or a country where the Group
operates.

1" JCDecaux's Vigilance Plan can be found in chapter 2.5.

Towards a responsible business environment

Assess our suppliers annually

An annual evaluation questionnaire, introduced in 2014 and revised
at end-2017 and in 2022, measures the financial, ethical, technical,
sustainability (social and environmental), quality and logistics
performance of suppliers. It is implemented first and foremost for
key suppliers. The annual assessment of key direct suppliers is
supplemented by audits every 5 years, to ensure the proper
application of the principles set out in the Supplier Code of Conduct
and the supplier’'s ability to meet its contractual and regulatory
commitments. Since 2022, 30% of the criteria in the questionnaire
are now sustainable development criteria, such as the
environmental certification of suppliers, compliance with labour
law, etc.

Train our purchasing correspondents

The successful integration of Sustainability in the Purchasing Policy
requires the full understanding and support of the persons in
charge of purchasing. A training programme on sustainability in
purchasing processes was introduced in 2016. In order to guarantee
the maintenance of the skills of the Purchasing teams, a new
dedicated training course was rolled out in 2021 for Corporate
buyers. This face-to-face training was adapted to an e-learning and
rolled out in early 2022 in all of the Group's regions. The purchasing
correspondents identified in each subsidiary, as well as any new
hires holding purchasing functions, were required to follow this
training in 2022. It will also be updated in 2024 and then in 2027.
This training is also available for cross-functional purchasing
functions to raise awareness of these issues.

Supply chain risk prevention

In addition to these measures, and in order to prevent supply chain
risks as well as to respond