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AGENDA

8.40 am

10.15 am

12.30 pm

Presentations

Overview

Creating the right product Terry Pattinson, Group Trading Director

Technology in Retall James Henderson, Director of Retail, UK and International
Innovation in Online Jamie Hart, Director, Sportsbook Development

Site visit and product demonstrations

Trading floor Terry Pattinson, Group Trading Director

Sports InformationD e p 6 t Mike Grenham, Head of Broadcast and Sports Information
Gaming machines, SSBTs  Vince Bateson, Head of Retail Gaming

Mobile, text betting, Online  Jamie Hart, Director, Sportsbook Development

Depart for Pontefract racecourse




WHAT TODAY IS ABOUT

We are not standing still

+ New shop technology — SSBTs, gaming developments

+ Further product development, including revamping our
horseracing offering

* Further mobile development, including gaming
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WHERE ARE CUSTOMERS BETTING?

Millions of
customers
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WHERE ARE CUSTOMERS BETTING?

More online customers are betting éand Ret ail remai n:
and gaming i n s lcleapneléeven for younger customers
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Online/mobile access channels Smartphone penetration
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WHO ARE MULTI-CHANNEL CUSTOMERS?
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MULTI-CHANNEL CUSTOMER SPEND

How customers betting on mobile feel their spend has changed
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The percentage delta is the difference between those spending a lot or a little more and
those spending a lot or a little less.




OUR INNOVATION FOCUS

A Product breadth and depth

A Technology to take product into the shops

A Competitive offering in new channels




OUR PRESENTERS

Terry Pattinson James Henderson Jamie Hart
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Creating the right product
Terry Pattinson, Trading Director
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THE ROLE OF THE TRADING TEAM

The job of Trading is to get people in the door profitably by
offering attractive pricing and more markets than the
competition.

The job of the Online and Retall operations teams is to
make the products available through technology and to
keep the customers there through service.




HOW WEOVE CHANGED

TRADING

RACING SPORTS
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HOW WEOVE CHANGED
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