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On the topic of corporate responsibility, I feel we have 
made incredible progress. Ladbrokes has over the last 
few years played a lead role in driving the agenda 
across the industry and 2014 marked a step change in 
the right direction.

We demonstrated our commitment to social 
responsibility by establishing a committee of the PLC 
board to set targets in social responsibility and to link 
these targets to executive remuneration. Key to this has 
been the appointment of a Head of Responsible 
Gambling who has reviewed our approach and 
policies on responsible gambling. The task now is to 
ensure these are applied across all our channels and 
evolved over time.

Ladbrokes played a leading role in establishing the first 
gambling industry responsible gambling standards 
body – The Senet Group – with other leading betting 
operators. The Group, which has already developed 
the first multi-operator responsible gambling advertising 
campaign, will continue to evolve in the years to come 
and is an important commitment by the industry to 
submit to independent oversight of its approach to 
responsible gambling. Other sectors of the wider 
industry must now endorse similar approaches.

Informing both Ladbrokes and the industry’s 
approach has been the extensive research carried out 
by The Responsible Gambling Trust. This ground 
breaking work has identified that incremental, targeted 
interventions are key to helping individuals exhibiting 
problematic behaviour to help themselves. Customer 
data provided by our unique ‘Odds On’ card has 
enabled Ladbrokes to develop an algorithm to identify 
players exhibiting ‘at risk’ behaviour. We are currently 
testing the algorithm in one region and we plan to roll it 
out more widely before the end of the year. 

While we entered 2015 with many of the substantive 
issues surrounding the industry having been 
addressed, significant challenges remain in terms of 
public and stakeholder perception. I trust and hope my 
successor will build on the momentum we have 
established, creating a Ladbrokes that is fit for 
purpose, trusted and sustainable well into the future.

AFTER FIVE FANTASTIC YEARS WITH 
LADBROKES, THIS IS MY FINAL CR 
REPORT. MY TIME AT THE HELM HAS 
COINCIDED WITH UNPRECEDENTED 
LEVELS OF SCRUTINY REGARDING THE 
GAMING AND BETTING SECTOR AND ITS 
ROLE IN SOCIETY. LIKE ANY CEO, MY 
PLAN FOR LADBROKES HAS ALWAYS 
BEEN TO LEAVE THE COMPANY IN A 
BETTER STATE THAN WHEN I JOINED. 
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LADBROKES CAN TRACE ITS ROOTS BACK TO 1886. 
TODAY IT IS A LEADER IN THE BETTING AND 
GAMING SECTOR, EMPLOYING OVER 14,400 
PEOPLE ACROSS 2,700 BETTING OUTLETS IN  
THE UK, IRELAND, BELGIUM AND SPAIN.

We serve millions of retail customers  
every year and have over 800,000  
active online customers. We know  
that to stay in business for the next  
100 years, we must continue to  
listen to our stakeholders, conduct  
our business in a responsible manner  
and promote higher standards for  
the sector as a whole. That is what  
we refer to as Fair Play.

HAVING A POSITIVE  
IMPACT ON OUR 
COMMUNITIES

OPERATING  
WITH INTEGRITY

LEADING THE WAY IN  
RESPONSIBLE BETTING  
AND GAMING

08

13

21

03Ladbrokes PLC Corporate Responsibility Report 2014

Part B – Performance update

FAIR PLAY  
RESPONSIBLE BUSINESS PRACTICE AT LADBROKES 



Ladbrokes has a wide range of stakeholders. We engage proactively with them through a tailored process and 
across different channels. The engagement happens centrally at Group level as well as locally, right down to the 
shop level. Where possible, the aim of the engagement process is always to pursue shared value for us and our 
stakeholders.

WHO ARE WE TALKING TO? WHAT ARE THEIR INTERESTS? HOW DO WE ENGAGE?

GOVERNMENTS AND REGULATORS
Including:

 –  GB Department of Culture,  
Media and Sport;

 –  GB Gambling Commission and  
Sports Betting Intelligence Unit;

 – GB Health & Safety Executive;
 – Belgium Gaming Commission;
 –  Governments of Gibraltar, the Republic  
of Ireland and Northern Ireland, Australia  
and Denmark;

 – Regional governments in Spain; and
 – Local authorities.

 –  Providing an enjoyable and safe leisure 
experience;

 –  Making sure we operate legally and  
in a fair manner;

 –  Minimising harm and maximising player 
protection;

 –  Ensuring that we protect the young and the 
vulnerable; and

 – Reducing crime and unlawful behaviour.

 –  Ongoing dialogue with regulators and  
local authorities, in particular, with regard  
to responsible gambling, health, safety  
and security;

 – Liaison programme with MPs and Ministers;
 –  Regular communications with members of 
the All-Party Parliamentary Betting and 
Gaming Group;

 –  Partnerships with GB Health & Safety 
Executive and local authorities developing 
the primary authority scheme;

 –  Respond to formal regulatory consultations; 
and

 –  Suspicious activity disclosed to the UK 
National Crime Agency and the Gibraltar 
Financial Intelligence Unit.

BETTING AND GAMING INDUSTRY  –  Upholding responsible gambling 
behaviours, harm minimisation and  
player protection;

 –  Maintaining responsible advertising 
standards above and beyond regulatory 
requirements;

 – Fostering integrity in sport;
 – Sustaining an economically viable industry;
 –  Attracting and developing quality people  
to the sector;

 –  Protection/enhancement of the  
industry brand(s);

 – Regulatory compliance; and
 –  Helping to protect the horseracing  
and greyhound industries.

 –  Members of the Association of British 
Bookmakers and the Remote Gambling 
Association;

 –  Lead industry forums on CR issues, e.g. 
Safe Bet Alliance;

 –  Founder members of the Senet Group, 
promoting responsible gambling and 
marketing standards; 

 –  Support responsible gambling charities  
and research through the Responsible 
Gambling Trust;

 – Sponsor horse and greyhound racing;
 –  Sharing best practice with sports bodies 
such as the Football Association,  
Lawn Tennis Association and Sports  
Betting Group 

 –  Members of the Horserace Betting Levy 
Board and Bookmakers’ Committee; and

 –  Voice of the supplier programme, working 
with partners and suppliers to improve 
products and business performance.

INVESTORS  –  Provide open, honest and fair business 
relationships;

 – Manage material issues and risks;
 –  Grow our business sustainably and for  
the long term; and

 – Continue making profits for shareholders.

 –  Annual report and accounts and  
CR reports;

 – Investor roadshows, AGM;
 – Face-to-face dialogue;
 –  Socially responsible investment research; 
and

 –  CR indices and disclosures, including the 
DJSI and FTSE4Good.
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WHO ARE WE TALKING TO? WHAT ARE THEIR INTERESTS? HOW DO WE ENGAGE?

COMMUNITIES  – Provide a safe place to spend leisure time;
 – Reduce crime and unlawful behaviour;
 –  Paying our taxes and contributions to  
the economy;

 –  Helping to protect the horseracing and 
greyhound industries; and

 –  Caring for the society we live in and  
the environment.

 –  Active members of Safe Bet Alliance –  
a collaborative venture between the ABB, 
Metropolitan Police, Local Authorities 
Coordinators of Regulatory Services and 
the Community Union;

 –  Work in partnership with the Association  
of Business Crime Partnerships;

 –  Supporting local communities and national 
charities through Ladbrokes Charitable Trust 
(LCT) and Ladbrokes Community Fund 
(LCF);

 – Founder of Citizencard; and
 –  Active partner of crime-fighting  
charity Crimestoppers.

CUSTOMERS  – Best prices and product portfolio;
 – Excellent customer service;
 – An enjoyable and safe leisure experience;
 –  Fairness and integrity in betting and gaming; 
and

 – Financially safe transactions.

 – Voice of the Customer programme;
 – Product trial groups and focus groups;
 – 24/7 customer service team;
 –  WOW! customer service nominations and 
feedback;

 – Live feedback facility across all platforms;
 – Mystery shopper programme; and
 –  In-shop, telephone and online help and 
support.

EMPLOYEES  –  Good, secure jobs with competitive pay  
and benefits;

 – A family friendly and flexible business;
 – Opportunities for learning and progression;
 – A safe place to work;
 –  Minimising financial liabilities for the 
Company; and

 – Reducing crime and unlawful behaviour.

 –  Staff Council and other consultative groups 
e.g. relay group of senior managers;

 –  Internal briefings, webinars and telephone 
feedback;

 –  Employee e-newsletters, e.g. the Score  
and Heartbeat;

 – ‘Speak Up’ feedback;
 –  Training and development opportunities; 
and

 – Health & Safety Committees.
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ACTIVITIES HIGHLIGHTS OF 2014

PROMOTING RESPONSIBLE GAMBLING Continued implementation of the ABB Code for Responsible Gambling and Player Protection, and 
set up new Social Responsibility Board Committee. 

CHAMPIONING RESPONSIBLE ADVERTISING Launched the UK’s first dedicated TV ad to promote responsible gambling with no promotional or 
sales messages. 

DRIVING SECTOR IMPROVEMENT Founding members of the Senet Group, an industry-wide independent body to establish and 
monitor socially responsible practices across the industry.

INVESTOR ACKNOWLEDGEMENT Included in the Dow Jones Sustainability World Index for the 12th year in succession, as the only 
European company. 

SUPPORTING RESEARCH 2014 saw the launch of world-class independent research into gaming machines in betting shops. 
Ladbrokes and other operators provided unfettered access to data from 6.7 billion bets across 
8,297 shops.

BRAND RECOGNITION Maintained our position as the leading betting brand with 31% of GB adults spontaneously citing 
Ladbrokes before any other brand. The nearest competitor was at 14%.

CUSTOMER EXPERIENCE Launched the Ladbrokes Experience, empowering employees to provide exceptional customer 
service and setting higher standards for the look and feel of our shops.

DEVELOPING OUR EMPLOYEES Invested £617,000 in training our employees in 2014, an increase of 13% compared to 2013.

PROMOTING DIVERSE TALENT Introduced the Females in Leadership programme to increase the number of women in  
senior positions.

TAXES AND LEVIES Paid over £250 million in taxes and levies to the UK treasury, local councils and they greyhound  
& horseracing industries, amounting to an effective Group tax rate of 71.5% on profit.

GOOD GOVERNANCE Launched Ladbrokes Integrity Line with Crimestoppers to allow independent reporting of 
misconduct across our business.

PROMOTING SUPPLY CHAIN INTEGRITY Reviewed the main social and environmental risks in our supply chain and piloted a new  
SRM system to manage our key supplier relationships.
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PERFORMANCE HIGHLIGHTS 
CONTINUED 

OBJECTIVES 2014 PROGRESS 2015 PLANS

–  Implemented all elements of the new ABB 
player protection Code across the UK 
estate; and

–  Established a new Board Committee to 
oversee our delivery against responsible 
gambling objectives.

Completed

Completed

Completed

Completed

Postponed

Completed

Partially completed

Partially completed

RESPONSIBLE BETTING AND GAMING BUSINESS –  Roll out of Ladbrokes Responsible 
Gambling Policy;

–  Implement a set of KPIs to help us link 
executive remuneration with responsible 
gambling performance; 

–  Support RGT research to help identify markers 
of harm in online gambling behaviours; 

–  Develop our ability to detect signs of 
potential problem gambling through 
algorithms; and

–  Continue to contribute to responsible gambling 
charities important in our local markets.

–  Launched the Ladbrokes Experience to 
drive consistency of customer experience 
and product knowledge in our shops; and

–  Developed our Digital offering with leading 
partners.

–  Reviewed the main social and 
environmental risks in our supply chain.

–  Delivered Positive Interaction training 
programme on customer interaction across 
the whole estate, including responsible 
gambling and anti-social behaviour; and

–  Launched the new Ladbrokes Integrity  
Line operated by Crimestoppers to allow 
independent reporting of misconduct.

–  Postponed the standardisation of all of  
our international H&S policies and 
procedures; and

–  Implementation of Primary Authority 
scheme on Fire Safety with Merseyside  
still to be completed.

–  For reasons beyond our control, we were 
unsuccessful in converting all UK shops to 
100% LED lighting; and

–  Connected with the above, we did not 
manage to keep our GHG emissions flat.

–  Continued developing our apprenticeship 
scheme with 467 candidates joining us in 
2014; 

–  Implemented a new ‘Females in 
Leadership’ programme; and

–  Launched a new social media approach  
to engage with a wider audience of 
potential recruits.

–  Development of our strategic ability to 
support local causes still work in progress.

–  Extend the Ladbrokes Experience to cover 
Ireland, our global contact centres and our 
Stadia business; and

–  Maintain position as number one betting 
brand in UK.

–  Roll out of the new SRM system and 
engagement with key suppliers on social 
and environmental standards.

–  Develop Ladbrokes’ strategic approach to 
cyber security; and 

–  Improve our commitment to harm 
minimisation programmes.

–  Integrate recent acquisitions and 
standardise our international H&S  
policies and procedures; and

–  Be the first bookmaker to implement the 
Primary Authority scheme on Fire Safety.

–  Complete programme to convert all  
UK shops to 100% LED lighting; and

–  Zero growth in absolute emissions.

–  Increase internal mobility of employees 
across geographies and business lines; and

–  Devise and implement action plans for specific 
business areas and geographies in response 
to Colleague Opinion Survey results.

–  Partner with community organisations 
around strategic programmes.

CUSTOMERS

SUPPLY CHAIN

SECURITY

HEALTH & SAFETY

ENVIRONMENT

EMPLOYEES

COMMUNITIES

LEADING THE WAY IN RESPONSIBLE BETTING AND GAMING

HAVING A POSITIVE IMPACT ON OUR COMMUNITIES

OPERATING WITH INTEGRITY
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At Ladbrokes, we have always placed great emphasis 
on being a responsible company, pushing for high 
standards within our sector. In an industry undergoing 
rapid change, our view is that trust never goes out of 
fashion. The continued scrutiny of the role of betting 
companies in society has prompted us, and the sector 
as a whole, to raise the game further. We have 
embraced the regulatory and voluntary changes at the 
sector-level while also progressing our own initiatives, 
over and above the expectations of our stakeholders.

Research suggests that problem gambling is a 
complex issue and the number of problem gamblers 
will not decrease by focusing on one element alone. 
That is why we have put in place a multi-faceted 
strategy which we will evolve in the years to come. We 
are fully aligned with the GB Gambling Commission’s 
objectives to ensure that gambling:

 – is crime free;

 – fair and open; and

 – children and vulnerable people are protected.

Our activities are coordinated by a Head of 
Responsible Gambling, whose work is supported by 
colleagues across the business. In 2014, we created 
several new roles within our customer and compliance 
teams to help us maintain our leading position as a 
responsible company. We have also created a new 
Responsible Gambling Policy which we will launch in 
early 2015.

WE HAVE ALWAYS PLACED GREAT EMPHASIS 
ON BEING A RESPONSIBLE COMPANY, PUSHING 
FOR HIGH STANDARDS WITHIN OUR SECTOR. 
2014 OBJECTIVES

Continue to put responsible gambling and  
the issue of player protection at the heart  
of the Ladbrokes brand

Encourage responsible gambling by raising 
awareness, providing information and developing 
tools to help customers help themselves 

Improve the evidence base by providing data  
to the DCMS, Gambling Commission and RGT

PLANS FOR 2015

Roll out of Ladbrokes Responsible Gambling Policy

Implement a set of KPIs to help us link executive 
remuneration with responsible gambling 
performance 

Support RGT research to help identify markers  
of harm in online gambling behaviours

Develop our ability to detect signs of potential 
problem gambling through algorithms

Continue to contribute to responsible gambling 
charities important in our local markets

20%
OF OUR SHOP WINDOW ADVERTISING SPACE 
DEDICATED TO RESPONSIBLE GAMBLING MESSAGES
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LEADING THE WAY IN  
RESPONSIBLE BETTING AND GAMING  

“RESPONSIBLE GAMBLING HAS ALWAYS BEEN AT 
THE HEART OF THE BUSINESS BUT THE GREATER 
SCRUTINY WE NOW HAVE AS AN INDUSTRY HAS 
LED US TO DIG DEEPER INTO THE ORGANISATION TO 
ENSURE WE CAN NOT ONLY SAY IT WITH COMPLETE 
CONFIDENCE BUT EVIDENCE IT.” 
Peter Erskine, Chairman



We were founding members of the Senet Group, a 
new self-regulatory body dedicated to promoting 
responsible gambling standards and to ensure that 
the marketing of gambling is socially responsible. We 
provided £800,000 in seed funding to show our 
commitment to this new initiative. The Senet Group 
was fully operational from January 2015. It will be able 
to ‘name and shame’ or impose fines on operators in 
breach of industry standards. It launched the first 
cross-operator campaign to promote responsible 
gambling in early 2015.

MINIMISING HARM 
We helped develop the Association of British 
Bookmakers (ABB) Code for Responsible Gambling 
and Player Protection in 2013, the first of its kind 
worldwide. This year we invested much effort in 
implementing it across our business. This will also be a 
key priority for 2015. The Code highlights four areas for 
improved performance:

 –   Providing adequate information on how to gamble 
responsibly;

 –  Providing tools to help customers better control 
their activity;

 –  Training staff to detect signs of potential problems; 
and

 –  Undertaking central analysis of data to spot signs 
of abnormal activity

TAKING OUR RESPONSIBILITIES SERIOUSLY
In July 2014 we established a new Board Committee 
to oversee our delivery against our responsible 
gambling objectives. The Social Responsibility (SR) 
Committee comprises of Senior Independent Director, 
John Kelly (Chair), and non-executive director, 
Christine Hodgson, with Chairman, Peter Erskine, and 
the Chief Executive, in attendance. The Committee 
brings responsible gambling firmly into the Boardroom 
and has produced a set of KPIs that will help us link 
executive remuneration with responsible gambling 
performance from 2015 onwards. This is a major step 
for us and a first within the sector.

ADVERTISING RESPONSIBLY
During 2014 we publicly committed to a set of 
voluntary measures to make our advertising more 
responsible. The initiative includes a ban on advertising 
free money sign-up offers on TV before 9pm, 
dedicating 20% of our shop window advertising space 
to responsible gambling messages and to the removal 
of gaming machine advertising from shop windows. 
We also launched the UK’s first dedicated TV ad to 
promote responsible gambling with no promotional or 
sales messages. This formed part of our new 
‘Ladbrokes Life’ campaign, which adopted a markedly 
less aggressive tone than other betting ads. 
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USING ALGORITHMS TO  
DETECT PROBLEM GAMBLING
In December 2014 we embarked on a pilot study to 
track customer behaviour and intervene when we 
suspect problem gambling might be occurring. Using 
data from Odds On cards, we systematically assess 
the gambling habits of approximately 8,000 shop 
customers on a weekly basis. We defined a set of rules 
that may indicate a player showing signs of potential 
problem gambling. If a customer’s gambling patterns 
trigger the algorithm, we message the person about 
their status and how to stay in control. At the same 
time, we have tested the effectiveness of the 
intervention against a control group of customers in a 
different region. Our aim is not only to detect and 
intervene when potential problem gambling occurs, 
but to identify the trajectories that lead to such 
behaviour. During 2015, we will dedicate more 
resources to the trial, expanding the coverage, 
experimenting with different ways of intervening and 
teaming up with external partners for greater insights. 

We have stepped up the promotion of responsible 
gambling messages. As part of this, we have 
introduced more prominent, more frequent and 
clearer messages on staying in control in our shops, 
on our machines and across our digital estate. 

During 2014 all employees in the UK shop estate 
completed our Positive Interaction programme. This 
training helps colleagues understand player behaviour, 
interact on the shop floor and intervene if they spot any 
signs of potential problem gambling. In addition, Positive 
Interaction covers aspects such as dealing with anti-
social behaviour, managing voluntary spend limits  
and completing self-exclusion agreements. The 
combination of better messaging and employee training 
resulted in more customer interactions regarding 
problem gambling and a higher number of self-
exclusions compared to 2013. In practice, this means 
that we interacted with a much higher number of 
customers, making them aware of our new harm 
minimisation measures. Building on the momentum, we 
have started trialling a cross-sector exclusion agreement 
in Medway which will run for 12 months.

We provide tools to help customers stay in control of 
their gambling experience. For example, customers 
using our gaming machines can set their own 
voluntary spend or time limits and will receive 
mandatory time- and money-based alerts. 
Notifications also appear behind the shop counter, 
prompting colleagues to interact with customers and 
to identify any potential problem gamblers. From early 
2015, all machine players will have to decide, prior  
to gambling, whether to set their own time and  
spend limits. 

£682,500100%
OUR TOTAL CONTRIBUTION TO THE RESPONSIBLE 
GAMBLING TRUST IN 2014

DJSI RATING OF OUR APPROACH TO  
PROMOTING RESPONSIBLE GAMBLING
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ENGAGING CONSTRUCTIVELY WITH COUNCILS
Licensed betting shops have been a feature of UK 
town centres for over 50 years. In recent years, some 
councils have expressed concerns about the 
perceived clustering of betting shops on the high 
street. In 2014, ABB and the Local Government 
Association (LGA) agreed on a framework to improve 
engagement between local government and the 
betting industry. The LGA-ABB Framework for Local 
Partnerships on Betting Shops was launched in 
January 2015 and sets out principles and 
mechanisms to discuss and resolve issues  
in a cooperative and open manner.

MEASURING OUR PERFORMANCE
External benchmarking is an important means of 
comparing our performance with that of our peers. For 
the 12th consecutive year we remain a constituent of 
the Dow Jones Sustainability Index (DJSI), an elite 
index for responsible companies. We are the only 
European betting company included in the prestigious 
World Index, achieving maximum scores of 100% for 
our approach to responsible gambling and our anti-
crime measures. Since 2002 we have also been a 
member of FTSE4Good. This year we were ranked in 
the 99th percentile of companies in our industry 
segment, achieving maximum scores for customer 
responsibility and corporate governance.

SUPPORTING RESEARCH,  
EDUCATION AND TREATMENT
During 2013 and 2014, together with our four largest 
peers within the industry, we made our gaming 
machine data available for analysis by independent 
researchers. Analysing data from 6.7 billion bets 
across 8,297 shops, this is the first time an 
independent, large scale research project into 
problem gambling has been undertaken in Great 
Britain. The findings were published in late 2014 and 
will be used to inform our responsible gambling 
strategy and our discussions with key stakeholders. 

Through our membership of the Remote Gambling 
Association (RGA), 2015 will see us supporting and 
participating in ground-breaking research to help 
identify markers of harm in online gambling behaviours. 
The research programme will run for 18 months and  
we will use the findings to inform our responsible 
gambling strategy and harm minimisation interventions.

We also promote multiple harm minimisation initiatives 
through our support of the Responsible Gambling 
Trust (RGT). Organisations that benefited from RGT 
funding in 2014 included GamCare, the National 
Problem Gambling Clinic (CNWL) and the Gordon 
Moody Association. Our total contribution to RGT 
amounted to £682,500 in 2014.

RESPONSIBLE BETTING AND GAMING

KPI 2014 2013 2012

Customer interactions regarding problem gambling 733,048 14,794 14,674
Self-exclusions made 22,191 14,798 12,579
Cash and in-kind contributions towards responsible 
gambling charities £682,500 £680,885 £656,510
DJSI rating of our responsible gambling measures 100% 100% 100%
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Notably, one of the characters of the campaign, Mr 
Brightside, starred in the UK’s first gambling ad with no 
promotional or sales messages and a storyline 
promoting responsible behaviour.

In an increasingly crowded market, we take pride in 
maintaining our position as the leading betting brand  
in the UK. 31% of GB adults spontaneously cited 
Ladbrokes before any other company in 2014, with  
the nearest competitor coming in at 14%.

We continued our successful partnership with 
Playtech, migrating all of our digital and mobile products 
to their leading platforms. This is part of a five-year 
partnership between Playtech and Ladbrokes, signed 
in 2013, which will give our customers an enhanced 
gaming and betting experience.

During the year, we also launched the Ladbrokes 
Experience programme for our retail operation. The 
aim of the programme is to empower employees to 
provide exceptional customer service by developing 
their knowledge of our products and embracing a 
culture of coaching. The Ladbrokes Experience also 
sets out higher standards for the look and feel of our 
shops, underpinned by a strong sense of social 
responsibility. The results have been excellent so far 
and we plan to expand it to cover Ireland, our contact 
centres in London, Gibraltar and Manila as well as our 
Stadia business.

Compared to 2013, we noted big differences in the 
levels of complaints lodged in shops. We believe these 
differences are due to the focus on the accuracy of 
information generally recorded in the shop logs. The 
focus on logging all interactions and complaints 
correctly was a major part of the Positive Interaction 
training programme.

THE SUCCESS OF OUR BUSINESS RESTS ON 
MAINTAINING POSITIVE RELATIONSHIPS, INTERNALLY 
AND WITH OUR EXTERNAL COMMUNITIES. BY 
COMMUNITIES WE MEAN THOSE GROUPS THAT ARE 
AFFECTED BY AND AFFECT HOW WE DO BUSINESS, 
INCLUDING OUR CUSTOMERS, EMPLOYEES AND  
NEIGHBOURS, BE IT IN THE CONTEXT  
OF WORK, PLAY OR SIMPLY PROXIMITY. 

CUSTOMERS
2014 OBJECTIVES

Develop a set of retail standards to drive 
consistency of customer experience and product 
knowledge in our shops

Launch a new advertising campaign to further 
enhance Ladbrokes’ brand appeal

Continue to develop our Digital and Mobile offer

Re-energise our Odds On loyalty card offer

PLANS FOR 2015

Extend the Ladbrokes Experience to cover Ireland, 
our global contact centres and our Stadia business

Maintain position as number one betting brand in UK

Our investment in the Ladbrokes brand has increased 
in recent years. In 2014, we launched Ladbrokes  
Life, a brand push to set us apart from our rivals’ 
campaigns and celebrating the characteristics of 
different betting customers.

CUSTOMERS

KPI 2014 2013 2012

Net Promoter Score 37% 40% 50%
Unprompted brand recognition 31% 32% 28%
Customer complaints 12,813 8,638 9,923
Customer complaints which specifically relate to  
a gambling transaction 469 1,177 829
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2014 was another challenging year for Ladbrokes. As a 
company, we are in the midst of a digital transition and 
we face rising regulatory costs and taxation. In the UK, 
we closed 89 loss or near loss making shops in 2014 
and we expect to close a further 60 during 2015. We 
achieved these closures without making compulsory 
redundancies and will do our best to limit the impact  
on shop teams in 2015. At the same time, we have 
become an international business with colleagues in  
14 countries. We employ over 13,000 people in Great 
Britain and over 14,400 overall, operating a combined 
total of more than 2,800 betting shops and 13 tailored 
websites in nine different languages.

BEING AN INCLUSIVE EMPLOYER
We are an inclusive, people-driven business. As our 
international operations grow, we recognise the need to 
identify, retain and promote talent from a variety of 
backgrounds. In 2014, we launched our Females in 
Leadership programme to increase the number of 
women in senior positions. Having completed a survey 
and a benchmarking exercise, we are setting up a 
mentoring scheme to nurture talent and are working to 
increase the visibility of female role models. 

EMPLOYEES
2014 OBJECTIVES

Scale up our apprenticeship scheme and take  
on 600 Customer Service Apprentices

Implement a new Females in Leadership 
programme

Develop a new social media approach to 
employee recruitment

Train every shop team member in Positive 
Interaction and the new ABB Code for 
Responsible Gambling and Player Protection

PLANS FOR 2015

Increase internal mobility of employees across 
geographies and business lines

Devise and implement action plans for specific 
business areas and geographies in response to 
Colleague Opinion Survey results
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PROVIDING MEANINGFUL EMPLOYMENT
Now in its second year, Ladbrokes’ UK-wide 
apprenticeship scheme has gone from strength to 
strength. We received over 14,500 applications to join 
the scheme in 2014, with a selection of 467 eventually 
joining us. In total, we employed 646 apprentices in the 
retail estate throughout the year. We lifted the 
maximum age-restriction of 24 years so that any 
talented candidate can secure a place. The 12-month, 
fully supported development programme provides 
candidates with accredited training in customer 
service, literacy & numeracy, and responsible 
gambling. Upon completion, successful apprentices 
obtain an NVQ Level 2 in Customer Service and a 
position in one of our shops.

During 2014, we also invested much work in developing 
a consistent grading, talent & performance, and reward 
framework to help us achieve our global ambitions. One 
of our aims for 2015 is to increase the mobility of 
employees across geographies and business lines. 

Our policies remain consistent with the requirements of 
the Universal Declaration on Human Rights and the 
spirit of the International Labour Organization core 
labour standards.

PROVIDING TRAINING AND DEVELOPMENT  
OPPORTUNITIES FOR ALL OUR EMPLOYEES
The betting and gaming industry is dynamic and 
evolving. We are proud of our ‘grow our own’ 
approach to career progression and invested 
£617,000 in training our employees in 2014. This is  
an increase of 13% compared to the previous year.  
We offer all our employees a tailored training and 
development programme, organised under four 
strands: 

 – Induct, embedding starters into our business;

 –  Develop, helping colleagues develop their role-
specific social and technical skills;

 –  Grow, giving our managers the opportunities to 
grow and progress; and

 –  Advance, supporting and developing our future 
leaders.

We deliver training through a variety of channels, 
ranging from intranet sessions to workshops, 
engaging 13,520 of our employees during 2014.

(1) Members of the top four management grades.
(2) UK employees only (86% of total employees).

Gender diversity 
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With hundreds of thousands of people applying for a 
job with us in 2014, Ladbrokes is becoming a 
destination employer. We reviewed every step of our 
recruitment process, reducing the time-to-hire 
significantly and ensuring all potential employees have 
a positive experience with us. We take pride in the fact 
that we are one of the few companies in our industry  
to provide all job applicants with a written response, 
even if they are unsuccessful. We also developed our 
recruitment efforts on social media, reaching a wider 
talent base.

LISTENING TO OUR EMPLOYEES
In 2014, we ran our biennial Colleague Opinion Survey, 
asking colleagues about their views on working for 
Ladbrokes. With feedback from the UK, Ireland, 
Belgium, Israel and Australia, the response rate 
increased from 42% to 71%, giving us a robust picture 
of where we do well and where we can do better. Our 
priority areas for the next two years will be: 

 –  Direction/management; 

 – Wellbeing; and 

 – Customer focus & competitiveness.

For each of our priority areas, we have put in place a 
mix of local and company-wide action plans owned 
and driven by the business. Our objective for 2015  
is to implement action plans for all key business areas 
and geographies. 

(1) Full and part-time employees in continuing operations as at 31 December, including joint ventures.
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REWARDING GOOD PERFORMANCE
We recognise that reward is more than salaries and 
bonuses. Launched in 2013, Ladbrokes 
RewardArena is our online portal giving our employees 
one-step access to all of our pension, reward and 
recognition programmes. This year we introduced 
more functionality, including an enhanced version of 
the Cycle to Work scheme, free access to a 24/7 
medical helpline and wider access to Sharesave, a 
savings plan combined with the option to purchase 
shares in Ladbrokes tax effectively. The Colleague 
Opinion Survey showed that this has significantly 
improved the colleague experience. 

EMPLOYEES

KPI 2014 2013 2012

Employees worldwide(1) 14,428 14,951 15,543
Female employees(1),(2) 55.0% 55.7% 59.4%
Employees from ethnic minority groups(1),(2) 13.1% 14.9% 11.3%
Average turnover for shop staff(2) 28% 33% 23%
Average turnover for middle managers(2) 23% 35% 14%
Employees receiving training(2) 13,520 5,123 7,284
Annual spend on training(2) £617,000 £544,000 £509,000
Sickness days per employee(3) 8.5 7.3 7.2
Employee Engagement Index 65% N/A 62%
(1) Full and part-time employees in continuing operations as at 31 December, including joint ventures.
(2) UK employees only (86% of total employees).
(3) Consolidated data for UK, Ireland and Gibraltar.

Full time and part time employees (UK only)
As at 31 December 2014

Full time: 35% 

65% 
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2 Part time:
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We contribute positively to the societies in which  
we do business, both through our direct activities  
and through our financial and in-kind support of  
good causes.

A MAJOR CONTRIBUTOR
The GB betting and gaming sector has come a long 
way since it was legalised in 1961. It is now a licensed 
and regulated industry, directly accounting for £2.3 
billion towards GDP and 38,800 full-time equivalent 
jobs in the UK. The broader economic footprint of the 
sector amounts to £5 billion and around 100,000 FTE 
jobs in total(1). In 2014, Ladbrokes alone paid £258.2m 
in wages and salaries, of which £230m was in the UK. 
We spent an additional £2.7m on sponsorships, 
creating benefits for the wider economy.

PAYING OUR TAXES
At Ladbrokes, we recognise the importance of taxes 
as a major revenue stream for governments and the 
vital services they perform. In this respect, we are 
committed to:

 –  Complying with and following the spirit of the law in 
all countries of operation;

 –  Being transparent in our reporting of tax affairs to 
all our stakeholders, meeting all regulatory 
requirements and reflecting best practice;

 –  Engaging proactively and openly with local and 
national tax authorities;

 – Driving sustainable returns for our shareholders.

During the year we paid over £21m in taxes to local 
councils in the UK and generated a further £233m in 
taxes to the UK Treasury and the greyhound & 
horseracing industries. We paid an additional £27m in 
taxes throughout the world. In summary, our effective 
tax-rate on profits in 2014 amounted to 71.5%, which is 
far higher than for other non-betting retail companies. 
For the 2015 tax year, the industry’s tax payments will 
be higher than ever before, owing to the increased 
Machine Games Duty on high stake content and the 
point of consumption tax on online revenues.

(1) The Full Picture – 2nd edition. “Measuring the economic contribution of the British Betting 
Industry”, Deloitte and the ABB, March 2013.

COMMUNITIES
2014 OBJECTIVES

Develop our strategic ability to support local 
causes through the LCF

Promote the charitable payroll giving scheme  
and LCT directly through RewardArena, our 
rewards portal

PLANS FOR 2015

Develop our ability to partner with community 
organisations around strategic programmes
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Since 2012, we have also invested in community 
organisations in areas with a strong Ladbrokes 
presence through the Ladbrokes Community Fund 
(LCF). This is our vehicle for supporting outstanding 
initiatives in the local community. Our investment in 
2014 amounted to £40,000 and we continued our 
ongoing partnership with the Coalfields Regeneration 
Fund (CRF). The Family Employment Initiative, our joint 
project with CRF, engages with unemployed families 
and individuals living in the Dearne Valley, providing 
them with support and guidance to secure sustainable 
employment. We keep a close eye on progress and 
have seen real results over the past couple of years. 

We are keen to partner with community organisations 
on long-term, strategic programmes. Unfortunately, 
we did not make as much progress on this as we 
wanted in 2014, so we have retained the objective  
for 2015.  

RAISING FUNDS AND AWARENESS
We make the most of our customer reach and the 
enthusiasm of our employees to support charitable 
causes. During 2014, Ladbrokes employees raised 
over £560,000 for Ladbrokes Charitable Trust (LCT). 
LCT donated £441,700 towards good causes, 
including major contributions to Prostate Cancer UK, 
Cancer Research UK and the Silver Line Charity. Our 
major charity partnerships focus on raising funds and 
awareness. For example, for Prostate Cancer UK’s 
Men United campaign we distributed leaflets and 
encouraged our customers, many of whom are in the 
age group where Prostate cancer is most common,  
to take part in an online awareness test. Since its 
inception in 2003, over £7.5 million has been raised  
for LCT.

COMMUNITIES

KPI 2014 2013 2012

Net revenue(1) £1,158.9m £1,111.2m £1,053.3m
Operating profit(1),(2) £125.4m £138.3m £206.1m
Taxes paid (3) £282.1m £268.7m £230.1m
Wages and salaries(4) £258.2m £255.4m £253.5m
Raised by employees for LCT in the UK £435,056 £469,230 £437,945
Raised by employees for LCT internationally £134,130 £84,934 £88,736
Contributions by Ladbrokes – time resources  
given to LCT in the UK £1,156,112 £1,201,754 £1,188,416
Donations by LCT in the UK £441,700 £453,454 £337,688
Cash and in-kind to charitable causes, excluding LCT  
and donations towards responsible gambling charities £178,236 £308,751 £324,423
(1) Continuing operations, excluding High Rollers.
(2) Profit before tax, net finance expense, amortisation of customer relationships and exceptional items.
(3)  Includes corporation tax, business rates, foreign tax, Machine Games Duty (MGD), Amusement Machine Licence Duty (AMLD), employers National Insurance Contributions (NIC),  

VAT, and other duties and levies.
(4) Including pension contributions and share-based payment costs.
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IT IS IMPORTANT TO US AND OUR STAKEHOLDERS 
THAT WE OPERATE RESPONSIBLY AND WITH 
INTEGRITY ACROSS ALL OUR BUSINESS  
DEALINGS AND IN ALL JURISDICTIONS.  
WE HAVE COMPREHENSIVE SYSTEMS IN  
PLACE TO MONITOR AND MANAGE BOTH  
OUR SOCIAL AND ENVIRONMENTAL PERFORMANCE. 

ENVIRONMENT
PLANS FOR 2015 (CARRIED OVER FROM 2014)

Complete programme to convert all UK shops  
to 100% LED lighting

Zero growth in absolute emissions

MANAGING OUR ENVIRONMENTAL IMPACTS
As with any major business, our activities have an 
impact on the environment. Our main impact is 
caused by the electricity and gas used on our 
premises. Fossil fuel consumption emits greenhouse 
gases (GHG) which contribute to climate change. 
Climate change in turn poses a risk to our business, 
especially as we expand into overseas markets.

Unfortunately our GHG emissions increased by 11% 
in 2014. This is primarily because of the adjusted 
emission factor for the UK Grid Electricity, which is 
beyond our control. The energy usage of our GB 
shop estate increased by 4%, mainly due to 2014 
being the UK’s warmest year since records began  
in 1910. Despite the increase, since initiating our 
ambitious energy-reduction programme in 2008,  
we have reduced our GB GHG emissions by 20%.
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After discussions with our outsourcing partner, our 
plans to convert all our UK shops to LED lighting 
regrettably had to be postponed. This major upgrade, 
involving the replacement of over 98,000 fittings, will 
now take place in 2015 and be completed by August. 
We fully expect our energy consumption to decrease 
in the years to come.

We also monitor and manage our other environmental 
impacts, particularly around water and waste. Our 
performance in these areas remain strong.

ENVIRONMENT

KPI 2014 2013 2012

Energy (kWh) 111,563,767(1)109,402,110(1) 88,713,366(2)

GHG emissions (tonnes CO2e)(3),(4) 58,260(1) 52,488(1) 44,054(2)

Shop waste recycled (tonnes)(2) 2,500 2,225 3,830
Proportion of shop waste recycled (%)(2),(5) 109 122 214
Average water use per shop (m3)(2) 109 120 121
(1)  Data for UK, Belgium, Spain, Ireland and Gibraltar.
(2)  Data for GB only.
(3) Includes Scope 1: Direct emissions from the combustion of fuel, Scope 2: Indirect emissions from the purchase of electricity and Scope 3: Indirect emissions from business travel and electricity 

transmission and distribution.
(4)  Re-evaluated using 2014 DEFRA GHG reporting guidance and conversion factors.
(5)  We recycle waste brought onto our premises by customers; hence our recycled volumes are higher than the waste we produce. The numbers include non-paper items such as pens, food packaging, 

drinks cans, memos, timesheets, and other materials. 
(6) Based on 2014 UK DEFRA GHG reporting guidance and conversion factors and includes Scope 1: direct emissions from the combustion of fuel and Scope 2: indirect emissions from the purchase  

of electricity.
(7)  Emissions from our global operations including those arising from our businesses in the UK, Ireland, Belgium, Gibraltar and Spain. Data for our recently acquired businesses in Australia, Israel and the 

Philippines is not included. It is estimated (based pro-rata on headcount) that this will increase our global GHG emissions by no more than an additional 1%.
(8)  Excluding fugitive emissions from refrigerants, which represent less than 2% of GHG emissions from our business operations. 

GHG emissions from our Global operations 
in Tonnes CO2e 6,7,8
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SECURITY
2014 OBJECTIVE

Launch the new Ladbrokes Integrity Line operated 
by Crimestoppers to allow independent reporting 
of misconduct across the business

PLANS FOR 2015

Develop Ladbrokes’ strategic approach to  
cyber security

Improve our commitment to harm minimisation 
programmes

Complying with the law, and in particular  
anti-corruption legislation, is the starting point for 
everything we do. Our anti-bribery and gifts and 
entertainments policies were reviewed again in  
2014 and we re-assessed our risks across the  
whole business portfolio. To support this, we have 
established a leading edge compliance programme, 
including comprehensive fraud detection and 
corruption monitoring systems.

One of our plans for 2015 is to bring compliance 
implementation closer to the operational management 
of the business. To this effect, we will restructure 
Ladbrokes’ Compliance department, ensuring clarity 
and a further separation between compliance and 
commercial decisions. We will also continue the 
centralisation of our responsible gambling teams, 
furthering our commitment to harm minimisation 
programmes for all our Retail and Digital operations 
and customers.

During 2014 we launched the new Ladbrokes Integrity 
Line. The freephone service is operated independently 
and in confidence by Crimestoppers. This allows for 
independent reporting of concerns about corporate 
wrongdoing across our international estate. The 
launch was accompanied by an information campaign 
to raise awareness and inform colleagues how the 
facility works.

SUPPLY CHAIN
2014 OBJECTIVE

Review the main social and environmental risks  
in our supply chain

PLANS FOR 2015

Roll out of the new SRM system and  
engagement with key suppliers on social  
and environmental standards

During 2014, we have reviewed our global 
procurement strategy, closely aligning it with our 
corporate goals and objectives. In addition, we 
developed and piloted a new Supplier Relationship 
Management (SRM) framework. This new framework 
will enable us to manage our strategic supplier 
relationships more proactively and focus our efforts  
on making more of our key partnerships. Through a 
new online platform we will work together with our 
suppliers to monitor performance and identify any  
key risks and areas for improvement.

We introduced the system to our top 50 suppliers at a 
supplier engagement day in October and have since 
piloted it with five of our key contractors. Feedback so 
far has been good.

In addition, we reviewed our Social, Ethical and 
Environmental (SEE) standards for procurement, 
making sure they were fit for purpose. These standards 
form part of our mandatory terms and conditions for all 
new supplier contracts. In addition, we have analysed 
our global supplier base and have reviewed our main 
SEE risks. We have identified a number of suppliers for 
further engagement during 2015.
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REDUCING CRIME AND ANTI-SOCIAL BEHAVIOUR
Reducing crime and anti-social behaviour remains 
a key priority for us. Where possible, we work in 
partnership with local authorities and other bodies 
to make this happen. Our partners include 
Crimestoppers, the Association of Business Crime 
Partnerships and the Safe Bet Alliance (SBA). We 
continue to support the SBA’s Voluntary Code of Safety 
& Security – National Standards for Bookmakers, 
which we helped review and update in 2014.

In recognition of the results achieved in reducing 
violent crime, the SBA was formally endorsed by the 
association of Police Officers in June 2014. Police 
figures obtained by the ABB show that betting shops 
now have some of the lowest levels of crime among 
high street retailers.

We do our utmost to prevent breaches of security on 
our premises, such as robbery and theft. CCTV is 
installed across all of our UK retail estate, both to help 
reduce the number of incidents and to help protect 
employees and customers. We are trialling new 
technologies to make our shops even safer.

We continue our efforts to detect and prevent money 
laundering within the retail business, online and in 
phone betting. Any suspicious activity is passed onto 
the UK National Crime Agency (NCA ) or the Gibraltar 
Financial Intelligence Unit. We conduct real time fraud 
screening across all accounts and payment methods. 
Our Compliance department also has good liaison 
with UK and international banks, national and 
international police and crime units and Interpol.

Integrity in sport is high on our agenda and a key 
constituent of the trust we depend on as a sector. 
During 2014 we embarked on a programme to share 
insights and best practice on sports integrity with 
bodies such as the British Horseracing Authority (BHA), 
the Football Association (FA), the English Cricket Board 
(ECB), the Professional Footballers Association (PFA) 
and the Lawn Tennis Association (LTA). We also have a 
good working relationship with the Gambling 
Commission Sports Betting Intelligence Unit (SBIU), 
which collects information and develops intelligence 
about potentially corrupt betting activity involving sport. 

We were pleased yet again to receive a 100% score 
from DJSI for our anti-crime policy and measures.

KEEPING OUR DATA SAFE
As an increasingly digital business, we hold large 
amounts of data on our customers, business partners 
and employees. Safeguarding this data and ensuring 
data privacy remain a high priority to us. During 2014, 
we stepped up our efforts using the UK Government’s 
‘10 Steps to Cyber Security’ framework. Following  
an independent assessment of our systems and 
processes we have defined clear actions to develop 
Ladbrokes’ strategic approach to cyber security over 
the next 3 years.

SECURITY

KPI 2014 2013 2012

Burglaries and burglary attempts 55 76 69
Shop robberies and robbery attempts 181 184 196
Street robberies 9 4 10
DJSI rating of our anti-crime policy and measures 100% 100% 100%
Ladbrokes Integrity Line incidents reported and investigated 5 5 4
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Although we have seen a slight increase in the number 
of reportable incidents over the past 2 years, our levels 
remain low compared to the industry averages 
published by the UK Health and Safety Executive.  
We had no work-related reportable fatalities or major 
injuries across our business and, following 97 health, 
safety and environmental inspector visits in the UK 
alone, no enforcement notices or prosecutions for 
health, safety or environmental offences were issued.

We have pioneered Primary Authority relationships in 
this area, working closely with Liverpool City Council 
on general H&S and Milton Keynes Council on age-
restricted betting and gaming products. Such 
partnerships ensure consistency in enforcement and 
regulation while bringing cost benefits to both 
regulators and ourselves. We have completed a pilot 
scheme on fire safety with Merseyside Fire Services, 
which we expect to evolve into a full Primary Authority 
scheme in 2015.

HEALTH AND SAFETY
PLANS FOR 2015 (CARRIED OVER FROM 2014)

Integrate recent acquisitions and standardise  
our international health and safety policies  
and procedures

Be the first bookmaker to implement the Primary 
Authority scheme on Fire Safety

VALUING SAFETY AND WELL-BEING IN THE WORKPLACE

We place great emphasis on health and safety (H&S) 
across our operations and monitor our performance 
on a monthly basis. During 2014 we reviewed our 
approach to supporting colleagues involved in critical 
incidents at work, ensuring they receive the correct 
level of support, rapidly and consistently.

HEALTH AND SAFETY (1)

KPI 2014 2013 2012

Health, Safety and Environmental officer visits 97 139 151
Enforcement or Prosecution notices issued 0 0 0
Internal compliance audits 1,061 1,821 2,309
Employee accidents 142 127 132
Employee reportable incidents(2) 13 9 4
Employee reportable incidents per 100,000 employees 90 70 30
Public accidents 224 199 137
Public reportable incidents 0 0 0
(1) Data for UK, Ireland and Gibraltar only.
(2) Over 7-day injuries reported to the UK Health & Safety Executive.
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RESPONSIBLE BETTING AND GAMING
KPI 2014 2013 2012

Customer interactions regarding problem gambling 733,048 14,794 14,674

Self-exclusions made 22,191 14,798 12,579

Cash and in-kind contributions towards responsible  
gambling charities £682,500 £680,885 £656,510
DJSI rating of our responsible gambling measures 100% 100% 100%

CUSTOMERS
KPI 2014 2013 2012

Net Promoter Score 37% 39.7% 50.1%

Unprompted brand recognition 31% 32% 28%

Customer complaints 12,813 8,638 9,923

Customer complaints which specifically relate to  
a gambling transaction 469 1,177 829

EMPLOYEES
KPI 2014 2013 2012

Employees worldwide(1) 14,428 14,951 15,543

Female employees(1),(2) 55.0% 55.7% 59.4%

Employees from ethnic minority groups(1),(2) 13.1% 14.9% 11.3%

Average turnover for shop staff(2) 28% 33% 23%

Average turnover for middle managers(2) 23% 35% 14%

Employees receiving training(2) 13,520 5,123 7,284

Annual spend on training(2) £617,000 £544,000 £509,000

Sickness days per employee(3)  8.5 7.3 7.2

Employee Engagement Index 65% N/A 62%
(1) Full and part-time employees in continuing operations as at 31 December, including joint ventures.
(2) UK employees only (86% of total employees).
(3) Consolidated data for UK, Ireland and Gibraltar.

COMMUNITIES
KPI 2014 2013 2012

Net revenue(1) £1,158.9 £1,111.2m £1,053.3m

Operating profit(1),(2) £125.4m £138.3m £206.1m

Taxes paid (3) £282.1m £268.7m £230.1m

Wages and salaries(4) £258.2m £255.4m £253.5m

Raised by employees for LCT in the UK £435,056 £469,230 £437,945

Raised by employees for LCT internationally £134,130 £84,934 £88,736

Contributions by Ladbrokes – time resources  
given to LCT in the UK £1,156,112 £1,201,754 £1,188,416
Donations by LCT in the UK £441,700 £453,454 £337,688

Cash and in-kind to charitable causes, excluding LCT  
and donations towards responsible gambling charities £178,236 £308,751 £324,423

 (1) Continuing operations, excluding High Rollers.
 (2) Profit before tax, net finance expense, amortisation of customer relationships and exceptional items.
 (3)  Includes corporation tax, business rates, foreign tax, Machine Games Duty (MGD), Amusement Machine Licence Duty (AMLD), employers National Insurance Contributions (NIC),  

VAT, and other duties and levies.
 (4) Including pension contributions and share-based payment costs.
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ENVIRONMENT
KPI 2014 2013 2012

Energy (kWh) 111,563,767(1) 109,402,110(1) 88,713,366(2)

GHG emissions (tonnes CO2e)(3),(4) 58,260(1) 52,488(1) 44,054(2)

Shop waste recycled (tonnes)(2) 2,500 2,225 3,830

Proportion of shop waste recycled (%)(2),(5) 109 122 214

Average water use per shop (m3)(2) 109 120 121

(1)  Data for UK, Belgium, Spain, Ireland and Gibraltar.
(2)  Data for GB only.
(3) Includes Scope 1: Direct emissions from the combustion of fuel, Scope 2: Indirect emissions from the purchase of electricity and Scope 3: Indirect emissions from business travel and 

electricity transmission and distribution.
(4)  Re-evaluated using 2014 DEFRA GHG reporting guidance and conversion factors.
(5)  We recycle waste brought onto our premises by customers; hence our recycled volumes are higher than the waste we produce. The numbers include non-paper items such as pens,  

food packaging, drinks cans, memos, timesheets, and other materials.

SECURITY
KPI 2014 2013 2012

Burglaries and burglary attempts 55 76 69

Shop robberies and robbery attempts 181 184 196

Street robberies 9 4 10

DJSI rating of our anti-crime policy and measures 100% 100% 100%

Ladbrokes Integrity Line incidents reported and investigated 5 5 4

HEALTH AND SAFETY(1)

KPI 2014 2013 2012

Health, Safety and Environmental officer visits 97 139 151

Enforcement or Prosecution notices issued 0 0 0

Internal compliance audits 1,061 1,821 2,309

Employee accidents 142 127 132

Employee reportable incidents(2) 13 9 4

Employee reportable incidents per 100,000 employees 90 70 30

Public accidents 224 199 137

Public reportable incidents 0 0 0
(1) Data for UK, Ireland and Gibraltar only.
(2) Over 7-day injuries reported to the UK Health & Safety Executive.


