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CORPORATE RESPONSIBILITY REPORT THROUGH THE AGES

HISTORY HAS PROVEN
THAT GAMBLING WILL
ALWAYS BE AN INTRINSIC
PART OF THE UK LEISURE
INDUSTRY, WITH 68 PER
CENT OF UK ADULTS
REGULARLY PARTICIPATING
IN SOME FORM
OF GAMBLING
ACTIVITY.
The UK Gambling Industry
Gambling has existed since
ancient times, and it has played an
integral part in the culture of many
great civilizations.
The cultural influences of
gambling extend to some of the
words and phrases we now use in
common parlance. Phrases such
as ‘pass the buck’, ‘on a roll’, ‘at
sixes and sevens’, ‘put my twopenneth in’, ‘hedging your bets’,
‘wheeler dealer’ and ‘straight from
the horse’s mouth’, all originate in
the gambling industry.
The exact origins of UK
bookmaking are unknown. Yet the
love of betting and gaming, and
betting on horse racing in
particular, has been ingrained in
the culture for centuries. By the
1800’s most betting was
transacted between individuals,
both on and off-track. Betting
shops began to spring up from the
late 1880s, but were only formally
licensed in May 1961 under the
Betting and Gaming Act.
Today in the UK, betting and
gaming is a hugely enjoyable,
popular and entertaining pastime.
The total spend on gambling in
the UK is £9.4 billion(1) (including
£2.4 billion on the National Lottery)
which amounts to 0.9 per cent of
the total UK consumer expenditure
of £1,090 billion(2).
With the growth of the internet,
interactive television and mobile
phone technology there are now
more platforms and opportunities
for engaging in this leisure activity
than ever before. However, such a
spread of new opportunity has not
increased the overall numbers of
people who gamble. During 2007
68 per cent of the UK population
(about 32 million adults),
participated in some form of
gambling activity(3). This has
2 Corporate Responsibility Report 2007

reduced from 72 per cent (about
33 million adults) in 1999(3). These
levels are not inconsistent with
other countries internationally.
The UK Gambling Industry
employs approximately 100,000
people and provides significant
benefits for the national economy
(through employment and the
payment of taxes). It also makes
substantial contributions to
support the UK racing industry
through sponsorship, the horse
racing levy and contributions
to the British Greyhound Racing

Fund. The latter two fund
improvements in horse and
greyhound racing, support for
retired animals, assistance to
jockeys and advancements
in veterinary science and
veterinary education.
The regulated gambling
market that exists within the
UK is widely respected around
the world. With the support
of the UK industry, the UK
government is promoting
international harmonisation
of gambling legislation and

encouraging high ethical and
social responsibility standards
across the sector.
For the majority of players
gambling is limited to an
occasional consumer spend.
According to the 2007 prevalence
survey, the majority of gamblers
spend less than £5 per week(4).
A 2006 study of 11,000 online
betting and gaming users(5)
showed that the majority of
gamblers were not playing to win
money long-term and viewed their
pastime as simply another form of

leisure activity. While playing for
money was important to make the
game entertaining, many said that
they gambled to relax, for fun and
excitement or to relieve boredom.
The latest research suggests
that less than six in any 1,000
adults in the UK (less than 0.6 per
cent) are likely to have a problem
with their gambling, as compared
to around 160 adults in any 1,000
(4 per cent) having a problem with
alcohol(6).
The UK Gambling Industry
acknowledges that it has a

responsibility to help tackle
problem gambling, understand
its causes and promote its
treatment. It is not in the interests
of the general public or the
gambling industry for the rate
of occurrence of problem gambling
to increase. For many years the
major companies (including
Ladbrokes) have supported the
Association of British Bookmakers
(ABB) and the Remote Gambling
Association (RGA) in establishing
industry-wide social responsibility
standards and promoting self-

regulation. In 2001 the industry
set up the Responsibility in
Gambling Trust (RIGT), the
Independent Betting Adjudication
Service (IBAS) and, through RIGT,
supports GamCare and the
Gordon Moody Association
(formerly Gordon House).
Gambling is an intrinsic part
of social activity. People will
continue to want to ‘put their
money where their mouths are’.
The UK is one of the most
responsible, accountable and
safe environments to do that. ■

2006 data from The Lottery UK
January 08, MINTEL Report
(2) British Lifestyles 2006, MINTEL
research, published March 2007
(3) 1999 and 2007 Gambling
Prevalence Studies, National Centre
Social Research
(4) 2007 Gambling Prevalence Study
(5) Commissioned by eCogra
(6) 2007 Gambling Prevalence Study
and UK Govt Statistics, OPCS
1994-2005
(1)
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RESPONSIBLE
BEHAVIOUR IS
NOT ONLY CENTRAL
TO OUR LICENCE
TO OPERATE;
IT ALSO FULLY
SUPPORTS OUR
STRATEGY FOR
GROWTH.
CHRISTOPHER BELL
CHIEF EXECUTIVE
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WHEREVER WE OPERATE,
LADBROKES UPHOLDS
BEST PRACTICE
INDUSTRY STANDARDS.

adbrokes has played a significant part
in establishing a legitimate and well
organised betting and gaming industry in
the UK. Our UK retail presence has been
the mainstay of our business to date,
currently operating more than 2,100 shops. More
recently international expansion has brought a
further 572 retail outlets in Ireland, Belgium and
now Italy and through our remote business we
have been able to reach new customers all over
the world.
I am proud to say that wherever we operate,
Ladbrokes upholds best practice industry
standards, which provides added assurance for
our customers and benefits the local economy
through employment and the payment of taxes.
In 2007 we have seen a further strengthening
of our approach to Corporate Responsibility (CR).
Our overall aims have been to keep Ladbrokes as
one of the sector leaders from an external CR
perspective and to drive the CR programmes in
line with the broader business strategy and to
best effect for the brand.
Our high standards of CR were recognised
again by the Dow Jones Sustainability Indexes
(DJSI) and FTSE4Good Indices. Ladbrokes was
the only UK-based betting and gaming company
to be included in the DJSI index series for 2007/8
and one of only three companies globally.
Over the past year we have carried out an
extensive pay and benefits review for our UK retail
business in conjunction with our Staff Council. The
results of the review have been well received and
the process has been a prime example of staff and
management working together in the best interests
of all parties. We also concentrated on raising
performance, which I am pleased to say has
resulted in increased levels of customer satisfaction
and improved health, safety and security.
On 1 September 2007, the Gambling Act was
fully implemented and the Gambling Commission
became responsible for the regulation of all our
UK businesses. This was an important milestone
for us; for many years we have looked forward to
regulation through the development and
implementation of self-regulation, particularly in
the area of social responsibility. We welcome the
new regime. It will bring a level playing field for all
betting and gaming operators and ensure high
standards across the sector. Ladbrokes is well

VALUES

■ 1ST CHOICE FOR
CUSTOMERS
■ A PROVIDER OF
1ST CLASS CUSTOMER
SERVICE
■ A QUALITY EMPLOYER
■ INNOVATIVE AND
CUTTING EDGE
■ TRUSTED AND A SECTOR
LEADER IN RESPONSIBLE
BUSINESS PRACTICE
■ INTERNATIONALLY
RECOGNISED
placed to meet the regulatory demands; indeed
the new regime has reinforced what we were
already doing as a Company. We will work with
the Commission to ensure that consumers are
able to benefit from the high standards of regulation
that will be achieved.
I am pleased to report that Ladbrokes continues
to make good progress in responsible business
practice. We acknowledge that there is always still
more to do. I look forward to another successful
and socially responsible year. ■

Christopher Bell Chief Executive
28 February 2008
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Promoting high ethical
standards
ur approach has always
been to embed CR
policies and processes
within the day to day
operation of our
business. Our CR team
supplements this approach by
providing an overview and advisory
function for the business. The
CR team also provides a central
function, reporting on CR-related
issues, risks and activities from
across the business (to all relevant
internal and external stakeholders)
and by providing a review/audit
role to make sure that Ladbrokes
is fulfilling all aspects that are
expected of a large plc.
The Chief Executive, who sits
on both the Executive Committee
and the Group Board, is ultimately
responsible for CR Matters.
Overall governance of CR is the
responsibility of the Executive
Committee and the Group Board.
CR issues are given full
consideration by them when

O

CR RISKS ARE
REGULARLY REVIEWED
BY THE BUSINESS AND
ARE CONSIDERED BY
THE BOARD AS A PART
OF THE CORPORATE
RISK REVIEW
PROCESS.

6 Corporate Responsibility Report 2007

defining the Ladbrokes business
strategy and as part of the
operational decision making
process. CR issues are reported
on a regular basis (as a minimum
quarterly) to the Group Board.
CR risks are regularly reviewed
by the business and are
considered by the Board, as
appropriate, as a part of the
corporate risk review process.
The Board reviews the key CR
issues and agrees the annual
corporate responsibility strategy.
The Remuneration Committee
also takes account of CR issues
when determining executive
remuneration and benefits.
The Group Secretary retains
overall responsibility for developing
and implementing the CR
programme and coordinating the
CR team. The CR Team (including
membership from Compliance,
Public Relations, Investor Relations
and Human Resources) reports
directly to the Executive
Committee on CR matters.
The CR Team works with a
number of internal functional
and operational teams (e.g. HR,
PR, Marketing and Facilities
Management) and liaises via
human resources with the Staff
Council and other internal and
external stakeholders.
CR governance and
management processes are
subject to internal audit and the
reporting process is externally
verified by our CR Advisors,
Acona Limited. ■

CORPORATE RESPONSIBILITY REPORT CR STRATEGY

WE
PROMOTE

VALUING
FAIRNESS
AND
INTEGRITY
LADBROKES IS A PROFITABLE, LEADING EDGE AND
INNOVATIVE COMPANY. WE PRIDE OURSELVES ON
OFFERING SOPHISTICATED BETTING AND GAMING
PRODUCTS TO A MODERN MARKET. WE VALUE OUR
REPUTATION FOR FAIRNESS AND INTEGRITY,
BEHAVING RESPONSIBLY THROUGHOUT ALL OUR
OPERATIONS. WE ALSO RECOGNISE THE
IMPORTANCE OF GOOD EMPLOYEE RELATIONSHIPS
AND HIGH LEVELS OF CUSTOMER SATISFACTION.
Ladbrokes was a founding member of the
Responsibility in Gambling Trust (RIGT), the
Independent Betting Adjudication Service
(IBAS) and, through RIGT, supports GamCare
and the Gordon Moody Association (formerly
Gordon House). We developed our front-line
training programmes with the help of
GamCare and over the past three years we
have trained 100 per cent of our employees
in responsible gambling practice.

...high ethical standards across
the business and provide detailed
codes of practice to all of our
employees.
The following CR issues
have been identified as key to
supporting our business growth
and form the 7 pillars of our
CR strategy:

1
2
3

Promoting responsible
gambling behaviours across
our business and the industry
as a whole;
Keeping our customers
satisfied with, well informed
about and interested in, the
products and services we offer;
Attracting a diverse motivated
workforce, ensuring high
standards of behaviour and
competence and growing loyalty
to the business;

4

Minimising the risks from
our third-party relationships,
including business
partnerships, joint ventures and
within our supply chain;

5
6

Minimising health, safety and
security risks to our business,
our employees and the
general public from our operations;
Understanding global
environmental agendas and
minimising the impact of
increasing environmental costs
on our operations;

7

Being a good corporate citizen
and a respected neighbour in
our communities.
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A SENSE OF FAIR PLAY
IT IS IMPORTANT TO US AS
A BUSINESS AND TO OUR
INDUSTRY AS A WHOLE THAT WE
ALL UPHOLD RESPONSIBLE
GAMBLING BEHAVIOURS AND
THAT COLLECTIVELY WE PROVIDE
AN EFFICIENT, SECURE, FAIR AND
SOCIALLY RESPONSIBLE
SERVICE FOR ALL OUR
CUSTOMERS.

8 Corporate Responsibility Report 2007

e believe strongly
that the gambling
industry should
work together to
ensure high
standards are maintained across
the whole sector. For many years
we have supported the Association
of British Bookmakers (ABB) and
the Remote Gambling Association
(RGA) in establishing industry-wide
social responsibility standards and
promoting self-regulation.
We welcome the new legislative
regime in the UK and we are
meeting the demands of the
Gambling Commission and fully
support the Commission’s three
key licensing objectives:
■ To keep crime out of gambling;
■ To ensure gambling is
conducted fairly and openly;
■ To protect children and
vulnerable people from being
harmed or exploited by gambling.
For most people, gambling is
an enjoyable and harmless leisure
pursuit. However, for a very few
others gambling can become a
behavioural problem. Ladbrokes
fully recognises its responsibility to
help tackle problem gambling,
understand its causes and
promote its treatment.
All of our front-line employees
have been trained to meet the
required standards and, to
monitor compliance, we have
a comprehensive programme in
place, headed by our Compliance
Director and overseen by our
Compliance Committee. This
programme is also subject to
internal audit.
At Ladbrokes we have been
upholding responsible gambling
behaviours for many years and
worked hard to maintain similar
standards across all parts of
the business, including those
which are not subject to local
CR legislation. In particular we
have developed our own systems

W

to ensure that our customers are
well informed:
■ About our products – so that
they know exactly how to get the
most out of our offering;
■ About problem gambling issues
– so that they can identify issues
when they arise and know where
to get help should they need it;
■ About their own gambling
history – our online customers
have access to detailed
information about their account
and their recent spending
behaviours.
We provide inherent protection
to try to limit the possible financial
impacts on our customers from
excessive gambling, for example
through:
■ Daily and weekly limits on spend
– this facility enables customers
to limit the amount of money that
they are able to deposit online into
their account on either a daily or
a weekly basis. These amounts
may be revised downwards at any
time but any increase will only be
implemented after 24 hours
following the request;
■ Detailed financial checks –
in some cases with our online
customers we carry out detailed
customer due diligence prior to
accepting their account.
We protect the young and the
vulnerable through, for example:
■ Clear marketing standards –
we recently helped to develop an
industry-led voluntary code on
responsible advertising;
■ Strict age limits – we rigorously
enforce the 18 year age limit
through clear signage, age checks
(both on and offline) and
comprehensive employee training.
Our marketing and advertising
does not target people younger
than 18 years of age. Furthermore
our UK retail estate has embraced
the Think 21! Campaign, an
initiative to reduce the instances
of age restricted products being

In 1998 Ladbrokes became a founding member of Citizencard,
the national proof of age scheme for age-related products. More
recently Ladbrokes has sponsored a half-price card to encourage
its use. Over 575,000 cards have been issued since 2004.
Ladbrokes.com was also the first eGaming website to display
the interactive AgeCheck logo, Citizencard’s electronic age
verification scheme.

HOW DOES
LADBROKES PERFORM?
RESPONSIBLE GAMBLING
2007
Target (if
Performance applicable)

KPI

Customers well
informed

No. of staff trained
in Responsible Gambling
Practice

11,509
(100% of
relevant
personnel)

100%

100%

100%

No. of customer
interactions regarding
problem gambling,
e.g. advice, signposting

1,881
(Q4 only)

n/a

Breaches of Advertising
Standards

0

0

Self Exclusions Made

1,407
(Q4 only)

n/a

Online Age Verification
Checks

97,383
(Q4 only)

n/a

Think 21! No. of young
people at the point of
gambling asked for proof
of age which they have been
unable to produce

2,731
(Q4 only)

n/a

Contributions (cash and
in-kind) to Responsible
Gambling Research,
Education and Treatment
Organisations

£680,800

n/a

No. of shops with
Staying in Control
Boards and leaflets and
information on self-exclusion

Protecting the young
and vulnerable

Research and support
for problem gambling

sold to underage people. We
encourage our retail staff to
challenge anyone who appears
to be under 21 years and ask for
proof of age;
■ Online age verification checks –
we carry out electronic age
verification checks on all
customers. Anyone who is under
the age of 18 and found to be
using the site will be reported to
the police;
■ Website screening – Ladbrokes
has registered its internet gaming
sites with the ICRA (www.icra.org),
the family internet screening
organisation, which helps
users avoid content which is
inappropriate for themselves
or their children;
■ Self exclusion arrangements –
to assist customers who face
problems and wish to stop
gambling with us, our customer
service employees are all trained in
the most up to date methods for
administering self-exclusion. Once
administered self-exclusion lasts

for a minimum of six months
during which time we take all
reasonable steps to stop the
customer placing a bet with us
or entering our gaming sites.
Our employees are trained
to support our responsible
gambling policies and to help
our customers. We make them
aware of behaviours that may
indicate problem gambling and
train them in how to respond.
■ Responsible product
development – we follow the
UK standards and incorporate
social responsibility criteria in
developing new games, machines
or other products (e.g. betting
products). We do not use ‘teasers’
to entice customers onto our
sites or misrepresent the risks
to our customers by the use of
free demo games with more
favourable odds to the main play.
We seek to give customers as
much information as possible
and avoid hiding things in the
small print. ■
Corporate Responsibility Report 2007 9
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e are committed
to offering the best
customer experience
and we place a high
priority on service.
Our customers come from all
walks of life, of all ages and from
all economic groups, and with our
websites offering betting and
gaming in 11 languages, they are
all over the world. In a single day,
Ladbrokes will handle over a million
transactions from customers
across the globe. We have strong
brand loyalty and international
recognition.
Our responsible approach to
customer service starts with
understanding our customers’
needs. We are moving towards
a more localised and personalised
service, with the help of new
Customer Relationship
Management systems. Every year
we train our staff in customer care
and all of our UK retail managers
have now achieved the Institute of
Customer Service ICS award.
We pride ourselves on protecting
our customers’ interests, as well as
our own, through fair dealings,
providing security of information and

data protection, and offering the
ultimate backup of an independent
adjudication service (IBAS). To test
our performance we regularly
commission third party checks,
monitor customer complaints and
welcome feedback from all our
retail and remote outlets.
During 2007 we focussed on
delivering tangible improvements
to the UK retail customer service
performance and enhanced our
mystery shopping programme to
monitor not only basic customer
service data but also staff
behaviours. 3,600 mystery shopper
visits were made across 600 of our
most competitive shops from our
UK estate, and the results were
good. Average satisfaction scores
were higher than in 2006, despite
the more stringent assessment
criteria. We also held workshops in
order to disseminate best practice.
We look forward to rolling out the
programme across the whole estate
during 2008 and to provide added
incentives, we have linked the
mystery shopper scores to team
pay reviews and bonuses.
We encourage our customers
(both internal and external) to

licensing objectives of the
Gambling Act. To do this we have
enhanced the social responsibility
and anti-money laundering
modules of our Racing Start
(Head Office) and our Training to
Win (Shop based) training courses
to meet the Act’s requirements.
In fact we have gone beyond and
taken the opportunity to train our
employees about Ladbrokes’
wider responsibilities towards
other stakeholders such as our
suppliers, the local community
and the environment.
Each individual has their
own training recorded so that we
are able to track the numbers of
staff who have completed the
training successfully. In 2007
we trained 11,509 staff in the
three licensing objectives, the
role of the Gambling Commission,
Social Responsibility and AntiMoney Laundering. Also in 2007,
3,300 people took part in skill
and knowledge-based training
courses delivered through
Ladbrokes Academy.

“During the course of 2007,
we received regular monthly
updates showing us how the
business would be approaching
the new Gambling Act, and how
we, the PML holders, would
apply for and receive our
licences. In July we all attended
PML workshops managed by
our Compliance Manager,
Ronnie Moncur. These sessions
were hugely engaging and
informative, and recognised
industry experts gave us
comprehensive overviews of our
obligations under the new Act.
We have also been provided with
all the supporting resources and
tools we need to comply with the
Gambling Act as PML holders.”
Adrian Osman
Area Operations Manager

W

THE BEST
LEISURE
EXPERIENCE
CASE
STUDY
RESPONSIBLE
GAMBLING
LADBROKES
ACADEMY AND
THE UK
GAMBLING ACT
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The introduction of the new
Gambling Act in the UK makes it a
prerequisite that key management
hold Personal Management
Licences (PMLs). In 2007 all of our
senior staff involved in the overall
strategy and delivery of gambling
operations, financial control,
marketing and commercial
development, received formal
training to ensure they are fully
aware of the licensing objectives
and their responsibilities under the
Act. This formal training covered
the legal obligations of a PML
holder, Fair and Open Conduct,
Preventing Crime, and Protecting
the Children and the Vulnerable.
There is an ongoing requirement
that PML holders must keep
themselves informed of
developments in gambling
legislation, codes of practice and
Gambling Commission guidance.
Training support will be provided
by moving our PML training online,
incorporating self-assessment and
refresher training as appropriate.
We are also required to train
all other relevant staff in the three

reward exceptional customer
service through our internal WOW!
awards scheme. We choose a
WOW! winner from each region on
an annual basis, the prize being a
trip to a sporting event or a day
at the races for the employee,
their family and the nominating
customer. We also entered our
staff into the National Customer
Service Awards Scheme (WOW!
Awards category) and in 2007 we
were pleased to reach the finals for
the third year in a row.
Mystery Shopper campaigns
national average scores
%
100
80
60
40

Whilst individual incentives
are good, team work is ultimately
what makes our business tick.
In 2007 we ran two team incentive
schemes to test both team
effectiveness and creativity. The
incentive schemes were based
on a test of the shop teams’
knowledge of products, a look
at operational standards and a
team portfolio. The portfolio could
take any format, from scrapbooks
to CD’s, and needed to evidence
what the shop team had done to
generate an extra buzz/atmosphere
in their shops during the course of
the incentive campaigns.
Our customer complaint
levels and types of complaints
are monitored on a monthly
basis. We are pleased to see
that they continue to be very low,
especially when you consider
how many transactions we handle
every day. ■

HOW DOES
LADBROKES PERFORM?
SATISFYING CUSTOMERS
2007
Target (if
Performance applicable)

KPI

Customer satisfaction

UK Mystery Shopper Survey
results (over six waves
during 2007)

82.9%
(wave 1)
87.4%
(wave 6)

+1% or
more
from
wave
1 to 6

503

n/a

Total no. of customer
complaints

768
(Q4 only)

n/a

No. of complaints which
specifically relate to a
gambling transaction

191
(Q4 only)

n/a

No. of nominations for
WOW! awards

20
0
2004

05

06

07
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s our business becomes
more sophisticated and
technology driven, we
need to ensure that we
sustain a high level of
competence across the business
and increase our capacity to
respond to changing market needs.
Our human resources strategy
is centred around:
■ Being an attractive and fair
employer and valuing and
recognising employee loyalty.
35 per cent of our employees
have been with us for more than
five years, and 13 per cent for
more than 15 years;
■ Working hard to understand
the needs and expectations of
our employees, most specifically
through our Staff Council which
was established in 1996. All of
which helps to maintain high levels
of employee satisfaction and
minimise turnover;
■ Supporting and developing
our talent. Ladbrokes is an
Investor in People and provides
clear opportunities for career
development and progression.
We recognise that our employees
represent a centre of excellence
for the industry – one which
we wish to maintain. As a
consequence we continually

A
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invest in the training and
development of our employees;
■ Providing an equality of
opportunity and encouraging a
diverse workforce through flexibility
in our operations. Over
62 per cent of our employees are
female and approximately 11 per
cent are from ethnic minorities;
■ Promoting high ethical standards
across the business and providing
detailed codes of practice for all our
employees. Compliance with our
standards is high, with few
incidents being reported to
management, and even fewer via
our independent whistleblowing
process over the year.
We monitor employee diversity,
training and development, internal
promotions and sickness absence
rates. Ladbrokes sickness rates
are slightly higher than the UK
national average. In 2006 the
average UK employee took
seven days off sick(1). ■

AWARD
WINNING
TEAMS

according to the latest CBI/AXA
survey. 2007 data not yet available.

(1)

People employed worldwide

Employees from ethnic minority
groups in Ladbrokes compared to
UK average population

Thousands
15

%
12

HOW DOES
LADBROKES PERFORM?
WORKING TOGETHER

10

14
13

Employee
demographics

6
4

12

2007
Target (if
Performance applicable)

KPI

8

No. of employees

15,307

n/a

% Female employees

62.0%

n/a

11.26%

n/a

% Employees ≤30 years of age

48.7%

n/a

% Employees >30 years of age

51.3%

n/a

3,300

n/a

£750,000

n/a

No. of internal promotions

3,560

n/a

Employee ownership

No. of employees owning
shares in the Company

7,000
(50%)

n/a

Sickness rates

No. of sickness days absence
per employee in period

7.84

n/a

High ethical standards

No. of staff informed
about the codes of practice
and the whistleblowing policy

100%

100%

1

n/a

2
11

% Employees from ethnic
minority groups

0
2001 02

03

04

05

Total employees

06

07

2002 03
Ladbrokes

Employee age distribution
as at 31 December 2007

04

05

06

07

UK Average

Gender breakdown of our employees
as at 31 December 2007

Employee training and
development

No. of employees receiving
training through the Academy
Annual spend on training

18-20
21-30

31-40
41-50

51-60
60+

Females
Males

CASE
STUDY
EMPLOYEE
ENGAGEMENT
IN ACTION
2007 UK
RETAIL PAY
AND BENEFITS
REVIEW

No. of whistleblowing incidents
reported and investigated

“At the outset of the year we
knew that the business would
change in September with the
introduction of new trading
hours. We also knew that we
would face rising costs – and
that will continue to be a
challenge to us all.”
Richard Ames
Managing Director, UK Retail
During 2007 we carried out
a detailed pay and benefits review
involving all members of the
Retail Executive and shop-staff
representatives from the Staff
Council. The review covered all
staff terms and conditions,
including pay, bonuses, holidays,
and special allowances. After
several weeks of debate we were
pleased to reach an agreement
that everyone was happy with.

The Staff Council provides an
effective mechanism for employee
engagement and there can be no
greater example of this than the
outcome of the UK pay and
benefits review.
“I believe that everyone benefits
under the new arrangements,
and the review has been a great
example of the Staff Council
in action. Management have
shown a real willingness to
listen to what we have to say
and there has been a genuine
sense of cooperation.”
David Campbell
Vice-Chair Staff Council
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We are committed to achieving
high environmental and social
standards within our supply chain.
During 2007 we have looked in
more detail at the social, ethical
and environmental impacts and
risks associated with our product
sourcing. We have been working
to ensure that both Ladbrokes
and those who supply us with
goods and services are working
in accordance with stringent
standards on safety, employment,
staff welfare, human rights and
environment, wherever in the world
they might be based or operate.
We have developed a new
framework for responsible
procurement and have updated our
responsible sourcing policy. This
policy applies to all suppliers and
supplier relationships. The policy
sets minimum standards across
three areas: supplier employment
conditions; supplier environmental
impacts and the Ladbrokes
purchasing process.
The application of the policy
requires effective training,
implementation, risk assessment
and audit. During 2008 the
purchasing team will be auditing
a risk-based sample of our
suppliers to measure compliance
with this new policy – this will
be carried out annually to
ensure continued compliance
and where necessary,
improvements will be made.
During 2008 we also plan to
review our due diligence CR criteria
for investment decisions and to
develop appropriate KPIs for our
third party relationships. ■
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SUPPORTIVE ASSOCIATIONS
LADBROKES’ SUCCESS
IN THE GAMING SECTOR
RELIES ON RESPONSIBLE
BEHAVIOUR AND GOOD
CORPORATE CITIZENSHIP.
OUR RESPONSIBILITIES
START BY MAINTAINING
GOOD RELATIONSHIPS WITH
ALL OUR STAKEHOLDERS,
INCLUDING OUR SUPPLIERS
AND BUSINESS PARTNERS.

CORPORATE RESPONSIBILITY REPORT HEALTH, SAFETY AND SECURITY

5

PROTECTING
OUR PEOPLE
WE AIM FOR BEST
PRACTICE HEALTH
AND SAFETY
STANDARDS
THROUGHOUT ALL
OUR OPERATIONS
AND WE SUPPORT
A PROACTIVE
CULTURE OF RISK
MANAGEMENT.

Internal Health and Safety
compliance audits
%
100
80

Our health and safety record in
2007 was good. We had no
fatalities or major injuries across
our business and following 163
health and safety inspector visits
in the UK alone, there were no
enforcement notices or notified
non-compliances. Furthermore we
had no prosecutions or convictions
for health and safety offences.
We were pleased that our internal
compliance audits (which cover
all aspects of health, safety and
security) yielded a 90.5 per cent
success rate across our retail and
head office estate. This was well
above our target of 85 per cent.
Once again we achieved
recognition from the British Safety
Council and were awarded an
International Safety Award.
All of our employees receive
training on health and safety and
Ladbrokes is the only bookmaker
to have an Institute of Occupational
Safety and Health accredited
training course. All new starters
have health, safety and security
training as a part of their induction
package.
The annual health and safety
compliance competition was a
resounding success. It has helped
to improve knowledge of health
and safety across the retail estate
and this year also included aspects
of the Gambling Act.
One of the risks to the health of
our employees and our customers
comes from breaches of security
on our premises, such as robbery
and theft. We have invested heavily
in security measures across our
retail estate, both to help reduce
the number of incidents and to
help protect employees and
customers. Examples are:
■ A permanently manned
control room;
■ Panic alarms in every shop;
■ CCTV and electromagnetic door
locks in many shops;
■ Training in robbery prevention
for all staff;
■ Strengthening of perimeter
security to prevent burglary.
In addition, we carefully monitor
and seek to minimise the financial
impacts of health and safety related
claims from across our business. ■

HOW DOES
LADBROKES PERFORM?
HEALTH AND SAFETY
Data for the
UK, Ireland and
Gibraltar

2007
Performance

KPI

Internal Health, No. of Internal
Safety and
Compliance Audits
Security
Auditing
% Success Rate
Internal Compliance
Audits
Regulatory
inspections

1,029

921

n/a

90.5%

88.0%

85.0%

163

211

n/a

0

0

0

163

102

n/a

Total no. of reportable
incidents (Reporting of
Injuries, Diseases and
Dangerous Occurrences)(1)

5

10

n/a

No. of reportable incidents
per 100,000 employees(2)

0.035%

0.071%

n/a

116

125

n/a

0

0

n/a

Health and Safety
Enforcement Officer visits
Non-compliances/
enforcement notices
issued

Employee
incidents

Public
incidents

2006
Target (if
Performance applicable)

No. of accidents

No. of accidents

Total no. of reportable
incidents (Reporting of
Injuries, Diseases and
Dangerous Occurrences)

Over three day Injuries reported to the UK Health and Safety Executive.
The UK average number of RIDDOR notifications for employee incidents in the retail sector is 0.096 per cent,
which is significantly higher than the Ladbrokes rate of 0.035 per cent for 2007. Our continued focus on health
and safety has resulted in this strong performance and we are pleased to see a year on year reduction in the
number of recorded accidents and reportable injuries. RIDDOR is not applicable in Gibraltar as governed by
local legislation but no reportable notifications were reported under this local legislation. For our operations in
Belgium the last five years’ statistics reveal that the level of work accident are below the average of other
Belgian companies. In 2006 the total number of accidents was three and the total for 2007 is 11.

(1)
(2)

60
40
20
0
2005
Success rate

06

07
Awarded to Ladbrokes plc, Harrow
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HOW DOES
LADBROKES PERFORM?
ENVIRONMENT
Data for the UK

KPI

2007
Performance

Energy
usage –
excluding
travel

Total energy (kWh)

84,021,666

87,000,369

n/a

42,911

43,970

n/a

Carbon emissions –
CO2 equivalent (tonnes)(1)

2006
Target (if
Performance applicable)

Re-evaluated using DEFRA GHG conversion factors, June 2007, UK.

(1)

6

THE WORLD AROUND US
MANAGING OUR IMPACT ON BOTH THE
ENVIRONMENT AND THE COMMUNITIES IN
WHICH WE OPERATE IS OF PARAMOUNT
IMPORTANCE TO US. WE HAVE A
RESPONSIBILITY TO MONITOR AND
REDUCE ALL OUR ENVIRONMENTAL
IMPACTS WHERE PRACTICABLE.
16 Corporate Responsibility Report 2007

Managing our impact on both
the environment and the
communities in which we operate
is of paramount importance to us.
We have a responsibility to monitor
and reduce all our environmental
impacts where practicable.
There is increasing interest
from customers, employees and
investors as to how we manage
our environmental footprint and
how this translates into tangible
improvements in performance.
During the year we have
reviewed the issues associated
with climate change and have been
assessing the potential impact from
the rising costs of utilities. Most of
our carbon footprint comes from
the electricity we use in our shops
and offices (92 per cent).
Although the continuing
development of our shop estate
has resulted in increased total CO2
emissions, we are taking steps
to ensure that our operations are
ever more energy efficient.
We monitor our shop energy
consumption very closely and
apply additional focus to those
shops which consume significantly
more than our shop average.
We set targets for these shops
whilst taking into account factors
such as different opening hours,
the presence of air-conditioning
systems and shop location. We
are pleased to be able to show that
this approach is now delivering
impressive results.

Breakdown of carbon emissions –
CO2 equivalent (tonnes)

In 2007 Automatic Meter
Readers (AMRs) were trialled in
our 80 most energy intensive
shops. The AMRs record half
hourly information and enable us
to analyse energy consumption
against operating times, anticipated
consumption and outside
temperature. So far we have
had few surprises and our energy
consumption appears to be efficient
and well managed. In 2008 we will
be considering the roll out of AMRs
to more of the estate.
Furthermore we are tackling the
type of materials that we use in our
products and minimising waste from
their production. All of our waste
material from shops and offices is
now treated prior to disposal – either
pre-collection or after collection –
where our waste contractor sorts the
waste. This sorting allows us to
increase the amount of waste
products that are recycled and to
reduce our impact on the
environment. In January 2008 we
appointed a specialist-recycling
consultancy, to review our waste
disposal across the business and
help us to improve further on
recycling rates and reduce our landfill
impact. 100 per cent of our contract
printed products are now printed on
either recycled paper, or paper from
forests which are sustainably
managed (where up to seven new
trees are planted for each tree cut
down). All of the waste products
from our printing processes are
recycled, even the old ink. ■
Carbon emissions from our UK Estate
(based on June 2007 DEFRA GHG
reporting guidance)
(ktonnes)
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HOW DOES
LADBROKES PERFORM?
CHARITIES AND COMMUNITIES
2007
Performance

Data for the UK

KPI

Fundraising

Total amount of money
raised by the employees
for LICCT

Company
contributions

Total contributions
by Ladbrokes – time
resources given
to LICCT

LICCT
donations

2006
Target (if
Performance applicable)

£902,650

£898,699

£1m

£1,033,800

n/a

n/a

Total contributions in
money, resources and
in-kind donated by
Ladbrokes to all other
charitable causes

£48,000

n/a

n/a

Total amount of money
donated by LICCT
to charitable and
community causes

938,811

921,800

n/a

Note:
See also page 9 for Ladbrokes contributions to responsible gambling research, education and
treatment organisations.

7

RESPECTING OUR NEIGHBOURS
THE LADBROKES BETTING SHOP IS
TYPICALLY AT THE HEART OF THE
COMMUNITIES WHERE WE OPERATE.
WE ARE COMMITTED TO SUPPORTING
OUR LOCAL PEOPLE.

We recognise that companies
and wider society have to work
together to address a host of
social and environmental
challenges. We have already
presented examples of our
partnerships to address problem
gambling issues on page 9.
We also recognise the links our
employees have to their own
communities and we support their
activities by giving something back.
Ladbrokes in the Community
Charitable Trust (LICCT) continues
to grow and has become a
successful charitable body,
brilliantly supported by Ladbrokes’
employees. It has now raised over
£3.5 million for good causes
across the UK since it was
established in 2003.
At the start of 2007 we set
a target to raise over a million
throughout the year, which we
almost achieved. The fundraising
was a result of thousands of
activities all around the country, and
LICCT made donations to dozens
of organisations throughout the
year. To mark the start of the year
£25,000 has also been given to
each of four major charities: Guide
Dogs for the Blind, Dreams Come
True, The Samaritans and the Army
Benevolent Fund.
Ladbrokes continues to work
with Crimestoppers to help support
and protect our communities.
Crimestoppers encourages people
to give anonymous information
on crime to the police. All of our

shops display Crimestoppers
posters and leaflets detailing the
hotline number. Under its new
Associate status Ladbrokes has
become a close partner of
Crimestoppers and will be
contributing to the future
development of the organisation
by donating £100,000 to
Crimestoppers over a three
year period. ■
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KPIs

MEASURING
OUR PROGRESS
THIS IS A
SUMMARY OF
OUR ANNUAL
PERFORMANCE

Key performance indicators

KPI

2007
Performance

2006
Performance

Target
(if applicable)

RESPONSIBLE GAMBLING
Customers well informed

No. of staff trained in Responsible Gambling Practice

11,509
(100% of
relevant
personnel)

100%

100%

100%

1,881
(Q4 only)

n/a

0

0

Self Exclusions Made

1,407
(Q4 only)

n/a

Online Age Verification Checks

97,383
(Q4 only)

n/a

Think 21! No. of young people at the point of gambling
asked for proof of age which they have been unable to produce

2,731
(Q4 only)

n/a

Contributions (cash and in-kind) to Responsible
Gambling Research, Education and Treatment Organisations

£680,800

n/a

82.9%
(wave 1)
87.4%
(wave 6)

+1% or
more from
wave 1 to 6

503

n/a

Total no. of customer complaints

768
(Q4 only)

n/a

No. of complaints which specifically relate to a
gambling transaction

191
(Q4 only)

n/a

No. of shops with Staying in Control Boards and
leaflets and information on self-exclusion
No. of customer interactions regarding problem
gambling, e.g. advice, signposting
Protecting the young and vulnerable

Research and support for
problem gambling

Breaches of Advertising Standards

SATISFYING CUSTOMERS
Customer satisfaction

UK Mystery Shopper Survey results
(over six waves during 2007)

No. of nominations for WOW! awards

WORKING TOGETHER
Employee demographics

No. of employees

15,307

14,000

n/a

% Female employees

62.0%

62.3%

n/a

11.26%

11.17%

n/a

% Employees ≤30 years of age

48.7%

43.4%

n/a

% Employees >30 years of age

51.3%

56.6%

n/a

% Employees from ethnic minority groups
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Key performance indicators continued
KPI

2007
Performance

2006
Performance

Target
(if applicable)

WORKING TOGETHER
Employee training and development

No. of employees receiving training through the Academy
Annual spend on training

3,300

n/a

£750,000

n/a

No. of internal promotions

3,560

Employee ownership

No. of employees owning shares in the Company

7,000
(50%)

n/a

Sickness rates

No. of sickness days absence per employee in period

7.84

n/a

High ethical standards

No. of staff informed about the codes of practice
and the whistleblowing policy

100%

100%

1

n/a

No. of whistleblowing incidents reported and investigated

5,000

n/a

HEALTH AND SAFETY(1)
Internal Health, Safety and Security Auditing

Regulatory inspections

No. of Internal Compliance Audits

1,029

921

n/a

% Success Rate Internal Compliance Audits

90.5%

88.0%

85.0%

Health and Safety Enforcement Officer visits

163

211

n/a

0

0

0

163

102

n/a

5

10

n/a

0.035%

0.071%

n/a

116

125

n/a

0

0

n/a

84,021,666

87,000,369

n/a

42,911

43,970

n/a

Non-compliances/enforcement notices issued
Employee incidents

No. of accidents
Total no. of reportable incidents (Reporting of Injuries,
Diseases and Dangerous Occurrences)(2)
No. of of reportable incidents per 100,000 employees(3)

Public incidents

No. of accidents
Total no. of reportable incidents (Reporting of Injuries,
Diseases and Dangerous Occurrences)

ENVIRONMENT(4)
Energy usage – excluding travel

Total energy (kWh)
Carbon emissions – CO2 equivalent (tonnes)(5)

CHARITIES AND COMMUNITIES(4)
Fundraising

Total amount of money raised by the employees
for LICCT

£902,650

£898,699

£1m

Company contributions

Total contributions by Ladbrokes – time resources
given to LICCT

£1,033,800

n/a

n/a

Total contributions in money, resources and in-kind
donated by Ladbrokes to all other charitable causes

£48,000

n/a

n/a

Total amount of money donated by LICCT to
charitable and community causes

938,811

921,800

n/a

LICCT donations

(1)

Data for the UK, Ireland and Gibraltar.
Over three day Injuries reported to the UK Health and Safety Executive.
The UK average number of RIDDOR notifications for employee incidents in the retail sector is 0.096 per cent, which is significantly higher than the Ladbrokes rate of 0.035 per cent for 2007. Our continued focus on health
and safety has resulted in this strong performance and we are pleased to see a year on year reduction in the number of recorded accidents and reportable injuries. RIDDOR is not applicable in Gibraltar as governed by local
legislation but no reportable notifications were reported under this local legislation. For our operations in Belgium the last five years’ statistics reveal that the level of work accident are below the average of other Belgian
companies. In 2006 the total number of accidents was three and the total for 2007 is 11.
(4)
Data for the UK.
(5)Re-evaluated using DEFRA GHG conversion factors, June 2007, UK.
(2)
(3)
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CORPORATE RESPONSIBILITY REPORT AWARDS AND RECOGNITION

L

adbrokes plc has been
recognised for responsible
business practice by a
number of external
organisations, including
FTSE4Good and the Dow Jones
Sustainability Index series (DJSI).
FTSE4Good is an equity index
series that is designed to facilitate
investment in companies that meet
globally recognised corporate
responsibility standards.
Companies in the FTSE4Good
Index Series have met stringent
social, ethical and environmental
criteria and are positioned to
capitalise on the benefits of
responsible business practice.
We have been a member of the
FTSE4Good Index Series since
its inception in 2001 and we have
been re-assessed, according to
the latest FTSE4Good criteria, and
have satisfied the requirements to
remain a constituent into 2008.
The DJSI use a ‘best in class’
approach to identify best practice
across a range of economic, social
and environmental areas. We have
been a member for the past five
years. Ladbrokes was the only
UK-based betting and gaming
company to be included in their
index series for 2007/8 and one
of only three gaming companies
globally. We are currently ranked
second in our class, scoring 64 per
cent in the 2007 assessment, and
are members of both DJSI World &
DJSI STOXX indices. The average
score for our sector was low at
38 per cent, with the sector
leaders scoring 72 per cent.
GoodCorporation has
accredited Ladbrokes for high
standards of corporate social
responsibility since 2001. The
GoodCorporation Standard is
based on principles of fair and
responsible business conduct
towards: employees, customers,
suppliers, the local community,
the environment and shareholders.
Recognising our achievements
in the workplace, a number of
our businesses have received
Investors in People (IIP) recognition
from 1998. Ladbrokes was given
Corporate Recognition status in
July 2005.
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The contents of this report
have been checked and
verified by Acona Group AS
(acona.com/cr). Acona has
been a responsible business
advisor to Ladbrokes, and
formerly Hilton Group, for the
past nine years. Acona
confirms that there is evidence
within the business to support
the claims made in the report
and as far as possible, we have
confirmed the accuracy of the
information gathered during the
reporting process. Furthermore,
the contents of this report
(and the corresponding
information in the annual
report and accounts) are in
line with expectations of the
major investor organisations
and take account of national
and international reporting
guidelines, including those
produced by the UK
Government and
Association of
British Insurers.

We would like to know what
you think of this report. Further
details of our group policies
and our general approach to
CR is included on our website –
ladbrokesplc.com
Your comments should be
forwarded to:
The CSR Manager
c/o Group Secretariat,
Ladbrokes plc
Imperial House, Imperial Drive
Rayners Lane, Harrow
Middlesex, HA2 7JW
csr@ladbrokes.co.uk
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If you have an opinion about any
of our CR issues, then please get
in touch:
Ladbrokes plc
Imperial House
Imperial Drive
Rayners Lane
Harrow
Middlesex HA2 7JW
Telephone: +44 (0)20 8868 8899
Email: csr@ladbrokes.co.uk
www.ladbrokesplc.com

