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A Message From

Our CEO

Welcome to Playing Our Part, where you caand establishing great relationships with plagier

engage with us about our business, our impac Thisgrowth is underpinned by our commitment

and our responsibilities. As the operator of th¢to consumerprotection. LivingLife Changingis

UK National Lottery, Camelot generatesy our way of bringing our core purpose to life for

averageover £34 million a week for National our employees through volunteering and

Lottery-funded proje t s, ¢ hangi ncommunity engagement. Andnanaging our

across the UK. world is how we go about fulfilig our
compliance responsibilities and ebchmark

| believe that success is not just about what otactivity, thus protecting our reputation through

business does, but how we go about doing it tocour responsible practice.

As stewards of a national asset, have a unique

position in society, and weecognise that our We can achievall thismore effectively with the

organisationhas aduty to the UK public to grow help of all our stakeholders, so please use this

The National Lottery responsibly. platform to find out more about &melot and
share your views with us.

We can play a part in changing the lives of mar

in our society through the way weo this —

ensuring that we do what we can to safeguar

young and vulnerable players, whilalso Andy Duncan

maximisng returns toGood Causes We have a

strong history as a global leader in corporat CEO Camelot UK

responsibility within our industry and | intend to

strengthen our position at the forefront of September2015

responsible lottery operations around the world

The three pillars of our eporate responsibility
strategy bring our approach to lifeQperating
responsiblyenables our organisation to grow
through maximising participation, broadening
access, building compelling gameportfolio
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About Us

We are internationally recognised for selling
Wéottery tickets in a socially responsible way
encouraging a lot of people to play a little. The

As the operator of the UK National Lottery,
are unique—a commercial operation that raises
funds for the public good. We do this by . . . .

managing The National UK N@qoqalerS@“yésanlfe% P gl ttmrthec tur

developing and marketing new gamesorking Word terms orper capit_aspemmt_o atota
ping g gamesoring 180 lotteries!, despite being the sixth largest

with around 47,000 retailers across the UK; ) )
Iﬁottery in the world in terms of saletn 2014, our

creating over six million winners week and . :
operating theE u r o largestsnline lotteryin per capia spend was $1.74 .(C' £11dr just over
£2 per week almost six times less than the

t f sal
erms or sales highest per capita spend of $1019 for players of

Owned by the Ontario th‘f’ eSlgq:a[P]oreerPgolsWeb 8" golmgu;ﬁed ISOI an
(OTPP, Camelot is structured on a group modell,( eeping outside the worl.
supporting both the core UK National Lotter
business, as well as international andetsified
business opportunitiesThis report focuses on
our UK operation only.Camelot employs
around 900 people, the rajority of whom are
based in our head office in Watford, Our objective is to maximise returns to National
Hertfordshire. Other sites include a prize payoukottery projects through selling lottery games in
and IT operations centre in Jerpool, a an efficient and socially respsible way. The
distribution facility in Northampton and aresults speak for themselves. The Natl
corporate affairs office in Londenawhile a field Lottery has raised over 83billion for National
based retail sales team also works throughoutottery projects since 1994 funding more than
the UK 450,000 individual awards throughout the UK
an average of 144 lottery grants for every UK
postcodedistrict. The National Lottery supports
funding ofsome very high profile projects likiee
London 201Dlympicand Paralympic Gamsand

er capita spend retaining our fosu on
encouragng lots of people to play but to
individualy only spend relatively small amounts.

1 Seehttp://www.lafleurs.com/ for more information
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national museums, but last year more than 67%nale playergApril—June 2014 figuresypiving it

of grants were for £10,000 or lessThese a greater reach than any othefast moving
relatively small amouts of money going to consumer goods (AMCG) brand in the UK.
communityled projects that make a huge Geographically, the spread of players is very
impact. Examples includghe Step Together even, with 31% playing in the south, 34% playing
Dance Project in north London whialsad its in the Midlands and 35% in the nortiNational
£10,000funding to provide dance classes foiLottery players cover all ages to®uring the
older members of the community who aresame period, 34% of players were aged346
socially isolatedor a projectin Hartlepool ce 39% were aged 354 and 27% were aged from
ordinating the work of three charitable 55-74.

organisations that support people with long

term health conditions and their carers. Total National Lottery sales each year are bigger
than CocaCola, Warburtons, Walkers, Cadbury
Although Camelot is responsible for generatin®@ a i r vy Mi | k, Birds Eye,

returns to National Lottery projects, it plays noNescag, Pepsi and Kingsmill combinellore
role in the albcation of funding. This is thethan 96% of the UKdalt population live or work
specific responsibility of 12 lottery distributionwithin two milesof a National Lottery terminal
bodies, each with specialist knowledge of theimaking The National Lottery experiencan
sectors.The amount granted across each area dhtegral part of local communit activity across
the UK varies according éocomplex formula and the UK There aresix million winners a week
according tothe distributors p r i, out af t dacress our range of gamesvith over 3900
the 450,000 grants made since National Lotterlpttery millionaires created to date, not to
funding beganfunding in each UK nation closelymention our network of retailers and suppliers to
follows populationspread the local communities in which we invest.

Over £29 billion has beeninvested in England As of August2015 and since 1994ye have paid

through over 330,000 grants£2.7 billion in £131billion in Lottery Duty, returneaver £33

Scotland through oer 55,000 grants£1.4 billion billion to National bttery projects (over £33

in Waleghrough more than 41,000 grants amd i million each week) created over 300

Northern Ireland, more than £1 billion has beemmillionaires, awarded over #bbillion in prize

invested through more than 21,000 granfehe money and paid retailer commission of £5.3

National Lotteryalsohas helped some of the UK'shillion.

most deprived communities. Sindbe Lottery

began, 28% of the total value of grants awardedhis success story has only been possible because

in England hee been channeled into the 10% The National Lottery enjoys the trust and

most deprived local authority areas confidence of players and society. The key to this,
we believe, is our approach to corporate
responsibility.

What we do goes far beyond thiinding of

National Lotteryprojects. The National Lottgris

part of the fabric of everyday life in the UK.

Around 70% of adults play The National Lotterffhe National Lottery contributed up to £2.2
nowadays with an average 9% femaleand 526 billion towards the cost of the London 2012
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Olympicand Paralympic Games, achieving ouparticularly with regards to excessive and
target of raising £750 million towards this sumunderage playWe are commited to maximising

from sales of specialglesignated lottery games.r et ur ns i n a responsi bl
The National Lottery is currently contributing anecessarily the same motivation for the wider
record £87 million a year to support 44 sportgambling industry and we ensure that we

and around 1,300 TeamBand Paralympics GBtherefore have the highest levels of consumer
athletes as they prepare for Rio 2016 angbrotection and responsibility built into the way
beyond. we design and m&et products.

Our National Lottery games includetto, Lotto We play a prominent role in the lottery world,
HotPicks,Thunderball and EuroMillionsas well and want to be seen as industlgading in our
as GameStore, the new home foNational approach. Wewere instrumental in setting up
Lottery Scratchcards and online InstaWin the World Lottery Association (WLAResponsible
Games. We believe that lotteries create thesaming Framework and Certificai
greatest benefit for society when they areFramework. These assess performance in areas
operated as responsibly and efficiently asncluding employee training, retailer
possible-and we are proud of our reputation for programmes, game design and treatment
running trusted games that produce thereferral.
maximum social good arfor sdling tickets in a
socially responsible way. We alsooccupy higkprofile positions within The
European Lotteries(EL), encouraging lottery
operators to remain focusedn responsible

We believe that the protection and promotion Ofgamlng.Our CEngcha|rs the WL',A‘ Corporate ,
a healthy lottery ecosystem must also includésoc'al Responsibility (CSR) Committee and chairs

maintaining the clear distinctioro r * c | ef_'%ercllzl‘gssﬁ%s'?:ewﬁin;mg Cor.rkl:msesmn.. Our
wat er between lotteries and gambling. ead ofCRchairs the esponsibie aming

Lotteries and gambling have always operated iWorklng Group.
separate markets-certainly most lottery players
do not see themselves as gamblersand have
been subject to different legislative, regulatoryOur successs dependent on the credibility and
and financial obligations. reputation of The National Lottery. In order to
retain our reputation and be credible we must be
However,the externalenvironment is changing both reactive and proactive towards the threats
and we are becoming increasingly concernedave face, such as retail fraud, ticket tampering,
about a blurring of thee lines by gambling non-compliance and monewuindering. With the
operators- who oftend o nhave robust player extension of our games in the online world,
protection measures seeking to encroach on where our customers have been provided with
National Lottery activitiesor example through advanced functionality, these threats will only
introdudng betting on lotteriesOne of the ways increase and we must remain ahead of the game.
we aim to maintain the distinction between usOur Security Operations team safeguard the
and the wider industry is to operate with the security ad integrity of The National Lottery by
utmost integrity and concern for our players preventing, deterring and detecting any threats.
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We are committed to maximising returns to

OUF Strategy society in a responsible way. Our main

Our vision is to bet h e worl d’ s

responsibilities arehte prevention of underage
and of excessive play and ensuring safety for all
Elayers and nonplayers. Our Consumer

r6teétbh Patqy i€ A fAriddmBrtal elemeruf

lottery, and ourbusiness strateghasfour key oy overall business strategy. It sets out how we
aimsthat will help us achieve tha ~ planto maximise returns to society responsibly
1. Buildng a compelling brand to maximiseéthrough providing a safe gaming environment,

participation We see mass participation poth online and in retail, and how strict
and low average spend as a critical part qlesponsibility guidelines aid the development of
the National Lottery brand and its National Lottery gmes so that they are safe to

differentiation from the competition pla
. Buildng a compelling games portfolio
Weseek to deply * best i nwe laimSt§ 'mairflathMBe clear differences

design tools and believe there IS petween National Lottery games and those
significant potential growth irthe softer  yeyeloped by nolottery gambling
end of the gaming industry, for examplegrganisations, so that players continue to
social games and fre®-play games considerTheNational Lottery an activity which is
. Broaden access so that consumers Cafyn, lowrisk and culturally acceptable. Our
play anytimeanywhere Using our onliné games encourage a lot of people to play a little,
platform to improve access, and thenaye robust measures to protect consumers, and
potential growth ofshowdcled link B Natiohdl Lotfediedtd |
provide greate visibility of player
behaviour which helps us to better our performance againgthis aimis measured
understand patterns of play and createthrough maintaining a low perapita spend, high
games and products accordingly. numbers of players using our play management
. Establish worldeading player tools, low underage sales rate and low problem
relationships  Wetdrgeteg 1510 20 gampling prevalence rates for National Lottery
million player relationships, providing p|ayers(based onGamCareall data).
significantly improved visibility of player
behaviour 2. Life Changinghelpingbring our core purpose
to life for our people

Our CR strategy links closely to our busine$dur Life Changing brandpplies internally as
strategy and consists dhree pillarswhich are much as externally. We are focused praking
enablers ofour responsiblegrowth agenda Life Changindeel real not onlyfor our retailers

and playersbut also for our employees.Our

1. Consumer Protection differentiating The €xternal brand proposition emphasises how

NationalLottery and helgngenable growth in Players are cotributing to Good Cause¥®/e also
digital play seek to provide employees with opportunities to

make the brand come alive to them, through
personal development opportunities, like


https://www.national-lottery.co.uk/responsible-play/consumer-protection-strategy
https://www.national-lottery.co.uk/responsible-play/consumer-protection-strategy
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training and volunteering, through to invitations
to get involved in a more formal wap which
encourage greater engagement and pride
working for Camelot

Our performance againgthis aimis measured

through high levels of employee engagement

and participation in ‘Living Life Changihg

activites.We ' r e not currently measuring the
impact on players or retailersbut we plan to

address this during 20156.

3. Manage Our World protecting our
reputation through responsible practices

We ensure that responsible practices are
embeddedthroughout our businessin order to
protect and enhance oueputation. We address
this through our approach to the wellbeing of our
employees, through our approach to energy
saving and the wider environment, and the
way we work with our wide range of suppliers.
Our reputation is allmportant given The
NationalLot t er y’' s alseseRdséput Good C
a priority on protecting it, not just through our
compliance with Government legislation for
example around energy efficiency, but also
through the way we want to be seen as an
employer of choice and likewise takinour
relationships with our suppliers seriously

Our performance againgthis aimis measured
through compliance with legislation, positive
relationships with suppliers and a decreasing
carbon footprint.

In compliance withthe terms of our licencewe
publish aCR Code of practiceshich applies to all

of our UK operations. This website serves as a
public report of compliance against the Code.
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We continue to support Business in the
Community (BITC)and its prestigious annual
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Assurance Corporate Responsibility

leading benchmark for responsible businesses.
We are delighted to have achievé&d®%in the

. . 2015CRIndex In May 2015 we also received
The Corporate Responsibility Bog@R Board) is g | T C's Communit Mthe Kk

af orum for independenUKegpehrattqoq.lréql %gt”éenldoatr'ds r

leadershipteamc hai r e d bGEOGady gy @kelichice in community iestment one of
Duncan to discusscontinuous improvement in o136 companies to currently hold the

the area ofcorporate responsibility.The Board standard.
meets three times a year antsimembersare:
- Barones Coussins, Independent
Crossbench Peer in the House of Lords,
non-executive adviser on Corporate

fo

Responsibility former CEO, PortmanQUr ~owner, Ontario Teac

Group (OTPP) has always taken a responsible approach
- David GraysonCBE. Director of the t0 investing on behalf of its members. While
Doughty ~ Centre  for  Corporate fesponsible investing is an evolving concept, with

Responsibility at the Cranfield School oflifferent interpretations that can be confusing,
Management Cranfield University and OTPHnterpretsit as follows

holds the Doughty chair of Corporate - Searching the world for the best
Responsibility investment opportunities for a mature

- Mark Goyder, Founder/Director at pension plan likeOTPP _
Tomorrow’'s Compasedy, - aCONBideng @yironmental, sotiand
global think tank governance(ESG) risks and opportunities

- Andy McLellan, charities consultant, that could affect overall cprpprate
former Chief Executive of GamCare and performance and have a material impact
senior civil serant on investment value

S executive team
OTPhelievesprofitable companies that are well

run, respect the environment, and respect

human and labour riglstare good candidates for

In the past year, theCRBoar d’' s ghibyManletments. This is why € is a
discussions included topics such@R strategy, signatory of UNPRI.

player protection, digital developments and
stakeholder engagementThe CR Board will

continue to discuss ah engage with our . _ _ _
management on thee issuesnd will expand to Corporate Citizenshipprovided independent
addressall other relevant areas. assurance of this 2014/15 Corporate

Responsibilityreport in line with ISAE 3000.

- Members of Camel ot
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Employees, through ourStaff forum,

OUF %kehOlderS Leadership Team, Corporate Responsibility

(CRBoard (internaimembers)

1 Government and Parliament, through the
Parliamentary @rporate Responsibility (CR)

We have a longtanding and embedded g4 5 the Department forQuiture, Media &
approach to reporting and transparency which is ort (DCMS) and the Department for
critical to enable us and our stakeholders to tracl Business/nnovation &ills (BIS)

our progress and identify further opportunities T Wider
for improvement and innovation

We are committed to improving oustandards
every year and to do this we use Kkey
performance indicators to show how we have
performed against our targets, and in
comparison with previous years. We also worl
with our stakeholders to identify the actions we
need to take to improve ourCorporate
Responsibilityperformance in line with business
priorities.

=

industry through The European
Lotteries (EE) World Lottery Association
(WLA)andrelevant conferences
Sales agents, through oueRiler Forum

1 Suppliers
Academics, through the CR Board (external
members) and individual relationships
Treatment providers such &amCare
Distributors and promoters,through the
National Lottery Promotions Unit (NLPU)
and dstributors meetings

1 Sustainability expertghrough the CBoard,

_ Business in t& Community, Carbon Trust
Stakeholder engagement forms the basis of the 54 Building Sustainability

way we do business atlpsshape our strategic

direction. In all our engagement policies anigyy regular contact with each of these group
programmes, we want to recourage dialogue. gnaples us toident i f y ‘ ma t—¢hatisa | ’
This way we can tap thse that are of high concern to ouf S
knowledge and identify —opportunities for gtakeholders and also of high strategic relevance
improvement. Our priority stakeholder iour {5 camelot— and prioritise them accordingly.

regulator,the Gambling Gamission. We engage These then inform ouERstrategy, priorities and
with the Commissiomn a daily basis on a rangeé communications.

of issues, sut as licence approval and its

evolution, projectgfor examplepur Pingitfaster one example of how wengage with these
mobile paymentswork with Barclaysand our gstakeholders is through the Player Hub, and
enhanced behaviour analytics project tCgopjine community of 00 National Lottery
understand play patterr)s as well as orgame pjayers. In November 2014 we designed a series
developments andther updates. of tasks and questions about our approach to
Player Protection for players to respond to. It was
There are arange of other stakeholders with g reall insightful piece of work, which gave us
whom we are also in regular contact. These a \uch more understanding of how our players
summarised in groups below: perceive the risks of playing our products. They
also gave us their opinions on some new play
1 Players, through our Player Hub 0“”n‘management tools we were thinking of
platform introducing. One of the tools, limietting on
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registration, was popular with respondents so w
prioritised that upgrade and introduced it in JegWe use the following indicators to . regularly

2015. The players' Vi gt Qft pbridthdnce®dn K&y bofprate® M

approach to Player Protection was invaluabl?esponsibility isues
and is now being incorporated to future website '

devebpment work. Consumer Protection

1 A low per capita spend
We use our stakeholder engagement channelsto 1 An increasing number of players using our
gather information about the issues that each play management tools
group considers important. We then compile a 9§ A low underage sales rate
comprehensive list of these issues and priorities. f Low problem gambling prevalence rate
We decide what is importa&t by consulting our
stakeholders and by discussion within the.ife Changing
business. Stakeholder consultation takes a range
of forms, from formal meetings to ongoing 1 High levels of employee engagement
discussions on topics already deemed of interest. 1 Participation in Living LifeChanging
activities
Within the business, we identify priorities based
on considering a range of internal and externaManage our World
factors, for example, our commercial
imperatives, the state of the economy, public 1 Compliance with legislation
opinion and emerging competition. 1 Positive relationships with our suppliers
1 A decreasing carbon footprint

We evaluate each issue from the perspective of

its potential impact on our business priorisie These indicators have been selected by the

taking into account possible effects on, fobusiness and through discussion with our

example, our players, our brand and reputationstakeholders as the most represefite

our employees, and our ability to deliverindicators which provide some insight into our

products and services. After compiling thiguccessful we are being in achieving the aims of

materiality approachwe seek further external the Corporate Responsibility strategy.

stakeholder input by invitig our CRBoard to

review the results and providiés feedback. During 2015/16 we are reviewing our approach
to reporting, what KPIs we consider most

Our materiality matrix, showing the extent toimportant, and the channels wietend to use to

which a range of issues were perceived by oicommunicate our progress. This current report

stakeholders and by the business as importartherefore does not include the breadth of data

was last updated in 2012. In 2015 we began We have outlined in previous reports.

review d this matrix by discussing the existing

matrix with the CR Board. Discussions are

ongoing and our matrix remainsubject to

review.

10
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Consumer

Protection )

Retaier Support

Mandatory training
In the UKpver 80%of our total sales are through

our 47,000 retailers across the UK These
retailers are theexternalface of our widerange
of National Lottery productsOf these, 65% are
independent retailers while 35% are multi
nationaloperatorsl t ' s absol ut e IRgtaileCr (r:orlﬁr%uiniga{ion
retailers, whatever their size and wherever they
are locaed understand that Camelot want to Communicating responsibility to our retailers is
grow responsibly and want to be able to returrcritical to the success obur strategy. The
as much money as possible to good causes. coordination of these communications relies on
effective  crosdunctional working across
Asour retailers are independent of Camelot, wemultiple teams responsible for deliveringayer
work hard to ensure that they share ourprotection messaging to our retailers.
commitment to responsible play, are awaré o
the measures we have in place and know how t@peration Child

apply them. The Advertising Standards Authorityye aim totest awareness among our retailesé
Gommittee of Advertising Practice (CAP0ode  he safeguards for selling National Lottery tickets
and t_he BroadcastingCommittee ofAdvertlsmg to young people Operation Child i mystery
Practice (BCARgode apply to us when marketingshopner programme that isonsidered to be a
and advertising Th&lational Lottery within the ,r1d-class programmeby peers and industry
UK, and ensure that marketing for lotteries igyqyps, It involves visits to our retail outlets
responsible; in particular the need to protect., ried out by wung people who arever16, but

young people under@and others from being o ook younger.We reserve the right to
harmed by advertising that features or promote§ « move a retailer’'s tern

lotteries. three separate Operation Child visifs part of
our ongoing commitment to innovation, we have
targeted geographical areas based onKkris
profiles built using socteconomic factors, as

We provide mandatory training for all new
National Lottery retailers through otetail @les
Team, lottery terminals and online training
manuals.

t hat our

11



well as past test result$Ve letretailers know if We believe that focusing on retailer
their safeguards are not effective or that theircommunications as an education tool is more
staff are not effectively implementing safeguarde f f ect i ve t han testing
and we work with retailers to rectify this andacross all channels- our dedicated retailer
improvefuture compliance. magazineJackpot outbound calls, letters and
sales visits. Our new Lottery Essentials package
In previous norrisk based models, such areahas now been launched to retailers and forms
would rarely have shown any significanpart of our ongoing retailer commmicatiors
improvement and refusal rates remainedplan.
consistently lower than average. Now, through
our riskbased approach, repeated OperationWe expect each and every one of our retailers
Child visits to higinisk postcodes achieve a highact as an advocate for, and uphold the values of
level of compliance after two to three years.The National Lottery. If a retailer falls short of
Camelot optimises its performance by increasing/hat is expected of them and what they agree to
the level of engagement our Retail Sales Teaas part of their contractually binding National
has with retailers in the event there is a sald.ottery Retailer Agreement, we have robust
made during an Operation Child visit. processes inlace to deal with that, including the
right to terminate their Retailer Agreement and
In the past year we have noted a slight increaseemove our National Lottery terminal.
in failure rates and are putting together a new
retailer strategy to address this. Gambling Commission

We workedin consultation with theGambling
Commission to develop Operation Child our
Camelot takes matters of propriety verymystery shoppeprogramne.

seriously. This involves running The National

Lottery with the utmast integrity.In order to do
this, we adhere to the highest standardglayer

Retailer Security

: ) In 2014/15, 9,978 individual National Lottery
prope ction. Our operqtlons and ProCESSES arey tiets received an Operation Child visit. 84% of
SUbJ.eCt to the scrutiny of our own internal retailers refused to sell to the young person on
auditors, . independent auditors, anOIthe first visit Only four retailersout of those
represgntaﬂves. from our  regulator,  the visitedfailed three tests in a rownd have each
Gambling Cmmission. had their National Lottery terminals removed for
up to one year as a resullt.

Retailers

In order for our retailers to activate Bational In light of the recent increase in Operation Child
Lottery terminal, they have to completea failure rates, wehave revisited the way we
comprehensivetraining package whichcovers communicate with our retailers, and have
responsible play, underage sales preventiordeveloped an upveighted retailer
treatment referral and wider consumer communications planfor 201516, which will
protection issues, such as discouraging playeserve to provide more regular and consistent
from payingfor our productsusing credit cards. me s sage s about retail

12
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responsibilities, including both excessive and
underage play. We will track treffectivenessof
these comnunicationsin reducing the Operation
Child failure rateand report on this in future
reports.

In the next quarter wealsointend to carry out a
review of international best practicen retailer
player protection communications and training,
to be completedn H1 2015/16This will involve
benchmarking ourselves against peer lotteries in
other geographic locations, and identifying areas
of improvement that we could implement later
in the year.

13
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1 No access to any game (including trial

P rOte Ctl n g the lS games) until egistration and age verification
. have been completed
Online

Excessive and underage play cardaenaging to (those who have played any game interactively in

individuals and thei rtheﬁa&ﬂ'rﬂoﬁtﬁs),scurre fha\;e%tlegtsporﬁé I de

that National Lottery products have a very low ¢ ot 1 | o wi n g limits in pl:

risk of causing harm to players, but W8nstant Win Games play limit to less than 75 plays

agknoyvledge that we have a re'sponsibility toper day, their weekly wallet load limit is set to
minimise this as much as possibl€amel ¢t.'s%  han £350 they' ve

digital platforms dfer protection to players from . . J al | lnstant Wi n e

excessive and underagg play. A rIgorOLﬁermanently excluded themseadg from all
registration  process  incorporating  ageyational Lottery games
verification checks is key to this protection, and

ensures that all registrations are from individual§)nIine player data is run through behavioural

agedl16or over. analytics to identify patterns that may be early
signs of problem play, such as those who
regularly reach the maximum weekly play limits.

Playertools These players are sent an email eanind them

Once the player is authorised they are providedf the tools and support options that are

with information and tools to help them make available to them in order to encourage

informed decisions about their play, manageesponsible play.

their experience and avoid excessive play.

Of our total customer base, 3% have some form
of limit in place. 3.6% of our active player base

Research
These tools include: Camelot supports independent research, studies
and conferences that contribute to the wider
understanding of problem gambling. We use
online player data to establish definitions of
healthy and problem play which helps us
nderstand triggers of problem play and fraud.

1  Account limits

0 Instant Wins play limit from & 75 per day
(operator imposed maximum limit of 75
per day)

0 Weekly added funds limit from £10 to £350"
per week (operatoimposed maximum
limit of £350 per week)

f  Keeping track of funds added and spent ifsamCare

Account pages We wereone ofthe first organisatiosin the UK
q Direct communication via email abpu 0 achieve GamCare accreditation for our
player protection issues interactive services and have maintained it every
1 Selfexclusion options for players, includingyear since. All of our remote channels have been
permanent exclusion certified, including ourcorporate website and

1‘Reality checks' f oRUrBRPIEyEbsi€r s with time and
money spent highlighted on gaming screen§ambling Commission
and play statements

14
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We work in consultation #h the Gambliggp We seek to use play data to better understand
Commission when developing new odiplayer patterns of play that can lead to problem play.
protection measures, dr example, when Through using behawur analytics to

developing our new behaviour analyticsunderstand play patterns we hope to be able to

programme. identify problematic behaviours early, build
these triggers into our game design process, and
Experian take steps to help players moderate their play.

The legal minimum age to play the National

Lottery is 16 ando we work with Experian, who

provide an Interactive Age Checked accreditation
(IAC).This means that anyone aged under 16 is

unable to register for a National Lottery account,

or to even try playing a game, as they will not
pass Exper iNatioialdotterhwgarmnds. Al |
played interactvely aretherefore only accessible

after registration.

We achieved GamCare Certification which
recognises organisations that achievieigh
standards of social responsibility and player
protection.

In order to underpin our iital growth and to

ensure that growth is managed responsibly

we' ve identified two key areas of focus f
201516:

We willengage more players in using our online
tools, which are positioned prominently on our
website to make them more accessible. We know
that engaging players in setting their own limits
before they play is critical to their effectiveness,
SO we are incorporating limgetting during the
registration process. During the period when
players are still new to playing online we will
include futher messaging aboutesponsible
play. We are also improving the targeting of
emails to those players that do hit the play and
spend limits.

15
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. Our Game Design Protocol
Game DGSIgn tool "’ designed in partne

and charities with an interest in problem

We believe that prevention, ratherhan cure, 92mbling. It helps us to predict how new draw
should always come first and this is why wdased lottery games diratchcards will be used
design games that are both responsible and fufY People in particular risk groups, including

to play, and minimise any harm that may comdhose under the age of 16, those on Io_w incqmes
to our players Training our employees ang@nd those who already haweproblemwith their

partners on responsible gaming has enabled (gambling.

to create a common uterstanding of what
features and games we can launch. w4 the results of these tools show that a game

complement this with tools and processes thaP0S€S an abovaverage risk, we will either revise
closely monitor the games that are beingthe produd or review additional factors, such as
developedand launched. our advertising and marketing strategy. If this

does nda satisfactorily reduce the risk, we will not
launch the game

Assessing risk We also put in place mitigation tools and

We use a number of different tools to assess thgracticesonlineto ensure we give our players the
risks d our games. Each of these tools measurésption of managing thei-r pl z

C

something different in order that our gameg y ¢ | udi n g” (they decide n
design process is robust and that each and eVeRYore), capping their spend or closely tracking
one of our games is safe to play. their patterns of play.

Developed in conjunction with Nottingham Trent
University, GAMGaRD is a game design ttiwat
evaluates the features of a game which could

present a risk to a vulnerable playétis typically Academics
used at an early stage in the game desigh’® ~Vveensulted a number of respected

process. Games are scored against a variety gfademics in thedid of excessive play and game

risk characteristics, including the return to thed€Sign on various product features that may be

player, hie jackpot size, the number of deliberatgProPlematic for some players. For example, in
near win opportunities and accessibility. April 2015 we commissioned an evidence review

on the issue oproductpricepointsby respeced

Alongside GAMGaRD, we now also ranfurther 9@mbling academic Dr Jonathan Parksiting
game risk assessment tamlledASTERI@s part 2cademic at the University of Bangor and former
of an enhanced Game Risk Assessment Procggd€ctor of Commissioning at the Responsible
ASTERIG was developed in 269% consortium Gambling Truswhich we used when considering
of leading academics and also scores gami€ implications of introducing higher prigmint
against structural and situational risk factors. IEcratchcards and onliniastantWin Games.

measures chacteristics such as payback

interval and sensory product design. Criteria arB|2Yers

weighted depending on their level of influence! N€ National LotteryPlayer Hub is an online

over the overall risk. community of around ®O00 National Lottery
players. We use the Player Hub as a way to get
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feedback from players on a variety of topics, but
we frequently ask players to respond to new
game designs or innovatiorduring the game
design process. That feedback is incorporated
into the games and the marketing strategies that
run alongsidehem.

Recognising our worldlass measures for
preventing excessive and underage play, we have
been awarded thénighest level of accreditation

— Level 4— by the WLA Responsible Gaming
Framework.

All our responsible play initiatives have been
audited to ensure they araligned with the EL
Responsible Gaming Standard

We conduct a continuous review of ogame
design process while researching answers to new
guestions— for example, how can we use social
media and the internet to create games that the
public really want, without them being attractive
to underage or vulnerable players? How can we
create an &en more collaborative approach to
game design?

This year we also plan to review the game design
tools we use to ensure they have the very best
methodology and robust outcomes. We will also
be examining the entb-end game design
process, making sure thaplayer protection
issues are considered at all appropriate decision
making stages.

17

7rCameIot



7(Ca melot

games is lowisk and results in very few calls to

EdUCathn and the charity.
Traiﬂing 2 AYVYSNRQ { dzLJL2 NI

We offer an unparalleled level of professional

support to help and advise new winners

Our approach to education and training applieg, o, ghout this lifechanging experience, as well
both to players and to our employees. We placgg 4 unique aftercare sdoe:

an emphasis on player and general public
education b increase awareness and ensure that
playing our gamealways remains funTraining
our employees enablesis to deliver this as
effectively as possible.

1 For UK National Lottery prizes over
£50,000, ouPlayer SrvicesTeam is able
to pay them in the comfort of their own
home, or alternatively they can choose to
have their prize validated at one of our
prize payout centres

1 For winners over £500,000, private

Player Education banking representative can visit them at
We use many relevant platforms as possible to home to discuss additional services on
reach our players andprovide them with offer to winners with newfound wealth.
information about responsible gaming. All our We also arrange for a panel of
products display the GamCare logo and HelpLine independent legal and financial experts
number. GamCare ighe leading provider of to visit them to offer impartial advice and
information, advice, support and free counselling practice guielines.

for the prevention and treatment of problem

gambling Its HelpLine provides support tolIf a winner decides to talk publicly about their

players @ family members who have concernswin, our PR team will organise a press conference

about their or someon andé&dndesdll snedipanmeiedt omtheir bhehddfi t s .

Information about the odds of winning a prize igemoving the anxiety that can accompany talking

also featured on all our products and aabouta bigwin. If they have requested to remain

prominent sticker in shops reminds plagehat anonymous, we take our obligations and duty of

the minimum ageto buy National Lottery care to protect winners'’

productsis 16. We also use our digital channelinless a winner agrees to take full publicity and

to engage players in our online todls manage signs an agreement to that effect, no information

their play. about them can be released by us into the public
domain. Wehag a dedi cated teanrn

We measure the effectiveness of our responsibladvisers who look after all our major jackpot

play strategy by analysing the number of caller@inners. They remain a source of support and

who contact GamCare and mention our productadvice for as long as a winner needs theoften

as being problematic. As highlighted irremaining in touch years after hitting the jackpot

G a mC a mast’ recentreport, the number of

callers citing The National Lottery as &etailertraining

problematic activity remains extremely low. TheAll our retaiers have responsible play

findings highlight the fact that ourgstfolio of information readily available in many different
formats. They have also been extensively trained
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to advise and provide information to any of theirGamCare
National Lotteryplaying customers. Additionally,
The National Lottery Stand also ©ntains
information about how to play and tips on how
to play responsibly.

As the leading provider of information, advice,
support and free counselling for the prevention
andtreatment of problem gambling, GamCagse

an excellent source of guidanceforts cr i t i c a
friend’ Vi ewpoint hel ps

Employeetra_lnlng for employees and how we support players
We recognise that all our employees, bu{hrough signposting tits services.
especially those who have direct contact with

customers, have a vital role in player protection
Specialised trainings provided to teams that
require specific responsible play informationWe rely on informed angbroactive retailers to
such as customeiacing employees in the Promote player protection in our retail estate.
Contact Centre anthe field-basedRetail &les Without them, we would find it extremely
team, game design teams, marketing andlifficult to communicate the impacts of selling to
advertising functions, the Corporate Assurancénderage and excessive players. CRetailer
Team andrelevant suppliers. In the ContactForumis a group of retailers which we regularl
Centre, for example, we provide regular supporéonsult and which is made up of representatives
on how to best refer certain players to treatmentfrom both the independent and multiple sectors.

Retailers

organisations, such as GamcCare. It is an excellent channel through which to
engage in debate around how best to educate
retailers.

Employees

We work closely with our employees to develo
relevant traning materials to support them in

maintaining  the highest levels — ofplayer minimal Ga mC a 20&314 report indicated

protection across our operations. Our onIinethat 09% of calls to GamCarmentioned

training course is offered to all new Camelo}\lational Lotteryproducts as part of a portfolio of
ﬁroblematic play Their2014-2015 report is due
in the autumn.

Frhe number of people callingsamCarefor
support citing The National Lottery as a problem

also captures their views on respobig play and
consumer protection.

Players

E . h ol o During 201516 we plan to conduct a full review
ngaging with players guayerprotection issues and refresh of ourinternal online training

'_?ha vital palrt of OllJ(r comrgumcgtlo_ns Sltrl_ategyprogramme.This is likely to cover areas like the

€ more piayers know a out Nationa C)tte%nline training platform itself, checking the
products and playing s_afely, the be_tter. Througr&ontent for how relevant and engaging it is, as
O:Jr Player Hub- ar] aline commgnllty of 5,000 well as taking to our contact centre employees
players - we T € a N LO% bouiStThow &% Yhey engage wi
communications, player protection tools and been excluded or who have sakcluded
new game ideas with them before they go live. '
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Life Changing

B Fan d E g ag eme nt funds raised for good causa&/e also link the Life

Changing brand to how we act as organisation
and how we our employees can bring it to life.

Overarchingour operations isthe aim to raise

funds for the public good. Awareness and

engagement pf .the Nationalottery brand is Play Makes it Possible
therefore crucial if we are to encourage as many
people as possible to purchase our products dn 2014, we launched a newtheme that sits
play our games. The more awareness they haygominently across atlurgame communications
of the link between The National Lottery and-Play Makes it Possiblewhich aimgo unite all
returns toProjects the more likely they will be to National Létery games under a shaggremise.
purchase our products and play our games, anthis strengthens the link to the parent brand and
in turn contribute more toward®ational Lottery therefore builds greater awareness of the life
Projects changing potential of every game.

As an example, for every £1 spent on Lott
tickets, 48p goes towards prizes and 42p towar
National Lottery Projectswith 5p going towards
retailer commission and 6p spent on operatin
costs.

ational Lottery Awards

un by the National Lottery Promotions Unit
(NLPU), The Nationdlottery Awards sees the
gpublic invited to nominate and vote to find the
nation’s favourite pr oj
We wantto build even greater awareness amongategories that reflect the diverse areas
the UK public of the difference they make everenefiting from National Lottery funding. The
time they play a National Lottery gamthrough publicity for the projects every year also helps
our* Li f e ®rara prgpbsitign The aimis attract additional funding and volunteers.
to capture thsduality - the opportunity fa

people to win lifechanging sums of money as . .
well as the lifechanging difference that The National Lottery Promotions Unit (NLPU)

National Lottery makes to the nation through the've are committed to playing our part in raising
awareness of National Lottery projects. We- co
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fund the NLPU, working in partnership with théWebsite relaunch

distributors involved with The National Lottery. The launch oT he Nat i on al Lotte
The NLPU’'s rol e i s lifée-oimpravédsvebsitehasaalsoelad éos@me big stepsh e
changing differenceNational Lottery funding forward in the communication of our Life

makes to projects large and small across the URhanging brand proposition. There is nawv

One of its major campang is the annual National section devoted to lifechanging stories. These
Lottery Awards which, as a resultadr contract range from latest winnergp seasonally relevant

with the BBC, features on BBC One. projects, interesting infographics, and quirky
features on everything from unusual winner
National Lottery Distributors purchases, to entertaining challenges for

We have also invested in and helped create Bational ottery-funded projects.

search engine which enables members of the

public to search for Nathal Lotteryfunded Raised awareness afur impact

projects by postcode and to gather moreWe also introduced local messaging to retalil,

information about them. In addition, we havehelping to raise aareness of the impact of

featured various National Lotteryfunded lottery funding across the entire UK. A bespoke

projects in some of our recent marketing activityposter was sent to over 37,000 National Lottery

to help demonstrate the lifehanging difference retailers, detailing how many projects had been

our playeramake every time they play a Nationalsupported by players within that local authority.

Lottery game. Working in partnership with the NLPWe also
equipped our entireRetail @lesTeam with three
examples of local projects to share with retailers

The National Lottery brand refresh which led to some really positive engagement.

In April 2015,we announced a new brand :

identity for The National lttery and our BITC Community Mark . ,
portfolio of games. The refresh is the next staglin May 2015 werecel ve d BI TC" s
of the strategywe haveadopted over the last 18 Mark for the fI.I‘S.t time, t h e beKional
months to further reinforce our Life Changing ;tandard recognising leadership and excellence
purpose and is a natural evolution of tHday n communlty investment one of only 36
Makes It Possibleampaign, which has beencompanies to currently hold the standard.
running since summe2014 The new identity

has been developed with international brand

consultants, Wolff Olins, and puts the iconidTV partnership

National Lottery crossed fingersrecognised by We launcked a new partnership with IT\Vn
95% of the UK adult populaticnat the heart of Augustthat will run until November 2015The
every game logo. This is designed to help raigartnership focusd on bringing Life Changing to
consumer awareness of the full range of game#e through a series of 10idents or brief
offered by The Naonal Lottery, as well as summaries on the beneficiaries of National
reinforce the lifechanging role each of them Lottery funding,for example sports groups and
plays in creating millionaires and delivering ovedrama groups

£34 million every week toNational Lottery

Projectsacross the UK.
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opportunity where | could really add some value

E m p I Oyee to the local community.
Engageme nt It was agreat afternoon as the three of us who

took part were really able to help thgoung
o peoplethat were presenting to us, giving them
Employeeengagement is important to us as ang 3 1y 2 y LINBASYGlGA2y &1At
organisation. It leads to greater motivation andg s o 58 LA O1 SR dzJ 2dNE St 98

greater productivity and especially in our case t%ive presentations for many years and just take
greater innovation. For Camelot, employeg, granted.
J .

engagement Sshoul dn’ t di fficult, as our Li

Changing purpose is front andrre of why The ¢ 55 aiso really valuable as you could getne
National Lottery exists. very shy kids, lacking direction and confidence, to
o , open up about what they really wanted to do,
However, we want to capitalise on this as MuClhich gives them a real boost and help direct
as possible and son iorder to bring our Life them tq consider other opportunitidike training
Changing brand proposition fully to life, weg, apprenticeships thal K $ &  ohsilafed.ii
engage our employees thoroughly in the brand
story and provide ways of earing that it has | \youiddefinitely volunteer to do this again as it
resonance for them directly in their everydayyt really worthwhile to be of help to this group.
roles. We are committed to providing| 403 |faz2 6 SYSTAOAIf TFNRO
opportunities for them to bring our brand to life perspective for honing influencing, mentoring
themselves. FYR €S RSNEKALI alAftadé

We alsoget really good feedbadkom the young
Volunteering people including this from one past participant:
All permanent employeesare offered two
volunteer days per yeao take for volunteering “I have learnt many things on this course but the
activities, with further time available if most useful was preparing for an interview. The

volunteering is linked to their personalbestthing was getting help searching for jobs and

development. writing my CV and cover letter. The thing | will
remember most is the positive atmosphere and
Ourvolunteers: Danielle the help I got ”

Danielle,one of ourBrand Manages, recently

volunteered to form part of Business Enterprise Fundraising

panel. Daielle was one of three panel membersEmployees caapply for match funding for funds
watching presntations about a business ideathey raise for charitieghat are close to their

made by young people who are not in educatiorheartsup to a sun£500 per employee each year
employment or training Panel members listen They can alscdonate through he GiveAs You

and provide feedback and advice to the youngarnpayrollscheme.

people. Danielle describes her exigsrce:

GL @2fdzyiSSNBR (2 0SS 2y GKS . dzaAyS&aa 9y idSNLINR
panel as | thought it sounded like a fun
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day fjob to do something different and mala

We have established some new palrtnershipgosmve contribution to theitocalarea.

with key charities who are in receipt of National dia Trust
Lottery funding. Our employees are encouragelficd2 TTUS

to take part in work linked to these four M€ di a . T rh “_tSt ) bal'r e t:] he
organisations: communications charity who believe in the

power of media to change lives. They work with
ThePriy 08 Qa ¢ NXza i small charities to support them with any media,
The Prince’s Trust [ gnarkgrtlllqgegr C%nynunlfcaﬁlogklllsr{{@tghltey MY, ghl
regarded organisations in the UK, tackling youtRCt Otherwise have access to. Our volunteering

unemployment and exclusion.T h e T r (GAMS are partnered with charities and have a

programmes give vulnerable young people thd @Y t o solve a particular
practical and financial support needed to/&Y to share expertise and see the immediate
stabilise their lives, ¢iping develop selésteem MPact you have made.

and skills for workQur partnership withThe

Pr i n c edllosvs UB taugsesour skills, expertise

and passion to make a real difference. This year we havee-launched ouremployee
volunteering schemeainder the bannerof Li vi ng
The Silver Line Life Changirig The aim is to connect our people

The Silver Line is a confidential, free helpline fanore closely to thelife-changing impact their

older people acrosthe UK open every day andhard work enables. Active involvement in

night of the year. Anyone over 65 can all for @ommunity projects that are &tional Lottery

chat, advice or to report abuse. Nine out of 1Gunded is encouraged, with a new range of

ol der peopl e have s achdrty tpdrtaets withavoluntéer dbpportunitiest h e
phone” is the most h edededitd emplaydesin Julp20l5when t hey
feel lonely but one in four older people sthey

never or seldom have someone to chat to on the

phone. Our employees can sign up to be a SIIV@\Vith the re-launch of our volunteering scheme,
tched t t Id Swe aim to inspire40% of employees involved in
MAIENEE 10 SUpPOrt an olcer persan. some kindof volunteering activityby July 2016.

$gx The Crc:ngervatlci)(n Voluntee;'jié We ’ alseaiming for tre Give As You Earn Silver
are a charity working across th€ to spruce o, n4ardof 596 Our current rate of support for

up deprived and neglected green areas. Th@ive As You Earn is 4.85%
benefits of having pleasant green spaces, ' '

especially in disadvantaged communities is-life
changing. Not only does improving the outside
space act as a catalyst for change, but it also
provides a projet for locals for who maye
struggling to secure employment, to meet new
people, grow in confidence and build the skills
they need to be able to work. Moreover it gives
our employees an opportunity away from their
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Manage Our

World

I that nurtures diversity and inclusion. Our policies
O U r P eO p e reflect this comntment and we hae put in place

measures to help employees raise any concerns
In order to keep oumpeople engaged in what that they may have in this area. We support
we’'re doing simportantthatadl i YP@h dnclusipn, programmes  through our
of them, whether permanent or otherwise, feel COMMunity investment strategy- this has also
supported and motivated to come to work_had a direct impact on our workforce through
Those who feel this way will be more productivdncreased awarenessf youth inclusion issues
as a resultWethereforestrive to create a happy, and & greater diversity of candidates applying for
healthy and diverse workforce who embody ouPOSItions.
Life Changingnission Camelot has always been _
a compassionate and caring company, and this §§arning and development _
reflected in the way we ensure the welfare of our! '€ talents of our employees are an essential

employeesThere are a variety of ways in whictSSet o our business, and the development of
we address this. skills and competencies is of great importance to

the overall success of Camelot. We have put in
place processes for our staff to track their own
. development, identify gaps in their learning and
Health and wellbeing choose the right options for their continued
We providemany schemes to ensure the healthmprovement. Working in a fagiaced industry
and wellbeing of our employees. These indUdBrings its own chégnges and we need to ensure
encouraging participation in sport and healthyy employees are offered a variety of
eating, suggesting environmentafiyendly and  ,r5grammes in order to learn new skills and
active ways to get to work, and providing SlJpIOOrE’nprove on others. Opportunities offered include
if they do need physical or psfyological care.  mentoring, skills workshops, ehe-job training

and volunteering. Rewards are offered to

Diversity incertivise good performance.
We believe that our workforce should reflect the

communities in which we work and livé/e are Employee engagement

committed to creating a working environment  ag 5 |ottery operator, we are reliant on the trust
of our stakeholders, so it is essential that our
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staff are involved at every level of our business/alues Champions One of these Values
Consultation with our employees has helped u€hampions reflected on her experience of the
build a worlplace that supports the success ofprocess: 6Representation from across the
our business. Our Internal Communicationpusiness from different departments and levels
Team ensure that important messageswas key to demonstrating the diverse set of -day
information and advice are communicatedto-day operations that exist at CamelotBut
throughout the business. what was great was the idea that the values were
a way to bring all of us together to work more as
a team ¢ underpinned with common valugs

Our Staff Forumis the focal point of dialogue i )
P 9 Our new values will be launched in the autumn

between employees and senior management 015 which will lead t tensi i f
Forum members are elected by their colleagueg Whieh WIL 1680 70°8 more extensive piece o

and represent the majority of business units. \évr:);:;eon how we are seen as an employer of

As part of our commitment to bringing Life

Changing to life internallyin April 2015 we

introducedMega Frdays This pilot programme

providesone day per month for one year to be

set aside for personal development activities.

These include a variety of team and individual

activities which are tied to employees
Development Plans (PDPs) and provideetiand

space for development.

We pay all our permanent staff treirrentLiving

Wageand some ofour antractorsare currently

paid above the minimum wage but below the

living wage (as defined by the Living Wage

Foundation) We’' re pl anndaong for the introdu
of the Go v e r n meaviNational living Wage

legislation in the forthcoming year.

30 Engagement Champiornisave been recruited
and this team is now working with our CEO, Andy
Duncan, on more ideas to improve employee
engagement. Furthernitiatives are expected
over the next 12 months.

As work continues on refreshing our corporate
values, we have also brought together a group of
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. dioxide emission of our vehicles has been 110
EnVIFOnment grams per kilomete for several yearsShower

facilities covered bike shedand a Cycle to Work

Although the environment iiot considereda bike purchase schemmake it easier for those
top material ssues by our stakeholdersgvare ©€MmPloyeeswho cycle to work. We support and
nevertheless committed to reducing our €ncourage our employees who live further away
environmental i mpact, MO%he Officg to travgl oy work by pyblig | ¢
our energy use, limiting our waste or minimisinéra”Sport’ by offering season ticket loaasd a
unnecessary traveDespite our relatively small €€ shuttle bus service fromocal rain and tube
environmental footprint, we are commite to  Stations toour Watford office.

making cost savings through environmental

initiatives wherever possible.

The Camelot Energy Teaoomprisesmembers

of our CR anéfacilities teamsalongsideBuilding
Sustainability Ltd, who provide our data
collection and reporting solutions. The team
meets every two months to review progress
managing energy consumption addvelop new
energysaving projects and plans.

Energy We have installedmeters in all our
Watford buildings and we monitor our other
offices through our energy brokewWe have also
installed voltage and @amatic lighting in all our
offices andautomatic timers on meeting room
heating and cooling controls.

ResourcesWe have worked with our supplierstoin July 2015 weeissued ourPlaye& Guide a
ensure that all our consumdacing products can mandatory guide that is located in each of our
be recycledand where possible, our products are47,000 National Lottery retailersWe used to
made fom recycled papeor are FS&ertified or jssue this in paper format for players to take
equivalent. We sendas muchinformation as away, but found that every time we updated
possibleto our retailersdigitally — for example game rules, we needed to reprint millioref
we send game procedures and compliance copies. Our new PlaygrGuide is laminated and
information di r e c-stdrey is permanentlye ditediinl eac¢h srétailer,i s now
terminal screens. when they need replacing we minimise waste
and paper consumption.
Waste We recycle @0% of the deactivated
playerfacing products that are left in our care We achieved the Carbon Trust Standard
and we recycle over 95% of our waste at ougertification for the second time in June 2014.
Distribution Centre. All ourredundant IT The Cdson Trust Standard was developed by the
equipment is recycled and any money that can b€arbon Trust to encourage good practice in
made from it is donated to charity. Wherecarbon measurement, management and

possibe, all National Lotterptandsare repaired. reduction by businesses and public sector
If they are beyond repair, the plastic and metabrganisdions.
are separated and recycled.

Travet We are committed to having a loew
carbon sales fleet, and the average carbon
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We are working to comply with the
Go v e r n me nBnérgy Saviegwg@portunity
Scheme (ESOS) and plan to complete our
submisson well in advance of the Dember
2015 deadline. We hawappointed anESOS Lead
Assessor and haveonfirmed which reporting
period we will be covering.

Following a number of staff changes, we have
gathered together key members of the Energy
Team and are working with Building
Sustainability Ltd to develop anEnergy
Management Planwhich will detail our planned
approach for the nexbne to fiveyears, including
priorities and processes.
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Supply Gain
We work with all our suppliers and partners as
M an agement and when tendering processes allowWe are

currently going through a benchmarking process

We could not function without the engagement With Hughes, the company who provide and
of a whole range of other businesses, from thosBaintain the satellite network that we use to
supplying our retailers with their National Lotterycommunicate with 37,000 of our retailers.
terminals, to our paper suppliers for

Scratchcards, to our online services and many

more. Improved tender documents

The waywe do business is inherently linked WithWe added questions on responsible tradlng 0
our tender documents for our new catering

our supplier relationshipsWe have over570 tract and CR t b involved at
suppliers and we take our commitments to themOntract an €am members were Involved a

seriously althoughwe consider our exposure to all stages of the tender process to ensure that a

supply chain risks is minimal. Where exposur%trong approach to sustainability is part of the

exists it’ s wofsuppliess wbomeéhloﬁ of oHr&i}g%erécoractor.

provide key services where there are limited

alternative routes of supply. However, with the

vast majority of our suppliers, we haveWe will engage with the procurement team to
contingency plans in place or have the facility tensure that we includguestions on responsible
use internal resources to step in. trading for all future tenders.

Although our exposure to overseas markets
where the risk of forced labour is a stronger
possibility is limitedwe will be assessing how

We work closely with our suppliers to ensure oupest to address the requirements of tihéodern
values are upheld throughout our supply chaingjavery Ac2015

All employees are required to adhere to our

Group Tendering and Procurement Policy, whiclye  wi | | be reviewkeced the
also includes sustainability aspects. I@rto |egislation on theNational Living Wage(NLW)

work well with our suppliers, we have aCamelofyi t h our procurement tean
Code of Conduct, which is given to all suppliefslly compliant.

and employees and highlights areas of behaviour

that are important to our business, as well as true

to our values and beliefs.

Working with our suppliers

Service Reviews

We haveperiodic Service Review meetings with
many of our key suppliers which looks at all
aspects of the service, any issues that have
occurred and how the service can be improved.
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Talk to us

For any questions about any aspect of our business
or operations please get in touch

www.camelotgroup.co.uk/contact-us
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