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Å Continued outstanding Sportsbook and in-play growth

Å Innovation driving growth, e.g., >600% increase in mobile gross win

Å Slips and stakes growth across Retail: both OTC and machines

Å Telephone restructure completed

Å 9% Operating profit(1) growth, at top of expectations

Å Good operating cash flow reduces net debt further

Å Impending US acquisitions, Online launch in Italy

Highlights: strong H1 result

(1) Operating profit is defined as pre-exceptional profit including associates and excluding interest, 

tax and £1.8m (2010: £1.8m) of Online amortisation relating to trade names, affiliate relationships 

and non-competition agreements
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Strong first half performance

1. Operating profit is defined as pre-exceptional profit including associates and excluding interest, tax and 

£1.8m (2010: £1.8m) of Online amortisation relating to trade names, affiliate relationships and non-

competition agreements

2. Numbers are presented on a pre-exceptional basis

3. Basic EPS is based on 698.3 million average shares for 2011 and 697.8 million average shares for 2010

26 weeks to 28 Jun 11 29 Jun 10 %

Amounts wagered 8,981.6 8,296.6 +8%

Net revenue 567.8 529.9 +7%

Operating profit(1) 147.7 135.6 +9%

Amortisation (1.8) (1.8) 0%

Net finance costs (16.4) (28.1) -42%

Tax (24.7) (25.9) -5%

Non-controlling interest (16.5) (12.9) +28%

Retained profit 88.3 66.9 +32%

Basic, adjusted EPS (p) 12.8 9.8 +31%

Net debt for covenant purposes 460.1 530.4 -13%
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Exceptional items

Item £m

US transaction costs to date (0.8)

Fair value loss on hedging arrangements (1.8)

Tax 0.5 

Post-tax (2.1)
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Retail growth in H1

1. Operating profit is defined as pre-exceptional profit including associates and excluding 

interest, tax and £1.8m (2010: £1.8m) of Online amortisation relating to trade names, affiliate 

relationships and non-competition agreements

26 weeks to 28 Jun 2011 29 Jun 2010 %

£m £m

OTC amounts wagered 1,335.8 1,312.3 +2%

Machines amounts wagered 6,536.1 6,067.2 +8%

Total Retail amounts wagered 7,871.9 7,379.5 +7%

OTC gross win 224.0 227.7 -2%

OTC gross win margin 16.8% 17.4% -0.6 ppts

Machines gross win 210.1 190.9 +10%

Total gross win 434.1 418.6 +4%

Net revenue 398.8 389.8 +2%

Cost of sales (66.1) (64.4) +3%

Gross profit 332.7 325.4 +2%

Operating costs (228.7) (222.8) +3%

Operating profit(1) 104.0 102.6 +1%
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Å Gross win per machine per week averaging over £900 for the half

Å Good growth has continued past the anniversary of full roll-out of óStormô
ï Q1 11% gross win growth

ï Q2 9% gross win growth

Machine strength continues

Gross win per machine per week26 weeks to 28 Jun 11 29 Jun 10 %

Average number of LBOs 2,366 2,344 +1%

Average number of machines 8,958 8,779 +2%

Gross win per machine per week £902 £836 +8%

Machine gross win margin 3.21% 3.15% +0.06 ppts
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Å 16.8% H1 margin, below normalised 17-18% range and below prior year 

(2010: 17.4%)
ï Q1 18.1% (Q1 2010: 17.5%)

ï Q2 15.6% (Q2 1010: 17.2%)

Å Comparator period includes strong World Cup margin

Å Football margins stronger in Q1 than Q2, impacted by Champions League
ï c£2m loss on final game

Å Major Q2 horseracing festivals disappointed on margin
ï Largest Q2 major festivals on or below average quarterly margin

ï Other Q2 major flat racing festivals disappointing

Å Other UK racing held up year-on-year

Weaker Q2 gross win margin
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Retail cost overview

26 weeks to 28 Jun 2011 29 Jun 2010 %

£m £m

Staff costs (96.0) (94.4) +2%

Property costs (47.9) (45.3) +6%

Content costs (27.1) (25.2) +8%

Depreciation (9.0) (8.5) +6%

Other costs incl. recharges (48.7) (49.4) -1%

Operating costs (228.7) (222.8) +3%



11

All Online verticals growing

26 weeks to 28 Jun 11 29 Jun 10 %

£m £m

Sportsbook 53.0 37.7 +41%

Casino 76.0 66.4 +14%

Poker 11.8 10.6 +11%

Bingo(1) 11.9 9.5 +25%

Net revenue 152.7 124.2 +23%

Cost of sales (11.6) (9.8) +18%

Gross profit 141.1 114.4 +23%

Operating costs (85.2) (69.5) +23%

Operating profit(2) 55.9 44.9 +24%

1. Skill games have been reclassified under Casino instead of Bingo  and Skill

2. Operating profit is defined as pre-exceptional profit including associates and excluding interest, 

tax and £1.8m (2010: £1.8m) of Online amortisation relating to trade names, affiliate relationships 

and non-competition agreements
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William Hill Online ïkey metrics

26 weeks to 28 Jun 11 29 Jun 10 %

Unique active players (ô000)(1) 1,019.4 957.9 +6%

Revenue per unique active player 149.8 129.6 +16%

New accounts(2) 443.2 493.4 -10%

Average cost per acquisition (£)(3) 88.4 63.8 +39%

Sportsbook amounts wagered (£m) 827.1 548.2 +51%

Sportsbook gross win margin 6.8% 7.7% -0.9 ppts

- Pre-match gross win margin 8.8% 9.2% -0.4 ppts

- In-play gross win margin 4.2% 4.8% -0.6 ppts

1. Placed a bet within the period

2. Deposited and placed a bet within the period

3. Including affiliates

Online H1 2011 net revenues by 

regulatory risk*

* Assessed in relation to the Boardôs current view as to the relative attractiveness of 

the current or proposed regulatory framework in each market
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Business growth and marketing 

investment continue to drive cost base

26 weeks to 28 Jun 2011 29 Jun 2010 %

£m £m

Staff costs (16.6) (12.8) +30%

Marketing (39.2) (31.5) +24%

Bank charges (5.7) (4.5) +27%

Depreciation and amortisation (4.2) (3.4) +24%

Other costs incl. recharges (19.5) (17.3) +13%

Operating costs (85.2) (69.5) +23%

* Excludes £1.8m (2010: £1.8m) of Online amortisation relating to relating to trade names, 

affiliate relationships and non-competition agreements
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Telephone in modest profit

26 weeks to 28 Jun 2011 29 Jun 2011 %

£m £m

Amounts wagered 169.7 269.1 -37%

Net revenue 12.5 12.5 +0%

Net revenue margin 7.4% 4.6% + 2.8 ppts

Cost of sales (2.2) (3.2) -31%

Gross profit 10.3 9.3 +11%

Staff costs (1.4) (3.1) -55%

Marketing costs (1.2) (2.0) -40%

Other costs incl. recharges (7.5) (6.5) +15%

Operating costs (10.1) (11.6) -13%

Operating profit/(loss)(1) 0.2 (2.3)

Active players(2) 80,565 90,300 -11%

(1) Operating profit is defined as pre-exceptional profit including associates and excluding 

interest, tax and £1.8m (2010: £1.8m) of Online amortisation relating to trade names, affiliate 

relationships and non-competition agreements

(2) Players who placed a bet during the period
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H2 2010 refinancing shows benefits in 2011

26 weeks to 28 Jun 2011 29 Jun 2010

£m £m

Net interest receivable 0.3 0.1

Bank loan interest (4.2) (7.0)

Effective interest rate hedges - (6.4)

Bond interest (10.7) (10.7)

Amortisation of finance fees (1.1) (3.0)

Net interest on pension scheme net liability (0.7) (1.1)

Total net interest (16.4) (28.1)
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Capex and estate growth

26 weeks 28 Jun 11

£m

29 Jun 10

£m

Retail development* 14.0 6.5

William Hill Online 8.0 5.4

Other 2.4 2.1

Total capital expenditure 24.4 14.0

Å Estate in year-on-year growth on average by 1% (H1 2011: 2,366 average)

Å Absolute estate size fell in H1 to 2,363 shops 

ï 11 shop openings, five UK closures and 20 RoI closures

ï 7 re-sites

Å 2011 capex now expected to be c£60m, including refurbishments

* Gross of proceeds on disposal
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Å Net cash increase before debt retirement of £46m (2010: £73m)

Å Cash flow from operating activities £4m lower year-on-year

Å £22m increases in investing/financing cash outflows: 

capex (£14m including US), dividends (£5m) and non-controlling interest (£3m)

Cash flow

Note 1: covenants on the bank facility are <3.5 times net debt:EBITDA and >3 times interest cover

Positives Negatives

+ EBITDA increase - Prior year one-off VAT refund

+ Lower cash interest payments - Adverse ante-post movement

- Working capital movement
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ÅEffective tax rate of 19.1%
ï Reduction in deferred tax liabilities as UK corporation tax rate reduces

ï Effective income statement rate expected to be 

19% in FY 2011 and 20% in 2012

ï 2011 and 2012 effective cash tax rate expected to be 22%

ÅPension deficit fell £15.3m to £15.6m vs 28 Dec 2010
ï Actuarial gain as liabilities fall in value

ÅInterim dividend of 2.9p per share, +16%, payable on 

8 December 2011

Other finance matters
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ÅUK regulation of offshore online operators

ÅMachine Gaming Duty consultation

ÅConsultation on the future funding of Racing

Regulation
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ÅGroup net revenue -2%

ÅRetail

ïAmounts wagered +6%: good gaming machine performance, 

underlying OTC showing modest stakes growth

ïGross win margin 15.6%

ïNet revenue -6%

ÅOnline

ïNet revenue +21%

ïSportsbook amounts staked +36%

ÅGiven comparator period included a strong World Cup 

result, performance is in line with the Boardôs expectations

Current trading for 5 weeks to 2 Aug
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Standing out through innovation in:

ÅPricing

ÅProduct

ÅTechnology

How weôre delivering these results
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Pricing: headline-grabbing prices
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ÅAmounts wagered +95%

ÅGross win +68%

ÅNumber of bets +111%

ÅFootball gross win +68%

ÅTennis gross win +57%

ÅBasketball gross win +582% 

Product: in-play delivers results

Football Tennis Basketball

2008 2009 2010 2011 YTD

H1 2011 in-play gross win for three major 

models has almost matched FY 2010 already 

Source:  Company data
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Product 
roadmap

Staff 
engagement

ContentMarketing

Business 
intelligence

Source: Company data

Product: superior machines

15
New £2 stake B3 games

10
New games released in 

H1 2011
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Mobile sports gross win as a percentage 

of Online Sportsbook gross win 

Jun-11

Technology: mobile innovation

Source: Company data

+657%
increase in mobile 

Sportsbook 

gross win

+797%
increase in mobile 

Sportsbook 

bets placed
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Exploiting our multi-channel advantage

Brand strength

Cross-sell

Performance

84%
of William Hill 

customers use William 

Hill most often

74%
of our customers would 

choose a William Hill 

over any LBO

The most loyal 

Retail customers

Source: Company data, 2010 LBO Survey
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49%
of William Hill Online 

customers use more than 

one product

67%
of machine customers 

bet over-the-counter

Source: Company data, Retail Gambling Tracker

Brand strength

Cross-sell

Performance

Exploiting our multi-channel advantage
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Source: Kantar study, UK Online Gambling Market, Mar 2011 

Average = all online bookmakers

More William Hill Online 

customers place sports bets 

in shopséBrand strength

Cross-sell

Performance

Exploiting our multi-channel advantage
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Source: Kantar study, UK Online Gambling Market, Mar 2011

Average = all online bookmakers

éand are increasingly using 

the gaming machines
Brand strength

Cross-sell

Performance

Exploiting our multi-channel advantage



31 Source:  Company data

Products promoted across 

channels perform better
Brand strength

Cross-sell

Performance

Exploiting our multi-channel advantage



32 Source: Company data

Brand strength

Cross-sell

Performance

Retail resilience
Total gross win in shops open 

between 2008 and H1 2011                                                        
(12-month rolling average rebased from end of 2008)

Exploiting our multi-channel advantage

Dec-08 Jun-09 Dec-09 Jun-10 Dec-10 Jun-11

100
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19%
Ratio of marketing spend 

to net revenue in the UK

Growth in UK online 

revenue in H1 2011

+39%

Source: Company data

Brand strength

Cross-sell

Performance

Exploiting our multi-channel advantage
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ÅNew shop technology ïSSBTs, gaming developments

ÅFurther product development, including revamping our 

horseracing offering

ÅFurther mobile development, including gaming

We are not standing still



35 * William Hill branded multi-product site only

52%

Revenue growth 

from Greece*

181%

Revenue growth 

from Spain*

Rapid growth opportunity in Europe
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Å Over half the sportsbooks in Nevada

Å Exclusive business-to-government 

sportsbook operator in Delaware

Å Sportsbook technology platform 

used by approximately 75% 

of the Vegas óStripô

Å Licence application submitted 

to Nevada regulators

International growth: stateside


