
Being 
a responsible 
business
During 2009, we sought to improve our interaction 
with all our key stakeholders. For customers, 
we have reinforced our measures to prevent 
under 18s gambling. For our employees, as we are 
undergoing considerable change in our culture and 
our management team, we have introduced new 
measures for effective engagement and have also 
further improved our security measures for shop 
staff. For shareholders, we have established a 
dedicated investor relations resource in-house 
and are improving our corporate reporting. For the 
wider community, we have continued to engage with 
Government and regulators, and sought to minimise 
further our environmental footprint through recycling 
measures and adapting our car policy.
David Edmonds
Chairman of CRRI Committee
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Objectives and targets for 2010
In 2010, the Group intends to continue to progress initiatives that are already 
ongoing and will concentrate on the following:

Objective  Target date

Changing the objectives-based Senior Management 
Operating Bonus Scheme to improve alignment of 
individual performance with the Group’s business targets, 
and performance and contribution amongst the senior 
management team and reward them accordingly. June 2010

Establish an Employee Share Incentive Plan for all eligible 
UK employees. September 2010

Roll-out a mixed-use recycling programme across the 
Retail estate. December 2010

Continue to review and further improve our procedures 
for preventing potential under-age gambling. December 2010



Board commitment
The Board is committed to taking steps to improve continuously its practices in the 
Corporate Responsibility area and to embedding these practices into its corporate 
governance and operating framework. We aim to:

comply with existing laws, regulations and codes of conduct relating to responsible 
gambling;

train, develop and motivate employees to retain the widest possible range of 
talented staff; 

provide a safe and healthy workplace; and

provide a competition-beating level of service to customers.

Members of the CRRI Committee
The Corporate Responsibility and Regulatory Issues Committee (CRRI Committee) 
was established in its current form in 2008. The members of the CRRI Committee 
during 2009 and at the date of this report are: 

David Edmonds Ashley Highfi eld Thomas Murphy Charles Scott Ralph Topping
(Chairman of the 
CRRI Committee)

Role of the CRRI Committee
The CRRI Committee meets fi ve times a year to monitor a range of Corporate 
Responsibility issues and reports regulatory to the Board.

Until 2008, our Corporate Responsibility activities were reviewed and developed by 
a Corporate Responsibility Working Group, overseen by the Board. It was chaired by 
the Company Secretary and comprised the functional heads for key operational areas 
responsible for employees, management of the Retail estate, security, customer services 
and regulatory compliance. The Working Group acted as a forum for operational 
management to discuss specifi c issues on the Corporate Responsibility agenda and 
oversaw implementation of an action plan from 2004 to 2008. Since then, a number of 
those items have become regulatory requirements and been embedded in operational 
line management. Health and Safety is now managed by a Health and Safety Steering 
Group, which reports to the CRRI Committee. Other issues are dealt with by executive 
management and reported to the Board and the CRRI Committee.

Risk management
Risks relating to key stakeholders are reviewed as part of the biannual risk 
management process, which is led by the Internal Audit team. Risks are reviewed 
by executive management, the Audit Committee and the Board to consider their 
potential impact on strategy and annual objectives, and mitigation steps are taken 
as appropriate. As the Board remunerates management on the basis of achieving 
strategic goals and specifi c annual objectives, it uses this method to ensure corporate 
responsibility risks are refl ected in management remuneration.

Our key stakeholders
Customers
Customer service lies at the heart 
of our business. Gambling is an 
exciting form of entertainment and 
we aim to provide customers with 
an enjoyable experience. 

Employees
We are a major employer, with over 
16,600 people working in fi ve countries 
internationally. Excellence in our 
operations is based on specialist 
expertise and we are keen to attract, 
retain and develop the highest calibre 
individuals. We aim to provide a safe 
and fair working environment, with 
opportunities for employees to grow 
and develop with William Hill. 

Shareholders
We have been listed on the London 
Stock Exchange since 2002 and 
recognise it is our responsibility to 
communicate clearly, regularly and 
on a timely basis. Over the last year, 
we have invested in establishing 
an investor relations function to 
provide a dedicated resource 
for shareholder engagement and 
to improve our corporate reporting. 

The wider community
Our business has far-reaching effects. 
As a large employer and taxpayer, 
we make a signifi cant contribution 
to the economy and to the local 
communities in which we operate. 
We also have a responsibility to 
our regulators, an impact through 
our environmental footprint and a 
contribution to the sports we support. 
In all areas, we aim to be fair, 
trustworthy and open to engagement. 
We will run our business so as to 
protect vulnerable persons, to ensure 
our business is not a source of distress 
to individuals or a source of crime or 
disorder and to ensure our services 
are provided in a fair and open way.
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Customer service
Customers are at the heart of what we do. We strive to deliver a high standard 
of customer service and to be fair and open in our dealings with customers. 

We have dedicated customer service departments for each of our main operations, 
who handle enquiries on a large range of issues relating to our business. Service 
complaints are given serious consideration and consistent procedures are in place 
across all of our operations to ensure that complaints are dealt with effectively. 
The issues raised are closely reviewed and we are committed to continual 
improvement in this area. 

We have a comprehensive set of rules that detail the terms and conditions under 
which all transactions placed with William Hill are accepted. A copy of the betting rules 
is available in our LBOs, online or from our Customer Relations department. Rules 
relating to our online gaming products are available online. We endeavour to resolve all 
betting disputes in a fair, consistent and equitable manner. However, if we are unable 
to resolve a dispute to the customer's satisfaction they are entitled to refer the matter 
to the Independent Betting Adjudication Service (IBAS). 

Since 2007 we have operated our Competition Beating Service (CBS) programme, 
aimed at delivering the best possible service to customers around: 

friendly service;

famous expertise;

creating a great in-shop experience; and 

effective management of in-shop operations. 

We use CBS to measure our performance, using a mystery shopper programme 
provided by Retail Eyes, an international company specialising in customer service, 
and questionnaires completed by shop teams to test their knowledge on subjects 
as varied as the Grand National and Gambling Commission compliance. 

Customer complaints
We operate dedicated customer services for each of our channels: Retail, 
Telephone and Online. 

Our Retail customer helpline, which also supports staff, receives around 250,000 calls 
and 2,500 letters and e-mails a year, operating 12 hours a day on Monday to Saturday 
and across opening hours on Sunday. The majority of calls are general enquiries, 
with only 10–20 serious complaints a month. Since 2007, all complaints have been 
recorded on our tracking system, enabling us to track any persistent issues. Serious 
complaints are followed up by Area Operations Managers, who are required to report 
the outcome to the customer within 21 days. 

Customers
William Hill is committed to high standards of 
customer service and to conducting our gambling 
operations in a fair and open way. 
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Disputes are handled by an expert panel. We endeavour to resolve all disputes in 
a fair, consistent and equitable manner. However, if these are unable to be resolved 
to the customer’s satisfaction, they can refer the matter to the IBAS. We have agreed 
to abide by any ruling made by IBAS. 

Although gambling transactions in Great Britain are now legally enforceable contracts 
and are subject to relevant consumer contract legislation, the majority of disputes 
continue to be adjudicated by IBAS, the acknowledged industry expert.

Protecting vulnerable persons
Gambling is an exciting form of entertainment that can be experienced in a range 
of environments with William Hill, from the racetrack and our licensed betting offi ces 
to telephone and the internet. 

Our relationship with customers is underpinned by operating standards set by the 
Gambling Commission, which was established in 2007. Many of these standards were 
based on existing standards being applied by major operators such as William Hill. 
In 2009, we moved our remaining UK-based online activities to Gibraltar, where we are 
regulated by the Gibraltar Regulatory Authority, whose standards are similar to those 
applied by the Gambling Commission.

We work closely with the Gambling Commission in the UK in furthering its three 
objectives as defi ned by the 2005 Gambling Act (see bottom left of this page). We 
encourage a socially responsible attitude both within our organisation and within the 
wider betting and gaming industry. We work closely with the Gambling Commission 
in the UK and regulators in Gibraltar and Malta to ensure that we continue to adhere 
to the highest industry standards in responsible gambling. We are also committed to 
listening to the views of relevant stakeholder groups and have an active dialogue with 
GamCare, the national centre for information, advice and practical help for anyone with 
a gambling problem. 

Helping problem gamblers
The Gambling Commission estimates that approximately 0.6% of the UK’s adult 
population has a propensity to be problem gamblers(1). As a responsible organisation, 
we provide a range of services to support existing customers for whom gambling 
has become a problem rather than a pleasure. 

Although there is no one set of behaviours that identify such customers, we 
encourage our employees to use their experience and to be aware of customers 
whose behaviours may indicate problem gambling. We have procedures in place 
to escalate any concerns and to consider whether or not it is appropriate to raise 
the issue with a customer. When a customer is approached, we provide them with 
contact details of a gambling support charity and with detailed information on the 
tools available to control their gambling. We also provide customers with information 
to enable them to make informed decisions about their level of gambling but respect 
the fact that, ultimately, those decisions rest with the customer. 

In our shops, on our websites and through our customer services department, we 
provide information on the tools available to monitor or control someone’s gambling.

We provide a self-exclusion facility for customers designed to prevent them 
transacting with specifi c parts of the business for a period of their choice running 
for at least six months and up to fi ve years. Customers who wish to resume business 
with us at the end of their chosen self-exclusion period are required to complete 
a further 24-hour ‘cooling off’ period before they will be permitted to use 
our gambling facilities. 

Disputes referred to IBAS

In 2009, 394 disputes were referred to IBAS. 
Although the number has increased, the 
percentage of cases found in the customers' 
favour is unchanged year-on-year at just 5%.

2007

2008

2009 394.0

306.0

274.0

394

The Gambling 
Commission’s objectives:
to prevent gambling from being a 
source of crime or disorder, being 
associated with crime or disorder 
or being used to support crime;

to ensure that gambling is 
conducted in a fair and open 
way; and

to protect children and other 
vulnerable persons from being 
harmed or exploited by gambling. 

(1) Gambling Commission Prevalence Study, 2007
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We also provide a facility for telephone and online customers to limit the amounts they 
are able to deposit with us in any 24-hour period. Once set, a deposit limit can only be 
increased after a 24-hour ‘cooling off’ period.

We train all our customer-facing employees to have an awareness of our social 
responsibilities and the detailed procedural knowledge they need for their role. 
We continue to monitor best practice in the area of responsible gambling as it 
develops and review our policies and procedures on a regular basis in light of 
guidance from regulators, gambling charities and our own practical experience. 

Problem gambling research, education and treatment 
Following publication in October 2008 of a Gambling Commission report on the 
review of research, public education and treatment (RET) of problem gambling, 
the Minister for Sport agreed to institute plans for a statutory levy on operators 
licensed in Great Britain, which would come into effect in the 2009/2010 fi nancial year 
if the industry did not reach agreement on the target levels of funding for the next three 
years and to the proposed improved voluntary arrangements. We strongly supported 
a voluntary system and played a signifi cant role in industry efforts to establish a 
workable framework for funding. With a number of other operators, we guaranteed 
a total gambling industry contribution for RET of £15m over three years. The Minister 
accepted that funding should continue on a voluntary basis.

The RET framework is underpinned by an industry funding body (the GREaT 
Foundation), with funds being passed to a distributor who allocates industry funding 
in accordance with priorities set by the Responsible Gambling Strategy Board.

Recently William Hill received a Gold award from the GREaT Foundation for 
our signifi cant contribution to the 2009/10 funding campaign.

Under-age gambling
We can only accept customers over the age of 18 in our shops, at the racetrack, 
on our websites and via the telephone. To help enforce this age restriction, we have 
adopted a ‘Think 21’ approach in our shops and at the racetrack, which requires our 
staff to seek proof of age from any customer who appears to them to be under 21. 
For Online and Telephone customers, we use an external agency to verify the ages 
of customers who open new accounts using deposit methods that may be available 
to under 18s. 

We take particular care not to target advertising at people under the age of 18. 
All our advertising in Great Britain is carefully considered in light of the Gambling 
Commission’s licensing objectives, the specifi c requirements of the Gambling 
Commission’s licence conditions and codes of practice, and the Committee 
of Advertising Practice and Broadcast Committee of Advertising Practice codes. 
In addition, we adhere to an industry code of practice designed to promote socially 
responsible advertising and the ‘Gamble Aware’ information website. The advertising 
agencies we use are fully briefed on our responsible gambling requirements. 

Data protection
With well-established Telephone and Online business, we handle substantial amounts 
of personal customer data and have put in place comprehensive security policies, 
procedures and standards to reduce the risk that information could be lost or stolen. 
These cover the handling of both electronic and paper-based customer information 
and we carry out security awareness training with employees. Our equipment for 
sensitive systems is built to internationally accepted security standards. At the time of 
publication, we are over 90% through a programme of compliance with the Payment 
Card Industry Data Security Standards, by which we carefully restrict access to 
sensitive systems and data and encrypt card data to protect it in storage. In 2010, 
we will also complete roll-out of a proactive monitoring system that alerts us to 
suspicious activities.  

Customers (continued)

Self-exclusions

Retail

Telephone/Online

2007

2008

2009 4,488

3,382

1,563

2007

2008

2009 2,810

3,163

1,826
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Avoiding crime and disorder
Ensuring that crime is kept out of gambling is a key regulatory priority in both the UK 
and Gibraltar and one which William Hill takes very seriously. Whilst the principal tool 
to keep crime out of gambling is the regulatory licensing process by ensuring only 
legitimate operators are licensed, we are proactive in both the UK and Gibraltar in 
ensuring that our business is not subject to external attack by criminals, including 
those who seek to cheat at gambling.

As well as having extensive reporting obligations to both the Gambling Commission 
and the Gibraltar Regulatory Authority, our own risk management systems are 
designed to identify unusual betting activity. Where appropriate, suspicious betting 
transactions are reported to the regulator and the relevant sports governing body for 
further investigation.

Contrary to popular media-led perception, there are relatively few suspicious betting 
transactions identifi ed by William Hill, or the betting industry in general, in any given 
year and it has been our experience that the majority of these are not progressed 
further, in terms of investigations or voiding action, by the relevant authorities. 

Whilst betting does not fall within the regulated sector for the purposes of money 
laundering, we also remain focused on active compliance with the Proceeds of 
Crime legislation. We have internal controls and specialist staff, including a Money 
Laundering Reporting Offi cer, to deal with disclosures to the relevant authorities and 
to service requests for assistance from law enforcement and regulators. All staff are 
trained on their obligations to report money laundering and how to handle cash and 
cash equivalents safely. Online gaming products fall within the requirement of the 
3rd EU Money Laundering Directive, and we have systems and procedures in place 
to ensure compliance with those requirements.

 

Review of our under-age 
gambling procedures
In May 2009, the Gambling 
Commission undertook a mystery 
shopper exercise to test the 
effectiveness of the industry’s 
measures for preventing under-age 
gambling. The result of this exercise 
was disappointing: across the 
industry, 98% of the 100 shops 
tested and all 25 of the William Hill 
shops tested, failed to challenge 
the individual on their age. 

We take this failure very seriously 
and undertook a wholesale review of 
our policies and procedures to assess 
what had gone wrong and how we 
could improve. All our staff who were 
involved in the Commission’s mystery 
shopper exercise were interviewed to 
identify how they failed to challenge 
the mystery shopper. As a result of the 
review, we took the following steps to 
improve our systems.

A letter was sent to all Retail employees 
stressing the importance of Think 21, the 
key practical points and explaining that 
failure to follow the Company’s Think 21 
procedure is an act of gross misconduct.

A briefi ng on Think 21 was cascaded 
throughout Retail, delivered personally 
by senior management through Area 
Managers to District Managers and 
then on to every member of Retail staff.

All job offer letters to new employees 
now include a statement on the 
importance attached to Think 21 
and compliance with regulations.

All Retail training material on Social 
Responsibility was revised and reissued.

Consultation with the Staff Council 
was undertaken to enable staff views 
on how to implement Think 21 to be 
taken into consideration.

In December 2009, the Gambling 
Commission undertook a further mystery 
shopper exercise, at which point our 
success rate rose to 68%. This is good 
progress and comparable with the levels 
usually achieved by the drinks industry 
on its ‘Think 21’ programmes. However, 
we are not complacent and have 
instituted our own third-party testing 
systems to monitor our effectiveness 
on an ongoing basis. 

More in ‘Protecting our employees’
on page 40
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Employee policies
Our comprehensive set of human resources policies defi nes the work environment 
that we operate for our employees. This covers health and safety (including specifi c 
policies on stress management and smoking), equal opportunities, harassment, 
disability, fl exible working, training and development, the acceptance of gifts and 
hospitality, and whistleblowing. 

Key employee policies are published on our website at www.williamhillplc.co.uk/
wmh/cr/policies/. The Group Director of Human Resources has overall responsibility 
for ensuring the effective operation of these policies.

Flexible working
We employ a high proportion of part-time workers, particularly in the Retail 
estate, where our fl exible working regime is very attractive, for instance, to people 
with childcare needs. We offer a range of options, including job sharing and 
career breaks.

Protecting our employees
We take the safety and security of our staff very seriously, particularly in our shops, 
and are committed to protecting the welfare of our staff as far as possible by taking 
proactive measures. Through our Security Department, we undertake regular risks 
assessments of all our shops, considering their vulnerability to potential robberies 
and violence in the workplace. We have a zero-tolerance approach to anti-social 
behaviour in our shops and have sought and been granted Anti-Social Behaviour 
Orders and worked closely with the police to prosecute cases. 

In our shops, we have signifi cant crime prevention measures that we use to 
minimise the risk, including the fi tting of security screens, installation of digital 
closed circuit television (CCTV) systems and fi tting electronic and magnetic door 
locks. In January 2010, we completed the installation of digital CCTV in all our 
shops, which gives us high-quality images and a remote access system that 
enables us to deliver footage to the police much more quickly. Employees also 
have access to a security support line, which they can use whenever they have 
concerns or questions about their safety. 

Employees
Our employees are critical to William Hill’s 
success and we are committed to high standards 
of employment practice, including rewarding 
individuals fairly and providing equality of opportunity, 
training and development, fl exible working and a 
safe workplace. Our emphasis is on growing our 
own talent internally, where possible, and recruiting 
externally where we need skills not otherwise 
available in the business. 

Minimising risk
In our shops, we have signifi cant 
crime prevention measures 
that we use to minimise the risk, 
including the fi tting of security 
screens, installation of digital 
closed circuit television systems 
and fi tting electronic and magnetic 
door locks.

Minimising risk

16,600
There are over 16,600 employees 
working for William Hill across our Retail, 
Telephone and Online divisions including 
our central fuctions.
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In the event of an incident occurring, affected shops are reassessed by the Security 
Department and steps are taken to address risks. 

In 2007, we introduced ‘Counter Plan’, a bespoke training initiative developed in-house 
and designed to provide staff with the tools needed to deal effectively with events that 
may happen prior to, during and after a robbery. The aim of Counter Plan is to create 
a culture where staff are in control of their environment. The training places a high 
priority on cash management to minimise the likelihood of shops being targeted. 
All new starters are trained in Counter Plan off-site for two days and the training is 
revisited within three months of them joining the Group. In addition, our Security team 
regularly use our in-shop video systems to provide updates to existing shop staff. 
Over the last 18 months, 8,500 shop staff have attended training sessions, some 
70% of the front-line Retail employees. By taking decisive action, the potential danger 
to staff is greatly reduced, cash loss is minimised and our ability to assist police 
investigations is enhanced.

Having introduced Counter Plan, we are now part of the ‘Safe Bet Alliance’, which 
has established a minimum set of standards for the betting industry to use to prevent 
robberies. This is being applied within the Metropolitan Police’s area and is being used 
by Environmental Health Offi cers to assess staff safety. We are now working through 
the Association of British Bookmakers to introduce this as a national set of standards. 

We liaise closely with a number of local authority environmental health departments, 
local authority licensing offi cers and police crime prevention offi cers. We are also a 
member of the Crimestoppers scheme which, in conjunction with the Association of 
British Bookmakers reward scheme, enables us to encourage the public to provide 
information on offences committed against our staff and property. 

Health and safety
We are committed to ensuring the health, safety and welfare of all persons in our 
employment and all other persons who use our facilities or are affected by the way 
in which we conduct our business, including customers, visitors, contractors, 
neighbours and the general public.

Ultimately, the Chief Executive, Ralph Topping, is responsible for health and safety 
at William Hill, including reviewing the health and safety policy and ensuring systems 
are in place for monitoring and measuring the effective implementation of the health 
and safety policy. The Group’s executive directors participate in the periodic review 
of the health and safety policy such that it remains suitable for the business and 
ensure that health and safety responsibilities are clearly communicated to managers 
and employees.

We undertake and continuously review a programme of risk assessments in all 
signifi cant areas of our business and address any areas of defi ciency as appropriate. 
Employees are provided with information and training, and we monitor our 
effectiveness through a system of safety audits, health and safety co-ordinators 
and the Health and Safety Steering Group.

The Health and Safety Steering Group meets regularly to review compliance 
with applicable health and safety legislation and regulation, to keep up-to-date 
with best practice and to review and maintain compliance with health and safety 
procedures. The Steering Group includes senior managers from the Group’s 
Human Resources, Security, Property departments, together with representatives 
of operational management. An external health and safety consultant advises 
the Group. During 2009, we reviewed, updated and reissued our Health and 
Safety policy. 

12%
As a result of our Counter Plan initiative, 
the number of substantive robberies 
decreased by 12% in 2009 compared 
with 2008.

Counter Plan initiative
William Hill was nominated as a fi nalist 
at the Security Excellence Awards 
held in October 2009 for our Counter 
Plan training initiative. Counter Plan 
helps to protect staff and has led to us 
having the lowest levels of cash loss in 
the industry. 
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Developing our employees
In our industry, we rely heavily on the knowledge and expertise of our employees, 
which is often built up over many years with the Group. We are keen to develop 
talent within the business and to progress employees with ability and commitment 
into management roles. As such, we are committed to investing in training and 
development for our employees. 

We provide training for employees throughout their career with the Group, from 
an extensive induction programme at the start of their employment through any 
skills-training relevant to their particular role to further training and development 
opportunities such as secondments and special projects. In addition, we aim to 
identify individuals who demonstrate the personal drive and ability to operate at 
a more senior level. Our Talent Pool develops individuals with the potential to be 
senior managers and our Talent Academy develops individuals into management 
roles, supported by mentoring either by senior managers or external advisers. 
We develop operational excellence through management development workshops 
for our operations managers and, in 2009, introduced a new employee programme, 
Innovate, to encourage sharing of best practice and new ideas. Last year, we also 
introduced online training solutions to make the training more adaptable to people’s 
work situations and to make monitoring more effective. 

All senior managers are encouraged to maintain a good understanding of our 
customers, from their induction programme when they are required to spend time 
in the shops, through helping out on the frontline on high-volume events such as 
the Grand National to ‘Back to the fl oor’ events such as the one we conducted in 
Retail in 2009. 

Remunerating and retaining our employees
As we aim to develop talent internally, motivating key individuals through their 
remuneration and various retention tools is critical. We value and recognise long 
service, which helps to maintain the knowledge base in the business, with rewards 
for 10-year, 20-year, 25-year, 30-year and 40-year service. Around the country, 
we also run local recognition events and our annual national awards event 
recognises the best performers in our ‘Competition Beating Service’ programme. 

We are building a culture of ‘pay for performance’, rewarding the people who 
make the greatest contribution to the business. During 2009, we reviewed our 
performance appraisal and remuneration systems and, in 2010, are introducing a 
new management bonus scheme linked to Group performance and achievement 
of individual objectives. This is a key step in aligning individual performance with 
our business targets, to differentiate levels of performance and contribution amongst 
the senior management team and to reward them accordingly. 

We provide an extensive benefi ts package tailored to the needs of different levels 
of people within the business. During the year, we extended the package with some 
Corporate Responsibility-related incentives, including the ‘Cycle to work’ scheme, 
which offers a tax-effi cient way to purchase a bicycle, a new car policy and a 
Give-As-You-Earn tax-effi cient charitable donations system. 

Employees (continued)

458
There are 458 employees who are 
currently seconded to another function 
or project around the business.

35
There are 35 employees across all 
various management grades currently 
in the talent pool.

11
A total of 11 employees completed 
the Academy programme in 2009 
and a further 14 started it.

54
The four core management workshops 
were attended by 54 District Operations 
Managers in 2009. In addition, 89 DOMs 
underwent a development centre review 
of their individual development needs.

27
The equivalent to 110 senior managers 
attended core management programmes 
in 2009, totalling 27 days of training.

16
A formal mentoring programme was 
launched in 2009. It attracted 25 
trained mentors and there are 16 active 
relationships under the programme.

55
The Group Management Development 
team ran 55 workshops in 2009 attended 
by 606 people, covering topics such 
as performance management, coaching 
and infl uencing.
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Employee engagement
We know that our employees are most effective when they are engaged with 
what we aim to achieve. We are committed to providing effective communication 
on matters that affect employees, including the development and performance 
of the Group. This is achieved through formal and informal meetings, and our 
in-house magazine, Will2Win, which is distributed six times a year to all employees. 
Employee representatives are consulted regularly on a wide range of matters 
affecting their current and future interests and are encouraged to raise any issues 
or concerns. In 2010, we are establishing a dedicated internal communications 
function to improve our communication and engagement with employees. 

For our Retail staff, who represent more than 90% of our employees, we operate 
staff councils in each of our geographic regions and at Group level. Each council 
meets four times a year with the aim of providing an additional channel of consultation 
between directors, management and staff and to make the fullest use of employees’ 
experience and ideas. Representatives from the retail staff councils attend the 
National Staff Conference, held at least three times a year, which is chaired jointly 
by the Retail Operations Director and the Group Director of Human Resources. 

As part of our efforts to encourage employee engagement, we have operated 
an annual employee share save scheme since we fl oated in 2002. Staff have the 
opportunity to join the schemes for a period of three, fi ve or seven years. The 2009 
scheme attracted 1,453 staff savers (2008 – 1,797).

During 2010, we will be undertaking an employee engagement survey, which was 
last conducted in 2008. 

Transfer of Online operations offshore
In 2009, we relocated Online’s Sportsbook and fi xed-odds games from the UK 
to Gibraltar where the headquarters of William Hill Online is located. As part of this 
process, we transferred key operations to Gibraltar, which impacted 168 employees 
across various functions based in Leeds. Of these, 79 employees transferred to 
Gibraltar, 5 were redeployed elsewhere and 71 were made redundant. We provided 
extensive support for employees throughout the process, including in the relocation 
of employees’ families to Gibraltar. 

1 Female 57
2  Male 43

1

2

1 Full-time 76
2  Part-time 24

1

2

1 Caucasian 83
2  Ethnic minority 17

1

2

Composition of workforce %

Long-term service 
awards in 2009

6 53

65

12
1

27
1

40 30 25 20 10 Years
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Environment
A copy of our environment policy is available on our corporate website. As a retail 
and service organisation, our main impact on the environment is through the buildings 
we operate and the resources used by staff in their day-to-day work. In addition to 
complying with environmental laws and regulations, we aim to minimise waste through 
recycling and re-use of materials, to ensure effi cient use of energy and water and to 
raise awareness of environmental issues within the Group. Our Property Department 
takes primary responsibility for identifying environmental issues within the Group’s 
Retail estate, Head Offi ce and regional offi ce buildings, and to identify opportunities 
for improvement. As a cost-effi cient business, many environmentally benefi cial 
improvements have already been introduced across our Retail estate as these 
changes also drove cost benefi ts. 

Managing our environmental footprint

Our shop estate is refurbished on a highly-effi cient 18-year cycle, with full partial 
improvements at years six and 12 and refurbishments at year 18. We use durable 
materials to minimise the need for replacements. We now fi t high-frequency light 
fi ttings in all new development and refurbishment projects, thereby reducing the 
number of lamps requiring disposal. Our air-conditioning and fascia lighting are 
controlled by time clocks and movement-sensitive light systems are used at our 
Head Offi ce to reduce electricity consumption. New-style fascias are being rolled-out 
as shops are upgraded and more energy-effi cient (inverter) air-conditioning units 
continue to be installed on new projects and when replacements are required, 
which brings further benefi ts. 

Across the Retail estate, we have established water management systems for toilet 
facilities to reduce water consumption and an increasing proportion of the LBO estate 
is fi tted with water meters.

We are fully compliant with all current legislative guidelines regarding the disposal of 
hazardous waste and comply with the Waste, Electrical and Electronic Equipment 
Directive, which was introduced in 2007.

In 2009, as part of our car policy review we introduced CO2 emission caps for cars 
being used by employees. For cars required for work, the cap is 140g per kilometre. 
For senior managers for whom company cars are a contractual benefi t, a wider 
range of cars is offered and the cap is 160g per kilometre. The company car fl eet 
is entirely diesel-powered. 

During 2010, we are rolling-out recycling of mixed waste to all shops in our Retail 
estate. By the end of 2010, all shops will be able to recycle paper, newspapers, 
shop display papers and drinks cans. Thereafter, we aim to address recycling at our 
offi ce locations where, currently, facilities for recycling paper and toner cartridges are 
in place. All departments can order recycled paper through our stationery supplier. 

Corporate 
citizenship

FTSE4Good Index
Since 2005, William Hill has 
been part of the FTSE4Good 
Index, which measures the 
performance of companies 
against globally-recognised 
Corporate Responsibility 
standards to facilitate investment 
in those companies. 

£924,848
Charitable donations made by the Group 
in 2009, including a donation to GREaT 
Foundation for problem gambling 
research, education and treatment.

£54,297
Charitable donations made under the 
employee matching scheme to support 
employee fundraising efforts.
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Suppliers
We aim to ensure that our purchasing practices are conducted in a manner that 
ensures compliance with good labour and environmental standards within the supply 
chain. Our major suppliers have been asked to adhere to or to improve towards 
meeting the following specifi ed standards, within both their own companies and 
those of their suppliers:

supporting and acting in a manner consistent with the principles in the UN Declaration 
of Human Rights;

ensuring adherence to all employment laws within the country of operation;

not employing children within the supply chain who are below the local legal minimum age;

meeting local industry benchmarks and national minimum requirements for 
employees' wages and benefi ts;

operating a comprehensive policy of equal opportunity in employment;

ensuring compliance with all national and local health and safety regulations 
and procedures in the countries of operation;

ensuring compliance with environmental laws and regulations; and

encouraging the development of environmentally friendly working practices. 

Supporting sports-related and other bodies
We seek to support the communities in which we operate through charitable 
donations and other relevant payments.

Levies

We pay the economic subsidy to British horseracing via a statutory levy charged at 
10% of gross win from British horseracing activities and support greyhound racing via 
a voluntary donation to the British Greyhound Racing Fund. These funds are used by 
the respective bodies for a wide variety of purposes, including animal welfare issues.

Through our two greyhound stadia we assist with greyhound welfare issues, including 
funding an establishment that houses up to 25 dogs for up to three months with the 
intention of permanently re-homing them. Since January 2008, 389 greyhounds have 
been successfully re-homed. Every trainer affi liated to a William Hill track is required 
to complete a weekly return, listing dogs available for racing, injured dogs and those 
dogs that have left the trainer’s kennels. Trainers must provide full details of any 
individual to whom care of a dog has been passed. 

Charitable donations

We use our charitable donations to support groups close to our business, 
including those that: 

promote a responsible approach to gambling, undertake research into problem 
gambling and provide information, advice and help to those who are at risk or 
are experiencing diffi culties with their gambling;

support greyhound and racehorse welfare; or

support disadvantaged individuals in horseracing and greyhound racing.

We are also support our employees’ fundraising efforts by matching the funds 
they raise. We made charitable donations of £924,848 in 2009, the largest proportion 
of which was £737,444 paid to the Responsibility in Gambling Trust (now the 
GREaT Foundation).

William Hill does not make donations to political parties.

UK horseracing levy

£18.2m

The British Horseracing Levy Board uses the
levy to fund prize money, integrity services and
racecourses.

2007

2008

2009 18.2m

23.9m

26.6m

£

Matching donations supporting 
employee activies

£54,297
2007

During 2009, the nominated charities of 91 
staff benefited from the matching scheme with
staff endeavours including marathon running and
parachute jumps.

2008

2009 54.3

29.4

25.4

£265m
Gaming and corporation taxes and levies 
paid by William Hill in 2009.

£18.2m
Levy paid to UK horseracing in 2009.

£2.5m
Voluntary levy paid to British Greyhound 
Racing Fund.

45report2009.williamhillplc.co.uk

B
u

sin
ess review

Chief Executive’s strategic overview

Divisional overview

Financial review

Regulation

Managing our risks

Corporate responsibility


	Accounts_03 Mar 10.pdf
	Accounts 1 _25 Feb 10_
	Accounts 2 _25 Feb 10_




