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Colum Colbert, Head of Procurement Services in Paddy Power

Betfair (PPB)
Working 4 years with PPB

« 3 vyears in AP and Payroll
e 1 year in Procurement

Previously:-
» Baxter Healthcare 12 years
* HSBC 4 years
« PWC 3 years

My background is as an accountant
« NotinlIT
* Not in Procurement




Introduction

Core Objective

Share experience of devising a Procurement Systems
Strategy
- from layman’s perspective

» Topics:-

* PPB as an organisation
* PPB’s Procurement Function
» PPB’s Procurement System Strategy

* Honest
« “Warts and all”




Who are Paddy Power Betfair?

« FTSE 100 international sports betting and gaming
operator
o Created from Feb 2016 merger of Paddy Power
and Betfair

» 4 leading brands: Paddy Power, Betfair, Sportsbet
and TVG

pADDYPOWER. R 45Po0E NS

* 5m customers in regulated USA, Europe and
Australian markets

* 100m daily transactions across all sites
« 7000 employees across 3 continents

» Powered by
— Technology
— Trading
— Marketing
— People!
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Our Divisions

Online (52%) Australia (23%)

pADDYPOWER. 4¥betfair . IitrreigactéK & Ire online market Spoi ts_mm_u . Aus online market leader
= Smartphone dominated (76% sports!gngg | = Unique brand and innovations
rev) ' viarar] | rusrceust = Pioneer in Responsible

= 2 distinct brands Gambling

= B2B in France, Canada, NZ

US (6%)
= TVEG +*betfair
== =\ == TVG - US Racing TV + online Tote
; " - I . New Jersey online casino

Retail (19%)

600+ Paddy Power Shops (UK &
Ire)

High quality estate
Multi-channel options
Brand awareness

New Jersey Racing betting
exchange

Future possibilities in US?

Global Scale and Online focussed




Fast Facts on PPB

PP formed by merger of 3 independent Irish bookmakers in 1988
* David Power
* Stewart Kenny
e John Corcoran

Different theories on how the name Paddy Power was determined
» Adistinctly Irish brand?

There is a person called Paddy Power
* Son of David Power, one of original founders
* Head of Communications

PP and Betfair quite different businesses
* PP:- Traditional retail “bookie” model, growing into online

* BF:- Betting exchange

10m bets placed over Cheltenham 2018

R
Paddy Power and Stephen Hawking

19,000 bets per minute during 2018 Grand National

We have a Dept of Mischief ... really!



PP Marketing

OUR REASONS TO BELIEVE.
WHY DOES ‘PLAYFULLY PROVOCATIVE WORK?

We're the best at: We're known for: We invented: We actually have: We spearhead:

CHEEKY SOCIAL PUTTING THE JUSTICE PAYOUTS & .\ iiceHIEF' AS PART PROVOKING

MEDIA PERSONALITY PUNTER FIRST AND O‘-‘;‘::F”’ OF OUR DNA CHANGE

‘Our brand at its best. Not just treating customers It's not all take, take, take. A team of beautiful lunatics Delivering a kick in the
Saying what others dont : like cash machines. : Wedotherightthingby : aimingtobringsmiles : pants to the status quo,
and won't. Doing them a good turn  : punters robbed by a result. : to faces. :  helping to change things
: when we can. for the better




Stunts

Shave the Rainforest

i’ ADDYPOWER



It can go wrong!

A WOMAN’S PLACE
IS IN THE HOUSE!

WE'RE PAYING OUT EARLY
OM A HILLARY VICTORY

PhDD‘I’PﬂWEH

yRSRE WEL D

“Our political gurus always have their fingers on
the pulse here at Power Tower. What could go
wrong with a S1m early payout on Hilary?”

Paddy Power Betfair Brand Review 2016
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PPB’s Trump Card

Money

Meet the man who sets the odds on Trump

When President Trump pledged to create jobs, he probably didn't
mean this one.

-

* Meet Joe Lee, PPB’s “Head of Trump Betting

« “British and Irish betting companies said the
2016 US presidential election was the biggest
non-sports event in industry history “

http://money.cnn.com/2017/09/21/news/trump-betting-
gambling-bets-paddy-power-uk/index.html

Recently quoted Trump odds*

* Will NOT be impeached in his 15t term 4/ 11

« Will complete his 15t term 1/2

« Will win a Nobel Peace Prize before the end of his 15t term
15/8

* Trump to win the DPRK Amateur Golf Open
25/1

-
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PPB Procurement Function

* Procurement Team of 13
« Restructured with merger in

2016
 Dublin 9, London 4

« PPB has GBP 400m spend in Europe
* Marketing
« IT
» Data Feeds
* Property
« Corporate Services

* On a journey towards Procurement

best practice and excellence 0.5 !
» Spend Analysis /" .,
. Category Management (CM) Go from Procurement P4Q to 2.0
* SRM
* Spend Governance _
. “Going Global” Jack McMahon, Director of Procurement

e rnnd Svicromcllll]



Systems +*betfair
Best practice can’t be delivered without investment in systems

Procurement 1.0 Procurement 2.0
Landscape Landscape
Contract
Management Contract .
— = 4 Management Ay
’ Supplier | -
: Coll i
Operational . .
Supplier Procurement involcing -— | - ‘
Collaboration v |

|-
—

Key Characteristics of the typical Key Characteristics of an evolving procurement
procurement 2.0 landscape:

1.0 landscape: = Suite-oriented solutions focused on end to end.

= Standalone, single purpose point solutions. = Tight integration but with integration being a lot

= Low to moderate degrees of integration. easier.

= On-Premise Centric. = Lower Total Cost of Ownership and faster to

= High Total Cost of Ownership. implement

m Less focused on end user experience. » Greater accessibility and scalability.

» Greater use of on-demand resources.
= Internal and external collaboration tools.
m Improved End User Experience



Systems Strategy -, :
Factors to be considered +%betfair

Factors Influencing Systems Strategy

Systems strategy
must decide:-

2018
e  What modules to

Wi o Objectives
implement:
When should e N\ /
modules be B I C P
. _ Expert Audit
implemented, in Advice '
what order? T SySte ms fctions
 Which
technology? wereyot | Strategy
. < y >/v K / Disturbance
Process / to Business
S N\

Many factors being
considered as we
fact-find and
research

Leveraging
other
modules

Project

Duration
13
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2018 Developments
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Spend Analytics 18
Phases

2017

» purchased Efficio as our Spend Analytics tool _
+ Off-the-shelf AT efficio
- Standalone AT

« developed our 15t 3 level category Taxonomy
* Based on Finance’s Chart of Accounts

Result:- for the 15t time we had dynamic, categorised spend analysis for PPB Europe
« Fed into Savings plans

q
Y - -
= -

2018

« Improved taxonomy, moving from Finance spend classification to Procurement
classification

Result:- for the 15t time we had spend analytics for PPB Europe, using Procurement

spend classification

Paddy Power Betfair SportsBet TVG

» Globalised:- added Sportsbet and TVG entities

Result:- for the 15t time we had GLOBAL spend analytics,
« Foundation for global category plans
* Procurement becoming a global function
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Spend Analytics
Success!

Investing in the Efficio tool and developing Spend Analytics has been a success for
PPB
* Helped achieve team objectives -
« Developing Category Management _' . o eff IC I O
« Savings plans WANAY
» Globalising Procurement function
» Developing our team brand internally
* Very good value for money
« Did NOT require mobilising huge investment effort and buy-in from senior
stakeholders
« Easy to implement from IT perspective
* Off the shelf & standalone
« Easily configurable
« Did NOT require heavy customisation or integrations with other systems
« Excellent customer experience
* Responsiveness
» Configuring tool
* More than just technical service
» Developing our taxonomy AND categorising our spend and devel

w S



Spend Analytics A efficlo
Observations on approach G

*  Worth stepping-back from experience of Spend Analytics
« Observe steps followed and approach taken that led to success

« Epitomises our overall approach to systems strategy

What did we do? What did we NOT do?

« “Crawl-Walk-Run”

* Phased, modular, controlled
approach

« Started small

« Bought selectively, for highest ROI

« Parallel evolution of the technology
and process

« Minimised disruption of Technology
for our stakeholders

« Used technology to improved service
to stakeholders and Procurement’s
brand

« “Big bang” on Day 1

» Bite off more than we could chew

« Start large

* Buy Big

» Apply elaborate technology to
immature process

» Disrupt stakeholders

* Make lives of stakeholders worse

« Damage the brand of Procurement




Ordering

~
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Deal Sheet-Contract-Spend

DEAL SHEET - CONTRACT - SPEND PROJECT

Automate & Integrate
A

|
DEAL APPROVAL )
SHEET WORKFLOW CONTRACT AP SPEND

* New DSP implemented in Jan-17. Spend approved by Tax, Legal, IT, Procurement BEFORE it
becomes a PR
* Feedback from business, audit, stakeholders and ourselves is that DSP is:-
* worthwhile and necessary
* very manual and difficult to administer@
* NOT very transparent @
* We want this improved and streamlined

Project Aims?

Automate DS approval flow

Integrate end-to-end process, from DS to upload of signed contract
Automate control of actual spend against contract

pADDYPOWER. R ZCH0T S
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Key Question

DEAL SHEET - CONTRACT - SPEND PROIJECT

Automate & Integrate

|
| DEAL APPROVAL ‘
SHEET WOREKFLOW

CONTRACT AP SPEND

How far do we want this control to go?

23
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Category Management 22
Phases

2018

« Training in CM
« Delivered by State of Flux
* Importance of well-researched, impressive looking Category Plans
* Need:-

* Market Intelligence .
« Category Plans tool STATE OF FLUX

* Market Intelligence
* Purchased reports for certain categories from Beroe B E R E
* Only for top categories

e Standard and tailored
* Very good value!

o
» Category Planning A

* Purchase licenses from Market Dojo mar ke | d O | O



Category Management “
Success!

* Investing in CM training, Beroe and MarketDojo have been a success for PPB

* Helped achieve team objectives
« Developing Category Management STATE OF FLU)
« Savings plans

» Globalising Procurement function
« Developing our team brand internally
* Very good value for money
« Did NOT require mobilising huge investment effort and buy-in from senior
stakeholders
« Easy to implement from IT perspective B E RO E
* Off the shelf & standalone
« Did NOT require heavy customisation or integrations with other systems
« Excellent customer experience
* Responsiveness

——
« Great alignment of 3 different investments “1
» Training .
« Market Intelligence mar ke f d 0|0

e (CM Tool



2018 Developments
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Lessons from PPB Experience

Worth stepping-back from experience of Spend Analytics
« Observe steps followed and approach taken that led to success

28

PPB Approach

|
® &
{3 b2/ .
o “Crawl-Walk-Run
* Phased, modular, controlled approach
« Started small

* Buy selectively:-
» for highest ROI
« Where process mature
« do a Systems Diagnostic
« Parallel evolution of the technology and process
« Consult Stakeholders:-
« Minimise disruption of Technology for our
stakeholders
« Use technology to improved service to
stakeholders and Procurement’s brand




