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Alan Jackson: Good morning, ladies and gentlemen and welcome to Playtech's full year results for the 
2015 financial year.  
 
2015 was an incredibly busy year for Playtech and I am delighted to say that the business continues 
to enjoy great momentum. 
 
Our Gaming division, founded on our pioneering omni-channel offering and proven content, continues 
to lead the industry and drive our growth. We have seen strong growth across regions and product 
verticals, with regulated revenues now accounting for 41% of Gaming revenues. 2015 also saw 
Playtech lay the foundations for the coming years, signing 10 new licensees, with a very strong 
pipeline of new licensees and significant wins expected in 2016. 
 
In 2015 we created our Financials division with the acquisition of TradeFX, which was renamed 
Markets Limited. Although it was disappointing not to be able to complete the subsequently 
announced acquisitions of Plus500 and Ava Trade, Markets Limited remains an important acquisition 
for Playtech, taking us into a high-growth industry with regulated revenues, leveraging our technology 
infrastructure and existing expertise in CRM and marketing.    
 
Playtech is proud of its track record of exceptional growth. Looking forward we see many 
opportunities to extend this record, both organically and through M&A, and have great confidence in 
continued success in 2016 and beyond. 
 
I would now like to hand you over to Ron, who will take you through the financials performance. 
 
Thank you Alan, and good morning everyone. 

Playtech had a busy year in 2015, characterised with a combination of organic growth, new business 

wins, bolt-on acquisitions and entrance into a new complementary vertical in the financial trading 

space.  

We have also seen further penetration of our mobile offering in key markets, phenomenal results with 

our omni-channel Playtech one offering with a significant partner, and providing our customers with 

enhanced capabilities, through business intelligence, and real time analytics. This has resulted in 

strong growth for the year, with revenue, adjusted EBITDA and adjusted net profit, up 38%, 22% and 

8% respectively.  

Looking at the underlying results, excluding acquisitions, and after adding back the effect of the UK 

POC tax, the underlying revenue growth was 26%, adjusted EBITDA increased by 23% and net profit 

was up 16%.  

When further stripping out the white-label revenues, and the currency exchange rate fluctuations, our 

revenue growth was still double-digit at 11%, or 16% when including back white-label, reflecting the 

strong performance of the underlying business. 

Playtech once again delivered a strong performance across all verticals, with the expected exception 

of Poker, reflecting the continued market trends, becoming now the smallest line item in our top line. 



Casino, our largest vertical, was once again the biggest contributor to growth, with 26% reported 

growth, 14% growth excluding acquisition at constant currency, and 16% after adding back UK POC 

tax, deriving from strong growth in Asia, and from top UK customers including Sky, GalaCoral and 

Ladbrokes.  

A significant part of casino growth was derived from our core casino web offering, but further 

strengthened with growth in Bingo side games and Playtech open platform. Mobile casino revenues 

more than doubled in the year with mobile penetration increasing to 16% from 11% in 2014. 

Services revenues increased by 17%, with growth derived from operational services and supporting 
Playtech’s white-label operations. Excluding acquisitions and after adding back the effect of POC on a 
constant currency basis, services revenues increased 11%. Excluding white label, services division 
revenues decreased by 2%. Going forward white label services revenues will be significantly boosted 
from Q4 2016 with the addition of Sun Bingo and Fabulous bingo, announced recently. 
 
Sport enjoyed strong growth with revenues increasing by 22% with the majority of growth coming from 

the Mobenga platform provided to top tier UK licensees, as well as continued growth in our core 

sports offering. 2016 is expected to see revenues from Sports decline due to the loss of three 

Mobenga contracts with UK licensees who are replacing with their own front end at the second half of 

the year. 

Land-based revenues increased by 79% and 40% excluding acquisition and at constant currency, 

driven by strong growth from Videobet including the rollout of additional 2300 machines with 

MeccaBingo, 500 machines with Ray and other rollouts, further complimented with the first full year 

inclusion of Aristocrat Lotteries. We see significant opportunities for our land-based division with a 

strong pipeline and further potential transactions being evaluated.   

Bingo revenues increased by 17% with significant mobile and tablet penetration. A major promotion in 

December was a significant contributor to it being the biggest month of the year for Bingo. Bingo side 

games, which are recorded under the Casino line item, increased in line with the growth in core Bingo 

activity, also driven by the mobile offering, including ‘mobile first’ features and functionality such as 

lottery style interactive scratchcards. Bingo revenues are also expected to enjoy the recently 

announced business win for Sun Bingo and Fabulous Bingo.  

As we mentioned in last year’s results, we are looking to focus more on the regulated versus 

unregulated split rather than split by geography. However, in the interest of transparency, on a group 

basis, including both the Gaming division and Financial division, Asia accounted for 35% of revenues 

with Europe accounting for 54% and the Rest of the World at 11%. On a standalone basis for the 

Gaming division alone, Asia accounted for 38% of revenues with Europe accounting for 53% and 

Rest of the World at 9%. 

Since we acquired Markets Limited in May last year, the regulatory backdrop under which it operates 
has become increasingly developed, with tighter restrictions and controls imposed on brokers.  
 
There are many examples of this which can be found both across Europe and in certain specific 
jurisdictions, such as changes to when “trading incentives” can be granted, limiting leverage, 
enhancing onboarding requirements, stricter interpretation of procedures and greater regulatory 
scrutiny in general. 
 
Against this backdrop, as you would expect, Playtech is looking to lead the industry with the very 
highest standards of compliance and in dealings with its customers. In doing so, we are looking to 
take a risk-averse approach and have taken the decision to improve our business model to further 
enhance compliance, control and oversight, which will be beneficial also in view of the coming MiFiD 
2 legislation. 
 
We have made significant quality improvements to the business model, which include:  

 introducing stricter on-boarding procedures, controls and processes; 
 further developing our media buying technology, with strong focus on marketing our own 

trading platform as the main channel for growth; 
 focussing on the core brand of markets.com;  



 the cessation of trading relationships with large business introducers in respect of the core 
brand; and 

 establishment of B2B relationships leveraging on servicing our technology and CRM 
capabilities, with a strong pipeline for 2016. 
 

In certain jurisdictions, where practicable, Markets introduced its previously contracted business 
introducers to other regulated businesses where it provides a range of different turnkey B2B services. 
 

Looking now at the performance of Markets Limited in 2015, we can see that the business enjoyed 

strong growth in both active customers and in onboarding new customers, in line with our original 

expectations for 2015.  

We also see good growth in revenues, which were negatively impacted by the changes made at the 

end of the third quarter, specifically the cessation of trading relationships with business introducers, 

as well as by lower volatility in the market, significantly impacting results as we have seen across the 

market in both Q2, and Q4 in particular.  

As would be expected, although direct business showed good growth in H2, despite it being 

weakened by stricter onboarding procedures impacting conversion rates, total KPI growth was 

affected by the cessation of trading relationships with introducing brokers. 

In making these quality improvements, we will ensure that Markets is better placed to capture new 
profitable business whilst at the same time ensuring that the very highest standards of compliance are 
at the forefront of its strategy.  
 
We have laid the foundations for future growth by focusing on automated funnels for customer 
acquisition, investing in our front-end technology, enhanced automation of on-boarding processes and 
focus on CRM activities, whilst at the same time taking greater control of our brand. In addition, our 
strong B2B pipeline will extend our reach into new geographies where we currently don’t have a 
footprint. 
 
When looking at 2016 performance, whilst the business is expected to see strong growth in KPIs, 
positioning the business for sustained growth, total revenue growth in 2016 will be impacted due to 
lower revenues from business introducers while we expand our B2B offering with further customers in 
new locally regulated jurisdictions. In addition, as we further focus on automated systems and 
procedures, we enjoy operational efficiencies and the resulting cost benefit through lower employee 
overheads. 
 
2016 adjusted EBITDA margin will also be impacted due to the strong focus on investing for future 
growth in KPIs through increased direct marketing initiatives alongside further investment in media 
buying technology, compliance systems and marketing. 
 

As we did when analysing the interim results in August, this slide looks at the change in margin 

between 2014 and 2015, analysing it on a comparable basis. 

The adjusted EBITDA margin of 40.0% in 2015 was impacted by the lower margin of acquisitions and 

of the white label activity together with the impact of the UK POC tax.  

Excluding acquisitions and the impact of the UK POC tax, the underlying adjusted EBITDA margin in 

2015 was 44.9%. When further stripping out the effect of lower margin white-label business the 

adjusted EBITDA margin was 47.8% and adjusting for constant currency the margin was 46.3%, only 

slightly lower from the comparable in 2014. 

The modest decrease in margin is a result of the continued bolstering of our operations to support 

further investment into our offering, specifically in mobile games, live, sports and our unique omni-

channel offering. In addition, as the industry continues to regulate in more jurisdictions, we see further 

costs in areas of compliance, and certification of our products and games in such jurisdictions.   



In this slide and the next we will look at costs both including and excluding acquisitions. These 

acquisitions, and specifically Markets Limited, together with our white label offering, had a significant 

impact in the distribution of costs across the different cost line items. 

Looking first at total adjusted operating costs for the year, which includes acquisitions we made in the 

year, adjusted operating expenses increased 51% from €249.8m to €378.2m with 21% of the increase 

deriving from acquisitions. These results were also affected by the weakening of the euro during the 

year, with an increase of 21% on an underlying basis at constant currency basis.  

Revenue-driven costs comprise mainly direct revenue driven marketing costs related both to the 

Gaming Services division and the Financials division, fees paid to sales agents and license fees paid 

to third parties, including games developers, IP owners and branded content, which are typically 

calculated as a share of the licensee revenues generated. Revenue-driven costs as a proportion of 

total revenue increased slightly from 8% to 10%, or from 10% to 11% after excluding acquisitions, 

mostly as a result of additional costs related to the white label operations. 

While employee related costs continue to be our main cost line item, the entrance into the B2C arena 

with Markets Limited, together with our newly established white label offering, reduces the percentage 

of this cost item from overall operating costs, with more expenditure in marketing and revenue driven 

costs. As indicated earlier, the increase in employee related costs of 38% was mainly as a result of 

further growth in expanding our mobile offering, live, sports, omni channel offering, and other 

complementary verticals such as casual gaming which we will continue to closely monitor as we 

further progress. 

As the business continues to grow, we see less impact from admin and overhead costs which 

increase at a slower rate from the overall cost basis. We believe this trend will continue as the 

business further grows over time. 

Looking now at total adjusted operating costs for the year after excluding acquisitions, adjusted 

operating expenses increased by 30%, and 13% on a constant currency basis after excluding the 

effect of POC, and white label, broadly in line with the growth in revenue on the same basis. 

Turning now to below the line items, these were impacted by financing, specifically the new debt 

facilities and equity placing. 

Adjusted net profit was up 8% compared to 22% growth in adjusted EBITDA, impacted by lower 

exchange rate gains on cash balances, financing costs of debt facilities, including the full year effect 

of the convertible bond and new credit facilities, together with an increased share of loss from equity 

accounted investments. 

Adjusted EPS was up 3%, impacted by the increased number of shares from the equity placing in Q2 

2015.  

Given the equity placing, the board has recommended that the final dividend for 2015 will exceed the 

40% payout policy aligning the growth in dividend to that of adjusted net profit, up 8% to reach 28.5 

euro cents per share. 

Playtech enjoyed operating cash inflows of €202m in the year and a further €313m through the net 

proceeds of equity placing and an additional €200m of new fully drawn debt facilities. We had 

originally drawn down €40m on a further facility but this was paid back in full in Q4. In addition, we 

have paid a total of 82m euros as dividend during the year, for both the final dividend of 2014 and 

interim dividend for the first half of 2015. 

Net cash outflows from investing activities in the year totalled €482m including €179m relating to 

acquisitions including Markets and YoYo Games and €210m relating to investments in shares in 

Ladbrokes and Plus500. 

Playtech has a robust balance sheet with gross cash and cash equivalents of €858 at the year end, 

which includes €200m from the fully drawn down debt facility. The €858m is reduced to €751m when 

deducting progressive operators' jackpots, security deposits, player’s liability and client equity. 



In addition to this, Playtech has €237m of available for sale investments, being approximately 10% 

holdings in each of Ladbrokes and Plus500. 

With that, I'll now hand over to Mor for his operational and strategic review. 

Thank you Ron and good morning everyone. 

2015 has been very busy for Playtech with high levels of corporate activity and strong growth across 

regions and product verticals with particularly strong growth in the UK. 

Our focus on regulated and soon-to-be-regulated continues to drive growth with 41% of gaming 

revenues now coming from regulated markets, predominantly the UK, Italy and Finland, with total 

regulated revenues approaching 50% when including revenues from Markets Limited. We expect this 

trend will continue in the coming years with various contracts in regulated markets already secured 

and certain advanced discussions with others.  

They say a company often reflects the personality of its CEO and his close management team. For 

those of you who know me well, you’ll know I struggle to sit still, often quite literally. And the same can 

be said for Playtech. 

Playtech is the success story that it continues to be because we continually strive to improve, refusing 

to sit still, always looking to improve our offering and extend our lead. 

2015 was no exception with many new product launches including true omni-channel games, with 

new features unlocked when played on multiple devices, many new games, including a slot game 

based on the iconic Top Gun film, a first sports betting App for wearable devices, coinciding with the 

launch of the Apple Watch, live Prestige Roulette, a modern-day variant of the classic casino table 

game and a series of never-before-seen features within an expanded Virtual Sports portfolio, 

including a fully simulated football game, allowing for realistic betting and gameplay. 

After the year end, Playtech signed a landmark multi-year licensing deal with DC Comics to develop 

four iconic DC Comics branded film and television properties into leading omni-channel casino 

games. These action-packed real-money casino games are set to begin rolling out this year. The four 

titles include the DC Comics 1960’s Batman Classic TV Series, as well as Warner Bros. feature films, 

Man of Steel, Green Lantern, and Superman I and II.  

Finally, at the end of the year, we recorded the highest ever total games played on Playtech platforms 

in one day – 594m – a quite amazing number for a single day. 

In 2015 we continued to lay foundations for the coming years. 

We further developed our omni-channel offering, arming a number of our existing customers with the 

very best tools and proven content, including improvements to our BIT software, exclusive omni-

channel content and ground-breaking innovations only available with a full omni-channel offering.  

One such example of this was demonstrated at ICE, the gaming conference, earlier this month. At 

ICE, Playtech showcased many new omni-channel innovations, including the ability to cash-out bets 

placed in a retail shop on any device having left the shop. 

Not only do all our innovations benefit all customers who choose to enjoy these, omni-channel is key 

to signing customers in newly regulating markets, with Sports a key element. As markets regulate, 

Sports often is the first gambling format that is being introduced  as we shall see on the coming slides.  

A new customer can sign with Playtech for Sport, potentially including a Retail element immediately 

benefitting from our omni-channel solution supporting both retail and online, knowing that once 

Casino regulates they can take advantage of our leading position and proven track record, and start 

to enjoy the benefits of a true omni-channel offering. They can also enjoy unique operational 

capabilities that are available only with Playtech providing two of the three elements necessary to 

ensure  a successful online gaming operations being – firstly brand, secondly operational capabilities 

including online marketing and online CRM, and thirdly all driven by best of breed technology. By 

partnering with Playtech, the operator will secure their position in the market overnight.    



2015 was a strong year for new customer wins, evidencing the strength of our offering. We signed a 

total of 10 new customers, with some of our new customers highlighted on the right of the page. In 

addition to new customer wins, we have seen existing customers expanding into new territories, 

expanding portfolios with us such as portal and mini-games and strengthening relationships such as 

with a single Playtech wallet.  

Despite such a strong performance in 2015, our pipeline is strong and we expect more significant 

wins in 2016 including existing online gaming operators as well as new customers in newly regulated 

jurisdictions some of which through a structured agreement that includes software and services. 

It is well known that Playtech’s strategy is focussed on regulated and soon-to-be regulated markets so 

I would like to spend a few minutes looking at the state of regulation across Europe and what we can 

expect over the coming years. 

Looking first at Sport, as this map shows, Sports is regulated across much of Western Europe already 

– evidencing what Playtech has always said about Sports being a key element when winning new 

customers in regulated and soon-to-be regulated markets.  

As we can see, there are many countries in the process of legislating Sport over the coming years 

including Portugal, the Netherlands, Switzerland and Sweden . 

Sports remains an untapped market for Playtech and a key element of our omni-channel offering. The 

current status of regulation across Europe and elsewhere and the coming regulations in others 

obviously provides a huge opportunity for Playtech and we are already in discussions with operators 

in every one of these jurisdictions.  

Turning now to Casino, it is clear that legislation across Europe is far less developed with significant 

opportunity across Central Europe and into Scandinavia.  

As with Sport, there are many countries looking to legislate for Casino over the coming years, with 

significant overlap with those looking at legislating for Sport, including Portugal, the Netherlands, 

Switzerland, Sweden and the Czech Republic. 

Playtech is the natural choice in regulating markets – we have the fullest product offering with a track 

record of success. 

Our omni-channel offering provides customers with a roadmap for growth which mirrors the regulatory 

backdrop – Playtech will be there for the whole journey.  

With Sports usually the one of the first, if not the first, to regulate, operators can take our Sports and 

retail offering, knowing that when Casino is regulated, Playtech’s proven and world-leading offering 

will be available instantly to allow them to capitalise on the opportunity and offer a true omni-channel 

experience. Throughout the whole journey, Playtech’s services capability ensures that we can offer a 

full turnkey solution which is another critical component of our offering. 

When an operator chooses Playtech, our unrivaled track record of success makes us a risk-free and 

obvious choice -  we are proven in both regulated and newly regulated markets, we have proven 

content and we have proven delivery. 

Our win rate in newly regulated markets is testament to the attractiveness of offering. 

First and foremost, Playtech is a technology company and we continuously innovate to extend our 

lead. 

Keeping pace with a fast moving backdrop is key to success. Technology is Playtech’s DNA and it is 

our core business. We spend around 17% of revenue each year, or around €100m, on R&D to extend 

our lead, with thousands of employees dedicated to R&D. This development cost is shared across the 

licensee base that provide a broad perspective of the development of our industry, and the revenue 

share model offered by Playtech is cost effective when compared to self-development, and allows 

licensees to remain at the cutting edge of the market.  



Operators also benefit from product development through two-way feedback with Playtech. It would 

be very difficult, if not impossible, for any operator on its own to have such a broad perspective and 

match this level of investment and innovation.  

At the heart of Playtech’s technology is the IMS – it is our “secret weapon”. The IMS is the enabler to 

connecting retail and online and is also the enabler to business intelligence and personalisation 

across all channels and platforms. Within the IMS is a highly sophisticated player management, CRM 

and bonus system which drives Casino performance. 

Given the strength of Playtech’s IMS and the omni-channel offering, it is easy to overlook the quality 

of our content which is proven across countries. 

Playtech’s library contains over 500 games, with 120 of these developed as “mobile-first”. We 

produce over 50 new games every year with 70 planned for 2016. 

Playtech also has the world’s largest accessible progressive on-line jackpots which allow all of our 

licensees access to our scale and liquidity. In January this year, one of Playtech’s licensees set the 

record for the UK’s largest mobile slot jackpot win after a player on Galabingo.com spent just £4 to 

spin her way to a massive £4.5 million – the equivalent of 170 years pay based on the average UK 

salary. 

We have top performing content being delivered in retail and online – web and mobile – with 

Playtech’s scale and purchasing power giving access to branded content, as evidenced by our recent 

deal with DC Comics. 

Finally, our latest content is truly omni-channel with features unlocked as players play through 

different channels and new omni-cashout tool.  

We often hear people say that games are just commodities – that players will play whatever game 

they happen to land on, and not look around for their favorite game. The data on this slide dispels this 

myth. 

On the left hand side, we have listed our top 15 performing games across our 7 largest UK licensees. 

For each licensee, we have then listed how that particular game ranks for that particular licensee. 

For example, looking at the column headed “UK Licensee 1” you can see that the number one game 

across all of the licensee is the 6th best performing for UK Licensee 1. The second best performing 

game is the 19th for that licensee. And so on. 

What can be seen when looking at the bottom row is that the top 15 performing games across all 

licensees tend to feature in the top 15 for every single licensee. This evidences the fact that, across 

multiple licensees, the same games are the most popular. The games themselves have an inherent 

value, and are not mere commodities. 

Playtech is also committed to increasing the awareness of the best performing games to ensure that 

players will continue to search for the most appealing and best performing games. We have also 

developed certain methodologies to ensure that the best performing games will have different 

variations and include certain jackpot versions supporting the overall experience. 

Looking now at capital allocation, Playtech continues to focus on M&A to augment organic growth and 

is currently in discussions for a number of potential acquisitions in the Gaming division. 

However, Playtech is also highly mindful of the need to maintain an efficient balance sheet and will 

consider returning cash to shareholders in the absence of suitable acquisitions, as we have done 

previously with the proceeds from William Hill Online.   

Turning to our final slide, our current trading is very strong, predominantly due to new customers 

launched in the second half of 2015 and the continued growth of our existing customers in other 

jurisdictions with a strong focus on regulated markets as well as improved commercial terms and new 

customers in Asia. 



We have a strong pipeline in the Gaming division with an improved business model in the Financials 

division. This will be translated into recurring revenues and profits in the coming quarters as new 

contracts already secured will turn into paying customer as we launch, the progress with certain 

structured agreements and additional new licensees that we strongly believe will turn into signed 

contracts and launch later in the year.  

As always, we are highly focussed on M&A although will consider returning cash to shareholders in 

absence of suitable acquisitions. 

Taken together, we have confidence in strong growth in 2016 and beyond. 

So that ends our formal presentation for the morning and we would now be pleased to take your 

questions.  

As we are being broadcast this morning, could I please ask that you wait for one of the microphones 

that we have here? Thank you. 

*** Q&A *** 

Vaughan Lewis (Morgan Stanley): Hi, three please.  First one on the licensees.  You talk about 

higher fees in the current trading benefiting the gaming revenues.  Is that a one-off step-change in 

fees for some licensees, or is that a general trend towards higher fees that you are seeing?  Then 

related to that, are you seeing any change in contract length?   

Secondly, on the licensees: you have signed ten but you have still got 120.  So have you lost ten, or 

have you lost any licensees over the year? 

Finally, on the white-label business it looks like that lost €10–15 million based on your margin 

numbers.  Presumably this year is another year of investment with Sun Bingo, so when could that get 

to a break-even or a reasonable profit?  Thanks. 

Mor Weizer: Okay, so we will start with the contract length.  I think we indicated that in previous 

presentations we definitely see a very positive trend, as part of which people feel very comfortable 

with Playtech.  We enjoy the benefit of having an existing relationship with some of our customers for 

more than ten years now.  We definitely see a step-change, and we see people signing for longer 

contracts.  The minimum contract today will be for three years.  Most contracts will be five.  Some are 

for ten years, and we signed an extension of our contract with RAY for 20 years as we indicated to the 

market.  So we definitely see that contract lengths are extending, and this is in line with our 

investment into the infrastructure that we put into the infrastructure of our customers and the support 

we give them, and the commitment of Playtech. 

As for the changing royalties, Playtech is always opportunistic.  We cannot always make changes.  

Usually these changes happen on the back of renewals.  It is done on a case-by-case basis, and we 

definitely in some cases manage to improve our royalties across the board, Europe, elsewhere, and 

this is one of those changes that we saw towards the end of last year that we enjoyed the benefits of 

in the beginning of this year.  We believe that this will continue going forward in the coming years. 

Ron Hoffman: Specifically, on the question on the number of licensees that we signed versus the 

total number of licensees: off the back of my mind I do not remember of any customer, actually, that 

has left Playtech or that we have let go.  I will look at the data later on.  Honestly, I did not really look 

whether that is 120 or 130 at this stage, but out of the back of my memory, back a year or two years 

before, maybe, one or two dot-com licensees which were very, very small, were let go at some point.  

Nothing too dramatic, nothing interesting from a commercial perspective.  Other than that, I cannot 

even think of one licensee that was let go this year.  Maybe I am mistaken.  I just do not think of 

anyone. 

Mor Weizer: No, no.  We usually state it as more than 120, so it captures 130 as well.  We have not 

lost a licensee. 

Ron Hoffman: I assumed the number will be higher, by the way. 



Andrew Smith: I think I just forgot to update the point. 

Mor Weizer: Yes.  So in reality, we have not lost a licensee.  Good question.  The answer, we have 

not lost a licensee.  We increased it by ten.  Remember, it is all about quality rather than quantity.  We 

are happy with the level of ten customers.  We talk about very comprehensive contracts, in some 

cases including services, in some cases omni-channel is involved.  We talk about sports, retail and 

online, so very comprehensive contracts that will secure our future growth.  I will refer, and I want to 

be very clear and specific.  Yes, we lost three Mobenga contracts, a very small element of our 

business.  We are very, very happy with the acquisition of Mobenga.  We believe that it allowed us to 

establish ourselves in the sports arena when mobile sports betting was in its infancy.  We have done 

that through the acquisition of Mobenga.  We have done that with the largest and best in the UK and 

elsewhere.  It remains a very critical element of our offering. 

No doubt mobile sports betting and mobile in particular, given the nature of sports betting and sports 

betting products altogether, the mobile application or the mobile front-end is the easiest and smallest 

part in the equation or the offering.  Albeit it is where operators can differentiate, and this is why for 

some it was important to insource that.  We took it into consideration.  We are now in the process of 

creating a framework that will give more flexibility within Mobenga and other mobile applications to 

give the required necessary flexibility for operators to take the products for us, and have the ability to 

differentiate themselves.  Obviously the impact on the numbers is de minimis. 

Ron Hoffman: Just on the last question, that was on the white label margin?  Was that the third one? 

Vaughan Lewis: Just on your margin numbers it looks like you have lost €10–15 million, and I guess 

this year is another loss-making year with Sun. 

Ron Hoffman: For white label?  No, there is no loss.  For 2015 it was break-even.  If you remember, 

back when we announced the interims it was loss-making at a level of around €3 million, slightly 

above that for the first half.  However, it is pretty much breaking even for the full-year which shows the 

positive trend for the second half of the year.  In addition to that, we will continue to grow that 

organically and we see some positive signs on the KPIs, so we are quite positive on that.  Our view 

from a long-term perspective has not changed.  Other than that, it will be significantly boosted by the 

addition of Sun Bingo which is a very significant contract win under the white-label format, which will 

derive significant growth for that and will enable us to enjoy the scale and size, and deliver more 

profitability for that part of the business. 

Alistair Ross (Investec): A couple from me.  Just in terms of the new contracts that you have won – 

you talk about Sun Bingo – can you just give us a flavour of how big those contracts are?  Also, on 

the back of that, how successful is Caliente at the moment? 

Another question related to that is: just the structured agreements that you have signed, are those a 

similar structure to what you have signed in the past, in terms of charging a royalty rate and then also 

having a share of bottom line?  I will come to some other questions later, if that is okay. 

Ron Hoffman: No problem.  Sun Bingo is basically a transaction which is migrated from another 

provider, so this is quite a big transaction altogether.  We cannot provide actual numbers for obvious 

sensitivities, and that is obviously with respect to any historic numbers that they performed under our 

competitor.  However, it is a significant number.  It is a significant bingo operator in the UK market, 

which was to some extent missed by some of the analysts in the market, to be open.  The fact that it 

is joining our network makes our competitors become practically irrelevant, to be extreme, so it is a 

significant contract.  It is the biggest contract that Gamesys basically has, so it is a significant 

migration.  However, I obviously cannot talk about performance numbers.  Again, just to emphasise: a 

migration process comes with a lot of risk, and that risk is dependent on a successful migration 

process which is highly dependent on both Playtech and the former provider as well.  So a lot still up 

in the air, and again this will happen only at the end of 2016, Q4, so a long time until we will start to 

see the numbers. 

Caliente is exceeding our expectations.  Obviously I cannot talk about specific numbers but it is faster 

than what we originally expected, and therefore we invest more resources into that specifically.  It is 



definitely going in the right direction.  We believe it will become more significant in 2016 obviously, but 

2017 it will definitely become potentially a top-ten licensee of Playtech, hopefully.  It depends on new 

business wins as well, but potentially, yes. 

Mor Weizer: Maybe just to reiterate the point.  I am not sure that all people know that the Sun Bingo 

and Fabulous Bingo, being operated by the same group, is one of the five largest bingo sites in the 

country and therefore a very significant win for Playtech.  We believe that over a short period of time, 

after we put some investment into that as part of the migration, this will become a top-ten customer.  

This is in line with what Ron just stated.  Caliente is already such and it is heading in the right 

direction; more than the right direction, exceeding our expectations. 

On the structured agreements, basically the beauty about our model is that it is very, very flexible.  It 

is not a one-size-fits-all.  It is a very modular solution that consists of two elements: software and 

services.  Then again, services can be divided between different components: it can be only online 

marketing, it can be online CRM, it can be a combination of both.  I would say we have various and 

different types of agreements in place.  It can be revenue share for software, obviously.  Each and 

every structured agreement always secures our position as a software provider, so we charge 

revenue share for that.  On top of that we either charge a revenue share or a share of profit, we share 

the profits.  It can be a combination.  Even if we charge one number as a percentage of top line, it 

always factors in the revenues that we would have expected if we would have divided between 

software and services.  We talk about a high level of percentage when we provide such a solution as 

part of a structured agreement. 

Ron Hoffman: I think, just to emphasise that, it can be go beyond that, right?  The structured 

agreement that we had with Ladbrokes was a completely new type of business model,that was 

introduced only with Ladbrokes back then.  What we did was William Hill was based on an equity JV 

arrangement.  In essence, they are all the same.  We see those as different financial models for the 

same concept, which means securing the rev share for the software limits and then getting some sort 

of a performance-based compensation or remuneration for providing the services. 

Alistair Ross: Okay.  Just in terms of – on slide 28, those games that you mention: I do not know 

whether you can give us the split between branded and non-branded casino revenue?  Because 

obviously the contract with DC Comics is hugely successful, and very favourable for you guys if those 

games are branded games. 

Mor Weizer: I cannot remember specifically.  There is a slide started with the names of the customers 

and the games, but then we realised that we need to take those off.  Some of those games are 

definitely branded games, but it is a combination of both.  A lot of our games are games that exist for 

the last five, and in some cases eight or ten years, that are still the most popular games.  This is 

something that is experienced across the industry.  IGT will have their megahits and Novomatic will 

have their megahits, so you will not find it surprising that Playtech has a lot of its games that were 

developed in the early days of Playtech still being the best-performing that are not branded games.  

However, definitely a combination of both.  Some of these games are branded games 

Ron Hoffman: On top of that, the value of the branded games is not just by the revenue that they will 

generate the customer.  They use that as a marketing tool.  They use that as their marketing initiative.  

They bring more customers on the back of these branded games.  That does not mean that 

eventually you will see those customers who are coming in or who are being introduced through those 

games – that will not mean that they will eventually play those branded games more than other 

games.  We actually saw that in other cases.  We saw that in specific cases that, when we introduced 

these branded games, we saw a very significant pool of customers basically being introduced.  Then 

we see diversion to some extent to other games as well, and this is sort of the recipe, I would say, for 

generating more of the player value.  In some cases, you would see revenue generated in other 

games which are not branded, and as Mor indicated, our top games throughout the years, but they 

were introduced through marketing initiatives using these branded assets. 



Alistair Ross: Then just lastly: in terms of poker versus sport, there seems to be a huge focus on 

sport at the moment just given your presentation, and far less focus on poker, just given that it is so 

small in comparison to the rest of the business.  Would you say that is true? 

Mor Weizer: Yes, absolutely.  I think the future for us lies with a combination of sports and casino, 

obviously complemented by bingo.  Poker is another product that sports betting operators will, I 

believe, almost always have, but it is not a product that they invest heavily into.  Having said all that, I 

think that unlike most if not all other companies, Playtech is still committed to poker.  We recruited 

more people in order to further develop and try to stabilise it.  However, it is a very small team, and 

you cannot even compare the level of investment we put into sports being a key element of our omni-

channel approach, as indicated by the agreements that we have with Ladbrokes outside of the UK, 

with Caliente, with MARCA which is another structured agreement in Spain, Gazetta dello Sport in 

Italy.  So definitely a very important element for us going forward.  Omni-channel, 20 countries 

already regulated online sports.  Central, Eastern and European countries already regulated that.  

Brazil is now in the process of regulating, so definitely it is an untapped market.  Growth potential, 

once we establish ourselves in sports, I believe that gaming and casino will fall into place soon after if 

not together with. 

Alistair Ross: Okay.  Sorry, just one more.  In terms of what you said at your interims last year, you 

said that basically EBITDA margins for white label should theoretically normalise at about 25% once 

you have got scale.  Do you still believe that and, if so, when do you think that might happen?  Given 

that it is break-even now. 

Ron Hoffman: Yes, we definitely believe that.  It should be between around 20% and 25%.  I believe 

2017 will be the right year to evaluate that, given the fact that the Sun is only migrating to Playtech at 

the end of 2016, basically Q4.  We will start seeing results.  It is highly dependent on the successful 

migration.  Assuming the migration is successful and the process is successful and the numbers are 

aligned to our expectations, then 2017 will be the right year to evaluate that properly. 

Mor Weizer: Sun Bingo alone will more than compensate for what we invested into white label within 

the first year to 18 months, just to give you an indication.  We believe, at the end of the day, people 

should realise businesses and verticals within a business require investment and time.  It does not 

just appear one day and you suddenly have it.  In reality, I believe it is a very valid business model.  It 

is moving in the right direction.  It was breaking the break-even point sometime in the second half of 

2015.  The momentum is positive and this is all before Sun Bingo has been migrated, which will 

happen later this year, we believe end of the third quarter.  Definitely we believe that over time people 

will realise the significance of the contribution of white label, and the importance of white label to the 

overall strategy of Playtech. 

Ron Hoffman: I think the fact that we have this very significant business win on the Sun, under this 

white-label arrangement umbrella, is already a very strong statement that this was the right decision 

that we actually implemented.  Without going into this direction, this business win would have not 

been achieved, by definition, and it is an important win.  I see only more opportunities in that area 

going forward. 

Alistair Ross: How much have you spend on it so far? 

Ron Hoffman: Not a lot, actually.  I actually do not agree to what Mor said, because the initial period 

of loss that we had was very minimal and it is breaking even right now.  So really it started in 

September 2014, where the loss was nothing basically.  However, the size was nothing as well.  We 

did not really invest heavily into that. 

Mor Weizer: This is why it was so easy for me to state that, right? 

Gavin Kelleher (Goodbody): Just a few from me.  Just on EBITDA margins for the Group, can you 

give some guidance on what you would expect core EBITDA margins to be for the core gaming 

business?  Then maybe some guidance for 2016 where EBITDA margins in the financial business 

would be?  I know it is difficult but 26% last year, would you expect them to be above that this year? 



On the loss from associates, can you just give us a bit of colour on what that €5.9 million is?  Does it 

relate to BGO, and if so how will that evolve over the coming years? 

Ron Hoffman: Sure.  With respect to the EBITDA margin for the core business, again this depends 

on the balance between the white-label offering, acquisitions that we did during the period and future 

acquisitions, and the core gaming business.  With respect to the core activity, we believe it will be in 

line with what we had this year as well.  If you remember the slide that I presented on the underlying 

margin, after excluding the effect of the POC – obviously POC will not be adjusted next year, given 

the fact that it will be on a comparable basis – other than the POC it will be a balance between the 

white label and the core gaming activity.  I believe that the margin for the core gaming activity will 

remain the same, again subject to currency fluctuations I guess, because what is happening right now 

in the markets is quite incredible.  The weakening of the euro last year compared to the weakening of 

the sterling at the beginning of this year.  We never know how it will evolve going forward, but on a 

constant currency basis after excluding pretty much acquisitions and on the core activity, we believe 

that the margin will remain the same as you saw on the slide earlier today. 

Other than that, on the EBITDA performance and the margin performance of the financial business, I 

think it is quite important to indicate that we had an effect of volatility this year.  This year, 2015, was 

not as volatile as 2014.  Specifically, we had very slow and quiet periods during the second quarter, 

and definitely the fourth quarter.  Just for the sake of argument, if the same sort of volatility as in 2014 

would have remained in 2015, the margin would have been 40% and the top line would have enjoyed 

another significant growth.  We would have been beating consensus by a mile long, and that is quite 

important to say.  However, this is a volatile business so obviously we are subject to movements in 

the market. 

Your third question was on loss of associates.  That includes also BGO, but other small equity 

investment in associates, nothing too dramatic.  We have some initiatives where we invest into 

smaller businesses, small content providers and other businesses.  BGO is one of them, where we 

have an equity investment.  Again, for BGO it is really the beginning of the cycle.  It is actually 

performing quite well, and we see a bright future for that business in 2016 and beyond.  Other than 

that, the rest of it is very diverse; nothing too dramatic, quite small. 

Mor Weizer: The royalties come on top of that, right? 

Ron Hoffman: Yes, of course.  This was the first deal that Playtech really invested into this business 

as an equity partner, and shared the investment with the other owners.  It generates high levels of 

revenues that we obviously charge royalties for, and deliveries of royalties are heading in the right 

direction, meaning that even before this business will turn into profitability – and it is going to break 

even quite soon – we definitely generate revenues from royalties in the hundreds of thousands every 

month.  So they are quite a significant one for us. 

Question: Hi, morning, three questions please.  Just on M&A, or what you can say, could you just 

confirm your criteria in terms of whether you are specifically looking again at regulated or soon-to-be-

regulated markets?  You mentioned you are looking at gaming companies.  Does that specifically rule 

out any M&A in financials for example?  In terms of evaluation do you very much look at EBITDA 

valuation multiples as a criterion? 

The other two are related to that in terms of balance sheet.  Even post-acquisitions, what do you see 

as a decent medium-term leverage?  Do you see any sort of net debt in the business?   

The final question is on regulation.  I understand lots of countries are moving to a more regulated 

environment, but given your exposures to Asia, about 38%, could you give any update or any colour 

in terms of markets and what is going on there, particularly China?  Thank you. 

Mor Weizer: Yes, absolutely.  So in terms of acquisitions, as you rightfully so indicated, our policy is 

that we cannot really comment on specific acquisitions.  I should start with that, right?  However, this 

is stating the obvious.  We obviously are in discussions in the context of M&A opportunities, strategic 

M&A opportunities for Playtech.  We indicated this morning that the focus and the discussions are in 

the gaming vertical.  However, it is not only in the gaming vertical.  The message was that we are 



interested in developing both businesses and our strategy remains the same: organic growth in the 

gaming, new licensees and M&A.  Obviously in financials it is organic growth, investment into the 

business, increasing the brand awareness but at the same time M&A.  I would say that currently we 

have conversations in both, however in the gaming division it is more advanced. 

In terms of the criteria, I would say that we use a combination of things.  It has to be accretive, but 

someone said the other day that buying a pencil would have been accretive, so it is not just about 

accretion when compared to the cost of capital.  It is accretion in the terms of EV/EBITDA multiples, 

definitely.  We want it to be accretive, if not in day one, over a very short period of time, within the first 

year.  The business needs to be in line with the strategy of the company, should either strengthen 

existing parts of the business or extend beyond that.  I am talking about within gaming, extend beyond 

our gaming and betting capabilities.  I will also say that it is very important that cash conversion is also 

very important for us.  We do acknowledge the fact that dividends, especially here in the UK, are very 

important, and given the shareholding structure of Playtech being held partly by income funds, it is 

very important that we find the balance between strategic acquisitions that will accelerate the growth, 

but the right cash conversion level that will ensure high returns to our shareholders. 

Ron Hoffman: Yes, and in addition to that we obviously want to make sure that it is not conflicting 

with any of our existing business, it is not creating any risk for growth in our core business and it is 

complementary altogether.  If we can enjoy some synergies, that is an upside. 

On the question on leverage, again I would say that this is highly dependent on the opportunity.  Our 

view is that for the right opportunity, for the right acquisition, we will definitely increase the leverage 

that we have in our balance sheet, and obviously we now sit on significant cash.  We have some debt.  

This was obviously as preparation for the acquisitions of Plus and Ava.  With that being said, for the 

right acquisition we will accept a higher level of leverage.  Obviously this was minimal even for these 

acquisitions, which were quite significant.  For the right acquisition we will accept more. 

I think it is too early to talk about at what level we would put that in.  I think it really depends on the 

opportunity itself.  However, obviously we have enough flexibility from a leverage perspective to grow 

that significantly from where it is today. 

Mor Weizer: As for regulations, if I refer specifically to Asia and China in particular, we believe that 

the status quo remains.  The market is a very fragmented and big market.  I think that it is about time 

we give some light and say that we have more than 15 companies, more than 15 operators operating 

our products in China and elsewhere in Asia.  Asia is not, by the way, just China.  We have exposure 

to other countries.  It is a long list, albeit there is a long tail.  We believe that the status quo will 

remain, and I think that it is important to say we have 15 operators operating under licenses in this 

part of the world and in the Philippines, there are offshore companies operating in this market. 

I think that it is also very, very important to say the markets in Asia are not as sophisticated, especially 

in gaming, as regulated markets are in this part of the country, and are not as developed.  In other 

words, what they are really interested in are the games of Playtech, and therefore Playtech not only is 

one step removed being a software provider, it is also unlike in Europe and regulated markets, where 

Playtech is very much focused on retail and online and omni-channel and platforms and IMS.  The 

market there is not as sophisticated, and therefore what we really provide there is links to games.  

However, I will say the games are very, very popular as evidenced by the numbers. 

Simon Davies (Canaccord Genuity): Morning, three from me please.  Firstly, you talked about 

significant customer wins expected for 2016.  Can you flesh out your comments on the pipeline and 

the value of that year-on-year? 

Secondly, in terms of Markets.com, you talked about phasing out some of the introducing broker 

relationships.  What percentage of last year’s revenues came from those IB relationships? 

Finally, back on the subject of leverage, you got €237 million of for-sale investments.  How should we 

think of those?  Are those long-term commitments, or is that capital that is available for the right kind 

of M&A? 



Mor Weizer: Yes, with regards to customers: you know I feel it is always awkward, and I want people 

to trust and believe me, but it is hard to do that when you repeat yourself every year and say the 

pipeline is as strong as ever and even better.  However, I do believe that the numbers today are a 

true evidence of the fact that Playtech continues to be best-in-class and secure very lucrative 

contracts.   

The Sun is one.  MARCA, which is the largest sports betting-related newspaper in Spain, was a 

migration from a competitor of Playtech.  It was not a start-up operation.  So definitely, as evidenced 

by what we have done so far, I think that it is quite clear that Playtech is very well positioned.  The 

pipeline is the best we ever had; all focused on regulated markets by the way, in terms of M&A, just to 

reiterate the point.  I think that we have not said it and we need to say it clearly: the focus in M&A is 

on regulated markets and quality of earnings. 

So I would say going back to the pipeline, the pipeline is very strong.  We believe that there are 

opportunities.  Given the changing dynamics in the market, given the fact that more markets are 

opening up, we believe that there is significant opportunity for Playtech to establish itself, both as a 

strategic software provider as well as a strategic partner to various businesses.  Some of the 

contracts we already secured in 2015 will only go live later this year.  I am not sure that too many 

companies can say that they secured some parts of their growth this year already.  We strongly 

believe, as I indicated in my presentation, that some of the conversations that we hold with well-

established operators, online operators and local operators in newly regulated markets and existing 

regulated markets will come to fruition later this year.  I think that the investor community will be very 

pleased with those announcements in due course, when we make them. 

Ron Hoffman: On the question on the percentage of revenue derived from business introducers, this 

was approximately at the level of 30% last year.  Again, one thing which is important to indicate is the 

fact that the customers – our own B2C customers – the fact that they were introduced by business 

introducers is only the method by which they were introduced to the business.  So that continues to 

generate revenues and we continue to have a direct relationship.  We basically moved from not 

having this direct relationship to making sure that we have this immediate and direct relationship with 

the customer, in the same way that we do with other marketing channels and the same way that we 

do with Google and Facebook, and other channels where we drive customers to Markets.com. 

Obviously this decrease will be netted off by both an increase in the direct activity and the fact that we 

established ourselves already and positioned ourselves already with B2B brokers, with other brokers, 

where we provide both our technology and our CRM systems.  These are our unique systems which 

are basically the equivalent of the IMS on the gaming side.  We have our CRM system for the 

financial trading side, which is a unique offering; we have a lot of interest from many, many brokers to 

get access to those systems.  We have a pipeline for that in 2016, which includes jurisdictions where 

we do not have any footprint today.  Given the fact that they are locally regulated, given the fact that 

we need to establish ourselves there from scratch, getting access to those markets with local brokers, 

local brands, well-established brands in those markets gives us time to market, gives us immediate 

access and will become a significant opportunity for us. 

It will also go beyond just providing the CRM system: we will provide some services, some marketing 

expertise.  Again, this is the equivalent of a structured agreement on the gaming side.  We do a 

similar arrangement on the financial trading side, together with ourselves also providing the liquidity to 

some of these brokers.  This will again benefit us from a commercial perspective. 

Simon Davies: Talking about the €200 million-plus of for-sale investments: are these long-term 

investments or should we think of them as capital available for M&A? 

Ron Hoffman: This is obviously a debate we are having internally.  We are not an equity fund, we are 

not an institution, so we are not in the business of just holding equity in other businesses.  That being 

said, these were all part of a wider strategic rationale that we had on both Ladbrokes, definitely with 

respect to the coming merger, and aligning ourselves with the business and with the growth of the 

business; definitely under the assumption that the success of a merger is definitely dependent on 

ourselves delivering certain things to that business.  So this is aligning our interests altogether, and 



making sure that the business is going the right direction with omni-channel which will drive 

accelerated growth as well.  With Plus, obviously, on the back of the original transaction. 

That being said, we are looking at it.  To be open, we do not believe right now that this is the right 

time to sell those available for-sale investments.  However, again, potentially at a later stage, 

dependent on the market conditions, dependent on other opportunities that we have in place and 

other M&A positioning, maybe for the right transaction we will consider that, although my view would 

be that it is more dependent on the market conditions and potentially taking more leverage to cover 

that.  However, again this is all theoretical and too early, I would say, to indicate. 

Ivor Jones (Numis Securities): Thanks.  You said that current trading in financials was strong.  

Could you quantify that? 

Ron Hoffman: Given the fact that this business is driven by volatility in the market, and volatility is 

high one month and low the other month, we do not really provide our top-line with respect to this 

business, because I think it sends the wrong message.  I think it just portrays a very positive scenario.  

Obviously we have got a very positive start for 2016.  You will see that with other brokers as well, 

naturally.  Therefore, I think it would be the wrong thing, the wrong message to send, if we actually 

provide a top line that cannot be modelled.  I am being open: I do not think it is the right thing just to 

take those and model that throughout the year.  Again, given the volatility, I think it is better to 

measure this business on an annualised basis, and we need a little bit more time in order to show the 

growth in the business before we can actually talk about that. 

Ivor Jones: You mentioned DC Comics, because it is great content, but is it financially significant?  Is 

that why you highlighted it too?  Are there minimums that are material to the Group? 

Mor Weizer: DC Comics is a new arrangement that we have and the games will be launched later in 

the year.  We just signed it earlier this year.  However, I would say based on our experience with 

other branded content, it is definitely very, very profitable for us. 

Ivor Jones: Are there material minimums?  Is that why you mentioned it? 

Mor Weizer: What do you mean, material minimums? 

Ivor Jones: Something that you have to pay to the – 

Mor Weizer: Yes, absolutely.  The way it works is basically there is a revenue share against the 

revenue share that we charge our customers.  We charge a premium for this branded content, so 

obviously these games are more profitable for us than other non-branded games.  We charge the 

customers based on how much we pay as a revenue share to the title owners.  The minimum 

guarantees, based on our experience, are significant for the studios, but are far lower than the 

potential that they can generate through the revenue share.  So while there are significant minimum 

guarantees, the revenue share that we charge is by far more significant.  This is why it works so well 

between us and the studios. 

Ivor Jones: Can you use that content in every market? 

Mor Weizer: We can, yes.  Obviously there are certain markets in which we cannot use them: 

unregulated markets, or where they will not allow us to operate it in the States, where there is clear 

definition.  Each and every contract is different, and we are very conscious of the terms and where we 

can offer that, and obviously operate it or offer it to our customers.  The contracts that we have with 

our customers replicate the commitments that we have with the studios.  So if they ban a certain 

country – so for example the US or certain other jurisdictions where they do not allow us to offer the 

games – obviously our customers will have to commit that they do not offer the games as well.  

However, this is a very, very short list that is based on the regulatory position in the country.  It is not 

a commercial decision for them, it is a regulatory one.   

Ron Hoffman: I would say that we do not have any contradictions between limitations provided by 

the studios to our own ‘blacklisted’ limitations that we define for ourselves.  In addition to that, 

obviously there are minimum guarantees.  We had that with pretty much all of the branded content 



that we had in the past.  I cannot remember even a single circumstance, a single situation, where the 

minimum guarantee was too high and we did not achieve that level from the natural revenue share 

arrangement that we had with them.  I think in all of the cases – I may be wrong with something very 

small – it was a phenomenal success, and with this one I am even more comfortable.  I think the 

difference between our expectations and how much it will generate based on our projections far 

exceeds the minimum guarantees level. 

Ivor Jones: Okay.  Just last thing: you are normally quite excited, Mor.  Why aren’t you more excited 

that you managed to put royalty rates up in some of your contracts last year? 

Mor Weizer: I tell you why, Ivor.  Believe me or not, when I entered the room, I remembered one 

thing you told me.  When we acquired – I think it was Markets.com or Plus, I can’t remember – you 

said, ‘You are awfully quiet today.’  So I thought maybe I will over-compensate for that today!  I am 

excited about the business, you know.  I am excited about the growth prospects. 

Ivor Jones: Okay, but you were not very excited about the answer to Vaughan’s question, that you 

managed to put royalty rates up on some contracts.  And you may have 120 or 130 contracts.  Did 

you not say that you had put rates up on some contract renewals?  If you put rates up on all your 

contracts, presumably that would transform the profitability? 

Mor Weizer: Yes, but you know we are realistic people.  At the end of the day, you cannot go into a 

market like the UK market, or certain other markets where it is very competitive, and ask to increase 

the rates.  In fact, when we renew contracts with existing customers in this country, we commit to 

more investment from our side, in terms of more deliverables, in order to ensure that they will be able 

to continue to grow.  Not in order to secure the contract, they are happy to renew the contract.  In 

other cases, certain other markets, newly regulated markets where we see an opportunity to increase, 

we definitely do that.   

Ron Hoffman: You know, it really depends on specific circumstances, on what we need to deliver for 

that market, for that customer in that jurisdiction.  You will see some different rates in different 

markets.  I think the UK market, given the fact that it is more condensed and more competitive, the 

prices are pretty much aligned, to be open.  The same goes for other more mature markets; Italy 

would be another example for that.  When you go further down the line on that list, I think you start to 

see some bigger deviations in pricing.  Again, nothing too dramatic – it is not double the size or half 

the size, for example – but you will see some deviations.  In certain cases, where we talk about new 

customers, we have more flexibility. 

Ivor Jones: Thank you. 

Mor Weizer: Thank you very much.  Have a great day. 

 


