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Who we are

Over the course of more than three-
quarters of a century, the Group has
entertained many millions of customers
in Britain and around the world.
The Group’s story is one of iconic
brands and talented people.

Our purpose

To deliver exciting and entertaining
experiences in safe, sustainable and
rewarding environments. We will achieve
this through reflecting the changing
needs and expectations of our customers,
communities and colleagues.

To excite and to entertain.
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2023 highlights

Business highlights

- Like-for-like (LFL) underlying operating
profit for the full year was £20.3m, in line
with the upgraded guidance provided
in April 2023, but down on the prior year
of £42.5m.

- H2 profit performance was stronger than
H1, with LFL underlying operating profit
of £16.1m, compared with just £4.2m in H1.

~ LFL underlying venues NGR grew 6%
on the prior year, with good momentum
continuing into Q1 2023/24.

~ Underlying digital NGR grew 10%
year-on-ycar with LFL underlying
operating profit growing 7% to £18.8m.

~ Despite revenue growth, underlying
venues operating profit of £40.9m was
down 27%. or £14.8m, on the prior year,
reflecting significant cost increases,
notably employment up £15.9m and
energy up £5.4m.

- 70% of the Group’s energy costs for
2023/24 are fixed and we anticipate total
energy costs for 2023/24 to be circa
£20m, down from £28.6m in 2022/23.

- Group increased investment in colleague
pay during the year, raising average
pay by 10%, focused on lower salaried
colleagues. 2023/24 employment costs
are expected to will be circa 7% higher
than 2022/23.

- Refinancing concluded with £100m
of committed revolving credit facilities
to November 2024, reducing to £75m
through to February 2025.

- Qur balance sheet strength enables
continued investment in both the digital
and venues businesses which positions
the Group well for future growth.
including from the UK Government'’s
review of gambling legislation which
will deliver important reforms for
land-based bingo and casino venues.

- Good progress being made in the Group's
ESG strategy with a net zero plan now
in place and further improvements seen
in the protection of our customers, the
engagement of our colleagues and the
role we play within local communities.

Financial and operational highlights

- LFL underlying operating profit of
£20.3m declined 52% from £42.5m
in 2021/22 predominantly due to
underlying cost inflation.

~ Statutory Group operating loss of
£109.8m includes £118.9m of impairment
charges, due to lower than expecled
performance in the year, and £7.7m
of closure costs relating to 16 venues
which were closed in the year.

- Net debt pre IFRS 16 at 30 June 2023
was £3.9m.

- Grosvenor venues LFL NGR grew 4%
in the year. An NGR decline of 5% in H1
was followed by a growth of 15% in H2.
as the business continued to improve
the quality of its safer gambling
measures and invest in its people,
products and facilities.

- Grosvenor venues customer visits grew
7% on the prior year with customers
continuing to return to casinos following
the lockdowns of 2020 and 2021.

- Meccavenues LFL NGR grew 7%,
with customer visit volumes up 4%,
continuing the slow recovery from the
impact of the pandemic, particularly on
the older cohort of bingo customers who
have been slowest to return.

- Mecca estate now more profitable and
sustainable following the closure of
15 Mecca clubs in the year, taking the
Mecca estate to 56 venues.

- Enracha venues delivered very strong LFL
NGR growth of 19%, on customer visit
volumes up 16% against the prior year.
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- Digital NGR grew 10% in the year following
the successful completion of the migration
of the Rank brands onto the proprietary
technology platform and the subsequent
transfer of development resource to the
delivery of enhancements to customer
journeys, services and products.

- Successful completion of Gambling
Commission assessments in Mecca and
Grosvenor, and a Gibraltar Commissioner
assessment in the UK digital business.
In respect of the Grosvenor assessment,
the Gambling Commission has provided
an early indication that it has seen a
satisfactory outcome, and we are
awaiting the formal written outcome.

- A strong transformation plan for each
of the Group's businesses provides a
three-year programme of headline
growth initiatives centred on maximising
the opportunities afforded by the UK
Government's planned legislative
reforms for land-based gambling and
growing our Digital business both
within the UK and internationally.

- Jon Martin appointed Chief Operating

Officer in the year, taking responsibility for

the development and delivery of the Group’s

cross-channel customer experience;

Andrew Peat appointed UK Digital

Managing Director, joining H1 2023/24.

Following the year end, Mark Harper

has joined the Group as Grosvenor

Managing Director from 14 August 2023

and Keith Laslop has heen appointed

Non-Executive Director with effect

from 1 September 2023.

This report is
complemented by
our sustainability
report.

For more information, see Our

commitment to sustainability
rank.com/en/sustainability. html

Catch up with our latest news
and learn more about us on our
corporate website: rank.com

110d8) 30UDUIBA0S 1oday o1B6a101S

SIUBLIBID]S [OIoUDULY




Enhancing
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Let’s Play

Venue and digital
improvements

We are investing in our
in-venue offers and facilities,
and driving better
personalisation online

by introducing innovative
technology such as

artificial intelligence.
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Innovative
cross~channel

app strategy

We are developing apps for each
brand that meet customer needs
for both online and in-venue
experiences, creating a
seamless customer experience.

Continuous and
personalised
customer experience
across any device
and venue

With unified membership
across our online channels
and venues we can offer real
time communication and more
personalised content, as well
as easier cross selling and
improved onboarding to our
services. We are also live
streaming from our casinos

to online audiences and
providing an enhanced digital
live gaming experience.

Find out more on
pages 32to 33.
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Investing

in our Grosvenor offer

A

Improving
our processes,
proposition,
facilities and sports
viewing areas

We have solid investment plans
for Grosvenor that address
what we need to improve to
continue leading the sector.
New processes will allow

us to fully focus on what our
customers need, while we
develop and refurbish the
estate, improve our non-
gaming lounges and introduce
new games and facilities at
our venues.

Find out more on
pages 36 to 37.

e
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Grosvenor Bayswater™
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Through our investments in
Grosvenor, we are targeting
45% market share by 2027,
compared to our current
36% share and our pre-
COVID-19 position of 40%.
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Expanding
our digital products

Better customer
experiences through
our RIDE platform

Using our RIDE technology
platform, we focus on
delivering customer journey
improvements from online

to our venues and vice versa,
as well as launching exciting
new games and game variants.

Al Significant
development

| capability for

1 new products

| Our RIDE platform has

2| unlocked cost synergies
relating to technology services,
cloud hosting, marketing and
d player protection tools. It has
Y also given us the capability
to build on a significant
development roadmap that
will enable us to launch or
enhance a range of products
- including the online
streaming of live immersive
events at our Mecca venues.

Find out more on
pages 34 to 35.
-
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Ensuring

the fun stay

Ensuring the
wellbeing and
safety of our
colleagues
and customers

We have received a GamCare
Gold Level 2 accreditation for
our Mecca venues and UK
digital business. The
accreditation for Grosvenor
venues is underway. We have
delivered role appropriate
enhanced safer gambling
training to more than 1.200
colleagues. helping them to
develop the skills they need
to have more meaningful
safer gambling interactions
with, and build more
sustainable relationships
with our customers.

Find out more on
pages 40-4).
S
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Improving
affordability
journeys

We continue to develop

and roll out additional safety
mechanisms to help customers
ensure they play within their
means, while improving
affordability journeys to reduce
unnecessary friction in the
onboarding process.
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Our business at a glance

Our purpose

To excite
and to entertain

To deliver exciting and entertaining experiences in safe,
sustainable and rewarding environments.

We will achieve our
purpose through
reflecting the changing
needs and expectations
of our customers,
communities and
colleagues.
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our strategy

Pillar 1: Provide a seamless and
tailored experience for customers
across venues and online.

Pillar 2: Drive digital growth
powered by our proprietary
technology and live play
credentials.

Pillar 3: Continuously evolve our
venues estate with engaging
propositions that appeal to both
existing and new customers.

Pillar 4: Be passionate about
the development and wellbeing
of our colleagues and the
contribution we make to our
communities.

Pillar 5: Build sustainable
relationships with our customers
by providing them with safe
environments in which to play.

Embedding sustainability

Our sustainability objectives are fully
embedded in the Group's strategy.
Pillar 4 and pillar 5 are dedicated to our
sustainability focus areas of customer,
colleagues, communities and the
environment.

Read more Read more about
about our strategy our ESG strategy
on pages 30to 41. on pages 52 to 71.
-> >

gzrategic objectives

Modernise our core
Remain relevant to our existing customers.

Rank’s complementary strengths
Strong brand strength.
Strategic pitlars: 1, 2 and 3.

Proven transformation delivery.
Strategic pillars: 1,2, 3, 4 and 5.

Extend our reach

Deliver distinctive experiences building
off our unique venues portfolio to attract
new customers.

Rank’s complementary strengths
Highly trusted by our customers

and partners.

Strategic pillars: 1, 2, 3,4 and 5.

Proven cross-channel capability.
Strategic pillars: 1.

Expand our footprint

Diversify our Group revenues. increasing
the proportion of revenues that are digital
and/or international in nature.

Rank’s complementary strengths
In-house proprietary technology platforms
for both the UK and Spanish markets.
Strategic pillars: 1 and 2.

..........

Experience of complex regulator
environments.
Strategic pillars: 2, 3 and 5.
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Rank in numbers

116

casino and bingo venues in Europe
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Rank has a long history in gambling and entertainment. Its unique §
land-based portfolio, along with our digital growth channels means we digital brands in addition to 3
have the core capabilities to expand within the UK and internationally. three household, heritage brands 8
' in the UK and Spain s
Technology and data People and culture

Our proprietary technology and data We support the development of our s
management is helping us drive growth colleagues to help them provide great , §
and meet customer needs. customer experiences, g
employees in eight countries @
Accurate, real time customer data Strong leadership culture Py & é
Scalable operations and platforms An international growth mindset 3
Automation to improve efficiency Brilliunt attentivn (o detail i
&

Unique products, customer

Engaging workplaces where
colleagues can do great work
Strong internal pipclinc of talent
Agility and readiness for continuous
improvement and change
Market-leading rewards. benefits
and incentives

experience and content
Specd to market
Control over tech development

80-

native games and nine
native apps

Sustainability 2

Efficiency and
effectiveness

We continuously evolve our

organisation, processes and technology
to deliver a more efficient organisation.

Organisational flexibility
Strategic unity and prioritisation
Customer centricity

Automation and process
improvement

Strong delivery

of risk management

We are committed to supporting
our customers, our people, our
communities and the environment.

Best-in-class approach

to safer gambling

A fair, safe and inspiring
working environment
Engaged workf{orce focused
on the customer

Contribute positively

o our communities

Minimise our
environmenial impact

proprietary gaming platforms -
giving control over content
and speed to market




Our business at aglance
Continued

Our aim

To provide a seamless, continuous,
and personalised experience
across any device or venue our
customers wish to visit.

Our venues

Mecca

Mecca is Rank's community-gaming brand
for the British market. A national portfolio
of 56 venues offering bingo, slot machine
games, great value food and drink, and
live entertainment.

Key advantages:

- High brand equity

- Good market share position
- Aloyal. repeat customer base

Key areas of focus:
- Reshaping of the estate to improve
its profitability
- Continue to support the brand online
- Investment in product and environment

8 The Rank Group Plc
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Grosvenor Casinos

The UK's largest multi-channel casino
operator with 51 venues. The brand offers
arange of casino table games, including
roulette, blackjack. baccarat and poker
as well as electronic roulette and slot
machine games.

Key advantages:

- Market leader in UK casinos
- Profitable estate

- Cash generative

Key areas of focus:

- Grow position as market leader

- Improve management of customer risk

- Crystallise the significant cross-channel
opportunity

- Improve the customer proposition and
attract new customers through improved
product and offers facilitated by the
Gambling Act review

Q enracha

Enracha

Enracha is Rank's community-gaming
business for the Spanish market.

Nine venues offering a range of
popular community games like bingo
as well as electronic casino and slot
games, great value food and drink,
and live entertainment.

Key advantages:

- Flagship venues and well-
invested estate

- Strong machine offering

- Cash genérative

Key areas of focus:

- Continue to invest to retain
strong customer appeal

- Review opportunitics to expand
footprint in Spain




L}
Building a unique
blend of experiences,
branded venues
and digital channels
in the UK and Spain.
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Mecca

Mecca's complementary digital channel
offering a range of popular games like
bingo, a wide range of slot games and
table games.

split of LFLNGR - UK

O Venues £440.4m
© Digital £172.7m

1odal asubUIBA0D

Grosvenor )
Grosvenor’s complementary digital Lo,
channel offering many popular games, f(itty L R LUCKY ’
including its successful live casino, Bingo = ‘<=/pants
in addition to a sports betting offer. |

The Group also operates the market- A

leading digital bingo brand, YoBingo,

to the Spanish market alongside its

digital casino offer, YoCasino. &? S
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In addition to its established brands, - ;
the Group also operates multiple digital y
brands using a combination of .
proprietary and non-proprietary online

bingo, casino and slot gaming. . } T O Venues £36.4m
YoCasino “RENRS- O Digital £30.2m

Key advantages: ‘ S

- Proprietary platform and strong ) . ) ;
product capabilitics ' ‘

Leading bingo brands

Strong digital marketing capabilities

~ Proven cross-channel credentials

\
~

Split of LFL NGR - International

Key areas of focus:

- Deepen the brand experience
and cross-channel offering

- Extend proprietary product
development

~ Build out the scalability
of the RIDE platform

9 The Rank Group Plc
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Strategic Report
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In this section:

We describe why we are
confident that the improvements
we are continuing to make

to the customer proposition

and the investments in our

yy venues, alongside the gradually
* | reducing impact of the

| pandemic, positions us well

for the year ahead.

MBIAIBAO
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We also look at how we have
strengthened our balance
sheet and our understanding
of what our customers want
from the business.
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Chair’s letter

We have delivered
a solid performance
in the year, despite
the challenges
faced by both our
customers and the
Group from the
current inflationary
environment.

Alex Thursby
Chair

Dear shareholders

Introduction

After a slow start in the first half of
the year, Rank has achieved a robust
performance in the second half.

The leadership team'’s resolute focus

and disciplined execution have been
instrumental in achieving Rank’s significant
milestones. These milestones stand as
crucial factors that have contributed to

the enhanced performance seen across
the year and will support the generation

of sustainable long term value for both
shareholders and stakeholders.

The Group is off to a solid start in the
new financial year, bolstered by a strong
balance sheet, enhanced by securing
new bank debt facilities. We are pleased
to share that all our business units are
performing well, further solidifying our
confidence in the path ahead.

Our financial strength positions us
favourably to capitalise on opportunities
and navigate challenges effectively.
Furthermore, the improving performance
of all our business units underscores the
efficacy of our strategies and the
dedication of our teams.

12 TheRank GroupPlc
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Strategy

The Group’s strategy is built upon five
fundamental pillars which are outlined
on pages 30 to 41, these are geared
towards enhancing the overall customer
experience while maintaining a strong
commitment to sustainability.

During the year, the Group developed
its strategy further by overlaying three
key objectives.

- To modernise Rank'’s core operations
whilst remaining relevant to it's
existing customers.

- To extend the reach of the Group’s
products and services by delivering
distinctive experiences building off
Rank’s unique venues portfolio.

~ To expand the Group’s footprint to
diversify revenues thus increasing the
proportion of revenues that are digital
and/or international in nature.

Performance
Underlying Group LFL NGR was up 7%
on the prior year.

Our venues continued to recover in the
year, with underlying LFL venues NGR
up 6% on the prior year. During the year
we completed a number of casino
refurbishments following the success

of the refurbishment undertaken at our
Glasgow Merchant City casino which was
completed at the start of the year.

Business updates

+71%

Underlying Group LFL
Net Gaming Revenue ('NGR’)
up on prior year.

Underlying NGR for our__

digital business driven by the__
performance of our Grosvenor, ~~._
and Mecca brands.

+6%

Underlying NGR for our
venues businesses.




/

As we look ahead, the coming year holds
significant importance in the development
of our UK venues’ proposition, particularly
within our Grosvenor venues. The UK
Government’s white paper on gambling
reform has presented us with an
opportunity to implement changes that
will shape the future of our offerings.

We are excited about the evolution of our
venues’ proposition and the potential to
attract new customers through enhanced
products and a more appealing in-venue
experience.

Our Digital business delivered strong
growth in the year, with underlying LFL
NGR up 10%. During the year, our UK
digital business achieved a significant
milestone in its strategic roadmap by
successfully completing the migration of
its last brand onto the Group's proprietary
RIDE platform. This achievement marks

a pivotal moment in our digital
transformation journey.

With the completion of the tech migrations,
our UK digital business can now shift its
focus to enhancing the customer
experience. We are excited to channel our
efforts into developing better products,
services, and customer journeys, ensuring
that our valued customers enjoy a seamless
and engaging online experience.

3 Tile Rank Group Plc ISt
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This milestone not only streamlines

our operations but also empowers us to
leverage the full potential of our advanced
platform, enabling us to innovate and
deliver even greater value to our customers.

Regulation and safer gambling

The Board and | are steadfast in our
commitment to sound regulatory practices.
whilst ensuring the safe and responsible
delivery of the Group’s products and
services to our customers.

In addition, open and transparent dialogue
between the Board and regulators is of
utmost importance and will continue to

be a key priority for the Board and the
executive team.

Dividend

Taking account of the continued
challenging trading environment and the
strong pipeline of investment opportunities
to drive revenue and profit growth, the
Board has not proposed a full year dividend
but expects to recommence dividend
payments as soon as circumstances permit.

Environmental management

On the environmental front, we have taken
a significant step towards sustainability
by establishing a net zero target.

This commitment is supported by a
comprehensive set of initiatives designed
to reduce our carbon footprint and promote
eco-friendly practices throughout our

Improving the
engagement of
colleagues

Our colleagues are integral

to our success and we support

them every step of the way, not
just in their career progression
but also through our

engagement initiatives.

Strategic pillar 4
Learn more on
pages 38 to 39.

operations. Our colleagues are integral to
this endeavour, and we are implementing
arobust engagement programme to foster
a culture of sustainability and responsibility
across the organisation.

Board changes

Having completed over six years on

the Board, Steven Esom, Non-Executive
Director and Chair of the Remuneration
Committee, stepped down from the Board
on 31 December 2022.

On behalf of Rank and the Board, I would
like to thank Steven for his valuable
contribution as a Director on the Board and
as Chair of the Remuneration Committee
for the past six years. Steven's wealth of
experience in consumer-focused industries,
coupled with his long-standing strategic
and shareholder experience, has had a
strong influence on the Board and helped
lay the foundations for Rank'’s future
growth. His experience has also been
crucial in broadening the scope of

our Remuneration policies.

Lucinda Charles-Jones succeeded

Steven Esom as Chair of the Remuneration
Committee and was appointed as the
designated Non-Executive Director for
workforce engagement from 1 January 2023.

On 16 August, Keith Laslop was appointed to
the Board as a Non-Executive Director and a
member of the Audit Committee, with effect
from 1 September 2023. Keith was Chief
Financial Officer of Gamesys Group Plc
and brings extensive financial and digital
gaming experience which will enhance
the effectiveness and skillset of our Board
and will support our growth strategy.

Colleagues

Our colleagues are pivotal to the Group’s
achievements, and in a competitive
landscape where exceptional individuals
are highly sought after, it’s crucial for us to
retain our valuable team members and also
draw new talent to support the execution of
our growth strategy. With this objective in
mind, we made a significant commitment
to invest in our colleagues through
improved benefit and reward packages.

So as we come to the close of another year,
I wanted to take a moment to express the
Board's gratitude and appreciation for the
7300 Rank colleagues.

|/

.

Alex Thursby
Chair
16 August 2023
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Chief Executive’s review

We are investing

in our venues,
technology and
digital capabilities

to ensure that we can
offer the exciting new
and improved live
gaming experiences
our customers want.

John O’Reilly
Chief Executive

14  TheRank Group Pic
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Business performance

During H1 2022/23, the Group undertook
areview of the Group’s central costs and
concluded it is appropriate that a proportion
of these costs should be allocated to each
of its operating business units.
Consequently, we have presented
operating profit pre and post the central
cost reallocation and, to aid comparisons,
2021/22 operating profit for each business
unit has been restated accordingly.

The year to 30 June 2023 saw the
continued recovery of our venues
businesses following the very heavy impact
of pandemic lockdowns and the subsequent
sharp rise in inflation, interest rates and
energy costs. In the UK, both Grosvenor
and Mecca venues saw accelerated revenue
recovery in the second half of the year with
profit conversion improving as energy costs
began to fall. In Spain, Enracha continued
its strong recovery and saw its annual
revenues back above pre-pandemic levels.
Our digital business maintained double
digit revenue growth and is making an
increasing contribution to the Group's
overall profitability.

At a Group level, underlying like-for-like
('LFL') NGR of £679.7m was up 7% against
the prior year. All businesses within the
Group were in LFL revenue growth in the
year with Grosvenor venues at +4%, Mecca
venues at +7%, Enracha venues at +19% and
Digital at +10%. With continued recovery
in the venues businesses, revenue in the
second half of the year grew 13% on the prior
year compared with the 2% year-on-year
growth posted in the first half.

The trading update issued in December
2022 reflected lower than expected
performance in the first half of the year and
rebased future performance expectations.
This was the main driver of the £1189m

of impairment charges for the current year
and relates to a number of our Grosvenor,
Mecca and Enracha venues.

Despite the improving revenue position,
underlying LFL operating profit of £20.3m
was down 52% against the prior year
(£42.5m), reflecting the significant
increases in energy and employment costs
and the absence of Government furlough
payments and other pandemic related
support which continued to support the
Group in 2021/22.

Energy costs are expected to be circa £20m
for 2023/24, down from £28.6m in 2022/23.

Improved customer
experiences

The performance of Mecca
Luton which reopened in
March 2022 continued to
improve during the year,
delivering many learnings

in terms of its attractiveness

to a broader customer base.

As a consequence, investments

1 have been made in the year .

at nine Mecca venues.

| Fd
[l Mecca Luton




Business updates

+71%

Underlying LFL Net Gaming Revenue
('NGR’) was up 7% compared to the
prior year.

+13%

Ended the year with average weekly NGR

of £12.9m in Q4, up 13% on the prior year.

£20.3m

Underlying LFL operating plOﬁt of
£20.3m, down 52% reflecting 51gmﬁcant
cost increases.

£17.4m

- Total capex spent on venues
refu1b|shments and new gaming pr oduct.
\\
\\
\~
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Grosvenor venues 306.3 293.9 4%
Mecca venues 1341 124.8 7%
Enracha venues 36.4 30.7 19%
Digital 2029 183.8 10%
Underlying LFL! 679.7 633.2 7%
Impact of venues closures and FX? 2.2 10.8
Underlying 681.9 644.0 , 6%
ey R e
Grosvenor venues 27.7 454 (39)%
Mecca venues 4.0 2.0 100%
Enracha venues 9.2 8.3 11%
Digital 18.8 17.5 7%
Central costs (39.4) (30.7) 28%
Underlying LFL! 20.3 425 (52)%
Presentation post reallocation ol central costs:
Grosvenor venues 16.3 36.5 (55)%
Mecca venues (5.8) 4.9) (18)%
Enracha venues 9.1 8.2 11%
Digital 13.8 13.4 3%
Central costs (13.1) (10.7) 22%
Underlying LFL' 20.3 425 (52)%
Impact of venues closures and FX? 1.2) (4.0)
Underlying 19.1 38.5 (50)%

exchange movements and discontinued operations.

—

1. Resulls are presented on a like-for-like ('LFL’) basis which removes the impact of club closures, foreign

2. Afull analysis of these adjustments can be found in the Alternative Performance Measures (APM’) section.

# Our digital business is
performing strongly, and
we have a strong pipeline
of customer-facing
developments in both our

UK and Spanish-facing

brands to drive revenue

and profit growth.”

MBIAIBAD

Q
Q
<
@
=
2
o
=}
I}
©
=
®
-
[}
=1

SIUBWISID]S |DIDUDUIS




Chief Executive’s review
Continued

. .|
Grosvenor venues

Grosvenor venues’ underlying LFL NGR
was up 4% compared to the prior year.
Recovery from the combined impact of
lockdowns during the pandemic and
tightened affordability restrictions has
been slower than expected. NGR declined
5% in the first half against the prior year
but grew 15% against H2 2021/22.

Average weekly NGR grew from £5.8m

in Q1to £6.0m in Q2 and Q3 before falling
back to £5.8m in our traditionally softer Q4.
The respective year-on-year movements
were (5)%. (5)%. +15% and +16%.

Grosvenor's London casino estate continues
to perform below the levels seen prior to the
pandemic. The rise of working from home
following the pandemic has impacted
visitor volumes in London but the most
material effect remains the slow return of
customers from the Middle East and from
East and South-East Asia. With fewer
international customers arriving in London,
competition amongst London’s casinos

is more intense than ever. Revenue in the
London estate was flat on the prior year.

The Grosvenor Russell Square casino was
permanently closed in the year reducing
the overall Grosvenor estate to 51 casinos,
representing 43% of the UK market's

118 casinos.

Rest of the UK performance has been
recovering more quickly. NGR was up 6%
against the prior year on visits up 7%.

16 TheRank Group Pic
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&ID & € hatinge
LFL'NGR 306.3 293.9 4%
London 99.3 98.9 0%
Rest of the UK 207.0 195.0 6%
Total NGR 306.3 296.6 3%
Underlying? LFL' operating profit pre-central
cost reallocation 27.7 454 3N%
Underlying? LFL' operating profit post-central
cost reallocation 16.3 36.5 (55)%
Total (loss)/profit (35.4) 517 -

1. Results are presented on a like-for-like ('LFL") basis which removes the impact of club openings, closures,
acquired businesses, foreign exchange movements and discontinucd operations.

2. Before the impact of separately disclosed items.

The largely fixed or semi-fixed cost base of
the Grosvenor business delivers significant
operating leverage as revenues grow. With
revenues slow to recover to pre-pandemic
levels, inflationary pressure on employment
and other costs resulted in LFL underlying
operating profit post-central cost recharges
of £16.3m in the year (down from £36.5m
in 2021/22). The key cost pressures on the
business have been seen in salaries and
wages +£12.2m, energy +£3.8m, and
property maintenance +£2.3m.

The Grosvenor team has continued to
focus on driving operating cost efficiencies
in the year including the further rollout

of a table operating system to ensure table
gaming is operating as efficiently as possible,
LED lighting and other energy saving
initiatives, reductions in trading hours in
selected venues and a rationalisation of the
food and beverage offering to reduce
wastlage and improve operaling margins.

The increase in salary and wage costs in
the Grosvenor business reflects the labour
market pressures since reopening
following lockdown in May 2021. The
absence of European croupiers coming

to the UK as a result of Brexit has added
to the broader job market pressures within
the hospitality sector. The investment the
business has made in colleague salaries
and wages has significantly eased these
employment pressures and supported

the ongoing improvement in colleague
engagement and eNPS scores across

the Grosvenor estate. The Grosvenor
management team has also been further
strengthened with the addition of two
further Regional Operations Managers

in the year and the build out of a new high
value customer team to belter support

the needs of higher staking customers
particularly within the very competitive
London market.




Successful
product launch

The first UK casino side bet
progressive with jackpots
launched in the year.

The Group has continued to invest in the
Grosvenor business hoth to improve the
quality of the customer proposition and
to prepare the estate for the impact of the
UK Government's review of gambling
legislation for land-based casinos which,
following the publication of the white
paper in April 2023 is now expected

to be implemented during 2024/25.

£7.1m has been invested in property
refurbishments during 2022/23. Merchant
City, Glasgow, is a high footfall venue in
avery good location which has historically
performed strongly but had needed
updating. The venue has had a complete
overhaul with the introduction of new
brand standards which help to underline
the entertainment and excitement of the
Grosvenor customer proposition.
Grosvenor Merchant City now has a bar,
sports viewing area, restaurant and gaming
machines on the ground floor with a modern
and vibrant gaming and poker floor below.
It has been an important development in
broadening the appeal of casinos and the
brand identity and brand guidelines have
been gradually rolling out across the wider
Grosvenor estate.

In the London estate, Grosvenor Gloucester
Road has undergone a full refurbishment
to better meet the needs of its Kensington
customer hase. The development includes
awholly refurbished gaming floor and

a new restaurant and bar area. Grosvenor
Bayswater (formerly the Golden
Horseshoe) also now enjoys the benefit

of a new restaurant and bar area which

is proving very popular with its customers.
All development projects continue to be
designed for the implementation of up

to 80 gaming machines once the policy
decisions in the Govérnment's review

of gambling legislation are enacted.

7  TheRankGroupPlc
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£6.0m has been invested in new electronic
gaming terminals. gaming machines,
tables and wheels during the year.

New gaming machines are being trialled
for future implementation. Total capital
investment in the Grosvenor estate in

the year was £19.5m.

A new electronic roulette game has

also been rolled out across the Grosvenor
estate. Called Going for Gold. the game
is the first to offer UK casino customers

a side bet progressive with jackpots that
run to hundreds of thousands of pounds.
Another new initiative has been the roll
out of a new local marketing tool and
framework that enables casinos to identify,
review and contact cohorts of contactable
customers using SMS messaging; email
capability will very soon be added to

the functionality.

The Grosvenor business completed

- a Gambling Commission compliance

assessment during 2022/23. There were
several changes to policies and to
practices to better protect our customers
that were identified during the assessment
process. Having implemented a new risk
model in the prior year, this has now been
rolled out on an app for colleagues to use
to assess customer risk, determine the
nature of the required customer
interaction and to record and evaluate
the outcomes. This provides a tighter
framework for managing customer risk

to ensure customers are playing within
their means. It also enables earlier and,
consequently, more positive interaction
with our customers.

During the year, Grosvenor recognised

an impairment charge of £53.3m relating
to 23 venues due to lower than'expected
trading performancel,/and an impairment
reversal of £6.6m relating to another
seven venues. ‘

#1 Having implemented
a new risk model in the
prior year this has now
been rolled out on an app
for colleagues to use to
assess customer risk,
determine the nature
of the required customer
interaction and record

the outcomes.”
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Chief Executive’s review
Continued

Meccda Venues

2022/23 has been something of

a turnaround year for Mecca venues
following the severe downturn the
land-based bingo sector suffered as a result
of the pandemic lockdowns. The bingo
industry emerged from the pandemic

with a smaller customer base and with the
consequent lower revenues resulting in
weaker prize boards. Stronger bingo venues
in terms of prize fund liquidity have been
able to sustain strong businesses and have
attracted custom from weaker venues.
Across the sector, post-pandemic, there
has been too many bingo venues.

Mecca venues emerged from lockdown
with an estate of generally strong bingo
venues. Nevertheless, the downturn

in customer numbers and revenues
necessarily led to some closures. Bingo
venues are social amenities which play

a very important role within their local
communities and therefore the decision to
close a venue is not taken lightly. However,
having given the lower liquidity Mecca
venues every opportunity to recover and
to return to profitability, 15 venues were
permanently closed during 2022/23. This
has reduced the Mecca estate to 56 venues.
These 56 stronger venues have improved
their appeal to customers with LFL NGR
for the Mecca estate growing 7% against
the prior year.

With a strengthened leadership team in
place, Mecca venues ended the year with
strong momentum. In the first half of the
financial year NGR grew 4% on the prior
year on customer visit volumes also
growing by 4%. H2 2022/23 LFL NGR
grew 11% on visitor volumes up 4%, with
strong H2 performances from bingo and
machine gaming. The business continues
to see the return of customers following
the pandemic despite reopening two years
prior. However, the business continues

to attract high volumes of new customers
with circa 4% of customers every week
being new to Mecca. Over 50% of new
customers to Mecca are aged under 35.

Mecca's customer net promoter score
(‘'NPS’) further improved, rising from +61
last year to +78 in 2022/23. The increasing
momentum in the business also reflects in
our colleague eNPS scores which further
increased from +4 in 2021/22 to +25

in 2022/23.

Main stage bingo NGR grew 24% on the
prior year. driven by the success of strong
prize hoards and the addition of a new
bingo variant. Interval bingo NGR grew

18 TheRank Group Plc
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LFL'NGR 134.1 124.8 7%
Total NGR 136.3 134.0 2%
Underlying? LFL' operating profit pre-central
costs reallocation 4.0 2.0 100%
Underlying? LFL' operating (loss) post-central
cost reallocation (5.8) 4.9) (18)%
Total (loss)/profit (74.1) 26.7 -

1. Results are presented on a like-for-like ('LFL’) basis w

hich removes the impact of club openings. closures.

acquired businesses, foreign exchange movements and discontinued operations.

2. Before the impact of separately disclosed items.

9% and food and beverage sales grew 6%.
Gaming machine NGR grew by just 2%

in the year. but with stronger momentum
in the second half of the year which saw
NGR grow by 7%. Much work is ongoing
across the Mecca estate to improve the
quality of the machine offering and we are
hopeful that the announced change in the
Government's white paper to the makeup
of machines in bingo venues which
currently restricts Category B3 machines
to just 20% of the gaming machine offering,
will enable Mecca to better meet the needs
of today’s consumers.

With LFL NGR growing £9.3m in the year,
Mecca's LFL underlying operating loss
post-central cost was £5.8m, down from
£4.9m in 2021/22. The key cost increases
in the year were energy +£1.3m and
property maintenance +£1.5m, offset by
reductions in duty and employment costs.

The performance of Mecca Luton which
reopened in March 2022, continued to
improve during the year, delivering many
learnings in terms of its attractiveness

to a broader customer base. Consequently,
investments have been made in the year
at nine Mecca venues, primarily focusing
on updating their external appearance
and improving the quality of the gaming
machine offering. Playsafe. a system
which supports the provision of real time
information for our colleagues on
individual customer machine play has been
success{ully rolled out across the estate.
Total capital investment in the Mecca estate
in 2022/23 was £12.5m.

During the year Mecca recognised

an impairment charge of £61.5m relating
to 70 venues, including some which were
closed in the year, due to the lower than
previously expected performance.




| i
Enracha venues

The Enracha estate of nine bingo, machine
gaming and sports betting venues in Spain
performed strongly with underlying LFL
NGR growing 19% over the prior year. LFL
NGR of £36.4m was the result of continued
strong growth in gaming machine NGR
(AWPs, electronic roulette and B3/B4 bingo
machines) which were up 25%. with main
stage bingo NGR up 10% on the prior year.
This improving NGR position for bingo
rfeflects the strength of bingo liquidity

and prize boards across the Enracha
venues estate.

Customer visits grew 16% in the year.

Enracha delivered a LFL underlying
operating profit post allocation of central
costs of £9.1m, up 11% on the £8.2m
operating profit in 2021/22. The key areas
of cost increase were seen in employment
costs which'werc up £3.0m and energy
costs which were up £0.4m on the prior
year. The reallocation of central costs only
marginally impacted LFL underlying profit
at£9.1m.

[KEyxinancialpetiormancelindiCators)

D 022/23) RUZEPY

Lin] pY g
LFL!' NGR 36.4 30.7 19%
Total NGR 36.4 301 21%
Underlying? LFL! operating profit pre-central
cost reallocation 9.2 83 11%
Underlying? LFL' operating profit post-central
cost reallocation 9.1 8.2 11%
Total profit 4.9 15.0 67)%

1. Results are presented on a like-for-like ('LFL') basis which removes the impact of club vpenings. closures,

acquired businesses, foreign exchange movements and discontinued operations.

2. Befure the impact of separately disclosed items.

Capital investment in the year of £1.2m was
focused on completing the rollout of TiTo
(the ticket in ticket out customer payment
and withdrawal mechanism for gaming
machines), a trial of a loyalty programme
in selected venues, the rollout of a new
food and beverage electronic point of sale
('EPOS’) system, machine jackpot display
screens and the continued upgrade of the
gaming machine estate.

During the year Enracha venues recognised
an impairment charge of £4.1m relating to

two venues whose performance was lower

than anticipated.

Don Pelayo, <~ 7 _\_‘-
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Enracha business

Enracha venues delivered 19%

year-on-year NGR growth.
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Chief Executive's review
Continued

Digital

The digital business has performed
strongly in the year with LFL NGR growth
of 10% to £202.9m and underlying LFL
operating profit pre-allocation of central
costs growing 7% to £18.8m. After the
reallocation of £5.0m of costs previously
assigned as central costs, but now
appropriately charged to the digital
business, the full year underlying
operating profit was £13.8m.

LFL NGR, excluding Enracha/Yo, was up
10% on the prior year at £178.8m. Now fully
operating on the RIDE proprietary platform,
the Mecca and Grosvenor brands continued
to improve their performance with Mecca
growing NGR 9% and Grosvenor growing
14% year-on-year. Our other UK facing
brands saw NGR grow 8% in the year.

With the successlul conclusion of the
project to ready the RIDE platform for

the migration of the Mecca and Grosvenor
online sites, the digital team is now focused
on further improving the products, services
and user journeys for our customers. Much
greater personalisation has been added

to the Mecca and Grosvenor sites during
the year so that the customer increasingly
receives an offering which more suitably
meets their preferences. New live gaming
tables have been added both from
Grosvenor venues and from a new live
dealer studio opened during the year. Safer
gambling playerjourneys continue to be
improved toreduce friction for customers
and a new markers of harm model has
been siccessfully introduced to further
help identify at risk play in real time.

N

The development effort in the software
engineering hub in Cape Town is centred
on the nex! phase of delivering a seamless
cross-channel experience to customers
including a unified customer membership
system\.\a single content management
system operating across all the digital
brands and further modernising the RIDE
platform to speed up the development time
and to increase both capacity and
reliability. Artificial Intelligence (‘Al’) is
being added to custonier journeys and in
particular to customer support to improve
our responsiveness to customers. The
development of a single cross-\‘c-h\annel
central engagement platform has-also now
been successfully completed and is\being
rolled out across key data driven processes
such as real time predictive models, '+
cross-channel single customer view and
real time business performance reporting.

The Rank Group Plc
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Key financial performance indicators

2022/23 2021722

£m im Change
LFL' NGR 202.9 183.8 10%
Mecca 72.6 66.9 9%
Grosvenor 57.0 49.8 14%
Enracha/Yo 24.1 21.5 12%
Other including Stride legacy brands 49.2 45.6 8%
Total NGR 202.9 183.3 10%
Mecca 72.6 66.9 9%
Grosvenor 57.0 498 14%
Entacha/Yo 241 21.0 15%
Other brands including Stride legacy brands 49.2 45.6 8%
Underlying? LFL! operating profit pre-central cost
reallocation 18.8 17.5 7%
Underlying? LFL! operating profit
post-central cost reallocation 13.8 13.4 3%
Total profit/(loss) 4.7 (1.2) -

1. Results are prescnted on a like-for-like {'LFL’} basis which removes the impact of club openings, closures.
acquired businesses, foreign exchange movements and discontinued operations.

2. Before the impact of separately disclused items.

The business continues to build out

its operations hub in Mauritius which
provides a high-quality capability across
a number of key back office. marketing
and customer management functions.

In Spain, the Yo and Enracha brands grew

| LFL NGR by 12% in the year. YoSports was

successfully launched prior to the FIFA
World Cup and the site has received a good
response from customers. The ability to
accelerate growth in the Spanish market is
constrained by the marketing restrictions
introduced by the Government in 2021.

- However, the launch of YoSports has

supported customer acquisition and
revenue growth in the year and further
initiatives, including platform and site
enhancements and product developments
are in the pipeline to also further the
YoBingo. YoCasino and Enracha brands.

The application to the Portuguese
regulator for a licence to launch YoBingo
is ongoing, the timescale largely the result
of no other bingo brand having yet been
licensed in Portugal.

Passion Gaming. the online Indian rummy .
business in which Rank holds a 51% share,
grew LFL NGR by 33% in the year following
the easing of regulatory restrictions in
certain states.

Current trading and outlook

The new financial year has started

strongly across all of the businesses with
overall underlying Group LFL NGR ahead
by 16% compared with the prior year.

Grosvenor venues NGR has grown 17%

in the first six weeks with visits up 13%.
Grosvenor venues trading performance
outside London is strong with NGR up 25%
and visits up 15%. but the performance in
London is softer with NGR up only 5% on
the same period last year.

Mecca venues had a very strong start

to the year with NGR up 17%. Similarly,
Enracha venues NGR is ahead of the prior
year by 12%.

Digital NGR is up 13% in the opening
six weeks, continuing to benefit from
new product and service enhancements
and greater levels of personalisation for
our customers.

Despite the generally challenging trading
conditions, with inflation still running
high and the increase in interest rates
impacting consumer discretionary
expenditure, we expect to see good levels
of revenue increase year-on-year and to
grow our profitability in 2023/24.

Group liquidity

The Group ended the year with total cash
and available facilities of £101.4m.

In May 2023, the Group made its
scheduled term loan repayment of £34.5m
in line with the agreed loan amortisation
profile reducing its term loan to £44.4m.




In August 2023, the Group secured a
financing package which totalled £100m
of revolving credit facilities. £25m is
committed until November 2024 and

the remaining £75m is committed until
February 2025. The Group has subsequently
repaid the remaining term loan of £44.4m.

The Group will look to replace the £100m
of RCF with a longer-term financing
package in 2023/24 when it anticipates
securing better financing terms, driven
by additional consecutive months of
improved trading.

The Group expects to meet all future
financial covenants under its current
lending facilities.

Sustainability update

We are continuing to mature our approach
to ESG and have strengthened governance
of sustainability initiatives and
performance through the formation of new
working groups, comprising of individuals
across the business and supported by
external consultants.

In recognition of the importance of ESG on
our long-term business success. we have
also introduced eight key performance
indicators {(KPIs) across our four focus areas
- Customers. Colleagues. Environment
and Communities. Four of these KPIs

are linked to executive compensation and
further embed the importance of ESG into
our core objectives and culture.

Refer to pages 52 to 71 for further detail on
the sustainability KPIs and progress made
in the year.

Regulatory update

The UK Government's white paper,
published on 27 April, set out public
policy for reforms to land-based and online
gambling regulation and legislation. The
reforms 1o land-based casinos and bingo
are critical to ensuring that we can meet
the needs of today’s consumars.

\

Read more
about sustainability
on pages 52to 71.

_>
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Jon Martin

#4 From 1June 2023,
Jon Martin took on a
newly created role of
Chief Operating Officer
for the Group.”

The Government plans to enable casinos
to offer up to 80 gaming machines on a 5:1
machine to live gaming table ratio, subject
to the size of the venue and the available
non-gaming space. Casinos will also be
able to offer sports betting facilities and
enable electronic payments, rather than
just cash, on gaming machines. These
modest but essential reforms, which will
be delivered through secondary legislation,
will enable the UK's casinos to better meet
the expectations of customers.

The white paper also supports enabling
credit to be offered to High Net Worth
international customers visiting the UK.
The extension of table games such as
blackjack on electronic terminals to enable
customers to play at lower staking levels
has been left as an open issue requiring
further review. Both of these reforms would
require primary legislation, something
which is unlikely to happen in the
foreseeable future. -

In bingo, the Government has supported
reform to the current restriction that
requires no more than 20% of the gaming
machines to be category B3 (£2 maximum
stake and £500 maximum prize). with the
balance required to be category CandD

N .machines which are mmeasmgly

unpopulax with customers.-Category B3
machmes account for over 70% of machine
revenues in Mecca. Rather than removing
the ruile, the Government has established
anew aO'/; rule, requiring half of the
available‘ machines to be category CorD.
This reform, whilst not going quite as far
as we would wish, will enable us to go_

a considerable ¥ way in modernising the\
machine offering fon Mecca's customers.
The bingo reforms also include allowing’
customers to make electronic, rather than
simply cash, payments™

The Government has outlined that it
expects these critical land-based reforms
to be implemented through secondary
legislation (positive statutory instruments)
by the summer of 2024.

In the digital sector, the Government
plans to consult on a maximum staking
limit for online slot games which would
subsequently be delivered through
secondary legislation. The other reforms
to online gaming, including changes to
game design, an opt in requirement for
cross-sell and financial risk assessments
(to provide a frictionless check on a
customer’s means), will be delivered by
changes to regulations (Licence Conditions
and Codes of Practice (LCCP)) following
consultations conducted by the Gambling
Commission. The Commission anticipates
that the full programme of reforms to
LCCP will take three years to deliver.

We do not expect these regulatory reforms
to have a material impact to our UK-facing
digital business which is already positioned
to ensure we provide very high levels of
protection to our customers.

L]
Management changes

From 1 June 2023, Jon Martin took on

a newly created role of Chief Operating
Officer for the Group. Jon was previously
managing director for our UK digital
business. a role he has held since 2020.
Jon will continue to have accountability
for the strategy and performance of the UK
digital business, as well as taking overall
responsibility for the development and
delivery of Rank’s cross-channel customer
offer for the Mecca and Grosvenor brands.
Andrew Peat will join the Group later in
2023 as managing director of the Group’s
UK digital business.

In August, Mark Harper joined as
Grosvenor’'s new Managing Director.
Mark joins us from Pears Partnership
Capital, part of the William Pears Group,
where he was the Operating Partner,
managing the leisure and hospitality
investment portfolio, a role he has been in
since 2021. Mark has broad experience in
the leisure industry and the 24/7 economy,
with ten years at Allied Domecq Leisure
across many of their divisions and more
recently in leadership roles at several
leading holiday park Groups.

John O'Reilly
Chief Executive
+16 August 2023
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Our business model

What we do

We have been entertaining Britain since
1937, from our origins in motion pictures to
today’s gaming-based entertainment brands.

Our purpose is to work together to create
environments that reflect the changing
needs and expectations of our customers
and our colleagues, delivering stimulating
and entertaining experiences évery time.
To excite and to entertain. This is how

we do it

We are the only Group that offers
customers both venue and digital bingo
and casino experiences.

Venues

- Largest venues casino operator in Great
Britain (51 venues).

- Second-largest venues bingo operator
in Great Britain (56 venues).

= Growing venues bingo presence in Spain
(9 venues).

~ Our venues businesses operate in mature
and well-established gambling markets.

- Mecca and Enracha are bingo-led brands
which offer community-based gaming.

- Grosvenor is a casino-led brand
principally focused on table and
machine gaming.

- Our venues businesses operate through
a mainly leasehold estate.

~ Ourvenues are membership-based
and free to join.

- Afood and beverage offer is available
across all our venues.

- Revenue is generated in our venues
when a customer bets against the house
(games of chance). Underlying profit
is generated once the cost of customer
incentives, sales and other operating
costs are deducted.

Digital

- Adiverse portfolio of over 120 digital
brands covering casino, bingo, slots
and sports betting.

- Our Mecca and Grosvenor online
offers complement our established
venues brands.

- All digital customers play with our
online brands through a brand wallet.

- Revenue is generated online when
a customer bets against the house
(games of chance). Underlying profit
is generated once the cost of customer
incentives; sales and other operating
costs are deducted.
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How we do it
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© Customer insights/engagement
We use customer insights drawn from
customer research and data science

to better understand what our current
and potential customers want. enabling
us to provide relevant, exciting and
entertaining experiences.

Evolving our
position as an

entertainment
brand _

© strong brand positioning

We have a portfolio of brands, including
our three well-established cross-channel
brands, Grosvenor, Mecca and Enracha,
which work alongside our 120 digital-only.
proprietary and non-proprietary brands.

© Player protection

Using a three lines of defence model.
our front-line colleagues work with our
compliance team and our internal audit
team to ensure that we always take the
appropriate actions to protect our
customers and keep them safe.

O Innovation and technology

We invest in proven technology and
exciting innovations that are designed

to support our strategic priorities and
will help us to offer seamless and instant
customer journeys across both our digital
and venue brands.

© Inspiring people

As the face of our brands at our venues,
our people are our greatest asset. To
ensure every team member becomes an
expert at delivering brilliant, customer-
focused experiences, we provide regular

training and a dedicated support network.

.

Our shared STARS values are at the core
of all that we do and are vital in ensuring
we achieve our purpose and exceed our
strategic goals.

We work hard to maintain an inclusive
and sustainable culture, supported by

a comprehensive employee engagement
programme and a well-established
equality, inclusion and diversity strategy.

Supported by robust governance
Rank’s Board and Executives provide a broad mix of skills,
knowledge and experience to meet the Group’s needs,
ensuring it delivers on its strategy.
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Our customers

3,100«

We create value for our 3,100k customers by
providing them with market-leading gaming
experiences through our venues, online,

or across both channels.

Our people

7,300

passionate and committed employees.

Our suppliers

1,500-

Over 1,500 suppliers, who through meaningful
engagement and collaboration are key in
helping us deliver our strategic aims.

Our communities

£283,000

charitable donations made to Carers Trust.

Governments

£]80.4m

generated for tax authorities and
local governments.

Our shareholders

Through our disciplined approach to strategic
delivery and unwavering commitment to safe
and fairer gambling, we are focused on creating
sustainable value for our shareholders.
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Our external environment

Operating in a highly regulated
market, our focus is on providing
a distinctive gambling experience
that entertains and ensures that
we deliver value to all our

stakeholder

Macro trends

Changing industry
landscape in the
UK and Spain

Regulation of the
UK gambling sector

Gambling customer
habits are changing

Economic pressures
are a key factor for
the industry
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Regulatory pressures. changing consumer
habits following COVID-19, and the
economic impact of inflation have all

had an impact on the industry. with the
potential for further market consolidation,

is cenfral 1o our industry fandscape, with
the changing interpretation of regulations
by the UK Gambling Commission and

the lack of definitive guidance putting
pressure on operators in the market.
Ourwealth of industry expericnee means
we have better processes and proprictary
technology solutions in place to support

hut venues continue to play a huge role

in dilferentiating our offer in the market.
Since the pandemic, we have seen a
lasting impact on some of our cusiomers,
particularly in older customer segments in
our Mecea venues, but we still enjoy strong
custonier loyalty and benefit from our
experience of operating in a competitive

with rising costs of operation (supplics.
utilitics. wages) and declining customer
confidence among less affluent customer
scgments. Smaller operalors are
struggling to adapt, while we are able (o
manage our input costs due to our large
scale, and to reallocate resources across
the estate to match supply with demand.

Wo bolleve Rank remains well pusilioned
1o manage the risks arising from these
changes and will seck to benefit from
the opportunities they present.

our business. We have a good working
relationship with the regulators and
welcome the publication of the
Government’s White Paper which sets
out upcoming public policy changes
(read more on pages 28 10 29).

cnvironment. We are using customer
insights to understand how we can
deliver exciting and distinctive
cxperiences thai are engaging, safe and
represent value for money. We continue
to develop new games and formats, huild
our digital capability and scale, and
evolve the customer offer at our venues.
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Venues

Mecca venues

Highly trusted and community focused,
Mecca is our land-based brand known
for its friendly welcome and the
opportunity to win big.

With the bingo market in decline fora |
number of years there is a need to evolve
and create more accessible, modern and
lively venues with exciting food and
beverage offers.

Since the pandemic we have seen a
recovery, but we do not expect the market
to reach pre-pandemic levels for at least
five years.

The sector has been further impacted by
rising cost pressures. It has become more
polarised, with strong venues doing well,
and others becoming unviable, which will
lead to further consolidation in the market.

IR
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- The average Mecca customer age is 44,
while our most frequent customers are
females between 60 and 70 years old.

- 13% of customers are higher
frequency visitors, while 87% are
recreational players.

~ 87% of customers only play at venues,
while 13% of our visitors also participate
across digital channels.

Grosvenor venues

The UK's leading casino chain, Grosvenor
also offers customers great meals, live acts
and non-stop sporting action on larger-
than-life big screens.

A combination of enhanced Safer Gambling
protocols and the post COVID-19 fall in
visitors have resulted in a reduction in the
profitability of the casino sector.

8% of the UK adult population were regular
casino visitors in 2019, but a quarter of
these have lapsed since the pandemic,
with the market yet to fully recover.

The Gambling Act Review represents a
once in a generation opportunity to extend
the appeal of casinos and to modernise our
electronic offering. See pages 28 10 29

for more.

- The average Grosvenor customer age
is 35. Customers that visit the most are
between 26 and 40 years and those who
spend the most are over 41.

- A further 6% of adults would consider
visiting a casino if they felt that it would be
a fun, enjoyable, friendly and welcoming
experience while retaining the thrill and
excitement of playing in a casino.

- The male to female split for Grosvenor’s
customers is 4:1.

Enracha venues

Through Enracha, our Spanish land-based
venues brand. we provide a predominantly
bingo-based gaming experience.

Pub gaming machines and bingo have
declined in Spain in recent years, with
the rise of slot arcades and growth in
sports betting.

On top of this, COVID-19 had a severe
impact on visits to bingo venues while
boosting online gambling channels
to record highs.

Since regulatory restrictions reduced
the size of available prizes customers
now prioritise customer service and

are looking for comfortable and modern
electronic gaming areas, offering games
with customised jackpots and loyalty
card functionality.

- Enracha’s biggest customer group is in
the 18 to 25 age category - they make up
22% of our total customers, while only
generating 9% of our total visits.

- People aged over 65 represent just 13% of
our customers, but generate 28% of visits.

- The most loyal and frequent Enracha
customers are males over 65 years old,
with an average of 1.2 visits per month.

uodal 85UDUIBACS

SIUBISID]S |DIOUDULY



Our external environment
Continued

Our mafkets continued

Digital

e e e e

- Opportunities for growth, specifically
around slots and poker: 20% of the
UK population played online casino
in the last 12 months.

- Younger age demographic to venues:

UK interactive/digital

The UK's digital gambling market is fast
moving. competitive and subject to strict
regulation, but is still structurally attractive
in size with clear headroom for us to grow
our brands.

UK digital bingo market

Customers are lookingfor a safe, secure
and intuitive gaming éxperience, with
more chances to win and easy pay-outs
when they do. They want a reliable app and
more variety. from promotions that cater
for a wider range of budgets, to the games
and features available.

The experience needs to be more
interactive, offer free-to-play mechanics
that allows money to go further, and come
with safer gambling tools throughout the
customer journey.

- Significant growth opportunity:
20% of the UK population have played
online bingo in the last 12 months.

- Similar age demographic to venues:
the average online Mecca player is 43
years old, only slightly younger than
that for Mecca venues at 44 years.

UK digital casino market

Customers want exciting and entertaining
experiences, as well as great looking sites
that offer the latest games and strong
promotions. They prefer sites that provide
tools to help them control their spend and
reward loyalty.

They are looking {or opportunities (o
win big, with swift and seamless payment
of winnings.

the average online Grosvenor casino
player is 40 years old, older than that
for Grosvenor venues at 35 years.

The digital and cross-channel
opportunity for Rank

The UK continues to be a large and
attractive digital gambling market - and
with around 3% market share, there is clear
headroom for us to grow. In Grosvenor and
Mecca, we have leading casino and bingo
brands, as well as proprietary technology
and strong digital marketing capabilities.

With our 116 venues, we are uniquely
placed to provide a cross-channel
experience for both bingo and casino
customers. Cross-channel customers tend
to have higher level of engagement and
loyalty than single channel customers.
And with only 6% of our in-person
customers playing with us both in venue
and online there is significant opportunity
to grow our cross-channel customer base.

We will also look to diversify the products
we offer - through sports betting, live
casino and new bingo games. And building
on our existing international operations,
we will explore opportunities for growth
beyond the UK. Over the next 18 months we
will work on the core platform, technology.
data and product developments we need

to unlock these opportunities, including
building the potential to integrate
international digital businesses through
partnerships and/or acquisitions.

UK Digital Market — Revenue (Em)

2018

2019

2020 2021 2022 2023

2024 2025 2026 2027
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Our regulatory environment

We work closely with our
regulators in all jurisdictions
to uphold and drive forward
the standards expected of our
industry in an ever-evolving
regulatory landscape.

We are committed to operating in

2024 - compliance with all relevant legislation,

Expected delivery of regulations and licensing requirements.

secondary legislation

relating to casino and The Gambling Act Review

bingo modernisation Having launched its review of gambling
legislation in December 2020, the UK

Later 2023/early 2024 - Government published a White Paper

UK Government responds in April 2023, setting out the public

1o DCMS and GC gambling : policy changes that will impact the

regulation of the UK gambling sector.
The review has focused heavily on online
regulation but has also assessed the
appropriateness of land-based gambling
regulation, relative to online regulations.
In line with our commitment to offering
industry-leading player protection and

consultations

July 2023 -
first DCMS ad
GC consultations

are launched a high-quality experience to all our
customers, we support the Government's
April 2023 - objective of striking the right balance
publication of between consumer freedoms and choice,
White Paper. and protection from harm,

December 2020 -

UK Government
publishes White Paper
Call for Evidence.

2019 -

All UK political parties
commit 1o a review of
gambling legislation
in their 2019 General
Election manifestos

28 TheRank Group Plc
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Q&A with
John O’Reilly on
the White Paper

Q. What are the key positive public
policies for Rank that have been
included in the White Paper?

A. When the Gambling Act Review was first
published in late 2020 it sought to ensure
“that there is an cquitable approach to the
regulation of the online and land-based
industries”. Reforms for land-based
gambling present the most significant
upside for the Group and we are pleased
that, to a large extent, the White Paper
addresses the key issues and opportunities.
We sought modest, but critical,
modernisations for both our casinos and
bingo venues. For casinos. the increase

to the number of gaming machines that
are permitted in 1968 Act casinos is clearly
positive. The commitment to a sliding
scale for gaming machine numbers, based
on the size of venue, ought to ensure that
the vast majority of our venues will benefit
from a greater variety of gaming machines
which will better meet the needs of the
customer. We welcome the policies which
will permit sports betting to be available
in all of our casinos: changes to the
provision of credit for international High
Net Worth customers in our casinos; the
review of electronic payment methods in
land-based venues; and, in bingo, changes
to the '80/20" rule relating to the balance
between Category B3 and Category C

and D machines.

Q. What are the netimpacts of the
tightening of regulation for the UK
digital business?

A. We do not believe that the policy
relating to financial risk assessments for
players will have a material impact on the
Group, owing to the work we have already
undertaken to ensure that our customers
are playing at safe levels. Importantly, this
regulatory development will create a level
playing field, at least amongst UK licensed
online operators. The Government intends
consulting on a maximum stake for online
slot games and is considering options
ranging from £2 per spin to £15. This

will have a commercial impact on digital
revenues but we would hope that the
threat of driving online customers onto
unlicensed sites will ensure a sensible
outcome for UK consumers.




Q. What will the impact of a
statutory Levy be on the Group?

A. We are pleased to see that the
Government recognises the need to take
into account “the differing association of
different sectors with harm and/or their
differing fixed costs.” Land-based casinos
and bingo clubs have significant fixed
costs which will mean that any increase
to the current 0.1% of GGY rate that we
are forced to pay will disproportionately
impact them, relative to digital operations.
Through the BGC, we have proposed a
sliding scale for casinos which will see
levy