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LADBROKES AND CORAL TO MERGE
Operators to join forces with Jim Mullen as CEO
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Ladbrokes CEO Jim Mullen

Operators Ladbrokes and Gala Coral have 
agreed the terms of a recommended 
merger to form Ladbrokes Coral plc. 
The merger will be between Ladbrokes 
and the Coral Group, which is made up 
of selected businesses of Gala Coral, 
including Coral Retail, Eurobet Retail  
and Gala Coral’s online businesses. 

Ladbrokes will issue new ordinary 
shares to Gala Coral shareholders 
representing 48.25% of the enlarged 
issued share capital of the combined 
entity. The Coral Group will be delivered 
with net debt of £865m. 

Ladbrokes Coral will have net  
revenue of £2.1bn and EBITDA of £392m, 
excluding cost synergies of at least £65m. 

Peter Erskine, Ladbrokes chairman, 
said: “This is a major strategic step for 
Ladbrokes which firmly accelerates 
our strategy to improve the customers’ 
experience and build recreational scale. 
Ladbrokes and Coral are two highly 
complementary businesses, with rich 
heritage and brand presence across  
the UK and internationally.” 
Following the completion of the merger, 
Ladbrokes CEO Jim Mullen will assume 
the position of CEO of the group, while 
Gala Coral CEO Carl Leaver will be  
CONTINUED ON NEXT PAGE  

https://www.gamblinginsider.com/click/gif-click.php?id=27


GAMBLInGinSidER.COM/fRidaY  nEWS & anaLYSiS

frOm frONT PAGE 
executive deputy chairman for a term 
of 12 months. Gala Coral chairman Rob 
Templeman will join the group’s board, 
while Gala Coral CFO Paul Bowtell will 
become its CFO.

Templeman said: “Today’s 
announcement is testimony to the  
track record and achievements of 
the Gala Coral team in delivering 
a significant transformation of the 
business over the past four years. This 
strategic combination is a natural fit 
and will offer further opportunities 
for growth. Coral Group’s online 
strength and high street presence will 
complement Ladbrokes’ established 
brand and footprint.”

The deal is subject to both approval  
from Ladbrokes shareholders and 
clearance from the Competition and 
Markets Authority. 

Ladbrokes has also announced total 
headline operating profit of £41.7m for 
the half year ended 30 June, down 
38% year-on-year.

The firm previously reported headline 
group operating profit of £125.4m 
for 2014, down 9%, while Gala Coral 

reported gross profit of £890.1m for the 
year ended 27 September 2014, up 9%.

KEY POINTs
• Ladbrokes and Gala Coral have  
agreed a merger 
• Ladbrokes Coral will have net  
revenue of £2.1bn
• Jim Mullen will become group CEO

 M&a
GVC BACK IN FOR BwINPARTY 
888 Holdings still faces  
competition for acquisition

Online gaming group GVC Holdings 
has made an improved proposal 
to acquire the entire issued and to 
be issued share capital of operator 

BwinParty, valuing the company at up 
to 122.5p a share. The proposal is worth 
an approximate £1bn, and follows a 
proposal worth 110p a share that was 
confirmed by GVC earlier this month. 

It was announced earlier this 
month that the boards of BwinParty 
and fellow operator 888 Holdings 
had reached an agreement on the 
terms of a recommended offer for 
BwinParty of 104.09p a share.

GVC’s new proposal would be financed 
by a combination of the issuance of new 
GVC shares to BwinParty shareholders and 
a €400m senior secured loan provided  
by affiliates of private investment  
firm Cerberus Capital Management.

KEY POINT
• GVC has made a proposal to acquire 
BwinParty, valuing it at approximately £1bn

 US
DRAFTKINGS GAINS $300M FINANCING
fox Sports leads funding 
round after fanduel’s Series E 
financing earlier this month
Daily fantasy sports (DFS) operator 
DraftKings has secured $300m in 
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Series D financing. The funding round 
was led by broadcaster Fox Sports, 
while other investors participating 
included sports leagues Major League 
Baseball, the national Hockey League 
and Major League Soccer, as well 
as sports, media and entertainment 
firm the Madison Square 
Garden Company. 

DraftKings said the additional 
funding will in part be used to 
launch its product internationally. 

DraftKings announced in June that 
it had reached an exclusive agreement 
with broadcaster ESPn to make 
DraftKings the official DFS offering 
across ESPn’s fantasy sports platforms. 

DFS operator FanDuel announced 
it had closed $275m in Series E 
financing earlier this month.

Internet corporation Yahoo 
launched its DFS product Yahoo 
Sports Daily Fantasy earlier this month, 
while provider Amaya Gaming has 
previously announced that it plans 
to launch a DFS product this year.

KEY POINT
• DraftKings has raised $300m 
in Series D financing

 LEgaL
IVEY AND SUN ISSUE BORGATA 
COUNTERCLAIM
defendants make new claim for 
edge sorting case to be dismissed
Professional poker player Phil Ivey and 
co-defendant Cheng Yin Sun have filed 
a counterclaim against the Borgata 
Hotel Casino and Spa and its parent 
company Marina District Development 
in relation to a dispute over a $9.6m 
baccarat win at the casino in 2012. 

Borgata filed a lawsuit against Ivey and 
Sun last year, seeking reimbursement 

of their winnings and accusing them of 
using a technique called edge sorting 
by manipulating a defect in the cards. 
A District Court judge ruled against a 
request to dismiss the lawsuit in March.

The document outlining Ivey and Sun’s 
counterclaim states that the “plaintiff 
knew at all times relevant hereto that 
all parties participating in lawful casino 
games are entitled to and lawfully 
permitted to utilise any and all facts  
and circumstances of the game in order 
to gain advantage over the other”. 

KEY POINT
• Phil Ivey and Cheng Yin Sun have 
filed a counterclaim in relation to 
their $9.6m dispute with Borgata
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 gUEST COLUMniST
“CONNECTIONS AND ENGAGEMENT”

by Troy Morris 
Senior manager 
of strategic 
marketing 
services, 
OtherLevels

 
“When marketing to today’s active 
gamblers and players, two concepts 
can easily be perceived as at odds 
with each other: data and emotional 
connections. It’s fair to ask: what does 
one have to do with the other?

Quite a bit, it turns out, especially if 
marketers want to create compelling 
smartphone conversations that 
reach their active, mobile gamblers 
at ideal moments of opportunity, 
catch their attention, resonate as 
relevant, and elicit a specific action.

A mobile message that can 
accomplish those four tasks succeeds 
at marketing’s basic objective: make 
an emotional connection with a 
player or gambler, create active 
engagement, and bring that player 
deeper into the brand relationship.  

data and the shift to mobile
It’s no secret that the gambling and 
gaming industries are increasingly 
shifting to the mobile environment. 
As such, gaming/gambling marketers 
need to be in the mobile environment 
too. Think of it like dating: two 
parties show an interest in each 
other, begin collecting information 
about each other, and cement the 
relationship by sending messages 

based on what they have learned – 
and hoping for something more. 

When mobile communication lines are 
established, gamers/gamblers receive 
rewarding, exciting and relevant offers, 
notices and invitations, and marketers 
earn the trust and loyalty of players and 
gamers who are active, engaged and 
willing to spend their time and money.

abundant mobile data
Marketers can leverage data from  
and about:

• Gamers/gambler’s mobile devices 
(model, operating system, location, 
available account information).

• Mobile activities, including frequency 
and recency of interaction with apps and 
messages; preferred activities/games; 
activity patterns; time-of-day metrics; 
language; time zone; earnings and more.

• Gamer/gambler behaviours and 
preferences, based on activities 
or on data housed in customer 
relationship management (CRM) 
systems, business intelligence 
databases, or loyalty programs.

The right kind of data can frame a 
mobile message that acknowledges a 
deeply loyal player’s favourite activity 
or game. A message might offer a 
sneak peek at a new slot or an exclusive 
opportunity to beta-test a soon-to-
release game. The result? A message 
that creates excitement and a sense 
of exclusivity in the player’s mind.

Data about app activity can also serve 
as the nugget that transforms a player’s 
emotional challenge, such as a mid-
game impasse or dwindling rewards, 
into a well-timed lifeline. A gamer might 
receive a helpful tip to move to the next 
level of a game, perhaps, in exchange 
for feedback or an advertising view. 
Imagine the smile on the face of that 

gamer, knowing that a mobile marketer 
somewhere recognised a mid-play 
plight and offered a helping hand.

If another set of players recently 
won a huge jackpot, they are prime 
targets for messages about new, 
equally exciting slots or games. 
Context is key to understanding the 
gambler and conveying a sense that 
the marketer behind the message 
understands the gambler and wants 
to deepen the relationship. 

Marketers can also use data to let 
players know they are understood – 
without going overboard. If a gambler 
has recently won a jackpot of £665, for 
example, a message that mentions that 
exact number might be perceived as 
intrusive or an invasion of privacy. But 
a more generalised personal message 
such as “Congrats on winning over 
£600!” will be seen as a pat on the back, 
an encouraging boost and a realisation 
that the marketer truly understands and 
respects the gambler’s activity and skill.

Data is out there, waiting to make 
the emotional connections with 
gamblers and gamers that will draw 
them deeper into the game and 
create loyalty with the brand.  

It’s up to mobile marketers to 
collect it, analyse it and turn it loose 
to create emotional connections that 
deliver results – more activity, more 
engagement and more spending.”

Troy Morris has been in the mobile  
industry for over a decade, working with  
local companies, start-ups and large  
multi-national corporations to grow  
their businesses with the power of mobile. 
Currently, Troy works at OtherLevels, a 
mobile marketing automation service, 
and advises on the strategy for some 
of the biggest names in mobile. 

OUT nOW: Look out for the July/august issue of gambling 
insider’s print magazine, featuring a Regulation Special 
as we present, analyse and assess the latest and most 
important legislative developments from across the 
globe, including the UK, Europe and north america


