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FY14 overview

» EBITDA and NPAT up 4.8% and 7.4% respectively

»  Strong cash flow conversion
= Gross Debt / EBITDA at 2.2x

» Dividend payout ratio of 81%
= Target 90% in FY15

» Refinancing of May 2014 bond maturities completed

» Licence extensions completed
=  NSW Wagering retail exclusivity
=  Queensland Keno

» Changes announced to certain race fields fees regimes

» ACTTAB acquisition completed October 2014




Key priorities

Capital = Optimise the use of and return on invested capital

Wagering = Lead industry transformation

Media & International = Enhance integration with wagering

= Improve customer experience to drive participation

Gaming Services = Grow through venue, product and geographic expansion

Underpinned by the ability to attract, develop and retain talent



Tabcorp has an attractive investment case

» Portfolio of quality integrated gambling
entertainment businesses

i Wagerin
=  Long dated licences gering
=  Geographic diversification NSwW 2098
=  Underpinned by strong relationships with Victoria 2024
stakeholders ACT 2064

) Luxbet (NT Rolling renewals
»  Customer centric approach (NT) g

=  Strong trusted brands

= Unique multi-product / multi-channel Keno
distribution NSW 2022
=  Product and technology innovation to lead both Queensland 2047
retail and digital channels o
Victoria 2022
»  Driving growth from new investments ACT 2064 (incl. online approval)

» Defensive earnings profile with strong cash
generating characteristics

O



Capital — Damien Johnston
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Optimise the use of and return on invested capital

ROIC

Target Return on Invested Capital

14%

Balance sheet

FY14 Gross debt / EBITDA

2.2X

Productivity

Target opex to revenue

20-21%

Shareholders

Target FY15 dividend payout

90%

of NPAT

O



Increase return on invested capital

14%
124% 12.9% I—
FY13 FY14 Target

Notes: 1. ROIC target of 14%, following the integration of ACTTAB
2. Return on Invested Capital is calculated as EBIT / Invested Capital (average of opening and closing Invested Capital for a year)

3. EBIT is Earnings Before Interest & Tax before significant items

4. Invested Capital comprises shareholders’ equity plus Net Debt. Invested capital at 30 June 2014 is $2,460m
5. Net Debt includes US$ debt at the A$ principal repayable under cross currency swaps

6. Assumes no material changes to current regulatory, taxation and racing industry arrangements

O 7



Drive group-wide productivity improvement

> Productivity is a key focus: FY14 Operating Expenses $434m

= FY14 opex / revenue of 21%
= Target opex / revenue of 20-21%

Other

» Project “Future Fit” commenced in FY13 to Employment

identify opportunities to improve operating
processes and practices. Initiatives
identified include:

=  Property optimisation

Advertising

= Renegotiation of certain supplier & promotions

contracts
=  Continued focus on discretionary
spend Property Communications
& technology

=  Enhancing our people capability
in key areas

Source: Income Statement for the year ended 30 June 2014

Q‘S Tabcorp



Maintain strong balance sheet

Well diversified debt structure with next maturity in June 2016
Investment grade credit rating

Gross debt / EBITDA of 2.2x at 30 June 2014

ACTTAB acquisition to be funded from existing bank facilities

YV V V V

1
1
1
1
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| 250
1
1
1
1
1
1
1

FY15 FY16 FY17 FY18 FY19 FY20+
m Bank facilities i3 Tabcorp Subordinated notes m US Private Placement

Note: Tabcorp Subordinated Notes mature in March 2037, however illustrated above at first call date in 2017
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Increase returns to shareholders

» FY15 target payout ratio increased to 90% of NPAT

Dividend payout ratio (%)

90%
81% 81%

FY13 FY14 FY15 target

Q‘S Tabcorp



Wagering — Craig Nugent
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Tabcorp is the market leader across all channels

» Tabcorp is Australia’s largest wagering operator and is
maintaining market leadership via its two brands —
TAB and Luxbet

=  Market share of ~52% (revenue)!

=  More than 2 million customers

=  Accepts 850 million bets per annum

=  Dominant brand position in NSW and Victoria
=  Unique multi-channel distribution model

= Leading product offering

= Leading fixed odds operator

= Leading digital wagering operator

[IMAI  Luxbet S5
' ' 1234 5k78 987k 5432

LUCKY CITIZEN

1. Internal Tabcorp data, includes some estimates

Q‘S Tabcorp




Maintain market leadership and drive transformation

Develop deep customer
relationships

Offer a full range of products

= J L]

Across a unique multi-
channel distribution model

O




Tabcorp has the largest customer base

» Market leading wagering customer base of more than 2 million across our unparalleled breadth of
distribution channels

» TAB active account customer base of ~370k at June 2014

TAB active account customer growth !

+33K

+27k

+18k

FY12 FY13 FY14

1. Active customer is a person that has placed minimum one bet during the financial year

N




The customer is at the core of everything we do

leading dual

Build and

@REWARDS N

- Rewards
1234 5k78 987k 5432
WL s GG
LUCKY CITIZEN

Q‘S Tabcorp

M & Luxbet

Focus on
CRM and
analytics

SCORE =
$50 BONUS BET

OR TAB REWARDS POINTS



Market leading dual brand strategy — TAB and Luxbet

» TAB and Luxbet focus on different customer segments, as well as different geographies

@.ch.Au Luxbet
Customer segment

0% 1(_)0% 0%
Campaign Focus

Q‘S Tabcorp




TAB Is the first choice wagering brand in key markets*

B First choice Seriously consider
NSW m Might consider B Never consider
Sportsbet _
Sportingbet

Tom Waterhouse

+

| |
| |

VIC E

Sportsbet

Sportingbet Tom Waterhouse

30

|
| |

*Based on research conducted by Millward-Brown Brand Health Monitor (August 2014), involving 500 people in each of NSW and Victoria aged between the ages of 18-64

Q‘S Tabcorp



CRM and analytics focus is driving improved retention

» Sophisticated analytics and CRM capabilities
support Tabcorp’s market leadership position

(=] |
! e esese oxtiore A 3G 238 pm

= Analytics focus on driving a data advantage " noG-@ -0 Messages  TAB
from customer and transactional information Lo berisa e

Turnbul Stks & a
guaranteed $1M BIGE at
Flemington. bit.ly/19Yi20f
Opt out reply STOP to

= CRM focus on customer retention and
reactivation

» Increase in TAB promotional offers has improved [__A R
customer retention and reactivation S

=  66% increase in unique campaigns from
FY13 to FY14

=  Average monthly customer retention rates
improved from 80.7% to 81.4%

» Proposed developments in FY15
= Category first real-time campaigning | SCORE 512

=  Expansion of retail CRM capabilities $50 BONUS BET

= Enhancements to bonus bet system —
OR TAB REWARDS POINTS

ey ]




TAB loyalty program is unique across the market

» TAB Rewards is a tiered points loyalty scheme. Key features include:
=  Points earned per dollar of turnover
= Customers can redeem points for free bets, sports and racing experiences, and merchandise
=  Access to various members-only promotions (such as a Melbourne Cup VIP experience)
=  Access to benefits with program partners (such as free-entry to selected racing events)

» TAB Rewards members doubled during FY14, and currently stand at more than 225,000

@wamns pg

=
- ' TabRewards pic.twitter.com
'!‘V WGdIPZNBhW

BEST ON

e T 2
P IR 41TH ATk S L P
e . s e 0 e s U

1234 5678 987k 543e

1 234 : MONTH/YEAR
v 01/16

LUCKY CITIZEN
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Loyalty program brings CRM to retail cash customers

» Loyalty in retail
»  Provides direct communication to retail cash customers, including Trackside
= Allows the extension of promotional offerings to retail customers
= Improved customer proposition driving better retention outcomes

=  Assists in influencing customer behaviour

> Retall turnover via TAB Rewards members was ~8% of total retail turnover in FY14

TAB Rewards retail performance in FY14 TAB Rewards customer base
218k
169k
104k 109 I
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 1H13 FY13 1H14 FY14
mmmm Avg spend per customer === \onthly active customers

QY Tabcorp



Race fields mitigation strategies have been developed

SPORTS

Race fields
Mitigation

Radio

RACING

Sky Racing

Yield
Management

Q& Tabcorp

FY15 will be impacted by the
announced increases in Race
Fields fees from racing codes in
Victoria, Queensland, South
Australia and Western Australia

Focus is on increasing promotion
of highest margin products,
particularly home state racing
product

NSW customers bet 33% of total
racing turnover on NSW races,
compared with 44% on Vic races
by Vic customers



Offer a full range of products

Offer a full range of products




Tabcorp offers a complete product range

» The combination of TAB and Luxbet brands provides Tabcorp with a differentiated and complete
market offering

Lubet FY14 Tabcorp turnover $11.9b
. Tote

Pa”'m utuel \/ Trackside Derivatives

Fixed odds v v

Trackside v e odds

Tote derivatives v

Pari-mutuel

Novelty markets v

Credit betting v

Q‘S Tabcorp



Racing fixed odds yields continue to expand

Revenue $m > Racing remains the dominant product in
Australia’s wagering market, representing
~81% of turnover

323
236
156
» Recent years have seen customer
preferences shift from pari-mutuel to fixed
80 odds products
. =  Win/place bet types most impacted

by shift to fixed odds

FY11 FY12 FY13 FY14
=  Turnover on pari-mutuel exotic bet
types flat in FY14
Yields
» TAB's racing fixed odds yields expanded
14.2% 14.6% to 14.6% in FY14
12.4% =  Yield optimisation will continue to be
11.9% a focus
FY11 FY12 FY13 FY14

O



Multi-bets continue to boost overall sports yield

Revenue $m » TAB’s sports fixed odds yields expanded to 14.4%

188 in FY14
165 168
147
»  Sports yields driven by multi-bets yield of ~25%

= Tabcorp’s risk management system enables
market leading multi-bet management across
all channels

»  Self-service terminal enhancements make

Fylil Fyl2 FY13 Fyl4 placing a multi-bet easier in retalil

mPre-play ®In-play

Yields Multi-bets generate 67% of revenue

14.4%

13.5%
12.4%
11.7%
FY11 FY12 FY13 FY14

Turnover Revenue

m Multi-bets m Single bets

Q‘S Tabcorp




TAB fixed odds sports offering expanded via AMM

TAB average daily sports markets

26,000

» Expanding the number of sporting events
that customers can bet on is a key driver of
growth

4,000 2,000

FY13 1H14 2H14

Rolling 12 months sports turnover?

»  Following the implementation of Tabcorp’s
Automated Market Management (AMM)
solution in 1H14, the number of events
covered has increased materially

=  20% of sports turnover is now via
automated markets

Jun-12 Dec-12 Jun-13 Dec-13 Jun-14

1. TAB only. Excludes turnover on the Euro and Soccer World Cup tournaments.

N




TAB has a diversified sports book

» Adiversified sports offering leaves Tabcorp less susceptible to a series of abnormal results in
any one sport — this is a key difference with the UK market that is dominated by soccer

TAB sports product sales share !

20%

15%

10%

5%

0%
Basketball Rugby League Soccer AFL Tennis

EFY13 mFY14

1. Product sales share is the top 5 sports by turnover, excluding impact of Soccer World Cup

Q‘S Tabcorp



Trackside is a differentiated product for Tabcorp

» Trackside is exclusive to Tabcorp in Australia and is one of the highest margin products

>  Priorities include:

» Retail performance optimisation, increased focus and investment on high potential venues
= Increase brand awareness and presence

=  Yield maximisation via promotion of exotic bet types

FIRST 4 PAYS
10% MORE

BACK THE FIRST 4 ON ANY SATURDAY
AFTER 7AM BETWEEN 19TH JULY TO
£ "‘, e 8TH AUGUST AND GET AN EXTRA

%°» 10°% ON TOP OF YDUR WINNINGS!

TRACKSIDE [ 2080 & nonionls

© TRACKSIDE

Q‘S Tabcorp



Key drivers of Luxbet performance

Revenue $m » Performance metrics over the past 12 months were
positive

» FY14 revenue growth 23%
= FY14 EBITDA $3.4m

=  Average revenue per active customer at $1,027
(+3.7%), with cost per acquisition of $227 (-10%)

39

» Luxbet’s yields expanded to 6.7% in FY14

FY11 FY12 FY13 FYy14 . . .
_ » Increasing yields are reflective of the trends
mRacing = Sports across the market
EBITDA $m Yields

3.4 6.7%

6.1%
'y/’
3.8%
15
. =

FY11 FY12 FY13 FY14 FY11 FY12 FY13 FY14

QY Tabcorp




Unique distribution model with differentiated digital

Distribution
( N | Q D

Across a unique multi-
channel distribution model




Tabcorp has a multi-channel customer approach

» Our aim is to provide a consistent and superior customer experience across all touch points

» Customers embrace the multi-channel offering
»  61% of all account deposits are with cash in retail outlets

=  Customers representing more than 70% of account turnover transacted with TAB in more than
one channel during FY14

u Customer

2 & 0O 0 ¢

. : Self-service/
Retail Oncourse Desktop Mobile call Centre
L
@ @
Best in class Speed Simple Anywhere, anytime




Extracting full value from our exclusive retail network

» Our aim is to create a preferred, appealing and multi-channel offering, delivered through Tabcorp’s
retail network, that will:

=  Attract new customers
= Deliver consistently satisfying customer experience
= Enable increased yield of current and new customers

Levers of retail performance

Retain and grow customers Increase the number of Grow customer spend per
per agency visits per customer visit
F T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T 1
: Increase digital integration across the retail network :
- d

Q& Tabcorp




Our digital journey has established the right foundation

Phase 1 Phase 2 Phase 3
DEVELOP DELIVER GROW
* Build the team, * Rollout new customer » Define a strategic
establish practices offerings and replace vision across all
and processes underperforming brands and channels
« Transition from digital assets « Further extend the
outsourced to digital platform into
internally led retail




Resulting in digital leadership across the market

» Tabcorp is the market leader in digital wagering
= ~$1bn more digital turnover than our nearest competitor
=  Digital turnover growth in 2H14 for TAB of 21% and Luxbet of 16%

» Mobile execution has been a clear focus — in 1Q15 mobile represented 62% of TAB digital turnover

» Focus on increasing digital capability to deliver a consistent and superior customer experience across
all touch points, with accelerated speed to market

Mobile as % of digital turnover Digital turnover growth (June 2014 half)?!

62%
57% -
51% 0

21%
43%
16%
14%
28%
10%
i l
TAB

2H12 1H13 2H13 1H14 2H14 1Q15 Luxbet  Sportsbet Tatts ~ William Hill

1. Internal Tabcorp data, includes some estimates

Q‘S Tabcorp



Delivering innovative solutions with a quick turnaround

» Goal
= Deliver a dedicated Soccer World Cup digital hub
including pre-game news and stats, live match
center and post match info combined with —
integrated betting P PO RUEEE i) sk mac TR -

a -« WORLD CUP 2014
=  Part of the broader “Back Gold” Soccer World e
Cup campaign

> Process a

= 8 weeks to design, build and release the site

» Outcome

=  Site built entirely in-house using best-in-class
digital design and agile delivery capabilities

=  Back Gold site led to more than 7,500 new
customer accounts

Q% Tabcorp



Clearly established digital vision

Our vision is to re-imagine and create the ultimate wagering and
entertainment experience for consumers

Customer Data & ?'tg'.tlal &
experience content etal
convergence

Customer-centred design We must place the customer at the heart of our strategy to ensure

we are designing products and services that meet their needs today
and in the future

Digital execution The digital team will execute the strategy by incorporating rapid

prototyping, agile development, continual customer testing and
refinement

Q‘S Tabcorp



Initial customer centric prototypes

Studying Choosing Placing Watching Ch?ﬁlémg Chyeglljlrng sp%trrggror
Form a bet type the bet the event results balance races

200 ideas Refined into 22 Developed concept

generated service concepts prototypes_ t_hat span our
competitive pillars

Examples include

My TAB Channel Venue as a platform
f / ? \ \ ( 00000 \
& X * W - =
"4 ! \ »

%

aeles
\_ ) . “m )

O




Ongoing digital pathway

: Onboarding Funnel

* Launched » App development now * Include Live Match « New account opening
beta.tab.com.au in-house Centre functionality, funnel in tab.com.au
« Launch tab.com.au in « Significantly enhanced starting with NBA in « Improved ID verification
late 2014 iPhone App stability 2014 (e.g. address
« Significantly enhanced « Apple’s Touch ID * Expand on NBA product validation)
customer experience fingerprint technology with more live sport
across desktop, tablet integrated in App — first
and mobile devices wagering operator to
market

Touch ID for “TAB Touch ID”
Please authenticate in order to proceed

Enter Passcode

Cancel

beta.tab.com.au TAB Touch ID Live Match Centre

Q‘S Tabcorp



Media & International — Brendan Parnell
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Enhance integration with wagering

0 N
‘) o s
<

Secure and extend media
rights and broaden product
base

Expand digital media and
optimise content to provide
differentiated wagering offer

Expand international co-
mingling and the export /
import of racing

O




Sky Racing is a global leader in race broadcasting

» The integration of Sky Racing channels with Tabcorp’s wagering offering is critical to growing
funding for the racing industry

= Asynchronised source of content provides a richer customer experience
=  Wagering is stimulated by synchronised racing vision and commentary
=  Further promotion is achieved through data, vision and audio display

Number of meetings covered Increasing returns to racing
$m

10,376 73.5
9,512 9,799

FY12 FY13 FY14 FY12 FY13 FYl4

® T'bred mHarness Greys m Intl | RaCing |ndu3try returns = Media & Intl EBIT

Q‘S Tabcorp



Secure rights and broaden product base

. Number | Rights o
114 v X2

Sydney?!
VIC! 501 v X2
QLD 440 v v
Thoroughbred WA 299 7 7
SA 173 v v
TAS 69 v v
NT 72 v v
ACT 24 v v
Intl 2,101 v v
Greyhound All 3,665 v v
Harness All 2,437 v v

1. Sky has are-broadcast agreement with TVN for Sydney and Victorian thoroughbreds. The

current agreement expires on 30 November 2014.
2. Held by Telstra.

Sky has been successful in renewing
and extending a number of rights
agreements over the past 12 months

= Thoroughbred Racing SA
» Greyhound Racing Victoria
= Perth Racing

Focus remains on reaching
agreement for the rights to NSW and
Victorian thoroughbreds, including
digital

Q‘S Tabcorp



Expand the wagering day to 24/ 7

» With the introduction of imported racing product from the Americas and an expansion of European
product, Tabcorp recently moved to offering 20 hours of racing coverage to customers (8am to
4am) on 4 days per week

» The aspiration is to achieve a 24/7 wagering day with the addition of further international product

International

North America ------

New Zealand -----------

Domestic

Thoroughbreds -----------

Harness HEEEEEEREEEN

Greyhounds HEEEEEEEEEE.

International

Asia HEEREEEEN

South Africa -------
UK / Europe ------

Q‘S Tabcorp




Provide content to drive differentiated digital wagering

» Through Sky's digital media rights, the TAB digital wagering offer is truly differentiated

= |n-app viewing of all racing content, except Sydney and Victorian thoroughbreds
= Unique services such as “Watch & Bet”

= Expanded vision with dual screen displays for Sky Racing channels
= Content provides a platform for digital prototypes such as “My TAB Channel”

TAB / Sky “Watch & Bet”

3:39 PM

Sky Racing Dual Screen
s

EAGLE FARM (QLD) BACK  NOW PLAYING (LIVE VISIONDELAYED BY P T

3:40pm BUNDAFERGDISTILLING... ‘\',l ﬂ AGLE FARM

= e
240 270 260
400 360 370
710 640 610

1. BUFFERING (7)

2. RAIN AFFAIR (2)

3. TEMPLE OF BOOM (9) 26.00
colLs 55

4. SPIRIT OF BOOM (1) 4100
MCAHLL 58,

Y HAWKESEURY

5 RAREFIED (8)

S SKY ONE (NEXT UP) 282 sky TWO (NEXT UP)
6. JETSET LAD (10)

15:45 CRANBOURNE (VIC) R8 (cr)  15:45 ADDINGTON (NZL) R12 wH)

7 BETTER THAN READY (8) $10.00w  $10.00w
I 2 #7090 15:50 ROSEHILL (NSW) R7 (57 15:51 ROCKHAMPTON (QLD) R6 (=) =
2. YOUR SONG (5) $10.00w $9.10w & El
" SEr W398 45:55 MORPHETTVILLE (SA) R6 (am  16:00 SHA TIN (HKG) R3 1) ] ﬂ-
% REFLECTANCE (1) $91.00w .
THELL $14.90¢

16:00 BELMONT (WA) R4 wr)  16:08 DARWIN (NT) R2 &Ry

Y amteshory S  Giahen [T alarst

Vive Le Rol S50 & Sapes Frank 910 5. Gran Tresayr $3.40 & Jubilee Jewel $15 1 Glamoor |
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Expand international co-mingling and export of racing

»  Sky's international wagering / media strategy has three key drivers of returns
=  Export of Australasian racing to international markets
=  Co-mingling of international turnover on Australian racing into Tabcorp’s domestic pools
=  Wagering by Australians on imported racing product

Export revenue - FY14 $46m Import turnover - FY14 $761m
_ Africa
Africa
1% 10%

Europe /
UK
Europe / 12%
UK New
34% Zealand
41%
New
Zealand
51%
Asia
22%
Asia
14% USA USA
10% 5%

Q‘S Tabcorp



Expand international co-mingling and export of racing

Export Hosting Import Guesting

S-TAB = Sky currently exports Australian

»  Export / hosting

New Zealand v S-TAB v / :
racing to more than 50 countries

Singapore v PGI/NSW v S-TAB ) )

,,,,,, X = Wagering turnover on Australian

USA/Canada v . v racing from 4 countries is co-

UK v ° v ° mingled into TAB’s domestic

South Africa v S-TAB v S-TAB pools

v (o) v - '

Hong Kong STAB > Import / guesting

v v ) .

France = Racing product from 14
countries is currently imported
into Australia

counties %2 @ 14 4

=  Turnover on NZ, Singapore,
South Africa and Hong Kong
racing is co-mingled into those
., pools respectively
® Planned i} Key focus markets

Nt

1. Hosted countries include Isle of Man / PGI.




Sky Racing World US

» Tabcorp acquired its US vision agent in early Nth America turnover
2014 — now renamed Sky Racing World (US) on Aus/NZ racing US$m

» Income is generated through the export of 16% CAGR
Australian and New Zealand racing product to
more than 425 wagering outlets in the USA and

Canada 130

176

» Turnover on Australian racing from customers in
the US / Canada is not currently co-mingled with
Tabcorp’s domestic pools — a standalone “B” pool

Is operated FY12 FY13 FY14

>  Key growth strategies include Canada
= Increase the number of races wagered on

= Improve the distribution of vision — more
outlets, more operators

=  Productivity improvements
=  Assessment of pooling options

80%

Q& Tabcorp




Keno — Adam Rytenskild

RE®° Heads
Sene orTails

WIN L] IMATE

KENO’S BEST BET! NRL GRAND FINAL

EXPERIENCE

0 GRAB YOUR MATES AND SPEND $15 ON ANY @
KENO TICKET FOR YOUR CHANCE TO WIN. N

PLAY VIA THE KENO TOUCH TERMINAL,
OR SEE YOUR KENO OPERATOR TODAY!




Keno has a broad player base

» Keno appeals to a broad base of players
= Estimated 2.7m people play the game each year

Keno player base is broadly

representative of the population * Keno cross product utilisation (%) 2

Play Trackside h 12%

Bought scratchies | 507
Play poker machines | N RS <

Play Lotto 74%
18-29 30-39 40-49 50-59 60-69 70-74

mPopulation %  ®Keno monthly players %

1. Research completed by The Leading Edge
2. Source: Millward Brown Brand Health Monitor Autumn 2014

Q‘S Tabcorp



Improve customer experience to drive participation

A\l
" >
AN = . A
[ N =
Increase participation across Drive optimal retail Refresh, extend and develop
existing and new customers experience and develop Keno product range
digital integration
r— T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T 1
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Brand has strong recognition but needs new energy

than 80% recognition across Tabcorp’s Keno
markets 93%

86%
> However, the brand has low differentiation 80%
across the lotteries market and requires

reinvigoration

» Keno brand and marketing capability is
currently being evaluated

NSW QLD VIC

“Ever heard of Keno”. Source: Millward Brown, Keno Brand Health
Monitor Autumn 2014.

QY Tabcorp



Drive optimal retail experience with digital integration

» Keno is a pure retail product today, with very limited digital interaction with customers
= Limited sensory engagement for customers
=  Ability to improve in-venue placement

» Two key priorities for Keno are
=  Optimise the customer experience in-venue

Develop digital integration with the Keno retail footprint

Q‘S Tabcorp



Refresh, extend and develop the product range

» Product innovation is core to refreshing the Keno proposition to existing and new customers
= Review and enhance existing product lines
= Improve game delivery and display
= Jackpot pooling, subject to regulatory approvals

» Goal is to achieve an evolving catalogue of simple games
that are digitally and socially integrated

Play Keno Roulette on
Keno Touch or fill in a ticket

(®exe  Jackpots

Spot:

oL 52,516,395.s5

00 o=@  eul)

52155681 $80,568.1 515,568,

Q‘S Tabcorp




The benefits of large jackpots

P
» Regulatory approval being sought to pool
jackpots between states Yan &y
» o $3,000,000 Q
= Initially NSW and Victoria Tackger “-
3 w\\oi
=  Queensland to follow E . :
© 00008 e e -
» Pooling would accelerate the frequency of @”
jackpots reaching the $2m+ level e A
‘ ep
=  Higher jackpots drive sales Lo

Queensland Spot-10 — Weekly sales vs jackpot value

Jul-12 Sep-12 Dec-12 Mar-13 Jun-13 Aug-13 Nov-13 Feb-14

May-14 Aug-14

mmmm \Weekly Sales (10-Spot) - = = Jackpot Value (at end of week)

Q‘S Tabcorp



Gaming Services — Adam Rytenskild

POINTS

TRIPLE THE EXCITEMENT!

Available on this machine

PLAYER % REWARDS




Grow through venue, product and interstate expansion

Performance Services Interstate

%
- t b )
il L
Drive outperformance to Expand value added services Expand into other
generate further venue sign- across the existing network jurisdictions, with an initial
ups focus on NSW
r— T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T T 1




Outperformance evident in Victoria

» TGS venues outperformed the broader Victorian gaming market in FY14

» TGS outperformance reflects
= Business intelligence analytics driving optimal floor positioning
=  Commitment to ongoing floor refreshment
= Diamond Rewards loyalty system

»  Overall venue design / management

TGS outperformance during FY14 1

1.6%

0.1%

TGS venues Non-TGS venues

1. Growth in NMR (Net Machine Revenue)
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In-EGM loyalty adding value to venues

» The expansion of In-EGM loyalty is a key ;
initiative to capture increased market share in - o 082,13
Victoria Pt

=  First-mover advantage

=  Exclusive distribution of the IGT
Advantage system

=  First with voluntary pre-commitment in
Victoria

»  More than 47% of the TGS machines have
had In-EGM loyalty installed, with the roll out
ongoing

» Early signs indicate positive performance
impacts from the installation of In-EGM loyalty
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Diamond Rewards program provides broader benefits

» Diamond Rewards is the unique loyalty
program of TGS

=  More than 170,000 members

> Benefits to TGS venues include

= 1:1 marketing / communication
opportunity with key customers

= Tiered loyalty to reward best customers

= Increased knowledge of customer
purchase patterns and frequency of
visitation

= Player rewards (In-EGM) providing points

for game play builds venue loyalty and DIAMON D‘&‘REWARDS
shlft§ mark_et share to TGS venues Sonply Billant
offering points

» Tabcorp also has the ability to market directly
to the customer base

=  Promotion of Victorian Spot-10 Keno jackpot in July/August 2014

Q& Tabcorp



Expand TGS into other jurisdictions

» TGS has now entered NSW with a tailored
offering for this market

» Phase 1 - sign initial venues to demonstrate
performance

» Phase 2 — approach wider group of venues
to increase TGS’ presence
1,186

> Target market in NSW is “mid-size” clubs ECM's 42,730
. . EGMs
= Estimated 20,000 machines across 213 o
venues EGM'’s
12,744
T . . EGM’s
»  Other jurisdictions will be considered as
appropriate — ACT, Queensland Do |
26,202
EGMs
EGMs do not
include casinos 2.379
EGMs




Disclaimer

This Presentation contains summary information about the current activities of Tabcorp Holdings Limited (Tabcorp) and its
subsidiaries (Tabcorp Group). It should be read in conjunction with the Tabcorp Group’s other periodic and continuous
disclosure announcements lodged with the Australian Securities Exchange (ASX), which are available at www.asx.com.au.

No member of the Tabcorp Group gives any warranties in relation to the statements or information contained in this
Presentation. The information contained in this Presentation is of a general nature and has been prepared by Tabcorp in
good faith and with due care but no representation or warranty, express or implied, is provided in relation to the accuracy or
completeness of the information.

This Presentation is for information purposes only and is not a prospectus, product disclosure statement or other disclosure
or offering document under Australian or any other law. This Presentation does not constitute an offer, invitation or
recommendation to subscribe for or purchase any security and neither this Presentation nor anything contained in it shall
form the basis of any contract or commitment.

This Presentation is not a recommendation to acquire Tabcorp shares. The information provided in this Presentation is not
financial product advice and has been prepared without taking into account any recipient's investment objectives, financial
circumstances or particular needs, and should not be considered to be comprehensive or to comprise all the information
which recipients may require in order to make an investment decision regarding Tabcorp shares.

All dollar values are in Australian dollars (A$) unless otherwise stated.

Neither Tabcorp nor any other person warrants or guarantees the future performance of Tabcorp shares or any return on any
investment made in Tabcorp shares. This Presentation may contain certain ‘forward-looking statements'. The words
‘anticipate’, 'believe’, 'expect’, 'project’, 'forecast’, 'estimate’, 'likely’, 'intend’, 'should’, 'could’, ‘'may’, 'target, 'plan' and other
similar expressions are intended to identify forward-looking statements. Indications of, and guidance on, financial position
and performance are also forward-looking statements. Any forecasts or other forward looking statements contained in this
Presentation are subject to known and unknown risks and uncertainties and may involve significant elements of subjective
judgement and assumptions as to future events which may or may not be correct. Such forward-looking statements are not
guarantees of future performance and involve known and unknown risks, uncertainties and other factors, many of which are
beyond the control of Tabcorp, that may cause actual results to differ materially from those expressed or implied in such
statements. There can be no assurance that actual outcomes will not differ materially from these statements. You are
cautioned not to place undue reliance on forward looking statements. Except as required by law or regulation (including the
ASX Listing Rules), Tabcorp undertakes no obligation to update these forward-looking statements.

Past performance information given in this Presentation is given for illustrative purposes only and should not be relied upon
as (and is not) an indication of future performance.

Q‘S Tabcorp
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