Planet First!
2014

More than 25 years later, our drive to
contribute to ideals is stronger than ever.
The world is in need of a strong civil society.
Our charity lotteries make a contribution in
their own, fun manner. Or as the American
Professor Richard Thaler said: “You are making
good citizenship fun”. We still consider this
a great compliment. In 1990 we donated 3.2
million Euros to charity - in 2014 we donated
3.2 million Euros every two days, the whole
year through. Together with all our colleagues
in the Netherlands, Sweden and Great Britain,
we managed to raise over 581 million Euros
for charity in 2014. This makes us the largest
fundraiser in the world.

Making good
citizenship fun
The opportunities for development are distributed
unevenly throughout the world. Many people
are threatened by hunger and disease and nature
and the environment are hit hard by human
activity. Fortunately, there are many non-profit
organisations and people throughout the world
who work on changing this. They are worthy of
our support and in need of structural funding
and publicity for their work. It was from this
perspective that Novamedia launched the Nationale
Postcode Loterij in 1989, which was soon followed
by the BankGiro Loterij, Vriendenloterij, Svenska
Postkodlotteriet and People’s Postcode Lottery.
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Achieving universal primary education - one
of the millennium goals of the United Nations
- is one of the ideals we contribute to via our
beneficiaries. Progress has been made over
last decades. For instance, compared to 25
years ago, 90% of all children in developing
countries now have access to education. It is
very rewarding to support beneficiaries that
have contributed to this progress. However,
we should not forget the remaining 10%,
which still concerns 58 million children,
predominantly living in conflict zones. And
of this 58 million children, girls are more
deprived of access to education. Yet, if we
want girls and women to grow out of their
disadvantaged positions, three elements are
key: education, education, education. That
is why I am so happy that our lotteries in the
Netherlands, Sweden and Great Britain have
decided to give special focus to the education
of girls and women for the coming years.
Their position is crucial for the development
of a healthy society - progress is impossible
if we leave half of us behind.

manage our own sustainability performance,
focusing on key areas - from organising our
charity lotteries in a responsible way, limiting
our environmental impact and engaging our
people, to making a positive impact down the
supply chain. The world around us is changing
rapidly, both for our beneficiaries and the
important work they face, as well as for our
lotteries, such the opening of the European
gambling market. Regarding this issue, we
have shared our worries - with government
stakeholders - about possible negative effects
on the funds flow to our beneficiaries and
the responsible operations in the gambling
market as a whole. To ensure we focus on
what matters, where it matters, we will update
our Planet First! strategy together with our
stakeholders, in 2015.
In the end, everything we do, think and
believe revolves around our primary goal creating better world. We hope that this
report provides our stakeholders with insight
in how we try to reach that goal and - last
but not least - provides a fun and exciting read.
We highly value your comments and questions
on the content of this report. Please feel free
to contact us at info@novamedia.nl
Sincerely,

Boudewijn Poelmann

We are aware that we are not the average
organisation. As an early example of a social
enterprise, we are dedicated to continuously
look for ways to make our own daily practices
more sustainable. This report covers how we
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Compliance
& Integrity

Employee
engagement

Training &
development

The Great Place to Work® survey
in the Netherlands resulted in a
score of 78%.

On average, the total hours spent
on training per FTE was 58 hours.

No significant errors occurred
during draws and the payments
to participants and beneficiaries
of the Charity Lotteries.

Diversity

p.20

p.22

The percentages of men and
women in management positions
are 56% and 44% respectively.

A study on the societal effect of the contributions of
the Charity Lotteries in The Netherlands shows that
for every Euro we spend, we generate six Euros of
additional investment in the Dutch economy.

Carbon
footprint
Responsible
Gaming
The total number of complaints
upheld by the Dutch and British
Advertising Agency and the Swedish
Consumer Agency was 7 in 2014.
p.10
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Overall use of FSC paper
increased from 88.4% in 2013
to 95.5% in 2014.
Over 2014, our overall CO2
emissions increased with 12%
per FTE.
p.13

Energy
dependency
The Swedish Postcode Lottery
consumed 77% renewable energy.
p.15

Fair and real
cost pricing
36% of our significant suppliers
have signed the code of conduct.
p.26
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For a
Better
World

Novamedia and the Charity Lotteries
are organisations with a social
purpose, working to bring together
business and ideals. We want to
make the world a better place. We
understand how important long-term
funding is, and that promoting the
good work of charitable organisations
is crucial in helping them achieve a
better world. That is why we raise
structural funds and awareness
for good causes in the fields of
culture, nature, climate, health,
social cohesion, human rights and
development cooperation. Together
with the participants of our charity
lotteries, we generate donations that
help these charitable organisations
contribute to a better world.
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In 2009, the lotteries in the Netherlands, Sweden and Great Britain took a firm
stance on sustainability. Together with the Institute for Sustainable Innovation
& Development (INSID) we formalised a sustainability vision entitled ‘Planet
First!’. We called for a reordering of priorities, placing the planet first - because
a healthy earth is paramount for both human and economic welfare. We want
to practise what we preach: there is a strong belief throughout our entire
organisation that we have the responsibility to set the right example. In order to
structure and measure our efforts, we translated the vision into our Planet First!
strategy in 2010.
Our Planet First! strategy
Our Planet First! strategy consists of four pillars: Planet, People, Openness and
Fair and Real Cost Pricing. In turn, each of these pillars comprises a number of
topics that are based on stakeholder analysis and our vision, mission and core
values. All entities work according to the four pillars and corresponding topics of
the Planet First! strategy. Goals are set centrally, but each entity can formulate its
own KPIs and implement its own measures in order to reach those goals. In this
report, every chapter describes the best practices in how these goals are pursued.
As the world around us is changing continuously, a proactive approach is key
to the viability of our Planet First! strategy. We have launched a new materiality
analysis in 2014, reassessing the pillars and topics of our strategy. One of the
early outcomes is that, although all pillars and topics are still relevant, we
have decided to give more attention to the pillar Openness, particularly to the
allocation of funds to our beneficiaries. Being open about our societal impact
touches the essence of our organisation and mission. Stakeholder feedback
collected over the years has made us realise that we should place a stronger
emphasis on this pillar. To this end, we review and discuss the allocation criteria
with our peers, beneficiaries and other stakeholders, striving to maximise the
societal return on investment. We elaborate on our stakeholder approach and
its development in the chapters Integrating Planet First! in our organisation and
Future outlook.
In 2015, we will complete the materiality analysis by inviting our stakeholders
to comment on our strategy and to state their priorities. Together with an update
of our Planet First! vision, this analysis will strengthen the link between strategy
and daily practice. The analysis will also further align what matters most to us
and to our stakeholders. Furthermore, the reassessment of our strategy is in line
with our ambition to report according to the GRI G4 guidelines, from the 2015
report onwards. For continuity reasons, this report contains the goals for 2015 as
published in previous reports. The materiality analysis will most likely lead to a
change in goals, which will be introduced in next year’s report.

Awards and
Recognitions
In 2014, we were ranked as the third largest private charity
donor in the world on the City A.M.. World Charity Index,
after the Bill & Melinda Gates Foundation (USA) and the
Wellcome Trust (UK). This index is issued by the London
financial newspaper City A.M. and Professor of Philantropic
Studies, Theo Schuyt (VU University Amsterdam, University
of Maastricht and Chair of the European Research Network
on Philanthophy).
Boudewijn Poelmann, co-founder and CEO of Novamedia,
was included in the list of the World’s Top 25 Eco-Innovators
compiled by the American magazine Fortune in 2014.
This list includes individuals from business, science and
government throughout the world who have shown the
most ‘creativity’, ‘drive’ and ‘know-how’ in combating
climate change over the last year. Boudewijn Poelmann
was also ranked twelfth in the Sustainable Top 100 of the
Dutch newspaper Trouw.
In 2014, the CEO of the Swedish PostcodeLottery Niclas
Kjellström Matseke was awarded place 45 on the list
of Sweden’s 100 most influential people in the field
of environmental development, published by the
MiljöAktuellt magazine.
People’s Postcode Lottery’s Country Director, Annemiek
Hoogenboom, was announced First Woman in the Tourism
and Leisure category by the website Real Business and the
CBI - a major UK employer organisation - in 2014.

Report
scope
and
boundary
This CSR report concerns the following entities:
• Holding Nationale Goede Doelen Loterijen N.V.
• The Dutch Postcode Lottery (Nationale Postcode Loterij)
• The BankGiro Lottery (BankGiro Loterij)
• Friends Lottery (VriendenLoterij)
• Novamedia (excluding the media activities)
• The Swedish Postcode Lottery (Svenska Postkod
Föreningen)
• Novamedia Sverige AB (before 20 February 2015
known as Novamedia Svenska PostkodLotteriet AB
• People’s Postcode Lottery (operated by Postcode
Lottery Ltd) in Great Britain
The joint entities arein this report referred to as
‘the Charity Lotteries’.
This CSR report was developed according to the G3.1
reporting guidelines of the Global Reporting Initiative
(GRI), level GRI B+. This report has been verified
externally by PricewaterhouseCoopers (PwC)
Accountants N.V.. The data for this report has been
measured. Where no data was available, they were
estimated. The data audited by PwC are marked
with a square. The other elements of this report have
been reviewed by PwC. The assurance report can be
found on page 34. The GRI index can be found at the
Novamedia website. This report contains data from
the six entities for the year 2014, unless stated otherwise.
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1.1 Transparency
The Charity Lotteries receive over 1.3 billion Euros in stakes
each year. This money comes from participants who have the
chance to contribute to charities and win fantastic prizes at
the same time. We communicate transparently about the way
we spend this money to establish mutual understanding and
trust among our stakeholders.

Openness
Our mission commits us to organising our charity
lotteries in a responsible way. We communicate
in an open and balanced manner, providing
stakeholders with an unbiased picture of our
performance and societal impact. We protect
consumers by preventing irresponsible and
underage participation, including a commitment
to responsible marketing activities and compliance
with advertising codes. We maintain the integrity of
the Charity Lotteries by acting with ‘zero tolerance’
in guaranteeing the absence of errors in our
draws and payment of prizes. The basic principles
for organising our lotteries are transparency,
responsible gaming, integrity and compliance.
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Investigating the economical impact of our lotteries
In 2012, the Dutch Charity Lotteries started measuring
its indirect economic impact in close cooperation with
consultancy firm Steward Redqueen. In June 2014, the
additional impact study shows that our activities and
investments stimulate the economic performance of both
charitable organisations and our suppliers. The research
shows that for every Euro we spend, we generate six Euros of
additional investment in the Dutch economy, which primarily
flows back to the incomes of Dutch households. The indirect
job multiplier of the Dutch Charity Lotteries is 1:18. This
means for every direct job we create, eighteen other jobs are
created indirectly. In the Netherlands this accumulates to
9,100 jobs.
Independent research conducted by the London based
Centre for Economics and Business Research (CEBR) on the
economic impact of People’s Postcode Lottery revealed an
average ‘charity’ multiplier of 2.7 in 2013. It shows that for
each £1 in funding received, charities generated on average
an additional £1.70 in income. As a result the £21.8 million
raised by players in 2014 could deliver as much as £58.8
million in income for good causes.
Moreover, the research shows that beneficiaries experience
the relationship with us as a mutual partnership, because
of the focus on long term funding. They appreciate our proactive and innovative approach and willingness to share
knowledge. Beneficiaries also value the freedom to invest
their funding budget without restrictions from our side, for
example in the organisation itself or in their external activities
and projects. We are convinced the charities know best where
the funding budget is most needed.

Challenge

How to
protect funds
for charity
with increased
competition?
In 2014, the Dutch Government presented their
plans to reform the gambling market in the
Netherlands. One of these plans is to regulate and
liberalise the online gambling market, which means
more competitors will enter the gambling market as
soon as the Gambling Bill is passed by the Dutch
parliament and the Senate. At the same time they
announced their plans to realise more funding for
sports. At this moment there is no level playing field
for the licensed lotteries in the Netherlands. In Great
Britain the situation is very different – the online
gambling market has been open for a long time.
In 2014, legislative changes were made to impose
a point of consumption tax of 15% on net gaming
revenue from online gaming activities in the UK.
People’s Postcode Lottery is an active member of
the Lotteries Council, an umbrella body for society
lotteries in Britain that, alongside others, engages the
UK Parliament, Government and other stakeholders
to represent the interests of the sector.
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Stakeholder dialogue
In 2014, the Swedish Postcode Lottery initiated an extensive
analysis of its stakeholder relations. The purpose of this
analysis was to better understand the stakeholder expectations
and perceptions. This enabled the Swedish Postcode
Lottery to engage in relationship-building activities that
will strengthen the brand and ensure long term and
mutually beneficiary relations.
Beneficiary organisations, employees, the Swedish general
public, strategic partners, suppliers, media and journalists,
politicians and government authorities were asked for their
opinion on the Swedish Postcode Lottery and its operations.
The results were analysed using a relationship satisfaction
model, leading to a score for our reputation per stakeholder
group. The outcomes of the survey form the basis for the
long-term strategy of the Swedish Postcode Lottery. We will
use the data to improve our operations and create additional
value for our stakeholders.
There is also room for improvement regarding the general
public’s perceptions of the Swedish Postcode Lottery. We
shall therefore strive to raise the public’s confidence by
increasing transparency. In addition focus on our marketing
communications approach in terms of relevant content
and consumer offerings that are tailored to the audience.

1.2 Responsible
Gaming
With more than five million participants and a total stake
of more than 1.3 billion Euros, we have a big responsibility
towards our customers participating in our lotteries.
Responsible gaming entails organising a fair and honest draw
ensuring that participants are well informed, voluntarily take
part and are happy with the way we raise funds for charities.
Implementing far-reaching ethical guidelines
Since 1 January 2014, the Swedish Postcode Lottery have
joined SPER (Swedish Regulated Gambling Market’s Ethical
Council) and set all sales and marketing activities in accordance
with their guidelines. SPER is a soft-regulatory ethical council,
that aims to enhance the knowledge about ethics in the gaming
industry and to ensure that its members follow their guidelines
for marketing and sales of gaming products.
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By being a member of SPER, the Swedish Postcode Lottery
can continue its work towards implementing responsible
gaming and ethics into everyday work. For example, our sales
and marketing employees in Sweden received training on the
implementation of the SPER guidelines and the implications
during 2014. In the Netherlands the Dutch Postcode Lottery
is the coordinator on behalf of all gaming licence holders in
implementing self-regulation rules concerning responsible
advertising and marketing in the Dutch Advertising Code.
These rules set a high standard, and are usually more strict
than and go beyond the legal standard. In the UK, the criteria
of the Advertising Standards Authority are strict and robust,
leaving no current need for a self-regulatory council that goes
beyond this legislation.
Won the Lottery? Bea will be there to help
Many people dream of winning the lottery, but what do you
do when it actually happens? “Mother of the lottery” Bea Post
has been coaching winners of the Dutch Postcode Lottery
since 1990. She is fully dedicated to advise winners on how
to deal with their new social status as a millionaire. Bea also
makes it possible for winners to share their experiences.
Every year the events team organises a get-together
(Lotgenotendag) for recent and former winners. Her work is
a great example of how our societal mission can be carried
out by an individual. This is on top of the fiscal support by
a financial advisor.

1.3 Integrity
and Compliance
Ensuring that every draw is fair and that the prizes are
awarded correctly is crucial for our lotteries. That is why
we have a zero tolerance policy regarding errors. We are
transparent about how our lotteries are organised and
focus on integrity, such as taking care of the privacy of
our participants.
Correct drawing procedures
For every lottery the random course of the draw is essential.
Therefore the Charity Lotteries designed a specialised
software system, which makes sure the draws are random
and carried out in a fair way. This system is verified and
certified by the Netherlands Metrology Institute (NMi).

The certification includes random periodical checks and assures
every lottery ticket has the same chance of being drawn as a
winner. Internal and external supervisors attend and audit every
part of each draw. In the Netherlands, each draw is supervised
by a notary. The notary does not only attend the drawing, but
also verifies if the software is certified by NMi beforehand. After
the draw, the notary checks that all prizes are assigned correctly
by the draw system. In Great Britain controls are carried out
by a solicitor from The Legal Partners and in Sweden this is
performed by a representative of the Gaming Board. Besides
this, adequate internal procedures are in place to prevent any
irregularities.
We continue to create awareness of compliance
Compliance with laws and legislation is of utmost importance
to the Charity Lotteries. In 2014, we focused on monitoring
and reporting on internal measures against non-compliance.
We reported quarterly to our Executive Board on the most
important risks, internal control mechanisms and results
relating to compliance. In the final quarter of 2014, we raised
- and reached - our goal for telemarketing to a compliance
level of 98%. On a yearly basis this is on the agenda of the
Audit Committee and Supervisory Board meeting. Marketing
employees attended a presentation on compliance and
promotional gaming.
Procedural error leads to warning by Swedish Gaming Board
Early 2014, the Swedish Postcode Lottery announced a new
prize plan including an additional thirteenth draw, starting
six months later. Some customers did not appreciate this. The
Swedish Postcode Lottery subsequently altered the prize plan in
accordance with the customer’s feedback. This led to a warning
because we first informed our customers before notifying the
Swedish Gaming Board. To properly inform our stakeholders
about this procedural error, we issued a press release.

Result 2014
In the Netherlands seven complaints related to commercial
communication were upheld by the Advertising Code
Committee. This is an increase of one complaint compared
to 2013. The Swedish Postcode Lottery and People’s Postcode
Lottery received no upheld complaints, similar to 2013.
We will keep making every effort to aim for zero complaints.
Our participants have the opportunity to share possible
complaints with named organisations.
In the reporting year, no significant errors occurred during
draws and the payments to participants and beneficiaries of
the Charity Lotteries. Insignificant incidents were promptly
identified, adequately analysed and resolved. Furthermore, the
auditors of the Dutch Charity Lotteries reported no irregularities
regarding integrity or compliance with rules and regulations.
upheld complaints about commercial communication
Dutch Charity LotterieS
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Swedish Postcode Lottery

0

People’s Postcode Lottery

0

Goals 2015
• The lotteries strive to provide open, transparent
communication so that stakeholders have an insight into
the expenses of the organisation. This allows participants
to build an informed opinion on the overall performance
of the organisation.
• No complaints upheld by the Dutch Advertising Code
Committee, no incidents of non-compliance with Swedish
regulations concerning marketing communication, and no
complaints upheld by the UK Advertising Standards Authority.
• The lotteries have sufficient internal procedures in place to
ensure fair draws; these processes are checked by our
external financial and EDP auditors.
• There are no significant incidents during the drawing and
payout procedures reported.
• There are no irregularities regarding integrity and compliance
with regulations and legislation reported by external auditors.
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Challenge

2.1 Carbon Footprint
Some of the possible effects of climate change can be
limited by reducing CO2 emissions. The lotteries’ emissions
are determined in accordance with the guidelines of the
Greenhouse Gas Protocol. We are trying to minimise emissions
as much as possible, mainly in Scope 1 (direct emissions
related to our operations) and Scope 2 (indirect emissions from
consumption of purchased energy). Since 2011,the Swedish
Postcode Lottery also calculates its Scope 3 emissions (other
indirect emissions, such as the extraction and production of
purchased materials and fuels).

Planet
In the interests of our future, the earth needs
to be a priority. Only if we adequately protect
the environment, we can use our natural
resources sustainably and share resources fairly.
We contribute to a better planet through our
beneficiaries. Besides that, having as little negative
impact on the environment as possible and
creating a positive impact - in turn - are important
criteria for our own operations. We want to reduce
our carbon footprint, which encompasses the
greenhouse gas emissions for the Charity Lotteries
and Novamedia in the Netherlands, Great Britain
and Sweden. We also want to minimise our
dependence on non-sustainable energy sources as
well as minimise the amount of energy which is
sourced from places other than the home country.
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Scope 3 calculations provide more insight in
carbon emissions
During 2014, the Swedish Postcode Lottery has continued to
calculate its climate impact according to the GHG Protocol
Corporate Value Chain Standard, which enables us to get
a detailed understanding of where in the value chain CO2
emissions occur. Scope 3 takes the whole life cycle of activities
and products into account. In 2014, the Swedish Postcode
Lottery enhanced checks on data collection, which led to better
quality data on premiums, such as emissions related to the use
of the many vouchers and gift cards we yearly distribute.
Supporting Gold Standard Projects to offset
carbon footprint
The Charity Lotteries have the ambition to compensate our
carbon emissions. During 2014, the Swedish Postcode Lottery
invested in Gold Standard Projects to offset their carbon
footprint, one of the most widely accepted standards for carbonoffsetting projects. The standard ensures actual energy efficiency
and CO2 reduction, but it also provides benefits for the
population in developing countries. To compensate for its 2014
carbon emissions, the Swedish Postcode Lottery has invested in
biogas projects in Thailand and India, a cooking stove project in
Tanzania and a wind power project in China.

Where to
focus to
create the
highest
impact?
We strive to allocate our time and
resources to be as impactful as
possible. We want to be a sustainable
organisation - limiting our energy
use and CO2 emissions are just
two examples. However, as an
organisation that does not have
production facilities and supports
environmental organisations, we
should also consider the potential
negative and positive environmental
impact of our beneficiaries and what
they can do to support our mission.
Our materiality analysis in 2015 will
allow us to identify how to maximise
these opportunities.
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Results

2014

MAIN COMPONENTS OF CARBON FOOTPRINT PER ENTITY
We have set ambitious targets to reduce our carbon footprint. Over 2014, our overall CO2
emissions increased with 12% per FTE. For all entities except for Novamedia, paper was by
far the largest contributor to our CO2 emissions. The largest part of the carbon footprint of
Novamedia stems from business air travel.

Dutch Charity
LotterieS

Novamedia

Swedish Postcode
Lottery

People’s Postcode
Lottery

Total 2014. 5,727 tonnes CO2

Total 2014. 92 tonnes CO2

Total 2014. 941 tonnes CO2

Total 2014. 1,372 tonnes CO2

2.2 Energy
Dependency and
Local Sourcing of
Renewable Energy
In the long run, energy independency will form the basis for
a complete supply of renewable energy. We currently focus on
purchasing green and locally produced energy. The final aim
is to produce our own renewable energy. Research is being
carried out on the possibilities of doing this for the lotteries
in the Netherlands.

93%

55%

24%

24%

74%

87%

* As we are preparing for GRI G4, we already reconsidered some of our indicators from a materiality perspective. As commuter travel is responsible for a small percentage of our overall footprint and as such not
significant, we have decided not to report on it. In addition, we found out that gas purchased in the Netherlands last year was actually not green gas but climate neutral gas. We feel it is only fair to adjust our carbon
footprint accordingly for this year but also for last year to make sure we can present comparable results of our performance.

Percentage of
paper used that
is FSC paper

Dutch Charity LotterieS

94%

Swedish Postcode Lottery

98%

People’s Postcode Lottery

100%

Novamedia

98%

The Dutch Charity Lotteries unfortunately did not meet the paper use reduction target of 5% per year. Campaigning on paper is
needed to ensure the high amounts of contributions to charities. An increase in campaigning resulted in a 19% increase of the paper
use at the Dutch Charity Lotteries. Due to the significant growth of People’s Postcode Lottery, the paper use increased around four
times. Meanwhile, we are working hard on our ambition to use sustainable, certified paper and we are progressing towards exclusive
use of FSC paper. With the strategy update in 2015, we will have a closer look at target setting on paper use.
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Energy reduction through the roll-out of thin client machines
People’s Postcode Lottery has made significant energy saving
steps by substituting old PCs with new, energy efficient thin
client machines. Thin client machines are small and light
computers, which can operate efficiently as all data is processed
on a central server. These small computers sit next to the agents
desks and connect into servers. No data is ever held locally on
those computers, meaning if they break they can be replaced
instantly and no data is ever lost. Having standardised systems
means that the team can adapt quickly to changing trends and
requirements without rebuilding computers each time, reducing
administrative overhead costs.
Thin client machines on average use twelve Watt, compared to
the 120 Watt that regular PCs use. The introduction of 90 of
these machines is one of the reasons the electricity use per FTE
in the Edinburgh office decreased in 2014. The change also led
to faster data processing and significantly less downtime. The
machines have been such a success that we are planning to
further increase the number of thin client machines in the UK
and are also investigating its introduction in the Netherlands
and Sweden.

Results
2014
All our entities have set themselves the target of sourcing
all energy from the home country by 2015. This requires
us to monitor the origin of energy we buy. At this moment
it is not possible to assess this outside of the Netherlands.
In the Netherlands we use renewable electricity, which is
generated in the Netherlands (with wind turbines). For the
non-renewable energy we use, such as natural gas, it is not
possible to determine if it is sourced from the home country.
We have set ourselves the target of using 100% renewable
energy, for which using climate neutral energy is considered
the absolute minimum. As such, we at least compensated
for our energy use purchased in 2014. Furthermore, all our
entities have set themselves the target of sourcing all energy
from the home country by 2015. This requires us to monitor
the origin of energy we buy. At this moment it is not possible
to assess this in each of the countries we operate. In the
Netherlands we are able to monitor this and reached our goal
this year for the Dutch Charity Lotteries and Novamedia.

Percentage

renewable energy
Dutch Charity
LotterieS

43%

Swedish
Postcode Lottery

77%

People’s
Postcode Lottery

0%

Novamedia

23%
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New office for
the Dutch Charity
Lotteries - Jointly
designed for people
and planet
Due to an expanding team, the Dutch Charity Lotteries and Novamedia are
planning to move to a new building in 2017. We found a fitting alternative in
2013, which also has better access to public transport. It is an existing empty
office building, which matches our sustainability focus.
Dreaming Together
In the end of 2013, the Board suggested that this project should become a
joint effort of all employees of the Dutch Charity Lotteries and Novamedia to
really make it a space designed for people and planet. His wish was that we
would determine together what our perfect sustainable work place would look
like. In 2014, 127 of the 581 employees - united in ten teams - gladly took up
this challenge by actually conceptualising their dreams and wishes for the new
building and presenting this to the whole organisation.
Three CSR Ambitions
We have set the bar high for ourselves, as this is a great chance to bring our
sustainable ideas into practice. We have formulated three important sustainable
ambitions for the office. Our first ambition is to create the most sustainable
building in Amsterdam, both in terms of materials and energy use. Our goal is to
reach a BREAAM Outstanding certification, the highest level possible. Secondly,
it has to be an inspiring and flexible workspace, that matches our core values.
Thirdly, we want our office to also have a social function for the neighbourhood.
Next Steps
2015 will be an exciting year: after selecting the architect, Benthem Crouwel, the
design that incorporates all our dreams and ambitions will be finalised. Finally,
over the course of 2015, the adjustments of the building can begin.
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Goals 2015
CO2
Dutch Charity LotterieS &
Novamedia

• Source 100% from each home country by 2015

Swedish Postcode Lottery
& Novamedia
• Use 100% renewable energy

Dutch Charity LotterieS & Novamedia
& People’s Postcode Lottery
• Source 20% in ownership by 2015

Dutch Charity LotterieS

• Compensate 100% of the remaining CO2 emissions
• Reduce CO2 emissions per FTE by 5% per year to 25%
in 2015 (base year 2010)
• Include first year’s fuel consumption of cars given away
by the Dutch lotteries in the scope of the lotteries’ CO2
emissions and fully compensate this, based on average
fuel consumption

People’s Postcode Lottery

• Reduce emissions per FTE by 25% in 2015
(base year 2012)
• Compensate 75% of CO2 emissions regarding 2014

Swedish Postcode Lottery

Dutch Charity LotterieS

• Reduce the paper use with 5% each year

All entities

• To use 100% FSC certified paper (or paper
with a similar sustainable mark)

• Continue to be climate neutral according to GHG
Protocol Corporate Value Chain (Scope 3) Accounting
and Reporting Standard
• Introduce complementary KPIs for total carbon
footprint and CO2 emissions per unit of revenue

Novamedia

• Reduce emissions per FTE by 50% in 2015
(base year 2012)
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3.1 Employee
Engagement
We can only live our mission if we have passionate employees,
that choose to work for us because they believe in and are
committed to our mission. That is why we highly value engaging
our employees.
Employee visits to beneficiaries to mark 25th anniversary
In 2014 the Dutch Charity Lotteries celebrated its 25th
anniversary. We marked this occasion by organising thirteen
field trips to 47 beneficiaries. Nearly all Dutch Charity Lotteries’
employees joined one of these trips to the organisations and
projects the lotteries support. During these trips our employees
helped out as volunteers and were able to see with their own
eyes why we raise money and how important the work of
our beneficiaries is. Afterwards employees documented their
experiences in reports, that were shared within our organisation
via our intranet. The narratives clearly show appreciation for the
broad positive impact that our employees help to create in and
outside the Netherlands through supporting the beneficiaries.

People

“It was wonderful to hear how passionate
our beneficiaries are about the work they
do and it is great that we can contribute
to this. Something to be really proud off.”

Only with an engaged, well-developed and
diverse group of employees, are we able to work
towards our mission and create a better world.
Our core values, ‘courageous’, ‘fun’, ‘sharing’ and
‘sustainable’ are fundamental to good employment.

Fleur Deul, Corporate Communications Coordinator at Novamedia, after visiting
the Museum Booijmans van Beuningen, a beneficiary of the Bank Giro Loterij

We want to provide an attractive working experience
for our workforce and that our charity lotteries are
acknowledged as great places to work. We believe
that providing our employees with the right job
skills and supporting their professional growth, in
turn leads to a better organisational performance.
Moreover, as a fundraiser for charities, our overall
ambition is to have a diverse workforce that is a
reflection of society in all of its aspects.
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Breakfast and lunch seminars to highlight impact through
beneficiaries
Inviting our beneficiaries to tell us about their work is one of
our most effective tools to demonstrate to our staff the broad
impact we create together. In 2014, the Charity Lotteries
organised monthly seminars with guest speakers from our
beneficiaries. In 2014, the lunch seminars in the Netherlands,
held once a month, included a seminar by the winners of the
Green Challenge (the Postcode Lotteries’ annual, global green
business competition), presentations by colleagues that went on
field trips to beneficiaries, and a documentary of an eight yearold Congolese refugee that started a new life in the Netherlands,
including a talk from Ariane den Uyl, expert in refugee issues.
In Sweden, one of the founders of the Swedish ”Médecins Sans
Frontiers” held a lunch seminar about the work they did during
the aftermath of typhoon Haiyan in the Philippines.

Global
Corporate
Challenge
2014
On May 28th 2014, 273 of the employees
from all our entities - unified in 39 teams
- joined the 2014 Corporate Global
Challenge©. In this joint effort over
40.000 teams from all over the world
were challenged to take as many steps
as possible to raise funds for UNICEF.
The initiative provides a powerful
teambuilding opportunity, encourages
a healthier lifestyle and makes the team
live our mission. During the attempt our
teams took 340,877,869 steps. 135,559
miles or 13,744,196 calories or 57,267
pizza slices.
Our participation enabled UNICEF to
provide clean water to over 11,000 school
children in Zimbabwe and Cambodia.
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Results 2014
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Swedish Postcode Lottery

People’s Postcode Lottery

2010

2012

2011

77%

76%

70%

2014

2013

2013

2012

78%

83%

88%

85%

novamedia

Dutch Charity LotterieS

A Great Place to Work
Being a good employer is very important to the Charity
Lotteries. Teamwork and harmonious collaboration is
something we actively pursue, as we believe this is the
best for our employees, members, beneficiaries and our
organisation as a whole. In March 2014, our efforts were
recognised by our own employees, as we were voted as
the twelfth best place to work in the Netherlands within
the category of large and multinational companies that
joined the Dutch Great Place To Work® survey. The
results of the survey were discussed with the Management
Team and employees, so we can really use the input to
improve our organisation and make it an even better place
to work. Compared to three years ago, when the Dutch
Charity Lotteries first participated, we increased our score
with one percent. The Swedish Postcode Lottery and
People’s Postcode Lottery last participated in 2013, and
achieved scores of 83% and 81% respectively - making
them a Great Place to Work® too.

Another lunch seminar was held by Dima Litvinov of
Greenpeace, who visited the Swedish Postcode Lottery and
told the story about how he and other environmental activists
were arrested when they protested against oil-drilling in the
Arctic. At People’s Postcode Lottery, Magic Breakfast visited
the offices at 76 George Street to tell us more about the work
they are doing to provide free and healthy breakfast food to
thousands of children in schools across England. We also saw
a team from the Tottenham Hotspur Foundation deliver an
excellent presentation, detailing how our funding is enabling
them use football in order to support children and young
people in local communities.

3.2 Training and
Development
We constantly work on the professionalism and development
of our employees. For this reason, the training programmes
are not only geared towards occupational development,
but also to raise social awareness, personal effectiveness
and growth. Every year, we make substantial investments
in educating and training our employees. Mainly through
in-company training programmes that we organise ourselves.
A part of the education budget is used for training of
employees or departments at external training institutes.
Increase in staff training Customer Experience Team UK
In September 2014, People’s Postcode Lottery rolled out an
induction programme for the Customer Experience Team.
This training programme was developed in cooperation with a
specialised training agency. The training supported the rapidly
growing team to prepare for the necessary shift from sales
to service oriented skills. The former training of one week
was therefore replaced by a four-week training course, which
comprised of one week of theory, including a full introduction
to all the departments and the Planet First! strategy, and three
weeks of on the job training. In total, we spent 3,838.5 hours
on training in the Great Britain this year, which is a 59%
increase compared to 2013. In 2014, 20 employees completed
the new induction programme.
Leadership training in Sweden and the Netherlands
Excellent leadership is a key aspect in keeping staff motivated
and getting the best out of employees. During 2014, all 28
managers of the Swedish Postcode Lottery were given seven
days of leadership training. The leadership training consisted

of a customised program for the Swedish Postcode Lottery,
based on our core values. The main purpose was to strengthen
the personal leadership and to increase understanding of the
various management roles. Another goal was to increase the
cooperation across departments. This management training
comprised 1,509 training hours, leading to a total number of
3,903.5 and a 76% increase. In the Netherlands, together with
two external coaches, we organise several tailor-made leadership
training sessions per year, mainly focusing on leadership,
cooperation and feedback. In 2014, together with training
agency Changery, we organised several peer review sessions in
which groups have been formed that now meet up regularly
and discuss specific cases, in order to learn from each other.
These groups are guided by trained internal facilitators.
Nurturing and growing in-house talent from our
member service
We want to preserve capable, ambitious young people within
the organisation and give them the chance to develop.
A concrete example from the Dutch Charity Lotteries is
recruitment of staff for both temporary projects and permanent
jobs from our member service department. Our member service
department consists of around 200 young employees - mostly
students who work on a flexible basis. They have a great
insight to our members’ questions and motivation to join the
lottery, which is very valuable for other departments within our
organisation. This is why each year we have around 20 internal
projects from other departments for which we recruit explicitly
from the member service department. In ten cases these are
long-term projects, which could lead to regular employment
and could be the next step of a fruitful career within our
organisation.

“Recently we have organised a speed
date with the marketing managers and a
selection of the member service employees.
This led to the appointment of three Junior
Content Managers from the member
service department. Moreover, preserving
talented and ambitious member service
employees fosters the further development
of skills and promotes knowledge exchange
within our organisation.”

Challenge

How can we
mitigate the
ambiguity between
commercial
targets and Planet
First! targets in
daily practice?
We want our employees to be committed to
the organisation and its Planet First! strategy.
However, in daily practice our employees
also have to deal with the ambiguity between
commercial targets and Planet First! targets.
For instance, we are dedicated to lowering
our carbon footprint, but when looking for
attractive prizes to offer to our participants,
we sometimes choose items that appeal
to our participants, but happen to have a
relatively large environmental footprint. An
important continuous ambition is to make
Planet First! top of mind and to provide better
opportunities for our employees to combine
Planet First! targets with their daily work, for
instance through the selection of prizes.

Daan Willem Vermolen, HR advisor of the Dutch Charity Lotteries
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Results 2014
Overall the Dutch Charity Lotteries, the Swedish Postcode
Lottery and the People’s Postcode Lottery invested
significantly in training hours in 2014. The Dutch Charity
Lotteries have many customer care employees, who
receive a relative large amount of training hours. As the
People’s Postcode Lottery had a sharp increase in staff in
2014 the relative hours spent per employee only showed
a small increase. Novamedia has a relative high share
of experienced employees, which explains the decrease
in training hours. As there was no strict administration
of hours in place for the Dutch Charity Lotteries, the
number of hours spent were based on a fair estimate.

average training hours per FTE
Dutch Charity LotterieS

86

Swedish Postcode Lottery

22

People’s Postcode Lottery

31

Novamedia

22

percentage of salary
costs spent on training
Dutch Charity LotterieS

3.5%

Swedish Postcode Lottery

3.3%

People’s Postcode Lottery

2.0%

Novamedia

2.5%

3.3 Diversity

Results 2014

We have a large diversity among our participants and we want
our team to be a reflection of societies in every country where
we operate. Different backgrounds and viewpoints increase
creativity, new ideas and synergy, and help further improve our
organisation. Where possible, we try to recruit people who are
far-removed from the job market. To achieve this, we have an
active policy to attract employees from every stratum of society.
However, this remains challenging. We are trying to improve
ourselves in this respect and are actively searching for ways we
can do more for people who try to find their way back to the
job market.

All entities - except for People’s Postcode Lottery, have defined
a target for reaching a male-female balance in the management
team by 2015. At the end of this year the Swedish management
team has almost reached that balance with 42% of women in the
management roles. In Sweden a reorganisation in the management
team was made, due to the need of competencies within new
business areas in the team. As a result three mid-management
female employees were promoted to the management team, which
led to an almost 50/50 distribution between men and women
within the team. Across our organisations, the total percentage
of women in management position is 44%.

Nationwide campaign for diversity and tolerance
Promoting diversity has been a focus area of the Swedish
Postcode Lottery since 2013. From the summer of 2013 to
September 2014, the Whole of Sweden for Diversity and
Tolerance project of the Swedish Postcode Lottery highlighted
the importance of diversity through numerous activities.
For instance, it allocated around seven million Euros for
diversity projects, founded and sponsored the 2014 Diversity
Manager Prize and sponsored the Pride Festival in Stockholm,
Gothenburg and Malmö. The project reached six million
Swedes, 500 companies and led to an investment of 125 million
SEK in 19 projects by our beneficiaries promoting diversity
and tolerance.
Positive role model for female board members
Sigrid van Aken, COO of Novamedia, was nominated for
the yearly Dutch Top Woman (Top Vrouw) award in 2014.
This yearly prestigious prize is awarded to a woman who
has provided a positive example to other women, in her
management role. The prize is an initiative of the Top Vrouw
Foundation that wants to promote a more diverse management
culture, by giving successful women in management roles
a platform. Additionally, Sigrid van Aken was named “most
powerful Dutch woman in philanthropy” in 2014 by the
Dutch Magazine ‘Opzij’.

percentage of men and women
in management positions
Dutch Charity
LotterieS

2013

2013

2013

2013

67%

33%

87%

13%

2014

2014

2014

77%

23%

People’s Postcode
Lottery

2013

36%
2014

36%
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Swedish Postcode
Lottery

2013

64%
2014

64%

58%

2014

42%

Novamedia

2013

54%
2014

50%

Supporting
workplace
pride
The Dutch Charity Lotteries are an active
member of Workplace Pride, a global
platform for organisations that strive to
improve the work situation of homosexual,
bisexual and transgender employees.
All our employees matter to us - we want
to be a great employer to everyone and
actively stimulate a diversity in ethnicity,
gender and sexual preference. Through
our active participation in Workplace
Pride and by attending their events, we
want to set an example and promote our
conviction that we are all equal. For more
information on Workplace Pride please
visit www.workplacepride.org.

2013

46%
2014

50%
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Goals 2015
All entities

• An even balance between men and women
on the management team

“We have invested greatly in Whole
of Sweden for Diversity and Tolerance
project, as we think this an important
issue that needs attention. It was great
to also give internally attention to this
theme, with our CEO giving a breakfast
talk on the importance of it, showing
the real commitment throughout the
organisation on this theme.”
Cecilia Bergendahl, Deputy Managing Director

Swedish Postcode Lottery

• All employees will be aware of the focus area “Diversity”

Dutch Charity LotterieS

• Allow investment in training and development to
grow to 4% of the total salary costs

Swedish Postcode Lottery

• Willingness to spend up to 4% of gross salary
costs on training & development per year

People’s Postcode Lottery

Dutch Charity LotterieS

• Average of 40 hours of training per FTE per year
(including lunch readings)fuel consumption

Swedish Postcode Lottery

• Further develop the possibility for employees to
do voluntary work during paid work hours
• Willingness to, on average, spend up to 8 hours
per employee per year on lunch seminars with
beneficiaries and innovative businesses
• Willingness to, on average, spend up to 30 hours
on training per employee per year (excluding
lunch readings)

People’s Postcode Lottery
• Average of 16 hours of training per FTE
per year (including lunch readings)

Novamedia

• Average of 24 hours of training per FTE
per year (including lunch readings)

• Allow investment in training and development to grow
to 4% of the total salary costs by 2015, depending on
the annual growth of the organisation

Novamedia

• Allow investment in training and development
to grow to 2% of the total salary costs, taking
into account the composition of personnel

Dutch Charity LotterieS

• If we participate, score at least the average of the
last three years in the Great Place to Work Survey

Swedish Postcode Lottery
• If we participate, score at least 82% in
the Great Place to Work Survey

All entities

• 100% of the employees receive a formal
performance appraisal

People’s Postcode Lottery
• If we participate, score at least 80%
in the Great Place to Work Survey

Novamedia

• If we participate, score at least 85%
in the Great Place to Work Survey
24
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Our Code of Conduct
In 2010, the Charity Lotteries set themselves the objective
of developing a code of conduct for suppliers. All suppliers
from whom we purchase more than 300,000 Swedish Crowns,
or 31,800 Euro worth of goods and services, such as office
supplies, coffee, tea but also prizes in kind, should commit
to this code. This threshold indicates the significance of
our suppliers.
Suppliers must satisfy the procurement criteria on human rights
and labour, health and safety, environmental impact and ethics.
We expect all our significant and high-risk suppliers - based on
country and industry related risks - to sign the code, and we
have an active monitoring system in place. The code is based
on internationally accepted guidelines such as the Ethical
Trading Initiative, the United Nations Global Compact, the
Universal Declaration of Human Rights and the guidelines of
the International Labour Organisation. In 2014, 217 of all our
significant suppliers have signed the code of conduct.

Fair and
Real Cost
Pricing
The production of consumer goods and food
products can have a negative effect on people and
the environment, for example through bad working
conditions, depleted soil and vanishing nature and
biodiversity. These social and environmental costs
are often not included in the price of products.
Working for a better world means paying a fair, real
cost price for products. This is why we aim to only
purchase products for which the costs of treating
the planet and people responsibly are included
throughout the entire value chain. By setting an
example through our choice of prizes in kind,
we can positively influence the entire value chain,
from suppliers to our prize winners.
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Compared to last year we adjusted the threshold for significant
suppliers to one consistent level for all our organisations - we
raised the thresholds to the level the Swedish Postcode Lotteries
has been applying for the last year. The Swedish Postcode
Lottery has extensive experience in working closely with
suppliers on topics included in our code of conduct.
Stimulating consumers to buy sustainable food products
Switching to a more sustainable diet can greatly reduce the
environmental impact of individuals. To take a step towards
this important change in consumer behaviour, the Dutch
Charity Lotteries, Unilever and Albert Heijn (the largest
retailer in the Netherlands), launched the ‘Doe Maar Lekker
Duurzaam’ campaign. This campaign showed consumers
that more sustainable food products are not necessarily more
expensive. We supplied 2.5 million Dutch lottery participants
with a voucher worth 12.50 Euros, which they could spend on
sustainable food products at Albert Heijn. Together with this
voucher we also provided a recipe booklet, full of tasty meals
based on sustainable ingredients. During the campaign period
a total of seven million sustainable products were bought
with the voucher and the most popular sustainable recipe was
viewed 52,000 times on the campaign website. Thirteen NGOs
focusing on sustainability were involved in the communication
towards the public.

Challenge

Monitoring
and following
up on signed
codes
The past years we focused on having as
many suppliers as possible sign our code of
conduct. We succeeded at this, but naturally
this is not where it ends - in fact, it is just a
first step. We are now planning to design a
stricter monitoring of the return process of
signed codes. Suppliers that do not comply
require a change process. After all, we are
not looking to let suppliers go - we are
looking for long-term, mutually beneficial
relationships. The Swedish Postcode Lottery
and its growing experience with supplier
audits provides a best practice to our other
entities in this respect.
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Smart sourcing
Smart sourcing of transportation reduces travel costs and
related emissions. We are looking for ways to source in a smart
way. For example, People’s Postcode Lottery has significantly
reduced its travel related emissions in 2014 due to changes in
sourcing of transportation. Previously, many travel hours were
spent on short haul flights for IT specialists from the Dutch
Charity Lotteries, who helped set up the IT infrastructure in
the new Edinburgh office. Now that People’s Postcode Lottery
has its own IT staff, short haul flights are less needed. In 2014,
the use of public transport increased substantially. The tax-free
Bike to Work scheme proved to be successful with 50 colleagues
using their bicycle to travel to the Edinburgh office. This not
only an environmental friendly, but also a healthier way of
transportation.
Auditing our telemarketing suppliers
Telemarketing is one of the largest sales channels for the
Swedish Postcode Lottery. We believe the best results come
from long term partnerships with our suppliers. To be able
to establish such partnerships, we consider it important to
know them well and we expect them to understand our way of
working. In 2014, we gave KPMG the assignment to perform
audits at all of our Telemarketing suppliers. The audit focused
on high risk and high impact areas like wages and working
conditions. The main outcomes where shared with the supplier
at the end of the audit. Between two and five deviations of the
code of conduct and contract were detected per supplier. All
were followed up by corrective measures, such as two suppliers
who increased their wages to at least minimum wage level.
In 2015, more audits are scheduled, most likely with our events
and media communication suppliers. In the Netherlands we
monitor our telemarketing suppliers permanently, via Dialogue
Marketing Compliance Collective (DMCC).
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Result 2014
de
co

Guideline for the procurement of sustainable prizes
The Swedish Postcode Lottery works continuously to further
implement sustainability in its offer of prizes in kind. To this
end, a specific guideline was introduced in 2014. The sourcing
team considers sustainability aspects like country of origin
(local or overseas), the sustainability level of materials and risk
factors of production countries and facilities in their sourcing
practices. Also environmental friendly packaging and the
required transportation are taken into consideration.

In 2014, 217 of all our
significant suppliers
have signed the code
of conduct.

Goals

2015

Dutch Charity LotterieS

• 60% of our significant suppliers commit
themselves to the code of conduct for suppliers

Swedish Postcode Lottery
People’s Postcode Lottery
Novamedia

• All significant suppliers commit themselves
to the code of conduct for suppliers
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Integrating
Planet First!
in our
organisation
Novamedia was set up in 1983 as a Dutch
marketing and media agency raising funds
for charity organisations that create a fairer
greener world. To this end, Novamedia
founded the Nationale Postcode Loterij in
1989. In 1998, the Sponsor Bingo Lottery and
in 2002 the BankGiro Lottery joined. Together
the three lotteries are part of Holding
Nationale Goede Doelen Loterijen N.V.
The success of the Dutch Postcode Lottery
inspired Novamedia to launch the Swedish
Postcode Lottery (Svenska PostkodLotteriet)
in 2005, followed by the People’s Postcode
Lottery in Great Britain in 2008.
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“Visiting my father in law, a fruit grower,
it struck me how fruit trees bear fruit year
after year. I felt a similar tree was needed
for charitable organisations. One that grows
money continuously.”

Organisational value chain
We want to create value for all our relevant
stakeholders. The value chain provides insight in
our role and impact in a wider context. It shows the
areas in which we can create the most value - both
by creating a positive impact as well as reducing any
negative impact. Gradually we will transform negative
issues into a positive approach. With the value chain
and this report we are taking an initial step towards
making our social impact and value creation clearer.
1. Players: buy lottery tickets.
Suppliers: paying a fair and real price for procured
resources and prizes in kind.
2. Operations: all internal activities required
to organise charity lotteries, relating to our
departments Politics & Licenses, Charities,
Marketing & sales/Marketing & internet,
Television, Customer Service, Data Service,
Finance (& Compliance), Communication.
3. Players: distribution of monetary prizes and
prizes in kind.
Beneficiaries: allocation of funds and raising
awareness.

Boudewijn Poelmann, Co-founder and CEO of Novamedia/Charity Lotteries

players

WINNERS

operations
Suppliers

Beneficiaries
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Governance
The Planet First! team is responsible for the day to day
execution of the CSR strategy and provides the Management
Team and Executive Board with results and insights. The
Executive Board discusses the targets, the results achieved
and the progress made on the objectives. They, together with
the Planet First! team, aim to actively involve every employee
by regularly informing them about the CSR strategy and
our ambitions.
Our four CSR pillars have been translated into Key Performance
Indicators (KPIs). The aim of these KPIs is to measure and
report on progress on the objectives of the CSR themes. The
goal is to report on the KPIs every six months. The guidelines
for the process, the indicators and data quality are laid down
in a reporting manual. This facilitates and guarantees internal
monitoring and planning of activities that drive performance
on CSR themes for all the Charity Lotteries and Novamedia.
Stakeholder engagement
We have frequent contact with various stakeholder groups participants, beneficiaries, employees, government, political
parties and suppliers - to increase involvement at both sides and
to enhance transparency regarding the activities of our lotteries.
During our stakeholder engagement, CSR related themes are
on the agenda and key topics and concerns of stakeholders are
discussed. More information about the dialogue with these
stakeholders and examples of our responses can be found in the
GRI-index. We are working to have a structured system in place
to capture all topics and concerns that have been raised through
stakeholder engagement, and how we have responded to this.
The stakeholder survey scheduled for 2015, further explained in
Future outlook, is an example of how this structured system is
put into practice.

Our Core
Values
Our passion is encapsulated in our four core values:
‘Courageous’, ‘Sustainable’, ‘Sharing’ and ‘Fun’. These
core values are also a promise. It shows how we treat the
earth, nature and other people. Our values are central to
the way we work, who we are and what we stand for.

Courageous

We have the courage to act outside the
established framework and come upo with
solutions that others have not yet tried.

Fun

Players have fun and win great prizes, and we
enjoy our work too! Through the charitable
organisations, we mke people and planet happy
with our support.

Sharing

Our winners share teh prizes. Our beneficiaries
share in the lotteries’ net contributions, and key,
in turn, share them with their own beneficiaries.
We share our knowledge and skills with each
other. And all of this is for the benefit of the
planet that we share together.

Sustainable

We strive for sustainability in everything we do,
from the way we act to the way we work.
The combination of our core values helps us to create an
energetic, positive environment that allows us to pursue
our ambitious societal mission.
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Future
Outlook
Our Planet First! strategy is
important to us, because it touches
the heart of what we believe in,
work for and do to make this world
a better place. We need to keep
advancing its content and execution
as well as further embedding it into
our daily activities.

Not only are we currently reassessing our Planet First! strategy, we are also
advancing the way it is rooted in our organisation. From 2015 onwards,
our Planet First! strategy is overseen by our highest governance bodies - the
Supervisory Boards of Novamedia Holding B.V. and of Holding Nationale
Goede Doelen Loterijen N.V.. This will ensure that our Planet First! strategy,
activities and progress will be monitored and adapted at the highest level in
our organisation.
External validation is something we value strongly, as it allows us to align
our activities with the expectations and needs of our stakeholders. We will
develop and conduct a comprehensive stakeholder survey in 2015, which will
enable us to verify stakeholder views and feedback on our current and future
agenda. The results will also be used for an extended materiality analysis, that
will act as the basis for our updated Planet First! strategy. The completion of
the materiality analysis is also a prerequisite for reporting according to GRI
G4 from the 2015 report onwards. In addition, the result of the materiality
analysis can help us to assess and communicate our added value compared to
possible new entrants of the European gaming market.
One thing remains top priority - our people are the most valuable asset in
turning our ambitions into achievements. In 2015, we will focus even more on
structurally gathering the best practices, experiences and ideas of individual
employees. Applying all the knowledge, talent and creativity within our
organisation is key to accelerate our accomplishments and to take Planet First!
to the next level. We will focus on strengthening the link between individual
commercial targets and Planet First! targets. Where possible, we want to turn
our best practices into common practice across all our entities.
A better insight in how we can allocate our resources to create the highest
impact is something we will give extra attention to. To this end we will review,
improve and extend the scope of our impact analysis to wider share of our
beneficiaries and funds. This will enable us to further align our Planet First!
strategy with our overall business strategy, by identifying and articulating the
(in)direct economic, societal and environmental impacts of our beneficiaries
and our own operations.
One of our final focus points for 2015 will be jointly agreeing on a set of new
ambitious goals to strive for in 2020. In the end, we strongly believe that
putting the planet first starts with setting the bar high for ourselves. We are
looking forward to generate more impact and to report on the progress we
make in 2015.
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Independent
assurance report
To the management boards of Holding Nationale Goede Doelen
Loterijen N.V. and Novamedia Holding B.V.
The board of management of Holding Nationale Goede Doelen
Loterijen N.V. and Novamedia Holding B.V. (‘the Company’)
engaged us to provide assurance on the Planet First!-Report
(hereafter: ‘the Report’), which is a joint publication of Holding
Nationale Goede Doelen Loterijen N.V. (Amsterdam) - the
Dutch Postcode Lottery (Nationale Postcode Loterij), the
BankGiro Lottery (BankGiro Loterij) and the FriendsLottery
(VriendenLoterij) -and Novamedia Holding B.V. (Amsterdam)
- the Novamedia Swedish Postcode Lottery (Svenska Postkod
Föreningen), Novamedia Sverige AB (before 20 February 2015
known as Novamedia Svenska PostkodLotteriet AB) and the
People’s Postcode Lottery (Postcode Lottery ltd) (The Lotteries).
Our engagement consisted of providing a combination of:
• reasonable assurance over all data with regard to the
performance indicators of the Lotteries, as reported for
each sustainability theme under ‘Results 2014’. The data
in the Report audited by us are marked with the following
symbol ( );
• limited assurance over all the other elements of the Report.
We believe these procedures fulfil the rational objective as
disclosed by the Lotteries on page 7.

Assurance
Report
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Our opinion
Based on the procedures we have performed and the evidence
we have obtained, in our opinion the data (and graphs) marked
in the Report with the following symbol ( ) provide, in all
material respects, a reliable and appropriate presentation of the
policy of the Lotteries for sustainable development, the activities
and the performance of the organisation relating to sustainable
development during the year, in accordance with the Lotteries’
reporting criteria.

This opinion and conclusion are to be read in the context
of what we say in the remainder of our report.

The basis for our
conclusion and opinion
What we are assuring
We have reviewed the Report for the year 2014. This Report
comprises a representation of the policy, the activities,
and performance of the Lotteries relating to sustainable
development during the reporting year 2014. The disclosures
made by management with respect of the scope of the Report
are included on page 7.
In addition to our review procedures, the scope comprise
reasonable assurance over the data in the Report marked with
the following symbol ( ).
A review leads to limited assurance. Limited assurance
procedures are substantially less in scope than reasonable
assurance procedures in relation to both the risk assessment
procedures, including an understanding of internal control, and
the procedures performed in response to the assessed risks.
Limitations in our scope
The Report contains prospective information, such as
ambitions, strategy, targets, expectations and projections.
Inherent to this information is that actual future results may
be different from the prospective information and therefore
it may be uncertain. We do not provide any assurance on the
assumptions and feasibility of this prospective information.
The auditor is not expected to, and cannot, reduce audit risk
to zero and cannot therefore obtain absolute assurance that the
sustainability information is free from material misstatement
due to fraud or error. This is because there are inherent
limitations of an assurance engagement, which result in most of
the assurance evidence on which the auditor bases the auditor’s
opinion being persuasive rather than conclusive.

Our conclusion
Based on the procedures we have performed and the evidence we
have obtained, nothing has come to our attention that causes us
to believe that the Report has not been prepared in accordance
with the Lotteries’ reporting criteria.
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Reporting criteria
The Lotteries developed its sustainability reporting criteria on
the basis of the G3 Guidelines of the Global Reporting Initiative
(GRI), which are disclosed together with detailed information
on the reporting scope on page 7. We consider the sustainability
reporting criteria to be relevant and appropriate for our
examination.
Understanding reporting and measurement methodologies
The information in the scope of this engagement needs to
be read and understood together with the reporting criteria,
for which the Lotteries is solely responsible for selecting and
applying. The absence of a significant body of established
practice on which to draw, to evaluate and measure nonfinancial information allows for different, but acceptable,
measurement techniques and can affect comparability between
entities and over time.

Our assurance
approach
Materiality
We set thresholds for materiality at the planning stage and
reassessed them during the engagement. These helped us to
determine the nature, timing and extent of our procedures
and to evaluate the effect of identified misstatements on the
information presented, both individually and in aggregate.
Based on our professional judgement, we determined specific
materiality levels for each element of the sustainability data.
Work done
We are required to plan and perform our work in order to
consider the risk of material misstatement of the Report.
Our main procedures included the following:
• performing an external environment analysis and obtaining
an understanding of the relevant social issues, relevant laws
and regulations and the characteristics of the organisation;
• evaluating the acceptability of the reporting policies and
consistent application of these, as amongst others an
assessment of the outcomes of the stakeholder dialogue
and the process for determining the material subjects, the
reasonableness of estimates made by management, as well
as evaluating the overall presentation of the sustainability
information;

• evaluating the design and implementation and testing of the
operating effectiveness of the systems and processes for data
gathering and processing of information as presented in
the Report;
• interviews with management and relevant staff at corporate
(and business/division/local) level responsible for the
sustainability strategy and policies;
• interviews with relevant staff responsible for providing the
information in the Report, carrying out internal control
procedures on the data and the consolidation of the data
in the Report;
• investigating internal and external documentation, in
addition to interviews, to determine whether the
information in the Report is adequately substantiated;
• analytical review of the data and trend explanations
submitted for consolidation at group level; and
• evaluating the application level in accordance with the
Sustainability Reporting Guidelines version 3.1 of GRI.
In addition to the procedures mentioned above, for the data
(and graphs) marked in the Report with the following symbol
( ) we performed the following:
• assessing the systems and processes for data gathering,
including testing the design, existence and the effectiveness
of the relevant internal controls during the reporting year;
• conducting analytical procedures and substantive testing
procedures on the relevant data;
• assessing the processing of other information, such as the
aggregation process of data into the information as presented
in the sustainability information; and
• corroborating internal and external documentation to
determine whether the sustainability information is
substantiated adequately.
We believe that the evidence we have obtained is sufficient and
appropriate to provide a basis for our conclusion and opinion.
Professional and ethical standards applied
We conducted our assurance engagement in accordance with
Dutch law, including Standard 3810N ‘Assurance engagements
relating to sustainability reports’ (hereafter ‘Standard 3810N’).
Our responsibilities under this standard are further described in
the “Our responsibilities” section of this report.

We are independent of the Company in accordance with the
“Verordening inzake de onafhankelijkheid van accountants bij
assurance-opdrachten” (ViO) and other relevant independence
regulations in the Netherlands. Furthermore we have complied
with the “Verordening gedrags- en beroepsregels accountants”
(VGBA) and other relevant regulations.

Responsibilities
The management boards’ responsibilities
The board of management of the Company is responsible
for the preparation of the Report in accordance with the
Lotteries’ reporting criteria, including the identification of
the stakeholders and the determination of material subjects.
Furthermore, the board of management is responsible for such
internal control as the board of management determines is
necessary to enable the preparation of the Report that is free
from material misstatement, whether due to fraud or error.
Our responsibilities
Based on our assurance engagement in accordance with
Standard 3810N, our responsibility is to:
• express an opinion on the data (and graphs) marked in the
Report with the following symbol ( ); and
• express a conclusion on all the other elements of the Report.
This requires that we comply with ethical requirements and
that we plan and perform our work to obtain limited assurance
about whether the report is free from material misstatement.
The procedures selected depend on the auditor’s judgment,
including the assessment of the risks of material misstatement
of the Report, whether due to fraud or error. In making those
risk assessments, the auditor considers internal control relevant
for the preparation of the Report in order to design procedures
that are appropriate in the circumstances, but not for the
purpose of expressing an opinion on the effectiveness of the
Company’s internal control. An assurance engagement aimed
on providing limited and reasonable assurance also includes
evaluating the appropriateness of the reporting framework used
and the reasonableness of estimates made by management as
well as evaluating the overall presentation of the Report.
Utrecht, 24 March 2015
PricewaterhouseCoopers Accountants N.V.
Original has been signed by P. Jongerius RA
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Dutch Charity Lotteries

Swedish Postcode
Lottery

People’s Postcode
Lottery

Novamedia

2014

2013

2014

2013

2014

2013

2014

Total
group

Total
group

2013

2014

2013

OPENNESS
Responsible Gaming
PR7

Incidents of non-compliance with
regulations concerning marketing
communications resulting in a
fine or penalty

0

1

0

0

0

0

NA

NA

0

1

PR7

Incidents of non-compliance with
regulations concerning marketing
communications resulting in a
warning

0

0

0

0

0

0

NA

NA

0

0

PR7

Incidents of non-compliance
with voluntary codes concerning
marketing communications

7

5*

0

0

0

0

NA

NA

7

5

Compliance and Integrity
SO8

Monetary value of significant fines
for non-compliance with laws and
regulations (euros)

0

200,000

0

0

0

0

0

0

0

200,000

SO8

Non-monetary sanctions for
non-compliance with laws
and regulations

0

0

1

0

0

0

0

0

1

0

Total
group

Total
group

* Last year’s report showed four upheld complaints for the Dutch Charity Lotteries. However, due to an appeal
procedure during 2014 one additional complaint from 2013 was upheld.

Dutch Charity Lotteries

Swedish Postcode
Lottery

People’s Postcode
Lottery

Novamedia

2014

2013

2014

2013

2014

2013

2014

2013

2014

2013

PLANET
Paper use

Overview
results
38

EN1

Total paper (kg)

5,587,330

4,683,113

726,799

705,808

1,250,582

374,926

785

606

7,565,496

5,764,453

EN2

Percentage of materials (paper) used
that are recycled input materials

2.1%

1.7%

0.0%

0.0%

0.0%

0.0%

95.9%

2.0%

1.6%

1.4%

LOT10_C01

Percentage of paper used that is
FSC paper

94.2%

86.9%

97.5%

92.0%

100.0%

99.7%

98.4%

94.2%

95.5%

88.4%

Energy consumption
EN3

Direct energy consumption (GJ)

1,512

2,150

0

0

439

533

319

526

2,269

3,210

EN4

Indirect energy consumption (kWh)

462,300

502,000

628,700

634,600

191,600

150,300

39,200

46,900

1,321,900

1,333,800

EN16

Total direct and indirect CO2
emissions (ton CO2)

121

150

13

17

108

99

18

30

260

297

EN17

Other relevant indirect greenhouse
gas emissions (ton CO2)

5,607

4,732

927

923

1,265

424

74

87

7,873

6,166

CO2₂ emissions
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Dutch Charity
Lotteries

Swedish Postcode
Lottery

People's Postcode
Lottery

Novamedia

2014

2014

2014

2014

2013

2013

2013

2013

Total
group

Total
group

Dutch Charity
Lotteries

Swedish Postcode
Lottery

People's Postcode
Lottery

Novamedia

2014

2013

2014

2013

2014

2013

2014

2013

2014

PEOPLE

Diversity

Training & Development

Gender

Hours spent on training
LA10

Average hours of training per FTE

86

63

22

14

31

30

22

32

58

LA10

Percentage of total salary costs spent
on training

3.5%

4.2%

3.3%

2.1%

2.0%

3.2%

2.5%

3.5%

3.2%

3.4%

Formal performance appraisal
LA12

Percentage of employees who received a
formal performance appraisal

100.0%

100.0%

94.7%

75.6%

97.1%

100.0%

100.0%

92.9%

98.5%

93.5%

LA12

Percentage of female employees who
received a formal performance appraisal

100.0%

100.0%

94.6%

75.6%

95.7%

100.0%

100.0%

91.3%

98.2%

93.2%

LA12

Percentage of male employees who received
a formal performance appraisal

100.0%

100.0%

94.8%

75.6%

98.6%

100.0%

100.0%

100.0%

98.8%

93.9%

Total
group

2013

2014

2013

LA1

Percentage of female
employees

55.1%

55.5%

58.8%

58.0%

49.6%

53.3%

83.9%

82.1%

56.0%

56.9%

LA1

Percentage of male
employees

44.9%

44.5%

41.2%

42.0%

50.4%

46.7%

16.1%

17.9%

44.0%

43.1%

LA1

Percentage of part time
employees

65.6%

64.5%

19.8%

26.8%

7.9%

13.3%

48.4%

46.4%

46.7%

48.5%

LA1

Percentage of full time
employees

34.4%

35.5%

80.2%

73.2%

92.1%

86.7%

51.6%

53.6%

53.3%

51.5%

LA1

Percentage of employees with
a permanent contract

62.0%

64.9%

98.9%

97.6%

99.3%

100.0%

77.4%

100.0%

75.9%

78.4%

LA1

Percentage of employees with
a temporary contract

38.0%

35.1%

1.1%

2.4%

0.7%

0.0%

22.6%

0.0%

24.1%

21.6%

LA13

Percentage of employees
under the age of 30

42.9%

42.0%

33.2%

47.8%

48.9%

52.2%

6.5%

0.0%

40.6%

43.1%

LA13

Percentage of employees in
the age between 30 and 50

47.3%

48.9%

57.2%

48.3%

45.3%

46.7%

74.2%

75.0%

49.9%

49.4%

LA13

Percentage of employees over
the age of 50

9.8%

9.2%

9.6%

3.9%

5.8%

1.1%

19.4%

25.0%

9.5%

7.5%

LA13

Percentage of females in the
organization's governance
bodies

33.3%

40.0%

62.5%

33.3%

100.0%

0.0%

20.0%

20.0%

45.8%

30.8%

LA13

Percentage of males in the
organization's governance
bodies

66.7%

60.0%

37.5%

66.7%

0.0%

100.0%

80.0%

80.0%

54.2%

69.2%

LA13

Percentage of non-customer
care employees

62.0%

64.9%

71.7%

75.6%

43.9%

51.1%

NA

NA

61.2%

66.1%

LA13

Percentage of customer
care employees

38.0%

35.1%

28.3%

24.4%

56.1%

48.9%

NA

NA

38.8%

33.9%
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Training costs

Total
group

Employment type

Age

Governance bodies

Dutch Charity
Lotteries

Swedish Postcode
Lottery

People's Postcode
Lottery

Novamedia

2014

2014

2014

2014

2013

2013

2013

2013

Total
group

Total
group

2014

2013

Staff engagement
Customer care

New hire and turnover rate
LA2

New hire rate

42.2%

30.3%

22.5%

32.2%

73.4%

43.3%

22.6%

14.3%

42.2%

31.7%

LA2

Turnover rate

29.3%

29.6%

30.5%

16.6%

38.1%

30.0%

12.9%

10.7%

30.3%

25.7%

Percentage of employees covered by
collective bargaining agreements

0.0%

0.0%

99.5%

99.5%

0.0%

0.0%

0.0%

0.0%

20.5%

25.4%

Absentee rate for total workforce

4.0%

4.6%

4.0%

3.5%

2.8%

1.8%

1.0%

1.7%

3.7%

4.0%

Bargaining agreement
LA4
Sickness
LA7

40

41

Credits

The Planet First! Report is a publication of the Holding Nationale Goede Doelen
Loterijen N.V., Svenska PostkodLotteriet, People’s Postcode Lottery and Novamedia.
We would like to know what you think of this Planet First! Report. For questions
and suggestions concerning our objectives and ambitions with regard to corporate
social responsibility, please contact us at communicatie@postcodeloterij.nl.
More information on the organisations of the Charity Lotteries can be found in the
annual reports of the six organisations. These are available on the websites of the six
organisations, along with the GRI table.
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