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THE KEY ASSETS OF

NORSK TIPPING:

Clear vision

Exclusive lottery license

Long term strategic management
High knowledge capital

4000 retail outlets

Strongest trademarks in Norway

Top three most admired company in Norway
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GLOBAL TRENDS:

e Converging markets
e Converging technologies
e Converging nations and continents

e New consumers with new priorities
and values
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IF WE DO NOT RENEW,
WE WILL BE LOSERS!

e New communication channels

e Customization

e Yesterday’s tools are not
necessarily right for tomorrows
challenges

e Strong top management
Involvement absolutely necessary!
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IMPORTANT
MILESTONES:

1994: Management decision to strengthen NT'’s
International position

NT

1995: Selected host for international lottery
congress: Oslo Relations '99

- Oslo Relations '99

Desire to develop Into an mternatlonally recognized
lottery

1996/97: Deep analysis of strategic threat
/ -
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OSLO RELATIONS 99

Keynote speakers of world format

Topics related to knowledge
management rather than lottery
technicalities

Keynote by Lelf Edvinsson on
Intellectual Capital
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FUTURE CENTER NORWAY

o Result of Oslo Relations '99

e Oslo Relations '99

e Established in Hamar, Norway in 2000
® OR8]

e Center for prototyping new ways of working
and thinking

e Led to establishment of a Future Team to
challenge the management

e More dynamic renewal thinking

We Give the Dream a Chance
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WHAT ARE OUR MOST IMPORTANT
RESOURCES?

By far our Intellectual Capital (1C)

Our staff members could quit, and we would lose our
capital

Need to develop strong tribe environment
Need to measure the IC

IC Sweden made survey in 2000 and 2002

CLO O o O
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IC RATING™ BUSINESS*CONCEPT (IC RATING™ )

IR Processes Management Staff Network Customers

Trademarks
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IC RATING™ BUSINESS ENVIRONMENT (1IC RATING™

)
NT 2000 -

Business ‘
@NT 2002 _ environment
Growth 3 years AA R

Business environment
Profitability 3 years

Retarding factors

Threats from new Competition
Establishments
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IC RATlNGTM--«'NdSK TIPPING TRADEMARKS
(IC RATING™ NORSK TIPPING )

_
AAA IR

Reputation

Relevant
83 Distinction

\'Av/ airenss

Recruitment
Management/staff

Possible price
Increases

Relationship
Businesspartners

Recruitment
Retailers
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IC RATING™ NORSK TIPPING RESULT 2002
(NORSK TIPPING o o IC RATING™ )
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o Processes Management Staff Network Customers
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Internal
perspect

Unflexibleg
Organizatio

Hierarcic
Organizatiq

Centralised
Organizatig

Goals not s
And communic

Diversifie
Culture

Vision notj
determine(
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1IC RATING™ ORGANIZATION,
IDENTITY, CULTURE(1IC RATING™
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PORTFOLIO DEVELOPMENT
Norsk Tipping AS

R&D Interactivity
Innovatic

Studios Knowledge-

development
Future

Center |nternational
i Consultanc
Spillverden :

Securing
Transactions

BuyPass

TV-production
Fabelaktiv

Internet games

Hermes
Operator
Extra
Instant games
Flax
Number games
Joker
Viking Lotto
Lotto Sports games
Oddsen

Maltips
Tipping
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FOLLOW-UP ON IC RATING:

e Company meetings to discuss results and draw conclusions
e Balanced score cards and clear goals
« New set-up of project teams

« Several fringe activities (TV productions, BuyPass, College program,
High performance program, Innovation Studios Norway etc)

. ( , BuyPass, , ,
)
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ESTABLISHING
"VALUE COMMISSION”

o 8 staff members to recommend core
corporate values

 Values have ownership in entire organization

e Core values: Courage, Engagement,
Interaction and Performance

e Core value processes to ensure ownership with
everyone
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INTERNAL TEAM TO STUDY THE
ORGANIZATION:

IC Rating showed need for more
renewal

Led to significant changes In our
organization

Started with top management
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CORPORATE VALUES AND COMMUNICATED
VALUES SHOULD CORRESPOND:

e Every game has its defined personality

 All marketing and other types of
communication should correspond to the
sought personality

 This gives consistency In vision, mission,
strategy and corporate values

We Give the Dream a Chance
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B3 TIPPING

WWW.MOESK-TIFFING.NO

Tipping is engaged
In soccer, is
enjoyed by soccer,
and likes to see
soccer on TV

Tipping ,

Tipping IS
appearing as a
little tough, a little
masculine but also
a little trendy and
smart

Tipping

PERSONALITY

Tipping is social, and
iIs comfortable in
other peopes
company. He is open
and easy to talk with

Tipping :

Tipping is positive
optimistic, joyful and
Is looking brightly
upon life. He is
enthusiastic and
engaged

Tipping R
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MLOTTO . PERSONALITY

WWW.MORSK-TIFPING.NOQ

Lotto shall appear as charming
in a common way without
becoming a banality

Lotto is safe and
sound and keeps
within the framework
of what is commonly
acceptable

Lotto is lively, full
of fantasy, and a
little "Crazy” in a

positive way
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INSIDE

Tax change pressure on BBH
There is speculation that tax regulatory
changes in Spain will affect the possibility

of breaking up this Financial services

group. Page 23

US Airlines rebound

Carriers profitiabiltly expected to be maintained
as economic activity is picking up in US

and Asia . Page 24

Viagra causes cancer

Pfizer si filing for chapter 11 as claims rise
due to clear scientific evidence that the active
ingridient in Viagra may cause cancer.

Page 27

Hong Kong lags behind

The relatively staid mix of banking, property
and telecommunication stocks are being
bypassed by investors looking for bigger
returns form high growth markets. Page 28

Creature

The left overs of the debt ridden Enron that
collapsed in 2002 has been steadily rebuilt

by creditors and investment bankes world-
wide. This long journey now finally comes

to an end with the successful IPO of the new
company that was closed yesterday. Page 29

By Sheila McNulty in London

Following the decision in 2003,
where Norsk Tipping was given
the role as sole domestic operator
of gaming machines, the
company has gone through an
incredible rate of change. Norsk
Tipping's CEO, Mr. Reidar
Nordby explains:

“Having virtually become the
sole domestic player in lotteries
and gaming, we chose to take a
proactive stance related to how
we saw Norsk Tipping's future
development.”

The company initiated a
visioning and strategy process,
deliberately  concentrating on
how to shape the future market
rather than concentrating on
short-term operational improve-
ments. The results have been
astonishing.

“By concentrating our efforts and
our creativity on building and

shaping our future state, we
managed to develop, enhance and
implement new and radical
idess.”

One of the key points was to
discuss and develop Norsk
Tipping's role as a company
serving the entire community.
Norwegian Law aready regulates
the distribution of the company’s
profit to sport and culture.
Nevertheless, the company has
managed to excel in new roles.
“We started by defining what it
realy meant to be a vaue
creator. Hence, we had to go
beyond our traditional definitions
of what we do and look
creatively on new roles.”

Among the company’s major
successes has been a
sophisticated and interactive
online game for youths. Through
an aliance with Sega, Norsk

Tipping developed a game that
was played from al Norwegian
high-schools. The game has a
strong focus on learning, and was
developed as an integral part of

the teachings.
“The investment has been paid
back  several times, both

financially and to society. Not
only did we manage to sell the
concept to other countries, we
gave the youth segment a
positive and educational game,
drawing attention to the fact that
learning can be fun, motivating
and inspiring.”

Similar successes have been
recorded in other segments, such
as the elderly and children. This
has led to an unique position in
the Norwegian games market, as
a trusted partner for consumers
and authorities. Its parental
guidance advice for games will,

Norsk Tipping expandsin new segments

Excels in new role as balanced value creator

Total value creation
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Source: Telenor Financial Datastream
due to
in Norway.

In terms of balanced
creation, Norsk  Tipping

currently recognised as a world

leader. Mr. Nordby

unmistakeable with regards to the

success formula.

“Taking the time to look into the
future and deciding and wanting to
shape rather than be shaped, is our

most significant decision ever.”

M SN enters bathroom with new home appliance software

By Scott Smythe, IT editor
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Intelligent homes emerge as major source of revenue for IT companies
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mandatory for all games available
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NAVIGATINGSITOWARDS A VISION

Norsk Tippings
VISION

Follow up on value and Resul tmarginen
profit targets increased to x%
X%

Norsk Tipping
Develon Business Revenues increased dominates a
c F; r Norsk by X% responsible gaming
as'?ip(:)ingo i X% market
Norsk Tipping Norsk Tipping

Regarded as value
creator in survey

Aquisitions strategy
Develop Norsk Tipping Determine new new

marketing strategy service range

Norsk Tipping Attract and keep

right knowledge

Define relationship to
important customers

Organization
Define correct All employees adjusted to market
cvompetences knows Norsk and tasks
Tipping strategy and
mission statement

Norsk Tipping

Internal processes Organization
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STRATEGIC CHALLENGES:

New organization: new department for strategy and
business development 2001

Oo¥O

Analysis showed that slot (VLT) market was coming
out of control

2002: decision to propose a takeover of this market
O O

2003: Approved in parliament
O O i
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RESULTS OF NEW
ORGANIZATION:

e Life cycle personnel policy, taking
better care of all generations.of
staff, better renewal processes also

requires stability
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WHAT ARE THE RESULTS?
?

e« A more flexible, renewal-oriented
organization

« Taking over VLT (1VT) market with
totally new concept from August 2004
O O

VLT

e WIll lead to 100% increase In revenues
from 2006

° o O
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NORSK TIPPING IVT'S
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REVENUE DEVELOPMENT VS PRICE
INDEX
1990 - 2003

——Norsk Tipping === Consumer Price Index
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THE KNOWLEDGE ORGANIZATION:

2nd most admired company in Norway in 2003
© @
Best marketing organization in Norway

9th Most Admired Knowledge Enterprise in Europe in 2003
Err?plcz)yee satisfaction increased significantly

Sick-leave reduced significantly (among lowest in Norway)
A renewal—oﬁiented wor)king environment

A strong tribe culture

A unique international position, Presidency in World Lottery

Association

We Give the Dream a Chance
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THE KNOWLEDGE
ORGANIZATION:

By 2006, Norsk Tipping will have o 0
,Norsk Tipping

10 000 IVT’s VT

Revenues will increase 100%

We would never have got this approval from Parliament
without our knowledge organization and reputation!

And we are ready to meet the market and consumer of
the future!
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The only resource in th
world that increases b
being shared, is knowledge.
We have managed to renew
our organization.and our
Innovation power as a result
of our work with.
Knowledge Capital, giving us
‘a very high development
potential for the future
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THANK YOU FOR YOUR
ATTENTION!

Reidar Nordby, Jr.

President and CEO
Norsk Tipping AS

Taipel 11. August 2004
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