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The biggest gaming show in the world is held annually in London
the last week of January. Included in this issue is the first set of
interviews we conducted at the ICE Gaming Show. The leaders of
the most innovative companies in the gaming industry each have a
unique vision for the role their company plays in the progress of the
industry and the success of their customers. The exciting thing for all
of us, though, is that their vision is being turned into reality. There
has never been more opportunity combined with more commercial
support to power government gaming into the preeminent position
as gaming operator of choice for hundreds of millions of consumers

SN I |

Publisher

national Magazine

they connect with their customers, and in the development of games
that will appeal to the social and internet gamer. Markets, gaming
cultures, legacy gaming infrastructures, regulatory frameworks, lot-
tery business models, and so much more all differ from one jurisdic-
tion to another. BUT, there are also many similarities and things we
can learn from how the industry has evolved in other markets, and the
tremendous technologies being brought to bear for operators in the
business of serving the needs of lottery customers. Our ICE Gaming
interviews coalesce perfectly with Smart-Tech to inform the deci-
sions we make for our own forward-looking business strategies; and
also to empower us to exercise a more proactive role in shaping the
direction that this industry takes.

European governments have long been challenged to defend the
fundamental concept of lotteries as a vehicle to generate funding for
good causes. That’s because the European Union was established
for the primary purpose of establishing a single common market with
standardized commerce and trade laws. The U.S. has a similar system
in that states are prohibited from erecting arbitrary barriers to trade
and free-market competition. As regards to lotteries and gambling,
however, the United States applies a common-sensical exception to
the application of free-market principles. European lawmakers have,
for some reason, felt bound to apply principles of free-market capi-
talism even in the case where those principles are not supported by



http://www.gtech.com

ated from lottery games and sports-betting should be allocated to-
wards worthy causes and that the government is entitled to enforce
the monopoly model for the protection of funding for worthy causes.
Thankfully, the EU Commission is coming around to the point of
view that the will of the member states should be respected as it
relates to the regulation and taxation of lottery and gambling. Let’s
hope the U.S. federal government does the same and stays consistent
with the position that regulation and taxation of gambling should all
be done exclusively by the states.

Lotteries are dedicated to public service and as such are not
charged with lobbying for their own interests; or conducting elabo-
rate PR campaigns to enlist public support. Fortunately for lotteries
and U.S. states, we have common sense and the interests of the pub-
lic on our side. We just need to find ways to get our voices heard by
the shapers of public policy.

Charlie MclIntyre helps me to sort out the implications of that.
With a perspective informed by years of service in the district at-
torneys’ office, as well as testifying before Congress on these issues,
and current service as co-chair of the NASPL Government Rela-
tions Committee, and director of one of the more progressive lot-
teries (New Hampshire), Director McIntyre combines a respect for
the political process with a strong conviction that shapers of public
policy want to be informed about issues that affect their constituents.
Armed with the facts, Director McIntyre is confident that U.S. law-
makers will respect the will of the state governments to decide what
is best for the citizens of their state.

LOTTERY PLAYERS ALLIANCE
“FairPlay USA” and “Poker Players Alliance” are groups that
purport to represent the interests of people who want to play in-

twisting whatever consumer support there is for internet poker into
a political platform that is driving federalization of internet gaming.
To my mind, Team Lottery not only has common sense, the interests
of worthy causes, and the rights protected by the 10th Amendment
on its side. We have the support of the people, and an obligation
to do what we can to give a political voice to the vast majority of
consumers for whom their own state lottery is their gaming operator
Lottery Players Alliance was formed for that purpose.
Visit www.LotteryPlayersAlliance.com to learn more. The specific

of choice.

agenda of Lottery Players Alliance will evolve over time, but always
with the singular mission of defending the interests of consumers
who play the lottery and want to support their state lotteries. Your
input on how to optimize the impact of this initiative is welcome, and
your support appreciated.

Thank you all for your support. I welcome your feedback, com-
ments, or criticisms. Please feel free to e-mail me at pjason@ pub-
licgaming.com.
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eral can assert to their legislatures and the
governors’ offices that they will not be sued
by the U.S. DoJ for implementing an intra-
state i-gaming and internet distribution of
lottery products, or any kind of i-gaming
except for sports-betting.
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s Mcintyre

rector of the New Hampshire
_hair of the NASPL Government
ymmittee

n: Charles Mclntyre's experience in this industry did not be-
1itment to head the NH Lottery in June of 2010. Previously,
stant Executive Director and General Counsel at the Mas-
. Before joining the Massachusetts Lottery in 2003, Director
anior prosecutor with the Norfolk District Attorney’s office,
J enforcement, organized crime, and gambling. A member
| Masters of Gaming Law, he has thankfully given a lot of at-
urrently facing U.S. lotteries. He testified before Congress,
JASPL Government Relations Committee, and his ideas are
tensive knowledge of the history of our industry.

t so much of the coverage refers to the U.S. Department of
r as being a change in direction or even reversing previous
it is that the DodJ position was never clarified and this letter
'ms what many thought has always been the intention of
‘oper interpretation of precedent, previous DoJ statements,
> Wire Act. As outspoken as Director Mclintyre is, though,
oublic posture that is informed but tempered with the con-
| given the objective facts of a situation (like who should
, lawmakers will make the right decisions and protect the

onstituents.

es, including New
y been selling lottery
net for years without
DoJ. How does this

nuch, actually. It is
ke NH have already
ions over the inter-
s want to, they can
just like it’s done in
‘our question is apt
nly material differ-
1e and subscription
ery. There do not
seem to be federal laws or anything within
the wording of the Wire Act that makes
that distinction in a way that would ren-
der internet sales legal or illegal based on
speed of deliver. That just leads us back
to the point that Bill Murray (Deputy Di-

o4

rector and Legal Counsel, NY Lottery)
has been trying to impress upon the U.S.
Dol for years which finally seems to have
gotten through. The Dol letter is impor-
tant because it acknowledges this fact and
confirms that the law should be interpreted
as applying only to sports-betting as long
as the point of transmission and receipt
are both within the state borders. Without
this clarification, states did not know with
certainty that the highest law enforcement
agency in the land might not decide to sue
them. Even if we thought that we would be
protected by the 10th Amendment , the fact
remained that nobody wanted to be sued by
the DoJ. It’s not likely that the DoJ would
prosecute a state for things that the states
have been doing for years, like selling lot-
tery tickets over the internet within their
own state, or for anything else in regards to
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Lorne Weil: Scientific Games 1s a big
believer that regulation of gaming is a state-
level function. In 2011, state-regulated lot-
teries in the U.S. generated $18.4 billion in
funding for good causes. Future revenue will
be seriously eroded if legal internet gam-
ing is not regulated and taxed by the states.
State lottery contributions are in jeopardy if
lotteries are forced to compete with federal
internet gaming providers, but are prohib-
ited from offering their own games for sale
on the internet. After talking to our lottery
customers, we anticipate that some will be
first to move to sell new games through new
channels to their players. Some will offer an
expanded internet experience that engages
players with their current games. Others
will wait and see what emerges. Scientific
Games most definitely sees the internet as
the next significant growth channel for the
lottery industry. It engages players in an
experiential relationship with the lottery
and its games. As you know, Paul, because
we’'ve been discussing this for the last few
years, we call our solution Sciplay.

The internet has been transformational
for other industries. I evangelize its poten-
tial to be the same for our industry. How
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Neil

ive Officer,

imes Corporation

n: The gaming industry, consumer markets, and macro-eco-
e moved out of a period of slow-growth conservatism and
xciting change and high expectations. The industry needs
to drive innovation and increase capital investment. Lorne
=0 of Scientific Games from 1992 to 2008, during which
w from just under $50 million to over $1 billion. He returned
late 2010 to guide the company and its customers toward
ith potential. Mr. Weil talks about the important trends that
th and how Scientific Games is positioning its business units
exciting player experiences that truly optimize the revenue

ery customers.

wotential of the inter-
teries’ business?

f the U.S. population

to or using the inter-
net, a new nternet-based sales channel could
definitely lead to expanded playership for lot-
tery products by introducing new players to
the games and by offering current players new
interactive ways to play the lottery from their
home computers, laptops, tablets and mobile
devices. Certainly, internet sales require ex-
amination by each individual state. But any
time there is a new channel to market and
promote lottery games to players, it’s a good
opportunity to increase sales performance and
maximize returns to beneficiary programs.
The internet should not be viewed a separate
sales channel in isolation, but as one compo-
nent of a lottery’s entire sales and marketing
mix for all games — both draw games and in-
stant games. Lotteries must find ways to use
the internet to increase, not cannibalize, over-
all sales. A lottery’s internet platform must be
customized so that it works in tandem with
the existing brick and mortar retail network.
Integration with traditional products and retail
networks must be a crucial component of a
lottery’s internet channel strategy.

As for potential, since our PropertiesPlus™
program launched with the Tennessee Lottery
in February this year, the results have been
phenomenal. This program is clear indication

>

of the value that can be realized when tradi-
tional products are integrated with an internet
strategy. The Lottery’s board of directors and
Rebecca Hargrove, the Lottery’s President
& CEQ, are incredibly engaged and excited
about this new lottery initiative.

The Tennessee Lottery just had a phe-
nomenal, record month in February. Total
sales were up 16% over last February with
the launch of our PropertiesPlus™ pro-
gram for internet-based player engagement
and rewards. This is solid proof that engag-
ing players in a new way using the internet
can build playership and increase sales.

How is Scientific Games positioning it-
self to help customersli.e. lottery operators,
optimize performance going forward, and
to integrate the internet into their channel
mix for optimal impact, etc?

L. Weil: It’s not how we are positioning,
but how we have already positioned ourselves
over the last decade or so, because we have
been anticipating that this day would come.
Since 2001, Scientific Games has developed
a strong leadership position helping our lot-
tery customers outside the U.S. with internet
sales, then taken this knowledge into the U.S.
and created meaningful internet programs for
our lotteries here. We have developed a port-
folio of assets and internal company expertise

...continued on page 47
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for essentially outsourcing IT and comput-
ing; moving it off-site to a service provider
equipped with the most advanced technology
and service capabilities, and delivered over
secured internet channels. The generic con-
cept of cloud computing is that computing
power is acquired as a service, paid for as you
go and on an as-needed basis, as opposed to
acquiring the expensive hardware, platform,
and communications network yourself.

In the gaming and lottery business, IN-
TRALOT as an expert of the industry has
developed the provision of games and gam-
ing services ‘as a service” operational model
over cloud-based technology. Based on this,
the investment in IT infrastructure, along
with the cost of maintenance and updating
that infrastructure, is all borne by the service
provider. In today’s demanding gaming mar-
ket where innovation, responsiveness and
cost-effectiveness are paramount, the poten-
tial of ‘games as a service’ over cloud tech-
nology is great since it empowers operators
to respond more efficiently and effectively to
changing market needs across all channels,
like land-based, online and mobile.

NEFOS Intralot Cloud is a robust cloud
solution that provides the operator with the
scalability, flexibility and resource optimiza-
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intinos Farris

nical Director of Systems,

A

n: Cloud computing, in which computing power resides in a
‘'om the points of application and is delivered over the inter-
as one of the Big Themes of the industry. Being a sales guy,
ind precisely how technological advances like this translate
ter consumer experience. So | asked INTRALOT if | could
technical executive to help me connect the dots. Thankfully,
23 years of experience in the gaming industry, starting with
1ception in 1992. He articulates the way that technology is
ar trends, but also how technology is driving some of those
ne gaming and lottery industry needs to catch up with the

vanced consumer.

ely meet demanding

ith improved time-to-

educed costs. It pro-

portfolio of INTRA-

solutions, including

raming services such

as exciting monitor games, risk management,
live feeds for sports betting, ‘eyes-on” fraud
prevention and detection system and many
others, as well as best-of-breed third party
business supporting solutions. All cloud
services can be scaled on-demand and uti-
lized for the particular environment that best
meets the operator’s specific requirements
and can also be provisioned as packaged or
as custom applications. By undertaking the
provision of the cloud service, INTRALOT
enables the operator to focus on its core busi-
ness of implementing the consumer-facing
strategies that add real value to the business.

How does a technology-driven company
like INTRALOT ensure that the technology
adds value to the consumer experience, or
at least stays connected to the operators’
mission to optimize the player experience?

K. Farris: There are three partners in this
equation. The operator has the consumer-
facing business whose success is measured
by its ability to keep up with the consumer
trends and deliver a great player experience.
The operator needs to anticipate the direction
of those trends well in advance to be properly
positioned to deliver the products and services
that meet the current needs of the consumer.

g

Second, there are the commercial partners
like INTRALOT who need to have an even
longer horizon so as to develop the flexible
technological tools and capabilities that en-
able the operator to serve their customers.
And third, there is the ultimate driver of all
business which, as you point out, is the con-
sumer. Our job is to work hand-in-hand with
the operator to evolve the technologies that
deliver and support the products and the de-
livery systems that will engage the consumer.

It is vital that a technology-driven com-
pany like INTRALOT stay connected to
consumer-trends and the operator alike. We
avail ourselves of all resources to do that, in-
cluding intense analysis of the technological
advances being made by consumer products
companies in other industries. For instance,
the consumer is quite familiar with the cloud
computing experience. Netflix and others
are live-streaming videos, Apple has made
entertainment content instantly available for
download, and Amazon provides a whole
range of B2B cloud computing services as
well as its B2C service for books and other
content. In this sense, the consumer is more
technologically evolved than the gaming in-
dustry. Cloud computing is actually a con-
sumer trend that businesses need to adopt for
the same reason that consumers have already
adopted it. In the case of cloud computing,
the consumer is actually the early adopter
and business needs to be a fast-follower in
order to meet the demand for instant deploy-

...continued on page 53
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kets and that lottery should evolve to appeal
to a wider variety of play styles. The other
stressed the core values and existent mass-
market appeal of lottery and that we really
need to recognize the fundamental attributes
of our lottery player and focus on consoli-
dating our position within those values.

Barack Matalon: I firmly agree with the
latter. It’s important to start with the player,
to understand the player. There is much
discussion about the convergence of player
profiles, i.e. that multiple channels will de-
liver all games to all consumers all the time
and this will result in a convergence of play
styles. And of course there may be some
convergence. I feel, though, that the more
important thing for lottery to understand is
how their market is in fact not converging
with other, more hardcore gaming domains.
Lottery appeals to a mass market that casi-
no games do not, and the lottery players do
not perceive themselves as gamblers. These
are crucial differences. And the fact that
there are differences serves the interests of
the lottery operator. It’s the lottery market
that is the envy of the entire industry. We
want to appreciate that and work to preserve

Public Gaming International = March/April 2012

Matalon

| Director, NeoGames

n: Key to understanding the mass-market appeal of lottery,
n that appeal, is to understand the role of sofi-games and
player-centric product development and marketing strate-
partners have built an increasingly sophisticated portfolio of
ttery operator analyze player preferences, segment the mar-
lucts customized to appeal to the increasing variety of play-
tate-of-the-art technology with a dedicated player-centric
ent challenge. As lotteries move onto the internet, customer
Jgement, data-mining and converting that into better prod-
nal strategies, and understanding the unique characteristics
efine the lottery market are what will drive consumer en-
3s. As global leaders of interactive scratch cards and lottery
s brings a uniquely informed perspective to these issues.

sosed to promoting a
tle creativity, lottery
ned to appeal to all
rs, and lots of differ-
CLIL PLAY =3LY 1T, YVE jual need to have a keen
understanding of what our core values are,
what is fundamental to the lottery player
profile. Lottery is rich with potential to in-
novate, but we do want to stay clear on what
appeals to our customers, That’s why Neo-
Games wants to help lottery consolidate
and extend its position with the traditional
player, not try to reshape lottery to appeal
to casino style players or player profiles not
consistent with our fundamental values.

To what extent is the internet a channel
of distribution for existing products versus
a medium that redefines the playing experi-
ence and so requires fundamental changes
in game design?

B. Matalon: We break it all down into
three areas. The first priority is to understand
the player. A player-centric strategy focuses
clearly on the play styles and preferences of
the consumer. For all the talk about conver-
gence, the profile of the lottery player re-
mains distinctly different from other player
profiles, in particular the casino player. Sec-
ond is the communication media that con-
nects you to your customer. There are the
traditional mass-market media like televi-

24

sion, newspaper, radio, billboards. And there
is new media which is all about digital. That
includes everything internet and mobile, and
the social network media like Facebook.
Third is actual distribution, the POS where
the customer is directly engaged and trans-
actions are executed, which now includes
the internet and mobile world as well as the
land-based retailers. NeoGames’ mission is
to provide a full platform solution to inte-
grate those three elements into an effective
player-centric strategy for the operator,

Let's start with the player. Could you
help me make more sense of how multiple
channels will drive convergence and, more
to your point, how it won't?

B. Matalon: The hope and dream is a
key design element for all lottery products.
We need to appreciate that our key value
proposition is more compelling than ever.
Lottery appeals to a mass market not just
because of convenience. It appeals because
most people value the hope and dream more
than they like to gamble. The lottery opera-
tors and their commercial partners want to
embrace the hope and dream player and not
feel like we should try to become some-
thing we are not. The outcome-focused
gambler is not our market. If you ask any
of the lotteries that already launched in
parallel to their Lottery and Instant offer-
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consumer to take full advantage of
their strengths in both land-based
venues and new media like internet
and mobile. How will game design
be different for VLT's and internet?
How can we isolate similarities and
create a player experience that mi-
grates across all the different chan-
nels? How can we create synergy
between land-based and i-gaming/i-
lottery/i-distribution channels so that
everything is mutually reinforcing?
How can content be updated in rap-
id response to player interest, and
also to comply with the shortened
life-cycles of “internet-time.”

It is all being done to great effect
in the most progressive markets.
It is more complicated, more chal-
lenging for the supplier to deliver
the solutions that meet all of these
heightened operator expectations.
But there are pioneering operators
and suppliers who are in fact show-
ing us the way.
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¢ Gaming: Server-
rs advantages that
regardless of venue
But it is especially
ranment gaming op-
e higher regulatory
¢ requirements. How

ess those issues?

er-based gaming cen-

1e gaming machines.

: benefits, the first be-

the operator and the

affective controls and

onitoring, tax collec-

ike responsible gam-

soth the operator and

rrity and control over

s, which is especially

ed venue where you
don’t have the same level of on-site moni-
toring as in a big casino. In a server-based
model, the gaming machines must be hooked
to the network to operate. This means the
proprietor of the establishment can’t alter
any of the functionality that is so critical to
the integrity of the operation. The second
benefit is better game management and op-
timization. The games are all controlled and
deployed from the central server enabling
better content to be brought to market more
quickly and with lower costs. That enables
the operator to quickly evolve the portfolio of
games to replace the weaker performers with
new games, bringing the most popular games
to the players. And since storage capacity on
a central server far exceeds what could be
built into individual game cabinets, you have
a huge portfolio of game content to choose
from. Operators can also remotely update
displays, adding features to the player inter-
face. You can even deliver customized mes-
saging and promotional campaigns from the
central server. The third benefit is enhanced
player management and analytical capabili-
ties. Which games are played, length of play,
which games they return to, all kinds of valu-
able data that are a direct reflection of player
behavior and preferences captured by the

g

recording of the transactions themselves can
be used to improve game content, customer
service functions, promotional messaging,
RG tools, and all manner of operations.

Norway, for instance, has a very highly
regulated market, requiring player registra-
tion to play any of the games and even the
lottery. Yet the operator, Norsk Tipping, has
turned this into an advantage by developing
a highly dynamic and connected relationship
with the consumer. Their customer base is
spread out from locations well north of the
Arctic Circle down to Oslo and the southern
tip of Norway. Yet they have this special re-
lationship with the public and players that’s
driven by the attention it gives to ongoing
communication. That is largely enabled by
the advanced server-based technology in-
stalled for Norsk Tipping. Of course, great
game content that is refreshed on a timely
basis also helps. But along with that, Norsk
Tipping is held to the highest standards of
RG and transparency. What’s particularly
interesting is the way that compliance with
these rigorous demands has not hurt the de-
velopment of a strong business.

Aristocrat Lotteries supplies the most
advanced IVT's (Interactive Video Ter-
minals) to Norsk Tipping, where they use
player cards and a cashless system. Does
server-based also work in a cash-based
transaction situation?

S. Nickless: Yes, either way. Cashless
is more popular with the highly regulated
markets, but server-based systems are flex-
ible enough to handle cash or carded sys-
tems. Carded or account-based systems have
the added advantage of giving the operator
the player info it needs to evolve the games
to keep up with changes in play styles and
preferences; as well as implementing more
effective RG tools and facilitating a better
dialogue with the player. The player learns
to appreciate that and see it as a benefit.
That’s the way it has evolved in Norway and
the markets where the account-based system
has been implemented. Cash-based markets
have the benefit of convenience and anony-






Richard Haddrill: The average casino size
is smaller in Europe than in the U.S. That’s
why video products are more prevalent in Eu-
rope. With smaller venues, it is more important
to streamline technical support and mainte-
nance since many operators can’t have a lot
of support staff at each casino. Video makes it
easier to change the game content. Instead of
changing out mechanical spinning wheels, you
just switch out the software inside the cabinet.
Switching out the chips makes the conversion
process easy, greatly reducing the cost of up-
dating the games. Too, the average wager tends
to be smaller in Europe, and the average win-
per-game lower. So the longer ROI timeline
for the cabinets makes it harder to buy new
cabinets as frequently as in high-turnover ven-
ues. Video products have lots of advantages,
but these cost advantages, more than anything
else, make video particularly attractive for the
smaller casinos, and especially the bar and tav-
ern market. This all plays to Bally’s strength in
video, making us more competitive in the Eu-
ropean market.

I can see that. You are getting lots of action
at the ICE London show here today! What

other advantages does Video Gaming deliver?

R. Haddrill: Keeping the maintenance and
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d Haddrill

ive Officer, Bally Technologies, Inc.

n: The ICE London show happens the last week of Janu-
wugh being moved to first week of February next year). It is
st international gaming show, it is also the most important
5. First, people from all over the world converge on London
ies of mini-conferences and meetings. Second, there is so
ening in Europe that presages things to come in other parts
he U.S. Video Lottery and distributed venues, for instance,
rred to as the “European model”. Bally Technologies is on
if this trend, and also the trend towards content and games
hance the entertainment experience.

. up other opportuni-

"the cabinet. If a par-

not performing well,

by networking it with

using software to add

n and adds appeal for
e players. dince curope is a dominant video
market, our picture-in-picture systems technol-
ogy is very applicable. This technology, called
iVIEW DM™, is a player-user-interface and
networking technology that allows operators
to put bonusing and secondary games across
the floor and even between venues. This has
proven to create community excitement and
increase play.

Your iVIEW and video technology would
also support an expansion into new and dif-
ferent types of gaming content, wouldn't it,
by creating a gaming experience that could
not really be done with mechanical spinning-
reel technology?

R. Haddrill: Absolutely. Our new ALPHA
2 platform with two screens and a very strong
engine enables for much more unique and
complex bonusing and graphic features. And
the iVIEW network creates a whole new gam-
ing experience in itself because it can create
floor-wide community gaming experiences. So
you could create the kind of energy on a casino
floor that is similar to the wave at a sporting
event where everybody is experiencing some-
thing together, whether it’s a horse-race event
or a secondary bonus event. And at the same
time you are making it a floor -wide event, you
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can personalize the playing experience for in-
dividual patrons by matching awards with our
player marketing database.

This sounds huge, the ability to tap into the
human impulse to want to share experiences

with others, to be part of a happening thing.

R. Haddrill: Exactly. Another thing we can
do with iVIEW is create floor-wide or con-
figurable tournaments. This is huge. In fact,
in the next couple of weeks we're going to
be doing the world’s largest tournament with
the Pechanga Resort & Casino with over a
thousand people participating in that tourna-
ment. |{Editor’s note: After this interview, on
February 11, 2012 Pechanga did indeed win
a Guinness World Records® certificate for the
‘World’s Largest Slot Tournament,” and Bally
also earned a Guinness World Records achieve-
ment for ‘most slot machines running the same
game simultaneously at the same venue.’ It was
Bally’s iVIEW DM and Elite Bonusing Suite
technology that enabled this landmark event
to happen. } And as the tournament progresses,
you’ll see leader boards with the leader names
being updated in real-time right on the board.
And your individual machine will tell you
where you stand. You're number 310 out of
1,000. And you see how your play is resulting
in you moving up and down the leader board.
So the iVIEW creates this floor-wide experi-
ence and at the same time, makes it personal so
that you can share with your friends on Face-
book how you did with that event.

People go to casinos because they enjoy the






to be the vital first step for all operators.

Christopher Satchell: The gambling in-
dustry needs to change and adapt. There is a
gap between how our industry provides enter-
tainment experiences and the way other media
industries operate. We need to close that gap
and the first step towards doing that is to clarify
our business mission and purpose. It’s not about
gambling per se. It’s about entertainment. We
need to think about what that means and how
it can inform and perhaps change our approach
to delivering a better consumer experience. Our
customer is redefining themselves to be consum-
ers of entertainment and not just slot machine
players or casino players. They want more from
their gaming experience than to just gamble and
hope to win money. They want a comprehensive
gaming experience that enables all varieties of
exciting game content to be available through all
varieties of media and channels of distribution.
‘We are competing with an explosion of creativ-
ity in the media, hospitality, and entertainment
industries. Any and all products and services are
being infused with entertainment attributes and
so we need to raise our game to engage the atten-
tion and interest of the consumer.

When we thought of our industry as being
more proscribed to a specific market with player
profiles limited to casino gamblers, the need for
the industry to evolve was not so pressing. And so
the casino and gambling industry did not progress
as it should have. The technology that delivers the
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>e President of Research &
t and Chief Technology Officer, IGT

n: Successful businesses are anticipating consumer trends
ay to meet the needs of tomorrow. With all the discussion
1d multi-channel strategies, we need to appreciate that it
vho is driving innovation and change. Operators and their
ars are moving as quickly as possible to keep up with the
true for all industries and it is now more true than ever in
ring, and lottery industries. Fortunately, there is a wave of
vation that is being implemented today that positions our
1e needs of the player. The challenge is to shorten the time-
ate the rate of change and progress. To that end, commer-
onnecting all these technology-enabled capabilities with a
er-centric business strategy.

ith as much innovation
- other industries. Cus-
lement programs were
big players and not on
a broad base of consumers. And, of course, the
internet and mobile has not been fully integrated
into the channel and media mix. That is mostly
because of regulatory constraints, but still these
new media could have been leveraged to build
more of a relationship-based connection to our
players than to think of it as simply a marketing
player-acquisition tool. That is all changing now
and that is where IGT is investing its resources:
to position our customers to serve the new-age
consumer with innovative game content delivered
over multiple channels and combined with a rich-
er, more imaginative overall player experience.

It sounds like you think the casino gaming
industry needs to expand beyond its core casino-
player profile. Not just enhance the experience for
the core player whose tastes are changing, but to
reach beyond to bring in new consumer groups.

C. Satchell: It’s true but I would also say
that the things we need to do to bring in new
consumer groups are really no different than the
things we need to do to enhance the appeal of
our product for the core player. They all want a
richer, more varied entertainment experience. We
need to analyze the appeal of social games and
figure out better ways to integrate the attributes
that deliver that kind of social gaming experience
to our markets.

The real trick of it is to change our DNA
with respect to the way we view innovation and
change. The tempo is no longer being set by our
competitors in the casino gambling industry such
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that if we all evolve at a slower rate, that’s okay
as long as we keep up with each other. We're now
competing on the much bigger stage of entertain-
ment. The producers of Zynga and World of War-
craft games are already inventing the next gen-
eration of games. And they don’t wait around to
wring every last dollar out of the life-cycle of cur-
rent product and business processes. They don’t
wait to innovate and launch new game styles that
will further evolve consumer play styles and pref-
erences. So, as an industry, if we do not dramati-
cally pick up the pace, that evolution is taking
the consumer further and further away from the
traditional games and approaches that make up
the current casino gambling industry. We simply
need to change and adapt much faster and the
way to do that is to benchmark against the leaders
in the entertainment and media businesses, not
against our peers in the casino gambling industry.

Younger consumers are driving many of
these changes. But all consumers, even the
core baby-boomer demographic that plays
in the casinos, are all digital and connect
through multiple channels.

C. Satchell: Exactly. We are talking about
two different aspects of how we need to evolve.
Game content needs to evolve to appeal to a gen-
eration weaned on the excitement of video games
and social interaction. What needs to happen now,
and I mean yesterday really, is to provide the
consumer with a comprehensive set of integrated
channels, media, and touch-points to access their
favorite games and connect with their favorite op-
erators. We are actually behind the curve on this
right now and need to catch up quickly.

And by “consumer”, I mean everyone. Who












THE TIME SAVINGS AND EASE OF USE OF SMARTCOUN

INCREASED USE OF ON-COUNTER DISPEN:

JENNIFER - CASEY’S GENERAL STORE
ILLINOIS

“Because of SmartCount, we have been able to put dispensers on the
has increased product visibility and tripled instant sales in our st
the tickets on the counter and using SmartCount, our employees are
of the instant games that are for sale and how they are played. This
better information to our lottery customers. SmartCount keeps a ver
of the instant ticket inventory.”

SmartCount helps to show retailers that we value their partnership, wi
effort they devote to selling lottery products, and we are committec
their businesses.

As retailer comments from the pilot programs confirm, SmartCoun
inventory tracking needs by using consumer product management
reduce time and labor costs. In return, retailers have been motivate:
and support to lottery products, to place additional instant ticket .
counter, and to keep dispensers full, thereby generating increase:
profits, and retail commissions.
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World Lottery Association
Headquarters

Lange Gasse 20

P.O. Box

CH-4002 Basel,
Switzerland

Phone: +41 61 284 1502
Fax: +41 61 284 1350
www.world-lotteries.org

World Lottery Association
Montréal Office

500 Sherbrooke Street
West

Suite 2000

Montréal, Québec H3A
3G6, Canada

Phone: +1 514 282 0273
Fax: +1 514 873 8999

North American
Association

of State and Prov
Lotteries (NASPL
One South Broadv
Geneva, Ohio 440
Phone: +1 440 46!
Fax: +1 440 466 5
www.naspl.org
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allowing lotteries to efficiently reach a greater market, interacting
with players in a brand new way.

In collaboration with state lotteries, their operators, and the nations
leading ATM and payment kiosk manufacturers, their owners, and the
payment card industry, Ling3 has developed the secure protocol for
lottery transactions on ATM'’s, fuel pumps, taxis and other unmanned
points of sale. Ling3 enables lotteries to achieve massive sales growth
at a low cost through increased distribution channels that not only
reach new players but also reach occasional players sooner. The Ling3
solution promotes a new level of interactivity for the player and lot-
tery. A dedicated web interface, 24/7 call center support and detailed
state reporting and security compliance and responsible play features
are just some of the benefits to the Ling3 platform. Optimized perfor-
mance is achieved through state of the art processing and data secu-
rity. It's secure, it's scalable, and it's ready to change the distributional
landscape for lottery products. www.ling3.com

TIPP24
.ﬁpp24 de Founded in 1999 in Hamburg, Ger-
many, Tipp24 SE holds equity interests
in a number of companies across Eu-
rope. Inspired by the vision to become leader in the sales of in-
teractive state-licensed lotteries, Tipp24 SE has collected lottery
tickets worth over 1.5 billion Euros contributing more than 500 mil-
lion Euros for good causes and taxes.

Tipp24 SE provides full gaming service solutions to National Lot-
teries around the world, is compliant with the highest regulatory
standards in the various local markets, and has a proven track re-
cord in generating high value in the lottery market.

With 12 years experience in serving business partners and end
consumers of lotteries, Tipp24's competitive advantage is its focus on
this one core competency: all its resources are focused exclusively
on interactive lotteries and all its expertise dedicated to the success
of National Lotteries and the funding of good causes. Tipp24 clients
depend on its reliability, advanced technology, strategic intelligence,
and commitment to building a long-term partnership. Its best in class
IT platform and leading marketing experience result in optimal busi-
ness performance for the operator and optimal player experience for
the consumer. Tipp24 SE is listed in the SDAX of Frankfurt’s stock ex-
change and has recently announced to exceed its own forecast for the
fiscal year 2011 reaching consolidated revenues of EUR 142 million
and EBIT of EUR 50 miillion.
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