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PGRI Introduction: Just as it has for the last two decades, INTRALOT’s
growth continues to be driven by innovation. It’s not just about technological
innovation, though that is key. It’s even more about applying technological
capabilities to solving real-world problems. Technology that adds real value
to the products and improves the player-experience translates into increased
consumer satisfaction and increased sales of lottery products.
On the technology: INTRALOT recently earned the highest certification of the
standard bearer for technology standards … ISO 20000. “ISO” stands for
the International Organization for Standardization and establishes objective
benchmarks for businesses to measure quality in manufacturing.
On applying technology to the real-world of selling lottery products: It’s not
about selling over the Internet. It’s about improving the consumer experience
at retail. The lottery business will continue to be driven by land-based retailers
for many, many years to come.
The result: INTRALOT continues to grow and acquire new customers, resulting in a stock price that has more than doubled in less than a year.
My conversation with Mr. Antonopoulos at the European Lottery Congress in
Tel Aviv included impressive demonstrations of these ideas in action which,
unfortunately, can’t be replicated by mere text. What does come through
loud and clear is that the consumer retail experience will be transformed by
the smart application of digital technology.
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Paul Jason, Public Gaming: INTRALOT
just achieved the service management certification of ISO 20000. What does that mean and
how does it benefit your customers?
Constantinos Antonopoulos: INTRALOT’S ISO 20000 certification assures our customers that the quality and reliability of our technology services meets
the highest standards.
INTRALOT has certified its existing service management framework that is based on
alignment with market needs, innovation and
continuous improvement in ensuring stakeholder and customer trust and satisfaction. Our
vision is closely coupled with pioneering. Our
strategy is to prove it in any possible manner.
Within that scope INTRALOT managed to
become the first international vendor to gain
such a certification in the gaming market.

It seems like when we think of digital
transactions, we think Internet and at-home
and mobile gaming. But you are demonstrating that digitization applies just as
much to the retail environment.
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C. Antonopoulos: Lottery does need to
move into all the new media, like the Internet and Mobile, to connect with the modern
consumer. INTRALOT’s R & D is developing the most forward-thinking technologies
to enable the lottery operator to take full
advantage of the incredible power of new
media to transform the relationship with the
consumer. But the reality is that lottery sales
are mainly driven at retail, and that will not
change anytime soon. The amazing and
wonderful thing is, there is huge potential
for technology to transform the consumer
experience at retail. The results are very
encouraging. The consumer is quite ready
for the retail experience to be brought up to
date with their lifestyle, their ways of communicating and getting information, and
their ways of purchasing and conducting
business transactions. We have successfully
integrated the digital world with the retail
world. Our smart-phones, tablet computers,
our strategies for WiFi and NFC (Near Field
Communication)-based, anytime/anywhere
computing – these are all now a part of the

lottery players’ retail experience, creating a
very interesting and exciting environment.
Let’s start with the Dream Touch terminal/
winstation lottery vending machine. This
turns the traditional push-button vending
machine into a dynamic and powerful communication channel, enabling an enhanced
player-controlled gaming experience.
C. Antonopoulos: Exactly. The LCD
displays entertaining programming to get the
consumers’ attention. Consider that vending
machines are placed within large food stores,
super markets or hypermarkets, where shoppers follow a mission (to do their household
shopping) and doing so, they cognitively select what is relevant and deselect what is not.
A vending machine, like any selling space has
to ‘stop’ the shopper, ‘hold’ her and ‘close’
the sell. Dream Touch scores across all three
requirements: STOP by allowing advertising
and communicating product claims within the
point of sale, something that is a very powerful sales driver (sales uplift may be as high as
+40% depending on the message); HOLD by
providing an attractive and easy to navigate
user interface, based on touching the screen,
where product display is vivid, dynamic and
attractive to help the consumer choose the
gaming options that appeal to him; CLOSE by
naturally helping the shopper make a purchase
selection. With Dream Touch we have transformed a vending machine into both a com-

munication medium and into a great product
display within a food store, or retail store or
any land-based venue.
It all comes back to your Unified Playing
Experience of turning Lottery into a game
that fits into the lifestyle of the modern consumer – Digitizing the player experience
wherever and however the consumer buys
a lottery product.
C. Antonopoulos: The Gablet is another example of that. The Gablet is a novel
gaming framework, based on a tablet computer with 22’’ touch-screen and advanced
gesture-based navigation, that brings the
interactive experience to retail stores. The
innovative functionality of Gablet-live combines the act of buying a lottery ticket with
live content-display on the same screen. The
consumer selects the game and is also given
access to other information that the operator
wants to communicate to engage consumer
interest and prolong the gaming experience
if the player wants that. The main thing is
that the Gablet is interactive and so adapts
to the individual consumer’s play styles and
preferences. The player can just buy a lottery ticket and be done with it if that is their
play style, or can explore other options and
turn it into a longer-play experience if that
is their preference. And if the lottery operator is allowed to offer a broader portfolio of games, the Gablet provides access to
information about all the different games and information like
odds, results, statistics, winners,
etc. And the navigation options
are user-friendly to appeal to the
traditional lottery player. Of
course, at this point, even the
core players expect to navigate
by touch, gesture, voice command and text search and that’s
what the Gablet provides.
The Gablet really does have
the power to transform the entire constellation of relationships
between the player, the lottery,
the game, and the selling agent.
It provides lotteries a powerful
communication medium to address players where and when
they are most receptive, which is
at the point-of-purchase, right in
the store. And it brings the benefits of Players Clubs and other
internet-based features right to
the POS.

And it’s paperless.
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perless, eliminating paper pay-slips and
tickets. That reduces costs and garbage, and
reduces time and labor for store clerks. But
paperless transactions also fit in with the lifestyle of the modern consumer who is so used
to digital technology and expects merchants
to adapt to the digital world. We see the evolution to paperless as being a key step for lotteries to allow the consumer to move their
playing experience to their smart-phones
and their own personal tablet computing devices and at-home computers. I realize that
many lotteries are not selling tickets over
the internet yet. The thing is, even the lotteries who are selling over the internet are
not seeing significant growth through these
other channels. The reason for that is that
the lottery customer is so used to paper tickets and push-button vending machines. We
want to at least provide the consumer with
the option to migrate the mode of purchasing
lottery tickets over to the digital platforms
that they are already quite familiar with.
What we are doing is really no different than
what the entire retail industry is doing. The
forward-looking leaders in land-based retail
recognize that they need to evolve the entire retail experience to get in sync’ with the
modern consumer. And that means integrating interactive digital technology right into
the land-based retail consumer experience.
Digital technology reduces costs, speeds
up the selling time, unifies the brand experience, appeals to the modern consumer,
provides an interactive playing experience
that is especially appealing to the younger
demographic, and reduces the environmental footprint.
It’s all about bringing digital technology
into the stores.
C. Antonopoulos: Yes and No. It’s about
the consumer experience. Digital technology
is an enabler, but technology does not transform the consumer experience. It’s the creative application of technology that makes it
come alive for the consumer. There is a lot of
inertia to the ways that humans behave. We
need to be given really compelling reasons to
change our behavior. So that’s the key. For
instance, you see the moniker on the terminal
“Dream Touch?” That’s our promise to the
consumer and that is the vision we need to
fulfill. We need to create an interactive experience that comes so alive that the consumer
needs to feel like they do in fact Touch their
Dream. The touch-screen technology and
video entertainment on the LCD is only the
start. That’s when the real work begins to
use this technology to create a user experience that truly excites the player. Technology
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itself could never evoke the “dream” experience that we promise. You may guess that we
spend much of our R & D on studying human
behavior and looking at how other industries
have excelled at this challenge of adapting
technology to human behavior and not waiting for humans to adapt to the technology.
The keynote speaker (at the EL Congress
in Tel Aviv) this morning talked about that
very thing. True innovation can only come
from looking outside of our own industry
and using imagination and creativity to see
how the things being done outside of our industry can be applied to our industry. Innovation is never going to happen from looking inward because that constrains us to all
the obstacles and parameters that interfere
with creativity and innovation.
C. Antonopoulos: We are all for it, with a
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twist: we look at other industries
through the eyes of lottery players. Immersion into player daily
reality and experiences leads us
into looking at other markets and
sectors and learning from the
ways other industries have been
addressing challenges and opportunities that are similar to the ones
we face. That said, we do need to
be guided by the consumer experience that is unique to lottery.
We do need to respect the cultural
legacy of lottery. We need to stay
grounded in the historical evolution of the industry and take up the
challenge to make sure that we always meet
the needs of our customer. Lottery has a huge
customer base to serve and it needs to protect
the multi-billion dollar revenue stream that
reflects a customer base that knows and loves
lottery. As innovative and forward-looking as
INTRALOT is, we make sure we never lose
sight of the fact that billions of people love
lottery already. We want to evolve with the
consumer and make sure that they continue to
love lottery for decades to come.
Isn’t the lottery operator evolving too?
It’s no longer the government agency that
is reluctant to innovate. Operators see the
need to evolve and are getting more and
more support from their political stakeholders to push for progress.
C. Antonopoulos: I think so. The consumer has more and more choices. More va-
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rieties of gaming and entertainment are being
introduced constantly. Governments also have
more options for how they manage their lotteries. And governments everywhere are recognizing the power of their own lotteries to generate sorely-needed income. So that becomes
a fertile ground for motivation to innovate,
improve the value of each of the products,
create a playing experience that appeals to the
consumer, and get better in every respect. And
governments themselves are being exposed to
more options on how to accomplish the results
they want. They can outsource more to commercial companies, or they can give their own
management more flexibility to adapt to competitive pressures in the market-place. There
are lots of different ways that governments can
increase income from their lotteries and also
stay true to their public policy priorities.
Doesn’t innovation cost more, carry a
higher risk, and impose a longer ROI timeline than just trying to maximize profit from
current infrastructure?
C. Antonopoulos: Sure it does. A sensible
business needs to do both - maximize the value
of the existing business and create new markets for itself. Innovation positions a company
for long-term success. And the alternative to
that is long-term demise. You know, behind
every success there are always several losses
or failures. That’s a rule of life and it’s certainly a rule of business. We learn from that,
apply those lessons to improve our approach,
and that’s what progress is all about! u

