iLOTTERY MOVING
FORWARD
PLANNING FOR THE FUTURE
WITH AN EYE TO THE PAST
Jim Acton, Lottery Industry Consultant, Acton Strategies
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or an industry built on
attracting customers to
retail locations who ask for a
product and, until recently,
only pay cash for the product,
lotteries have deftly built
the type of web presence
today’s consumers have
come to expect over the past decade-plus of
learning to love the online world. With the
advent of iLottery, players are now asked to
create online accounts, enter social security
and bank routing numbers, and actually
purchase products through a web site. This
process introduces an entirely new player
journey.

Thankfully, the lottery industry boasts
problem-solving business partners who have
worked with lotteries to solve many vexing
issues over many years. For iLottery, they
started with the basics – web site design –
and moved to the next step – marketing
– and are now focused on the future –
revenue generation. Judging by the results
of the lotteries that offer different forms of
iLottery, the clear vision combined with
hard work is paying off.
As more states launch iLottery programs or
explore a digital future, the experiences of
the pioneers and their technology partners
will help inform the next wave of digital
innovation and the online platforms that
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support it. With the first U.S. iLottery
programs launched almost ten years ago,
there is a wealth of experience and information available on how to successfully launch
an iLottery program and ensure an ongoing
flow of revenue.
A critical facet of iLottery is the high-level of
entertainment value. The evolution of digital
gaming in general has resulted in players
wanting to see lottery games presented in
engaging, exciting forms (think Madden
NFL but with lottery games). And lotteries
are challenging business partners to create
content which will keep players returning to
their sites and play their games, and explore
new games.

MERV HUBER-CALVO, SCIENTIFIC GAMES

“Securing access to a high volume of
high-quality game content is crucial,” he
said. “This includes the ability to integrate
first- and third-party content. There is no
better player engagement tool than launching
new games, which is highly effective at
retaining and reactivating players. It has been
shown that higher frequencies of game launch
events lead to higher rates of player retention
and higher revenues for operators. And in
At Scientific Games, which oversees iLottery
competitive markets, there is a strong correlaand digital programs for the Pennsylvania
tion between the total number of games that
Lottery, this area is the responsibility of Merv
operators offer in their product portfolio, and
Huber-Calvo, Director, iLottery Growth
the revenue performance of those operators.
Marketing. He sees the challenges facing
In order to satisfy the appetite for a high
lotteries coming from all areas, including
frequency of high-quality game launches,
other forms of gaming. “As the pace of online
lotteries need access to an increasing number
gaming expansion accelerates across the U.S.,
of industry leading game content suppliers.”
lotteries launching online/mobile sales are
more likely to face pressure from commercial At Scientific Games, Merv and his team work
operators in competitive markets,” Merv said. with lotteries to analyze the data produced by
“Now more than ever, it’s critical for lotteries their programs. “Like many other companies
serving consumers today, the lottery must
to keep players entertained by creating a
portfolio of high-quality digital instant games invest in customer relationship management
(CRM) programs to modernize its efforts
with competitive payouts that perform well
to retain existing players and recruit new
and drive online revenues.

players,” he said. “Careful consideration
should be given to selecting a CRM platform
with the right capabilities, developing an
effective marketing strategy that includes
bonusing, and operating the program with
experienced digital CRM experts.”
The PlayLottery group at IGT wants to
make sure iLottery players stay engaged and
return to their customers’ sites. “Keeping a
player engaged is a much easier and costefficient task than trying to win-back a
lapsed player,” said Karri. “A robust player
relationship program using analytics to
engage players with the right campaigns
via multi-channel communications is a key
requirement to keep the player base active
and to prevent churn.”
With the tools in place to attract and
register players, the attention of lotteries
must turn to engagement. And not just
fleeting attention but sustained and robust
engagement where players return to the site
frequently and continue to interact with the
products offered. The pioneers have found
that it is not enough to just provide the tools
that bring players. The iLottery sites have
to offer content that keeps players coming
back. “The program must have the right
portfolio of eInstant games to attract new
players and to keep them engaged through
delivering an optimum play experience,” said
Karri Paavilainen, Senior Director, PlayLottery Marketing, for IGT, which runs the
programs for Kentucky, Georgia and Rhode
Island lotteries. “Return to Player (RTP) will
determine how attractive and sticky the game
is. IGT’s experience shows that lotteries have
most success with an RTP above 80% as it
delivers an experience that players will enjoy
and feel good value, and one that they will
want to experience again.

KARRI PAAVILAINEN, IGT

LIZ SIVER, NEOPOLLARD INTERACTIVE

“Secondly a lottery should build digital
engagement before its iLottery launch,
in the form of a player’s club and loyalty
program for example,” he said. “In the first
few weeks, these existing players are most
likely to convert to online players without the
additional cost of paid advertising. Bonusing
can help incentivize trial of the new iLottery
product. Bonuses can also incentivize players
to complete the iLottery sign-up journey,
including bonusing for registration, first
deposit and game play.”
From the outset, a successful iLottery
program is actually set up by the activity that
takes place months and even years before
the launch. And that activity is centered on
optimizing digital platforms to communicate
with and engage the players.
“One word: Connection. Connection is the
common theme in gearing up for a successful
launch and a key ingredient in sustaining
success through the online channel,” said
Liz Silver, General Manager, NeoPollard
Interactive, which works with the iLottery
programs for Michigan, Virginia, New
Hampshire, North Carolina, and Alberta.
“The team tasked with delivering a successful iLottery launch will dedicate their
efforts to understanding player connection
points, business system connection points
and operational connection points. How will
players interact with iLottery (web, mobile,
app), what data should be collected at each
step in the player journey, what offers should
be crafted to connect to players, which games
will evoke excitement, how will the player
experience carry throughout player support
contacts or payout of player winnings?”

“Launching an iLottery program can be
viewed as the merging of building blocks
from digital programs and delivery channels
(websites and apps) that lotteries are already
managing today,” she said. “iLottery
introduces an opportunity to centralize these
activities to support effective engagement
and monetization.”
Given the many consumer touch-points
and tentacles of iLottery programs, lotteries
and their business partners invest no small
measure of human and capital resources
ensuring smooth operation, seamless data
collection and stakeholder awareness. Of
course, methods differ from jurisdiction
to jurisdiction, but the basics are typically
present with all programs. For example,
NeoPollard Interactive works with its
customers on their relationships with brickand-mortar retailers. “The most successful
iLottery programs also create connections
to retail – either through payments, productions, promotions or partner programs,”
said Liz. “These connections also benefit
from the consistent advice to engage retail
stakeholders early and often by defining the
cross-channel strategies that will support the
retail network when iLottery is available.”
Most lotteries, even those that cannot launch
iLottery due to regulatory constraints,
have the building blocks in place for digital
expansion. Player clubs were first introduced
more than a decade ago, have grown since
and are now offered by most lotteries. These
platforms allow for a smoother segue to the
expanded digital platform that engages the
players in the interactive relationship that is
the basis for a successful iLottery program.
Instant Win Gaming (IWG) brings an
interesting perspective to the discussion. As
a leading supplier of iLottery games, IWG
works with all platform providers as well
as the lotteries offering iLottery. Thus, over
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