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Dear Director Mays,
It has been a privilege to work with you and the Illinois Lottery team to deliver the objectives set out for the first
full year of our Private Management Agreement (PMA) with the Illinois Lottery in Fiscal Year 2019. I would like to
take this opportunity to thank you and your team for the support and encouragement offered since Camelot
Illinois assumed private management of the Lottery.
As part of our commitment under the PMA, Camelot Illinois will submit an annual business plan each year that
outlines business objectives, detailed strategies, activities and financial projections for the coming year. It is
therefore my pleasure to submit the annual business plan for financial year 2020 (FY20), which starts July 1, 2019
and will end June 30, 2020.
FY19 was a foundational year for Camelot Illinois and the Illinois Lottery with the delivery of a new central gaming
system, new terminals in all retail outlets, new vending machines and a new digital lottery platform. This effort
was one of the largest technology and retail transformations undertaken by any lottery in the United States with
approximately 50,000 pieces of new equipment being installed across more than 7,200 retail outlets.
As part of the technology transformation, Camelot Illinois delivered a new, modernized digital platform designed
to make gameplay easier and more convenient for players through a more engaging, streamlined player
experience. This platform includes a new website and mobile applications for both iOS and Android users. The
website and mobile applications also contain built-in responsible play protections including mandatory age and
identity checks, weekly deposit limits and a session timer.
Camelot Illinois has also made a major investment in new state-of-the-art equipment to refresh the retail
environment and enhance how lottery products are presented and promoted in-store. The work done in FY19 to
prepare for this retail refresh has allowed us to begin installing the equipment in stores, with installation efforts
continuing into the first quarter of FY20.

FY20 Business Plan

As a result of the efforts put forward by the Illinois Lottery and Camelot Illinois teams throughout the year, as
well as favorable jackpot performance, we expect to end FY19 ahead of plan with nearly $3 billion in revenue
and a contribution to good causes exceeding the $735 million target set out in the FY19 plan. In addition to the
transformative efforts made in the market and the financial results achieved, Camelot Illinois was proud to be
ranked the sixth-best small place to work in Chicago on Built in Chicago’s 2019 Best Places to Work list.
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In any technology transformation of this scale, it is expected that new equipment, processes and systems take
some time to stabilize. We are working closely with our retailers and vendors to proactively manage issues that
arose from the transformation in order to improve service across the retail environment. A series of remediation
plans have been put in place internally and with suppliers, resulting in steady service level and quality
improvements. The FY20 plan proposed in this document will build on the successful resolution of outstanding
issues to ensure stable technological performance across the retail estate as new initiatives are pursued. Further
details regarding the plans to resolve outstanding issues are provided in this plan.

In addition to the challenges experienced following technology transition, we have seen consumer sentiment
toward the Illinois Lottery remain largely unchanged during the first full year of Camelot Illinois management. We
will work to turn this around by delivering even more positive, memorable experiences to the people of Illinois
through our games and our contributions to the people and communities across the state.
Extensive consumer research that was conducted over the course of FY19 provides a more sophisticated view
of consumers in Illinois and allows us to be both strategic and responsible in our marketing efforts. The research,
coupled with an effort to define and articulate the Illinois Lottery brand, continue to support the consumer-first
strategy described in the FY19 business plan. Ultimately, implementation of the strategies from these pieces of
work will allow us to build a modern lottery in Illinois that appeals to a broader base of players, delivering greater
returns to the Common School Fund and the State of Illinois.
The FY20 plan presents bold targets and exciting new territories for the Illinois Lottery. Close collaboration
between our teams, vendors and partners will be required to deliver this ambitious plan successfully.

Long-term Strategy
Our ultimate objective is to deliver accelerated, responsible, sustainable growth to benefit Illinois. To do this,
our long-term plans continue to build upon the objectives and strategic priorities that were set forth in the FY19
Annual Business Plan:

•

Revitalizing the brand for consumers and stakeholders.

•

Providing compelling reasons to play lottery games.

•

Understanding, then building stronger relationships with consumers.

•

Providing greater access and convenience for consumers.

An important consideration to inform our strategic thinking has been understanding that a brand purpose is now
critical for our future commercial success. This was supported by Edelman’s 2018 Earned Brand Report, which
reported that approximately two thirds of consumers around the world make purchase decisions based on what
a company stands for.1 Further, the Kantar Consulting ‘Purpose 2020’ report found that purpose-led brands have
seen their brand valuation increase by 175 percent over the past 12 years, compared to the median growth rate
of 86 percent.2
In FY19, the business undertook a robust process to establish a business to brand blueprint that delivers the
objective of accelerated, responsible and sustainable growth. This blueprint includes our purpose, ‘Powering
Possibilities’, and outlines how our brand is represented both internally and externally to benefit Illinois and its
great people. The business blueprint has been a fundamental lens used to inform the business planning process
as well as longer-term planning and prioritization.
The brand blueprint outlines the deliverables required for the business in the coming years. It includes a clearly
defined opportunity to deliver a modern lottery of the future to benefit Illinois. To do this, the business will focus
on three value creation pillars: games, people and cause. Each pillar will be supported by a data and intelligence
mindset that puts the people of the state first. Through the blueprint, we will deliver a business that drives progress,
begins a new era for the Illinois Lottery, delivers a new sense of belonging in our state and drives a partnership and
community-oriented approach.

1.

2018 Edelman Earned Brand report

2.

Kantar Consulting ‘Purpose 2020’ Report
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To support the business blueprint, the FY20 plan is structured around five themes which will enable us to make
progress against these long-term objectives in clear, measurable ways that ultimately improve the experiences
of our stakeholders with the Illinois Lottery.

The Upcoming Year Plan
In FY20, we plan to deliver sales of $3,292 million, which is a projected growth of 10% versus the previous year. This
sales increase will be delivered through growth in Instant game sales of 11% ($199.2 million) and projected growth
in Draw game sales of 9% ($102.4 million). This will result in a projected contribution to the state of $795 million,
which is a $44.9 million or 6% increase over FY19 projections.3
To deliver the financial growth ambitions, the FY20 Business Plan is structured around five themes that will drive
improved customer and stakeholder experiences with the Illinois Lottery. The themes are cross-functional in
nature, highlighting the collaborative approach required for the Illinois Lottery and Camelot Illinois to deliver
these defined objectives.
Objectives, goals, tactics and key performance indicators have been detailed for each theme to drive delivery.
The themes are: Touchpoints, Communications, Experiences, Delivery and Advocacy.

•

Touchpoints: Communicate with our target consumer segments at relevant points along the path to
purchase to drive conversion.

•

Communications: Reestablish the brand, brand messaging and personalized engagement to drive
consumer reappraisal of the Illinois Lottery.

•

Experiences: Establish the Illinois Lottery as a lottery leader by offering compelling experiences that
engage the people of Illinois.

•

Delivery: Power our retail partners to deliver to the needs of their customers.

•

Advocacy: Foster a community of advocates.

I hope you enjoy reading about our plans for FY20. We look forward to working with you and the Illinois Lottery
team and appreciate your ongoing support in achieving these goals for the benefit of the state.

FY20 Business Plan

Colin Hadden

3.
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FY19 results are a forecast and are subject to audit
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1.0 FY20 Financial Summary
The financial budget contained in subsections 1.1, 1.2, 1.3 and 1.4 are based on the goals and initiatives contained
in the Business Plan.

1.1 FY20 Profit & Loss Statement (P&L)

1.1

Profit and Loss (P&L) summary ($M)

FY20

FY20 PAYOUT %

Operating Revenues
Sales
Instant Ticket Sales

2,059.54

Draw Game Sales

1,234.05

Promotions

(1.22)

Total Sales

3,292.37
(2.09)

Allowance for Uncollectible AR

6.65

Other Income

3,296.93

Total Operating Revenues

Operating Expenses
(186.04)

Cost of Sales and Services
Prizes and Claims
$1

(62.92)

62.5%

$2

(59.48)

64.3%

$3

(68.85)

63.6%

$5

(290.81)

66.8%

$10

(519.37)

72.9%

$20

(274.93)

74.7%

$25

(27.73)

73.4%

$30
Instant Ticket Expense
Pick 3 Expense

(155.66)

76.0%

(1,459.75)

70.9%

(124.55)

50.7%

Pick 3 Fireball Expense

(49.16)

76.9%

Pick 4 Expense

(97.79)

47.8%

Pick 4 Fireball Expense

(62.06)

77.3%

Lotto Expense

(60.79)

51.6%

Lucky Day Lotto Expense

(66.07)

54.8%

Mega Millions Expense

(90.21)

49.0%

Powerball Expense

(84.44)

49.0%

Fast Play Expense

(33.60)

75.0%

(668.67)

Draw Games Expense

(2,128.42)

Total Prizes and Claims

General and Administrative

FY20 Business Plan

State Operating Expense (includes State Pension & excludes EUA)
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(22.89)

Management Fee

(28.34)

Operating Allowance

(136.13)

Total General and Administrative

(187.36)

State Depreciation Expense

(0.03)

Total Operating Expenses

(2,501.85)

Operating Income

795.08

NOTE:
EUA Costs

0.00

State Admin costs (ex EUA and including Pension)

-22.89

Total State Admin Costs

-22.89

1.1 Commercial Sales Summary
INCREMENTAL TICKET
SALES BY CATEGORY ($M)
Base Ticket Sales
Total Draw Game Initiatives
Total Instants Initiatives
Total Initiatives

Total Ticket Sales

FY20
3,053.99
124.94
113.44
238.38

3292.37

1.2 Commercial Net Income Summary
INCREMENTAL TICKET
SALES BY CATEGORY ($M)

FY20

Base Ticket Sales

747.22

Total Draw Game Initiatives

35.19

Total Instants Initiatives

12.67

Total Initiatives

47.86

Total Net Income

795.08

1.3 Operational Strategies: Cost Base Summary
Operating Allowance ($M)

FY20

Draw Game Provider Fees (Intralot)

(40.5)

Print Fees (SGI & Montenegro)

(26.2)

Marketing

(45.2)

Misc Overhead

(11.1)

State Costs (EUA)

(11.4)

Depreciation

Total Operating Allowance Costs

(1.7)

(136.1)
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2.1 Situational Overview
In order to responsibly grow lottery sales in the state of Illinois, the Illinois Lottery aspires to attract a broad range
of players to the category rather than rely on growth through a small group of core, frequent players. Part of
achieving this is simply ensuring that potential new customers are aware of the products that might be relevant
to them. Our approach to reaching these customers is to define clear consumer segments and effectively direct
messaging to them, ultimately increasing awareness and consideration.
The total population of Illinois is 12.8 million people, of which approximately 9.6 million are within our addressable
market being over the age of 18 and not morally opposed to the Lottery.4 An estimated 21% of the addressable
market has never played the Lottery, and another 18% have become lapsed players (not having played within
the past year).5 Core players, those who play weekly or more frequently, make up approximately 16% of the
addressable market and account for approximately 68% of the Illinois Lottery’s annual revenues.6 This represents
a significant opportunity to increase participation and drive growth through players (and non-players) who are
less frequently engaged.
Consumer research conducted in FY19 provided insight into the highest opportunity consumer segments by
framing Illinois residents into six meaningful and actionable consumer groupings, or segments. These segments
were established based on respondents’ attitudinal statements about games of chance, consumer behaviors
and demographics. Responses were then clustered by underlying themes that organically evolved in the data.
The segments were prioritized based on the most actionable areas that drive business performance, measured
by a segment’s economic potential and capturability.
Of the six segments identified, five present an opportunity to grow the Illinois Lottery, each to varying degrees as
it relates to near-term and long-term business strategy.
Illinois Lottery Consumer Segments7

Segment Size
Market Projection

Entertainment
Explorers

Mobile
Socializers

Strategic
Go-Getters

Satisfied
Dabblers

Dedicated
Win-Seekers

Rational
Avoiders

13%

16%

22%

15%

19%

14%

1.3 MM people

1.5 MM people

2.1 MM people

1.4 MM people

1.8 MM people

1.3 MM people

FY20 Business Plan

Not a target for
the Illinois Lottery
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4.

Population numbers from U.S. Census Bureau. Addressable market population is calculated using the morally opposed percentage from the
Brand Tracking Study (3%).

5.

Lottery Engagement Player Group percentages are from Brand Tracking Study (Wave 3: Holiday – 10/29/18-12/30/18)

6.

Population data sourced from tracker. Percentage of sales based on claimed spend data from tracker calibrated to actual FY18 sales.

7.

LRW consumer segmentation study, 2018

In FY20, three of these segments will be prioritized based on the opportunities to grow participation.

•

Expand the core through “Entertainment Explorers.” Although this segment includes a high number of
“core” lottery players with a high brand connection to the Lottery, it also represents the segment with
the most potential for incremental growth based on a strong opportunity score.8 While there is a wealth
of opportunity in this segment, there is a high risk of losing engagement and wallet share to competing
forms of gaming and entertainment given hyper engagement in various activities including on-site
gambling, VGTs, online gambling and fantasy sports. It is therefore important we deliver dynamic,
memorable experiences.

•

New growth opportunity through “Mobile Socializers.” Mobile Socializers are the Illinois Lottery’s
next greatest opportunity for growth. While largely comprised of infrequent lottery players without
significant brand connection to the Illinois Lottery, this segment shows strong potential if we can address
connection ‘needs’ identified in our foundational research. The most important ‘needs’ are:
•

Part of my regular routine.

•

Helps me relieve stress.

•

Lifts my mood.

As the Illinois Lottery currently stands in the minds of Mobile Socializers, we anticipate small increases
in participation in the coming year. However, this group demonstrates very strong propensity to play
online, which provides an avenue through which to address the ‘needs’ listed above. Competitively, this
segment primarily engages in mobile gaming, online sports betting and fantasy sports, but do not intend
to spend much more in total in the upcoming year relative to current spend. With this consideration,
our opportunity is to deliver a memorable online experience to this segment to gain share of wallet and
establish a foundation for further growth in the years beyond FY20.

•

Seasonal and product-specific opportunity through “Satisfied Dabblers.” This segment is primarily
made up of infrequent players who see the Lottery as an opportunity for gifting or treating oneself. This
segment tends to be more traditional and enjoys playing games for fun and as an escape from their day.
This group tends to enjoy more mainstream Lottery games such as Powerball, Mega Millions and Instant
games as well as mobile gaming.

Although the three segments discussed above represent growth areas for the Illinois Lottery in the nearterm, the other two target segments continue to be strategically important. “Strategic Go-Getters” will be a
longer-term opportunity, as this segment is currently less engaged with the Lottery and are generally more
skeptical. “Dedicated Win Seekers” will be an ongoing focus as this makes up the largest portion of core players.
Engagement with this segment will be focused on balancing brand and product promotion with responsible
gaming messaging.
To increase awareness with target segments, the Illinois Lottery will ensure we are messaging through the
most efficient and relevant vehicles based on how media is consumed. Both Entertainment Explorers and
Mobile Socializers are highly engaged with social media, mobile gaming and online streaming services.
Mobile Socializers specifically tend to be less engaged with more “traditional” forms of media, such as radio,
newspapers and broadcast television. Marketing efforts in FY20 will build on successful tests conducted in FY19
aimed at effective advertising placement, including the integration of media consumption data into media
purchasing and the use of geofencing to direct consumers to nearby lottery retailers.
8.

Opportunity Scores were identified through LRW segmentation study
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To make the most of improved media placement capabilities, the Illinois Lottery will also improve our marketing
budget efficiency. There is an opportunity to improve the ratio of “working” to “non-working” marketing dollars,
which was approximately 50/50 in FY19. This means that 50% of the marketing dollars spent were “non-working,”
going towards marketing expenses such as production and agency fees rather than media placement that
will reach consumers. Our target is to move toward 60% “working” dollars next year, as described in the goals
and tactics in this section. This will include allocating a higher percentage of the media spend to digital tactics,
moving from approximately 20% in FY19 to a target of 25% in FY20.
Continued focus and investment in the digital channel will be important to increase awareness and participation
in target segments. In FY18, the digital channel contributed 1.5% of total Illinois Lottery sales. By FY27, we aim to
grow digital to 13.9% of our portfolio. With only 42% of the population currently aware of the iLottery offering, there
is significant opportunity to improve awareness and drive trial of iLottery, which will ultimately drive increased
participation from a broader base of players. The FY19 Business Plan highlighted an opportunity to invest in
iLottery marketing in order to improve awareness and conversion, which will be addressed through a marketing
campaign developed in FY19 and set to air in FY20 following the launch of the new Illinois Lottery mobile
application and website. We expect the benefits of this campaign to have a strong impact on FY20 iLottery
performance, most notably with the target segments identified.
The digital platform launched in FY19 included Customer Relationship Management (CRM) capabilities that will
be used to understand and improve customer experiences online. Digital segmentation analysis conducted in
early FY19 showed an iLottery churn rate of 58 to 75%.9 Additionally, 27% of digital registrations from the large
Mega Millions roll in October 2018 did not play during that roll. Of those that did play, only 16% played again in the
three months following the roll. This behavior represents an opportunity for us to utilize CRM capabilities to retain
customers and decrease churn rate online.

2.2 Objective
In FY20, we plan to communicate with our target consumer segments at relevant points along the path to
purchase to drive conversion.

2.3 Goals and Tactics
Increased intelligence regarding target consumer groups will allow us to spend marketing dollars more efficiently
and meet our consumers at relevant points in their regular routines, ultimately improving awareness of what the
Illinois Lottery offers and where lottery products can be purchased.
There are two primary goals and a number of supporting tactics that will support delivery of this objective in FY20:

FY20 Business Plan

Drive year-over-year sales lifts by maximizing marketing and media spend efficiency, leveraging
insights to reach our consumers in the most relevant channels.
Media allocations in FY19 were primarily focused on traditional media channels, with a lower than optimal ratio
of working to non-working marketing dollars. In FY20, we will work to optimize this ratio in order to spend more
efficiently and maximize our presence in the most relevant channels for our target segments.

9.
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Churn rate represents iLottery players who did not return to make a second purchase within twelve months of registering

01. Conduct a high-level marketing mix study to identify which channels have the highest return on
investment, making immediate changes where possible to achieve “quick wins.” In the second half of
FY20, commission a full econometrics study that will provide a deeper understanding of marketing spend
effectiveness to use going forward. These studies will provide insight into the return on investment from
marketing tactics and media placement, which will be used by the Lottery’s media agency to more
efficiently allocate the media budget.
02. Strengthen understanding of consumer behavior by conducting a Path2Purchase study in the first half of
the year, which will help us better understand how consumers make purchase decisions as well as triggers
and barriers that exist along that path to optimize the player experience and grow the player base.
03. Overlay sales data and customer segmentation research with media consumption data, which will
provide insight into the media channels most commonly used by our target segments and inform our
media buying agency where to deploy marketing content. This will ensure our messages are effectively
reaching the target segments identified in the places where they most frequently consume media,
leading to increased awareness and ultimately purchase.
04. Rationalize production budgets by rightsizing the number of marketing assets (e.g. television spots and
creative materials) produced per campaign in order to allocate more dollars to working media and
improve our ratio of working to non-working marketing dollars.
05. Build on the geofencing efforts started in FY19 to serve mobile advertising to target consumers along the
path to purchase to drive them to nearby Lottery retailers.
06. Define Customer Relationship Management (CRM) segments based on online player behavior to effectively
target communications via email, push notifications and promotional units on the website. Through a clearly
established welcome journey and more targeted communications, we intend to more effectively drive
consumers to the website and mobile application through relevant messaging, offers and timing.

Integrate marketing campaigns across channels and tactics to drive purchase intent and increase
our reachable consumer base.
The iLottery refresh in FY19 will serve as a foundation from which the Illinois Lottery can engage with customers in
meaningful, relevant ways in FY20. This engagement will come through the iLottery platform itself, as well as by
integrating the digital channel into the various events and promotions conducted throughout the year.
01. Use the iLottery marketing campaign that began in late FY19 and will continue into early FY20 to raise
awareness of the digital channel, ultimately increasing traffic to the website, encouraging incremental
downloads of the new mobile application and driving new player registrations.
02. Ensure that athletic and experiential event activations are fully integrated with other media activations in
market to maximize spend efficiency and improve consistency of the consumer experience across channels
and activations, supporting the brand guidelines and visual identity discussed further in section 3.0.
03. Utilize the app as the primary vehicle for promotions to encourage the use of light registration, which
allows a customer to create a profile with only a username and password. This will build the online player
contact base and enhance the user experience across channels and events.
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2.4 Key Performance Indicators

FY20 Business Plan

Our progress and success related to touchpoints will be measured by:
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•

Increased FY20 holiday period campaign recall to 30% from the FY19 holiday campaign recall of 23%.

•

Improved working to non-working media ratio, with a target of 60% working / 40% non-working in FY20
(from 50 / 50 in FY19).

•

Improved awareness of the website and mobile application, as measured by the LRW brand tracker.
Target going from FY19 average of 45% awareness to 55% in FY20, with Entertainment Explorers and
Mobile Socializers over 55%.

•

Increased average number of weekly digital players from 49 thousand to 110 thousand over the
course of FY20.

•

Increased addressable digital marketing base (customers opted-in to communications) from 64.6
thousand to 220 thousand.

3.0 Communications

Annual Business Plan FY20
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3.1 Situational Overview
As we noted earlier in this plan, there remains an opportunity to improve perception of the Illinois Lottery brand.
The FY19 Business Plan referenced three areas in which the Illinois Lottery brand needed improvement based
on past research:10 brand trust, benefits to society and win belief. Over the course of FY19, consumer sentiment
remains largely unchanged, indicating a need for greater focus and bolder efforts in FY20. We intend to address
this opportunity by ensuring our communication efforts are more equally balanced between game, people and
cause value to support the objective and purpose defined in the brand blueprint.
Efforts in FY19 related to the brand and communications were largely focused on refreshing external branding
through the Permanent Point of Sale (PPOS) rollout in retail and the launch of the new website and mobile
application. Consumer-facing advertising was largely focused on Instant game ticket launches and a long-term
Mega Millions and Powerball jackpot campaign that highlighted the aspirational territories of the jackpot games.
In parallel to these activities, the brand tracking approach was re-baselined with a new research partner (LRW)
and the brand blueprint that was defined will be embedded internally and taken to market in FY20.
These efforts established a strong foundation for FY20, during which our consumer communications approach will
build on lessons learned in FY19:

•

A singular, above-the-line campaign message in market drives stronger recall among consumers than
multiple campaign messages at once. In FY19, we saw favorable campaign recall from consumers when
there was a single campaign in market (e.g. Get Scratchin’) than when multiple campaigns were in
market at once (e.g. Time and Holiday).

•

Longer-flighted campaigns (ideally six weeks or greater) drive stronger recall, appeal, motivation to
purchase and brand linkage. This was apparent through the positive performance of the Time campaign
across these metrics, especially once it had been in-market for over six weeks.

FY20 Business Plan

The FY20 plan incorporates these learnings and focuses on improving drivers of purchase frequency and brand
connection. Building on our objective to communicate with our target consumer segments at relevant points
along the path to purchase to drive conversion (see section 2.0), we have an opportunity to tailor messaging by
consumer segment to achieve more meaningful connections with our players. Our games should be promoted
based on game territories that align (or have the potential to align) with the needs and preferences of each
segment and should collectively elevate the master brand image.
Camelot Illinois measures brand connection through a research exercise called Implicit Identity Mapping, which
allows a consumer to implicitly self-identify their degree of closeness with the Illinois Lottery brand. Driving
to improve brand connection is a natural starting point to reinvigorate the brand, which has a current brand
connection score of 31%. This score is well below a reasonable benchmark of 50%, based on comparable
Consumer Products.

10.
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Previous research referenced was from Hall & Partners and Incite

3.1

Cross-Category Brand Connection Comparison11
The Illinois Lottery

Popular Soft Drink
Company

Consumers

31%

Popular Social Media
Company

Consumers

Over half of respondents
have high/complete overlap

Consumers

Over 3/4 of respondents
have high/complete overlap

To understand whether we are making progress toward improved brand connection, the Illinois Lottery brand
tracker asks respondents if they associate the Lottery as being “for someone like me.” This attribute indicates
a customer’s expected purchase frequency and is highly correlated with brand connection, underpinning the
importance of improving it from its low standing of 13 to 15% over the course of FY19.12 To increase participation,
achieve our growth objectives and increase brand connection, it is important that we reinvigorate the Illinois
Lottery brand and increase the number of consumers who believe the Illinois Lottery “is for someone like me.”
Improving brand connection is a long-term effort we plan to achieve through focused delivery of the objectives
laid out in this plan. Simply, this will involve us consistently delivering our brand promise to the people of Illinois
through fun games, the creation of winners and supporting good causes.
In addition to strengthening brand connection with our players to drive purchase frequency, we have an
opportunity to improve brand perception with a broader set of Illinois stakeholders. There continues to be a low
level of trust in the Lottery across communities statewide:13

•

24% of respondents indicate a belief that the money raised by the Lottery does good for the
State of Illinois.

•

Only 7% of consumers believe the Illinois Lottery is socially responsible.

•

Only 6% believe the Lottery cares about its customers.

•

12% think the Lottery is fair and transparent.

•

Only 7% believe the Lottery will fulfill its promises.

With a contribution of $719 million to the Common School Fund and approximately 25% of lottery proceeds going
to good causes in FY18, we have a clear opportunity to improve these metrics by connecting the work we do with
the contributions we make to the State of Illinois and special causes. We expect that communicating with the
people of Illinois about the positive impact of their lottery purchases will ultimately drive reappraisal of the Illinois
Lottery and improve brand perception.

11.

Brand Connection: IIM - Move your circle to best describe your relationship with the game / activity. Illinois Lottery IIM score from LRW Attitudes
& Usage study, January 2019

12.

Illinois Lottery Brand Tracker July 2018 - January 2019

13.

Illinois Lottery Brand Tracker, Wave 3: Holiday (10/29/18-12/30/18)
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3.2 Objective
Our objective in FY20 is to reestablish the brand, brand messaging and personalized engagement to drive
consumer reappraisal of the Illinois Lottery.

3.3 Goals and Tactics
To make progress against this objective in FY20, Camelot Illinois will be focusing on bringing the Illinois Lottery
brand story to market through various touchpoints with consumers to improve brand connection and increase
purchase frequency.
Camelot Illinois will also change our messaging from predominately product focused to more people and cause
focused, ensuring the central tenants of our work in Illinois are brought to life through our messages in the market.
There are two primary goals and a number of supporting tactics that will support delivery of this objective in FY20:

Move from product-led marketing to brand-led marketing through a strategic master brand approach.
As discussed above, marketing efforts in FY19 were primarily focused on Instant game ticket launches and multistate jackpot games. In FY20, we plan to move from a product-led to a master brand-led approach, leveraging
the Illinois Lottery brand story to go-to-market in a refreshed and consistent manner across media channels.
01. Develop and roll out a master brand creative vehicle that enables us to interchange product, brand
and cause messaging as appropriate. This approach will allow us to more efficiently utilize marketing
resources, build the Illinois Lottery brand independent of specific games and incorporate messaging
about the causes it supports.
02. Create and embed brand guidelines, attributes and a visual identity that are underpinned by brand
purpose and values. This will drive consistency across the business and among our partners to present a
cohesive look and feel in market so that we portray a clearly recognizable brand to consumers.
FY20 High-Level Marketing Activation Plan (Initial Draft – Subject to Change)

Q1

Q2

Q3
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Ongoing
Support

FY20 Business Plan

Sedondary

Primary

Brand Launch

iLottery App

Holiday

August
Instants

Fast Play

Instant
Ticket

Q4
Brand Continuity

Instants
Category

Lotto Game
Change

Intant
Ticket

Specialty Ticket Launch Support

Specialty Tickets Evergreen Campaign

Social & Experiential

Social & Experiential: Brand Acts / Good Causes

Create a content strategy that enables us to improve the core brand health metrics of trust and
brand connection.
We will improve the way we manage and deploy content resulting from winner experiences, retailer experiences,
event activations, community sponsorships, specialty ticket activations and the various other activities in which
the Illinois Lottery engages throughout the year. A content management strategy will support our ability to tell
these stories more consistently across channels and to the most relevant audiences.
01. Create content highlighting the winner experience that we can share through our owned media channels,
including the Illinois Lottery website and social media pages, as well as paid media channels. There is also the
potential, where appropriate, to share this content via earned media and through public relations efforts.
02. Develop creative assets and messaging as part of our master brand campaign that build awareness
around how the Illinois Lottery contributes to the state and good causes by:
A. Driving awareness around our calendar of specialty tickets and events, as well as increasing
awareness about other causes with which we partner.
B. Highlighting Lottery’s impact on the retail community and individual retailers, potentially including
custom retail store signage indicating the amount of money each store contributes to the Common
School Fund.
C. Creating content about Camelot Illinois grantees (which are further discussed in section 6.0 of this plan).
03. Effectively manage the content developed and use it to grow online engagement via owned media
channels by telling relevant and targeted stories.

3.4 Key Performance Indicators
Our progress and success related to communications will be measured by:

•

An upward trend in the metric “Lottery is for someone like me” as measured through the brand tracker.
Since movement of this metric is expected to take time and focus, the FY20 target will be an average of
16%, compared to the average FY19 measure of 14.2%.

•

Improvement in the metric “makes me feel like I could be a winner” from an FY19 YTD average of 27% to
over 30% in FY20.

•

Increase in brand equity measure asking whether the Lottery “does good for the State of Illinois” from
an FY19 average of 24.3% to a target of 27% in the second half of FY20 (following the move to a master
brand approach).
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4.1 Situational Overview
The experiences we provide our players continue to be at the center of what we do and are our primary vehicle
for attracting, converting and retaining players. With consumer preferences and habits changing constantly,
we must continue to innovate in order to stay relevant, especially considering the consumer segments we have
identified as high opportunities for growth.
The following consumer segment traits and behaviors have informed our thinking as we explore opportunities to
improve customer experiences:

•

Expand the core through “Entertainment Explorers.” This segment is made up of adventurists who seek
excitement and entertainment on all platforms and tend to play games for fun. We have an opportunity
to appeal to this segment by offering lottery games as a fun “break in the day” and by demonstrating
commitment to social responsibility.

•

Explore new growth opportunity through “Mobile Socializers.” This segment is made up of extroverts
who seek novelty and new ways to connect with others. They find enjoyment in strategy and challenge
and tend to play games for fun. We have an opportunity to appeal to this segment through accessibility,
specifically online, and demonstration of fair and transparent practices.

•

Explore seasonal and product-specific opportunity through “Satisfied Dabblers.” This segment is made
up of traditionalists who are generally content where they are in life and are likely to see lottery games as
an opportunity for gifting or treating. They tend to play games – specifically lottery games – for fun as a
solo activity or as an escape from their day. We have an opportunity to appeal to this segment through
games that allow them to have fun and try their luck.

FY20 Business Plan

As discussed previously in this plan, the Illinois Lottery is focused on improving the underlying drivers of purchase
frequency to increase participation across these segments. Through our research efforts in FY19, we know that the
top drivers of purchase frequency are:14
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•

Lottery games are for someone like me.

•

Lottery games are a treat for me.

•

Lottery games make me feel like I could be a winner.

•

Lottery games make me feel lucky.

•

Lottery games make me think anything is possible.

•

Lottery games are fun to play.

Two of these drivers – “make me feel like I could be a winner” and “are fun to play” – are important for us to
address through portfolio and game design. As previously mentioned, “for someone like me” is a universally
important driver across all segments that we will address through a combination of experiences offered and
consumer communications.
14.

This was conducted as a drivers analysis from the Illinois Lottery Brand tracker using purchase frequency as the dependent variable and
game-level brand perceptions

Low win belief is a consistent barrier to play based on the segmentation research conducted in FY19. Based on
the Illinois Lottery brand tracker, win belief metrics measure as follows:

•

27% of consumers feel they could be a winner.

•

21% of consumers believe anything is possible with the Lottery.

•

17% of consumers say the Illinois Lottery makes them feel lucky.

While efforts were made in FY19 to increase the number of winners through instant ticket game design, additional
opportunities remain to improve these metrics in FY20 through new game launches and improvements to our
core Lotto game.
Portfolio design and optimization efforts that began in FY19 will serve as the foundation for continued work in
FY20 to ensure we are offering games that are relevant and “fun to play” from the perspectives of the various
consumer segments. Progress was made in FY19 to understand drivers of purchase frequency and marketing
campaign effectiveness through consumer research efforts. Through this research, we understand that the top
indicators of purchase frequency are:

•

Personal relevance and connection.

•

Positive play experience.

•

Win belief.

These brand equities will continue to be monitored going forward for the overall brand and will also be evaluated
for each broadcast campaign to understand the impact of consumer messaging on brand perception and
purchase behavior. In FY19, the Time campaign (focused on Mega Millions and Powerball) drove encouraging
brand results and lifted the brand positioning territories for aspirational hope, win belief and trust perceptions,
demonstrating positive signs of how these games are positioned to the market. These learnings will be
referenced as we explore the positioning of the rest of the portfolio to ensure that consumer messaging drives
purchase frequency and enhances Illinois Lottery brand perception.
As part of the foundational research efforts in FY19, an Attitude and Usage (“A&U”) study was conducted to better
understand how consumers view the Illinois Lottery and our portfolio of games. The study identified positioning
territories that the Illinois Lottery “owns” within the competitive landscape as an overall brand and for each
game. A notable result of this research was that Lotto and Lucky Day Lotto, our core in-state games, do not
occupy strong identities in consumers’ minds.15
Although it is our original state game, Lotto has the lowest per capita sales across all Illinois regions, and nearly 70%
of consumers in the state have never played the game. The Lotto game structure results in very few winners per year
and high payout volatility. Similarly, Lucky Day Lotto has the lowest participation across any game in the portfolio,
with 87% of consumers having never played. There is an opportunity to establish and articulate unique identities for
these games to ensure they deliver on important needs that have gone unfulfilled by other lottery games.

4.2 Objective
Our objective in FY20 is to establish the Illinois Lottery as a lottery leader by offering compelling experiences
that engage the people of Illinois.

15.

LRW Attitudes & Usage study, January 2019
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4.3 Goals and Tactics
Beginning with an objective review of the current portfolio, the Illinois Lottery will ensure consumer needs are met
by articulating the differentiated roles for each game in the portfolio, as well as introducing or renovating games
where appropriate to improve portfolio effectiveness. Game introductions and renovations will be specifically
focused on maximizing support for the State of Illinois and creating local winners. We will also ensure players’
experiences with the Illinois Lottery become increasingly modern, relevant, fun and exciting.
There are three primary goals and a number of supporting tactics that will support delivery of this objective in FY20:

Using our consumer segmentation, establish and articulate product positioning and right-size the
portfolio to improve relevance and increase participation.
Building on portfolio learnings and consumer research efforts in FY19, we must ensure each game in the portfolio
has clear, well-defined and articulated positioning that is supported in-market. This effort will also allow us to
identify white space opportunities that will inform our long-term product and experience pipeline.
01. Building on the work already completed, further clarify unique product positioning, carving out each game’s
space in the portfolio and defining reasons for consumers to play. In early FY20, this effort will include:
A. Defining the Illinois Lottery positioning for each game.
B. Testing how game definitions resonate with consumers.
C. Leveraging research and data to communicate in ways that will increase consumer reappraisal and
consideration.
D. Evaluating the expected impact of planned and potential game changes on the portfolio.
02. Further develop the Instant game portfolio strategy, including number of games in market, ideal launch
cadence and core themes by price point.
03. Considering the product positioning work described above, develop a holistic view of the product portfolio
using customer segmentation to identify market white space and inform product development pipelines.

Introduce new products and refine existing offerings to increase participation and frequency for
target segments while increasing overall win belief.
With guidance from the portfolio positioning work described above and based on learnings in FY19, continue
to refine existing products and introduce new products that appeal to consumers, particularly the consumer
segments where we anticipate the highest levels of participation growth.

FY20 Business Plan

01. Create Instant game offerings that promote trial among opportunistic consumer segments, building on the
work that was done in FY19 to increase frequency of meaningful prizes, launch games with proven appeal
and create a differentiated product range. The portfolio plans to support this goal are summarized below,
as are the estimated sales by price point resulting from these tactics. These efforts will be focused on:
A. Defining a clear strategy for licensed properties, balancing market appeal with investment required.
B. Further optimizing the approach to specialty tickets, including how these tickets are launched and
promoted.
C. Adopting a more strategic approach to seasonal launches and families to align with marketing
strategy and maximize returns.
D. Building on FY19 efforts to maximize prize structures and deliver optimal products to target segments.
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FY20 Instant Game Differentiation Matrix
The table below shows the planned differentiation by price points, and also compares the odds and payout
percentage to market average (as shown in parentheses).
$1

$2

$3

$5

$10

$20

$30

Ticket Size

2.5 x 4

4x4

6x4

6x4

7.5 x 4

9x4

10 x 4

Loaded

$50-$500

$50-$1k

$50-$1k

$500-$5k

$1k-$10k

$1k-$20k

Top Prize

$1k-$10k

$10k-$30k

$30k-$80k

$50k-$300k

$500k-$1M

$1M-$2M

$2M-$10M

Odds

4.0-5.0 (4.65)*

4.0-4.5 (4.39)*

3.5-4.1 (4.02)*

3.5-4.0 (4.01)*

3.1-3.6 (3.53)*

2.8-3.3 (3.29)*

2.7-3.0 (3.07)*

Chances to win

5

10

EP or 12

15

20

25

30

Payout %

62-63.5 (62.36)

65-66.5 (66.11)

65-66.5 (66.01)

67-69 (68.87)

72-75 (72.24)

74.5-77 (74.45)

76-77.5 (75.63)

FY20 High-level Instants Game Plan
The FY20 instants game plan, shown below, incorporates learnings from FY19 and presents a portfolio that
balances price points, ticket themes, ticket families, licensed properties and specialty tickets.
PP

July 2019

$1

Whimsy
Ducks in a Row

August 2019

Family
Pay Me

$2
$3

License
Loteria

$5

Money
Gold Premium Play

September 2019

October 2019

November 2019

Cash
Double Dollars

New Holiday Game
2nd-Chance

Winter Theme

Specialty
Homeless

New Holiday Game
2nd-Chance

Specialty
Veterans

Specialty
Ticket for the Cure

EP

Holiday Hero
2nd-Chance

Numbers

Family
Pay Me

$10

Family
Pay Me

$20

Family
Pay Me

Casino

December 2019

Money

Holiday Game
2nd-Chance

Multiplier

New Holiday Game
2nd-Chance

Money

$25

Crossword

$30

Multiplier
200X

PP

January 2020

$1

Whimsy

$2

Annuity

$3

February 2020

March 2020

May 2020

June 2020

Family

Multiplier

Numbers

Specialty
Special Olympics

Family

Specialty
Police

Luck

EP

Specialty

$5

WOF - License
2nd Chance

Family

$10

Annuity

Family

$20

Family

April 2020

Specialty
Red Ribbon
License
2nd Chance

Multiplier

Annuity

Money
Multiplier

$25
$30

Money
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FY20 Instant Game Sales by Price Point
The plan described results in over $2 billion of Instant ticket sales in FY20.

2500

2000

2,060

1500

1000
712

500

0

435
101

93

108

$1

$2

$3

368

$5

$10

$20

38

205

$25

$30

Total

02. Introduce a draw-based game that is occupies a unique position in the Illinois Lottery portfolio and is
focused on growth in retail stores through a terminal-based instant win game (preliminarily described
as “Fast Play16”). These games have the potential to create more local winners, supporting the goal of
increasing win belief.
03. Renovate the Illinois legacy game, Lotto, to make it more enjoyable for players, deliver more winners each
year and maximize returns to Illinois communities.
FY20 Draw Game Sales by Price Point
The tactics described in this plan result in draw-based game sales of $1.2 billion in FY20.

1200

1,234

1000
800
600
400

FY20 Business Plan

200
0

16.
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245

205
80

64
Pick 3

Pick 3
Fireball

Pick 4

Pick 4
Fireball

118
Lotto

121

184

172

Lucky Day Mega Powerball
Lotto
Millions

45
Fast
Play

Total

The name of this game has not yet been determined; Fast Play is used as a preliminary name for description purposes only

Modernize player experiences by providing enhanced cross-channel offerings.
To ensure the Illinois Lottery experience continues to modernize and remain relevant in an increasingly mobile
world, the player experiences offered will be cross-channel and mobile-enhanced.
01. Introduce the ability to scan Instant tickets purchased in retail with the Illinois Lottery mobile app to
confirm prizes. This will also enable second chance promotions through the Illinois Lottery mobile platform,
allowing the Illinois Lottery to deliver relevant marketing to registered consumers through our digital
marketing capabilities.
02. Expand digital payment options available to customers through Apple and Google Pay. Evaluate
additional enhancements to support integrated payment options between digital and retail.
03. Introduce digital play slips, allowing players to store play slips in the mobile application that can be
printed in retail.
04. Evaluate potential commercial partnerships that will allow us to deliver further cross-channel experiences
to our players.

4.4 Key Performance Indicators
Our progress and success related to experiences will be measured by:

•

•

Growing the Lotto conversion to purchase (measured as claimed past month purchase) by 2% by the end
of FY20. This will be supported by increasing all metrics throughout the purchase funnel:
•

Familiarity (FY19 baseline of 58%).

•

Consideration (FY19 baseline of 47%).

•

Ever purchased (FY19 baseline of 30%).

•

Past month purchase (FY19 baseline of 10%; end of FY20 target of 12%).

Improving Lotto and Lucky Day Lotto game perception as measured through the metric “is for someone
like me.”
•
Improve Lotto from an FY19 average of 32% to an FY20 target of 34%.
•

17.

Improve Lucky Day Lotto from an FY19 average of 30% to an FY20 average of 32%.

•

Following game renovation, growing Lotto sales by 10 to 20% (compared to an average year base sales
of $94 million).17

•

Improving comparable Instant game family and seasonal sales versus comparable periods
•

August Instant game family performance flat to the FY19 multiplier family.

•

Holiday Instant game performance increases by 5% over FY19 games.

•

March Instant game family performance increases by 5% compared to Frenzy.

FY18 used as latest “average year” for Lotto sales based on number of wins throughout year

33

34

DRAFT
document.
FY20 3Business
Plan(V6 - June 20, 2018). Proprietary and Confidential.

This page is intentionally left blank.

5.0 Delivery

Annual Business Plan FY20

35

5.1 Situational Overview
Over 98% of Illinois Lottery sales come through the retail channel, which is comprised of over 7,200 retailers in
Illinois. This makes delivery excellence in the retail channel a focus for the Illinois Lottery in FY20 and throughout
the duration of the Camelot Illinois Private Management Agreement.
The technology transformation undertaken in FY19 was one of the largest technology and retail transformations
undertaken by any lottery in the United States. As is expected with a transformation of this magnitude, there are
some issues that remain to be addressed by Camelot Illinois, the Illinois Lottery and our vendors. Remediation
plans to stabilize the performance of lottery technology across the retail estate have been put in place and
are beginning to show signs of improvement. Plans developed with our partners are underway to address the
following issues:
01. Call center: We believe there is room for improvement for the retail call center, including long wait times
and dropped calls. These issues will be addressed through increased call center capacity to better
manage call volume and responsiveness.
02. Field services: To address retailer service calls more quickly and effectively, field service resources will be
given further training and additional resources will be added in the coming months.
03. Technology: We are conscious that fixes to retailer software can be disruptive to daily retailer operations.
To minimize disruption and risk to retailers, we are working on a monthly schedule release plan.
04. Quality assurance: This plan will be supported by a focus on increasing quality through enhanced
training, the addition of dedicated quality assurance field technicians and vending-specific support
specialists available for the retail network.
Successful delivery of these recovery plans will provide a platform for the goals and tactics outlined in this document.
Since FY15, the number of lottery retailers in Illinois has steadily declined and is currently just over 7,200 retailers. To
meet consumer demand and the ambitious retailer targets set out in the Private Management Agreement, there
will continue to be a focus on expanding the retail footprint through execution of key account plans, focused
expansion based on a retail heat mapping study completed in early FY19 and continuing to tell the “Value of
Lottery” story to prospective retailers.
Illinois Lottery Retailers
8,200
8,000

FY20 Business Plan

7,800
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7,600
7,400

8,090

8,000

7,200
7,000

7,744

7,850

7,582

7,384

7,213

6,800
6,600

FY08

FY12

FY15

FY16

FY17

FY18

FY19

Central to our expansion in retail is ensuring we are available in the locations where our target segments
shop, which is measured through a brand tracker question that asks respondents to indicate whether “tickets
are available where I usually shop.”18 For the total Illinois Lottery brand, this attribute is endorsed by 43% of
respondents. However, this attribute is only endorsed by 36% of 18 to 34-year old respondents, indicating that the
Lottery is not currently being sold in outlets where younger consumer groups are shopping. Progress has been
made in FY19 through the introduction of lottery in Mariano’s locations and plans to expand lottery from vending
to on-counter in Jewel Osco locations. The Path2Purchase study being conducted in early FY20 will provide
further insight into where consumers shop and allow us to build on this channel expansion progress.
Significant effort and investment were committed in FY19 to improve the Instant game ticket shopping
experience for players in Illinois through refreshed permanent point of sale (PPOS) equipment. The culmination
of work throughout the year led to a late FY19 rollout which will continue into early FY20. The rollout of this PPOS
equipment will support ongoing “Perfect Store” and “Perfect Call” efforts by optimizing product visibility in store.
It will also set the foundation for the Illinois Lottery to introduce retailer scorecards that will measure performance
against “Perfect Store” attributes.
Permanent Point-of-Sale Components

In parallel to these efforts, an in-depth supply chain review was conducted in FY19 to assess forecasting,
inventory and distribution efficiency. Select findings from this review indicate:

18.

•

There is an opportunity to increase the availability of top selling games across the retail network, which
are currently only available at 60 to 75% of retailers.

•

Instant game ticket return rate of 5.6% can be improved to be closer in-line with benchmarks.

•

There is limited adoption of the predictive ordering system, with only 30% of retailers currently using it.

•

There is opportunity to improve efficiency in instant ticket display layout planning and improve
adherence to the layouts across the estate. Currently 12 instant ticket display layouts (“plan-o-grams”)
are created each month, and adherence is anecdotally poor, but not formally tracked at this time.

•

The amount of time to get tickets into retailers each month could be improved, as it typically takes
approximately 10 days to rollout new games across the state.
Brand Tracker Wave 3: Holiday (10/29/18-12/30/18)
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This supply chain review resulted in a list of improvement opportunities that have been initiated and will continue in
FY20, as detailed in this section’s goals and tactics. These efforts are supported by the rollout of a new predictive
ordering system in the second half of FY19, which will be strongly relied on in FY20 to drive supply chain efficiencies.
Supporting these various initiatives and serving as the primary interface with retailers are the Lottery Sales
Representatives (LSRs). In FY19, structured monthly sales meetings were held with the LSRs, a sales training
program was instituted in the second half of the year and structured quarterly incentives were awarded with a
tie to performance. These activities are expected to continue through FY20.

5.2 Objective
Our objective in FY20 is to power our retail partners to deliver to the needs of their customers.

5.3 Goals and Tactics
The Illinois Lottery strives to ensure retailers have the tools and support they need to deliver an outstanding
customer experience. This means offering lottery at the right retailers, efficiently delivering the right products to
those retailers and working with retailers to improve the in-store experience for the consumer.
There are four primary goals and a number of supporting tactics that will support delivery of this objective in FY20.

Grow retail footprint to improve access for target segments.
As noted above, retail expansion efforts are focused on ensuring the Lottery is available in optimal locations
where current and potential consumers shop. With this approach, FY20 will be focused on:
01. Recruiting “big box” locations and other opportunistic retailers that do not currently carry Illinois Lottery
games in order to grow and optimize the retail footprint and ensure the lottery is available through
retailers where target segments are shopping.
02. Addressing opportunities identified by the FY19 geomapping exercise to target growth in independent
accounts, ensuring a sufficient number of lottery retailers are available to meet demand across the state.
03. Evaluating potential commercial partnerships that will allow us to deliver further cross-channel experiences
to our players and support channel expansion through new delivery models, as mentioned in section 4.3.

Provide our retailers with the right inventory and product mix to ensure player demand is met across
the network.
The supply chain review conducted in FY19 identified a number of improvement areas which will be addressed in
FY20, including:
01. Transforming the Instant game supply chain through improved order forecasting, with a target of getting
70% of retail accounts on the predictive ordering system. This will improve order accuracy and decrease
out-of-stocks so that the right stock is available to customers in the right place at the right time.

FY20 Business Plan

02. Further improving speed to market for retailers, continuing to strive for 95% distribution within three days to
ensure new tickets are available to customers quickly across the retail estate.
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03. Decreasing return levels by evaluating Instant game ticket launch cadence, pack sizes, allocation
algorithms and game-specific return statistics to improve supply chain efficiency and reduce handling
costs associated with returned tickets.
04. Implementing a sales force incentive plan that achieves maximum stock control management by
balancing speed to market, distribution, out-of-stocks and returns to drive balanced pursuit of the tactics
described above.

Enhance the existing store execution.
The in-store presentation of lottery products determines the ease of a player’s shopping, selection and purchase
process. In order to continually improve this experience, the Lottery will partner with retailers in FY20 to:
01. Optimize permanent point of sale (PPOS) equipment to support progress across the estate toward the
“perfect store,” a concept defined in FY19 that guides lottery placement and visibility in-store.
02. Continue pursuing joint promotional marketing campaigns aligned with the brand guidelines discussed in
section 3.3 to grow sales in key accounts and further promote lottery in-store.
03. Establish a quarterly retailer review process to drive improvement against key performance indicators and
incentivize retailers to meet the “perfect store” definition. Options will be considered to tie retailer incentive
compensation to performance against these metrics.
04. Continue Lottery Sales Representative (LSR) training efforts, building on the FY19 program to further
support retailers through in-field knowledge and service.

Broaden payment options for players to purchase Lottery in store.
To deliver a modern experience for our players and keep pace with an increasingly cashless world, it is essential
we expand options for non-cash payments in retail stores. We will establish the foundations in FY20 through the
following:
01. Working with retailers to expand and promote acceptance of debit and credit cards.
02. Establishing the processes, policies and partnerships required to support cashless vending payments to
make lottery accessible for a wider group of consumers who do not carry cash, or who tend to use debit
and credit cards for most payments.
03. Retrofitting existing Win30 vending machines with card reading hardware and software to support the
acceptance of cashless payments.
04. Once processes and partnerships are established (targeting late FY20), ensuring that any new vending
machines rolled out to retail accounts are equipped to accept debit and credit card payments.

5.4 Key Performance Indicators
Our progress and success related to delivery will be measured by:

19.

•

Increasing the net number of quality retailers, targeting growth from approximately 7,200 retail outlets in
FY1919 to 7,500 by the end of FY20.

•

Maintaining current levels of sweeps resulting in non-sufficient funds (NSF) as the number of retailers grow.

•

Reducing the return percentage from the FY19 rate of 5.6% to a target of 3% by the end of FY20.

•

Install permanent point of sale (PPOS) to at least 85% of the total retail estate, with improved on-counter
presence (currently 57% of total retailers; target 70% by end of FY20).

•

Increase percentage of retail network participating in predictive ordering from 30% in FY19 to 70% in FY20.

Retail count as-of February 2019
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6.1 Situational Overview
The fundamental purpose of the Illinois Lottery is to serve the State of Illinois through the funding provided to
various special causes including the Common School Fund, specialty tickets and various other beneficiaries. In
doing so, the Lottery provides more funding to the State than any form of gaming revenue.20
Despite these contributions to the state and special causes, brand perception of the Illinois Lottery remains
largely unchanged, as discussed in section 3.0. To strengthen the brand long-term, the Illinois Lottery is
committed to building genuine relationships with various lottery stakeholder groups – players, non-player Illinois
residents, retailers, vendors, partners, special interest and community groups, specialty ticket beneficiaries and
Illinois legislators – to ensure we are delivering a lottery that earns the endorsement of the people of Illinois.
Improving the end-to-end player experience is a portion of this work and has been addressed throughout this
plan. In addition to this, we will address the player experience following a win, particularly when a prize exceeds
$600 and cannot be claimed in retail. The process to collect these prizes is antiquated, administrative and results
in an experience that does not align with the exciting, optimistic feeling of winning a prize. We should aspire for
winners to be the ultimate Illinois Lottery advocate by matching the excitement of a win with an equally pleasant
prize redemption experience.
Our ability to effectively power retailers as described in section 5.0 will be crucial in building long-term
relationships with the retail network. The work in FY19 to implement more structured retailer engagement through
roadshows, a monthly “Lottery Lowdown” newsletter and select promotions and incentives will continue to inform
how the Lottery partners with the retail community in FY20. We will also build on these efforts by implementing a
Retail Advisory Committee, further described in the goals and tactics that follow.
While the Illinois Lottery has developed a strong network of business partners, including vendors, specialty ticket
organizations and various partners in the Illinois community, there is an opportunity to increase the level of
ongoing engagement with each of these partners to ensure we are maintaining meaningful relationships. We
plan to pursue these opportunities in FY20 as outlined in this section.

FY20 Business Plan

The Illinois Lottery has strived to strengthen relationships with various community and special interest groups
throughout FY19 and look forward to continuing doing so in FY20. The groups referenced include but are not limited to:
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•

Chicagoland Chamber of Commerce

•

Illinois Chamber of Commerce

•

Illinois Black Chamber of Commerce

•

Illinois Hispanic Chamber of Commerce

•

LGBT Chamber of Commerce

•

City Club of Chicago

Wagering in Illinois 2018 Update, Commission on Government Forecasting and Accountability, pending final audit.

•

Chicago Urban League

•

Illinois Retail Merchants Association

•

Illinois Petroleum Marketers Association/Illinois Association of Convenience Stores

•

Illinois Alliance on Problem Gambling

•

Illinois Council on Problem Gambling

Lastly, in the spirit of advocacy, the Illinois Lottery is committed to be an advocate for our players through
continued dedication to responsible gaming practices, as articulated in our commitment to achieving WLA
Responsible Gaming certifications over the coming years.

6.2 Objective
Our objective in FY20 is to foster a community of advocates.

6.3 Goals and Tactics
Our focus in FY20 will be on strengthening relationships across stakeholder groups based on the foundations
established in FY19 with a goal of embedding regular and meaningful interactions that support development of
genuine relationships with Camelot Illinois and the Illinois Lottery.
There are seven goals and a number of supporting tactics that will support delivery of this objective in FY20.

Build a community of player advocates by improving the winner experience through the claim and
retail process.
An objective review will be conducted to understand and help improve the experience that is delivered to lottery
winners. Although many improvements will be longer-term, the initial review and implementation of select highimpact changes will occur in FY20.
01. Initiate an end-to-end review of the winner process for prizes greater than $600. Through this review,
identify and prioritize improvement opportunities that can be implemented in the near and longer-term.
02. For winners of “high tier” prizes exceeding $5 million, implement an appointment-only claim center
in a separate location from the existing claims centers. This claims center will deliver a new, bespoke
experience with a goal of supporting and responsibly celebrating winners of life-changing prize amounts.

Provide support to Illinois special causes and local communities through specialty tickets and
community event sponsorships.
The Illinois Lottery currently launches seven specialty tickets per year to support special causes in Illinois. There
is an opportunity to bring these tickets to market in a more meaningful way and to increase the frequency and
effectiveness of interactions between the Illinois Lottery and special cause representatives to maximize the
benefits to these causes.
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01. Develop a relationship management approach and engagement model for special cause representatives
to drive more frequent and meaningful interaction, as well as more dedicated involvement in delivering
the objectives of these organizations to Illinois communities.
02. Utilize an integrated campaign approach built on the brand framework discussed in section 3.3 for
specialty tickets to maximize sales and returns to each cause.
03. Partner with other community-based and civic organizations statewide to broaden exposure to the Illinois
Lottery brand.

Proactively engage and improve relationships with retailers as well as current and prospective
vendors.
As previously mentioned, the Illinois Lottery is committed to partnering with and supporting our retail community.
We are also committed to partnering with local vendors, and we make a significant effort to partner with
Business Enterprise Program (BEP) vendors. These efforts will continue in FY20 by:
01. Continuing to strengthen relationships with retailers statewide through “retail roadshow” events that
provide an opportunity for the Illinois Lottery to engage with retailers, align on upcoming plans and gather
feedback regarding retailer experiences with the Lottery.
02. Establishing a retailer advisory committee to promote ongoing dialogue regarding how the Illinois Lottery
can support the retail network in Illinois.
03. Continuing a cadence of vendor informational events every six months featuring future and current work
opportunities with Camelot Illinois and the Illinois Lottery while providing access to decision-makers across
the firm. This will ensure that the Illinois Lottery develops ongoing relationships with vendors, and also
supports efforts to meet and exceed Business Enterprise Program (BEP) targets.
04. Meeting and exceeding BEP goal of $9 million, equal to 20% of total marketing spend.
05. Strengthening relationships with stakeholders who will advocate for Camelot Illinois and the Illinois Lottery
with respect to vendor relations.

Strengthen the Illinois Lottery position within the lottery industry by retaining WLA Responsible
Gaming Framework (RGF) level three certification in FY20 and establishing the foundation to
achieve WLA RGF level four certification in FY21.
WLA Responsible Gaming Framework certification is an industry standard indicating level of commitment to
responsible gaming throughout the organization. The Illinois Lottery has established ambitious plans to achieve
WLA level three certification in the first half of FY20, and to set the foundation for WLA level four certification
soon thereafter.

FY20 Business Plan

01. Retain WLA RGF level three certification in the first half of FY20 through submission of application in
October 2019, highlighting the Illinois Lottery’s dedication to responsible gaming and identifying any areas
that require improvement
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02. Establish and embed business processes, policies, documentation and programs to meet the
requirements of Responsible Gaming WLA RGF level four certification. This is the highest certification
level available and demonstrates the Illinois Lottery’s commitment to responsible gaming throughout the
organization.

Continue building and strengthening relationships with legislators.
Camelot Illinois and Illinois Lottery leaders have devoted considerable time to educate and engage members of
the Illinois General Assembly and other state government leaders during this first year of operation. With a new
private manager for the Illinois Lottery, it was critical to build confidence among the elected leaders of Illinois.
The General Assembly is and will be an important partner in developing the modern lottery of the future. In FY20
we will continue this important outreach.

Continue improving efficiency and collaboration between Camelot Illinois and the Illinois Lottery.
The Camelot Illinois team will continue to work closely with the Illinois Lottery team to ensure clarity of plans and
efficient decision-making are supported by an effective governance process. In FY20, we will support improving
collaboration and efficiency by:
01. Embedding a revised marketing campaign review process to ensure clarity and efficiency throughout
marketing and promotion processes.
02. Creating a high-level informational process across departments that will keep the Lottery and Camelot
employees informed where relevant.
Monthly meetings with Lottery Sales Representatives (LSRs) will continue throughout FY20. Additionally, the Illinois
Lottery will continue efforts to upskill LSRs and improve efficiency of processes for which this team is responsible.

Utilize Camelot investment funds to establish the Camelot Community Partnership (CPP) program,
which will includes a grant program and partnership with a local organization while further
strengthening the Lottery’s commitment to education in Illinois.
Camelot Illinois will be investing funds back into the state of Illinois through partnership with local community
groups and the administration of a grant program. These programs will focus on supporting technology in
education and will provide contributions to entities in the State of Illinois that require assistance. We will support
these programs by identifying opportunities for our employees to contribute volunteer hours to the entities.

6.4 Key Performance Indicators
Our progress and success related to advocacy will be measured by:

•

Improving WLA RGF level four preparedness score throughout the second half of FY20. Scorecard to be
developed in Q3 FY20.

•

Improving survey scores following stakeholder events. Scores will be based on a consistent survey
template which will be developed at the beginning of FY20 and used throughout the year.

•

Increasing specialty ticket sales compared to FY19 comparable sales by 8% compared to the same
tickets in FY19.
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Section A: Goals and Objectives and Key Financials Covering the Term
i.

Manager’s goals and objectives.

ii.

Sales and net income aspirations.

iii. Projected allocation of the Operating Allowance.
iv. Ability to satisfy minimum net income, including projected net income for each year.
v.

A description of capital investments equal to or in excess of $1 million.

vi. Analysis of compliance with financial stability requirements.

Section B: Description of the Supporting Organization Plans and Policies
i.

A description of Manager’s corporate and internal organization structure.

ii.

Aspects of Manager’s operations strategy (including approach to data management).

iii. A description of the tools, reports and processes used to provide transparency of
operations.
iv. A description of the strategy regarding the engagement and management of
subcontractors.
v.

A description of all policies concerning compliance with ethics and anti-corruption laws.

vi. Manager’s disaster recovery and business continuity plans.
vii. Certificate that the Manager is in compliance with all regulatory requirements.
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Overall Business Plan and Five Year Plan
The PMA requires the Manager to set out aspects of the ‘General Business Plan’ for the entire Term of the
contract, covering details set forth in section 5.3.2 of the PMA, i.e., the ‘Overall Plan,’ and section 5.3.4 of the PMA,
‘the Five Year Plan.’
This document consolidates the Overall Business Plan and Five Year Plan. Our long-term approach remains
generally in line with the Private Management Agreement, which included the Comprehensive Business Plan for
the Term that incorporated:

•

Management of our operational responsibilities.

•

Strategies and rationale for growth.

•

Implementation experience.

For a detailed view of the ‘Overall Plan’ please refer to the Illinois Private Management Agreement.
The Overall Business Plan and Five Year Plan in this document are split into two sections detailed below:

Section A: Goals, Objectives and Financials Covering the Term
i.

Manager’s goals and objectives.

ii.

Sales and net income aspirations.

iii. Projected allocation of the Operating Allowance.
iv. Ability to satisfy minimum net income, including projected net income for each year.
v.

A description of capital investments equal to or in excess of $1 million.

vi. Analysis of compliance with financial stability requirements.
Please note: Portions of Camelot Illinois’ response to subsections (iii) through (vi) have been taken from the Private
Management Agreement. Revisions have been made to any charts including FY20 numbers, which have been updated.

FY20 Business Plan

Section B: Description of the Supporting Organization Plans and Policies
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i.

A description of Manager’s corporate and internal organization structure.

ii.

Aspects of Manager’s operations strategy (including approach to data management).

iii. A description of the tools, reports and processes used to provide transparency of operations.
iv. A description of the strategy regarding the engagement and management of subcontractors.
v.

A description of all policies concerning compliance with ethics and anti-corruption laws.

vi. Manager’s disaster recovery and business continuity plans.
vii. Certificate that the Manager is in compliance with all regulatory requirements.

Section A: Goals, Objectives and Financials Covering the Term
i) Manager’s Goals and Objectives
Camelot Illinois has identified 10 goals and objectives over the term of the Private Management Agreement:
01. Drive aggregate net income over the 10-year Private Management Agreement term of approximately
$9.0 billion, 17% above the state’s suggested minimum net income targets (prior to incentive compensation).
02. Accomplish record sales in each year of the plan, delivering more than $3,292 million in FY20 and $4,094
million in FY27, by expanding and diversifying the player base.
03. Provide year-over-year growth in net income for the state, from over $750 million22 in FY20 to $1,039 million
in FY27.
04. Develop a broad and innovative portfolio of games based on clear analysis of the needs and
expectations of all consumer segments.
05. Transform the retail network, both in appearance and breadth, growing to a network of more than 9,000
outlets (from the current number of approximately 7,200).
06. Grow the iLottery channel of Draw games to reach 14% of all sales by FY27 (approximately 1.7% in FY19).
07. Reinvigorate the Illinois Lottery brand, restoring excitement, trust and respect for the role the Lottery plays
in the community.
08. Create a world-class operations and technology platform with key suppliers clearly aligned for
long-term success.
09. Introduce Camelot’s next-generation iLottery platform, Excalibur, which has been proven as a powerful
engine for growth in the U.K. and Ireland.
10. Become an expert, customer-focused organization with leading retail, digital and marketing
professionals.

ii) Sales and Net Income Goals
The 10-year Business Plan seeks to grow sales from $2,991 million21 in FY19 to $4,094 million in FY27 (the last full
fiscal year of the PMA), with contributions (prior to incentive compensation) to education, capital projects and
good causes increasing from approximately $750 million (refer to footnote 22) in FY19 to $1,039 million in FY27.
Total Sales
4,500
4,000
3,500

3,292

3,510

3,671

3,810

3,874

3,951

4,016

4,094

3,000
2,500
2,000
1,500

1,221

Operating Revenue CAGR

1,000
500
0

FY20

FY21

FY22

FY23

FY24

FY25

FY26

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

21.

FY19 results are a forecast and are subject to audit

22.

FY19 results are a forecast and are subject to audit

FY27

FY28*

1 Year

4 Year

7 Year

6.6%

4.2%

3.2%
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Operating Income
1200
1000
795

800

883

924

960

977

998

1,039

1,017

600
400

298

Operating Income CAGR

200
0

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

1 Year

4 Year

7 Year

11.0%

5.3%

3.9%

iii) Projected Allocation of the Operating Allowance
PMA Requirement 5.3.2 (a): The projected allocation of the Operating Allowance, including a line item for
Subcontractor expenses and any other Third Party expenses for each of the Contract Years after the Base
Services Commencement Date (as thereafter updated in accordance with section 5.3.5 below, the ‘Budget’) and
the assumptions on which such budget is based.

7.3 A

The figure below summarizes Manager’s projected allocation of the Operating Allowance:
Operating Allowance ($M)

FY20

FY21

FY22

FY23

Draw Game Subcontractor Costs

(40.5)

(41.7)

(43.3)

Instants Subcontractor Costs

(26.2)

(21.7)

(22.7)

Marketing

(45.2)

(51.8)

(54.1)

Depreciation

FY24

FY25

FY26

FY27

FY28*

(45.0)

(45.8)

(46.4)

(23.7)

(24.0)

(24.2)

(47.1)

(47.8)

(13.7)

(24.4)

(24.6)

(56.3)

(57.3)

(58.3)

(59.2)

(7.0)

(60.2)

(17.2)
(0.6)

(1.7)

(1.7)

(1.7)

(1.8)

(1.8)

(1.8)

(1.8)

(1.8)

State Admin Expenses - EUA

(11.4)

(11.8)

(12.0)

(12.3)

(12.5)

(12.8)

(13.0)

(13.3)

(3.9)

iLottery Transaction Fees

(4.2)

(10.5)

(13.3)

(15.1)

(16.6)

(18.4)

(20.3)

(22.3)

(6.7)

Other Costs

(6.9)

(5.1)

(6.5)

(6.8)

(7.3)

(7.8)

(8.4)

(8.8)

(2.9)

(136.1)

(144.3)

(153.6)

(161.0)

(165.3)

(169.7)

(174.2)

(178.8)

(52.0)

Sub-Total (P&L Charge)

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Critical Assumptions

FY20 Business Plan

This section details the critical assumptions for each of the line items in the financial projections.
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A. Central system subcontractor cost: Central system subcontractor costs are forecast to average
approximately $44 million per annum, a reduction of approximately $6 million per annum. These costs
cover the scope of the Draw Game Services shown in Exhibit B, Table B of Manager’s response to the PMA
(including central system provision, development and maintenance) and reflects the contract entered
into between Camelot Illinois and Intralot Inc. Costs are based predominantly on a percentage of gross
sales (an approach which aligns the interests of the Draw games Significant Subcontractor with Camelot
Illinois and the State), and so increases throughout the Term in line with sales projections. The costs for the
Intralot Inc. contract commence on February 18, 2019.

B. Instant tickets subcontractor cost: The Instant game subcontractor costs are forecast to be
approximately $23 million per annum. These costs cover the scope of the Instant Ticket Game Services
(including ticket printing, production, warehousing and distribution). The costs incorporated within the
forecast reflect the Letter of Intent entered into with Scientific Games.
C. Marketing: Camelot projects marketing costs of an amount equivalent to approximately 1.5% of ticket
sales for FY19 onwards. While Camelot considers approximately 1.5% of ticket sales to be an appropriate
amount at this point in time, the flexibility built into the Operating Allowance provides some scope to
increase or decrease marketing spend in any given year. A breakdown of projected Marketing spend for
the next five years is shown in the table below:
Projected Marketing Budget ($M)

FY20

FY21

FY22

FY23

FY24

Draw Based Games

(19.6)

(20.5)

(21.4)

(22.2)

(22.6)

Instant Games

(8.6)

(11.3)

(11.7)

(12.2)

(12.4)

Brand

(5.4)

(5.5)

(5.7)

(5.9)

(6.0)

Agency Fees and PR

(7.3)

(6.9)

(7.2)

(7.5)

(7.6)

Research and Econometrics

(1.9)

(1.6)

(1.6)

(1.7)

(1.7)

Advertising, SEO and CRM

(2.3)

(2.3)

(2.4)

(2.5)

(2.5)

Other

(0.1)

(3.7)

(4.1)

(4.3)

(4.5)

(45.2)

(51.8)

(54.1)

(56.3)

(57.3)

Total Marketing Spend

D. Depreciation of Operating Allowance capital expenditure: Under section 10.1.2 of the PMA, Camelot’s
financial projections assume that it is able to recover through the Operating Allowance depreciation
charged on a straight-line basis, in accordance with GAAP (or, if such spend is treated as a long-term
debtor, Manager will seek recovery of such costs if the related assets were depreciated over their useful
economic life). The table below summarizes depreciation of Operating Allowance capital expenditure.

7.5A

Depreciation Charged
to Op. Allowance ($M)

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

Depreciation of PPOS

(1.7)

(1.7)

(1.7)

(1.7)

(1.7)

(1.7)

(1.7)

(1.7)

(0.5)

Depreciation of New Stores
Install Cost

0.0

0.0

0.0

(0.1)

(0.1)

(0.1)

(0.1)

(0.1)

(0.1)

(1.7)

(1.7)

(1.7)

(1.8)

(1.8)

(1.8)

(1.8)

(1.8)

(0.6)

Total expenditure to be recovered
through Op. Allowance

FY28*

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Assumptions
Permanent Point of Sale useful economic life:

•

Costs are depreciated from February 2019 until the end of the Term. Spend includes all costs directly
attributable to bringing assets into working condition.

•

Other PPOS costs are depreciated from the point of installation to the end of the Term. Spend is exempt
from Sales, Use and other taxes.

As noted in our response to the asset management section of the RFP, Camelot will undertake regular reviews of
its asset base. Should we identify changes to the useful economic life of any of its assets, we will seek to adjust
the level of depreciation allocated to the Operating Allowance to reflect the revised useful economic life.
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E.

State Administrative Expenses – Employee Use Agreement: Camelot has incorporated an estimate of the
State’s charges for Employee Use Agreement Expenses into its Operating Allowance projections. This is
consistent with 10.1.1 of the PMA.

F.

iLottery transaction service fees: In relation to service fees for iLottery transactions, Manger assumes these
costs are equivalent to 3.44% of FY20 iLottery sales.

G. Accounting treatment of expenditure allocated to Operating Allowance: Camelot will recognize costs to
be recovered by the Operating Allowance on an accrual basis under GAAP.

iv) Ability to satisfy minimum net income, including projected net income
for each year
PMA Requirement 5.3.2 (k): ‘Detailed financial projections over the Term, including the allocation of the
Operating Allowance and Net Income and a description of the assumptions and factors driving such projections
and a discussion of the relative importance of such assumptions and factors.’
By providing a comprehensive set of financial projections and commentary for the Overall Business Plan covering
the whole Term, this section addresses the requirements of 5.3.3 (the First Year Plan, which requires the budget
for the following contract year and the assumptions on which the budget is based) and 5.3.4 (the Five Year Plan
which requires a budget for each of the next five contract years during the Term and the assumptions on which
such budget is based, pro-forma income statements for the next five contract years, a description of Camelot’s
objectives for the next five contract years, including but not limited to, achieving the minimum net income,
Camelot’s projected net income for each such contract year and the elements of assumptions used to calculate
such project net income).
The figure below provides a summary profit and loss account for the Illinois Lottery for the remaining duration of
the Private Management Agreement. It demonstrates that Manager’s Business Plan will generate total Ticket
Sales of $31.5 billion and net income before incentive compensation of $7.9 billion over the remaining Term.

7.6A

State Income Statement ($M)
Ticket Sales**
Retailer Fees
Operating Revenue
Retail Commissions/Incentives
Gross Prizes
Unclaimed Prizes

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

3,290.3

3,509.8

6.6

6.5

3,296.9

3,516.3

FY28*

3,670.7

3,810.1

3,874.4

3,951.0

4,016.3

4,094.3

6.6

6.8

6.9

7.0

7.1

7.1

2.0

3,677.3

3,816.9

3,881.3

3,958.0

4,023.4

4,101.4

1,223.4

1,221.4

(186.0)

(184.9)

(189.9)

(195.3)

(196.9)

(198.5)

(199.5)

(201.0)

(59.5)

(2,171.6)

(2,297.1)

(2,402.7)

(2,493.1)

(2,534.5)

(2,583.1)

(2,623.6)

(2,672.8)

(812.6)

43.2

45.7

47.8

49.5

50.4

51.2

52.0

52.8

15.6

(2,128.4)

(2,251.4)

(2,354.9)

(2,443.6)

(2,484.1)

(2,531.9)

(2571.6)

(2,620.0)

(797.0)

GROSS MARGIN

982.5

1,080.0

1,132.5

1,178.0

1,200.3

1,227.6

1,252.3

1,280.4

366.9

% of Operating Revenue

29.8%

30.7%

30.8%

30.9%

30.9%

31.0%

31.1%

31.2%

30.0%

Operating Allowance (Net)

(136.1)

(144.3)

(153.6)

(161.0)

(165.3)

(169.7)

(174.2)

(178.8)

(52.0)

Management Fee

(28.4)

(31.0)

(32.4)

(33.6)

(34.3)

(34.9)

(35.5)

(36.1)

(9.9)

State Administrative Expenses (Non-EUA)

(22.9)

(22.1)

(22.7)

(23.4)

(24.0)

(24.7)

(25.4)

(26.1)

(7.0)

(187.4)

(197.4)

(208.7)

(218.0)

(223.6)

(229.3)

(235.1)

(241.0)

(68.9)

795.1

882.6

923.8

960.0

976.7

998.3

1,017.2

1,039.4

298.0

Net Prizes

TOTAL OPERATING EXPENSES
Net Income for the purpose of

FY20 Business Plan

calculating Incentive Compensation
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*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
**Ticket sales includes allowance for uncollectible

The following section considers each of the line items in the projections shown above and highlights the
assumptions supporting this plan:

Ticket Sales
Overview by channel and game
The figure below summarizes the Ticket Sales forecast, split by channel and game category. Overall sales grow
from $3,292 million in FY20 to $4,094 million in FY27. The two lead drivers of growth are iLottery and Instant games.
Strong iLottery performance will be an important driver of overall sales performance, increasing from being
approximately 1.7% of total sales in FY19 to approximately 14% in FY27. Camelot’s Business Plan also sees growth in
the Instants category, with sales growing by 15.5% over the remainder of the Term.

7.7A - Channel and Game
Ticket Sales ($M)

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

1,110

1,130

1,125

1,149

1,144

1,153

1,149

1,159

377

2,060

2,118

2,212

2,284

2,315

2,337

2,359

2,378

678

FY28*

Retail Sales
Draw-based Games
Instants
Total Retail Ticket Sales

3,170

3,248

3,337

3,433

3,459

3,490

3,508

3,537

1,055

% Total Ticket Sales

96.3%

92.5%

90.9%

90.1%

89.3%

88.3%

87.4%

86.4%

86.4%

122

262

334

377

415

461

508

557

166

-

-

-

-

-

-

-

-

-

122

262

334

377

415

461

508

557

166

3.7%

7.5%

9.1%

9.9%

10.7%

11.7%

12.6%

13.6%

13.6%

3,292

3,510

3,671

3,810

3,874

3,951

4,016

4,094

1,221

iLottery Sales
Draw-based Games
Instants
Total iLottery Ticket Sales
% Total Ticket Sales
Total Ticket Sales

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Overview by game
The figure below provides a breakdown of the Ticket Sales projection by game. Manager forecasts balanced
growth across the portfolio with growth across all the main game categories (Numbers, In-State, Multi-State,
Instants). iLottery is an important driver of Draw games growth as well as a range of game innovations, as
summarized in the table below.
Sales by Game ($M)
Pick 3
Pick 3 Fireball
Pick 4
Pick 4 Fireball
Numbers Games

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

245

253

260

268

276

285

293

302

64

66

68

70

72

74

76

79

14

205

211

217

224

230

237

244

252

65

80

82

86

88

91

93

96

98

102

594

612

631

650

669

689

709

731

247

66

Lotto

118

131

137

139

148

157

160

164
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Lucky Day Lotto + EZ Match

121

127

133

140

147

154

162

170

62

Fast Play

45

60

63

66

69

73

76

80

31

74

89

113

95

96

91

98

35

480

489

512

175

DBG Innovation and New Digital Games
In-State Games

284

392

422

458

459

Mega Millions

184

190

195

201

207

213

220

226

51

Powerball

172

198

211

217

224

232

239

247

70

Multi-State Games

356

388

406

418

431

445

459

473

121

Total Draw-Based Games

1,234

1,392

1,459

1,526

1,559

1,614

1,657

1,716

543

Instants

2,060

2,118

2,212

2,284

2,315

2,337

2,359

2,378

678

Total Sales**

3,294

3,510

3,671

3,810

3,874

3,951

4,016

4,094

1,221

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
**excludes promotions
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Assumptions
The following tables set out the detailed sales and net income benefits of each of the major initiatives in our
forecast:

7.9A
- Sales By Category
Sales
Incremental Ticket Sales
Sales by Category ($M)

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

Base Ticket Sales

3,054

2,937

2,958

2,953

2,952

2,971

2,977

2,998

901

125

374

440

519

560

603

650

697

206

Total Draw Game Initiatives
Total Instants Initiatives
Total Initiatives
Total Ticket Sales

FY28*

113

199

273

338

362

377

389

399

114

238

573

713

857

922

980

1,039

1,096

320

3,292

3,510

3,671

3,810

3,874

3,951

4,016

4,094

1,221

FY24

FY25

FY26

FY27

FY28*

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Net Income
Incremental Net Income
Sales by Category ($M)
Base Ticket Sales

FY20

FY21

FY22

FY23

747

679

680

674

670

672

671

673

Total Draw Game Initiatives

35

139

162

190

205

222

239

257

77

Total Instants Initiatives

13

57

74

88

94

97

99

101

28

8

8

8

8

7

8

8

5

48

204

244

286

307

326

346

366

110

795

883

924

960

977

998

1,017

1,039

298

Subcontractor savings
Total Initiatives
Total Net Income

188

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Retailer Fees
Camelot has made the following critical assumptions regarding retailer fees:

•

Contribution from retailers toward telecoms fees remains at $10 per week, per retailer.

•

Retailer penalty charges (5% penalty for insufficient funds when the Lottery performs. its weekly retailer
account sweep and the 2% monthly interest charge on the retailer’s accounts receivable) are at least $2
million per annum.

•

All additional retailers will be subject to the same such fees.

Retailer Commissions / Incentives

FY20 Business Plan

Camelot has assumed:
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•

Retailer commission rates remain at 5% of sales for both Draw games and Instant games throughout
the Term.

•

Retailer commissions for payment of prizes and high-tier winners remain on the same terms as at the
time of bid preparation, equating to 0.7% of sales over the Term.

•

Retailer incentives will be used to support and incentivize the execution of field marketing/merchandising
initiatives.

Prizes
The figure below shows the prize payout levels (after unclaimed prizes) that we have assumed for each game in
our financial projections.
For new digital games (FY21 onward), we have assumed a prize payout of 49%. For Draw game innovation (FY22
onward) we have assumed a prize payout of 54%.
Overall, Instant ticket prize payout increases slightly over the Term due to the mix of higher priced tickets.
Prize Payout Percentage by Game

FY20

Pick 3

50.7%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Pick 3 Fireball

76.9%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

Pick 4

47.8%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Pick 4 Fireball

77.3%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

Numbers Games

56.1%

53.9%

54.0%

54.0%

54.0%

54.0%

54.0%

54.0%

54.0%

Lotto

51.6%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

Lucky Day Lotto + EZ Match

54.8%

53.1%

53.1%

53.1%

53.1%

53.1%

53.2%

53.2%

53.2%

Fast Play

75.0%

75.0%

75.0%

75.0%

75.0%

75.0%

75.0%

75.0%

75.0%

49.0%

50.8%

52.3%

52.3%

52.3%

52.5%

52.7%

52.9%

DBG Innovation and New Digital Games

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

In-State Games

56.3%

53.6%

53.7%

53.8%

53.8%

53.8%

53.9%

53.9%

54.0%

Mega Millions

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Powerball

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Multi-State Games

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Instants

70.9%

70.8%

70.8%

70.8%

70.8%

70.9%

70.9%

71.0%

71.1%

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Net prizes are forecasted to grow from $2,128 million in FY20 to $2,620 million in FY27 (from 64.6% of total sales to
63.9% of total sales). The main driver of this change is sales mix; the plan forecasts that Draw games increase
from approximately 37.4% of sales in FY20 to approximately 41.9% of sales by FY27 (average payout for Draw
games is approximately 52.1% versus approximately 71% for Instant tickets).

Assumptions
Camelot has prepared the forecast above assuming the State:

•

Recognizes, on an accruals basis, prize payout in its profit and loss account at the percentages shown in
the forecast above.

•

Invokes a capping mechanism such that extreme prize payout outcomes on fixed-prize games do not
result in a material increase in prize payout over the levels contained in the figure above.

•

Adds back unclaimed prizes in the profit and loss account for the purpose of calculating incentive
compensation.

Management fee, operating allowance, net income targets
Please refer to Schedule 10.1 (Payment Schedule) of the PMA for details of the management fee, operating
allowance and net income targets for each year of the Term.
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State Administrative Expenses and Employee Use Agreement Expenses
Camelot has assumed the aggregate total of State Administrative Expenses and Employee Use Agreement
Expenses are $34.3 million in FY20, reaching a combined total of $39.4 million in FY27. A breakdown of the two
costs is shown below:

7.12A - State Admin EAU Costs
State Admin and EUA Costs ($M)

FY20

FY21

FY22

FY23

FY24

FY25

FY26

State Administrative Expenses

(22.9)

(22.1)

(22.7)

(23.4)

(24.0)

(24.7)

(25.4)

(26.1)

(7.0)

Employee Use Agreement Cost

(11.4)

(11.8)

(12.0)

(12.3)

(12.5)

(12.8)

(13.0)

(13.3)

(3.9)

(34.3)

(33.9)

(34.7)

(35.7)

(36.5)

(37.5)

(38.4)

(39.4)

(10.9)

Total State Admin and EUA Costs

FY27

FY28*

4,094

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

v) Description of capital investments equal to or in excess of $1 million
PMA Requirement 5.3.2.(j): A description of any proposal for capital investment(s) equal to or in excess of One
Million Dollars ($1,000,000) per investment (a ‘Significant Investment’), and a description of Manager’s rationale
for the Significant Investment, including the anticipated annual increase in net income directly resulting from the
Significant Investment over the depreciation period of such Significant Investment, as well as Manager’s or its
Affiliates’ previous experience in implementing the same or similar investments.
Camelot’s Updated Annual Business Plan contains significant provisions for capital investment in the Illinois
Lottery. We class the following items of capital expenditure as ‘Significant Investments,’ as they each represent
project spend in excess of $1 million:

•

Remainder of retailer Permanent Point-of-Sale equipment

•

Fast Play launch

•

Lotto game renovation

Camelot has segregated capital expenditure which is eligible to be recovered by the Operating Allowance and
Management Fee. We propose to recover $7.3 million in FY20 capital expenditure relating to the new PPOS rollout
through the Operating Allowance over the remainder of the private management term, in line with section 10.1.2
of the PMA.
Capital Expenditures ($M)
PPOS - (a) Design, Development and Store Audit

FY20 Business Plan

PPOS - (b) Digital Pilot
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FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

-

-

-

-

-

-

-

-

-

-

-

-

-

-

-

-

-

-

PPOS - (c) PPOS Equipment and Rollout

7.3

-

-

-

-

-

-

-

-

Total expenditure to be recovered
through Op. Allowance

7.3

0.0

0.0

0.0

0.0

0.0

0.0

0.0

0.0

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Permanent Point of Sale (“PPOS”) Equipment and Rollout
Description and rationale: Camelot undertook extensive research in Illinois, including a broad program of retail
visits. This research identified a major opportunity to improve the way in which the Illinois Lottery brand is presented
in retail. In response to this research, we have developed a plan to undertake a major refresh of Illinois lottery
retailers’ PPOS. This refresh will see the replacement of retailer playcenters, signage and Instant ticket dispensers.

Anticipated annual increase in net income directly resulting from the significant investment: Camelot anticipates
this investment, over the Term, could generate $320 million in sales and $66 million in net income. In addition, we see
this investment playing an important role in supporting wider plans to strengthen the Illinois Lottery brand.
Camelot’s previous experience in implementing the same or similar investments: As with technology rollouts,
Camelot has extensive experience of implementing the rollout of retailer Permanent Point of Sale equipment.
For example, in 2009 Camelot undertook a major refresh of its in-store environment, with a further upgrade to
approximately 45,000 stores in 2015.

Fast Play Launch
Description and rationale: Camelot undertook player research in FY19 to understand the appetite for Fast Play
and the anticipated impact of Fast Play games on the rest of the Illinois Lottery portfolio. This research made it
clear that Fast Play is a positive addition to the portfolio, benefiting players, retailers and the State of Illinois as a
differentiated product with minimal cannibalization risk on the rest of the portfolio.
Anticipated annual increase in net income directly resulting from the significant investment: Camelot
anticipates Fast Play becoming a significant contributor to the portfolio in future years, contributing over $44
million in FY20 following launch and over $60 million per year for each year after FY20.
Camelot’s previous experience in implementing the same or similar investments: Camelot has successfully
implemented new games to its portfolio across jurisdictions. Camelot U.K. added Euromillions to its game
portfolio in 2004 and Set for Life in 2019. These complex projects required the management of multiple vendors
and updates to the central gaming system, iLottery platform and multiple business systems.

Lotto Game Renovation
Description and rationale: The evolution of the draw-based game portfolio over time has left Lotto without a clearly
defined role, further supported by consumer research completed in FY19. Lotto’s proposition lies between the two
large multi-state games (Mega Millions and Powerball) and Lucky Day Lotto, without a clear proposition of its own.
There is significant fluctuation in number of top prizes won each year, resulting in volatile sales and variable player
experiences. The objective of the game renovation is to create an enhanced in-state jackpot game with a unique
proposition that increases win belief in Illinois by making and marketing more memorable winning experiences.
Anticipated annual increase in net income directly resulting from the significant investment: Camelot
anticipates a 10 to 20% growth in annual Lotto sales as a result of renovation efforts, an estimated $11-22 million
per year in additional revenues.
Camelot’s previous experience in implementing the same or similar investments: Camelot has a history of
enhancing Lotto games across multiple jurisdictions. An example of this is the U.K. National Lottery in 2013 and
2015, and in Ireland in 2015 where enhancements were made through the addition of a raffle, improving the prize
tiers and altering the game matrix.

vi) Analysis of compliance with financial stability requirements
PMA requirement section 5.3.2 (l): ‘A detailed analysis of Manager’s compliance with the financial stability
requirements set forth in this Agreement and in the Operating Standards.
The Business Plan provides a high level of financial and operational stability throughout the Term. Camelot has
undertaken detailed cash flow projections for the Private Manager legal entity Camelot Illinois LLC to establish
its funding requirements throughout the Term. Based on this analysis, Manager proposes to put sufficient funding
arrangements in place to enable it to meet its obligations as they fall due.
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The Operating Standards applicable to the current Private Manager contain the following financial stability
requirements described in section 2.2.5 (Financial and Operational Stability of Manager):
A. The ability to assure the financial integrity of its operations by the maintenance of a bankroll or
equivalent provisions adequate to pay all expenses when due.
As noted above, Camelot has prepared detailed cash flow forecasts in preparing its Business Plan,
including the identification of its peak cash flow requirement. We will have more than sufficient funds to
meet liabilities as they fall due. This funding will support delivery of capital expenditure plans as well as
working capital requirements.
B. The ability to meet ongoing expenses which are essential to the maintenance of continuous and stable
operations. Manager shall be found to have established this standard if it demonstrates the ability to
achieve positive gross operating profit, measured on an annual basis.
We believe Earnings Before Interest, Tax and Depreciation (EBITDA) is an appropriate measure for
demonstrating the ability of the business to generate positive net operating cash flows. As shown in the
forecast statement of income and balance sheet that follows, in the period to the end of FY20, Camelot
generates positive EBITDA of $4.1 million.
C. The ability to pay, as and when due, all local, State and Federal taxes, including the tax on gross
revenues and any fees imposed by the Division, if any.
Consistent with section 10.6 of the PMA, where the Manager purchases services, capital or consumable
items for resale to the State via the Operating Allowance, we have assumed such purchases shall be
exempt from State sales or use taxes (including Retailers’ Occupation Tax). The Business Plan has provided
for the full range of other taxes including corporation tax and payroll taxes.
D. The ability to make necessary capital and maintenance expenditures in a timely manner which are
adequate to ensure maintenance of a superior service of exceptional quality.
The Business Plan and calculation of funding requirements make provisions for significant capital
expenditure in respect to new Permanent Point of Sale (PPOS) equipment for the retailer estate. The
Business Plan and financial projections also make allowance for the cost of maintenance contracts in
support of Lottery assets deployed in Illinois (e.g., terminal equipment, PPOS, software, etc.).
E.

The ability to pay, exchange, refinance or extend debts, including long-term and short-term principal
and interest and capital lease obligations, which will mature or otherwise come due and payable
during the Term, or to otherwise manage debts and any default with respect to such debts.
Camelot has provided for the costs of its contractual obligations (e.g., key supplier contracts during the Term)
either in its Operating Allowance or Management Fee and will meets its obligations as they become due.

FY20 Business Plan

F.
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The ability to perform each of its obligations and responsibilities as set forth in the PMA, these
Operating Standards, and State Policies and Rules.
Our financial plan makes provisions for its view of the necessary resources required to deliver the Private
Management Agreement.

The following section provides i) the annual forecast statement of income and balance sheet and ii) uses this
analysis to support its response to Operating Standards sections 2.2.5(a)—2.2.5(f):

Quarterly Income Statement ($M)

Q1 FY20

Q2 FY20

Q3 FY20

Q4 FY20

45.4

47.1

48.8

49.4

EBITDA

5.1

6.4

7.6

(15.0)

Profit After Tax

2.8

3.6

4.3

(10.6)

Q1 FY20

Q2 FY20

Q3 FY20

Q4 FY20

Income

Quarterly Balance Sheet ($M)
Current Assets

43.10

50.66

29.34

36.79

Accounts Receivable

4.28

4.28

4.28

4.28

Total Current Assets

47.38

54.94

33.62

41.07

Cash

Non-Current Assets
Property, Plant & Equipment

16.92

19.87

20.89

21.37

Intangible Assets

19.80

19.20

18.61

18.01

Total Non-Current Assets

36.72

39.07

39.50

39.38

TOTAL ASSETS

84.10

94.01

73.12

80.45

29.25

31.61

32.03

31.91

3.68

4.59

5.74

7.18

30.63

31.20

1.68

0.00

0.00

0.00

0.00

0.00

63.56

67.40

39.45

39.09

0.00

0.00

0.00

0.00

TOTAL LIABILITIES

63.56

67.40

39.45

39.09

NET ASSETS

20.54

26.61

33.67

41.36

14.55

18.16

22.75

27.97

5.99

8.45

10.92

13.39

20.54

26.61

33.67

41.36

Current Liabilities
Accounts Payable
iLottery
Deferred Income
Tax (payable)/receivable
Total Current Liabilities
Total Non-Current Liabilities

Equity
Share Capital / Shareholder debt
Retained Earnings
TOTAL EQUITY

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).

Section B: Description of the Supporting Organization Plans
and Policies
i) A description of Manager’s corporate and internal organization structure.
This section sets out ‘a description of the Manager’s corporate and internal organizational structure, including the
names, roles and responsibilities of each Manager Personnel, including Manager’s Key Personnel’ as required under
section 5.3.2 (g) of the PMA.
It is split into 11 subsections, including:

•

Overview

•

Senior Management Team

•

Camelot Illinois Personnel
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Overview
Camelot Illinois LLC, based in Chicago, Illinois, was formed on October 18, 2016. On October 13, 2017, the company
entered into a Private Manager Agreement (PMA) with the State of Illinois, acting through the Department
of the Lottery.
The Camelot Illinois organization structure comprises a well-resourced Marketing function to restore the Illinois
Lottery brand and two expert-led sales channels to deliver the sales growth. These three functions of Retail
Sales, Digital Sales and Marketing are the growth engine at the heart of the business. They will deliver the
revenue increases described in this Business Plan.
The Finance, Legal & Compliance and Corporate Affairs functions will liaise closely with the Lottery to model
transparency and collaboration. The People and Culture function focuses on creating an exceptional place to
work where people from all communities in Illinois can build successful long-term careers. Externally, the People
and Culture function focuses on establishing strong, supportive links with minority communities in our corporate
support for the public education system of Illinois.
The structure also invests in expertise to ensure our procurement processes are transparent and compliant with
the state’s procurement regulations. Likewise, there will be high quality resources to ensure our commitment to
responsible play is a thread running through everything we do.
The senior management team is led by the General Manager who has the day-to-day responsibility for running
the business of Camelot Illinois. He reports to the parent company’s Chief Executive who is located in the
Camelot Lottery Solutions Chicago office.

General Manager, Colin Hadden
The General Manager is responsible for managing the day-to-day operations, developing sales and distribution
networks and marketing strategy to drive awareness and demand for Lottery products. The role includes
responsibility for annual budgeting, full P&L and financial reporting. The General Manager plays an important role
liaising with the Illinois Lottery and is supported by the Senior Leadership Team, who are listed below.

FY20 Business Plan

Colin Hadden, General Manager for Camelot Illinois, worked in the computer engineering field for almost 20 years
before turning to lottery management. Colin oversaw the privately managed Hoosier Lottery, which generated
record sales for Indiana, growing from $800 million to $1.2 billion over a five-year period. He delivered three
consecutive record years of contributions to the state of Indiana; contributions have grown from $245 million in
FY2013 to $293 million in FY17. His achievements include:
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•

Successfully leading Camelot Illinois’ $86 million investment in one of the biggest retail and technology
transformations undertaken by any lottery in the U.S.

•

A successful transition of the Hoosier Lottery from Agency to Private Manager under the governance of
the Lottery, while achieving the highest certification for responsible play practices. During Colin’s tenure,
Indiana became the second state to be accredited with WLA Level 4, the highest certification.

•

A successful working partnership with the state.

•

The delivery of game and point of sales innovations and changes.

•

Significant investment in retail relationships and lottery execution in retail selling environments.

•

Strategic relationships with local and national chains.

Under Colin’s leadership, the projected Fiscal Year 2019 contribution to the Common School Fund will exceed the
PMA target of $735 million. During Camelot’s tenure as private manager, the Illinois Lottery’s contribution to the
State is expected to grow by 40% to more than $1 billion annually in 2027. Colin looks forward to bringing that
success to Illinois with a responsible approach.

Vice President (VP) Marketing & Digital Sales, Gareth Moore
Reporting to and collaborating with the Camelot Illinois General Manager, the VP of Marketing & Digital Sales drives
the product and marketing roadmaps and is responsible for bringing the Illinois Lottery brand to life in the market.
The role has the following objectives: to execute on the marketing strategy to achieve performance objectives;
to devise and embed the overall direction and strategy for iLottery to achieve top line growth and bottom line
profitability objectives; to shape and deliver all consumer market communications in an impactful and revenuegenerating manner; to manage, develop and inspire the team to form a coherent, motivated and winning
group, optimizing talent and activities to drive sustainable growth; manage to maximum effect and impact the
marketing budget and relevant agencies and resources.

Vice President (VP) Retail Sales, Keary Fath
Reporting to and collaborating with the Camelot Illinois General Manager, the VP of Retail Sales is responsible for
transforming and leading all retail sales activities for the Illinois Lottery and delivering on Camelot’s commitments
to the state of Illinois.
Objectives of the role include: establishing a shared vision and winning culture across a diverse sales team;
establishing and maintaining credibility and rapport with Lottery Retailers and Retail Associations; leading the
efforts to transform the retail experience including replacing all PPOS, introducing disciplined retail standards,
upgrading sales force impact and updating retailer policies and programs; leveraging consumer insights and
deep understanding of retailers to develop growth strategies and plans; identifying and securing new forms
of distribution in order to reach occasional and new players and enhance the Lottery’s image; identifying and
developing ways to leverage retail point of sale to reinforce iLottery sales via an affiliate program for retailers;
optimizing the Lottery vending program in addition to evaluating other sales delivery solutions such as in-lane
lottery sales solution; leveraging the Transition Support team and Advisory Group while working closely and
collaboratively with the VP of Marketing & Digital and Camelot’s technology teams.

Vice President (VP) Finance, Tim Culhane
Reporting to and collaborating with the Camelot Illinois General Manager, the VP of Finance is responsible for
developing, monitoring and evaluating the overall corporate strategy with the General Manager and Senior
Leadership Team, with an emphasis on bottom line performance and enhancing value to the Illinois Lottery. This
position provides useful financial insights to help make better decisions about formulating and executing strategy.
The VP of Finance leads the Accounting/Commercial Finance teams, manages the administration of Camelot
Illinois’ financial affairs and is a contributor to the overall strategy. Other aspects of the role include: planning,
organizing and directing financial and accounting activities and policies, including financial planning, fiscal
procedures, treasury, overseeing the management of general ledgers and cost control; providing tax, insurance,
earnings and other reports required for compliance; reviewing, analyzing and interpreting financial forecasts;
and overseeing the development of accounting systems, policies and procedures required to maintain
reporting requirements. Being a contributor to commercial decision making, the VP of Finance works closely with
commercial directors for Sales, Marketing and Digital.
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Vice President (VP) Technology, Fergus Roche
Reporting to and collaborating with the Camelot Illinois General Manager, the VP of Technology owns the
execution of technical operations for Camelot Illinois and the Illinois Lottery. The VP of Technology provides
leadership, management and strategic direction to the Technology team, spanning operations, security and
program management. An important aspect of the role is overseeing the management of the Operations,
Service Management, Operations Support and Infrastructure Group teams, ensuring all technical architecture
changes and new projects are implemented to the highest standards understanding business benefits, risks and
service impact.

Vice President (VP) Compliance and General Counsel, Keith Horton
Within Camelot Illinois, the VP of Compliance and General Counsel is a member of the Senior Leadership Team.
This role is vital in delivering on our legal, regulatory and procurement commitments.
Responsibilities include: provision of comprehensive legal and compliance advice on initiatives and issues across
the business, including in specialized areas of law where required; provision of comprehensive education, training
and compliance activity across the business in relation to all legal and regulatory requirements; identifying and
making recommendations in relation to business risks; leading and supporting attorneys (internal or external)
and other team members to work with clients and third parties to thoroughly analyze legal issues, obtaining all
necessary information and making appropriate recommendations; liaising and working on business initiatives
and with project teams, including providing appropriate legal advice to support the delivery of business and
project objectives; drafting legal documents, including contracts, terms and conditions, and Lottery game
rules; supporting negotiations with suppliers and third parties, commercial partners and regulators (including
the state); representing Camelot Illinois in legal disputes with third parties, commercial partners and regulators
(including the state); coaching, managing and developing department staff; maintaining strong and positive
relationships with the state; company secretarial requirements. The VP is also responsible for procurement and
the CSR function.

Vice President (VP) Insights & Data Analytics, Andrew Lang
Reporting to and collaborating with the Camelot Illinois General Manager, the VP of Insights & Data Analytics is
responsible for providing the Illinois lottery with i) the information it needs to make informed decisions and ii) using
the data platform to responsibly grow sales.
The insight and data function provides factual reports to the business, including daily and weekly sales reporting
across a range of measures (e.g. by game, channel and price point) through custom reports to investigate
specific issues or concerns.

FY20 Business Plan

The function is also responsible for understanding the attitude of Illinois residents toward the lottery. This includes
regular panel research from a broad base of consumers, as well as smaller focus groups to understand specific issues.
The insight function is also responsible for carrying out research to understand the potential of new game ideas.
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Finally, the function works closely with its Big Data Platform supplier (Camelot Lottery Solutions) to look for
opportunities to grow sales across both retail and digital through the use of data science.

Senior Director of Corporate Affairs, Wendy Abrams
Reporting directly to the Camelot Illinois General Manager and working cross-functionally across the senior
leadership team, the Senior Director of Corporate Affairs leads all government relations and public relations
efforts on behalf of the company.

Her responsibilities include: developing and implementing a legislative agenda to influence key lawmakers
to ensure Camelot’s success over the term of its contract with the State of Illinois; providing strategic
communications counsel to senior executives; and managing the reputation of Camelot Illinois through
advocacy, external communications and outreach and stakeholder relations.
In addition, she works closely with and serves as primary liaison to the State’s Department of Lottery on all media
relations, public relations, issues management and legislative activities that impact the Department. Together,
they seek to raise awareness of the positive impact the Lottery has on the people of Illinois by delivering fun
games, creating winners and contributing to good causes.

Senior Director of Business Planning, Kelsey Young
Reporting to and collaborating with the leadership team, the Senior Director of Business Planning is responsible
for delivering an Annual Business Plan that outlines Camelot Illinois’ strategy to operate the Illinois Lottery each
fiscal year and ensure the company is delivering against the plan’s commitments.
The Senior Director of Business Planning collaborates with teams across the company to develop the annual
business plan, delivers the monthly governance report to the Illinois Lottery team to report on progress, and
supports various initiatives across the company to drive progress against the goals in the annual plan. This role
also supports the initiation and delivery of strategic initiatives.

Director of People and Culture, Lynette Karabis
Collaborating with the Camelot Illinois General Manager, the Director of People and Culture owns the strategic
vision for the people strategy. This role is responsible for creating a talented and diverse workforce that thrives in
a demanding and collaborative environment, while building a successful work culture where all individuals feel
they belong and have an opportunity to develop long-term careers.
Responsibilities include: developing the overall people strategy to support Camelot’s operating and strategic
goals and business plans; providing comprehensive human resources services to the business; collaborating
with the leadership team on strategy execution; developing and delivering people plans that address
strategic business issues; coaching, supporting and challenging leadership to increase effectiveness, ensuring
alignment and consistency of people processes, providing a comprehensive human resources service; analyzing
management information to build longer-term resource and talent management plans to manage organizational
and people capability; facilitating succession and resource planning with individual business units to identify high
performers, linking to the creation of future development strategy and individual development plans; and creating
and implementing Camelot rewards, learning and development, talent and succession planning.

Camelot Illinois Personnel
As of April 30, 2019, Camelot Illinois has a staff of 90 full-time employees. A list of personnel by department is
listed below. Full job roles and descriptions can be made available upon request.
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Home
Department

First Name

Last Name

Job Title

Hire Date

Abbi

Sullivan

Retail Operations Associate

Retail

02/13/2018

Adam

Lella

Consumer Insights Specialist

Marketing Insights

02/06/2018

Alexandra

Prassas

People & Organizational Development
Manager

HR

09/01/2017

Alfredo

Gallardo

New Account Development Representative

Retail

03/06/2018

Andrea

ElDarragi

Category Manager

Retail

01/16/2018

Andrew

Lang

VP of Data and Insights

Marketing Insights

03/31/2019

AnnaMarie

MacLean

Retail Sales Data Analyst

Marketing Insights

01/16/2018

Ayrton

Campos Jr

Infrastructure Engineer

Technology

10/30/2018

Bradley

Smith

Senior Commercial Finance Analyst

Finance

03/11/2019

Brian

Graham

New Account Development Representative

Retail

04/30/2018

Bridget

Williams

Marketing Manager

Marketing

01/03/2018

Carmela

Cadiz

Program Manager

Technology

04/09/2018

Christina

Fox

Technical Architect

Technology

12/12/2017

Christopher

Wartman

Lead Infrastructure Engineer

Technology

11/19/2018

Colin

Hadden

General Manager

Operations

11/01/2017

Daniel

Ducharme

Key Account Manager

Retail

03/20/2018

Davia

Anderson

Office Manager / Executive Assistant

Operations

11/07/2017

Dawn

Porter

Compliance Manager

Legal

03/12/2018

Dawn

Greene

Retail Operations Manager

Retail

01/22/2018

Dion P

Fox

Social Responsibility Manager

Legal

12/12/2018

Edith

Rozycki

Brand Manager - Draw Based Games

Marketing

11/28/2017

Emily

Behn

Public Affairs Associate

Corp. Affairs

03/27/2018

Erica

Bishaf

Channel Insights Manager

Marketing Insights

11/28/2017

Erica E

Peters

Receptionist

Central

12/12/2018

Evan

Laya

Brand Manager - Instant Game

Marketing

12/19/2017

Evan

Wilson

Field Sales Manager

Retail

03/27/2018

Fergus

Roche

VP of Technology

Technology

03/30/2018

Gareth

Moore

VP of Digital

Digital

04/30/2018

Gilbert

Chaparro

Warehouse Manager

Retail

12/13/2017

James

Ritter

Change and Problem Release Manager

Technology

02/06/2018

Jared

Nolan

Associate Brand Manager

Marketing

01/15/2019

Jason

Cunningham

Senior Director of Retail Operations

Retail

12/11/2017

Jim

O’Connor

Divisional Field Sales Director

Retail

12/16/2017

Joseph

Rodriguez

Supply Chain Manager

Retail

02/06/2018

Kathryn

Condic

Digital Media Manager

Digital

09/18/2018

First Name

Last Name

Job Title

Home
Department

Hire Date

Keary

Fath

VP Retail Sales

Retail

10/17/2017

Keith

Horton

VP of Compliance & General Counsel

Legal

01/02/2018

Kelly

Hardy

Digital Campaign Specialist

Digital

02/06/2018

Kelly M

Roessler

Associate Consumer Marketing Manager

Retail

01/02/2019

Kelsey

Young

Senior Director of Business Planning

Operations

06/04/2018

Kevin

Ma

Marketing Automation Specialist

Digital

11/28/2017

Kora

Kopieniak

Graphic Designer

Digital

01/23/2018

Kristin

Render

Consumer Insights Manager

Marketing Insights

02/06/2018

Kristin L

Pugliese

Consumer Marketing Manager Shopper Marketing

Retail

01/03/2018

Larisa

Mats

Director of Insights

Marketing Insights

10/03/2017

Lisa

Scales

Field Sales Manager

Retail

04/30/2019

Ljiljana

Gajinov

Financial Accountant

Finance

09/01/2017

Lorell

Williams

Public Affairs Manager Outreach and Events Legal

11/07/2017

Lynette

Karabis

Director of People & Culture

HR

09/01/2017

Marisa

Zimmerman

Director of Consumer Marketing

Marketing

10/09/2018

Mato

Veber

Director of Commercial Finance

Finance

09/01/2017

Matthew

Wenzel

Business Analyst

Technology

01/02/2018

Matthew

Holmes

Retail Insights Specialist

Marketing Insights

12/19/2017

Matthew S

Sobol

Lead Security Analyst

Technology

08/29/2018

Melissa A

Taylor

People Partner

HR

09/05/2017

Michael

Elwood

Product Manager - Instant Games

Marketing

01/02/2018

Michael

Odom

Field Sales Manager

Retail

03/20/2018

Michael

Strode

IT User Support

Technology

02/27/2018

Monika

McMahon

Director of Digital

Digital

11/17/2017

Nancy

Shen

Media Manager

Marketing

01/23/2018

Nancy

Seward

Tel Sell Manager

Retail

12/28/2017

Nicolas

Steinberg

Retail Operations Associate

Retail

04/23/2019

Nicole

Yaniz

Project Manager

Technology

04/30/2018

Nora

O’Sullivan

Key Account Manager

Retail

01/16/2018

Norma J

Sutton

Director of Procurement

Legal

11/14/2017

Paul A

McCormack

Digital Content Specialist

Digital

11/06/2018

Pavlo

Terpak

Business Analyst

Technology

03/19/2019

Penny S

Rovner

Service Delivery Manager

Technology

09/05/2017

Richard

Fairbanks

Divisional Field Sales Director

Retail

02/06/2018

Roberta

Nelms

Category Manager

Retail

01/16/2018
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Home
Department

First Name

Last Name

Job Title

Hire Date

Ryan

Juguan

Employee Experience Specialist

HR

01/08/2018

Ryan

Manson

IT Support Analyst

Technology

01/08/2018

Sandi Kim

Raphael

Senior Counsel

Legal

03/27/2018

Sandra

Wojciechowski

Senior Financial Accountant

Finance

01/09/2018

Sandra

Feliciano

Accounts Payable Analyst

Finance

04/23/2018

Sandra D

Swales

Key Account Director

Retail

03/20/2018

Sara

Keough

Financial Analyst

Finance

11/06/2018

Sarah

Jardine

Assistant Product Manager

Marketing

03/12/2018

Saurabh

Pal

Insights Data Analyst

Marketing Insights

07/16/2018

Sean

Heffernan

Digital Content Manager

Digital

11/08/2018

Sean

Whippo

Technical Security Manager

Technology

11/28/2017

Selamawit H

Mulugeta

BI/CRM Analyst

Technology

02/20/2019

Svetlana

Konstant

Project Coordinator

Technology

09/01/2017

Teresa

Mui

Contract Specialist

Legal

02/27/2018

Thi V

Ban

Financial Controller

Finance

01/23/2019

Timothy G

Culhane

VP of Finance

Finance

11/07/2017

Wendy L.

Abrams

Senior Director of Corporate Affairs

Corp. Affairs

02/06/2018

William

Chung

Commercial Financial Analyst

Finance

02/27/2018

Yvette

Ford

QA Manager

Technology

04/03/2018

Zainab

Ali

IT User Support

Technology

10/17/2017

ii) Aspects of Manager’s operations strategy (including approach to data
management)
Camelot Illinois has addressed many of the specific elements of the Operations strategy throughout this Annual
Business Plan.

FY20 Business Plan

For the Technology, Logistics and Customer Service Center operational responsibilities, Camelot Illinois manages
these through the use of market leading partner organizations. These organizations are managed through
formal contractual requirements including key performance indicators, Service Level Agreements and regular
performance management reviews, as detailed in the section outlining ‘A description of the strategy regarding
the engagement and management of subcontractors.’

68

Since Camelot Illinois has become Manager, it has developed a comprehensive framework for managing its
Operations by business function, and has developed a number of plans, policies and procedures required to
both demonstrate compliance with the Operating Standards outlined in the PMA Schedule 5.2.1 and ensure
excellent and robust governance across its operations. The framework has been labeled Camelot Illinois’ ‘Process
Universe’ and is captured below.

7.15A
- Process Universe
Camelot Illinois Process Universe

Operational Policies, Plans, Processes and Compliance Deliverables

Functional
Areas

Information Security
Management System

Risk Management

HR/Legal

Technology

Instant Ticket/Draw
Based Games

Supplier
Management

Internal Audit

Business
Continuity Plan

Acceptable
Use Policy

Interested Parties
Requirements and
Communications
Matrix

Anti-Bribery
Policy

Change
Management Policy
and Process

Marketing Code
of Conduct

Supplier
Management
Policy

ISO 270001/WLA
(follow-up
Surveillance Audits)

Enterprise Risk
Appetite

Access Control
Policy

Malicious Code
Policy

Code of Conduct
Policy

Incident
Management Policy
and Process

Game Rules
Process

Major Procurement
Process

MUSL

Enterprise Risk
Management

Cryptography
Policy

Network Security
Policy

Code of Ethics

Information
Security Incident
Response

Equal Employment
Business Opportunity
Plan (EEBOP)

PCI - DSS

Enterprise Risk
Register

Data Classification
Policy

Physical Security
Policy

Diversity Policy

Information
Security
Objectives

SOC 1 (SSAE 18)

Quarterly ARS (audit,
risk and security)
Presentation

Data Protection
Policy

Secure
Development
Policy

Gift Policy

Information
Security Policy

SOC 2

Risk Impact
Assessment
Treatment

Document
Management
Policy

Third Party
Security Policy

Grievance Policy

Starters and
Leavers Processes

Information
Classification
Policy

Vulnerability and
Patch Management

Lottery
Participation
Policy

Information
Records
Retention Policy

Sexual
Harassment Policy

Information
Security Policy

Social Media and
Blogging Policy

These policies, plans and procedures are subject to an audit process with the Lottery as required under the
‘Operating Standards,’ under section 5.2.1 of the PMA.
This section sets out ‘Manager’s Comprehensive Plan to procure, store, safeguard and analyze the Lottery data
(including Manager’s Plan to procure new sources of Lottery data)’ as required under section 5.3.2 (q) of the PMA.
This section includes five subsections:

•

Data Security and Safeguarding

•

Data Principles

•

Data Resilience

•

Data Procurement

•

Data Analysis

Data Security and Safeguarding
Camelot Illinois’ approach to the management of information via our big data platform is based on a number of
core principles, the first of which is security.
Camelot Illinois is developing an Information Security Management System (ISMS) based on, and underpinned by,
an enterprise risk management model that utilizes the knowledge and experience gained in the implementation
of similar management systems in other areas of the Camelot Lottery Solutions portfolio.
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The ISMS consolidates risk, information security, data and business continuity management into a single system,
delivered by a single governance method and organizational body.
The approach to information and data security is based upon a number of core policies within ISMS, developed
to meet the requirements of section 3.2.1 and 3.2.2 of the Operating Standards. The core policies are as follow:

•

Information Security Policy

•

Information Security Statement of Applicability

•

Information Security Management System Scope

•

Information Security Management System Framework

•

Acceptable Use Policy

•

Access Control Policy

•

Business Continuity Policy

•

Cryptography Policy

•

Data Classification Policy

•

Data Protection Policy

•

Document Management Policy

•

Enterprise Risk Management Policy

•

Information Classification and Handling Policy

•

Network Security Policy

•

Physical Security Policy

•

Social Media and Blogging Policy

•

Supplier Security Policy

•

Vulnerability and Patch Management Policy

Note that the above policies will be submitted as part of the Operating Standards Section 3.2.1 requirement
regarding ISO 27001 and WLA SCS, during Quarter 1, 2019. A significant number of these policies have already
been submitted as part of business transition, completed on April 2, 2018.
Examples of controls we are developing and implementing to manage lottery data via our big data platform
include a data loss prevention program covering all devices with access to lottery data and a robust identity and
access management solution, along with regular compliance checks to ensure individuals have been given the
correct access. Adequate resources to monitor access to lottery data and investigate any suspicious activity are in
place or being procured.

FY20 Business Plan

Data protection on the converged big data platform is comprehensive and guided by the following principles:
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•

Extensible authentication: Authentication will reuse enterprise-wide standards, ensuring that separate
user names, passwords and roles are not required. This standardization delivers simplicity for users and
improved control.

•

Granular access controls: Access Control Expressions (ACEs) provide fine-grained permissions on the big
data platform at the table, column family and column levels, using flexible Boolean expressions.

•

Comprehensive auditing: Complete logging to see which users took what actions are available. This supports
analysis of user behavior and compliance. Audit data will be available through the Business Intelligence suite,
described previously, and can be integrated to the security information and event management (SIEM) system.

Our big data platform will be delivered with appropriate data encryption as an additional means of preventing
unauthorized access to sensitive data. Encryption provides additional security for the avoidance of breaches of
data communicated over the network and at rest on the platform.
To avoid data theft by packet sniffing, over-the-wire encryption is available between nodes and consuming
applications.
Data will be encrypted at rest that builds on the access controls detailed by preventing unauthorized users from
accessing sensitive data through the system and preventing access at a storage level.

Data Principles
Our big data platform has been developed around a set of guiding data principles, built on a foundation
of security, integrity and operational continuity, and delivered through the use of our advanced integration
technologies. These data principles are summarized in the figure below.

Principle

What

Single
Platform

A single platform covering ingestion and
storage of data to deliver operational reporting,
analytics and integrated CRM

Single
Interface to
iLottery, Host
and Other
Systems

Persistence

Real Time

Source systems are integrated to our big data
platform once only and consuming applications
such as BI and CRM query data on the big data
platform

Persist deep data in the big data platform

A platform built from inception for real-time data
in motion and batch processing in single streams

Bring Tools
to the Data

Avoid transporting, integrating, transforming
data to use case-specific silos

Secure and
Compliant

Reduce threat landscape and risk profile
through centralization, role-based access and
authorization

Why

•
•

A single source of the truth

•

Modular and scalable

•

Improves quality through simple and clear
lineage of data

•
•

Reduces impact on source systems

•

Improves agility to change through
simplified testing

•

Source systems are optimized for
transactional use cases

•
•

Deep history beyond operational reporting

•
•
•

Supports real-time operational use cases

•

Simple architecture drives quality, reduces
security threat landscape

•

Role-based access to data simplifies the
security model ensuring only the right roles
rather than people can access data in line
with the data security policy

Eliminates duplication of integrating source
systems, driving quality, consistency and
flexibility

Consistent and common master data for all
end use application

Supports immediate deployment of new
data models and analytics with full history

Built for real-time analytics and CRM
Simple consistent data lineage
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Data Resilience
In regard to resilience, data is replicated across nodes on the big data platform ensuring that there is no data or
service loss in the event of hardware failure. In addition, data is mirrored to a secondary cluster to protect against
the loss of an entire cluster within a data center.

Data Procurement
Camelot focuses on data is that is generated through direct interactions with our players, whether in retail or
online. This is clearly governed under our license, game terms and conditions and privacy policies. We routinely
augment this with external data at a macro level, such as weather patterns, to inform our analytics and
marketing. However, while our technology readily supports it, we do not seek to acquire third party data at a
personal level, for example acquiring mailing lists, as the consumer may object to being contacted or profiled in
this way. The preference is to acquire prospects organically through the use of paid media (advertising) and/or
search (browser search).

iii) A description of the tools, reports and processes used to provide
transparency of operations
Camelot Illinois’ approach to analysis and associated analytics is built on the principles outlined previously where
integrity and security are a core capability. Beyond that, our approach is simple in that we automate non-value
accretive activities such as operational and process-based reporting. This in turn frees analysts to look at trends
and predict issues and opportunities in both our retail and online markets.
This section sets out ‘a description of the tools, reports, and processes, including any Reports required under this
Agreement, Manager plans to utilize to provide transparency of operations and facilitate the state’s exercise of
control over the conduct of operations of the Lottery’ as required under section 5.3.2 (h) of the PMA.
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Camelot Illinois employs a variety of tools, reports and processes to provide transparency of operations. The
driving factors that underpin the provisions of operational transparency are:
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•

Regular governance reporting.

•

Monthly meetings with the State.

•

Embedded service management and escalation processes (dashboard).

•

Enterprise risk-based auditing.

•

Internal scheduled Audit planning.

•

Attestation of annual compliance certificates.

•

Best-in-class technology applications.

The jointly agreed operational reporting provides insight into the performance of Lottery services and activities,
while the audit planning and associated audit reports give an independent assessment against specific
activities and findings in alignment with regulatory requirements. As the audit plan is risk-based, audits are
focused at the highest risk areas and activities of the Lottery operation. Additional audits are undertaken as
required by the PMA (see PMA Schedule 5.2.1, section 3.2.1).
Camelot Illinois has created dashboard reporting to enables management of the operations, with a focus on
areas requiring improvement or concern.

The Service Delivery team has established and embedded services and processes based on Information
Technology Infrastructure Library (ITIL) principles and best practices that address Information Technology service
management related matters including Release Management, Problem Management, Incident Management,
Change Management and Defect Management. These services and processes help to identify specific
issues that need action. When required, these issues are escalated and managed via the ITIL-based service
management processes.
Should specific issues require further investigation and independent assessment, Camelot’s Internal Audit
team will oversee and deliver a report. The report will consist of information that includes problem and defect
management findings from the Service Delivery team.
Camelot Illinois provides an additional level of transparency to the public via monthly reports to the state (see
PMA Schedule 5.1, section 3.1) and compliance with the Illinois Freedom of Information Act (FOIA). The monthly
reports provide information regarding responsible play, contracting, media and marketing campaigns, as well
as financial and sales information. Further, any public record (as defined in the Illinois FOIA) related to the Lottery
may be subject to public release. Within two business days of receiving a FOIA request for records that are in
the possession of Camelot Illinois, the state notifies Camelot Illinois. The company, in turn, provides the state with
responsive records within three business days. (See PMA section 9.3.5).
Further transparency will be provided through the state’s use of an Independent Control (Verification) System
application that works in conjunction with, but independent of, the Intralot Lotos gaming system operated by
Intralot. At present, the state has use of an Independent Control (Verification) System application that works in
conjunction with, but independent of, the Enterprise Series (ES) gaming system operated by International Gaming
Technology (IGT).
Documents and processes that support Camelot Illinois’ ability to provide transparency to the State on its
operations and performance include:

•

Operational Audits (see PMA Section 11.3.2).

•

Issue Resolution, Reporting and Escalation Processes (see PMA Schedule 5.2.1, section 4.2.2).

•

ITIL Processes.

•

ISMS Documentation.

•

Monthly Governance Meeting Reports (required by PMA Schedule 5.1, Section 3.1).

•

Regulatory and other reporting as required under the PMA.

Note: All documentation listed above is available on request.

iv) A description of the strategy regarding the engagement and management
of subcontractors
This section sets out a description of the Manager’s strategy regarding the engagement and management of
subcontractors as required under section 5.3.2 (m) of the PMA.
Camelot Illinois collaborates with best-in-class subcontractors to deliver lottery services to the State of Illinois. In
engaging and managing subcontractors, Camelot strives to balance quality of service, transparency and value.
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The company’s strategy to engage subcontractor involves: (1) meeting with internal stakeholders to understand
business needs; (2) working with the Legal and Procurement Departments to evaluate whether the business needs
are best met using (a) an existing subcontractor, (b) a provisionally approved subcontractor, (c) or a new service
provider; (3) executing the appropriate procurement method, with a preference toward competitively bid contracts;
and (4) negotiating and securing contract terms that meet PMA, regulatory and business requirements.
Once Camelot Illinois retains a subcontractor, day-to-day contract management is overseen by departmental
business leads acting as the Supplier Relationship Manager (SRM). The finance, procurement and legal
teams support the business leads, as appropriate, to ensure that the subcontractor’s services are provided in
accordance with the terms of the subcontract. The Supplier Management Guidelines outline ongoing supplier
management practices that are followed by the Supplier Relationship Manager. These guidelines work in
conjunction with the Supplier Security Policy.
Participation by minority businesses is central to Camelot Illinois’ success in the State of Illinois. Camelot Illinois
targets at least 20% of marketing spend to go to Business Enterprise Program (BEP) vendors (i.e., businesses
owned by minorities, women and persons with disabilities). Although the 20% goal is primarily based on
marketing spend, Camelot Illinois considers other spend areas such as transportation, consumables and
other commercially-useful activities as qualifying under this program. In meeting the 20% goal, Camelot Illinois
engages provisionally approved BEP vendors, recruits new BEP vendors at networking events, publicizes all
Requests for Proposal (“RFPs”) and leverages relationships with local community organizations, select media
agencies and various chambers of commerce. Other strategies include providing BEP training for staff, which is
carried out on an annual basis at a minimum.
Documents and processes that support Camelot’s strategy regarding the engagement and management of
suppliers include:

•

Supplier Management Guidelines (v.1.1 - 2019).

•

Camelot Illinois Equal Employment / Business Opportunity Plan Strategy (v.1.1 - 2019).

•

Third Party (Supplier) Security Policy (v.1.1 2019).

Note: All documentation listed above are available upon request.

v) A description of all policies concerning compliance with ethics and anticorruption laws
This section sets out ‘a description of all policies of Manager concerning ethics and compliance with Anti-Corruption
laws and description of all procedures used to ensure compliance with such policies, including procedures used
to evaluate the existence and efficacy of such policies’ as required under section 5.3.2 (n) of the PMA.
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Camelot Illinois, its employees and its subcontractors must adhere to the highest levels of ethical conduct. To
ensure employees’ compliance with applicable laws and to prevent unethical conduct, Camelot Illinois has
developed a compliance and training program that includes the following policies:
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•

Code of Conduct

•

Code of Ethics (See PMA Operating Standards section 1.5.1)

•

Whistleblowing Policy

•

Anti-Bribery Policy

•

Grievance Policy

•

HR Disciplinary Policy

•

Gifting Policy

•

Sexual Harassment Policy

Note: All documentation listed above is available on request.
Within 30 days of hire, all employees must self-certify that they will abide by the above policies as part of the
company’s onboarding process. Employees who are not compliant with the 30-day requirement will be tracked
by the HR department via standard reporting from the training application. Privileges such as internet access will
be removed until completion of all mandatory training. Disciplinary action will be taken after a further period of
time, based upon HR policy.
Additionally, Camelot Illinois’ new vendor subcontracts include a provision whereby subcontractors certify that
they comply with all anti-corruption laws (see PMA section 7.5.7.). These subcontracts also include a provision
that precludes vendors from giving any prohibited consideration (e.g., commissions, payments, kickbacks) in
connection with the subcontract (see PMA section 7.5.8.). The relevant anti-corruption and ethics contract
provisions are available online via the Illinois Lottery website.

vi) Manager’s disaster recovery and business continuity plans
This section sets out ‘the approach to the Manager’s disaster recovery and business continuity plans (the
‘Continuity Plans’)’ as required under section 5.3.2 (p) of the PMA.
Camelot Illinois has developed an approach to business continuity and disaster recovery that is built around
three fundamental objectives:

•

Building resilience to disruption.

•

Developing capability for an effective response that safeguards the Camelot Illinois business.

•

Ensuring that the confidentiality, availability and integrity requirements of Camelot Illinois information
assets are maintained in a recovery situation.

This approach has resulted in the development of plans internally and externally, including a contractual requirement
for suppliers to have an operational business continuity plan in place throughout their engagement with Camelot
Illinois. Key suppliers Intralot and Scientific Games have submitted their formal plans as part of the PMA submission.
The ‘Continuity plans’ as specific to Camelot Illinois’ operations are set out in the following schedules:
Schedule 1 - Business Continuity Policy for Camelot Illinois
Schedule 2 - Business Continuity Process for Camelot Illinois
Schedule 3 - Business Continuity Plan for Chicago Office
Schedule 4 - Business Continuity Plan for Finance Function
Schedule 5 - Business Continuity Plan for Springfield Call Center
Note: Other business continuity plans will be developed (as required) for any new premises or functions, as
required under the PMA.
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vii) Certificate that the Manager is in compliance with all regulatory
requirements

200 W. Jackson Blvd #1100
Chicago, IL 60606
Date: June 26, 2019
Subject: Certificate that the Manager is in compliance with all Regulatory Requirements

I, Colin Hadden, General Manager of Camelot Illinois LLC (‘Camelot’), do hereby certify that, to the best of my
knowledge and belief, as of June 26, 2019, Camelot has met all Regulatory Requirements, as defined by the
Private Management Agreement entered into by the State of Illinois, acting through the Department of the
Lottery, and Camelot on October 13, 2017.

Colin Hadden
General Manager
June 26, 2019
Date
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Schedule 1 – Business Continuity Policy for Camelot Illinois
1.0 Purpose
The purpose of this Camelot Illinois Business Continuity Policy (“Policy”) is to define the approach to be taken by
Camelot Illinois (“Camelot”) when developing, implementing and testing business continuity plans to ensure the
company can continue to deliver services to its customers and stakeholders.

2.0 Scope
This Policy shall apply to all business units within Camelot.
Capitalized terms used within this document, but not otherwise defined shall have the meaning attributed to
them in the Camelot Illinois Document Glossary.

3.0 Policy Statement
Business continuity in Camelot has three fundamental objectives:
A. Building resilience to disruption.
B. Developing capability for an effective response that safeguards the Camelot business.
C. Ensuring that the confidentiality, availability and integrity requirements of Camelot information assets are
maintained in a recovery situation.
The following principles support the delivery of these objectives:
A. Business continuity management shall be treated as a business critical issue.
B. Business impact analysis shall be undertaken to identify critical activities.
C. Risk assessments for critical activities shall be undertaken where appropriate and any risks identified shall
be managed in line with the Camelot Illinois Enterprise Risk Management Policy.
D. Business continuity plans shall be created for all critical activities.
E.

Business continuity plans shall be periodically tested to ensure that they meet the recovery time
requirements of the business.

F.

Business continuity plans shall be reviewed periodically and following significant business change to
ensure that they continue to meet the requirements of the business.

G. Business continuity plans shall include staff welfare considerations.
H. Business continuity plans shall include information security requirements.
I.

Business continuity plans shall include stakeholder communication guidelines.

J.

Accountabilities and responsibilities for business continuity shall be defined and documented.

K.

Appropriate training shall be provided to all individuals who may be involved in the execution of business
continuity plans.

L.

All third parties providing systems or services that support Camelot business critical activities shall be
responsible for maintaining business continuity plans for their office locations and have service level
agreements that ensure continuity of operation.
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The strategy for Camelot business continuity is based on the following guiding principles:
A. Camelot systems and services shall be designed and operated so that there is no reliance upon office
premises being available in order to continue their delivery.
B. All Camelot staff shall be able to fulfill their roles and responsibilities through remote working if required.
C. All information security controls shall operate as designed during a business continuity scenario and
therefore no additional controls or changes to existing controls will be needed during a business
continuity scenario.
D. The overarching technology solution developed and utilized by Camelot is designed around providers
and applications that are extremely unlikely to have an outage or loss of performance that would
significantly impact the Camelot business. Therefore this Policy and associated business continuity
approach does not address the failures of the services provided to Camelot by Amazon Web Services or
Google Applications.

4.0 Responsibilities
The Camelot Illinois Leadership Team must ensure that this Policy is communicated to all employees,
contractors and relevant third parties and that they understand their responsibilities. They must also ensure that
all employees and contractors are provided with appropriate training in support of this Policy and that relevant
third parties implement measures to ensure their own compliance.
The Legal and Compliance Function has overall responsibility for ensuring that all parts of the company have
appropriate business continuity plans in place.
Individuals who have any questions or concerns about this policy should contact the Policy Owner or
infosec@camelotillinois.com

5.0 Exceptions
Any planned exceptions from this policy must be agreed with the Policy Owner and reported to
grc@camelotillinois.com

Review Period
This document will be reviewed twelve months after the issue date and every twelve months thereafter.

Document Control
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Schedule 2 – Business Continuity Process for Camelot Illinois
1.0 Purpose
The purpose of this Business Continuity Process (“Process”) is to detail at a high-level the process followed within
Camelot Illinois (“Camelot”) and to specify the key roles and responsibilities relevant to this process.

2.0 Scope
The scope of this Process includes all of Camelot’s teams and processes located at the following sites:
Camelot Corporate Office
200 West Jackson Boulevard # 1100
Chicago, Illinois 60606
Camelot Springfield Office (“Call Center”)
3201 White Oak Drive
Springfield, Illinois 62704
Camelot McCook Office (“Warehouse”)
9240 West 55th Street
McCook, Illinois 60525
The teams and processes operated by Intralot and Scientific Games are not in scope as they are all within scope
of their own business continuity processes and plans. The delivery of services by all other key suppliers are not
in scope as the business continuity requirements of Camelot Illinois are detailed within supplier contracts and
managed via the supplier management process.

3.0 Objectives
The objectives of the Camelot Illinois Business Continuity process are to ensure that:
A. The safety and welfare of staff and visitors to Camelot Illinois remains a priority during a major disruption
B. Leadership and coordination is provided to responding staff
C. All staff are informed of the situation and the actions that they must take in a timely and consistent manner
D. Appropriate external organizations and stakeholders are informed of the situation
E.

Where appropriate Camelot Illinois player are informed of the situation

F.

The organization commits to realistic and proportionate actions and time frames

G. The situation is kept under review and appropriate, managed updates are provided
H. The business is restored to ‘business as usual’ as efficiently as possible.
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4.0 Business Continuity Planning
To ensure that Camelot Illinois has considered all factors and steps necessary to prepare for and manage major
incidents it follows a four stage business continuity planning process. The four stages are:

•

Business Impact Assessment

•

Business Continuity Plan Creation

•

Business Continuity Plan Testing

•

Business Continuity Plan Review

Business Impact Assessment
The aim of the business impact assessment (BIA) is to identify the critical activities needed by Camelot Illinois to
deliver its key products and services and to identify the resources required to undertake these activities. Once
the critical activities and their interdependencies have been identified the BIA is then used to determine the
maximum acceptable outage following a business continuity incident and the recovery time objective to full
resumption of each activity. Any risks that may lead to a business disruption or hamper recovery if a disruption
occurs should also be identified and managed via the Camelot Illinois Risk Management Process.
BIAs will be conducted periodically or following any significant business change that impacts the criticality of
specific Camelot Illinois activities.
Business Continuity Plan Creation
For each critical activity (or group of critical activities) identified by the BIA a Business Continuity Plan (BCP) will
be created. Each BCP will detail:

•

The scope of the BCP

•

The objective of the BCP

•

How the BCP should be invoked

•

The roles and responsibilities for all individuals involved in running the BCP

•

The recovery steps that should be followed

•

The steps that should be taken to ensure the welfare of all staff

•

The steps that should be taken to ensure the confidentiality, integrity and availability of Camelot Illinois
information is maintained at an appropriate level

•

How stakeholder communication should be managed
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Business Continuity Plan Testing
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BCPs will be periodically tested to ensure that they meet the recovery time requirements of the business. The
form this testing takes depends on the criticality of the activities covered by the BCP, the type of business
continuity incident most likely to affect the activities and any changes that have occurred to the activities since
the last test.

Business Continuity Plan Review
BCPs will be reviewed at least annually and also following significant business change to ensure that they continue to
meet the recovery time requirements of the business. BCPs will also need to be reviewed following updates of the BIAs.
The review will be managed by the owner of the BCP and will usually involve a range of key stakeholders.

5.0 Business Continuity Management Process
The Business Continuity Management process ensures that Camelot Illinois both manages business continuity
incidents and executes the BCPs in an effective and efficient manner. The stages of BCM are:

•

Incident notification

•

Incident assessment

•

BCP invocation

•

BCP execution

•

BCP closure

Incident Notification
The BCM process is initiated by the Business Continuity Manager (BC Manager) who will be notified by a senior
manager who is managing a major incident that the BCM process may need to be implemented. A major
incident is defined as an event that could result in any of the following:

•

Access to a site or building not being possible

•

A significant number of staff being unable to fulfil their roles

•

Camelot Illinois being subjected to a cyber attack that could result in a security breach

•

A site losing internet connectivity for a significant period and therefore losing cloud service functionality

The BC Manager will initially aim to gain an overview of the incident, particularly its cause and how long the
incident is likely to impact the affected assets. The BC Manager will contact the Camelot Illinois Exec Team to
ensure they have an awareness and understanding of the incident and are in a position to assess whether the
BCM process needs to be implemented.
Incident Assessment
Based on the information received, the BC Manager and/or Camelot Illinois Exec Team will carry out an
assessment of the incident to determine whether it requires the BCM process to be implemented. The steps of
this assessment will be:

•

Assess the impact of the incident to people, assets (including buildings, equipment, IT and data) and the
company business

•

Identify priorities for recovery

•

Determine which BCPs need to be invoked

This assessment can be carried out by a subset of the Exec Team and can be undertaken via Google Hangouts
or a telephone conference. If a decision is made that one or more of the BCPs do need to be invoked the BCM
will contact the relevant BCP owners to inform them to implement their BCPs.
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BCP Implementation
The first step of BCP implementation is for the BCM to initiate the relevant BCPs. The steps that should be
followed are:

•

Inform the owner of each required BCP that their BCP needs to be invoked

•

Provide these BCP owners with the background on the business continuity incident and its impact

•

Agree what status updates are required from the BCP owners and how frequently these need to be
provided

•

Agree if a designated location is required for the management of the BC incident. Depending on the
type of incident this could be a specified room at a Camelot Illinois site ringfenced for the duration of the
incident or in the case of site unavailability a third party location. If a third party location is to be used
this should be agreed with the Exec Team who will allocate resource to facilitate this. In some situations a
designated room may not be required and the BC Manager, BCP Owners and Exec team will be able to
manage the event from a variety of remote locations (for example, from home).

The BCP owners and at least one representative from the Exec team will work with the BC Manager to ensure that
the plans are executed as efficiently as possible and that appropriate communications are managed as required.
BCP Management
During the business continuity event the BC Manager will:

•

Monitor the progress of the BCPs

•

Monitor the progress of actions to resolve the business continuity incident

•

Provide a central contact point for any issues concerning the execution of the BCPs to ensure that
problems are resolved consistently across the plans

•

Maintain a Business Continuity Incident Log

The BC Manager will provide the Exec Team with periodic updates on the status of the business continuity event.
If there are any issues with the execution of the BCPs the BC Manager will work with the Exec team to resolve
these. Appendix A contains a suggested checklist of items to be covered as part of the periodic updates.
BCP Closure
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The decision to close the BCPs will be based on an assessment of outstanding risk to all resources and the level
of successful recovery of key products and services and their dependant critical activities. This decision will be
made by the BC Manager with input from the BCP owners and the Exec Team. It will then be communicated to
all employees and relevant interested parties by the BC Manager.
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It may be necessary for a smaller group of select individuals, e.g. technical specialists to meet on a regular
basis to continue the recovery process through to normal business operations. It should be noted that any
actions or decisions made by these smaller groups should be captured to ensure a full audit trail of the incident
management actions and decisions is maintained.

As part of the BCP closures the following activities must be completed:

•

Confirm all actions have been completed or assigned to relevant individuals for completion.

•

Confirm all outstanding issues have been completed.

•

Schedule a post incident review

•

Ensure all relevant information concerning the BCPs activation has been recorded in the Business
Continuity Incident Log.

Part of the post incident review will be to identify what the team did well, those things that the team would like
to do better next time, any issues that were identified and any outstanding actions. Outputs from this review will
then be fed back into the Information Security Management System via the BC Manager to facilitate continuous
improvement.
The Business Continuity Incident Log
The BC Manager will be responsible for maintaining the Business Continuity Incident Log. This log will contain the
following information:
Status – This should give a precise outline of the current status of the incident from the Camelot Illinois
perspective. This outline will provide the basic facts from which all communications are created, thereby ensuring
a clear and consistent message
Issues – This should list all outstanding issues. Items will remain on the list until the BC Manager has appropriate
evidence that they have been successfully resolved.
Actions – This should list the actions that need to be taken or have been taken by the teams in order to steer
Camelot Illinois towards successful resolution of the current issues. All actions will be time stamped and any
known future actions will have a “required by” time so that they can be appropriately monitored or escalated.

6.0 Roles and Responsibilities
The key roles and responsibilities for business continuity planning and management are:
Business Continuity Manager:

•

Coordinate the creation, documentation and review of BIAs

•

Coordinate the creation, documentation and review of BCPs

•

Coordinate the planning and execution of business continuity tests

•

Coordinate the periodic review of BCPs

•

Act as the initial contact point for the initiation of a business continuity incident

•

Ensure the Camelot Illinois Exec team are appropriately engaged during a business continuity incident

•

Ensure BCP owners initiate their BCPs effectively

•

Act as a contact point for BC owners during a business continuity event

•

Maintain the Business Continuity Incident Log

•

Manage the closure of the BCP

•

Manage a post incident review
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Business Continuity Plan Owner:

•

Ensure their BCP is up to date and fit for purpose

•

Initiate and manage their BCP actions in a business continuity incident

•

Provide the BC Manager with regular updates on the status of their BCP

•

Work with the BC Manager to close the BCP effectively

•

Contribute to the post-incident review

Camelot Illinois Leadership Team:

•

Work with the BC Manager to determine whether and which BCPs should be initiated in a potential
business continuity incident

•

Act as an escalation point for the BC Manager during a business continuity incident

•

Provide or re-allocate resources required for an effective response to a business continuity incident

7.0 Review Period
This document will be reviewed twelve months after the issue date and every twelve months thereafter.

8.0 Appendix A
Checklist of possible items to be covered in the periodic update meetings to be held as part of the business
continuity management process execution.
This is a suggested set of topics and will vary depending on the nature of the incident:

•

Incident assessment/status update:
→→ What has happened?
→→ Is the incident contained, on-going or isolated?
→→ What is being used as the holding statement for people calling in?
→→ Have staff and any visitors on site been accounted for?
→→ What is the status of the building/site?
→→ What is the status of the IT/Telephony?
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→→ Has anything been lost; physical assets, personal assets, data?
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•

Confirm work in progress affected by the incident and any associated deadlines for delivery
→→ Does the customer need to be informed?

•

What is the impact to the business overall?

•

Identify next steps:
→→ Obtain reports/views from staff, AWS
→→ Do we have communication links with staff and AWS?
→→ Are resources required on-site or to be sent elsewhere?
→→ Do we need to re-route the telephone numbers?

•

Identify which prioritised activities need to be recovered (see Appendix B)

•

Establish key issues/priorities for action
→→ Inform/update staff
→→ Inform/update customers and other interested parties

•

Decide time and location of next meeting

Document Control
Doc Ref

Camelot Illinois
Business Continuity
Process

Publication
Date

March 2018

Owner

Penny Rovner

Role

Business Continuity Manager

Authorized By

Fergus Roche

Role

VP of Technology

Document History
Issue

Reason for Change

Date

0.1

Initial document produced

12 February 2018

0.2

Amendments following improvement opportunities identified

16 March 2018

0.3

Amendments, minor and major changes — Sean Whippo

20 August 2018

1.0

Document approved for publication

1 October 2018

87

Schedule 3 - Business Continuity Plan for Chicago Office
1.0 Purpose
The purpose of this Business Continuity Plan (BCP) is to detail how the critical business activities of the staff
working from the Chicago office will be executed during a business continuity event.

2.0 Business Continuity Scope
The business continuity events covered by this BCP are:

•

The loss of access to the Camelot Illinois Chicago office location

•

The loss of connectivity to one or more critical IT systems at Chicago office location

•

The loss of service by one of Camelot Illinois key suppliers

3.0 Business Continuity Plan Implementation
This BCP will be implemented by the Business Continuity Manager contacting the BCP Owner and requesting
that the BCP be implemented. As part of this request the Business Continuity Manager will provide the BCP
Owner with appropriate information on the business continuity incident and its impact.
At this time, an initial agreement will also be reached on what BCP status updates will be required from the BCP
owner and how frequently these should be provided.
If a designated location has been agreed for the management of the business continuity incident the Business
Continuity Manager will provide details on this and agree what representation at the location is required for this
specific BCP.
After the incident has been closed, an assessment of the event will take place and lessons learnt identified. This
process will be driven by the Business Continuity Manager.

4.0 Staff Welfare
Although most Camelot Illinois business continuity events will have no detrimental effect on the safety and health
of Camelot Illinois staff, contractors and third parties, it is still important to remember that the first priority of the
BCP owner should be to ensure that all staff, contractors and third parties in scope of the BCP are not put at any
risk by the business continuity event.
The next staff welfare priority is to ensure that in-scope staff, contractors and third parties are appropriately
supported during the business continuity event via regular communications and clear guidance on who should
be contacted with queries and issues.
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The third staff welfare priority is to ensure that in-scope staff, contractors and third parties have a clear
understanding of their roles and responsibilities during the business continuity event.
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5.0 Communication Guidelines
Internal Communication
The BCP Owner is responsible for ensuring that staff who are in scope of this BCP are provided with appropriate,
regular communications on the status of the business continuity incident and of this BCP. Staff should be given
clear guidance on their roles and responsibilities during the course of the business continuity event and should be
informed when the BCP closes and the business returns to normal working practices.

To facilitate this communication, the BCP Owner needs to ensure that they have an up to date contact list for all
in scope staff. Depending on the number of staff involved this can be a complete contact list or a contact list of
managers who are in turn responsible for maintaining contact lists for their teams. Regardless of whether the BCP
Owner manages a complete list of contacts or plans to operate a cascade of communications via managers
they are ultimately responsible for making sure that contact details are available for all in-scope staff.
As a minimum the contact list should contain the in-scope staff’s work email address and (if relevant) their work
mobile number. The BCP Owner should decide, based on the criticality of their team’s function and their staff’s
individual roles, whether they are also going to request personal email addresses and mobile numbers from their
staff. However, staff are not obliged to provide these.
The BCP Owner should pre-plan the methods they will use for their BCP communications but they should take
into account that these may be impacted by the nature of the BC event. In all circumstances the BCP Owner
should attempt to use multiple communication methods to improve the coverage of their communications (for
example, by sending staff a summary text message backed-up by a more detailed email).
Once a decision is made to implement the BCP, the BCP Owner should send all in-scope staff an initial
communication stating that the BCP has been implemented, briefly explaining why it has been implemented and
telling staff what their immediate actions should be. This communication should be generic and can be followed
by further targeted communications for any subsets of staff that require more specific information or guidance.
As part of this initial communication, all staff should also be told when to expect subsequent communications.
Subsequent communications should be provided at periodic intervals during the BC event, their frequency being
based on the expected duration of the event and the rate of changing circumstances. If a commitment has
been made to provide communications at regular intervals, these should be provided even if there is no new
information being provided.
The key to good BC communication is to ensure that all in-scope staff have all the information they need about the
status of the BC event and have been clearly told what they should be doing during the duration of the event.
Once the BC event ends and normal business practices are restarted, all staff should be sent a final BCP
communication letting them know that the BC event has ended and when and how they should be returning to
their normal working practices. They should also be told how they can provide feedback on the BCP and their
experience of it.
External Communication
Wider communications concerning the business continuity event are the responsibility of the Business Continuity
Manager and the Exec Team. If anyone is contacted by third parties such as suppliers, customers or the media,
requesting information on the business continuity event, or its impact, they should be referred to the Business
Continuity Manager.
Media
Only the General Manager, their deputy or any person specifically and directly authorized to do so, should
undertake communications with the media. This communication should be limited to written statements that
have been approved by the General Manager or their deputy.
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Emergency Services
Communications with emergency services should be limited to the information required for them to complete
their role. An individual (typically the Business Continuity Manager) should be assigned to be the key point of
contact for the emergency services during the course of the business continuity event.
Customers and Other External Parties
In the first instance all communication with customers and/or other external parties must be made by telephone
or in person. During this conversation the third party should be advised that, in order to make effective use of
time, further updates may be provided by email.
The initial communication should be restricted to the following facts:

•

That Camelot Lottery Solutions has suffered a disruptive incident and the location/service/activity
affected

•

That the company’s business continuity plans have been invoked

•

The anticipated length of the disruption

•

The time a further update will be supplied

The person(s) responsible for communicating with third parties should avoid getting into detailed conversations
at this time. It is vital that update messages are provided at the promised time, even if there is little information
that can be given.
When a disruption is resolved all external parties that were contacted and informed of it should be asked to
provide feedback as to how they thought that Camelot Lottery Solutions dealt with the disruption. Any feedback
received should be considered during the post incident review.
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6.0 Critical Systems/Applications
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System/Application
Name

System/Application
Location

Google Office
Applications

Cloud

Connectivity Loss – Chicago based staff to work from alternate
location (either home or an alternate site with connectivity).

Netsuite

Cloud

Connectivity Loss – Chicago based staff to work from alternate
location (either home or an alternate Camelot site with
connectivity).

MS Office (Local or
Parallels)

Local

Loss or Unavailability of Application – All files backed up to
Finance Shared drive. Retrieve files from Shared Drive and use
alternative spreadsheet application.

ES Dashboard

Chicago VPN

Loss or Unavailability of Application – Contact Intralot and
implement Intralot BCP

ADP

Cloud

Connectivity Loss – Chicago based staff to work from alternate
location (either home or an alternate Camelot site with connectivity).

Recovery Plan

7.0 Critical Activities
Activity

Recovery Window

Impact of Non-Completion

Period end processing
and production

72 hours

Financial processing and reporting would not be
possible for Camelot Illinois.

Project cost allocation

72 hours

Financial processing and reporting would not be
possible for Camelot Illinois.

Tax reporting

72 hours

Tax reporting would not be possible at the required
processing times.

State reporting

24 hours

Regulatory and contractual reporting deadlines could
potentially be delayed/missed.

Monitoring and
management of key
suppliers (SGI and Intralot)

8 hours

Reliance on manual systems and supplier notifications
for incidents that could potentially affect revenue and/
or services to players and retailers.

Updating of Illinois Lottery
website content

24 hours

Draw and game information would be updated from
ES to website via automated FTP. Non-draw based
content could be amended from alternate locations.

HR activities including
wage payments

24 hours

Processing would need to be delivered from alternate
location.

Social Media monitoring
and responses

24 hours

Social media applications would not be affected by
loss of Camelot Illinois office location. All applications
are cloud based and therefore available from
alternate locations.

8.0 Supplier Continuity Plan
Supplier 1
Supplier Name
Relationship
Manager

Intralot

Recovery
Window

4 hours

Penny Rovner
Supplier
Contact

Terry Patterson

Criticality Justification

Intralot provides the gaming software, dashboard, retailer network and support services that enable drawbased game activities and scratchcard inventory and sales management and reporting. If the application,
dashboard, network and/or services were not available, revenue generation, associated player prize
payment and scratchcard management activities would not be possible.
This service will be replaced by Intralot as part of Technology Transition project (circa end 2018).
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Recovery Plan

1) Implementation of Intralot BCP plan: File available upon request.

Supplier 2
Supplier Name
Relationship
Manager

Scientific Games

Recovery
Window

4 hours

Mike Elwood
Supplier
Contact

John Haynes

Criticality Justification

Scientific Games provides all scratchcard systems, warehousing and distribution activities, plus all associated
services and supporting processes. If the application, warehousing and/or distribution activities, services and
supporting processes were not available, revenue generation, scratchcard inventory, sales management,
associated player prize payment activities and reporting would not be possible.
Recovery Plan

1) Implementation of SGI BCP plan. File available upon request.

Supplier 3
Supplier Name
Relationship
Manager

Illinois State Lottery
Penny Rovner,
Keith Horton

Recovery
Window
Supplier
Contact

4 hours

Harold Mays

Criticality Justification

The Illinois State Lottery runs and manages all Illinois State draw-based game draws.
Recovery Plan
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1) Implementation of Illinois State Lottery BCP plan
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Supplier 4
Supplier Name
Relationship
Manager

TierPoint

Recovery
Window

4 hours

Christina Fox
Supplier
Contact

Susan Avery

Criticality Justification

TierPoint provides CIL with data centers, infrastructure, technical support and communications for Gaming
and Online systems.
Recovery Plan

1) Implementation of TierPoint BCP plan.
File available upon request.
2) TierPoint BCP Attestation Letter - 2017.
File available upon request.
Supplier 5
Supplier Name
Relationship
Manager

The Connection

Recovery
Window

4 hours

Penny Rovner
Supplier
Contact

Fred Weiner

Criticality Justification

The Connection provides Managed Contact Center Services for the CIL Player Hotline and also provide a
phone system for CIL Tel-Sel office in Springfield, IL.
Recovery Plan

BCP: File available upon request.
DR: File available upon request.
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9.0 Location Continuity Plan
Chicago
Recovery Window

More than 72 hours

Recovery Plan

All staff to work from home.

10.0 Staff Continuity Plan
Recovery Plan

Not applicable. Please refer to individual departmental plans.

11.0 Critical Dependencies
Teams Dependent on Chicago
Team Name

Dependency Description

Team Contact

IT

ES Dashboard is on a site-to-site VPN and
if the Chicago location was lost, access to
the ES Dashboard would be lost. Users may
also access the Chicago VPN to access the
ES Dashboard which IT can provide access
to if users do not already have access.
Also, Intralot would be able to provide an
alternative arrangement if access to the site
was not going to be resolved quickly.

Penny Rovner
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12.0 Roles and Responsibilities & Staff Contact Numbers
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Role

Name

Key Responsibilities

BCP Owner

Fergus Roche

Ensure their BCP is updated and fit for purpose, initiate and
manage their BCP actions in an incident, provide BC Manager
with regular updates, close the incident and contribute to postincident review.

BCP Owner Deputy

Tim Culhane

Deputize for BCP Owner when required, support BCP Owner
when required.

BC Manager

Penny Rovner

Act as contact point throughout the incident, engage Exec
team appropriately, ensure BCP owners initiate their plans
effectively, maintain the incident log, close the incident and
manage post-incident review.

BC Manager
Deputy

Sean Whippo

Deputize for BC Manager when required, support BC Manager
when required.

Staff list and contact numbers held internally and omitted for purposes of this document. File available
upon request.
Review Period
This document will be reviewed twelve months after the issue date and every twelve months thereafter.
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Schedule 4 – Business Continuity Plan for Finance Function
1.0 Purpose
The purpose of this Business Continuity Plan (BCP) is to detail how the critical business activities of the Finance
team will be executed during a business continuity event.

2.0 Business Continuity Scope
The business continuity events covered by this BCP are:

•

The loss of access to Camelot Illinois office location

•

The loss of a critical service delivered by a supplier

•

The loss of a critical number of team members for a significant time

•

The loss of one or more critical IT systems

•

The loss of one or more critical supporting Camelot teams

3.0 Business Continuity Plan Implementation
This BCP will be implemented by the Business Continuity Manager contacting the BCP Owner and requesting
that the BCP be implemented. As part of this request the Business Continuity Manager will provide the BCP
Owner with appropriate information on the business continuity incident and its impact.
At this time, an initial agreement will also be reached on what BCP status updates will be required from the BCP
owner and how frequently these should be provided.
If a designated location has been agreed for the management of the business continuity incident the Business
Continuity Manager will provide details on this and agree what representation at the location is required for this
specific BCP.
After the incident has been closed, an assessment of the event will take place and lessons learnt identified. This
process will be driven by the Business Continuity Manager.

4.0 Staff Welfare
Although most Camelot Illinois business continuity events will have no detrimental effect on the safety and health
of Camelot Illinois staff, contractors and third parties, it is still important to remember that the first priority of the
BCP owner should be to ensure that all staff, contractors and third parties, in scope of the BCP, are not put at
any risk by the business continuity event.
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The next staff welfare priority is to ensure that in-scope staff, contractors and third parties are appropriately
supported during the business continuity event, via regular communications and clear guidance, on who should
be contacted with queries and issues.
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The third staff welfare priority is to ensure that in-scope staff, contractors and third parties have a clear
understanding of their roles and responsibilities during the business continuity event.

5.0 Communication Guidelines
Internal Communication
The BCP Owner is responsible for ensuring that staff who are in scope of this BCP are provided with appropriate,
regular communications on the status of the business continuity incident and of this BCP. Staff should be given
clear guidance on their roles and responsibilities during the course of the business continuity event and should be
informed when the BCP closes and the business returns to normal working practices.
To facilitate this communication, the BCP Owner needs to ensure that they have an up to date contact list for all
in scope staff. Depending on the number of staff involved this can be a complete contact list or a contact list of
managers who are in turn responsible for maintaining contact lists for their teams. Regardless of whether the BCP
Owner manages a complete list of contacts or plans to operate a cascade of communications via managers
they are ultimately responsible for making sure that the contact details are available for all in-scope staff.
As a minimum the contact list should contain the in-scope staff’s work email address and (if relevant) their work
mobile number. The BCP Owner should decide, based on the criticality of their team’s function and their staff’s
individual roles, whether they are also going to request personal email addresses and mobile numbers from their
staff. However, staff are not obliged to provide these.
The BCP Owner should pre-plan the methods they will use for their BCP communications but they should take
into account that these may be impacted by the nature of the BC event. In all circumstances the BCP Owner
should attempt to use multiple communication methods to improve the coverage of their communications (for
example, by sending staff a summary text message backed-up by a more detailed email).
Once a decision is made to implement the BCP, the BCP Owner should send all in-scope staff an initial
communication stating that the BCP has been implemented, briefly explaining why it has been implemented and
telling staff what their immediate actions should be. This communication should be generic and can be followed
by further targeted communications for any subsets of staff that require more specific information or guidance.
As part of this initial communication, all staff should also be told when to expect subsequent communications.
Subsequent communications should be provided at periodic intervals during the BC event, their frequency being
based on the expected duration of the event and the rate of changing circumstances. If a commitment has
been made to provide communications at regular intervals, these should be provided even if there is no new
information being provided.
The key to good BC communication is to ensure that all in-scope staff have all the information they need about the
status of the BC event and have been clearly told what they should be doing during the duration of the event.
Once the BC event ends and normal business practices are restarted, all staff should be sent a final BCP
communication letting them know that the BC event has ended and when and how they should be returning to
their normal working practices. They should also be told how they can provide feedback on the BCP and their
experience of it.
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External Communication
Wider communications concerning the business continuity event are the responsibility of the Business Continuity
Manager and the Exec Team. If anyone is contacted by third parties such as suppliers, customers or the media,
requesting information on the business continuity event, or its impact, they should be referred to the Business
Continuity Manager.
Media
Only the General Manager, their deputy or any person specifically and directly authorized to do so, should
undertake communications with the media. This communication should be limited to written statements that
have been approved by the General Manager or their deputy.
Emergency Services
Communications with emergency services should be limited to the information required for them to complete
their role. An individual (typically the Business Continuity Manager) should be assigned to be the key point of
contact for the emergency services during the course of the business continuity event.
Customers and Other External Parties
In the first instance all communication with customers and/or other external parties must be made by telephone
or in person. During this conversation the third party should be advised that, in order to make effective use of
time, further updates may be provided by email.
The initial communication should be restricted to the following facts:

•

That Camelot Lottery Solutions has suffered a disruptive incident and the location/service/activity
affected

•

That the company’s business continuity plans have been invoked

•

The anticipated length of the disruption

•

The time a further update will be supplied

The person(s) responsible for communicating with third parties should avoid getting into detailed conversations
at this time. It is vital that update messages are provided at the promised time, even if there is little information
that can be given.
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When a disruption is resolved all external parties that were contacted and informed of it should be asked to
provide feedback as to how they thought that Camelot Lottery Solutions dealt with the disruption. Any feedback
received should be considered during the post incident review.
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6.0 Critical Systems/Applications
System/Application
Name

System/Application
Location

Google Office
Applications

Cloud

Recovery Plan

Connectivity Loss – Finance team all work from alternate
location (either home or an alternate Camelot site with
connectivity).
Service Loss or Degradation – Out of scope as specified in the
Business Continuity Policy.

AWS

Cloud

Service Loss or Degradation – Out of scope as specified in the
Business Continuity Policy.

NetSuite

Cloud

Connectivity Loss – Finance team all work from alternate
location (either home or an alternate Camelot site).
Loss or Unavailability of Application – In the very unlikely event
that this Oracle owned application is unavailable, there is NO
viable option for any processing and/or production of financial
files, entries, journals and reports. Invoices are also unable to be
processed or paid.

MS Excel (Mac and
Parallels)

Local machine

Loss or Unavailability of Application – All files backed up to
Google Sync folder.

7.0 Critical Activities
Activity

Recovery
Window

Sales invoice processing

8 hours

Sales invoices for Illinois State requirements would not be produced and
there could be financial implications.

Purchase invoice processing

24 hours

Immediate payments could be delayed and therefore payment
deadlines could be missed and therefore goods and services could
be removed/not received (highly unlikely). Manual payment option is
possible, but not a long-term option.

Purchase order processing

24 hours

Purchase orders would not be raised and therefore goods and/or
services may not be received.

Paying invoices (via Fifth Third
Direct ACH application)

24 hours

Immediate payments could be delayed and therefore payment
deadlines could be missed, and therefore goods and services could
be removed/not received (highly unlikely). Manual payment option is
possible, but is not a long-term option.

Period end processing

4 hours

Period end processing would have to be concentrated into smaller time
period to meet fixed period end deadline.

Financial performance
reporting

24 hours

Period end financial performance reporting would have to be
concentrated into smaller time period to meet fixed period end
reporting deadline.

Forecasting and Budgeting

48 hours

Financial performance assessments would not be possible and therefore
tracking of costs would not be possible.

Business partnering

48 hours

Decision making and business support would not be possible.

Impact of Non-Completion
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8.0 Supplier Continuity Plan
Supplier 1
Supplier Name
Relationship
Manager

NetSuite

Recovery
Window

4 hours

Amanda Smith
Supplier
Contact

Jack McAnaney

Criticality Justification

NetSuite is the financial processing and reporting tool. Without this application we are unable to process
invoices, purchase orders or produce period end results and reporting. The relationship with NetSuite is
managed through Camelot Lottery Solutions Finance.
Recovery Plan

1) Contact Camelot Lottery Solutions Finance
2) Contact NetSuite

9.0 Location Continuity Plan
Chicago
Recovery Window

More than 72 hours

Recovery Plan

All staff to work from home.
Staff Continuity Plan
Recovery Plan

Finance has built a multi-skilled function where there are no single points of failure as staff members can
undertake work for absent colleagues for a period of time.

10.0 Critical Dependencies
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Teams Dependent on Finance
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Team Name

Dependency Description

Team Contact

Camelot Illinois
Leadership team

Financial reporting
Budgets and forecasting

Tim Culhane

Camelot Illinois
Departments

Financial reporting
Budgets and forecasting

Heads of Function

Teams Finance Are Dependent Upon
Team Name

Dependency Description

Team Contact

Camelot Illinois HR

Supply of payroll files

Lynette Karabis

Camelot Illinois IT

Supply and maintenance of key business systems

Mike Strode and Zainab Ali

Camelot Lottery
Solutions Finance

Supply of invoices and reports

Amanda Smith

Camelot Lottery
Solutions IT

Supply and maintenance of key business systems

John Root

11.0 Roles and Responsibilities
Role

Name

Key Responsibilities

BCP Owner

Thi Ban

Ensure their BCP is updated and fit for purpose, initiate and
manage their BCP actions in an incident, provide BC Manager
with regular updates, close the incident and contribute to postincident review.

BCP Owner Deputy

Mato Veber

Deputize for BCP Owner when required, support BCP Owner
when required.

BC Manager

Penny Rovner

Act as contact point throughout the incident, engage Exec
team appropriately, ensure BCP owners initiate their plans
effectively, maintain the incident log, close the incident and
manage post-incident review.

BC Manager
Deputy

Sean Whippo

Deputize for BC Manager when required, support BC Manager
when required.

Review Period
This document will be reviewed twelve months after the issue date and every twelve months thereafter.

Document Control
Doc Ref

Owner
Authorized By

Camelot Illinois
BCP - Finance

Publication
Date

March 2018

Thi Ban

Role

Financial Controller

Tim Culhane

Role

VP Finance
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Schedule 5 – Business Continuity Plan for Springfield Call Center
1.0 Purpose
The purpose of this Business Continuity Plan (“BCP”) is to detail how the critical business activities of the staff
working from the Camelot Illinois Springfield office location (“Springfield”) will be executed during a business
continuity event (“Event”). This BCP is within the scope of Camelot Illinois (“Camelot”).

2.0 Business Continuity Scope
The Events covered by this BCP in Springfield are as follows:

•

The loss of access or the loss of connectivity to one or more critical IT systems

•

The loss of service by one of the Springfield site’s key suppliers

•

The unavailability of Springfield based staff

3.0 Business Continuity Plan Implementation
The BCP will be implemented in the following manner:
01. BCP Manager (“Manager”) will contact the BCP Owner (“Owner”) and request that the BCP be
implemented.
02. As part of this request the Manager will provide the Owner with appropriate information on the business
continuity incident and its impact.
03. An initial consensus will also be reached on what BCP status updates should be required from the owner
and how frequently these should be provided
04. If a designated location has been agreed for the management of the business continuity incident the
Managerwill provide details and both Manager and Owner will agree what representation at the location
is required for this specific BCP.
05. Upon closure, there will be an assessment of the Event with lessons learned identified. This process will be
lead by the Manager.
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4.0 Staff Welfare
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Although most Events will have no detrimental effect on the safety and health of Springfield staff, contractors
and in-scope third parties (“Staff”), it is still important to remember that the Owner has the following priorities:

•

Ensure that all Staff are not put at any risk by the Event.

•

Ensure that Staff are appropriately supported during the Event via regular communications and
clear guidance on who should be contacted with queries and issues ensure that Staff have a clear
understanding of their roles and responsibilities during the business continuity event.

5.0 Communication Guidelines
Internal Communication
The Owner is responsible for ensuring that Staff who are in scope of this BCP are provided with appropriate,
regular communications on the status of the business continuity incident and of this BCP. Staff should be given
clear guidance on their roles and responsibilities during the course of the Event and should be informed when the
BCP closes and the business returns to normal working practices.
To facilitate this communication, the Owner needs to ensure that they have an up-to-date contact list (“List”)
for all Staff. Depending on the number of Staff involved, this can be a complete List or a contact list of managers
who are in turn responsible for maintaining Lists for their teams. Regardless of whether the Owner manages a List
or plans to operate a cascade of communications via managers they are ultimately responsible for making sure
that contact details are available for all Staff.
At a minimum, the List should contain the Staff’s work email address, and (if relevant) their work mobile number.
The Owner should decide, based on the criticality of their team’s function and their Staff’s individual roles,
whether they are also going to request personal email addresses and mobile numbers from their Staff. However,
Staff are not obliged to provide these.
The Owner should pre-plan the methods they will use for their BCP communications, however, they should take
into account that these may be impacted by the nature of the Event. In all circumstances the Owner should
attempt to use multiple communication methods to improve the coverage of their communications (for example,
by sending Staff a summary text message backed-up by a more detailed email).
Once a decision is made to implement the BCP, the Owner should send all Staff an initial communication stating
that the BCP has been implemented, briefly explaining why it has been implemented and telling Staff what their
immediate actions should be. This communication should be generic and can be followed by further targeted
communications for any subsets of staff that require more specific information or guidance. As part of this initial
communication, all Staff should also be told when to expect subsequent communications.
Subsequent communications should be provided at periodic intervals during the BC event, their frequency being
based on the expected duration of the event and the rate of changing circumstances. If a commitment has
been made to provide communications at regular intervals, these should be provided even if there is no new
information being provided.
The key to good BC communication is to ensure that all Staff have all the information they need about the status
of the BC event and have been clearly told what they should be doing during the duration of the event.
Once the BC event ends and normal business practices are restarted, all Staff should be sent a final BCP
communication letting them know that the BC event has ended and when and how they should be returning to
their normal working practices. They should also be told how they can provide feedback on the BCP and their
experience of it.
External Communication
Wider communications concerning the business continuity event are the responsibility of the Manager and
the Senior Leadership Team. If anyone is contacted by third parties such as suppliers, customers or the media,
requesting information on the Event, or its impact, they should be referred to the Manager.
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Media
Only the General Manager, their deputy or any person specifically and directly authorized to do so, should
undertake communications with the media. This communication should be limited to written statements that
have been approved by the General Manager or their deputy.
Emergency Services
Communications with emergency services should be limited to the information required for them to complete
their role. An individual (typically the Manager) should be assigned to be the key point of contact for the
emergency services during the course of the Event.
Customers and Other External Parties
Initially, all communication with customers and/or other external parties must be made by telephone or in
person. During this conversation the third party should be advised that, in order to make effective use of time,
further updates may be provided by email.
The initial communication should be restricted to the following facts:

•

That Springfield has suffered a disruptive incident and the location/service/activity affected.

•

That the BCP has been invoked.

•

The anticipated length of the disruption.

•

The time a further update will be supplied.

The person(s) responsible for communicating with third party should avoid getting into detailed conversations at
this time. It is vital that update messages are provided at the promised time, even if there is little information that
can be given.
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When a disruption is resolved, the external parties that were contacted and informed of it may be asked to
provide feedback on how the Springfield Event handled the disruption. Any feedback received should be
considered during the post incident review.
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6.0 Critical Systems/Applications
System/Application
Name

System/Application
Location

Google Office
Applications

Cloud

Recovery Plan

Connectivity Loss
The EUA Tel-Sell Manager (“EUA Managers”) will work from
an alternate location (either home or an alternate site with
connectivity) as and when required.
The EUA agents will be able to work as normal.

SciTrak

Cloud

Connectivity Loss
Short Term – The EUA Tel-Sell Manager to communicate with
retailers using the BOS system for contact information.
Ensure that Scientific Games, Inc. (SGI) are dealing with the
issue appropriately and have evoked their BCP if required.
Medium Term – The EUA Managers to pull retailer phone
number information from BOS to enable the EUA agents
(“Agents”) to make outbound calls to retailers.
The Agents will utilize an offline copy of the SciTrak daily call
schedule extracted and stored on a regular basis by the EUA
Managers.
The Agents will manually record sales information for later
loading into SciTrak.
Long Term – The Agents would potentially require access to the
BOS system.

Bright Pattern

Cloud

Connectivity Loss
Incoming retailer calls to be redirected to the EUA Manager’s
mobile phone.
Ensure The Connection are dealing with the issue appropriately
and have evoked their Business Continuity Plan, if required.
The Agents would be unable to make outbound calls during
this period, therefore a longer term issue alternative telephony
solutions would need to be investigated.
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7.0 Critical Activities
Recovery
Window

Activity

Impact of Non-Completion

Outbound Tel-Sell calls
to retailers

48 hours

Unable to contact retailers to make lottery instant win game sales. Over
time this will lead to retailers not having sufficient stocks to be able to
continue selling instant win game tickets to the public. This will have a
negative impact on the profitability of Camelot and potentially impact
its reputation.

Inbound calls from retailers

48 hours

Unable to deal with retailer issues and fulfil retailer sales requests. Over
time this may lead to retailers not having sufficient stocks to be able to
continue selling instant win game tickets to the public. This will have a
negative impact on the profitability of Camelot and potentially impact
its reputation.

8.0 Supplier Continuity Plan
Supplier 1
Supplier Name
Relationship
Manager

Scientific Games

Recovery
Window

4 hours

Mike Elwood
Supplier
Contact

John Hayes

Criticality Justification

SGI shall provide all scratchcard systems, warehousing and distribution activities, plus all associated
services and supporting processes. This includes the SciTrak application which, if it were not available would
significantly impact the critical activities of the Springfield office.
Recovery Plan

1) Implementation of SGI Business Continuity Plan. File available upon request.
Supplier 2
Supplier Name
Relationship
Manager

The Connection

Recovery
Window

4 hours

Penny Rovner
Supplier
Contact

Fred Weiner
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Criticality Justification
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The Connection provides support for the Bright Pattern phone system for the CIL Tel-Sell office in Springfield.

Recovery Plan

Business Continuity Plan: File available upon request.
Disaster Recovery: File available upon request.

9.0 Location Continuity Plan
Springfield
Recovery Window

Less than 48 hours

Recovery Plan

EUA Tel-Sell Manager to work from home, communicate to retailers and deal with any urgent issues.
EUA agents not able to work.
Critical systems to be accessed from the Chicago office if required.
Incoming retailer calls redirected to the EUA Tel-Sell Manager’s mobile phone.
Recovery Window

Greater than 48 hours

Recovery Plan

If deemed appropriate, recruit Chicago based temporary staff.

10.0 Staff Continuity Plan
Staff

Recovery Window

Recovery Plan

EUA Tel-Sell
Manager

Two weeks

EUA Tel-Sell Manager to work from home (if the continuity event
is that they cannot attend the office).
Otherwise Ops Manager/Sr. Director on-site during the period (rotation) to
cover for the EUA Tel-Sell Manager.
And/or
The State to manage the EUA agents short-term.

Tel-Sell Agents
(shortage of agents)

Two weeks

Tel-Sell Agents (no
agents available)

48 hours

Recruit temporary staff for a short term issue.
Agree and deliver a strategy to resolve longer term issue.
EUA Tel-Sell Manager to communicate to retailers and deal with
urgent issues.
Recruit temporary staff to cover agent’s roles if possible.
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11.0 Critical Dependencies
Teams Dependent on Springfield
Team Name

Dependency Description

Team Contact

Retail Sales

The Retail Sales team are dependent on the
Springfield team for the initiation and processing
of instant win ticket sales to retailers. Without the
Springfield team the Retail Sales team will be unable
to meet their sales targets and meet the requirements
of retailers.

Keary Fath

12.0 Roles and Responsibilities
Role

Name

Key Responsibilities

Business Continuity
Plan Owner

Dawn Porter

Ensure that the BCP is updated and fit for purpose, initiate and
manage the BCP actions in an incident, provide Manager with
regular updates, close the incident and contribute to postincident review.

Business Continuity
Plan Owner Deputy

Dawn Porter

Deputize the Owner when required, and support when required.

Business Continuity
Plan Manager

Dawn Porter

Act as contact point throughout the incident, engage senior
leadership team appropriately, ensure Owners initiate their
plans effectively, maintain the incident log, close the incident
and manage post-incident review.

Business Continuity
Manager Deputy

Dawn Porter

Deputize Manager when required, and support when required.
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13.0 Staff Contact Numbers
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Name

Title

Department

Jason Cunningham

Senior Director of Retailer Support

Retail Sales

Mike Elwood

Product Manager - Instant Games

Marketing

Nancy Seward

Tel-Sell Manager (Springfield office)

Retail Sales

Penny Rovner

Service Delivery Manager

Technology

Staff contact numbers held internally and omitted for purposes of this document. Master phone number list
available upon request.
Review Period
This document will be reviewed twelve months after the issue date and every twelve months thereafter.
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