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Dear Director Smith,
Over the past months, it has been a privilege to be part of the business transition process as Camelot
Illinois works with you and your team to assume responsibility as private manager for the Illinois Lottery.
Together we have met a number of significant milestones, and I believe the development of effective
working relationships between the teams is well underway. I would like to take this opportunity to thank
you and your team for the support and encouragement offered since the start of the transition process
last October.
As part of our commitment under the Private Management Agreement (PMA), each year Camelot Illinois
will submit an annual plan that outlines business objectives, detailed strategies and key activities,
and ultimately set projections for financial performance in the coming financial year. It is therefore my
pleasure to submit the first annual business plan under the new PMA for financial year 2019 (FY19),
which starts July 1, 2018 and will end June 30, 2019.
Being the first full year of operation, FY19 will present some unique challenges and opportunities. There
is still much transition work to complete, with the go-live of a new website, central gaming system and
a full refresh of equipment for over 7,600 retailers. In the later half of the year, we will also roll out a $15
million investment in permanent point of sale equipment (PPOS) that will transform the presentation of
lottery in the retail environment. We also will further increase our detailed understanding of our players,
what motivates them and how to better position what the Lottery contributes to the people of Illinois.
FY19 is a foundation year to establish operational fundamentals and to continue to build trust in the
Lottery through responsible and accountable management. Our long-term aim remains the same;
implement a consumer-first philosophy to create an innovative, modern lottery that will attract new
players, rather than relying on a small group of people that play a lot.
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In formulating these plans, we have drawn on experiences from around the world as a successful
leading lottery operator and provider of technology and professional services with a proven track record
of growing lottery contributions through successful public-private partnerships.
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Camelot is now operational across three jurisdictions including Illinois, the U.K. and Ireland. Our sister
company, Camelot U.K., has operated the U.K. National Lottery since 1994 and has an unrivaled track
record of success, helping the U.K. National Lottery deliver over $92 billion to winners and $52 billion to
good causes (as of November 2017). Premier Lotteries Ireland (PLI) won a 20-year license to operate the
Irish National Lottery in February 2014. Over the three years to the end of 2017, PLI has grown overall
sales by 16 percent and nearly tripled digital sales.

Overarching Strategy
The plans for FY19 sit within a broader framework that underpins what we will undertake and how we
expect to transform the Lottery over the full period of the Private Management Agreement.

Our vision: To be a Lottery Illinoisans want to play.
Our mission: To maximize returns to the state of Illinois in a socially responsible way.
The strategy is to focus on building stronger brand demand and ultimately create consumer
understanding and a better emotional connection with the Lottery. Building strong relationships with
players and making the Lottery easier to access and more convenient to play will create a sound
foundation for growth and greater participation.
We will achieve this by:

•

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.

Revitalizing the brand for consumers
and stakeholders

Providing compelling reasons to play lottery games

•

Link the brand back to education, capital
projects and good causes.

•

Give each game a clear reason for being.

•

Demonstrate good corporate citizenship.

•

Ensure the portfolio is clearly differentiated and
each game has a clear proposition.

•

Build a winner awareness program giving
players proof points around winning.

•

New product development for Game renovation
scheduled for FY20.

•

Link the brand back to Illinois consumers and
build a platform for consumers to reappraise
the Lottery.

•

Develop effective communications.

Understanding, then building stronger
relationships with consumers

Providing greater access and convenience
for consumers

•

Further develop knowledge of players and their
behaviors.

•

Invest in retail to expand access and improve the
player experience.

•

Adopt a consumer-first strategy.

•

•

Segment the player base and target all
commercial decisions around consumer insight.

Revitalize retail and iLottery. Improve look, feel
and consistency.

•

Drive digital channels and engagements
to unlock latent demand and attract new
consumers.

•

Build out a CRM and loyalty program for players.
A shift of focus from one-to-many to one-to-one
communication.

FIGURE 1

Four strategic priorities
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The Upcoming Year Plan (FY19)
In FY19, we plan to deliver sales of $3,033 million, which is a projected growth of 3.7 percent versus
the previous year. This sales increase will be delivered through projected growth in Instant sales of 3.3
percent of $61.8 million and projected growth in Draw game sales of 4.6 percent of $48 million. This will
result in a projected increase in contribution to the state of $39.4 million, which is a growth of 5.7 percent
compared to FY18.*
To deliver our growth ambitions, the FY19 Business Plan focuses on four pillars and details our
strategies, goals and planned activities for each. They encompass: Marketing/Brand, Games,
Channel, and Communications and Public Affairs. Underpinning the four pillars is a Corporate Social
Responsibility (CSR) plan, which highlights the importance of this part of the business and how
operating in a responsible way is foremost in our priorities.

VISION
To be a lottery Illinoisans want to play

10 YEAR
vision and mission

MISSION
To maximize returns to good causes in a socially responsible way

BRAND &
MARKETING

GAMES

CHANNEL

COMMUNICATIONS
& PUBLIC AFFAIRS

Corporate
Social
Responsibility.
Being a consumer-ﬁrst organization
The
Four Pillars
of the
Plan
BUSINESS ENABLERS
Organizational efficiencies, technology, key external stakeholder relationships, etc.
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The Four Pillars of the Plan

Within The Upcoming Year Plan (FY19) each pillar is further detailed with a full situational analysis along
with the chosen strategies, goals, activities and revenue projections.

*Based on Camelot Illinois’ April 2018 forecast data.

(i) BRAND & MARKETING
In FY19, we will build the foundation of a new, trusted brand that offers broader appeal to consumers
and stakeholders and create an emotional connection. The new brand platform for consumers will
reappraise their thinking and opinions of the lottery.
We will work to improve win belief in and out of retail, maximizing the potential of impulse purchases and
reinforcing the Lottery’s presence in-store.
Jackpots, new game launches, Instant game family launches and game improvements will be supported
through a comprehensive set of campaigns that range from a constant presence across all media to
smaller tactical approaches. In particular, campaigns that support the launch of two Instant game
families, seasonal launches and the new Draw annuity game will be designed to drive awareness, play
frequency, participation and sales.
Our focus in FY19 will be to have fewer experiential events but to make them bigger and better. We will
still maintain an active presence in the communities we serve and will continue to work with our sports
teams and with other headline events statewide.
We will also implement a media buying strategy to take advantage of our volume of spend to drive
economies of scale and better return on dollars spent.

(ii) GAMES (Instants and Draw)
In FY19, we will deliver games with clearly defined and exciting propositions. We will continue to launch
Instant games that have proven appeal and use consumer insights to shape and diversify the Instant
game portfolio in the second half of the year. The Instant game plan includes launch of two new families
and a strong seasonal offering in time for the end-of-year holiday.
In FY19, we will work with the Illinois Lottery to improve the policies and procedures that guide how
Instant win games are marketed, activated and closed at retail locations. Our goal will be to ensure the
Illinois Lottery meets and exceeds current industry practice so our players are able to make informed
decisions about how to play while we maximize financial returns to the state.
In Draw games, improved positioning of large jackpot games will encourage participation earlier in the
roll cycles, an approach that has been successful for us in other jurisdictions. An ongoing program of
evaluation will be initiated for the current portfolio of Draw games, that will support larger Draw game
categories (Pick 3, Pick 4) and develop consumer insights to evaluate, prepare and recommend an
approach to renovate parts of the Draw game portfolio in FY20.
In the second half of the year, we will launch a brand new annuity based Draw game that will offer a unique
proposition for winners to receive regular annuity type payments for life, rather than a single jackpot.

(iii) CHANNEL (Retail and iLottery)
In FY19, there will be a focus on better access, category presentation and making play easier and more
convenient. Our retail world will be dominated by technical transition on December 4, 2018, with new
equipment being installed and activated across approximately 7,600 locations. In addition, we will
transform the retail experience with a $15 million investment in new permanent point of sale equipment
(PPOS), which will roll out in the second half of the year. Camelot will work closely with our chain retailers to
jointly develop annual plans for the Lottery that maximize sales potential.
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The new iLottery platform will also go live on December 4, 2018. The new platform will support a
campaign to raise awareness of iLottery, which will drive increased traffic to the site. In turn, this will
encourage incremental downloads of the new mobile app and new registrations.
The new iLottery platform will offer a best-in-class, modern user experience by streamlining the
registration process, personalizing communications and improving purchase journeys.

(iv) COMMUNICATIONS & PUBLIC AFFAIRS
In FY19, we will establish relationships with the local media, local community, business stakeholders
and elected officials. For our consumers, we will work with media outlets to maximize earned media
that showcases winners, jackpots and community events. It is also important for us to effectively
communicate with our retailer base, promoting and supporting retail improvements and new technology
implementation on December 4, 2018. The goal is to create strong emotional connections to the Lottery
for all our stakeholders by building brand trust, authenticity and integrity.

CORPORATE SOCIAL RESPONSIBILITY
A fundamental foundation of our business is to deliver active corporate citizenship and social responsibility
in a manner that is ethical and sustainable. In FY19, responsible play thinking and practice will be
embedded across the whole business including game design, channel execution and communication to
create a safe and fair environment for our players. We will prepare to reapply for WLA Level 3 certification
and establish the right research, monitoring and evaluation programs that measure our effectiveness in
responsible play and also provide a platform for a WLA Level 4 certification application in FY21.
The PMA outlines additional content for inclusion in The Upcoming Year Plan (FY19). This content is
captured in the appendices and incorporates the Overall Business Plan and the Five Year Plan. Other
elements also captured include business continuity planning.
I hope you enjoy reading about the plans for FY19. I look forward to working with you and the team and
appreciate your ongoing support and help in achieving these goals for the benefit of the state.

Colin Hadden
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General Manager
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The financial forecasts contained in subsections 2.1, 2.2, 2.3 and 2.4 are based on the key planned
activities contained in the Business Plan.

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

FY19

FY19
Payout %

Operating Revenues
Sales
Instant Ticket Sales

$1,941.3

Draw Games Sales

1,091.7

Promotions

(0.5)

Total Sales

$3,032.5

Allowance for Uncollectable AR
Other Income
Total Operating Revenues

(2.1)
6.8
$3,037.1

Operating Expenses
Cost of sales and services

173.8

Prizes and Claims*
$1

72.1

61.9%

$2

85.6

64.8%

$3

68.7

63.0%

$5

340.7

67.2%

$10

383.6

73.5%

$20

313.7

75.5%

$25

0.0

$30

106.4

76.4%

$1,370.8

70.6%

Instant Ticket Expense
Pick 3 Expense

117.5

52.2%

Pick 3 Fireball Expense

41.5

81.4%

Pick 4 Expense

94.0

49.2%

Pick 4 Fireball Expense

47.3

73.8%

Lotto Expense

52.3

57.0%

Lucky Day Lotto Expense

69.9

53.0%

Mega Millions Expense

74.8

49.0%

5.4

57.0%

Annuity Game
Powerball Expense

85.4

49.0%

Draw Games Expense

$588.2

53.9%

Total prizes and claims

$1,958.9
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General and Administrative
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State Operating Expense (includes EUA & State Pension)

28.4

Management Fee

26.6

Operating Allowance

114.1

Total General and Administrative

169.1

State Depreciation Expense
Total Operating Expenses
Operating Income (excluding residual value payment)**
Residual Value Payment to IGT
Operating Income (including residual value payment)**

0.0
$2,301.8
$735.3

*Prize payout incorporating forecasted
unclaimed prizes
**State Admin and EUA expenses are
equal to FY18 estimate plus 3%

35.0
$700.3

FIGURE 3

Financial statement

2.2 Commercial Sales Summary
INCREMENTAL TICKET
SALES BY CATEGORY ($M)
Do Nothing Ticket Sales

FY19
$2,926

Total Draw Game Initiatives

$36.6

Total Instant Initiatives

$52.2

Total Retail Initiatives

$12.4

Total iLottery Initiatives
Total Initiatives by Category
Total Ticket Sales
FIGURE 4

$5.6
$107
$3,033

Incremental ticket sales by category

2.3 Commercial Net Income Summary
INCREMENTAL NET
INCOME BY CATEGORY ($M)

FY19

Without Initiatives Net Income

$698

Total Draw Game Initiatives

$14.3

Total Instant Initiatives

$11.9

Total Retail Initiatives

$3.3

Total iLottery Initiatives

$1.5

Subcontractor Savings

$6.5

Total Initiatives by Category
Total Net Income
FIGURE 5

$37.5
$735

Incremental net income by category
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2.4 Operational Strategies: Cost Base Summaries (OPEX)
OPERATING ALLOWANCE
($000s)

FY19 FC

Draw Game Provider Fees (IGT/Intralot)

$43,863.0

Print Fees (SGI)

$21,258.0

Marketing

$44,592.7

Misc Overhead
State Costs (EUA)
Depreciation
Total Operating Allowance Costs
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FIGURE 6
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$3,651.4
$11,715.9
$705.4
$125,786.4

Table of spend categories within Operating Allowance

3.0 BRAND & MARKETING
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3.1 Situational Analysis
There are approximately 10 million adults in Illinois (U.S. Census 2016) and of this, around 6 million
play the Lottery over the course of a year. Awareness of the Lottery is high and there is strong brand
recognition. However, consumers are apathetic toward the Lottery, which highlights an opportunity for
future engagement and greater player conversion (Camelot research, Incite, 2016).
Around 2.6 million of the Lottery’s total player base play weekly; the rest play monthly, or less. Weekly
players make a sizable contribution toward total sales. In FY17, annual sales totaled $2.8 billion. Around
$2.4 billion (85 percent) came from weekly players. This shows the importance of preserving the loyalty
of this segment to maintain a solid foundation for growth. The Incite research also identified around 1.6
million adults in Illinois who had not played lottery in the previous year but were open to playing in the
future, which is encouraging given our plans to broaden participation.
Qualitative and quantitative research determined three significant related growth levers linked to the
Lottery brand: brand trust, benefits to society and win belief:
Brand trust: The success of all lotteries is underpinned by trust. The Hall & Partners quarterly tracker
showed consumer belief in the integrity of the Illinois Lottery (trust) fell from 50 percent to 37 percent
between 2013 and 2016, following prize payment issues. It has recovered only slightly to 39 percent
(Quarter 3 - Quarter 4, 2017). The Illinois Lottery brand must cultivate long-term advocacy, loyalty and
appeal. It must focus on making sincere connections with consumers, strengthening the understanding
of the benefits the Lottery brings to them and the state.
Benefits to society: Hall & Partners quarterly tracker showed a decline in consumer belief that the Lottery
makes a positive contribution to education. Following the prize payment issues in 2015 and 2017, positivity
scores relating to contributions to education fell from 24 percent in 2013 to a low of 13 percent (Quarter
1 - Quarter 2, 2016). It has recovered only slightly to 19 percent (Quarter 3 - Quarter 4, 2017).
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The Lottery’s benefit to society needs to be more widely understood by Illinois consumers. Education
is recognized as a good choice for Lottery funding but improving transparency and better linkage to
education will improve affinity toward the brand, which will drive Lottery performance.
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Win belief: Consumers need to believe they can win to sustain frequency of play. The Incite research
highlighted mostly low levels of winner awareness by game, as well as personal experiences of winning.
This is concerning because a growing and evolving gaming market in Illinois could potentially present
serious competition for the Lottery. There is an opportunity for more winner stories to help drive win
belief and frequency of play.

There are other factors negatively impacting the relationship between the consumer and the Lottery
brand. For example:

•

Game comprehension: Lottery game propositions and the roles games play in the portfolio are
unclear to consumers, which is intimidating and a barrier to entry.

•

In-store environment: In retail, consumers highlighted opportunities to enhance their Lottery
purchase experience.

•

iLottery marketing investment: Little effort has been made to promote the iLottery platform in
recent years. The lack of investment has undermined awareness and conversion, resulting in
low registrations. iLottery represents only 1.5 percent of total sales. Players have not been trying
iLottery, and when they do, they don’t stay active.

•

Lottery advertising: This has not been effective in growing player numbers in the last five years.

More broadly, changing consumer trends have influenced our approach to communications and use
of media in Illinois. Consideration for lottery products has been diluted because today’s consumer is
distracted. It is estimated consumers switch between screens up to 20 times an hour. Microsoft claims
that the average person’s attention span is now just eight seconds. All this makes the fight for consumer
attention tougher than ever:

•

The average American is exposed to 4,000-10,000 ads every day (The Business Journals, Sep 1, 2017).

•

Consumers are increasingly able to avoid advertising, with ad blocking, delayed viewing or
services such as Netflix, etc.

•

This, in combination with the proliferation of media choices for consumers, is making it harder
and more expensive to deliver the right message, at the right time, to the right person. (Nielsen
Total Audience Report, Quarter 2, 2017).

•

This media fragmentation is compounded by 81 percent of adults watching two screens at once,
impacting effectiveness of messaging cut-through. (eMarketer 2017).

3.2 Strategy
Brand and marketing strategy: Providing consumers with reasons to engage with the Lottery and
compelling reasons to play.

3.3 Goals
Three marketing goals are captured below:

•

Build a trusted brand with universal appeal for Illinois consumers and stakeholders to create an
emotional connection with the Lottery that will encourage reappraisal and drive relevance and affinity.

•

Promote new game launches and core existing games with communications that engage
consumers with motivating reasons to play and a media program that has a constant presence
across the year to drive lottery salience and brand reappraisal.

•

Support channel initiatives with an anywhere, anytime access message, which promote the multiple
ways to access and interact with lottery products, as well as raise awareness of the iLottery channel.
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3.4 Key Planned Activities
Key planned marketing activities are detailed below for each of the three goals:
Goal: Build a trusted brand with universal appeal for Illinois consumers and stakeholders to create an
emotional connection with the Lottery that will encourage reappraisal and drive relevance and affinity.
Building a trusted brand is critical to strengthening the emotional connection people have with the
Lottery. There are four key activities detailed below:

(i) Refresh the brand positioning of the Lottery
In order to create a brand that stands for something, a clearly distilled brand promise will be developed,
which touches every aspect of the business. The brand promise is a value or experience customers
can expect to receive each time they interact with the Lottery. The brand essence is the heart and soul
of a brand and determines what the Lottery stands for. The Lottery brand promise and essence will be
delivered by a number of separate, albeit overlapping initiatives:
Brand refresh: Camelot Illinois will refresh the look and feel of marketing collateral in-store, online and
across all touch points.
Brand belief: Camelot Illinois will strengthen the consumer links to good cause beneficiaries with a
foundation of dreaming to reinforce reasons to play.
Brand value: The value (equity) of the brand will develop over time as new games are launched and
existing games are renovated to deliver a better win experience from the portfolio. This will improve win
belief to reinforce reasons to play.
Brand affinity: Communications from the Lottery will be designed to create an emotional connection
with consumers, to generate reappraisal, relevance, desire and loyalty.
Brand salience: This is the degree to which the Lottery brand is thought about or noticed when a
customer is in a buying situation. Camelot Illinois will have a constant media presence, across the year,
to drive awareness and prompt/remind consumers to play.

(ii) Adopt a coordinated approach to maximize winner awareness and drive win belief through
social, retail and public relations
Win belief will be driven by combining efforts across retail, social media and public relations to reinforce
existing positive views, and give less frequent players more reasons to believe.
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The business will actively celebrate stores where winning tickets have been sold, and use PR and social
media to promote content about winners. Please also see section 8.4.
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(iii) Execute fewer, bigger, better experiential plans
Our aim is to execute fewer, bigger, better experiential plans, in order to generate engagement on a scale
commensurate with the size of the Illinois Lottery brand. This means focusing marketing efforts on
events that have the biggest potential for incremental growth, based on audience size and the fit with
Lottery and winning.

(iv) Develop responsible play awareness advertising and adopt responsible play messaging
throughout
Responsible play messaging will be included in consumer-facing marketing communications materials
to inform, educate and protect consumers. This includes advertising through radio, video, digital and
print. Marketing messaging will not directly target vulnerable groups with respect to age, social status
or gambling playing habits. All of our marketing efforts will adhere to section 5.5 of the Marketing Code
of Conduct: ‘Marketing communications and PR activities should respect the dignity of all persons and
should avoid causing offense on grounds of gender, marital status, family status, socioeconomic group,
sexual orientation, religion, age, disability or race.’
Goal: Promote new game launches and core existing games with communications that engage
consumers with motivating reasons to play and a media program which has a constant presence
across the year to drive Lottery salience and brand reappraisal.
The constant engagement approach will be delivered in four ways:

(i) Define communication frameworks for games within the portfolio
The development of a communication framework will form part of the brand positioning work, previously
detailed. This will shape the relationship between the Illinois Lottery parent brand and the games which
feature in the Lottery portfolio. It will enable compelling, differentiated narratives for the games, which
broadly fall into three core need state groups i.e., ‘change my day,’ ‘change my life’ and ‘change my world.’
Need states categorize shared benefits for consumers buying Lottery games. For example, the need
state associated with playing a big Jackpot game, such as PowerBall, would be change my world. This is
because the large jackpot allows the winner to not only improve their own life but also the lives of people
around them, such as friends, family and the community they live in.

(ii) Develop complete new suite of creative work for core and new game launches
A new suite of creative work for core games, such as Powerball, Lotto, Mega Millions, Pick 3 and Pick
4, will be developed. In addition, the new creative will extend to game launches, i.e., Instant families,
Instants specialty tickets and Cash4Life, to support FY19 product launches.
The new marketing communications will create brand narratives which connect and engage with today’s
media savvy/media avoiding consumers. We will adopt a storytelling approach to our major campaign
platforms, crafted to effectively work in paid, owned and earned media as defined below.
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•

Paid media includes traditional advertising, such as TV, radio, print, etc. This currently accounts
for the majority of paid media spend. Paid media in the digital world is an investment made to pay
for site visits, as well as consumer reach or conversions through search, display ad networks or
affiliate marketing.

•

Owned media belongs to the Lottery, creating additional avenues for people to interact with the
brand. In retail, for example, this would include Instant ticket dispenser, PPOS, including media
screens at the point of purchase. Digitally, this includes the Lottery’s website, blogs, mobile apps
or other social presence, such as Facebook and Twitter.

•

Earned media is the publicity generated to increase awareness about a brand both online and
offline. Earned media includes word-of-mouth that can be stimulated through viral and social
media marketing and includes conversations in social networks, blogs and other communities.
Earned media drives traffic, engagement and sentiment around a brand.

Consumer insights will inform our creative and media planning development so each campaign is tailormade to address the proposition presented by respective games.
There are three core campaigns contemplated in FY19:

•

#Dreams: This is a working title for a workstream to develop a creative platform to convey Draw
game propositions and, where relevant, a changing value proposition.

•

New Instant games launches and category messaging.

•

New Annuity Draw Game.

(iii) Research and develop creative and media solution which reframes the ‘worth of’ a win
based on need states
The ‘worth of a win’ will be reframed with fresh creative and media solutions. Research will explore
consumer need states and the best ways to address Jackpot Fatigue from Powerball and Mega Millions
in particular. Jackpot Fatigue is the term used to describe consumers who have become increasingly
desensitized to large jackpots impacting participation. This research will inform the approach and scope
of the #Dreams creative platform.
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Figure 7 considers the dreams that underpin play. It has been developed by Camelot and is a proprietary
tool; it considers the Illinois Lottery game portfolio and the need states which will inform tone,
personality and marketing messaging. Lottery need states categorize the shared usage occasions,
benefits and attributes for consumers buying our products.
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Having fun with it
Sharing the experience

Get the most out of life

Looking after loved ones

THE VECTOR OF DREAMS
The dreams that underpin play

Worry free

Status

Recognition
Stabilizing myself
FIGURE 7

Vector of dreams

(iv) Invest in a flexible and efficient biannual media plan
A media program with a constant (52-week) presence across the year to provide consumer engagement
will be delivered by investing in an efficient, flexible biannual media plan. Marketing investment will target
key revenue generating initiatives supporting our games and channel plans. A flexible media strategy
will be implemented across traditional and digital channels, capable of adjusting to the volatile nature
of Draw games (which have unpredictable jackpots), while driving maximum returns on marketing
investment and consumer reach.
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Figure 8 below illustrates the benefits of our approach to media planning and buying:

Foundational Media
Media negotiated and purchased in advance
to support planned campaigns, quick hit and
brand messaging

Planned Campaigns
Draw games launches,
Instant families,
responsible play,
specialty tickets, etc.

FIGURE 8

•

•

Creates relevance and
context tied to creative/
game
Includes high profile
placements, custom
content, integrations, etc.

•
•
•
•

Maintains awareness through reach driving channels
and tactics
Allows quick updates or changes to creative (copy swap)
Generates savings
Secures inventory and placements

Quick Hit News
•

Short-term
high-impact media

•
•

Adds quick reach and
frequency
Drives excitement and
urgency
Allows for customized
message

Media framework

Most importantly, our media framework will help make the Lottery’s marketing dollars work harder
and more efficiently through advance buying of the foundation media on a twice annual basis. In
addition, wastage will be minimized by investing marketing dollars mainly in the five Nielsen Designated
Marketing Areas that cover 92 percent of the state population.
The foundation media will be designed to optimize reach to re-engage consumers in Illinois in FY19.
Camelot Illinois will adopt a test and learn approach to new media outlets throughout the year and will
also build a model in FY19 which will aid and inform media buying.
Goal: Support channel initiatives with an anywhere, anytime access message, which promotes
the multiple ways to access and interact with lottery products, as well as raising awareness of the
iLottery channel.
The following channel initiatives will be supported in four key ways detailed below:
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(i) Produce launch campaign for app availability
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A targeted marketing launch campaign will be developed for the new app to let consumers know they
can now play Lottery games with convenient anytime, anywhere access.

(ii) Integrate in-store/app/llinoisLottery.com, channel agnostic call to action into
all marketing campaigns
There will be a tag on future advertising communications which informs consumers that they can now
play in retail, online and via the app, after the app has gone live. Established consistent wording (and
possibly sonic branding for audio-only communications) will be adopted to promote the different ways to
access Lottery products.

(iii) Support Perfect Store retail initiatives and PPOS refresh
The marketing team will work closely with the retail team to support their Perfect Store retail initiative
and PPOS refresh project. A consistent branded look and feel will be incorporated across all consumer
touch points.

(iv) Support core game initiatives
Core game initiatives will be supported to generate awareness and stimulate impulse purchases. We
will use point-of-sale and in-store media to drive Lottery salience. This will promote accurate jackpot
communications and highlight in-store win belief. This is summarized in Figure 9:

QUARTER 1

KEY ACTIVITES

JUL

AUG

SEP

QUARTER 2
OCT

NOV

DEC

QUARTER 3
JAN

FEB

MAR

QUARTER 4
APR

MAY

JUN

Winner Awareness
Responsible Play
BRAND

Holiday Gifting
Speciality Instants
Experiential (TBD)
Multiplier Family

GAMES

(INSTANT)

Holiday
Family (TBD)
Instants (TBD)

GAMES
(DRAW)

CHANNEL
(RETAIL)

CHANNEL
(iLottery)

Jackpot (Jackpot dependent)
Annuity
Perfect Store
PPOS Refresh
Transactional App

FIGURE 9

High-level Marketing Activation Plan
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4.0 GAMES: INSTANTS
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4.1 Situational Analysis
As a result of internal analysis, we believe there is scope to enhance Instant game design in Illinois to
help players navigate the ticket dispenser and choose their ticket more easily. This means looking closely
at the different elements of a scratchcard and how they appear on a ticket. There should, for example,
be a hierarchy of messages in place for how the top prize, the game name, prizes available to win and
game instructions appear on a ticket. Players need compelling reasons to trade up to higher prize point
games, which means there is an important requirement for better price point differentiation. Specifically,
to establish price points ($1, $2, $3, $5, etc.) with play/winning experiences that change according to the
price of the ticket.
Once we have made game choices in-store easier, the Lottery will be in a stronger position to increase
impulse purchases of Instant games. As things stand, the top 10 Instant tickets accounted for
approximately 50 percent of total sales in FY18, (YTD FY18). Ticket displays are congested by slower
selling, less popular games that can remain in market for long periods of time. This points strongly to
supply chain inefficiencies and the need to better understand and manage the Product Life Cycle (PLC)
of Instant games.
Average Instants sales per retailer are around $4.6K per week (YTD FY18). Sales analysis highlights that
many retailers with below average sales numbers have more tickets on display than retailers showing far
higher sales. Slow selling games and the mismatch between sales and the number of dispenser facings
again point to supply chain opportunities in Illinois.
Historically, Instant games in Illinois often shared the same (cash) theme and similar playstyles. This
presents an opportunity to broaden the Instant category product offering and better meet consumer
need states. Incite research (2016) revealed nearly a third of Illinois adults said having a better selection
of games would make them play more. The Incite research also identified that less than half of core
weekly players (43 percent) felt they had a good chance of winning on an Instant ticket, which is a lost
opportunity given this cohort (25 percent of players) generates approximately 75 percent of revenue. A
closer review of existing prize structures demonstrated inefficient use of the prize pool, which influences
the winning experience for players and ultimately aggregate payout.

4.2 Strategy
FINAL (June 22, 2018)

Strategic pillar: Deliver games with clearly defined and exciting propositions.
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Instants strategy: To maximize potential of the Instants category by providing players with an
assortment of high quality products that meet diverse consumer needs, where regular new game
introductions are complemented by familiar favorites.

4.3 Revenue Objectives: FY19 Instant Sales

Instant Sales ($MM)
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$1,941.3
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FY19 Instant
sales

Instant sales

•

Camelot expects growth across all price points in FY19 as a result of improvements made across
the category.

•

The $25 price point will not feature in FY19.

•

We estimate that $25 ticket sales will be absorbed into $20 and $30 price points.

•

The Instants category will benefit from planned retail activities (please see section 6). The sales
increases resulting from our retail plans have been incorporated into the Instants revenue numbers.

•

Camelot may be required to switch off some of the instant ticket vending machines during technical
transition in December 2018. We will work with the State and retailers to minimize assumed sales
losses to Instant games resulting from the temporary absence of vending machines.

4.4 Goals
Three Instant goals are captured below:

•

Increase the frequency of meaningful prizes and enhance consumer winning experiences to
improve win belief.

•

Consistently launch games with proven appeal and create a differentiated product range that
addresses diverse consumer needs.

•

Review, then evolve the Instant supply chain to ensure we have the right product, in the right place,
at the right time, in the right quantities.
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4.5 Key Planned Activities
Key planned Instant activities are detailed below for each of the three goals:
Goal: Increase the frequency of meaningful prizes and enhance consumer winning experiences to
improve win belief.
Win belief will be driven with two key activities detailed below:

(i) Introduce prize structure management to optimize win belief and profitability
Prize structures should not be created or edited on an individual basis, but rather comply with an
overall prize structure strategy for the category. Camelot Illinois will employ a holistic approach to prize
structure development to ensure wins are experienced differently across price points and commensurate
with the cost of the ticket. We will work with our ticket vendor (SGI) to improve prize structures.
Win belief will also be improved by maximizing the number of impact prizes. An impact prize is a value
that, when won, will strengthen a consumer’s view that they can win, which subsequently increases the
likelihood of future play. Although the perception of an impact prize differs by price point, in Camelot’s
experience working with consumers in many different lottery markets, there are certain prize tiers that
create an increase in win belief and brand loyalty: $5, $10, $20, $50, $100, $500 and $1,000.
The removal of irregular prize amounts (which can be inefficient in terms of prize payout), in combination
with increasing the number of impact prizes available to be won, will boost overall win belief. For
example, it is better to have 120,000 wins of $5 than 75,000 wins of $8. It is possible to create a
significant increase in the number of additional impact prizes when these types of changes are applied
across the entire category.
A prize optimization program will be delivered through prize structure efficiencies and, where possible,
will align payout with our newly defined differentiation strategy, which will drive improved returns to
good causes.
Goal: Consistently launch games with proven appeal to create a differentiated product range that
addresses diverse consumer needs.
The aim is to improve the quality of games featured in the Instants plan. This will be achieved in four ways:

(i) Establish price point differentiation

FINAL (June 22, 2018)

Differentiation helps players navigate the range better by providing greater clarity on the value and
benefits of each price point. It also encourages players to make more informed price point choices.
Figure 11 below illustrates how Instant ticket differentiation will be established in future.
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$1

$2

$3

$5

$10

$20

$30

2.5 x 4

4x4

6x4

6x4

7.5 x 4

9x4

10 x 4

$50

$100

-

$500

$1,000

$1,000–$2,000

-

Top Prize

$1k–$4k

$20k–$30k

$50k–$80k

$100k–$250k

$500k–$1m

$2m

$4m+

Typical Odds

4.6–4.8

4.2–4.4

3.8–4

3.5–3.7

3.1–3.3

2.8–2.95

2.65–2.8

Chances to Win

5

10

Extended Play

15

20

25

30

Suggested Prize
Payout

63–64%

65–67%

65–67%

68–70%

73–76%

75–77%

76–78%

-

-

-

Special Inks
Spot UV

Foil
Special Inks

Foil
Special Inks

Foil
Special Inks

Autowin
$5 Doubler

Autowin
$10
Doubler/
Tripler

Autowin
$20

Autowin
$20–$50
Multiplier

Autowin
$50
Multiplier

Autowin
$100
Multiplier

Autowin
$150
Multiplier

Size
‘Loaded’ Prize

Optional Print
Finishes
Game Features

FIGURE 11

Instants differentiation

(ii) Introduce an ongoing program of game development driven by consumer research
Camelot Illinois will implement a rolling, research-driven game development program to populate the
FY19 game plan (from the second half of the year onward). The research program will provide deeper
consumer understanding, inform concept design and objectively quantify overall appeal, purchase intent
and comprehension among core, occasional, infrequent and lapsed players.
The first half-year of the plan will include a mixture of games, themes and price points which have
already proven successful in Illinois and similar markets. Games launched in the second half of the year
will be informed by consumer research. For example, planned research in May 2018 will provide $5 and
$10 games which are due to launch Quarter 2, FY19. Lower price point tickets are being researched in
June 2018, and this will feed the Instants game plan from backend of Quarter 2 and Quarter 3. Family
games and separate seasonal games for FY20 will be researched around October/November 2018.

(iii) Improve core games (familiar favorites)
Core games are products that sustain a steady rate of sale over a prolonged period of time and do
not decline as quickly as other Instant games in market. Core games typically achieve a sustained
rate of sale because there is something distinct about the proposition that keeps interest and repeat
purchasing levels strong. They are appreciated by players because their constant presence in the Instant
ticket dispenser aids the purchase decision making process. The following games are identified as
core games: Crossword ($3, $5, $10); Bingo ($3, $5); 7-11-21 ($1); and 7s ($5). Across the global lottery
market, there are other core game types which could be established in Illinois. These include Multiplier,
Loaded and other themed games.
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Instant game designs, playstyles and prize structures of existing core games will be optimized, with
consumer research, to fuel growth and maintain demand. In addition, research to better understand
consumer need states will determine the potential introduction of more core games within the second
half of FY19 and beyond.

(iv) Introduce new and innovative game propositions
Innovation creates buzz in the Instants category and plays an important role reinforcing reasons to play
and, for some, stimulates new purchase occasions. Product innovation keeps loyal core players engaged
with the category and provides marketing communications with content which prompts less committed
players to purchase.
The game development program will test the appeal of licensed property games such as Monopoly,
Uno and others. There are also opportunities to expand the range of extended play games to include
new playstyles to appeal to consumers who enjoy a longer play experience, or Scratch-my-back ticket
(which has proven successful in many other markets). Innovation also extends to printing, such as spot
holographic, HD play symbols, colored play symbols, etc.
Goal: Review, then evolve the Instant supply chain to ensure we have the right product, in the right
place, at the right time, in the right quantities.
Instant game inventory management is especially important. It’s vital to understand all aspects of the
Instant ticket supply chain to maximize the availability of the fastest selling Instant games. This will
drive category availability, save time and work for retailers and the sales teams, as well as ensure a high
sell-through rate for each individual game. The supply of Instant games must ultimately be aligned to
consumer demand. There are three key activities detailed below:

(i) Review of end-to-end supply chain process
The review of the end-to-end supply chain includes an audit of the retailers to determine accuracy of
retailer dispenser information, the number of empty spaces found in Instant ticket dispensers and the
reasons for these gaps. In addition, Camelot Illinois will assess forecasting, inventory and distribution
efficiency (such as timeliness and accuracy). Metrics will be established to measure the impact of
supply chain initiatives put in place.

(ii) Understand and optimize product life cycles (PLC), distribution and stock
management for tickets

FINAL (June 22, 2018)

Clarity across a few areas is needed to optimize PLC and improve distribution and stock management.
This includes a full PLC review for each Instants game, as well as understanding the impact the life
cycle of a game has on game availability (including mix of themes and price points). The business will
consider retailer sales and the number of dispenser facings, in conjunction with pack size and credit
terms to determine the optimal dispenser size for each retailer.
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An investigation of how tickets are currently ordered will reveal how supply is influenced by LSRs,
retail service centers and the retailers themselves. Camelot Illinois will work with SGI to understand
distribution methodologies with the vision of introducing an evolved and more efficient inventory
management system.

(iii) Agree on plans for supply chain improvements and communicate with key stakeholders
Any significant changes to supply chain will be made collaboratively with our partners. We will work
across the business to establish Key Performance Indicators (KPIs) for core areas and activities.
Camelot Illinois and SGI will use that information to improve inventory and stock management processes.
A cross-functional team including members of retail, marketing, warehousing and retail service centers
will identify opportunities and implement solutions to maximize Instant game availability. The intention
is to ensure optimal Instant ranging by store, which will be achieved with retail segmentation and
merchandising guides. At a minimum, we will identify a range of ‘must stock’ tickets for all retailers.
In FY19, we will work with the Illinois Lottery to improve the policies and procedures that guide how
Instant win games are marketed, activated and closed at retail locations. Our goal will be to ensure that
the Illinois Lottery meets and exceeds current industry practice so that our players are able to make
informed decisions about which games to play while we maximize financial returns to the state.

4.6 Game Plan
Price point availability
It is important to have the right range of games available by price point throughout the year.
This is captured in Figure 12 below:
PRICE
POINT

2018

JUL

AUG

SEP

OCT

NOV

DEC

2019

JAN

FEB

MAR

APR

MAY

JUN

$1

5

5

6

6

5

5

5

5

5

5

5

5

$2

6

6

5

5

5

5

5

5

5

5

6*

6*

$3 - SP

4

4

3

3

3

3

3

3

3

3

3

3

$3

5

5

4

4

4

4

4

4

4

4

4

4

$5

8

8

8

8

8

8

8

8

8

8

8

8

$10

7

6

6

6

6

6

6

6

6

6

6

6

$20

4

4

5

5

5

5

4

4

5

4

4

4

$30

2

2

2

2

2

2

2

2

2

2

2

2

TOTAL

41

40

39

39

38

38

37

37

38

37

37

37

*Represents Police specialty ticket (branded)
FIGURE 12

Instant net ticket availability, by price point, FY19
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There are 48 Instant game launches planned for FY19, which is consistent with the number of game
launches in FY18 (47). However, the number of games available to order will reduce from 41 to 37 games.
This will be achieved with shorter life cycles for some games.
A number of higher price point, ‘inventory games,’ at $10, $20 and $30 price points will be printed in
advance to ensure ongoing flexibility with the plan.

FY19 Game Plan (1st Half-Year)

JUL

AUG

SEP

OCT

NOV

DEC

$1

Win Pigs Fly

Money Doubler

5x

Happy Christmas

Fast $50's

7-11-21

$2

777

It Takes 2

10x

Twelve Elves

TBD - Veterans*

Fast $100

$3

Special Olympics

$5

Amethyst 7's

$10

$20

Ticket for the Cure

Diamond Mine 9x

25x

Crossword

50x

Illinois Millions

100x

Holiday Magic

Crossword

Pink Diamond
Payout

Big Money
GIGANTIX

Merry Millionaire

Gold Rush

$25

$30

Ultimate Millions

*Veterans specialty ticket - title TBD
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$500 Frenzy

Instant Game Plan, by price point and theme, (July 2018 - Dec. 2018)

KEY: GAME THEMES

The FY19 Game Plan is represented in Figure 13 (1st Half-Year) and Figure 14 (2nd Half-Year) below.
Games displayed may be changed with agreement between the State and Camelot Illinois.
Money
Luck
Numbers
Loaded
Seasonal
Multiplier Family
Extended Play
Whimsical
Specialty
Licensed

FY19 Game Plan (2nd Half-Year)
FEB

MAR

APR

MAY

$1

TBD

Lucky 7s

Family

$50 Flash

Hot Ticket

$2

TBD

Lucky Number 7*

Family

Ace in the Hole

TBD - Police*

Super 7s

MS Project

Lucky Lines

7

Family

Monopoly (TBD)

$3

$5

TBD

$10

TBD

$20

JUN

Easy as 1-2-3

Red Ribbon Cash

24 Karat Gold

Family

KEY: GAME THEMES

JAN

Money
Luck
Numbers
Loaded
Extended Play
Whimsical
Specialty
Licensed
Gaming
TBD

Loaded

Cash Frenzy

Family

$30

*Lucky Number 7 goes to Special Olympics. Police specialty ticket - title TBD.
FIGURE 14

Instant Game Plan, by price point and theme, (Jan. 2019 - June 2019)

37
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5.0 GAMES: DRAW
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5.1 Situational Analysis
Quantitative research showed that a lack of win belief is a key reason people do not play Draw games
more often in Illinois. Sixty percent of players who did not play a Draw game in the last three months
cited ‘I don’t feel I have much chance of winning’ (Incite 2016).
In-state Draw games typically generate more winners in Illinois than multi-jurisdictional games, such as
Powerball and Mega Millions. Given this, in-state Draw games are an effective tool for raising win belief
with marketing communications and public relations.
Lotto generated approximately $88 million in revenue in FY17 but is showing a 2.4 percent decline
over five years (compound annual growth rate). A number of factors influenced this decline, including
competition from Powerball and Mega Millions, as well as the structural impact of a 6/52 Lotto
game matrix.
In Lotto, players choose six numbers out of a selection of 52 (6/52 Lotto matrix). Given the number of
players, this means Lotto has less than a 4 percent chance of being won each draw. It means an average
of five jackpot winners across 156 draws per year. The roll series is very long, resulting in fewer winners,
ultimately contributing to a lack of win belief.
Lucky Day Lotto sales have remained flat over the past five years (between $130 million to $140 million
per year). However, sales are showing a 7.9 percent decline year-to-date in FY18 due to a lack of
big jackpots.
Draw game participation for Jackpot and Numbers games (Pick 3 and Pick 4) has been flat between
2012-2017 (Hall & Partners brand tracker).
There is a high degree of overlap between Pick 3 and Pick 4 players; over 75 percent of Pick 3 and Pick 4
players play both. These games rely heavily on high frequency play from core players.
Technical transition in December 2018 is a key consideration in this plan and influences launch activity
and timings. Due to technical transition, we are unable to launch new games until the second half of FY19.

5.2 Strategy
FINAL (June 22, 2018)

Strategic pillar: Deliver games with clearly defined and exciting propositions.
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Draw strategy: Provide consumers with distinct propositions inspired by their desires for Draw
games that can ‘change my day,’ ‘change my life,’ or ‘change my world,’ accessible through digital and
retail channels.

5.3 Revenue Objectives: FY19 Draw Games
$1,200
$1,091.7

Draw games ($MM)

$1,000

$800

$600

$400
$276.4

$255.3

$200

$131.8

$91.7
$
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$174.3

$152.7
$9.5

Pick 3

Pick 4

Lotto

Lucky Day
Lotto

Mega
Millions

Annuity
Game

Powerball

FY19 Draw
game sales

Draw games sales

•

The Draw games category will benefit from planned retail and iLottery activities (please see
sections 6 and 7). The sales increases resulting from these plans have been incorporated into the
Draw games revenue numbers.

•

Camelot may be required to switch off some of the vending machines during technical transition
in December 2018. We will work with the State and retailers to minimize assumed sales losses to
Draw games resulting from the temporary absence of vending machines.

5.4 Goals
Three Draw game goals are captured below:

•

Focus on core Draw games to optimize revenue.

•

Promote and evaluate existing Draw game portfolio to keep propositions fresh and widen
participation.

•

Innovate new game propositions into the Draw game portfolio in Illinois to meet untapped
consumer demand.
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5.5 Key Planned Activities
Key planned Draw activities are detailed below for each of the three goals:
Goal: Focus on core Draw games to optimize revenue.

(i) Realize potential for Jackpot games (PowerBall, Mega Millions and Lotto) to ensure
greater play frequency throughout roll series, driving higher levels of sales and returns to
good causes
Analysis of per capita sales in peer states (MA, PA, GA, TX, FL, OH, MI, IN and NJ) demonstrates the
potential to improve revenue across Mega Millions and Powerball in Illinois. There is scope to improve the
current ‘trigger’ strategy for supporting jackpots on Draw games to grow revenue for earlier (lower jackpot)
draws and ongoing, throughout the roll series. Statistical modeling of rollovers on Draw games allows for
better budgeting of rollover activation throughout the year. This can be revised on an iterative basis but
ensures that sufficient marketing investment is available.
The details of this approach to jackpot marketing is detailed in the Marketing section of this plan.
Goal: Promote and evaluate Draw game portfolio to keep propositions fresh and widen participation.
The current portfolio of Draw games in Illinois covers many recognized consumer need states for lottery.
Camelot has an established model for expressing consumer needs as games that can: ‘change my
day,’ ‘change my life’ or ‘change my world.’ The model must be validated/refined for Illinois and when
complete will inform how each game in the Lottery portfolio fulfills a unique position within the market to
maximize its player appeal and participation. The following two key activities explain game renovation in
greater detail.

(i) Explore opportunities to expand consumer engagement of Numbers games (Pick 3 and 4) to
make the games more accessible to new audiences and via iLottery
Pick 3 and Pick 4 games represent approximately 50 percent of Draw game revenue in Illinois, but
these games have relatively low participation, that is 20 percent and 8 percent, respectively, for weekly
play (Hall & Partners brand tracker, Jan-Dec. 2017). Qualitative research in 2016 highlighted consumer
confusion with Pick 3 and Pick 4 games, which are deemed complicated and therefore a barrier to play
for consumers. There is an important opportunity to expand engagement by demystifying play and
making these games more accessible.

FINAL (June 22, 2018)

Pick 3 and Pick 4 games are currently available to play in the iLottery channel, but only via subscription for
seven days or longer. This is confusing for consumers, which is why it is important to offer a consistent
play experience across retail and iLottery for Pick 3, Pick 4 and other games. We will quantify the potential
sales growth that could be achieved with this approach.
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Consumer research will explore the barriers to play for occasional and non-players of Pick 3 and Pick 4.
This will guide an educational/brand awareness campaign in retail and iLottery to improve appeal and
comprehension of these games.

(ii) Develop enhanced propositions for Lotto and Lucky Day Lotto games to renovate and
optimize these games for launch in FY20 and beyond
Both Lotto, and to a greater extent Lucky Day Lotto, appeal to regular Draw game players. Sales are not
growing as quickly as we would expect, given the size of the jackpot. Neither Lucky Day Lotto nor Lotto
experience the same levels of accelerated growth in participation and/or sales as the jackpot grows, as
seen with Mega Millions and Powerball.
In order to maximize the performance of in-state jackpot games, we must determine a core proposition for
Lotto and Lucky Day Lotto. For example, what consumer need states do these games meet, and what is
the best way to enhance these games? Therefore, an attitude and usage research study will determine why
people play both Lotto and Lucky Day Lotto. This understanding will determine our approach to achieving
improved participation and sales potential for these games.
New product development recommendations for Lotto and Lucky Day Lotto will be completed during FY19
for implementation in FY20.
Goal: Innovate new game propositions into the Draw game portfolio in Illinois to meet untapped
consumer demand.

(i) Launch an annuity game called Cash4Life, which delivers a jackpot prize over time instead of
a one-off payment
The current Draw portfolio in Illinois does not include an annuity game, i.e. a game that offers a guaranteed
regular payment that lasts for the rest of a player’s life, versus a one-off, lump-sum top prize payment.
Annuity games have been successful and commonly offered in other U.S. lotteries; it presents an
opportunity to satisfy an unmet consumer need state, which widens appeal to new consumers.
Cash4Life will launch in April 2019. The launch will receive significant marketing support to drive player
comprehension, awareness and consideration. We will incorporate learnings from other states to maximize
ticket sales and participation.
Two pieces of consumer research indicated player interest in an annuity game. This includes: (i)
Qualitative research (Incite, Aug. 2016); (ii) Quantitative research (Socratic, May 2015). Camelot has also
looked at the success of annuity games in other US jurisdictions to understand their contribution to the
portfolio. This is a good indicator of future performance and player interest.
With this in mind we have made a number of assumptions. At launch, sales are typically 60 percent
higher than the steady sales seen ongoing. Therefore, the average per capita assumption for the first six
months is approximately $0.6 - $0.7 per quarter. Based on peer state sales, we have assumed a steady
state per capita sales of $0.4 per quarter. This per capita sales forecast will place Illinois as a mid-level
performer when compared to other peer states.
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6.0 CHANNEL: RETAIL
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6.1 Situational Analysis
There is a significant correlation between sales growth, improved in-store execution and retail expansion.
Our analysis shows that in-store execution in Illinois, combined with a decreasing number of retailers,
has negatively impacted brand image and sales. The retail environment provides opportunities for
improved and more consistent lottery experiences for current and prospective players. A 2016 audit
showed that more than half of stores kept Instant games under the counter or on the back wall, meaning
tickets were less visible or out of sight.
Quantitative research in 2016 identified 43 percent of occasional Instant players thought the Lottery
experience was poor, which is commercially significant as occasional players account for approximately
70 percent of all Instant players (Acosta 2016, Hall & Partners brand tracker, 2018).
The Lottery network has declined from 8,300 to around 7,500 retailers over the past four years. In
addition, the number and mix of retail locations fails to provide sufficient Lottery access to consumers
across Illinois. Lottery sales over-index in the convenience channel (which incorporates convenience
stores with gas). This sector alone makes up approximately 60 percent of all Lottery retailers,
demonstrating an opportunity for greater balance.
We believe that many retailers are ambivalent toward the Lottery and do not appreciate the commercial
value it brings. This limits potential for retail expansion and sales growth among existing retailers. Sales
data indicates the average Lottery retail location earned approximately $20,000 a year in commission in
2017; we believe this is significant and is not consistently communicated to retailers.
Sales generated from existing key accounts demonstrate underperformance; 35 percent of chains
account for only 37 percent of sales in Illinois. This sales number should be far greater given the higher
volume of foot traffic seen in chain stores.
The retailers are not currently segmented. There is a one-size-fits-all approach applied to all retailers,
which means that Lottery retailers and sales team resources are not aligned to sales potential or
performance.

6.2 Strategy
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Strategic pillar: Focus on better access, category presentation and making play easier and more convenient.
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Retail strategy: Build a world-class lottery through an extensive agent network driven by retail excellence,
store optimization and channel expansion.

6.3 Goals
Three retail goals are captured below:

•

Develop a retail excellence program through technology, permanent point of sale (PPOS)
and in-store execution.

•

Expand the type and number of retailers in Illinois by creating a Lottery value story and
undertaking a gap analysis that informs targeted recruitment drives.

•

Optimize the retail network through call segmentation, channel management and
retailer engagement.

6.4 Key Planned Activities
Key planned retail activities are detailed below for each of the three goals:
Goal: Develop a retail excellence program through technology, permanent point of sale (PPOS) and
in-store execution.
The retail team will implement significant projects to provide a foundation for business growth. Technical
transition will result in the conversion of all retail terminals and monitors to Intralot’s latest technology
platform, delivering best-in-class retailer and customer experience. A new design for PPOS will modernize
retailer product fixtures and displays. Two retail sales programs, Perfect Store supported with Perfect Call,
will be implemented with the Lottery Sales Representatives (LSRs) working alongside retailers to maximize
sales potential.

(i) Convert retailers to Intralot technology
The transition to the Intralot gaming platform will take place in December 2018. This process
incorporates the installation of Intralot Lottery terminals monitors and jackpot communicators in all
retail stores across the state.
Before this equipment and technology rollout begins, Camelot Illinois will work with retailers, major
chains and trade representatives to prepare the network for the technical transition. A clear and simple
set of retail communications will inform and update store owners to prepare them for the rollout.
The installation of new terminals, monitors and jackpot communicators will occur in September and
October 2018. In this time, the team will ensure all equipment is rigorously tested before business
cutover in December 2018. In addition, the business will undertake statewide retailer sessions to train
owners, managers and clerks in operating the new Intralot equipment through the month of October.

(ii) Design the new PPOS to enhance retail
Existing PPOS fixtures and displays will be replaced to better promote and display Lottery products in
retail stores. New PPOS fixtures will promote product availability and enhance visibility through improved
signage, dispensers and jackpot communication.
We will collaborate with designers and manufacturers to create new and exciting point of sale equipment
that showcases Lottery products in retail. The variety of retail formats will require customized solutions,
and Camelot Illinois will create modular versions that accommodate different retail environments.
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Camelot Illinois will develop a narrative for the LSR team to engage retailers with the commercial
benefits of updating and installing the new equipment. Training and coaching will be provided to LSRs to
help them secure optimal placement of the new PPOS in stores.
The new PPOS retail enhancement will begin in Quarter 3 FY19. Installation is expected to take
approximately four months. In addition, new instant ticket dispensers (called Power Towers) will be
available in retail from Quarter 1 FY19. These present incremental points of sale in retail, on counter and
in prime locations.

(iii) Implement Perfect Store and Perfect Call
Perfect Store is an initiative to drive the best placement of Lottery equipment in retail stores and
optimize the visibility of products at key locations. It is closely linked to Perfect Call, which is a structured
sales approach to ensure that LSRs develop an effective relationship with retailers and that retailers
execute the required merchandising standards.
The Perfect Store retail layout will be developed from curb to counter, ensuring our equipment and
products achieve maximum visibility in high foot traffic locations. On completion of the Perfect Store
project, retailers will be measured against agreed Lottery store standards and will be incentivized to
achieve excellent retail execution.
We will prepare for the Perfect Store plan by training LSRs and auditing retail locations in Quarter 1.
The program rolls out in Quarter 2, and retailers will qualify for incentives from this initiative from
Quarter 3 onwards.

(iv) Design and rollout LSR development, training and incentive program
Camelot Illinois will train LSRs so they have the right knowledge and skills to succeed. We will hold
structured monthly sales meetings in every region to build business understanding and focus. In
addition, we will implement a comprehensive training and coaching program. All LSRs will be able to
participate in an incentive program to recognize achievement.

(v) Deliver retailer communications and incentive plan
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Retailers play an influential role, regularly interfacing with Lottery customers. For this reason, we will
develop a regular communications plan with our retailers. This includes our monthly retailer newsletter
called Lottery Lowdown. It will contain key information on products, responsible play, promotions and
developments to fully inform our retailers and their employees of Lottery initiatives and activities.
Furthermore, LSRs and retail service centers will update retailers on business developments with
focused and clear communications.
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A customized retailer incentive program will be designed to measure in-store standards and reward
consistent achievement of excellence in retail execution. Retailer incentives are designed to engage
retailers, generate product awareness and drive lottery sales. This is an important initiative because the
Lottery faces tough competition from other consumer packaged goods products for retailer attention/
resources. Retailer incentives will provide a platform for Lottery to effectively compete and offer a
platform for long-term sustainable growth.

Camelot will work with our retail partners to develop the precise mechanics of these retail incentives,
which we plan to operate on a quarterly basis to align with the retail promotional calendar. Examples
could include specific product placement (front of counter), placement of promotional power towers,
inclusion in ‘points for purchase’ programs and commitment to a preset number of promotional
campaigns throughout the year.
Incentives will be a fixed dollar amounts based on successful achievement of the goal. Achievement of
the goal will require proof and will be audited for compliance.
Goal: Expand the type and number of retailers in Illinois by creating a Lottery value story and
undertaking a gap analysis that informs targeted recruitment drives.
Lottery products are one of the biggest value categories in the consumer product goods market. We will
design a Value of Lottery story that demonstrates the size, value and benefits of selling Lottery products
for the retailer. A detailed examination of the retail landscape in Illinois will be conducted to identify
prospective retailers that will expand and grow the Lottery business incrementally.
Camelot Illinois will pursue the recruitment and onboarding of large retail chains not selling
Lottery products.

(i) Undertake a retail gap analysis study and use findings to target prospective retailers
Currently, gas and convenience stores account for approximately 60 percent of all retail locations selling
Lottery products. Opportunities will be identified using a Geomapping technique that shows where
the best sales opportunities exist by region. The output from this exercise will focus resources with a
prioritized retail prospect list. Business Development Managers will be tasked with the recruitment and
onboarding of new retailers.

(ii) Create a Value of Lottery story to demonstrate the size, value and contribution
of the category
The Value of Lottery story will underpin and support the business proposition to sell Lottery products to
prospective retailers. LSRs will use this story to speak with retailers and negotiate better placement and
merchandising of Lottery products. In addition, the Value of Lottery story will also educate retailers on
the benefits of the Lottery to society.

(iii) Recruitment focus on retail chains
The main focus of the key account team is to recruit new retail chains. There is an opportunity in big box,
grocery and drug markets to recruit multiple retail stores and incrementally grow sales. The gap analysis
will identify the retail category leaders, who will be prioritized in terms of turnover, size of retail network
and shopper frequency.

(iv) Develop account plans for top 15 chains
The key account strategy will ensure an account manager is assigned to each chain account, with
the objective of developing the business relationship and ensuring the best representation of Lottery
products across chain network stores. This will involve regular account meetings to share performance,
initiatives and developments. It will also embrace joint business planning to leverage the commercial
relationship, as well as integrated marketing campaigns that promote Lottery products and drive sales.
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Goal: Optimize the retail network through call segmentation, channel management and retailer
engagement.
The management of the retail network is key to the success of the sales strategy. Retail segmentation
will lead to the better alignment of resources, a methodical approach and optimized business support.
Category planning based on sales value and business opportunity will drive performance through
strategic programs delivering improved retail execution standards. This engagement will be retailercentric, supported by our full sales team operating to the highest professional standards.

(i) Segment the retail network according to sales value, store type, game range and point of
sale kit and create retail classification based on sales potential
New retail classifications that segment the retail network will be created. They will contemplate
sales volume, in-store opportunities, store format, profile and kit. Camelot Illinois will ensure there are
appropriate resources in place to support the retail network. Call frequency of LSRs and retail service
centers will be wholly aligned to new segmented classifications.

(ii) Align sales team resources, equipment and product range with retailers resulting in
appropriate call frequency
Long term strategic partnerships with key retailer chains will be established, with a focus on in-store
standards, campaign management and performance measurements. This focus will enhance our
product placement, promotion and potential to achieve our sales goals in each retail chain. Camelot
Illinois will achieve this in four ways:

•

Creating detailed account plans, by retail category, measuring sales against defined performance
measures.

•

Developing best practice in execution at chain level, with measurements being reported to each
account against retail excellence standards.

•

Integrating Camelot Illinois’ business objectives with the chain account to become part of their
planning and promotional calendar.

•

Utilizing promotional marketing spend with specific chains to support promotional activities and
enhance product placement against agreed performance standards.

(iii) Retail engagement
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Retailers are front and center in our Annual Business Plan. Key stakeholders will be contacted regularly
to listen, engage and promote the value of Lottery to our agents. Our entire sales team will be trained with
the required skills that best support and manage our retailer network.
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A retailer forum will be created to obtain industry perspectives on product development, business initiatives
and planned market activity. Retailer opinions on business impact, product performance and support
services will also be collected on an annual basis, with research driven retailer satisfaction surveys.

7.0 CHANNEL: iLOTTERY
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7.1 Situational Analysis
iLottery sales currently account for 1.5 percent of total sales, which is low compared to other lottery
markets. For example, the U.K. Lottery makes over 20 percent of sales through its iLottery channel.
Research showed that, while 65 percent of Illinois players knew tickets could be purchased online, only a
small number of people went on to register and play (Incite 2016).
There has been insufficient marketing investment to promote the iLottery platform. This has played a
part in undermining consumer awareness, resulting in low registrations and low digital sales. Previous
iLottery advertising in FY16 was relatively successful in driving increased registrations by 25 percent.
With only 10 percent of all registered players currently playing monthly, we have the opportunity to
deliver an improved user experience.
The Google Play store does not allow gaming apps in the U.S., which inhibits sales and participation via
the app, because 53.3 percent of U.S. smartphone users have Android phones (Statista, June 2017).
The current iLottery platform needs improved search engine optimization (SEO), including content and
link-building on IllinoisLottery.com.
iLottery is failing to capitalize on consumer demand for convenience through digital channels. Thirty
percent of retail players have expressed interest in more convenient ways to play, while 56 percent are
unaware of the iLottery app (Hall & Partners January tracker).
Research identified that consumers do not like the high minimum spend on subscription games, such
as Pick 3, Pick 4 or Lucky Day Lotto. These games have a 14-draw minimum purchase requirement for
iLottery. For context, 95.5 percent of Pick 3 and Pick 4 game sales in retail are for one draw only (Lottery
sales data, Feb. 2018).

7.2 Strategy
Strategic pillar: Focus on better access, improved category presentation and easier and more
convenient play.
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iLottery strategy: To create an engaging, accessible and interactive iLottery experience.
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7.3 Goals
Three iLottery goals are captured below:

•

Create a best-in-class iLottery platform to modernize and improve the user experience by
streamlining current registration process, personalizing communications and updating the
purchase journeys.

•

Create consistent purchase options across digital and retail channels.

•

Expand awareness of the iLottery platform to acquire new customers by generating traffic to the
site, driving downloads of the app and increasing new registrations.

7.4 Player Strategy
iLottery sales projections incorporate a number of player retention assumptions:

•

Player retention will remain in line with FY18 levels, i.e. 150,000 active players.

•

In the first half of the year (H1) we will re-activate email marketing to improve player engagement
and in the second half of the year (H2), we will activate a full platform CRM program. This will
support growth and improve player base activation rates.

•

We expect some disruption to player behavior during website transition. However, a player
migration plan will be created and deployed to minimize disruption.

Assumptions have been made about attracting new iLottery players:

•

To generate $2.6 million in additional revenue, we expect to acquire approximately 27,000 new
active players in H2 FY19.

•

We have forecast that current players will spend an average of $266/year via iLottery.

•

We expect an increased level of digital marketing the start of 2019, with a ramp-up following the
successful launch of the new iLottery platform in December 2018.

•

Higher quality marketing campaigns and an improved CRM, mobile app and web experience will
support player acquisition and player spend levels.

7.5 Key Planned Activities
Key planned iLottery activities are detailed below for each of the three goals:
Goal: Create a best-in-class iLottery platform to modernize and improve the user experience
by streamlining current registration process, personalizing communications and updating the
purchase journeys.
A new best-in-class iLottery platform called Excalibur, which has proven to be a powerful engine for
growth in the U.K. and Ireland, will be launched in Illinois in December 2018. This will incorporate three
key activities:
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(i) Introduce a new customer relationship management (CRM) system

A CRM system will launch in conjunction with the new website and app and will be fully integrated into
the iLottery platform, allowing us to have more accurate customer data to drive business decisions. We
will assess consumer journeys and behaviors to allow us to make changes to the website to minimize
drop out and abandonment rates.

(ii) Deliver more customized and personalized communications
Digital communications will be tailored to individuals based on website activity, purchases and
other customer-selected preferences or interests. Personalized email communications in lottery
and other industries have proven to deliver higher customer engagement, resulting in better open
and click through rates.
Camelot Illinois will also establish new promotional areas on the website homepage, which will
highlight game news, promotions, responsible play messaging, etc., to non-registered users.
Once a consumer is registered, iLottery will deliver more tailored messages.

(iii) Design search engine marketing (SEM) campaigns
Traffic to the website will be increased by creating and deploying a paid SEM campaign. This will
maintain visibility and presence among popular search engine providers and will be an important factor
in the success of the iLottery channel.
Using key performance indicators (KPIs) from each campaign, we will continue to optimize landing
pages. We will also perform an SEO audit on the Lottery website to capture current performance and to
provide a benchmark. An SEO audit is a standard health check for the website that looks at its technical
infrastructure and on-page and off-page elements to optimize search engine visibility.
Goal: Create consistent purchase options across digital and retail channels.
In FY19, we will create an engaging, accessible and interactive iLottery experience, aligning consumer
retail and digital experiences. To achieve this, we will focus on initiating an omnichannel partnership with
retail, creating an iLottery platform to improve user experience and expanding awareness of the iLottery
platform in general.
Should the legislation that guides Lottery sales online allow, we will offer single play on Pick 3, Pick 4 and
Lucky Day Lotto to mirror the experience at retail.

(i) Introduce new features to align with retail experience
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The new iLottery platform will provide users a convenient way to play from Quarter 2, FY19 onward.
The platform is scalable and in the future will accommodate new features that will further integrate the
digital and retail channels.
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The iLottery player interface will mimic in-store play-slips in design and flow. The interface will also
include game-specific educational content guiding users through play, including tools, tips and videos.

Goal: Expand awareness of the iLottery platform to acquire new customers by generating traffic to the
site, driving downloads of the app and increasing new registrations.
Awareness will be expanded by integrating iLottery messaging into overall marketing campaigns and
increasing social media presence to reach a wider audience. This is detailed below:

(i) Integrate iLottery messaging into overall marketing campaigns
Camelot Illinois will build awareness for the iLottery platform by implementing iLottery-specific
messaging in print, digital and commercials, when applicable. Furthermore, we will launch iLottery
specific campaigns to improve acquisition and retention of users.

(ii) Increase social media presence to reach a wider audience
We will expand our social media presence on a variety of platforms in order to increase followers, engage
users and drive qualified web traffic. In addition, we will highlight more information about lottery prizes,
winners and retail locations.
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8.0 COMMUNICATIONS & PUBLIC AFFAIRS
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8.1 Situational Analysis
The Illinois Lottery has faced a number of challenges over the past several years, causing significant
damage to its reputation and loss of credibility with the public. In July 2015, the state budget impasse
left the Lottery unable to pay winners of $25,000 or more. In October 2015, the Lottery’s prize payout
ability was reduced to $600 as a result of the impasse. This forced the state to issue IOUs to winners,
which led to national media attention about the state’s financial woes and damaged the trust between
the Lottery and players.
After a group of winners filed a lawsuit against the state, the governor signed a bill giving the Illinois
Lottery legal authority to resume all prize payouts. The Lottery was able to pay the winners in December
2015, but the damage to the Lottery’s reputation was already done.
More importantly, last year the Illinois Lottery was excluded from the lucrative multistate games — the
Mega Millions and Powerball — due to the state’s budget uncertainty and lack of clarity over the Lottery’s
ability to pay prizes. Ticket sales were suspended for one week, costing Illinois an estimated $3.9 million
in sales.
Evidence of the damage caused by the state budget crisis comes from recent public opinion research
on perceptions of the Illinois Lottery. Illinois residents were surveyed, including core and occasional players
and those who don’t play. Across the board was an erosion of faith that ‘the Illinois Lottery will deliver on
its promises’ (Hall & Partners brand tracker, 2018).
Even after the payouts were restored, less than 50 percent of core players believed the Lottery will
deliver on promises, only 22 percent of the occasional players believed the Lottery and only 14 percent
of those who don’t play believed Lottery promises. This is concerning as we look to restore faith in the
Illinois Lottery brand, attract more occasional players and grow revenue for the state. Increasing winner
engagement and awareness is a key opportunity and top priority.
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In addition to recent issues regarding prize payments, it has been difficult to directly attribute its
contributions to good causes. Since inception, the Lottery has given more than $20 billion to the
Common School Fund, Capital Projects Fund and special causes such as Illinois Veterans services, the
fight against breast cancer, MS research, Special Olympics and assistance for people living with HIV/
AIDS. The Lottery has also contributed $160 million in sales commission and prize payment bonuses to
retailers in FY17 alone.
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In addition to these direct financial benefits, the Lottery supports small retailers by attracting foot traffic
that helps them grow their businesses through increased sales of other merchandise. Many of these
contributions have gone largely unnoticed by Illinois residents and key stakeholders who may feel more
encouraged to play the Lottery if they understood more about its positive impact.
Under the new PMA, Camelot Illinois has projected revenue contributions to the state from about $700
million to over $1 billion in 2027, a 40 percent increase in the revenue provided to the state for essential
services and projects.

As Camelot takes over from the previous private manager, there will be comparisons and expectations
from a wide range of stakeholders. Managing those expectations and setting a clear and visible path
forward for the Illinois Lottery will be critical. Working as true partners, Camelot and the Illinois Lottery
will need to navigate the political waters, educate and excite stakeholders about the mission, and restore
and rebuild player trust.

8.2 Strategy
Communications and Public Affairs strategy: Build trust and integrity in the Lottery and showcase its
benefits to Illinois consumers and stakeholders.

8.3 Goals
Three Communications and Public Affairs goals are captured below:

•

Build a trusted brand with universal appeal for consumers and stakeholders.

•

Promote new game launches, retailer refresh and expansion plans, and new iLottery experience.

•

Practice active corporate citizenship in a manner that is ethical, sustainable, socially responsible
and philanthropic.

8.4 Key Planned Activities
Key planned Communications and Public Affairs activities are detailed below for each of the three goals:
Goal: Build a trusted brand with universal appeal for consumers and stakeholders.
Camelot Illinois will seek to build an appealing brand the public can believe in, helping expand the player
base, drive win belief and establish the Lottery’s rightful place in society as a force for good. To achieve
this, Camelot Illinois will focus on three areas:

(i) Drive winner engagement and awareness to build relationships with winners and provide a
steady pipeline of human interest stories
We will implement targeted outreach to media markets across Illinois to establish coverage throughout
the state, including proactive media pitching to increase earned media placements and ensure coverage.
This will ultimately help spread win belief across Illinois and address the perception that there are only
winners in the Chicago area.
Stories from retailers will be woven into winners’ narratives to help build human interest, bolster media
pitches, support our retailers and establish additional channels of media outreach for us to pursue.
Our efforts to drive winner engagement and awareness also include improving the winning experience.
We will continue to establish relationships with winners and capture testimonials, which will lend itself to
content creation and media coverage.
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(ii) Deliver our public affairs strategy through media relations and meetings with editors
Misconceptions and a lack of understanding surrounding the Lottery’s contributions to society are
prevalent. Properly informing stakeholders, especially Illinois residents, and improving perceptions is
critical to restoring trust in the Illinois Lottery. Our public affairs strategy will connect with stakeholders
to accomplish this through:

•

Targeted outreach to select reporters to promote stories about the new private manager.

•

Visits with news editors statewide to inform them of the Lottery’s plans for growth.

•

Production of an annual report that highlights winners, retailers, CSR initiatives and demonstrates
deposits to the Common School Fund, Capital Projects Fund and special causes.

The public affairs strategy will also support efforts to refresh the Illinois Lottery brand. Outreach to Illinois
media and trade publications will highlight the unveiling of the new point of sale experience, announce and
promote new Lottery retailers, and promote the launch of new features online and in the app.
(iii) Targeted meetings with elected leaders and important influencers to foster relationships and build
trust in the Lottery
Our efforts to connect with stakeholders includes engaging with elected officials, community groups,
and leading civic, retail, business and responsible play organizations. Building relationships with these
integral stakeholders will establish improved channels of communication and transparency with the
Lottery and Camelot Illinois. It will also establish a foundation of goodwill for Camelot and the Illinois
Lottery to build on for the duration of the 10-year contract term.
Goal: Promote new game launches, retailer refresh and expansion plans and new iLottery experience.
Camelot Illinois will generate earned media coverage to highlight significant consumer-facing changes
as we refresh and transform the player experience, both online and in stores. Attention will concentrate
on two areas:

(i) Deliver a media strategy that promotes new games and specialty tickets
Communications and marketing activities will complement each other to implement integrated creative
campaigns and launch events. We will pitch new games to Illinois media to drive player excitement.
We will also work with partner organizations to launch the designated specialty tickets, driving home
the notion that these games give players the unique opportunity to win and have fun playing the Lottery
while supporting a good cause.
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(ii) Obtain coverage of our innovative refresh of the consumer experience that will deliver
sustainable digital and retail growth by driving brand awareness and participation
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We will pitch notable transformation milestones to Illinois media and trade publications to highlight our
unprecedented investment in retail and rollout of a modern, engaging Lottery in Illinois. These milestones
include: launch of the new website, app and online features; introduction of the new permanent point of
sale; and promotion of new retailers.

Goal: Practice active corporate citizenship in a manner that is ethical, sustainable, socially
responsible and philanthropic.
We will demonstrate that both Camelot Illinois and the Illinois Lottery are committed to benefiting the
people of Illinois. This will be achieved in three ways, by:

(i) Lottery sponsorships to ensure Lottery presence at well-known community events to
increase brand perception and awareness
We will implement a new corporate sponsorship plan for the Illinois Lottery that establishes a
broad portfolio of geographic and community partnerships. This program will ensure the Lottery’s
sponsorships reflect the diverse fabric of Illinois and support efforts to build brand awareness, integrity
and trust. Benchmarks measuring the success of sponsorships in market are built into the plan, allowing
for future calibration based on captured analytics.

(ii) Stakeholder outreach to demonstrate commitment to the Illinois community, building
trust and support
Camelot Illinois intends to join and work with the following stakeholder groups in FY19 to ensure the
Lottery has a positive presence in the Illinois landscape:

•

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

•

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

(iii) Report on Corporate Social Responsibility activities to influential stakeholders
An annual report will be produced and distributed to stakeholders such as legislators, opinion leaders,
members of the news media and community groups.
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9.0 CORPORATE SOCIAL RESPONSIBILITY (CSR)
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9.1 Situational Analysis
Social responsibility plays a large part in building positive sentiment towards a brand. There is an
opportunity in Illinois to inspire pride for the Lottery among consumers by showcasing responsible play
and alignment with the worthy causes supported by Lottery funding.
Northstar and the Illinois Lottery achieved Level 3 of the World Lottery Associated (WLA) Responsible
Gaming standards. There are numerous options for Camelot Illinois to build on this foundation to
strengthen this area of the business. This includes how responsible play principles are incorporated into
game design and how we speak to consumers in our advertising, digitally and in retail.
Worldwide, lottery operators are raising their CSR standards by providing support to employees
seeking further information about problem gambling for themselves or others. There are a number
of areas for Camelot Illinois to integrate responsible play, as part of our wider social responsibility and
HR strategies.
Responsible play communications with retailers and players has been infrequent and fragmented. This
highlights opportunities for Camelot Illinois to improve this type of messaging. More positively, retailer
newsletters contained information about the Americans with Disabilities Act (ADA) including
tips and advice.

9.2 Strategy
CSR strategy: To operate and grow a socially responsible Lottery, delivering sustainable and responsible
growth and demonstrating active corporate citizenship.

9.3 Goals
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Three CSR goals are captured below:
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•

Embed core principles of responsible play in product design, channels and marketing
communications.

•

Engage employees and stakeholders in our commitment to responsible play and problem
gambling support.

•

Deliver an effective program of social responsibility and environmental initiatives.

9.4 Key Planned Activities
There is an opportunity to strengthen the WLA Level 3 certification. Camelot Illinois will use FY19 to
deliver a robust program of work to embed the understanding of responsible play across the business.
We will be reapplying for WLA Level 3 certification in October 2019. Planned activities and research will
help set a stronger benchmark and foundation for continuous improvement. We will assess our position
against a solid benchmark and develop a roadmap for activity which will allow us to apply for WLA Level
4 certification in FY21/22.
CSR activities are detailed below for each of the three goals:
Goal: Embed core principles of responsible play in product design, channels and marketing
communications.
Camelot Illinois will operate the Lottery with the utmost integrity and highest possible standards
of player protection to achieve responsible and sustainable growth. This can be accomplished by
embedding responsible play initiatives across the entire organization, from product design and
marketing, to retail and digital.

(i) Build a strategy to have responsible play embedded across our marketing communications
so that we have a consistent, persistent messaging platform
Camelot Illinois will research player awareness and knowledge of responsible play with the Gamres
online survey, which measures levels of consumer understanding. It explores play behaviors,
motivations, expenditure and game choices. The insights from Gamres will underpin the development
of a strong, recognizable responsible gaming brand for the Illinois Lottery. This will include iconography
and a tagline used in communications. Once responsible play messaging has been developed, it will be
communicated through existing channels.
All marketing and communications will be reviewed to ensure compliance with the Marketing Code of
Conduct and legal requirements.

(ii) Conduct game risk testing (Gamgard) as part of the game design process to inform
decision making
Gamgard is an online research tool that assesses the risk of a game according to its structural
characteristics; all new games developed will undergo a Gamgard assessment. This will allow Camelot
Illinois to make informed decisions about game design and characteristics.

(iii) Deliver responsible play training program to retailers and provide effective
in-store materials
All retailers will be given annual responsible play training, which will help them understand their role
in partnering with the Illinois Lottery to promote responsible play. The training will help retailers to
understand gambling issues and advise on how to respond if they are concerned about a player.
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Retailers receive monthly communications which include messaging on how to promote responsible
play in-store.

(iv) Use dashboard to measure iLottery responsible play tools
The iLottery platform includes a dashboard that allows us to develop benchmarks to optimize the future
use of responsible play tools, such as deposit limits.
Goal: Engage employees and stakeholders in our commitment to responsible play and problem
gambling support.
Employees and stakeholders will be engaged in four ways:

(i) Deliver an employee (including LSRs) training program and monthly communications to
develop and sustain engagement
All Camelot Illinois employees are given a CSR onboarding presentation, which provides an overview of
our commitment to responsible play.
Employees will additionally receive responsible play training to understand its importance and its impact
on day-to-day operations. In some cases, there will be department-specific training which will outline
departmental obligations and reporting requirements. All employees will receive problem gambling
awareness training.
In addition to responsible play training, we will continually provide updates on CSR initiatives,
achievements and plans.

(ii) Evaluate existing partnerships with associations including: IAPG, ICPG, NCPG, WLA
and NASPL
We will continue to partner with organizations that promote problem gambling awareness, such as the
Illinois Alliance for Problem Gambling (IAPG), the Illinois Council for Problem Gambling (ICPG) and the
National Council for Problem Gambling (NCPG). In addition, we will partner with industry associations
including the WLA, which provides guidelines for promoting responsible play. We will evaluate these
partnerships in FY19 to ensure we are maximizing the value obtained for FY20 and beyond.

(iii) Deliver an effective research, monitoring, reporting and evaluation program across all
responsible play activities
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Responsible play activities will be monitored to ensure continued improvement. Metrics gathered in
FY18 and FY19 will provide benchmarks for future years; these will help us measure the effectiveness
of responsible play activities. We will also use an external consultant to review our initiatives and make
recommendations for future plans.
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(iv) Partner with Morneau Shepell/1-800-GAMBLER to provide information and support
options for players
The partnership with Morneau Shepell will continue and provide our players with access to free
information and advice on problem gambling. The 1-800-GAMBLER hotline will be promoted on all
tickets and marketing materials, where appropriate.
Goal: Deliver an effective program of social responsibility and environmental initiatives.

(i) Engage a partner to advise on approach to reducing environmental impact
Camelot Illinois will engage a consultant to advise on how we best make improvements to our business
to reduce our environmental impact.

(ii) Promote ADA compliance across retail and promote World Wide Web Consortium Web
Accessibility (W3C) compliance through increased accessibility on the iLottery platform
ADA awareness will be promoted through our monthly retailer newsletter, Lottery Lowdown.
The W3C initiative brings together people from industry, disability organizations, government and
research labs from around the world to develop guidelines and resources to help make the web
accessible to people with auditory, cognitive, neurological, physical, speech and visual disabilities.
Camelot will ensure the Illinois Lottery’s new website is compliant, promoting accessibility for more
players.

(iii) Fulfill Business Enterprise Program (BEP) requirements and encourage recruitment from
diverse backgrounds
The BEP for businesses owned by minorities, females and persons with disabilities is committed to
fostering an inclusive and competitive environment that will help business enterprises increase their
capacity, grow revenue and enhance credentials. Our procurement team will ensure we adhere to our
BEP obligations, delivering on our promise to work with a diverse range of suppliers and partners.
As an employer, we support the highest standards of respect, diversity and inclusion at our company
and will support and encourage our partners to do the same. Camelot Illinois is an equal opportunity
employer. We evaluate qualified applicants without regard to race, color, religion, sex, sexual orientation,
gender identity, national origin, disability, veteran status and other legally protected characteristics.

(iv) Continue to support our Camelot Business Associate Program and volunteering programs
with staff
The Business Associate program was set up by Camelot Illinois to provide employment opportunities
to recent graduates entering the corporate world. We have already employed interns in FY18, who
have been working on three-month rotations across various areas of the business, learning new skills
throughout their time with us. Following the success of this program to date, we will continue this
project into FY19. The next set of internships commences in January 2019.
We will continue our policy of giving our employees paid time off to participate in volunteer programs.
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There are a number of business enablers that play a significant role in the successful implementation of
The Upcoming Year Plan (FY19).

10.1 Adopting a Consumer-First Philosophy
The Lottery faces an increasingly competitive environment in Illinois. This means managing the
evolution of the Lottery business to meet the requirements of the digital age, in particular managing
multiple channels and the complexity of managing large volumes of direct player relationships.
A vital step toward the Illinois Lottery meeting these challenges is to adopt some of the practices of
leading consumer goods organizations, which are configured to compete hard for consumer spend.
Central to such an approach is the development of excellent research and management information and
analytical capabilities to assess day-to-day performance, support decision-making and drive longer-term
planning processes.

10.2 Technical Transition
The Upcoming Year Plan (FY19) relies on the successful implementation of technical transition in
December 2018. This encompasses the complete replacement of the existing Lottery gaming system
from IGT to Intralot. It includes all existing retail equipment, such as Lottery terminals, vending machines
and processing equipment, as well as a new iLottery platform.
The new iLottery platform is called Excalibur and has proven to be a powerful engine for growth in the
U.K. and Ireland. Excalibur delivers an enhanced platform, enabling personalization, site optimization and
data driven decisions.
Technical transition presents a number of risks to the business, which includes stopping wagering on
the IGT system and moving registered players to the Intralot gaming platform.

10.3 Camelot Illinois and Illinois Lottery Working Relationship

FINAL (June 22, 2018)

The Camelot Illinois management team will continue to work closely with the Illinois Lottery to ensure
transparency of plans and timely decision making. Maintaining strong governance will ensure timely
discussion and approvals.
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11.0 Appendices
11.1 Glossary of terms
11.2 Overall Business Plan and Five Year Plan
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11.4 Schedules:
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•

Schedule 1: List of Camelot Illinois employees

•

Schedule 2: Business Continuity: Policy

•

Schedule 3: Business Continuity: Process

•

Schedule 4: Business Continuity: Chicago

•

Schedule 5: Business Continuity: Finance

11.1 Glossary of Terms
GLOSSARY
ADA

Americans with Disabilities Act.

BEP

Business Enterprise Program businesses owned by minorities, women, and persons with
disabilities.

CAGR

Compounded Annual Growth Rate. The smoothed annualized gain of an investment over a
given period of time.

CAPEX

Capital Expenditure. Cost of fixed assets which will last longer than one year, e.g., building
purchases and refurbishments, vehicles, permanent point of sale (PPOS).

CSR

Corporate Social Responsibility.

C-store

Convenience store.

CRM

Customer Relationship Management (i.e., technology for managing your company’s relationships and interactions with customers and potential customers).

DMA

Designated Marketing Area (i.e., a media market, broadcast market, media region, where
the population can receive the same (or similar) television, radio and other types of media
including newspapers and internet content).

EBITDA

Earnings before interest, taxes, depreciation and amortization.

FY

Fiscal Year (runs from July 1 to June 30).

Gamgard

Online research tool that assesses the riskiness of a game according to its structural
characteristics.

Gamres

Online survey that measures levels of responsible play understanding by consumers.

Geomapping

Program that identifies, by region, where the best sales opportunities exist.

H1 / H2

First or second half of fiscal year.

iMAP

Integrated Marketing Plan.

Jackpot Games

Draw games with a jackpot top prize that rolls and gets bigger when the top prize is not
won. They can be in-state, or multi-jurisdictional (e.g., Lotto, Lucky Day Lotto, Powerball
and Mega Millions).
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GLOSSARY (Continued)
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Instant specialty
tickets

The Lottery raises additional funds for a number of important causes: HIV/AIDS, Veterans,
multiple sclerosis, breast cancer and the Special Olympics.

KPIs

Key Performance Indicators.

LSRs

Lottery Sales Representatives.

Net income

Monies raised for good causes and represents the profit made by the Lottery (i.e., sales
minus prizes, commissions and operating costs of the Lottery).

Numbers Games

Daily, fixed top prize (e.g., Pick 3 and Pick 4).

POS

Point of Sale.

PPOS

Permanent Point of Sale.

P&L

Profit and Loss.

PA

Public Affairs.

Perfect Store

Initiative which drives the best placement of Lottery equipment in retail stores to optimize
the visibility of products at key locations.

Perfect Call

Structured sales approach ensuring LSRs develop a business relationship with the retailer
and retailers execute best in class merchandising standards.

PR

Public Relations.

SEM

Search Engine Marketing. Internet marketing that involves the promotion of websites by
increasing their visibility in search engine results pages, primarily through paid advertising.

SEO

Search Engine Optimization. Process of maximizing the number of visitors to a particular
website by ensuring that the site appears high on the list of results returned by a search engine.

SEO Audit

Search Engine Optimization audit is a prominent health check for a website which looks at
the technical infrastructure of the website, the on-page elements and off-page essentials.

VoL

Value of Lottery (i.e., the commercial value Lottery brings to retailers).

Win belief

Level of optimism a consumer has about winning a prize.

FIGURE 16

Glossary of terms

11.2 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 view does not
deviate from 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’ and ‘Five Year 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 and Objectives and Key Financials Covering the Term
(i)
(ii)
(iii)
(iv)
(v)
(vi)

Manager’s goals and objectives.
Sales and net income aspirations.
Projected allocation of the Operating Allowance.
Ability to satisfy minimum net income, including projected net income for each year.
A description of capital investments equal to or in excess of $1 million.
Analysis of compliance with financial stability requirements.

Please note: Camelot Illinois’ response to subsections (iii) through (vi) has been taken from the Private
Management Agreement. Our long-term commitments have not changed since the business became
operational. Revisions have been made to any charts including FY18 and FY19 numbers, which have
been updated. Forecasts from FY20 onward remain as they were in the Private Management Agreement.

Section B: Description of the Supporting Organization Plans and Policies
(i)
(ii)
(iii)
(iv)
(v)
(vi)
(vii)

A description of Manager’s corporate and internal organization structure.
Aspects of Manager’s operations strategy (including approach to data management).
A description of the tools, reports and processes used to provide transparency of operations.
A description of the strategy regarding the engagement and management of subcontractors.
A description of all policies concerning compliance with ethics and anti-corruption laws.
Manager’s disaster recovery and business continuity plans.
Certificate that the Manager is in compliance with all regulatory requirements.
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Section A: Goals and Objectives and Key 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 $9.0
billion, 17 percent 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 $3,161 million in FY20 and
$4,016 million in FY27, by expanding and diversifying the player base.
03. Provide year-over-year growth in net income for the state, from $735 million in FY19 to $1,037
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 7,600).
06. Grow the iLottery channel of Draw games to reach 14 percent of all sales by FY27 (approx. 1
percent currently).
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 aspirations

FINAL (June 22, 2018)

The 10-year Business Plan seeks to sales grow from $3,033 million in FY19 to $4,016 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 $735.3 million in FY19 to $1,037 million in FY27.
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OPERATING REVENUE
4,500
4,000

$MM’s

3,500
3,000
2,500
2,000
1,500
1,000
500
FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Operating Revenue

1 YEAR

5 YEAR

8 YEAR

4.1%

4.3%

3.6%

Operating Revenue CAGR

*During FY28 the lottery is under Private Management for less than 12 months (Jul-Oct FY28). As a result, FY28 has not been
included for the purpose of the Operating Revenue CAGR calculation.
FIGURE 17

10-year projected sales

OPERATING INCOME
1,200
1,000

$MM’s

800
600
400
200

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Operating Income

Operating Revenue CAGR

1 YEAR

5 YEAR

8 YEAR

7.9%

5.5%

4.4%

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28). As a result, FY28 has not been
included for the purpose of the Operating Income CAGR calculation.
FIGURE 18

10-year projected returns operating income
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(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.
The figure below summarizes Manager’s projected allocation of the Operating Allowance:
OPPERATING ALLOWANCE ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Draw Game Subcontractor Costs

(43.9)

(38.5)

(41.7)

(43.3)

(45.0)

(45.8)

(46.4)

(47.1)

(47.8)

(13.7)

Instants Subcontractor Costs

(21.3)

(20.4)

(21.7)

(22.7)

(23.7)

(24.0)

(24.2)

(24.4)

(24.6)

(7.0)

Marketing

(44.6)

(47.4)

(51.8)

(54.1)

(56.3)

(57.3)

(58.3)

(59.2)

(60.2)

(17.2)

Depreciation

(0.7)

(1.5)

(1.6)

(1.7)

(1.8)

(1.8)

(1.8)

(1.8)

(1.8)

(0.5)

State Admin Expenses - EUA

(11.7)

(11.6)

(11.8)

(12.0)

(12.3)

(12.5)

(12.8)

(13.0)

(13.3)

(3.9)

iLottery Transaction Fees

(2.2)

(4.9)

(10.5)

(13.3)

(15.1)

(16.6)

(18.4)

(20.3)

(22.3)

(6.7)

Other Costs

(1.5)

(2.9)

(5.2)

(6.3)

(6.9)

(7.3)

(7.8)

(8.3)

(8.8)

(2.6)

(125.8)

(127.2)

(144.3)

(153.6)

(161.0)

(165.3)

(169.7)

(174.2)

(178.8)

(51.6)

Sub Total (P&L Charge)

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 19

Allocation of the Operating Allowance

Critical assumptions
This section details the critical assumptions for each of the line items in the financial projections.
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a) Draw game subcontractor cost
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Draw game 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 December 4, 2018.

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 percent of Ticket
Sales for FY19 onwards. While Camelot considers approximately 1.5 percent 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 first five years is shown in the table below:

PROJECTED MARKETING BUDGET

FY19

FY20

FY21

FY22

FY23

Draw Based Games (DBG)

17.6

18.7

20.5

21.4

22.2

Instant Games

9.7

10.3

11.3

11.7

12.2

Brand

4.7

5.0

5.5

5.7

5.9

Agency Fees and PR

5.9

6.3

6.9

7.2

7.5

Research and Econometrics

1.4

1.4

1.6

1.6

1.7

Adserving, SEO, CRM

2.0

2.1

2.3

2.4

2.5

Other

3.4

3.6

3.9

4.1

4.2

Total Marketing Spend

44.6

47.4

51.8

54.1

56.3

FIGURE 20

Projected Marketing spend for the first five years

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.
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DEPRECIATION CHANGED TO
OP. ALLOWANCE ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Depreciation of PPOS

(0.7)

(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)

(0.0)

(0.1)

(0.1)

(0.1)

(0.1)

(0.1)

(0.1)

Total expenditure to be recovered
through Op. Allowance

(0.7)

(1.7)

(1.7)

(1.7)

(1.8)

(1.8)

(1.8)

(1.8)

(1.8)

(0.6)

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 21

Depreciation of Operating Allowance capital expenditure

Critical assumptions
The critical assumptions supporting these projections are summarized in the table below.
ASSET CLASS

USEFUL ECONOMIC LIFE

COMMENT

Retailer Permanent
Point of Sale

i) Costs are depreciated from February 2019
until the end of the Term.

Spend includes all costs directly
attributable to bringing assets into
working condition.

ii) 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.

FIGURE 22

Critical assumptions

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.

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, Manager assumes these costs are equivalent to 4.25
percent of iLottery sales.
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Accounting treatment of expenditure allocated to Operating Allowance
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A critical assumption in preparing the financial projections for the Operating Allowance is that Camelot
will recognize costs to be recovered by the Operating Allowance on an accruals basis under GAAP.

(iv) Ability to satisfy minimum net income, including projected net income for each year
PMA Requirement 5.3.2 (b) ‘A description of Manager’s objectives for each of the Contract Years, including
Manager’s ability to satisfy the Minimum Net Income, the projected Net Income for each such Contract Year,
and the elements or assumptions used to calculate the projected Net Income.’

Section 11.2 (A) summarizes Manager’s goals and objectives, including key financials, over the term of
the Private Management Agreement.
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 $33.8 billion and net income before incentive compensation of $8.7 billion
over the remaining Term.
STATE INCOME STATEMENT ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Ticket Sales

3,032

3,161

3,453

3,607

3,752

3,821

3,885

3,950

4,016

1,149

Retailer Fees

5

6

6

7

7

7

7

7

7

2

OPERATING REVENUE

3,037

3,168

3,459

3,613

3,759

3,828

3,892

3,957

4,023

1,151

Retail Commissions/Incentives

(174)

(173)

(182)

(187)

(192)

(194)

(195)

(196)

(197)

(56)

(1,999)

(2,065)

(2,239)

(2,340)

(2,431)

(2,475)

(2,514)

(2,554)

(2,594)

(742)

40

40

42

44

45

46

46

46

46

13

(1,959)

(2,024)

(2,197)

(2,296)

(2,386)

(2,429)

(2,468)

(2,508)

(2,547)

(729)

904

970

1,080

1,131

1,181

1,205

1,229

1,253

1,278

366

% of sales

29.8%

30.6%

31.2%

31.3%

31.4%

31.5%

31.6%

31.7%

31.8%

31.8%

Operating allowance (Net)

(126)

(127)

(144)

(154)

(161)

(165)

(170)

(174)

(179)

(52)

Management Fee

(27)

(28)

(31)

(32)

(34)

(34)

(35)

(35)

(36)

(10)

State Administrative Expenses
(Non-EUA)

(17)

(22)

(22)

(23)

(23)

(24)

(25)

(25)

(26)

(7)

TOTAL OPERATING EXPENSES

(169)

(177)

(197)

(209)

(218)

(224)

(229)

(235)

(241)

(69)

735

793

883

922

963

982

1,000

1,018

1,037

297

Gross Prizes
Unclaimed Prizes
NET PRIZES
GROSS MARGIN

Net Income for the purposes of
calculating Incentive Compensation

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 23

Income statement (FY19-FY28)
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The following section considers each of the line items in the projections shown above and highlights the
key assumptions supporting this plan:

(a) 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 $3,033 million in FY19 to $4,016 million in FY27. The two lead drivers of growth
are iLottery and Instants. Strong iLottery performance will be an important driver of overall sales
performance, increasing from being approximately 1.5 percent of total sales in FY18 to approximately
14 percent in FY27. Camelot’s Business Plan also sees growth in the Instants category, with sales
growing by 22.6 percent over the remainder of the Term.

RETAIL TICKET SALES ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Draw-Based Games

1,014

1,033

1,072

1,061

1,091

1,091

1,086

1,083

1,080

305

Instants

1,941

2,006

2,118

2,212

2,284

2,315

2,337

2,359

2,379

678

Total Retail Ticket Sales

2,982

3,039

3,190

3,273

3,375

3,407

3,424

3,442

3,459

983

% Total Ticket Sales

98.3%

96.1%

92.4%

90.7%

89.9%

89.1%

88.1%

87.1%

86.1%

85.5%

51

122

262

334

377

415

461

508

557

166

-

-

-

-

-

-

-

-

-

-

51

122

262

334

377

415

461

508

557

166

% Total Ticket Sales

1.7%

3.9%

7.6%

9.3%

10.1%

10.9%

11.9%

12.9%

13.9%

14.5%

Total Ticket Sales

3,033

3,161

3,453

3,607

3,752

3,821

3,885

3,950

4,016

1,149

ILOTTERY TICKET SALES ($M)
Draw-Based Games
Instants
Total iLottery Ticket Sales

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 24

Ticket sales forecast (FY19-FY28)
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Overview by game

84

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, InState, 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)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Pick 2

-

18

63

61

63

64

65

67

69

20

Pick 3

225

224

232

234

235

236

236

235

235

66

Pick 3 Fireball

51

45

47

47

47

48

48

48

47

14

Pick 4

191

193

203

209

214

218

222

226

230

65

Pick 4 Fireball

64

57

60

62

63

65

66

67

69

20

NUMBERS GAMES

532

536

604

614

623

630

637

643

649

185

Raffle

-

8

8

8

8

8

8

8

8

2

Lotto

92

106

131

137

139

148

157

160

164

47

Lucky Day Lotto + EZ Match

132

156

183

190

197

205

208

212

216

62

-

12

24

37

80

81

87

103

119

37

IN-STATE GAMES

224

282

346

372

423

441

461

483

507

148

Mega Millions

153

116

135

145

151

156

162

168

175

51

Powerball

174

174

198

210

217

224

231

239

247

71

Cash for Life

10

47

51

53

54

55

56

57

59

16

MULTI-STATE GAMES

337

337

384

408

422

435

449

465

481

138

TOTAL DBGs

1,092

1,155

1,334

1,394

1,468

1,506

1,547

1,591

1,637

471

INSTANTS

1,941

2,006

2,118

2,212

2,284

2,315

2,337

2,359

2,379

678

Total Sales

3,033

3,161

3,453

3,607

3,752

3,821

3,885

3,950

4,016

1,149

DBG Innovation and New Digital
Games

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 25

Breakdown of sales projection by game
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Critical assumptions
The following figure summarizes how the critical elements of Manager’s sales plan contribute to an
increase in Total Ticket Sales from $3,033 million in FY19 to $4,016 million in FY27.

5,000

Total Ticket Sales ($M)

4,500
4,000
3,500

178

270

3,000

323

212

4,016

3,033

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

FY19
Sales

FIGURE 26

Retail
(Instants & Draw)

Instants

Draw Games

iLottery

FY27
Sales

Total ticket sales financial bridge

The following tables set out the detailed sales and net income benefits of each of the major initiatives in
our forecast:

FINAL (June 22, 2018)

Sales
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INCREMENTAL TICKET SALES
BY CATEGORY ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Do Nothing Ticket Sales

2,926

2,868

2,880

2,893

2,896

2,899

2,904

2,911

2,919

829

Total Draw Game Initiatives

36.6

99

149

151

189

199

207

220

235

70

Total Instant Initiatives

52.2

37

72

117

162

173

180

190

198

57

Total Retail Initiatives

12.4

95

189

234

264

283

296

298

302

85

Total iLottery Initiatives

5.6

62

162

211

241

266

298

330

362

108

TOTAL INITIATIVES BY CATEGORY

107

293

573

713

857

922

980

1,039

1,096

320

3,033

3,161

3,453

3,607

3,752

3,821

3,885

3,950

4,016

1,149

Total Ticket Sales

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 27

Total Ticket sales financial bridge

Net income
INCREMENTAL NET INCOME
BY CATEGORY ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Without Initiatives Net Income

698

679

679

678

677

675

673

672

671

187

Total Draw Game Initiatives

14.3

40.0

60.1

60.6

74.5

78.3

81.1

86.0

91.2

27.0

Total Instant Initiatives

11.9

19.5

26.9

36.2

46.2

48.8

50.1

51.9

53.1

15.0

Total Retail Initiatives

3.3

22.0

45.8

56.3

63.2

67.7

70.7

71.1

71.7

20.0

Total iLottery Initiatives

1.5

24.2

63.4

82.4

94.4

104.3

116.9

129.5

142.3

43.0

Subcontractor Savings

6.5

8.4

8.2

8.0

7.7

7.7

7.7

7.7

7.7

5.0

TOTAL INITIATIVES BY CATEGORY

37.5

114.1

204.3

243.4

286.0

306.7

326.4

346.1

366.0

110.0

Total Net Income

735

793

883

922

963

982

1,000

1,018

1,037

297

*During FY28 the Lottery is under Private Management for less than 12 months (Jul-Oct FY28).
FIGURE 28

Detailed net income benefits

(b) 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 percent penalty for insufficient funds when the Lottery performs.
its weekly retailer account sweep and the 2 percent 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.

(c) Retailer commissions/incentives
Camelot has assumed:

•

Retailer commission rates remain at 5.0 percent 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 percent of sales over the Term.

•

Retailer incentives will be used to support and incentivize the execution of field marketing/
merchandising initiatives.
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(d) Prizes
The figure below shows the prize payout levels (before unclaimed prizes) that we have assumed for each
game in our financial projections.
For new digital games (FY20 onward), we have assumed a prize payout of 49 percent. For Draw game
innovation (FY22 onward) we have assumed a prize payout of 54 percent.
Overall, Instant ticket prize payout increases slightly over the Term due to the mix of higher priced tickets.

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

Pick 2

n/a

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Pick 3

52.2%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Pick 3 Fireball

81.4%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

74.0%

Pick 4

49.2%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Pick 4 Fireball

73.8%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

79.0%

NUMBERS GAMES

56.5%

54.3%

53.9%

54.0%

54.0%

54.0%

54.0%

54.0%

54.0%

54.0%

Raffle

n/a

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

49.0%

Lotto

57.0%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

52.0%

Lucky Day Lotto + EZ Match

53.0%

53.0%

53.1%

53.1%

53.1%

53.1%

53.1%

53.2%

53.2%

53.2%

n/a

49.0%

49.0%

50.8%

52.3%

52.3%

52.3%

52.5%

52.7%

52.9%

IN-STATE GAMES

54.6%

52.4%

52.3%

52.4%

52.5%

52.5%

52.5%

52.6%

52.6%

52.7%

Mega Millions

49.0%

49.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

Powerball

49.0%

49.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

Cash 4 Life

57.0%

49.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

MULTI-STATE GAMES

49.2%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

50.0%

Instants

70.6%

70.7%

70.8%

70.8%

70.8%

70.8%

70.9%

70.9%

71.0%

71.1%

PRIZE PAYOUT BY GAME

FINAL (June 22, 2018)

Draw Game Innovation and New
Digital
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*During FY28 the Lottery is under Private Management for 6 months only (Jul-Oct FY28)
FIGURE 29

Portfolio Payout

Total prize is forecast to grow from $1,959 million in FY19 to $2,547 million in FY27 (from 64.6 percent of
total sales to 63.4 percent of total sales). The main driver of this change is sales mix; the plan forecasts
that Draw games increase from approximately 36 percent of sales in FY19 to approximately 41 percent
of sales by FY27 (average payout for Draw games is approximately 52.1 percent versus approximately
71 percent for Instant tickets).

Critical 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.

(e) 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.

(f) State Administrative Expenses and Employee Use Agreement Expenses
Camelot has assumed the aggregate total of State Administrative Expenses and Employee Use
Agreement Expenses are $24.4 million in FY19, reaching a combined total of $39.3 million in FY27. A
breakdown of the two costs is shown below:

STATE ADMIN AND EUA COSTS ($M)

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

State Administrative Expenses

(12.7)

(21.5)

(22.1)

(22.7)

(23.4)

(24.0)

(24.7)

(25.4)

(26.1)

(7.5)

Employee Use Agreement CostT

(11.7)

(11.6)

(11.8)

(12.0)

(12.3)

(12.5)

(12.8)

(13.0)

(13.3)

(3.9)

Total

(24.4)

(33.1)

(33.9)

(34.8)

(35.6)

(36.5)

(37.4)

(38.4)

(39.3)

(11.4)

*During FY28 the Lottery is under Private Management for 6 months only (Jul-Oct FY28).
FIGURE 30

Breakdown of aggregate total of state administrative expenses and Employee Use
Agreement Expenses
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(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:

•

Retailer PPOS equipment (total spend of $15 million to be recovered through the Operating
Allowance).

•

Implementation of next-generation iLottery platform (total spend of $12 million to be recovered by
Figure
37 Fee).
the Management

•

Technology Transition Services of $6.7 million to be recovered by the Management Fee.

•

Replacement of the central systems and retailer lottery equipment (e.g., lottery terminals and
vending machines). The costs of undertaking this refresh of lottery technology are incorporated
within the Draw game subcontractor fee of approximately $44 million per annum, shown in our
detailed financial projections for the Lottery.

Camelot has segregated capital expenditure which is eligible to be recovered by the Operating Allowance
and Management Fee. We propose to recover $15 million in capital expenditure relating to the new PPOS
rollout through the Operating Allowance, in line with section 10.1.2 of the PMA.

PPOS ROLLOUT ($M)

FY18

FY19

FY20

FY21

FY22

FY23

FY24

FY25

FY26

FY27

FY28*

PPOS - (a) Design, Development
and Store Audit

(0.2)

(3.7)

-

-

-

-

-

-

-

-

-

PPOS - (b) Digital Pilot

-

-

(0.2)

-

-

-

-

-

-

-

-

PPOS - (c) PPOS Equipment and
Rollout

-

(9.5)

(0.2)

(0.6)

(0.4)

(0.2)

-

-

-

-

-

Total expenditure to be recovered
through Op. Allowance

0.2

13.2

0.4

0.6

0.4

0.2

-

-

-

-

-

*During FY19 and FY28, the Lottery is under Private Management by Camelot for 6 months only (Jan-Jun FY19
and Jul-Oct FY28).
FINAL (June 22, 2018)

FIGURE 31
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CAPEX

^^^spacing of the last row is off a little*

FY28

These items are considered more fully below:

(a) Retailer PPOS equipment
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.

(b) Implementation of iLottery platform
Description and rationale: Camelot has identified a significant opportunity to improve the performance
of the iLottery channel through improving digital marketing, player analytics and user experience. A key
element of our digital plans is the implementation of our next-generation iLottery platform, Excalibur. We
view this investment as critical as it will provide the Illinois Lottery with a modern and flexible iLottery
platform which will remain fit-for-purpose for the Term.
Anticipated annual increase in net income directly resulting from the significant investment: The
Business Plan anticipates our digital plans will generate an incremental $2,004 million in sales and $785
million in net income over the Term. The investment in a new iLottery platform will be an important
enabler of this growth.
Manager’s previous experience in implementing the same or similar investments: Camelot has
significant experience managing iLottery implementations:

•

We implemented the iLottery platform in the U.K. in 2013, migrating away from a legacy platform
provided by IGT. The introduction of a new, Manager-controlled platform has provided the U.K.
business with much greater speed-to-market and flexibility, and contributed to a 35 percent
increase (+£409 million) in digital sales over two years (from Manager’s fiscal year 13/14 to
15/16).

•

Camelot has also delivered a range of digital products to its customers including Loterie Romande
(where Manager recently implemented a replacement iLottery system) and Ireland (where
Manager has implemented mobile apps for the Irish National Lottery).
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(c) Lottery technology
Description and rationale: The Business Plan provides for a full refresh of lottery technology including
central systems and new retailer equipment (such as terminals and vending machines). We have selected
Intralot Inc., a market-leading lottery technology provider, as its Draw Games Significant Subcontractor.
The supply arrangements also provide for sufficient retail equipment to support expansion of the retail
estate from approximately 7,600 today to 9,000. Camelot has sought to align the interests of the Draw
Games Significant Subcontractor with Manager and State by negotiating a remuneration mechanism
which is primarily linked to overall sales performance of the Lottery. Total annual costs for the new lottery
technology supply arrangements will be approximately $44 million per annum.
The rationale for this refresh of lottery technology is as follows:

•

It is necessary to invest in a modern, flexible central system and new retailer hardware which will
achieve high levels of uptime and remain fit-for-purpose throughout the Term.

Anticipated annual increase in net income directly resulting from the significant investment: As a
provider of a new central system and retailer hardware, the Draw Games Significant Subcontractor will
play a key role in supporting delivery of the Business Plan, which sees total net income before Incentive
Compensation increase from $735 million in FY19 to $1,037m in FY27. More specifically, the new supply
arrangements also support our proposed expansion of the retail estate which we anticipate generating
an incremental $1,431 million in sales and $346 million in net income over the Term.
Manager’s previous experience in implementing the same or similar investments: Camelot has extensive
experience managing major lottery investments in respect of technology transitions. This includes
the management of major technology transitions in the U.K. National Lottery in 1994, 2001-02, and
2008-09. The technology transition in 2008-09 was one of the most challenging ever undertaken in the
lottery industry. It involved rolling out new terminals and communications to over 28,000 retailers and
replacing its iLottery system. Total capital expenditure for this project was approximately $200 million.
Camelot also successfully delivered a major technology transition in the Irish National Lottery in 2014,
transitioning away from a central system provided by Gtech to one provided by Intralot Inc.

(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.

FINAL (June 22, 2018)

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.

92

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 the Transition and 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 Financial Year
2019, Camelot generates positive EBITDA of $2.3 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, 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, a new
iLottery system and a full refresh of lottery technology (including central systems and retail equipment).
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.

(f) 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):
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QUARTERLY INCOME STATEMENT ($M)
Q1 FY19

Q2 FY19

Q3 FY19

Q4 FY19

TOTAL CY1
FY19

Income

42.4

42.4

42.4

42.4

169.7

EBITDA

4.5

4.8

5.7

(12.8)

2.3

Profit After Tax

2.6

2.7

2.9

(8.1)

-

Q1 FY19

Q2 FY19

Q3 FY19

Q4 FY19

15.7

26.0

26.8

14.4

-

-

-

-

15.7

26.0

26.8

14.4

Property, Plant & Equipment

0.4

0.4

9.6

14.8

Intangible Assets

2.8

4.2

11.6

20.0

TOTAL NON-CURRENT ASSETS

3.1

4.6

21.2

34.8

Total Assets

18.9

30.5

48.0

49.2

Accounts Payable

(11.3)

(11.7)

(10.9)

(12.1)

Tax (payable)/receivable

(1.8)

(3.7)

(5.7)

-

(13.1)

(15.4)

(16.6)

(12.1)

Non-Current Liabilities

-

-

-

-

TOTAL NON-CURRENT LIABILITIES

-

-

-

-

(13.1)

(15.4)

(16.6)

(12.1)

5.8

15.1

31.4

37.1

Share Capital / Shareholder debt

3.2

9.9

23.3

37.1

Retained Earnings

2.6

5.3

8.1

-

Total Equity

5.8

15.1

31.4

37.1

CONTRACT YEAR 1 (FY19)

QUARTERLY BALANCE SHEET ($M)
CONTRACT YEAR 1 (FY19)
Current Assets
Cash
Accounts Receivable
TOTAL CURRENT ASSETS
Non-Current Assets

Current Liabilities

TOTAL CURRENT LIABILITIES

Total Liabilities

FINAL (June 22, 2018)

Net Assets
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Equity

FIGURE 32

Forecast statement of income and balance sheet for Manager

Section B: Supporting organizational 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

•

Vice President (VP) Technology

•

General Manager

•

Senior Director of Human Resources

•

Vice President (VP) Marketing

•

•

Vice President (VP) Retail

Vice President (VP) Compliance and
General Counsel

•

Vice President (VP) Digital Sales

•

Senior Director of Corporate Affairs

•

Vice President (VP) Finance

•

Camelot Illinois Manager Key Personnel

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 function, the Compliance function and the Corporate Affairs function will liaise closely with the
Lottery to model transparency and collaboration. The People and Diversity 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 Diversity 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 colocated in the Camelot Global 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 key role
liaising with the Illinois Lottery and is supported by the senior management team, who are listed below.
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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:

•

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.

Colin looks forward to bringing that success to Illinois with a responsible approach.
Vice President (VP) Marketing, Jason Dolenga
Reporting to and collaborating with the Camelot Illinois General Manager, the VP of Marketing creates the
strategic vision for the Illinois Lottery brand and drives the product and marketing communications roadmap.
The VP of Marketing leads the Marketing department and is responsible for a managing a multimilliondollar annual budget. The key business challenges for the VP of Marketing is to reinvigorate the Illinois
Lottery brand, establish consumer understanding of the benefits that the Lottery generates for society
and broaden appeal of Lottery games through product and experience innovation.
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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.
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Key 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, VP
of Digital Sales and Camelot’s technology teams.

Vice President (VP) Digital Sales, Gareth Moore
The VP of Digital Sales remit is to grow, develop and maximize the performance of the ‘digital’ aspects
and elements of Illinois Lottery and games. This covers online channels for Lottery participation, plus
any additional product extensions and features devised to create a stronger identity, performance and
commercial impact, as well as enhanced cost efficiency.
The role has the following key objectives: to devise and embed (working with the Global Digital Director
for Camelot Global) the overall direction and strategy for iLottery to achieve top line growth and
bottom line profitability objectives; as a channel lead, to execute on the strategy through the team and
all relevant stakeholders to achieve performance objectives; shape and deliver all consumer market
communications/campaigns in an impactful and revenue-generating manner, deploying all available
customer segmentation and predictive analytics; manage, develop and inspire the Digital team to form
a coherent, motivated and winning group, optimizing talent and activities/processes to drive sustainable
growth and succession; manage to maximum effect and impact the marketing/digital budget and
relevant agencies and resources.
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 key contributor to the overall strategy. Other key 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 key contributor
to commercial decision making, the VP Finance works closely with commercial directors for Sales,
Marketing and Digital.
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. A key 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.
Senior Director of Human Resources, Lynette Karabis
Collaborating with the Camelot Illinois General Manager, the Senior Director of Human Resources 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.
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Key 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 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.
Vice President (VP) Compliance and General Counsel, Keith Horton
Within Camelot Illinois, the VP of Compliance and General Counsel is a key member of the Senior
Management team. This role is vital in delivering on our legal, regulatory and procurement commitments.
Key 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.
Senior Director of Corporate Affairs, Wendy Abrams
Our Corporate Affairs team liaises closely with the community, media and state government, ensuring our
commitment to responsible play and the state of Illinois is seen in all aspects of our daily activities. The
Senior Director of Corporate Affairs manages our external communications and relationships with our
stakeholders. This role is responsible for managing the reputation of Camelot Illinois through advocacy
and controls the dissemination of information on behalf of Camelot Illinois. The role is also responsible
for the CSR function.

FINAL (June 22, 2018)

Camelot Illinois Manager Key Personnel
As at April 15, 2018, Camelot Illinois has a staff of 85 full-time employees. A list of key personnel by
department is listed in Schedule 1. Full job roles and descriptions can be made available on request.
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(ii) Aspects of Manager’s operations strategy and approach to data management
This section sets out ‘aspects of the Manager’s operations strategy (including Manager’s Strategy with
respect to data procurement and analysis), the rational, process, timing and financial impacts associated
with these strategies, and Manager’s or Affiliates’ previous experience in implementing the same or similar
strategies’ as required by the PMA section 5.3.2 (e). Please refer to the Private Management Agreement
for aspects of Camelot’s consumer-facing strategy.

Overview of Operations Strategy
Camelot Illinois has addressed many of the specific elements of the Operations strategy throughout this
Annual 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
levels agreements and regular performance management reviews, as detailed in the section outlining ‘A
description of the strategy regarding the engagement and management of subcontractors.’
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 in Figure 33.
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Camelot Illinois Process Universe

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.

Approach to Data Management and plan to procure, store, safeguard and analyze
Lottery data
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.
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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 Integrated Security Management System (ISMS) based on, and
underpinned by, enterprise risk management and information security management models and
systems, using the knowledge and experience gained in the implementation of similar management
systems in the U.K. and Ireland.
The ISMS consolidates risk, information security, data and business continuity management into a single
system, delivered by a single governance method and organizational body.
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The approach to information and data security is based upon a number of core policies within the
Information Security Management System developed to meet the requirements of section 3.2.1 and
3.2.2 of the Operating Standards. The core policies of this ISMS can be summarized as the following:
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•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

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

•

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 is 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 not only preventing
unauthorized users from accessing sensitive data through the system but also prevention of access at a
storage level.
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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 Figure 34 below:

PRINCIPLE

WHAT

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

Single Platform

Single Interface to iLottery,
Host and Other Systems

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

Persistence

Persist deep data in the big data platform

Real Time

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

Bring Tools to the Data

Secure and Compliant

FIGURE 34

WHY
• A single source of the truth
• Eliminates duplication of integrating source systems, driving
quality, consistency and flexibility
• Modular and scalable
• Improves quality through simple and clear lineage of data
• Reduces impact on source systems
• Consistent and common master data for all end use
applications
• Improves agility to change through simplified testing
• Source systems are optimized for transactional use cases
• Deep history beyond operational reporting
• Supports immediate deployment of new data models and
analytics with full history

• Supports real-time operational use cases
• Built for real-time analytics and CRM
• Simple consistent data lineage

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

• Simple architecture drives quality, reduces security
threat landscape

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

• 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

Big data platform guiding principles summary
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Data Resilience
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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 it 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).

Data Analysis
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. To support this, we deliver class-leading data visualization tools to give train-of-thought analytics.

(iii) A description of the tools, reports and processes planned to provide transparency
of operations
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.
Camelot Illinois employs a variety of tools, reports and processes to provide transparency of operations.
The principles that underpin the provision of operational transparency are:

•

Regular operational reporting

•

Monthly meetings with the state

•

Embedded service management and escalation processes

•

Risk-based auditing and audit plan

•

Best-in-class technology applications

The jointly agreed operational reporting provides insight into the performance of key Lottery services and
activities, while the audit plan and associated audit reports give an independent assessment of specific
activities, regulatory requirements and issues/incidents. 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
when required to investigate incidents, or areas for further investigation.
The aim is to create dashboard type reporting that enables Camelot Illinois to manage the operations
easily and quickly, focusing on areas for improvement or concern. This dashboard reporting will be
developed and released within the BOS Intralot application.
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The Service Delivery team has established and embedded services and processes based on
Information Technology Infrastructure Library (ITIL) principles and best practice 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 Internal Audit
will get involved to oversee and deliver an audit, using operational information including 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 key 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).
Key documents and processes that support Camelot Illinois’ ability to provide transparency to the state
on its operations and performance include:

•

Internal Audit Plan

•

Escalation Process

•

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.
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(iv) A description of the strategy regarding engagement and management of subcontractors
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This section sets out ‘a description of 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-of-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.

The company’s strategy to engage subcontractors involves: (1) meeting with internal stakeholders to
understand the business needs; (2) working with the Legal and Procurement Departments to evaluate
whether the business needs are best met using (a) an existing contractor, (b) a provisionally approved
contractor, (c) or a new service provider; (3) executing the appropriate procurement method, with a
preference towards 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. The fiscal, 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 approaches and practices that are followed as appropriate by the Supplier
Relationship Manager. These guidelines work in conjunction with the Supplier/Third Party Security Policy.
Participation by minority businesses is central to Camelot Illinois’ success in the state of Illinois.
Camelot Illinois encourages at least 20 percent participation by Business Enterprise Program (BEP)
vendors (i.e., businesses owned by minorities, women and persons with disabilities). The 20 percent goal
is primarily based on a marketing spend, however, Camelot Illinois considers other spend areas such
as transportation, advertising and consumables, to name a few, as qualifying under this program. In
meeting the 20 percent goal, Camelot Illinois both engages provisionally approved BEP vendors, recruits
new vendors at networking events, publicizes all RFPs and leverages relationships with local chambers
of commerce. Other strategies include providing BEP training for staff, which is carried out on an annual
basis (and on an as-needed basis).
Key documents and processes that support Camelot’s strategy regarding the engagement and
management of subcontractors include:

•

Supplier Management Guidelines

•

Camelot Illinois Equal Employment/Business Opportunity Plan Strategy

•

Third Party Security Policy

Note: All documentation listed above is available on request.

(v) A description of all policies concerning compliance with ethics and anti-corruption 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.
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:

•

Code of Conduct

•

Code of Ethics (See PMA Operating Standards section 1.5.1)

•

Whistleblowing Policy

•

Anti-Bribery Policy
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Note: All documentation listed above is available on request. This information is available on request.
Within 30 days of hiring, all employees must agree and 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 anticorruption and ethics contract provisions are available both online via the Lottery’s 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, with suppliers being
contractually required to have in place throughout their engagement with Camelot Illinois an operational
business continuity plan. Key suppliers Intralot and Scientific Games have submitted their formal plans
as part of the PMA submission.
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The ‘Continuity plans’ as specific to Camelot Illinois’ operations are set out in the following schedules:
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•

Schedule 2 - Business continuity policy for Camelot Illinois

•

Schedule 3 - Business continuity process for Camelot Illinois

•

Schedule 4 - Business continuity plan for Chicago office

•

Schedule 5 - Business continuity plan for Finance Function

Note: Other business continuity plans will be developed (as required) for any new premises or functions,
as required under the PMA.

200 W Jackson Blvd #1100
Chicago, IL 60606
Date: June 22, 2018

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 22, 2018, 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 22, 2018
_________________________
Date
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11.3 PMA Compliance Matrix
Figure 35 below signposts the Business Plan specifications captured in the PMA, and how and where
Camelot Illinois has addressed these points within this document.

Section 5.3 Business Plan — PMA Compliance Matrix
SECTION

PMA BUSINESS PLAN SECTION

HOW THESE SECTIONS ARE REFERENCED
IN OVERALL BUSINESS PLAN

Overall Business Plan

5.3.2 (a)

The projected operating allowance, including
a line item for subcontractor (excluding all
Manager subcontractor) expenses and any other
third party expenses paid from the operating
allowance 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
Budget is based.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section A (iii): Projected allocation of the
Operating Allowance

5.3.2 (b)

A description of the Manager’s objectives for
each of the contract years, including Manager’s
ability to satisfy minimum net income, the
projected net income for each year, and the
elements or assumptions used to calculate the
projected net income.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section A (i): Manager’s goals and objectives

Manager’s comprehensive business plan for
providing the services after the base services
commencement date, with particular emphasis
on the goals and objectives for the first five
full contract years following the completion of
the Initial Stub Contract Year for each of the
activities set forth in Schedule 4.1 (Operational
Responsibilities of Manager), including an
executive summary of Manager’s overall strategy
for managing and growing the Lottery and an
explanation of Manager’s rational for its proposed
strategy, as well as Manager’s or its affiliates’
previous experience in implementing the same or
similar strategies.

Executive Letter
Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section A: Goals and Objectives
& key financials

Manager’s strategy for addressing the key issues,
including the balance between revenue growth
and responsible play and the balance between
state control and oversight as required by the
existing Lottery law and the flexibility afforded
to the Manager, the rational, process, timing
and financial impacts associated with these
strategies and Manager’s or its affiliates’ previous
experience in implementing the same or similar
strategies.

Camelot Illinois PMA Document
• Section 5.3.2 - Initial Business Plan
‘Strategy for addressing key issues’

5.3.2 (c)

5.3.2.(d)

•

•

Section A (iv): A description of the Manager’s
ability to satisfy net income

Section B: Description of supporting
organization plans

Camelot Illinois PMA Document
• Section 5.3.2
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PMA Compliance Matrix (Continued)
SECTION

PMA BUSINESS PLAN SECTION

HOW THESE SECTIONS ARE REFERENCED
IN OVERALL BUSINESS PLAN

Overall Business Plan
Aspects of Manager’s consumer-facing strategy,
as well as aspects of its operations strategy
(including Manager’s strategy with respect to
data procurement and analysis), the rational,
process, timing and financial impacts associated
with these strategies, and Manager’s or affiliates’
previous experience in implementing the same or
similar strategies.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section B (ii): Operations strategy and
approach to data management

5.3.2 (f)

Manager’s strategy for growing net income,
including a description of initiatives that
manager intends to undertake, the rational,
process, timing and financial impact associated
with such strategy and each such initiative, and
Manager’s or its affiliates’ previous experience in
implementing the same or similar strategies and
initiatives.

Updated Annual Plan
Camelot Illinois PMA Document
• Section 5.3.2

5.3.2 (g)

A description of Manager’s corporate and internal
organizational structure, including names, roles
and responsibilities of each Manager’s personnel,
including manager key personnel.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11.2 (B) (i): A description of
Manager’s corporate and internal
organization structure

5.3.2 (h)

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.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11.2(B) (iii): A description of the
tools, reports and processes used to provide
transparency of operations

5.3.2 (i)

A description of Manager’s strategy for the use
of the internet in the sale and marketing
of Lottery products consistent with the current
regulatory requirements, the rational, process,
timing and financial impacts associated with the
strategy, and Manager’s or its affiliates’ previous
experience in implementing the same or similar
strategies.

Updated Annual Business Plan
• Section 7.0 Channel: iLottery

A description of any proposal for capital
investments equal to or in excess of one million
dollars per investment, and a description
of Manager’s rationale for the significant
investment, including the anticipated annual
increase in net income directly resulting from
significant investment over the depreciation
period of such significant Investment, as well as
Manager’s or its affiliates’ previous experience in
implementing the same of similar investments.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11.2 (A) (v): Description of
capital investments equal to or in excess of
$1 million

5.3.2 (e)
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5.3.2 (j)

110

Camelot Illinois PMA Document
• Section 5.3.2 for Manager’s Comprehensive
Consumer Facing Strategy

Camelot Illinois PMA Document
• Section 5.3.2 for Manager’s Comprehensive
Digital iLottery Strategy

PMA Compliance Matrix (Continued)
SECTION

PMA BUSINESS PLAN SECTION

HOW THESE SECTIONS ARE REFERENCED
IN OVERALL BUSINESS PLAN

Overall Business Plan

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 relevance the
relative importance of such assumptions.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11 (A) (vi): Detailed financial
projections over the term

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.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11.2 (A) (vi): Analysis of compliance
with financial stability requirements

5.3.2 (m)

A description of Manager’s strategy regarding the
engagement and management of subcontractors.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11 (B) (iv): Strategy regarding
engagement and management of
subcontractors

5.3.2 (n)

A description of all policies of Manager
concerning ethics and compliance with anticorruption 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.

Appendix 11.2 Overall Business Plan & Five
Year Plan
• Section 11 (B) (v): Description of all policies
concerning ethics and compliance with
anti-corruption laws

5.3.2 (o)

Certification by Manager in form and substance
reasonably satisfactory to the state that
Manager is in compliance with all regulatory
requirements as of the date of the updated
Business plan.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11 (B) (vii): Certificate that the
Manager is in compliance with all regulatory
requirements

5.3.2 (p)

Manager’s disaster recovery and business
continuity plans (the ‘Continuity Plans’) as
an appendix.

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section 11 (B) (vi): Manager’s disaster
recovery and business continuity plans

5.3.2 (q)

Manager’s comprehensive plan to procure, store,
safeguard and analyze the Lottery data (including
Manager’s plan to procure new sources of
Lottery data).

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section B (ii:) Operations strategy and
approach to data management
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PMA Compliance Matrix (Continued)
SECTION

PMA BUSINESS PLAN SECTION

HOW THESE SECTIONS ARE REFERENCED
IN OVERALL BUSINESS PLAN

First Year Plan

5.3.3

The First Year plan shall include the following
details, and shall be updated annually, in
accordance with section 5.3.5 for the following
Contract Year (each such annual update, the
‘Upcoming Year plan’).

Updated Annual Business Plan
• Section 2.0: FY19 Financials

A. The Budget for the initial stub year

contract year and the first full contract
year following the initial stub year
contract and the assumptions on which
the budget is made; and

B. A description of the Managers objectives
for the initial stub year contract year,
and the first full contract year following
the initial stub year, including Manager’s
projected net income for each such
period and the elements or assumptions
used to calculate such projected net
income.

Five Year Plan

5.3.4

The Five Year plan shall be updated annually
to cover a rolling five-year term in accordance
with section 5.3.5 and shall include the following
details.

A. The Budget for each of the next five

contract years and the assumptions on
which the Budget is based.

B. Pro forma income statements for the
next five contract years, based on
Manager’s proposed allocation of the
operating allowance, minimum net
income, the proposed net income for
each such contact year and plans for
operating the Lottery; and

C. A description of the Manager’s objectives
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for the next five contract years, including
achieving minimum net income for
each contract year and the elements
or assumptions used to calculate such
projected income.
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FIGURE 35

Compliance matrix

Appendix 11.2 Overall Business Plan
& Five Year Plan
• Section A: Goals and objectives and key
financials covering the term

Schedules
•

Schedule 1: List of Camelot Illinois employees

•

Schedule 2: Business Continuity: Policy

•

Schedule 3: Business Continuity: Process

•

Schedule 4: Business Continuity: Chicago

•

Schedule 5: Business Continuity: Finance
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SCHEDULE 1: LIST OF CAMELOT ILLINOIS
EMPLOYEES
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HOME DEPARTMENT
HIRE DATE
DESCRIPTION

FIRST NAME

LAST NAME

JOB TITLE DESCRIPTION

Abbi

Sullivan

Executive Assistant - Retail Sales and Market CILL - Central

02/13/2018

Wendy

Abrams

Senior Director of Corporate Affairs

CILL - Corp. Affairs

02/06/2018

Emily

Behn

Public Affairs Associate

CILL - Corp. Affairs

03/27/2018

Carly Mae

Penworthy

Social Responsibility Manager

CILL - Corp. Affairs

10/31/2017

Leslie

Wertheimer

Public Affairs Manager Media Relations

CILL - Corp. Affairs

09/01/2017

Lorell

Williams

Public Affairs Manager Outreach and Events

CILL - Corp. Affairs

11/07/2017

Bridget

Duerr

Social Media Specialist

CILL - Digital

11/20/2017

Kelly

Hardy

Digital Campaign Specialist

CILL - Digital

02/06/2018

Kora

Kopieniak

Graphic Designer

CILL - Digital

01/23/2018

Kevin

Ma

Marketing Automation Specialist

CILL - Digital

11/28/2017

Monika

McMahon

Director of Digital

CILL - Digital

11/17/2017

Roy

Barnes

Financial Controller

CILL - Finance

01/02/2018

William

Chung

Commercial Financial Analyst

CILL - Finance

02/27/2018

Timothy

Culhane

VP of Finance

CILL - Finance

11/07/2017

Sandra

Feliciano

Accounts Payable Analyst

CILL - Finance

04/18/2018

Ljiljana

Gajinov

AR/AP Specialist

CILL - Finance

09/01/2017

Rory

Mulqueen

Senior Commercial Finance Analyst

CILL - Finance

11/14/2017

Mato

Veber

Director of Commercial Finance

CILL - Finance

09/01/2017

Sandra

Wojciechowski

Senior Financial Accountant

CILL - Finance

01/09/2018

Davia

Anderson

Office Manager/Executive Assistant

CILL - General Manager 11/07/2017

Colin

Hadden

General Manager

CILL - General Manager 11/01/2017

Alyssa

Anemone

Camelot Business Associate

CILL - HR

01/08/2018

Ryan

Juguan

Camelot Business Associate

CILL - HR

01/08/2018

Lynette

Karabis

Director of Human Resources

CILL - HR

09/01/2017

Ryan

Manson

Camelot Business Associate

CILL - HR

01/08/2018

Michelle

Neel

Employee Engagement Specialist

CILL - HR

09/19/2017

Denisha

Pettis

Camelot Business Associate

CILL - HR

01/08/2018

Alexandra

Prassas

Development and Comm Manager

CILL - HR

09/01/2017

Melissa

Taylor

Human Resources Coordinator

CILL - HR

09/05/2017

Keith

Horton

VP of Compliance & General Counsel

CILL - Legal

01/02/2018

Teresa

Mui

Paralegal - Executive Assistant

CILL - Legal

02/27/2018

Dawn

Porter

Procurement Manager

CILL - Legal

03/12/2018

Sandi

Raphael

Senior Counsel

CILL - Legal

03/27/2018

Norma

Sutton

Director of Procurement

CILL - Legal

11/14/2017

Erica

Bishaf

Channel Insights Manager

CILL - Marketing

11/28/2017

Jason

Dolenga

VP of Marketing

CILL - Marketing

03/12/2018

Michael

Elwood

Product Manager - Instant Games

CILL - Marketing

01/02/2018

Ian

Hannaford

Director of Brand and Games

CILL - Marketing

10/02/2017

Matthew

Holmes

Retail Insights Specialist

CILL - Marketing

12/19/2017

Sarah

Jardine

Assistant Product Manager

CILL - Marketing

03/12/2018

Evan

Laya

Brand Manager - Instant Game

CILL - Marketing

12/19/2017

FIRST NAME

LAST NAME

JOB TITLE DESCRIPTION

HOME DEPARTMENT
HIRE DATE
DESCRIPTION

Adam

Lella

Consumer Insights Specialist

CILL - Marketing

02/06/2018

Larisa

Mats

Director of Insights

CILL - Marketing

10/03/2017

Kristin

Pugliese

Consumer Marketing Manager - Shopper
Marketing

CILL - Marketing

01/03/2018

Kristin

Render

Consumer Insights Manager

CILL - Marketing

02/06/2018

Edy

Rozycki

Brand Manager - Draw games

CILL - Marketing

11/28/2017

Nancy

Shen

Media Manager

CILL - Marketing

01/23/2018

Bridget

Williams

Marketing Manager

CILL - Marketing

01/03/2018

Gilbert

Chaparro

Warehouse Manager

CILL - Retail

12/13/2017

Jason

Cunningham

Director of Retail Support

CILL - Retail

12/11/2017

Daniel

Ducharme

Key Account Manager

CILL - Retail

03/20/2018

Andrea

ElDarragi

Category Manager

CILL - Retail

01/16/2018

Richard

Fairbanks

Divisional Field Sales Director

CILL - Retail

02/06/2018

Keary

Fath

VP of Retail Sales

CILL - Retail

10/17/2017

Alfredo

Gallardo

Retail Operations Associate

CILL - Retail

03/06/2018

Steve

Goebbert

Divisional Field Sales Director

CILL - Retail

09/01/2017

Brian

Graham

New Account Development Representative

CILL - Retail

04/30/2018

Dawn

Greene

Retail Operations Manager

CILL - Retail

01/22/2018

AnnaMarie

MacLean

Retail Sales Data Analyst

CILL - Retail

01/16/2018

Roberta

Nelms

Category Manager

CILL - Retail

01/16/2018

Jim

O’Connor

Divisional Field Sales Director

CILL - Retail

12/16/2017

Nora

O’Sullivan

Key Account Manager

CILL - Retail

01/16/2018

Michael

Odom

Field Sales Manager

CILL - Retail

03/20/2018

Joseph

Rodriguez

Retail Operations Associate

CILL - Retail

02/06/2018

Nancy

Seward

Tel Sell Manager

CILL - Retail

12/28/2017

Sandra

Swales

Key Account Director

CILL - Retail

03/20/2018

Evan

Wilson

New Account Development Representative

CILL - Retail

03/27/2018

Zainab

Ali

IT User Support

CILL - Technology

10/17/2017

Carmela

Cadiz

Program Manager

CILL - Technology

04/09/2018

Yvette

Ford

QA Manager

CILL - Technology

04/03/2018

Christina

Fox

Technical Architect

CILL - Technology

12/12/2017

Virginia

Holmes

Business Analyst

CILL - Technology

12/19/2017

Svetlana

Konstant

Project Coordinator

CILL - Technology

09/01/2017

Gareth

Moore

VP of Digital

CILL - Technology

05/01/2018

James

Ritter

Change and Problem Release Manager

CILL - Technology

02/06/2018

Fergus

Roche

VP of Technology

CILL - Technology

04/01/2018

Penny

Rovner

Service Delivery Manager

CILL - Technology

09/05/2017

Michael

Strode

IT User Support

CILL - Technology

02/27/2018

Matthew

Wenzel

Business Analyst

CILL - Technology

01/02/2018

Sean

Whippo

Technical Security Manager

CILL - Technology

11/28/2017

Nicole

Yaniz

Project Manager

CILL - Technology

04/30/2017
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SCHEDULE 2: BUSINESS CONTINUITY
— POLICY

119

1.0 Purpose
The purpose of this Camelot Illinois Business Continuity Policy is to define the approach to be taken
by Camelot Illinois 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 Camelot Illinois Business Continuity Policy shall apply to all business units within Camelot Illinois.
A list of definitions of terms is available in the Camelot Illinois Policy Glossary.

3.0 Policy Statement
Business continuity in Camelot Illinois has 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
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The following principles support the delivery of these objectives:
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•

Business continuity management shall be treated as a business critical issue

•

Business impact analysis shall be undertaken to identify critical activities

•

Risk assessments for critical activities shall be undertaken where appropriate and any risks
identified shall be managed in line with the Camelot Illinois Risk Management Policy

•

Business continuity plans shall be created for all critical activities

•

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

•

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

•

Business continuity plans shall include staff welfare considerations

•

Business continuity plans shall include information security requirements

•

Business continuity plans shall include stakeholder communication guidelines

•

Accountabilities and responsibilities for business continuity shall be defined and documented

•

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

•

All third parties providing systems or services that support Camelot Illinois business critical
activities shall:

»

Be responsible for maintaining business continuity plans for their office locations

»

Have service level agreements that ensure continuity of operation

The strategy for Camelot Illinois business continuity is based on the following guiding principles:

•

Camelot Illinois 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.

•

All Camelot Illinois staff shall be able to fulfill their roles and responsibilities through remote
working if required.

•

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.

•

The overarching technology solution developed and utilized by Camelot Illinois is designed around
providers and applications that are extremely unlikely to have an outage or loss of performance
that would significantly impact the Camelot Illinois business. Therefore this Policy and associated
business continuity approach does not address failures of the services provided to Camelot
Illinois 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
grc@camelotillinois.com

5.0 Exceptions
Any planned exceptions from this policy must be agreed with the Policy Owner and reported to
grc@camelotillinois.com.
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6.0 Review Period
This document will be reviewed 12 months after the issue date and every 12 months thereafter.

7.0 Document Control
DOC REF

CAMELOT ILLINOIS BUSINESS
CONTINUITY POLICY

PUBLICATION
DATE

MARCH 2018

Owner

Penny Rovner

Role

Business Continuity Manager

Authorized By

Fergus Roche

Role

VP of Technology
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SCHEDULE 3: BUSINESS CONTINUITY
— PROCESS
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1.0 Purpose
The purpose of this document is to detail the high-level business continuity process to be followed within
Camelot Illinois and to specify the key roles and responsibilities relevant to the process.
.

2.0 Scope
The scope of this process is all Camelot Illinois teams and processes located at the following site:
Camelot Illinois Head Office
200 West Jackson Boulevard #1100
Chicago, Illinois
60606
The teams and processes operated by our key suppliers International Gaming Technology 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
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The objectives of the Camelot Illinois Business Continuity process are to ensure that:
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•

The safety and welfare of staff and visitors to Camelot Illinois remains a priority during a major
disruption.

•

Leadership and coordination is provided to responding staff.

•

All staff are informed of the situation and the actions that they must take in a timely and
consistent manner.

•

Appropriate external organizations and stakeholders are informed of the situation.

•

Camelot Illinois customers are informed of the situation.

•

The organization commits to realistic and proportionate actions and timeframes.

•

The situation is kept under review and appropriate, managed updates are provided.

•

The business is restored to ‘business as usual’ as efficiently as possible.

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

4.1 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.

4.2 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

4.3 Business continuity plan testing
The 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.
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4.4 Business continuity plan review
The 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. The 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

5.1 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 fulfill 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
Executive 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.
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5.2 Incident assessment
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Based on the information received, the BC Manager and/or Camelot Illinois Executive 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 Executive 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.

5.3 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 Executive 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 Executive team will be able to manage the event from a variety of remote
locations (e.g. from home).

The BCP owners and at least one representative from the Executive 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.

5.4 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 Executive 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 Executive Team to resolve these. Appendix A contains a suggested checklist of items to be covered
as part of the periodic updates.

5.5 BCP closure
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 dependent critical activities. This
decision will be made by the BC Manager with input from the BCP owners and the Executive 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.

5.6 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.
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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.
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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 Executive Team is 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

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 reallocate resources required for an effective response to a business continuity incident
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7.0 Review Period
This document will be reviewed 12 months after the issue date and every 12 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, ongoing 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?

»

Has anything been lost; physical assets, personal assets, data?

Confirm work in progress affected by the incident and any associated deadlines for delivery
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»
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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 prioritized 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
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SCHEDULE 4: BUSINESS CONTINUITY
PLAN — CHICAGO
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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

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
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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.
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
The BCP Owner is responsible for ensuring that staff 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.
Wider communications concerning the business continuity event are the responsibility of the Business
Continuity Manager and the Leadership 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.

6.0 Critical Systems/Applications
SYSTEM/
APPLICATION NAME

SYSTEM/APPLICATION
LOCATION

Google Office
Applications

Cloud

Netsuite

Cloud

MS Office
(Local or Parallels)

Local

ES Dashboard

Chicago VPN

Loss or Unavailability of Application
Contact IGT and implement IGT BCP.

Sapient Razorfish

Cloud

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

Cloud

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

ADP

RECOVERY
PLAN
Connectivity Loss
Chicago-based staff to work from alternate
location (either home or an alternate site with
connectivity).
Connectivity Loss
Chicago-based staff to work from alternate
location (either home or an alternate Camelot site
with connectivity).
Loss or Unavailability of Application
All files backed up to Finance Shared drive.
Retrieve files from Shared Drive and use
alternative spreadsheet application.
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7.0 Critical Activities
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 IGT)

8 hours

Updating of Illinois Lottery
website content

24 hours

HR activities including wage
payments

24 hours

Social Media monitoring and
responses

24 hours
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Reliance on manual systems and supplier
notifications for incidents that could potentially
affect revenue and/or services to players and
retailers.
Draw and game information would be updated
from ES to website via automated FTP. Non-Draw
game content could be amended from alternate
locations.
Processing would need to be delivered from
alternate location.
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
8.1 SUPPLIER 1
Supplier
Name

International Gaming
Technology

Recovery
Window

4 hours

Relationship Manager

Penny Rovner

Supplier Contact

Dane Cox

Criticality Justification
IGT provides the gaming software, dashboard, retailer network and support services that enables Draw 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.
Recovery Plan
1/Implementation of IGT BCP plan.

8.2 SUPPLIER 2
Supplier
Name

Scientific
Games

Recovery
Window

4 hours

Relationship Manager

Mike Elwood,
Ian Hannaford

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.
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8.3 SUPPLIER 3
Supplier
Name

Illinois state
Lottery

Recovery
Window

4 hours

Relationship Manager

Penny Rovner,
Keith Horton

Supplier Contact

Harold Mays

Criticality Justification
The Illinois state Lottery run and manage all Illinois state Draw games.
Recovery Plan
1/Implementation of Illinois state Lottery BCP plan.

9.0 Location Continuity Plan
9.1 CHICAGO
Recovery Window
Recovery Plan
All staff to work from home.

10.0 Staff Continuity Plan
RECOVERY PLAN
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Not applicable. Please refer to individual departmental plans.
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More than 72 hours

11.0 Critical Dependencies
11.1 Teams dependent on Chicago
TEAM NAME
IT

DEPENDENCY DESCRIPTION

TEAM CONTACT

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, IGT would be able to provide an alternative
arrangement if access to the site was not going to be resolved quickly.

Penny Rovner

12.0 Roles and Responsibilities
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
post-incident 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 Executive 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.

13.0 Review Period
This document will be reviewed 12 months after the issue date and every 12 months thereafter.
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SCHEDULE 5: BUSINESS CONTINUITY
PLAN — FINANCE
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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.
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4.0 Staff Welfare
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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.
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
The BCP Owner is responsible for ensuring that staff 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.
Wider communications concerning the business continuity event are the responsibility of the Business
Continuity Manager and the Leadership 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.

6.0 Critical Systems/Applications
SYSTEM/
APPLICATION NAME

SYSTEM/APPLICATION
LOCATION

RECOVERY
PLAN

Google Office Applications

Cloud

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.
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7.0 Critical Activities
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ACTIVITY

RECOVERY
WINDOW

IMPACT OF NON-COMPLETION

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

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.

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.

8.0 Supplier Continuity Plan
8.1 SUPPLIER 1
Supplier
Name

NetSuite

Recovery
Window

4 hours

Relationship Manager

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 Global Finance.
Recovery Plan
1/ Contact Camelot Global Finance.
2/ Contact NetSuite.

9.0 Location Continuity Plan
9.1 CHICAGO
Recovery Window

More than 72 hours

Recovery Plan
All staff to work from home.

9.2 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.
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10.0 Critical Dependencies
10.1 TEAMS DEPENDENT ON FINANCE
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
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10.2 TEAMS FINANCE ARE DEPENDENT UPON
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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 Global Finance

Supply of invoices and reports

Amanda Smith

Camelot Global IT

Supply and maintenance of key
business systems

John Root

11.0 Roles and Responsibilities
NAME

ROLE

KEY RESPONSIBILITIES

BCP Owner

Roy Barnes

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
post-incident review.

BCP Owner Deputy

Mato Veber

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

BC Manager

Penny Rovner

BC Manager Deputy

Sean Whippo

Act as contact point throughout the incident,
engage Executive Team appropriately, ensure
BCP owners initiate their plans effectively,
maintain the incident log, close the incident and
manage post-incident review.
Deputize for BC Manager when required, support
BC Manager when required.

12.0 Review Period
This document will be reviewed 12 months after the issue date and every 12 months thereafter.
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