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Foreword  
Following a competitive procurement process in December 2013, the New York State Gaming 
Commission awarded Camelot Global Services North America (Camelot), a contract to conduct market 
research in relation to alternative approaches for the future of the New York State Lottery, (NYSL).  

Camelot specializes in digital lottery growth focusing on retail and digital execution, responsible gaming, 
game development and marketing strategies designed to maximize participation and therefore net 
revenue to beneficiaries. In the UK, Camelot has operated the National Lottery since 1994; globally 
Camelot provides consultancy and management services to lotteries – including the California State 
Lottery, the Interprovincial Lottery Corporation in Canada and the Massachusetts State Lottery. Camelot 
is in a unique position to understand the challenges arising from increased competition from casinos for 
discretionary income purchases. We have the operating, consulting and delivery track record to support 
the NYSL in a comprehensive program of market research, business plan development and 
implementation support that will maximize player participation while securing growth in funding for State 
aid to education for decades to come. 

This document articulates the outcome of this market research and details a five year business plan 
designed to ensure the growth of future net revenue for the NYSL.   

 

Please be aware that all data contained in this document was accurate at the time of submission (11th 
February 2014) 
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Introduction  
This document has been structured with a number of chapters to lead readers through the detail of the 
business plan and is supported by a number of appendices as outlined in the contents page. Each 
chapter is set out below:   

Chapter 1: The Executive Summary provides a background to this five year business plan and the current 
performance of the NYSL along with providing an outline of each of the plans chapters.   

Chapter 2: The performance and Situational Analysis is split into four key areas that include an 
introduction to the Situational Analysis, Business Analysis, Competition and finally a section on Macro 
Trends.   

Chapter 3: The strategic platforms are split between the four commercial strategies and the fifth 
supporting ‘Keys to Success’. Each strategy contains a number of initiatives that together form the 
business plan. The chapter then finishes on the finance section that details all of the assumptions of the 
business plan.      

Chapter 4: The conclusion sets out the main key findings of this business plan along with the next steps.   
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0.0 Background  
 
The NYSL confirmed its position as the biggest lottery in the United States in terms of sales in FY 2012-
13, returning $2.17bn to state funding for Education generated from annual sales of over $7.1bn in 
traditional lottery sales, excluding Video Lottery Terminals (VLTs). The NYSL markets lottery tickets 
through c.18,000 retailer locations across the State and by subscription over the internet.  

At present the NYSL’s main product breakdowns are:  

• Multi-jurisdictional jackpot games 

• Quick Draw  

• Numbers and Win 4 

• Instants Tickets  

• Other games l

The Upstate New York Gaming Economic Development Act of 2013, passed by the legislature and 
subject to approval by the State electorate, authorizes four upstate destination gaming resorts to enhance 
tourism development. New York State already permits gambling and is home to nine video lottery 
facilities, five tribal class III casinos, three tribal class II facilities and more electronic gaming machines 
than any state in the Northeast or Mideast. l

  





 

 
  

 
5 

Camelot Global Services Limited©                                                                  Confidential and Proprietary - Commercial in Confidence 

0.2 Business Plan Development Approach  

Camelot has developed this business plan through its strategy development and execution tool. This tool, 
known as “ISPEX”, which stands for Insight, Strategy, Planning and Execution,  places the consumer at 
the heart of decision making, ensuring that all strategies recommended are built on insight or 
understanding of NYSL’s consumers and best practice. This approach has been deployed successfully by 
Camelot and has been proven in both the North American and European market places.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 0.2 Camelot’s ISPEX approach. Illustrating the relationship between Insight, Strategy, Planning 
and Execution and how this was implemented throughout the business plan development period. 

 

Camelot has worked with the NYSL to ensure the five year business plan is relevant, achievable and 
targeted to maximize net revenue to education, providing a solid foundation for implementation. In 
undertaking the development of the business plan through the ISPEX approach, Camelot has conducted 
the following actions on behalf of the NYSL. 
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0.3 Camelot Engagement Team   
The members of the Camelot engagement team, who authored this business plan document, are detailed 
below. Throughout the engagement the Camelot team drew extensively upon its considerable experience 
of delivering successful engagements with the California State Lottery, the Massachusetts State Lottery, 
Canada's Interprovincial Lottery Corporation (ILC), the EuroMillions community, the award of the 
Pennsylvania PMA in January of 2013 and, most recently, the appointment of Premier Lotteries Ireland (a 
consortium of Ontario Teachers’ Pension Plan (owners of Camelot) and An Post) as preferred bidder for 
the Irish National Lottery. 
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1.0 Executive Summary  

d, will generate up to an incremental $2.6bn in net revenue over a five yea
  

 
In sales terms, the New York State Lottery is the biggest in North America and is widely considered to be 
one of the best lotteries in the world. The NYSL already has a great foundation. New York players are 
very positive about the NYSL and Camelot’s research indicates the brand is one of the most recognizable 
within New York State and that

 
The business plan detailed in this document provides a detailed strategy informed by a wealth of 
evidence based research to strengthen the NYSL’s current operation and mitigate potential declines in 
net revenue. It makes specific recommendations to address the challenges outlined above, with a view to 
growing net revenue by $2.6bn over the next five years.  

Strategic Vision 
‘Putting the consumer at the heart of everything we do’ is a central theme of this business plan and 
informs all of the initiatives detailed in this document.  

Our proposed strategy will: 

• Ensure the New York State Lottery remains the biggest and best in the U.S. protected against 
competitive threats and changes in consumer behavior by future-proofing it for the challenges of 
2019 and beyond  
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• Maximize net revenue and delight players in doing so 

Create an additional $2.6bn in net revenue and deliver an additional $4.5bn to players in prizes  

Forecasted Financial Impact of Five Year Business Plan  
To evaluate the overall benefit of the five year business plan, Camelot has developed a comprehensive 
financial model that evaluates the impact on net revenue of the initiatives developed against business as 
usual.  The outputs of this model are summarized below:    

Status Quo scenario  
Camelot worked with the NYSL to model and agree to a comprehensive Status Quo scenario that 
estimates net revenue and sales assuming current trends continue.  The Status Quo scenario sets out 
the net revenue against which the ‘Initiatives’ scenario is compared in Figure 1.0. 

The Status Quo scenario forecasts growth being (at best) flat over the five year
Furthermore, when casino risk is taken into account, the Status Quo position pr  
possible decline in net revenues of  -$0.2bn by 2019 vs. a + 0.6bn increase in n
revenues, even against a non-casino risk impacted Status Quo position (+0.8b
increase when casino risk impact is compared like for like).  
 

 
 
Figure 1.0   
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Initiatives Scenario  
l i

  

For NYSL to achieve the forecast outlined in the business plan it will need to do things differently. 
Critically, the NYSL must ultimately start to think and act like a consumer goods company and put the 
consumer first. After all, the NYSL owns the biggest brands in New York State and some of the biggest 
lottery brands in the world. This will involve investing in convenience and in the NYSL’s relationships with 
its players. Steps must be taken to enable players who do not currently shop the category in retail, to do 
so more conveniently in the future.  

As has been shown, over the five year period, total net revenue under the Initiatives scenario is $2.6bn 
higher than the Status Quo scenario. 

l

this Status Quo scenario, net revenue from lottery are expected to fall by a reduction of between 1% and 
7%, as illustrated in Figure 1.0, above. 

The following graphs provide a summary breakdown of how each of the initiatives contributes to the 
additional net revenue over the period and the phasing of the net revenue growth.    
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Five Key Strategic Platforms  
The proposed business plan provides strategies to strengthen the NYSL’s current operation and 
recommends changes that will safeguard and then grow net revenues by $2.6bn over the next five years. 
The business plan covers five strategic platforms. Four of the platforms relate to consumer demand and 
fulfillment. The fifth strategy relates to enabling the consumer strategies outlined.  

The four commercial strategies cover off games and marketing (the creation of consumer demand); 
alongside retail and player relationships (consumer fulfillment). For the NYSL to remain a success in the 
medium to longer-term it will need to focus on creating consumer excitement, become more targeted with
its offer and make it much easier for players to interact with its consumer brands. 

ll r

A brief overview of each strategy follows, with further detail provided in Section 3 of the business plan. 

3.1 Games  
The NYSL’s brands compete against other consumer products that contend for consumer discretionary 
spend. At the heart of a healthy lottery is a vibrant, differentiated and compelling portfolio, capable of 
attracting this discretionary spend. 

i

i
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 3.1.1 Instants – Implement New Operating Model  

• 3.1.2 Instants  - Implement Range Management  

 3.1.3 Draw Based Games  

3.1.4 New Product Development  

3.1.5 Quick Draw – Increase Spend and Frequency   

 

3.2 Marketing  
The NYSL is in a strong position to leverage existing high consumer awareness of the lottery and trending 
consumer propensity to support or have an interest in brands that give something back to society. 
However, as with any lottery, it can have the best game portfolio in the world and help fund the most 
compelling good cause; but this won’t manifest in revenues, if consumers are not engaged. 

 

3.3 Retail 
l i i

converting demand into purchase. Section 3.3 Retail details five key strategic 
initiatives:  

 

 

 

r
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l l i  
  

3.4 Player Relationships  
l i i  

 
r  

 
  

3.5 Keys to Success  
Sections 3.1 to 3.4 detail the commercial strategies required to ensure the growth of future returns to 
Education from the NYSL.  

 

 

Implementation 
In developing the business plan, Camelot has considered the range of implementation options open to 
the NYSL for the successful execution of each initiative. The table below summarizes the advantages and 
disadvantages of this range. Camelot has evaluated the implementation options based on its 
understanding of the current NYSL business situation and all regulatory considerations.  

For every initiative in this document, Camelot has made suggestions as to the best implementation 
options for success. 

l
t

‘ il i i
 

The ultimate decision as to which implementation options are selected for each initiative will be made by 
the NYSL and will be subject to further analysis and evaluation following the conclusion of this report.     
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2.1 Introduction to Situational Analysis 
Camelot has undertaken an in-depth understanding of the macro environment and the NYSL business in 
order to unlock “the consumer truth” that explains business, game, channel and marketing performance. 
Camelot places great importance on insight and foresight because it underpins the strategic 
recommendations made.  The Situational Analysis captures this intelligence in one place. 

The Situational Analysis (Appendix A) provides an overview of the New York Lottery (NYSL). It includes 
New York key facts, economic macro overview and a summary of gaming in New York. It closely looks at 
NYSL performance through time and versus other peer lotteries. The analysis considers the consumer, 
the brands, channels and marketing.  

An initial assessment of the NYSL was conducted in December 2013. Information was gleaned from five 
key sources, including NYSL supplied data, NYSL Financial Statements, La Fleurs, TGI Simmons and 
Oxford Economics. This assessment shaped Camelot’s initial hypotheses on the NYSL and influenced 
the consumer insight and future trends briefing process. 

The Situational Analysis evolved to incorporate the learning from consumer research, future trends and 
store visits.  

Consumer Research/Insight 

 

i i ‘  
 
 
 
 

  

 

i

 

Future’s Research/Foresight 
The Future Foundation is the number one consumer trends and insight enterprise in the world, with 
offices in New York, London and Stockholm. It counts an impressive client list of consumer packaged 
goods giants among its clients, including: Coca Cola, Nestle and L’Oreal. 
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2.2 Business Analysis 
The five year NYSL strategic plan is underpinned by a comprehensive business review and analysis 
including an in-depth review of the macro environment as well as an assessment of the NYSL business. 
In addition,  

 A strengths, weaknesses, opportunities and threats 
analysis (SWOT analysis) of the findings is summarized below:  

Strengths 
The NYSL is viewed favorably by many New Yorkers,  The NYSL is widely 
accessible via an extensive retail network of approximately 18,000 stores.  This foundation, coupled with 
prominent awareness, has helped the NYSL achieve high participation. Camelot’s quantitative research 
identified i played the lottery in the past 12 months.  

i ’ l i li

Weaknesses 
 
 

 
 
 

 
 

 

 
i i ll

Opportunities 
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2.3 Competition 

  

l l  

f n n amb n  t  t St t  New o k s l k y t com est of ‘w e ’, 
  A number of U.S. states have already begun paving the way for online gambling.  The 

Illinois Lottery was the first U.S. based lottery that allowed players to purchase lottery tickets online. Any 
adult resident, 18+, can now play Mega Millions, Lotto and Powerball via the lottery's online sales channel 
and through the new app, launched in 2014. New Jersey passed legislation in early 2013 which allows 
online gambling via existing casino operators.  New Jersey’s ruling may herald a further expansion of this 
industry by individual states in the U.S. Pennsylvania is now the second biggest gaming market after 
Nevada, overtaking New Jersey.  

Consumer attitudes towards gambling are becoming more liberal, making gambling far more accessible 
and acceptable. The Upstate New York Gaming Economic Development Act (UNYGEDA) and 
specifically, Proposal One – relating to permission for casinos - was passed in November 2013 following 
a referendum in New York State. The proposed amendment was backed by 57% of voters, which altered 
the State constitution to allow up to seven non-Indian casinos across the State.  
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2.4 Macro Trends 

 

  
’

 

 
 

 

Figure 2.4.1 Source: Future Foundation 2014 

Out of home leisure spending has a tendency to positively correlate to the health of the economy. The 
predicted growth depicted above will be a welcome boost for out of home leisure activities, such as 
casinos. New York will host four (and up to seven) major casinos, which will compete for out of home 
leisure dollars.  
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Social  
il

 

i i i  
 
 
 
 
 
 
 

 
 
 

Technological  
 
 

 



 

 
  

 
23 

Camelot Global Services Limited©                                                                  Confidential and Proprietary - Commercial in Confidence 

 

Figure 2.4.2 Source: Future Foundation 2014 

Even just a few years ago, going online meant sitting in front of a computer screen. Today, cell phones, 
tablets and fast wireless internet coverage allow us to connect in virtually any location and at any time. 

The rapid growth of smartphones (and apps) will continue, with a forecast for 2020 of 89% for 16-24 and 
59% for 65+. 
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3.1.1 Instants 
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3.1.3 Draw Based Games  
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3.1.4 New Product Development  
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3.1.5 Quick Draw – Increase Spend & Frequency 
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3.2.1 Ensuring Compelling Communications 
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3.2.2 Maximizing Spend Effectiveness 
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4.0 Conclusion  
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The brief of this business plan was to look at 
‘Alternative Approaches for the Future of Lottery 
in New York State’.  
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Glossary of Terms 
Brand Champions 
A person responsible for the performance of the 
brand they represent. Improving its profile by 
instigating new initiatives and the point of contact 
internally and externally for all aspects relating 
back to the brand. 

 
Consumer Packaged Goods 
Consumer packaged goods (CPG) are 
consumable goods such as food, beverages, 
cleaning products etc - items that get used up 
and have to be replaced frequently, in contrast to 
items that people usually keep for a long time, 
such as cars and furniture. 

 
Discretionary Spend 
Money spent by consumers on non-essential 
purchases such as vacations, DVDs, eating out, 
make-up, accessories etc. Discretionary spend 
represents the amount of income remaining after 
a person pays for personal necessities and 
taxes. 

 
Future-proofing  
Ensuring value of a product or process into the 
distant future by creating it in such a way that it 
does not become obsolete or can be easily 
updated to adapt to changing times. 

 

 
 
 

 

 
 

 

 
 

 

 

 
 

 
Retail Estate 
All of the individual retailers in which lottery 
products are sold, including chain stores, 
independent stores and gas and convenience 
stores. 

 
Spend Effectiveness 
The return on investment gained from budget 
spent on marketing. 

 
Holistic Insight 
Holistic Insight considers the combined findings 
of data analysis, desk research, qualitative, 
quantitative research, online/ new/social media, 
future trends, etc. All data is reviewed in totality, 
to gain an accurate and deep understanding of 
the subject matter. 

 
Upskill  
Teaching an employee additional skills to enable 
them to better perform their role. 

 

http://dictionary.cambridge.org/search/business-english/direct/?q=money
http://dictionary.cambridge.org/search/business-english/direct/?q=spent
http://dictionary.cambridge.org/search/business-english/direct/?q=consumers




11th February 2014 

Version 4 

Situation Analysis 

New York State Lottery 



Disclaimer  

 

• The following presentation has been prepared by Camelot Global Services Ltd on behalf of 

the New York State Lottery (NYSL) 

• It has been developed from data provided by the NYSL (supplied both directly, in accordance 

with Camelot’s information request, and indirectly via published data. In addition, Camelot 

has drawn on its broad UK and North American experience, as well as third party 

information. For example: the Futures Foundation, Consumers Insights Group, TGI Simmons 

and Oxford Economics 

• Camelot Global Services Ltd has worked with the NYSL to agree the contents of this 

presentation as the ‘base’ position before developing, refining and referencing the content 

within the 5 year business strategy deliverable   

• Camelot has endeavoured to match terminology used by the NYSL  

• The presentation should be treated as Commercially Sensitive 

• VLTs have been included in the presentation, however following discussions with the Lottery 

w/c 16th December 2013, VLTs are likely to be ‘ring-fenced’ as a non-lottery category  
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1. Overview 
 

Purpose 
 

This document provides an overview of the NYSL. It includes a PEST analysis and high level 

information relating to Lottery performance, by brand and channel, as well as VLT.  

 

Core information has been gleaned from five key sources, which include:  

(1) NYSL Annual Reports and website 

(2) GBGC 

(3) La Fleurs  

(4) TGI Simmons  

(5) Oxford Economics  
 

 

This final version 4 of the Situational Analysis has been incorporated as Appendix A I the final report, 

which follows the presentation given to the state on the 28th of January 2014 

  

•  La Fleurs data has been swapped with NYSL supplied data (where relevant)  

•  Topline research highlights have been captured in the Executive Summary. A full combined 

qualitative and quantitative deck can be found in Appendix B 

•  Additional insight has been added by Subject Matter Experts. This includes findings from data 

analysis, retail site visits and stakeholder interviews    

5 
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1. Terminology  

6 

Definitions 

 

• GFC: Global Financial Crisis 

 

• VLTs: Video Lottery Terminals are located in ‘Racinos’ in New York 

 Difference between VLTs and Slots: there are a pre-determined number of winners with VLTs, and players are 

 competing with each other for a prize rather than against the house. 

 

• Racinos: Combined race tracks and VLTs 

 

• HDI: ‘Household Disposable Income’. This is the amount of income left to an individual after taxes     

       have been paid, available for spending and saving 

 

• Numbers: A daily game which falls into the ‘3 digit’ game category 

 

• Win 4: A daily game which falls into the ‘4 digit’ game category 

 

• Net Gaming Revenue: Sales minus prizes 

 

 

Calculations 

 

• Per Capita: Key Variable ÷ Total Population  

 

• Participation: % of adult population who play lottery  

      (adult population = 18years+) 

 

 



2. EXECUTIVE SUMMARY 
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2. Executive Summary 

8 

Lottery Overview  
 

• NYSL is North America's largest and most profitable lottery. It outperforms its US peers on most metrics. In 2012, 

it had the highest per capita ranking for total Traditional Lottery sales ($358). It ranked top per capita for both 

DBG ($175) and Instants ($183) amongst its selected comparative peers. Please see Appendix 7.1 for detailed 

peer comparisons 

 

* Lottery reports Net Revenue for VLT  
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2. Executive Summary 
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Lottery Portfolio / Offer  

 

     

 

Traditional Lottery Games 
 

Traditional Lottery Games are segmented into three core areas: (1) Jackpot Games: MegaMillions, Powerball, Lotto and Sweet Million; 

(2) Daily Games: Take Five, Numbers, Win 4, Quick Draw, Pick 10; and 3) Instant Games. 

 

1) Jackpot Games 

• Quick Draw: This is a Keno game played every 4 minutes over a 24 hour period. Sales were $580, 5 year CAGR = 5.5% 
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2. Executive Summary 

10 

3) Instant Games 

 

Channels  

 

• Retail: NYSL indicates that they have c.18,000 retailers currently active however this figure varies as new 

stores take Lottery and others stop. It also includes outlets that may not be currently active due to 

seasonal factors and it may include suspended stores whose sales of Instants have been validated 

• Interactive:  Operates an Internet subscription offering. Lottery does not require up front submission of 

social security number 
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2. Executive Summary 
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Consumer participation for Traditional Lottery  
 

• The NYSL is well-regarded in the state and enjoys high awareness and participation 

 

 

• Total participation, according to the Simmons survey, has grown marginally since 2004. However, the 

number of weekly players has decreased from 15% (1.98 Million Adults) in 2004 to 8% (1.04 million 

Adults) in 2013 

  

Peer Comparison 
 

• NYSL is the largest US Lottery.

Note: Massachusetts has not been used as a comparative peer as the population is too small versus the 

population of New York 

 

•

 

•
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2. Executive Summary 

12 

 

Competitive Environment   
 

• New York State has a large and diverse gaming market. It comprises 9 racetracks (Racinos); 5 Class III 

tribal casinos and 2 Class II tribal casinos; A State Lottery – which operates and oversees Traditional 

Lottery and VLTs (all sited in Racinos) 

 

•

 

• The Upstate New York Gaming Economic Development Act (UNYGEDA) - was passed in Nov 2013. The 

Act made provision for 7 casinos. New York will roll out four in three upstate regions: the Catskills, the 

Capital Region and the Southern Tier (along the Pennsylvania border but not near Native American 

reservations, or in New York City) 

 

• The Gaming Commission will seek bids from casino operators early 2014; final selections later in 2014 
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2. Executive Summary 
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VLTs 
 

• VLT sales have grown as a proportion of Lottery; revenue numbers exceed Traditional Lottery sales
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2. Executive Summary 
sumer Research Insights 

14 

The NYSL is a valuable brand today – over 61% of all New Yorkers ‘very positive’ about NYSL with 82% 

playing in a year 

Frequent players are commercially very important. They represent 48% of total players and 75% of sales 

Not surprisingly, the more frequent players have the most positive opinions with 83% ‘very positive’ 

New Yorkers unsure about use of lottery Funds – 43% do not know that it goes to education 

Players Thrive on the “hope” associated with playing the lottery – key drivers on DBG games are “So I can 

dream..” and “For the chance to winning…” 

Players seek convenient access to the lottery – Anytime, Anywhere. Around 50% play at Convenience 

stores and c.42% of Frequent players would like an online play option 

Young players are the most enthusiastic towards lottery online play. This includes non-players 

Casinos represent a significant headwind for the NYSL – c.67% of Frequent lottery players have visited a 

casino in the last year; 53% of this group expect to visit more often when casinos arrive in New York State 

Racinos stand to lose patronage. They are likely to impact VLT play. The research identified players had a 

much less positive view of racinos (38% positive) compared to casinos (50% positive). They are   

considered more “down-market” by consumers 

A full summary of the consumer qualitative and quantitative research can be found in Appendix B 
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2. Executive Summary 

Futures Research Insights 

 

15 

 
 

• The business world is changing rapidly, with new technology, fast shifting consumer behaviors, and 

competition for the ‘leisure dollar’, both direct (e.g. casinos) and indirect (e.g. gambling), becoming more 

intense 

• The NYSL will face increased competition as consumer behavior changes across online, gaming and retail 

environments. The introduction of more casinos heightens the competitive threat to the NYSL  

• Consumer attitudes towards gambling are becoming more liberal, making gambling far more accessible and 

acceptable 

• The introduction of online gambling to the State of New York is more likely to become a question of   ‘when’, 

rather than, ‘if’ 

• Consumer expectations of the retail environment and customer service are changing  

• Conventional in-store retailing is evolving to meet the challenge presented by e-commerce   

• Retailers are rapidly developing new strategies to engage the customer in-store, linking the physical and 

virtual experience 

• U.S. society grows more networked by the day, transforming the ways in which consumers connect with 

each other, expect to interact with brands and transact with retailers 

• The full Futures Foundation deck can be found in Appendix C 

 

 



3. NEW YORK KEY FACTS 

  3.1 New York Key Facts - 2013 

3.2 Population by State - 2013 

3.3 Population trends – USA & New York 
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3.1 New York Key Facts - 2013 

Population: 19.6 million 

 

Age Distribution: 78% of the population is 18+ 

 

Ethnicity: White 71.2%, Black 17.5%, Asian 8%, 

Two or More Races 2.2%, Other 1.1% 

 

Population Density: 412/sq. mile (ranked 7th in 

2011) vs. US avg. of 87 persons/sq. mile 

 

Education: High school graduates (includes 

equivalency) 27.8%, Some college, or associate's 

degree, 23.9%, Bachelor's degree 15.6%, Master's, 

professional or doctorate degree 11.8%.  

 

Disposable Income per Capita: $43,524 vs. U.S. 

average of $37,152 

 

Unemployment Rate: 8.8% in Apr 2013 (ranked 

47th). This exceeds the U.S. average (6.8%). 

Unemployment has decreased from a peak in Feb 

2010 (11.3%) but falls above the 4.6% 

unemployment recorded in Feb 2006 

Source: US Census 17 
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3.2 Population by State – 2013 

New York California Florida Illinois New Jersey 
Penn-

sylvania 
USA 

Age 

Under 15 17.9% 20.1% 17.1% 19.7% 18.8% 17.6% 19.3% 

15-24 14.1% 14.8% 12.9% 13.9% 12.9% 13.8% 14.0% 

25-44 27.1% 28.0% 24.9% 27.0% 26.3% 24.5% 26.0% 

45-64 26.9% 25.1% 27.0% 26.3% 27.9% 28.1% 26.7% 

65+ 14.1% 12.1% 18.2% 13.2% 14.1% 16.0% 14.0% 

Sex 

Male  48.5% 49.7% 48.9% 49.1% 48.8% 48.8% 49.2% 

Female 51.5% 50.3% 51.1% 50.9% 51.2% 51.2% 50.8% 

Ethnicity 

White 71.2% 73.7% 78.3% 77.9% 73.8% 83.5% 77.9% 

Black  or African 

American 
17.5% 6.6% 16.6% 14.8% 14.7% 11.4% 13.1% 

American Indian 

and Alaska Native 
1.0% 1.7% 0.5% 0.6% 0.6% 0.3% 1.2% 

Asian 8.0% 13.9% 2.7% 5.0% 9.0% 3.0% 5.1% 

Native Hawaiian or 

other Pacific Island 
0.1% 0.5% 0.1% 0.1% 0.1% 0.1% 0.2% 

Two or More 

Races 
2.2% 3.6% 1.9% 1.7% 1.9% 1.7% 2.4% 

Source: US Census 18 

New York over-indexes on core lottery age group (25-64) vs. US average. 

New York population is ethnically diverse.  



Camelot Global Services Limited© 

Confidential and Proprietary. Commercial in Confidence. 

0.0%

0.2%

0.4%

0.6%

0.8%

1.0%

1.2%

NY vs. US Population Growth (%) 

US New York

3.3 Population  Trends – New York vs. 
US 2001-2019 

Third most populated US state at 19.6m; grown by 2% (US = 4.1%) between 2008 to 

2013. Forecast to grow to 20.2m by 2019 

Source: Oxford Economics 
19 

2012: 19.6m 

2012:  314m 

2019: 20.2m 

2019:  331m 



4. US AND NEW YORK MACRO 

OVERVIEW 

 4.1 PEST Analysis – Total Lottery Sales % HDI 

 4.2 PEST Analysis – Macro-Economic Forecasts 

 4.3 PEST Analysis – Business Plan Forecasts 
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NY Lottery Sales Growth NY HDI Growth

4.1 PEST Analysis – Total Lottery Sales % HDI 

Source: Oxford Economics ; Annual Report, La Fleurs; ONS 

Note: HDI = The amount of income left to an individual after taxes have been paid, available for spending and saving. 

New York Lottery is performing well versus peers. Sales have kept in line with HDI growth 

• There has been a strong relationship between HDI growth and Lottery sales growth, since 2005. From the point, the  

correlation is almost 1:1. Consumers scale their lottery spend according to changes in their household income  

• Lottery growth exceeded HDI growth in 2012. This was the first time since the financial crisis. US macro economic policy 

appears to have positively influenced this. The US has improved headline unemployment figures and growth in GDP since 

2010 

• New York’s lottery spend, as a percentage of household disposable income, is relatively high vs. US Average 
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4.2 PEST Analysis – Macro-Economic Forecasts 

Source:  Oxford Economics  
Note: HDI = The amount of income left to an individual after taxes have been paid, available for spending and saving 

NY, as a leading financial centre, felt the GFC impact early. It has recovered at a 

quicker rate versus other US States 

2013A 2014F 2015F 2016F 2017F 2018F 2019F 
‘14-’19 

CAGR 

GDP Growth (%) 0.9% 3.1% 3.3% 3.2% 3.2% 3.1% 3.1% 3.2% 

HDI Per Cap 

($000 per 

annum) 
38.6 39.4 40.4 41.3 42.2 43.0 43.8 2.2% 

HDI Growth (%) -0.9% 2.4% 3.0% 2.8% 2.6% 2.3% 2.2% n/a 

Average Wage 

($000s) 65.0 67.9 70.8 73.5 76.4 79.3 82.5 4.0% 

Savings Rate 

(%) 7.0% 6.9% 7.2% 7.5% 7.8% 7.8% 7.6% n/a 

US economy recovery from GFC has been faster than most first world economies. There has been an unprecedented level of Central Bank stimulus known as Quantitative Easing 

(QE) – c.$85bn per month. The upside of QE is that it can quickly energise economic activity; the downside is a longer term inflation risk (Further information on Quantitative 

Easing can be found in Appendix 7.4) 
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Low medium and high NYSL sales forecasts, based on HDI projection 

Oxford Economics forecasts 2.6% HDI CAGR to 2019. As noted earlier, HDI 

correlates closely to Lottery sales growth. The business plan must have 

appropriate ‘consumer’ activities in place to realize this potential.  

5 Year CAGR 2019 

Forecast 

3.5% $8,739m 

2.6% $8,293m 

1.5% $7,773m 

Base $7,109m 

23 

4.3 PEST Analysis – Business Plan Forecast 

HDI and traditional lottery sales growth are closely correlated based on historical data. Therefore, using HDI sales growth forecast 

from Oxford Economics as a proxy for New York lottery sales growth, a 2.6% 5 year CAGR has been estimated for lottery sales  

 

The chart above portrays this – accompanied by two other scenarios of high and low growth  

Source: Oxford Economics and  Annual Reports 
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5. NEW YORK GAMING 

OVERVIEW 
  

 5.1 Current New York Gaming Regulations 

 5.2 Permission for Casinos granted 

 5.3 Potential Casino Locations 

 5.4 New York vs. US Gaming Yield 2007 and 2012 
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Source: New York State Gaming Commission 
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5.1 Current New York Gaming Regulations 
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Source: New York State Gaming Commission 

•

5.2 Permission for Casinos granted Nov 5th 2013 

26 
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Source: New York State Gaming Commission  

5.3 Potential Casino Locations 

27 

Plan for the initial 

rollout of 4 

commercial 

gambling 

parlours, in 3 

upstate regions: 

the Catskills, the 

Capital Region 

and the Southern 

Tier, along the 

Pennsylvania 

border 
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Source: GBGC  Please Note: Gross Gaming Yield (GGY) = Sales less prizes.  

* Data has been estimated  in 2012. Machines include VLT Racinos 

 

5.4 New York vs. US GGY 2007 vs 2012* 
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Total GGY: 

$4,677 

Total GGY: 

$5,677 
Total GGY: 

$95,158 

Total GGY: 

$100,291 

NYSL over indexes vs. US as % of Gaming GGY. Lottery GGY 

has grown since 2007 but has still lost share to Machines 

5 Year CAGR = 3.8% 5 Year CAGR = 1.1% 
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Total GGY 

Values 

$millions 

Year 
Horse 

Racing 
Casino 

Native 

American 

Gaming 

Machines Lottery Bingo/Other 
Sports 

Betting 
Total 

New York 

2007 526.2  n/a 850.0 522.7 2,681.7 96.4 n/a  4677.0 

2012 280.6 n/a  1,014.5 1,426.8 2,882.0 72.7 n/a  5676.6 

USA 

2007 3,770.1 33,270.9 26,146.6 6,442.4 21,150.2 4,201.7 175.7 95,157.6 

2012 2,657.4 33,349.3 28,705.3 6,614.1 23,984.7 4,813.9 166.3 100,291.1 

Source: GBGC  Please Note: Gross Gaming Yield (GGY) = Sales less prizes.  

* Data has been estimated  in 2012. Machines include VLT Racinos 

5.4 New York vs. US GGY 2007 vs 2012* 

The New York gaming market grew by 21.4% (total value) 2007-2012  

 

This is a much larger growth than the US market which grew by 5.4% in 

the same period 



6. NEW YORK LOTTERY  

PERFORMANCE OVERVIEW 

 6.1 Overall performance 

 6.2 Channels 

 6.3 Participation  

 6.4 Draw Based Games 

 6.5 Instants 

 6.6 VLTs   

 6.7 Prize Payout 
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6.1.1 About the New York Lottery 

History 

The New York Lottery was enacted into the New York State Constitution by voters as a result of 

a referendum in 1966. In 1967, New York Legislation created a Division of the Lottery and a Lottery 

Commission within the Department of Taxation and Finance and the Lottery began. 

  

Purpose 

The New York Lottery's sole mission is to earn revenue for education. The Lottery contributed $3.04 

billion to help support education in New York State in fiscal year 2012-13, which is nearly 15% of total 

state education funding to local school districts. It continues to be North America's largest and most 

profitable Lottery, earning over $48.43 billion in education support state-wide, since its founding over 45 

years ago. A team of c. 350 New York Lottery employees work with contracted business partners and 

more than c.18,000 active retailers (NYSL data for Jan 2014) state-wide to provide innovative, fun, and 

entertaining games for their customers. Games include draw games like Numbers, Mega 

Millions and Powerball and approximately 35-50 Instant tickets. The Lottery's Video Lottery business 

includes the new Resorts World Casino New York City, as well as casinos in Yonkers, Saratoga and 6 

other locations state-wide.  

 

Revenue Distribution 

Lottery revenue is distributed to local school districts by the same statutory formula used to distribute 

other state aid to education. The amount of funds disbursed by the Education department, under the state 

budget process, is based upon estimated Lottery earnings at the time of budget passage. In the event 

Lottery earnings exceed budget estimates, those additional funds become part of the next year's Lottery 

aid distribution. Committed to maintaining the highest standards for financial integrity, the New York 

Lottery's drawings and annual financial statements are monitored and audited independently.  

Source: NYSLottery.ny.gov 31 
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6.1.1 About the New York Lottery – Key 

Events 

Source: Wikipedia; NYSL Website; NYSL direct information and Year End Financial Reviews 
32 

• 1966 – Voters approved a constitutional amendment authorizing a government-run lottery 

• 1967 – the New York Legislature created a Division of the Lottery and a Lottery Commission within the Department of 

Taxation and Finance and the Lottery began 

• 1975-76 – Sales were suspended due to scandal 

• 1985 – New Game day added to Lotto 

• 1985, 1986, 1988, 1999, 2001 – Matrix changes to Lotto in these years 

• 1990 – Pick 10 was introduced 

• 1992 – ‘Take 5’ was introduced to the portfolio 

• 1995 – Quick Draw was introduced 

• 1997 – New draw day added to ‘Take 5’ 

• 1999 – Local Lotto (regional) was available for a period of 10months 

• 2002 – Mega Millions was introduced 

• 2003 – Quick draw went from a 5 minute game to a 4 minute one 

• 2005-11 – Mega Millions Mega Plier game was available  

• 2007 - $20 instant ticket introduced 

• 2009 – Sweet Million was introduced 

• 2010 – Powerball was introduced (with PowerPlay Multiplier) 

• 2012 – Powerball price increase: $1 to $2 (PowerPlay Multiplier no longer available)  

• 2013 – Lotto Jackpot reduced from $3million to $2million and a matrix change to MegaMillions introduced 



Camelot Global Services Limited© 

Confidential and Proprietary. Commercial in Confidence. 

6.1.2 Summary Income Statement 

Source: Annual Reports 
33 

Summary income statement ($m) March y/e>> 2009 2010 2011 2012 2013

2013 vs 

2009 ($m)

CAGR 2009-

2013

Sales 7,660 7,818 7,868 8,439 8,934 1,274 3.9%

Direct expenses (prizes, commissions, fees) (5,030) (5,013) (5,038) (5,387) (5,708) (678) 3.2%

Gross margin 2,630 2,805 2,830 3,053 3,227 596 5.2%
Gross margin % 34.3% 35.9% 36.0% 36.2% 36.1%

Indirect expenses (overheads and depreciation) (130) (133) (139) (130) (138) (8) 1.5%

Operating income 2,500 2,672 2,692 2,923 3,089 589 5.4%

Operating income % 32.6% 34.2% 34.2% 34.6% 34.6%

Non-operating items 48 (115) 399 126 39 (10) -5.4%

Income before allocation to education 2,549 2,558 3,091 3,049 3,128 579 5.3%

Required allocation to education 2,544 2,666 3,049 2,888 3,046 502 4.6%

NYSL generated total sales of $8.9bn (2009-2013 CAGR of 3.9%) and 

operating income of $3.1bn (2009-2013 CAGR of 5.4%) in FY2013 
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Source: Annual Reports 
Note: NYSL Annual Reports Report VLT Revenue as Net Income, i.e. sales after prizes paid out 
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6.1.2 Summary Contribution to Education* 

Source: Annual Reports 
*Defined as sales less direct costs (eg prizes, commissions, sales-variable costs)  but before ohds 35 
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Source: Annual Reports 

6.1.2 Portfolio – Detailed Sales Analysis 

36 

Financials 2013 5-year period 1-year period

Revenue by Product (in $m) - March-end 2008 2009 2010 2011 2012 2013
Revenue 

split

2008-13 

% CAGR

2008-13 

$ var.

2012-13 

% CAGR

2012-13 

$ var.

Traditional lottery

8% (12.0%) (227.2) (45.2%) (210.1)

2% - 468.4 57.9% 171.8

Lotto 208 178 178 133 122 110 1.2% (12.0%) (98.4) (10.0%) (12.2)

Sweet Million - - 36 45 39 35 0.4% - 35.1 (11.0%) (4.3)

Total Jackpot Games 690 645 808 843 923 868 9.7% 4.7% 177.9 (6.0%) (54.9)

.8) (6.3%) (17.8)

.3) (3.8%) (33.3)

5.0 (2.5%) (20.2)

5.7 15.5% 77.9

.1) (2.1%) (0.7)

5.5 0.2% 5.9

.8) - -

.8) - -

0.2 4.1% 145.3

0.2 4.1% 145.3

5.7 1.4% 96.2

8.9 46.7% 9,125.0

.8) 48.2% (8,726.4)

0.1 27.9% 398.6

5.8 5.9% 494.8
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Source: Annual Reports 

6.1.2 Portfolio – Detailed Contribution to Education 

by Game Type 

37 

Financials 2013 5-year period 1-year period

Net revenue by Product (in $m) 2008 2009 2010 2011 2012 2013
Net rev. 

split

2008-13 

% CAGR

2008-13 

$ var.

2012-13 

% CAGR

2012-13 

$ var.

Traditional lottery

3) (41.4%) (86.3)

Powerball - - 19 89 134 193 5.9% - 193.1 44.4% 59.4

Lotto 99 86 92 85 52 68 2.1% (7.1%) (30.5) 31.0% 16.1

5.0 (0.8%) (0.1)

5.2 (2.7%) (10.9)

.4) (5.9%) (7.2)

6.6 (2.0%) (7.8)

6.5 0.9% 3.4

5.5 11.3% 16.8

0.4 (7.5%) (1.1)

6.5 0.4% 4.1

.0) - -

.0) - -

.2) 0.6% 5.1

.2) 0.6% 5.1

1.4 (0.1%) (1.6)

7.2 24.9% 175.4

7.2 24.9% 175.4

8.6 5.7% 173.8
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6.1.2 Contribution to Education 

Source: Annual Reports 
Note: Sales and Net Income inc. VLTs and cannot be separated as yet 38 
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6.1.3 Games Portfolio Overview 

39 Source: Annual Reports 
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6.1.3 Portfolio Performance Summary 

40 
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6.1.3 Games Portfolio Overview 
(Jackpot) 

Game 
Date 

Introduced 
Description Matrix 

Price per  

Unit (TL) 

Odds of 

Winning a prize 

Jackpot  

Odds 

Prize 

Payout 

Last 

Enhancem

ent 

Event / Draw 

Frequency 

 

 

 

41 Source: NYSL Website 
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Game 
Date 

Introduced 
Description Matrix 

Price per  

Unit (TL) 

Odds of Winning 

a prize 

Jackpot  

Odds 

Prize 

Payout 

Last 

Enhancem

ent 

Event / Draw 

Frequency 

Take 5 1992 
5 numbers 

from 39 
$1 1 in 8.77 

1 in : 

575,757 
50% Nightly 

Numbers 1980 

3 sets of 

balls, 0 to 

9 

50 cents 

min 

Correct  

nos & order 1:10 

Nos           1:333 
50% Twice daily 

Win4 1981 
50 cents 

min 

Correct  

nos & order 1:10 

Nos           1:25 
 

Quick Draw 1995 

Keno 

Game 

 

Choose 1 to 

10 numbers; 

20 numbers 

are drawn 

$1 min 
Varies by no. of 

spots 
60% 

Every 4 

mins from 

4.04am to 

3.24am 

Pick 10 1990 

20 numbers 

drawn from 1 

to 80 – 

players 

choose 10 

 

$1 1:17 
1 in : 

8,911,711 
50% 

Nightly 

 

6.1.3 Games Portfolio Overview  
(Daily) 

Daily Games provide a broad range of game formats, with differing prize 

levels and price points 

42 
Source: NYSL Website 
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Game Themes  Top Prize  

$1 Numbers, Cash, Luck and Gift  $100 -  $8,888 

$2 Extended Play, Numbers, Gifting, Luck, Cash 
$10,000  - $25,000 

 $1,000 PW or Life 

$3 
Extended Play, Numbers, Gifting, Luck, Annuity, 

 

$60,000 - $100,000  

 $1,500  PW for Life 

$5 Extended Play, Numbers, Casino, Annuity, Cash 

$300,000 - $1,000,000  

 $2,500 PW for Life 

 

$10 Extended Play,  Cash, Licensed 

$1,000,000 - $3,000,000  

 $5,000 PW for Life 

 

$20 Extended Play, Cash  

$5, 000,000   

 $10,000 PW for Life 

 

$30 Extended Play 

$60,000 - $100,000  

 $1,000,000 PY for Life 

 

6.1.3 Games Portfolio Overview 
(Instants) 

7 price points currently offered with another ($25) recently launched  

43 
Source: NYSL Website 
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44 Sources: statcan.gc.ca and La Fleurs 
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6.2 CHANNELS 

 6.2.1 Summary 

 6.2.2 Retail Overview 

 6.2.3 Total numbers of retailers by type 

 6.2.4 Lottery retail distribution, 2012 

 6.2.5 In store branding and marketing 

 6.2.6 Instants Supply Chain 

 6.2.7 Sales Team Structure 

 6.2.8 Sales Team – Key Accounts 

 6.2.9 Retail/Interactive 
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6.2.1 Summary 

 

1. Distribution - use Geo-Mapping to identify areas of un-tapped and under-

served demand and add greater science to existing selection process 

 

2. Brand - invest in the lottery brand in retail and improve store standards  

  

3. Instants - re-engineer the Instants supply chain in particular to improve stock 

management 

 

4. Sales Team - clarify the sales team structure and approach both for 

Independent retailers and key accounts in particular Supermarkets 

 

5. Channel Mix - introduce a transactional digital/interactive platform 

  
 

46 

We have identified the following key areas of opportunity: 
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6.2.2 Retail Overview 

Source: La Fleurs – Note: NYSL have indicated that c.18,018 retailers are currently active but this figure 

changes over time due to new stores, seasonal stores and suspended stores 47 

Geo-Mapping can ensure sales are maximized through having optimal terminal 

distribution     
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6.2.3 Total number of Retailers, by Type 

s)

48 

The mix of stores is essential to maximize player access and cater for both planned and 

impulse purchases  

Source: La Fleurs – Note: NYSL have indicated that c.18,018 retailers are currently active but this figure 

changes over time due to new stores, seasonal stores and suspended stores 
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The retail mix of stores emphasizes the importance of Supermarkets and C-

stores within New York  

6.2.4 Lottery Retail Distribution, 2012 

49 

Supermarkets can benefit from additional Key Accounts resource 

Source: La Fleurs – Note: NYSL have indicated that c.18,018 retailers are currently active but this figure 

changes over time due to new stores, seasonal stores and suspended stores 
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6.2.5 In-Store Branding and Marketing  

50 

In-store branding and display is often inconsistent making it difficult to 

navigate  

There is an opportunity to drive more consistent brand messages in retail to support 

both Instants and Draw Based Games 

Play Center 

Digital signage for Multi State 

Jackpots  

Vending in store  

“Waterfall” Instants display  
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6.2.6 Instants Supply Chain 

51 

Inconsistent number, range and quantities of Instant games being sold in retail 

There is an opportunity to re-engineer the supply chain to ensure retailers have the right 

range of Instants and are holding the right stock levels  
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6.2.7 Sales Team Structure 

 

1. Lack of clarity and consistency in what they are supposed to be doing 

2. Too much time spent with operational tasks such as Instants “management” 

3. No input based measurement to focus on and also to be targeted on 

4. Lack of recognition and where appropriate reward 

5. Confusion among retailers on what their Lottery Sales Representative does 

6. Task orientated versus sell mode 

7. Disconnect between the Field and Head Office   

  
 

52 

 

There is an opportunity to re-look at the sales team structure to develop a more focused 

and motivated operation 
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There is an opportunity to re-look at the Key Accounts team and the way Multiple 

Retailers are managed from Head Office through to their stores 

Source: NYSL Sales Data 
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6.2.9 Digital / Interactive  

 

1. Regulator approval  

2. Indian Reservations - Geo location hurdles to mitigate the ability to play online within 

reservations 

. Transaction platform - GTECH contract provides for an online transaction platform and 

this is currently understood to be in a later stage of development  

. Current capacity and capability of the Lottery to manage a digital channel  

. Unions 

. Retailers 

 
 

Digital/interactive has huge potential for NYSL. Significant growth in social 

media communities in 2013 is an indicator, as is registration around subs and 

second chance draw  

 

Constraints to a digital/interactive strategy are:  

 

 

Careful consideration is required to how a digital/interactive strategy could work within 

New York given the sensitivities of all stakeholders 



6.3 Participation 
  

 Disclaimer 

 6.3.1 US Lottery Participation (Simmons) 

 6.3.2 New York Lottery Participation 2004-13 (Simmons) 

 6.3.3 Peer Comparison (Simmons) 

   

  

  

  

   



Disclaimer 

• The following participation data is sourced from Simmons: 
– Questionnaire addresses participation and frequency questions for Lottery. Many 

other non-Lottery categories are covered in the Simmons survey 

– The survey covers total Lottery, Instants and Draw-based games. Simmons have only 
one year of data covering multistate games 

– Play frequency options include:  
• Regular: more than once a week 

• Occasional, once a week, 2/3 times per month, once a month 

• Infrequent: less than once a month but within year 

– Sample size is c.25k adults across US and 1,577 in New York 

– Data was collected in Q1 2013 

– Camelot has historical data to 2004 
 

• NYSL Tracking Survey data from Ipsos, Northstar Research and Millward Brown 
is not included in this section. This is due to several methodological changes in 
the period between 2002-13 that have impacted significantly key trends in 
participation: 

– Income screen removed in 2008 in sample quotas in Northstar tracker 

– Move to rolling collection of data from 2008 in Northstar Research tracker 

– Questionnaire wording changed regarding participation in 2010 in Ipsos tracker 

– Removal of questions regarding spend in 2010 in Ipsos tracker 

56 
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6.3.1 US Lottery Participation 

57 
Source: TGI/Simmons    Note: Regular – more than once per week; Occasional – Once per week to once per 

month; Infrequent (between 1-12m) – less than once per month but at least once per year 

9% 8% 7% 8% 7% 8% 7% 8% 7% 7% 

22% 21% 22% 21% 21% 21% 21% 20% 20% 21% 
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Infrequent

Occasional

Regular

2004 2005 2006 2007 2008 2009 2010 2011 2012 

Total 

Participation 51% 48% 49% 48% 48% 46% 47% 46% 47% 

Sales $m $46,626 $49,616 $52,474 $53,733 $53,503 $54,141 $54,777 $57,561 $62,663 

Per Caps $159.4 $168.1 $176.2 $178.7 $176.3 $176.9 $177.3 $184.9 $199.8 

US Participation has grown over past 2 years. This has been driven by infrequent 

players. It is assumed that this is a consequence of the cross-sell initiative 
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6.3.2 New York Lottery Participation 
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15% 14% 11% 12% 
9% 11% 10% 10% 8% 8% 

29% 
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Occasional

Regular

Source: TGI/Simmons    Note: Regular – more than once per week; Occasional – Once per week to once per 

month; Infrequent (between 1-12m) – less than once per month but at least once per year 

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 

Total 

Participation 61% 60% 59% 61% 57% 56% 57% 51% 56% 62% 

Sales $m $5,826 $6,039 $6,487 $6,652 $6,673 $6,695 $6,781 $6,759 $7,013 $7,109 

Per Caps $304 $316 $340 $348 $347 $347 $350 $347 $358  $362  

Regular participation has decreased since 2004. There has been an increase in 

infrequent players between 2012-13, which is similar to the US average  
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6.3.3 Peer Comparison – Participation (2013) 

59 Source: US -TGI/Simmons 

New York has highest participation amongst US peers 
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6.4 DRAW BASED GAMES 
 

 6.4.1 Lottery Portfolio Performance 

 6.4.2 Lottery Performance by Category 

 6.4.3 Lottery DBG Key Game Performance 

 6.4.4 Lottery DBG Entire Category Performance 

 6.4.5 Powerball and Mega Millions 

 6.4.6 Powerball and Mega Millions – some consumer perspective 

 6.4.7 Lotto Sales 

 6.4.8 Numbers Sales 

 6.4.9 Win 4 Sales 

 6.4.10 Daily Games – some consumer perspective 

             6.4.11 Quick Draw  
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4” Sales

6.4.1 Lottery Portfolio Performance 

61 
Source: Annual Reports 
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6.4.2 Lottery DBG Performance by Category 

62 Source: Annual Reports 

DBGs dominated by stable performance of Daily Games, while 

Lotto decline accelerated by Powerball and MegaMillions 
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6.4.3 Lottery DBG - Category Performance 

63 Source: Annual Reports 
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6.4.4 Lottery Jackpot Game Performance 

64 
Source: Annual Reports 
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6.4.5 Jackpot Games: Powerball & Mega Millions  

65 
Source: Annual Reports and direct NYSL information Note: 10year CAGR cannot be calculated as 11years of data is needed. 

(See Appendix 7.3 for How to Play) 
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6.4.6 Powerball & Mega Millions  

– some consumer perspective…  
 

66 

• Qualitative research in a neighbouring state  was carried out in 

March 2012.  

• National jackpot games were played because players wanted to 

have  chance to win the jackpot, it was exciting to dream and 

hold hope about winning. 

• The jackpot size was a major factor in determining intensity and 

frequency of play. The trigger amount was different for different 

people. 

• Group play was very popular for national jackpot games, almost 

everyone had participated in group play with friends or family. 

• Most but not all participants were aware of the Powerball price 

increase. 

• The increased price of Powerball does not appear to be a big 

barrier to play, some indicated they simply would play Powerball 

less now that it was $2 while others indicated all they cared 

about is the jackpot. 

• Mega Millions was seen to be more appealing than Powerball as 

it is a legacy game, but ultimately players chase jackpots 

Source: Camelot - commissioned Research, New Jersey, 2012 
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6.4.7 Lotto Sales 

67 

. 

 

Source: La Fleurs and Annual Reports (from 2003) 
(See  7.3 for How to Play) 
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6.4.8 Weekly Draw* Participation 

68 
Source: TGI/Simmons    Note: Regular – more than once per week; Occasional – Once per week to once per 

month; Infrequent (between 1-12m) – less than once per month but at least once per year  *TGI definition 

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 

Total 12m 

Participation 45% 42% 41% 40% 38% 37% 36% 34% 48% 53% 

Combination of $2 Powerball price increase and the change to the MegaMillions 

matrix has reduced lines played. This has driven the number of rollovers and 

record jackpots in past 2 years. Consumers appear to be chasing jackpots more. 

The growth in infrequent play suggests jackpot fatigue  

Weekly is defined as 

Draw Games e.g. Lotto, 

Powerball and Mega 

Millions. It excludes Daily 

and Instants 
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6.4.9 Numbers (3-digit) Sales 

69 
Source: La Fleurs and Annual Reports (from 2003) 
(See  7.3 for How to Play) 
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6.4.9 Win 4 (4-digit) Sales 

70 

Good growth over last 10 years but plateaued in recent years  

Source: La Fleurs and Annual Reports (from 2003) 
(See  7.3 for How to Play) 
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6.4.9 Daily Draw* Participation 

71 
Source: TGI/Simmons    Note: Regular – more than once per week; Occasional – Once per week to once per 

month; Infrequent (between 1-12m) – less than once per month but at least once per year  *TGI definition 
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6.4.10 Daily Games  

– some consumer perspective…  
 

72 

• Qualitative research in a neighbouring state was carried out in March 2012  

• Part of historic gaming culture 

• Not clearly understood by non-players, this stopped them from playing. 

• Players had ‘their numbers’ they liked or even needed to play; other 

players liked to play numbers that came to them in a dream or caught their 

eye during their day 

• The small investment was easy to justify 

• Perceived to be more win-able than jackpot games 

• Players were satisfied with smaller prizes than jackpot games  

• Awareness and play of Instant match was very low among participants 

Source: Camelot - commissioned Research, New Jersey, 2012 
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1. Launch a 2nd Monitor Based Game such as Virtual Horse racing 

 

2. Identify and solve the under-served demand across the State and 

especially in new York City 

 

3. Develop a “Value of Quick Draw” story to demonstrate the benefits 

 

4. Evaluate the impact of existing promotions and identify new 

opportunities 

 

5. Implement a more consistent Sales Team Structure especially in the 

bars / restaurants sector  

 

6. Develop Interactive and On The Go offer       

 

73 

We have identified the following key areas of opportunity: 

6.4.11 Quick Draw Summary 
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Source: NYSL Sales Report 2008-14 
74 

6.4.11 Quick Draw Sales Performance 
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Source: Keno store visits Jan 2012 
75 

There is an opportunity to further develop Monitor based Gaming through launching a 

2nd monitor based game into the 8,500 existing outlets 

6.4.11 Game Portfolio 

A 2nd Monitor Based Game such as Racetrax® has proven successful in other 

States and Countries such as Maryland where sales are 43% of Keno sales 
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Source: NYSL Sales Report 2008-13 
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6.4.11 Game Portfolio 

Overall 43% of Quick Draw sales are through bars / restaurants, 59% excluding 

New York City where this sector accounts for 10% of QD sales  
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Source: Infographics: Eater National 
77 

restaurants for NYS and highlight exceptional under served areas     

6.4.11 Quick Draw Distribution 

Evidence there is room for further distribution in NY States bar sector. For 

example MI (6,104) has less bars per capita than NY (5,629) and less than half 
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There are a number of clear objections preventing increasing distribution in 

bars and restaurants. 

There is an opportunity to develop a fact based “Value of Monitor Based Games” 

presentation to increase distribution and drive advocacy 

It’s too much 

hassle 

We’re too busy 

serving food and 

drink 

It attracts the 

wrong sort of 

clientele 
I make more 

margin on food 

and drinks 

It’s addictive and 

morally wrong 

Staff don’t want 

customer’s 

wasting their tips 

Business is good 

so why get 

Quick Draw? 

6.4.11 Quick Draw Value of Monitor Based 
Games 
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Existing Bonus promotions enhancing prize payouts between set hours during 

a nominated day are popular with customers and retailers alike 

Analysis to be conducted for the existing promotion mechanic. There is also an 

opportunity to develop further promotions that fit with both bars / restaurants and 

traditional retail 

6.4.11 Quick Draw Promotions 
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1. Lack of consistent coverage from the Field Sales Team - Traditional Retail is 

picked up under existing structure are bars and restaurants?   

 

2. Existing hours of working do not fit within the bars /restaurant sector either in 

the field or via Tel/Sells 

 

3. No clarity around the approach being taken to new retailer recruitment. For 

example do new retailers have to take the full offer including all games and 

Instants? Should be No! 

 

4. Tel/Sell calls treating bars and restaurants the same as traditional lottery 

retailers 

80 

There is an opportunity to re-look at the Sales Team structure to develop a more 

dedicated and focused Quick Draw team 

6.4.11 Sales Team Structure 
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Quick Draw drawing can be watched / results checked on the existing website 

Opportunity to develop the “On The Go” player / traditional retail opportunity through 

existing platform. Quick Draw within the full Interactive scoping 

6.4.11  
On 
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6.5 INSTANTS 

 6.5.1  Overview  

 6.5.2  Sales 1996-2013 

 6.5.3  Sales Per Cap 2003-2013 

 6.5.4  Player Participation, Spend and Frequency  

 6.5.5  Higher Price Point Growth  

 6.5.6  Top Performing Games  
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6.5.1 Instants Overview 
 

Instant games are successful and popular with consumers  
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6.5.2 Instants Sales 1996 – 2013 

84 
Source: La Fleurs ‘97-’13 and http://www.nydailynews.com/2.1353/scratchoff-lotto-tickets-

hit-30-pop-article-1.313039 

‘03
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6.5.3 Instants Per Cap Sales 
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Source: NYSL Annual Reports and Oxford Economics 
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6.5.4 Participation, Spend and Frequency  
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Instants participation is high with a third of Regular players contributing c. 

80% of total sales   

Source: Camelot Quantitative Research Jan 2014  

34% 

80% 

27% 

17% 

39% 

3% 

0%

20%

40%

60%

80%

100%

Players Value

Infrequent

Occasional

Regular

4.4m players 

$3b 
3m players 

$106m 

$638m 

3.8m players 

$3.7bn 11.1m Players 
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6.5.5 Instants – Higher Price Point Growth  

87 Source: La Fleurs 2012 
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6.5.6 Instants – Higher Price Point Growth in 

other States  

88 
Source: La Fleurs 2012; PA and New York Lottery Annual Reports 
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6.5.6 Instants – Top Performing Games 
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Approximately 38% of sales from $10+. A closer look at the                            

top 10 games highlights the importance of higher price point games…  

Source: NYSL (last 52 weeks to 23rd Nov 2013) 
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6.5.7 Instants – Meeting Consumer Demand 

90 

e

 

• It is understood that the  population is different across the different regions..  

• Manhattan is pretty transient; Long Island – very affluent; The Bronx more blue collar. Lower 

price points tend to sell better in poorer regions 

• On this basis, it is logical that the wealthier parts of New York will have a higher propensity to 

purchase  higher price point games 

• HOWEVER….the retail sales teams, Tel Sales and Reps and the retailers themselves have a big 

say on what price points and games should be sold from retailers in their territory. Monthly ‘Hassle 

Free’ inserts further games into retail 

• It is important to understand what consumers really want…not what we think they may need in 

order to optimise sales 

• The proportion of $10+ game sales varies greatly by Region 

 

 

 

 

 

 

 

 Source: NYSL (last 12 weeks to 23rd Nov 2013) 
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6.5.8 Instants – Game Launches  

91 

There are too many games available in the Instants portfolio, causing 

inventory and distribution challenges. There were c. 218 games that featured 

in the NYSL game plan 
 

 

 

  Table: Summary of sales validations by price point 

 

 

 
 

Source: NYSL (last 52 weeks to 23rd Nov 2013) 
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6.5.8 Instants – Game Launches  
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76% of sales comes from the top 40 games  

Source: NYSL (last 52 wks to 23rd Nov 2013) 
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6.5.9 Instants – Games Available to Order   

93 

The average number of games available to activate, each week, was 112 

 

• The table indicates a disproportionate mix of price points. On average, 56% of games available to order 

in any week were $1 and $2 tickets. These games cumulatively generated c. 30% of sales 

 

Source: NYSL (last 52 weeks to 23rd Nov 2013) 
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6.5.10 Instants – Product Life Cycles  
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Slower selling activated games prevent the activation of faster               

selling Instant games... consumers therefore experience the category 

differently across the retail network 

Source: NYSL (last 52 weeks to 23rd Nov 2013) 
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6.5.11 Instants Range 
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The range is shown in multiple ways in retail   

Source: NYSL site visits (Dec 2013)  
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• Cash games portfolio    

96 

6.5.12 Instants Portfolio  

The number of games on display is visually confusing. There is also 

opportunity to evolve current fonts, imagery, message hierarchy, 

branding and colors across the portfolio which will future proof the 

category 

 

  

 

 

 

 

Source: NYSL Lottery website 
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6.5.13 Instants – Prize Payout  

97 

There is an opportunity to reallocate prize payout across the 

portfolio  

• Aggregate prize payout has been high over the past 5 years (it will reach c. 69% by March 2014)  

• Payout allocated across $1, $2 and $3 is excessive. Payouts for $20 and $25 are very close (c. 78%) 

and > $30 

• There is an opportunity to reallocate prize payout across the portfolio  

• Despite high prize payout, consumers highlighted a lack of winning. Prize structures can be enhanced to 

optimize the winning experience : 

• Remove / reinvest odd prize amounts particularly on $1 and $2 games. Remove unnecessary prize amounts. For 

example, you  don’t need $20, $25 & $30 prizes all in the same game  

morrow  

60.0% 

62.0% 

65.0% 

67.0% 

70.0% 

73.0% 

76.0% 

78.0% 

Source: NYSL (last 52 weeks to 23rd Nov 2013) 



6.6 VLTS 

 6.6.1 Racino Overview 

 6.6.2 Performance  

 6.6.3 Net Gaming Revenue 

 6.6.4 Net Gaming Revenue growth by Racino 

 6.6.5 The VLT reality 

 6.6.6  Costs and margin  
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6.6.1 Racino Overview 
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6.6.1 Racino Overview 

Source: AGA Survey of Casino Entertainment  2013 
100 
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6.6.1 Racino Overview 

Source: NYSL 101 

There are 9 Casinos and 

Racetracks (Racinos) in 

New York. These contain 

VLTs  
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6.6.1 Racino Overview 

Source: *GBGC; ^NYSL 
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6.6.2 VLT Performance  

103 

g

Source: Annual Reports and La Fleurs 
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6.6.3 Net Gaming Revenue  

104 Source: Annual Reports and La Fleurs 
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6.6.4 Net Gaming Revenue Growth 

105 
Source: Racino Financial Reports 

 

Has been driven by the opening of new Racinos locations or more VLTs, however 

the incremental value of the new points of sales is inconclusive  
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6.6.5 The VLT Reality…  

Source: Annual Reports 
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6.6.6 Costs and Margin 

Source: Annual Reports 



6.7 PRIZE PAYOUT 

 6.7.1 Payout ratio evolution by game 

 6.7.2 Correlation between sales and payout 
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6.7.1 Payout ratio evolution by game 

109 
Source: Annual Reports 
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6.7.2 Strong Correlation between Payout 

Ratios and Sales Growth 

110 
Source: Annual Reports 
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 7.1  Peer Analysis  
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 7.4  Quantitative Easing   

 7.5  OPEX 
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 7.8  Retail Observations  
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7.1 PEER ANALYSIS  
  
 

 

 



• NYSL data is sourced from 2012 La Fleurs in order to facilitate comparison 

between US States  

 

• Actual NYSL sales data have not been used to ensure we are comparing 

like with like 

 

• Other data sources include US Census data (for per capita charts) and 

World Bank (for GDP chart) 

 

• The rationale underpinning the selection of immediate peers to NYSL is 

outlined in 7.1.3 

113 

7.1.1 Peer Comparison – Note on 

Methodology 
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7.1.2 Peer Criteria 

Population X X X X X X   X         X   

Total Sales(ex VLTs) X X     X   X           X X 

High Per Caps   X X   X   X       X     X 

Total GDP   X   X                 X   

GDP per Cap X   X X   X     X X X       

Ethnicity (AA + Hisp) X X X X X X   X     X   X X 

Mature Lottery  

(25 + years) 
X X X X  X X X X     X X     

Top Ten Media Market X X   X X   X           X X 

Other forms of Gaming X X X X X X   X     X X     

Balanced mix DBG/Instants X   X X     X   X X X X X   

= Closest matching Peers by Selection Criteria  
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7.1.3 Population Qualification 
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Source: La Fleurs, US Census  and World Bank 2012 
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7.1.4 Total Lottery Sales % of GDP 2012 

116 
Source: La Fleurs  and World Bank 2012 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  

 

NYSL is in line with main top 10 US peers (except California) 
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7.1.5 Total Lottery Sales 2012 

117 
Source: La Fleurs 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  

NYSL is the biggest US Lottery  
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7.1.6 Total Lottery Sales Per Capita 2012 

118 
Source: La Fleurs, US Census 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  
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7.1.7 Total Draw Based Games Sales 2012 

119 
Source: La Fleurs 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  
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7.1.8 Total DBG Sales Per Capita 2012 
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Source: La Fleurs 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  
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7.1.9 Total Instants Sales 2012 
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Source: La Fleurs 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  
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7.1.10 Total Instants Sales Per Capita 2012 
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Source: La Fleurs 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  
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7.1.11 Total Retailers 2012 
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Source: La Fleurs 
Note: US Top 10 Avg are based on Total FY12 Lottery Sales  
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7.1.12 Population Per Retailer (1:1000) in 2012 

124 

NYSL has more retailers per 1000 people that any other Peers Lottery  
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7.1.13 Average Annual Sales Per Retailer 
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7.2 GLOBAL LOTTERY SUMMARY 
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$30.3 $34.8 $38.9 $41.3 $48.5 $58.3 $61.9 $63.4 $65.0 $71.3 $76.0 

$110.1 
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Draw Instants 10yr 

CAGR 

5yr 

CAGR 

3yr 

CAGR 
YoY 

Total 7.0% 4.2% 4.7% 5.1% 

DBG 6.1% 3.7% 4.1% 4.6% 

Instants 9.6% 5.4% 6.2% 6.6% 

7.2.1 World Lottery Sales 

Source: La Fleurs   Note: Data is Calendar Year 
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Global Lottery sales are buoyant 
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2012 Total 

Sales 
Per Caps 10yr CAGR 3yr CAGR DBG 2012 Instant 2012 

World $275,218.6 $118.7 7.0% 4.7% $199,225.2 $75,993.4 

Europe $113,409.8 $124.6 6.5% -1.0% $85,614.0 $27,795.8 

Asia/ME $73,987.4 $86.7 12.2% 16.4% $65,954.9 $8,032.5 

N. America $72,950.4 $182.9 3.9% 5.0% $33,755.4 $39,194.9 

Central 

America 
$7,350.4 $59.9 7.7% 0.1% $7,182.0 $168.4 

Australia $6,501.8 $253.4 10.6% 9.2% $5,858.8 $643.0 

Africa $1,018.9 $5.0 3.0% 0.2% $860.1 $158.8 

7.2.2 Global Lottery Overview, by Region 

128 
Source: La Fleurs   Note: Data is Calendar Year; N.America includes Canada 

 

N. America has outperformed Europe for past 3 years. This may be 

related to a more buoyant economic situation in US and Canada 
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7.2.3 US and NYSL Sales 

129 
Source: La Fleurs   Notes: Data is Calendar Year; US Lottery Sales include those who have come on board 

in the past 10years (N&S. Carolina, Tennessee, Oklahoma, N.Dakota and Arkansas) 
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7.3 HOW TO PLAY  
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Prize Tier % of Prize fund  Odds of winning 

Match 6 75% 1:45,057,474 

Match 5 and Bonus 7.25% 1:7,509,579 

Match 5 5.5% 1:1,44,414.98 

Match 4 6.25% 1:2,179.85 

4Match 3 6% 1:96.17 

• Lotto operates on a 6/59 matrix 

• The jackpot is guaranteed at $2m minimum (reduced from $3million in April 2013) 

• 40% of gross revenue is allocated to the Prize Fund 

• Price: 1 lines for $1  

• Draws on Wednesday and Saturday 

 

7.3.1 Lotto  

131 
Source: Annual Reports/ NYSL Website 

(Taken from New York Website 31/10/13) 
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Prize Tier % of Prize fund  Odds of winning 

Match winning 

numbers exactly in 

order 

Dependent upon 

wager 
1:1000 

Match winning 

numbers in any order 

Dependent upon 

wager 
1:333 

• 3 sets of balls, 0 to 9 

• Winnings are dependent upon wager 

50% of gross revenue is allocated to the Prize Fund 

• Price: 50cent minimum wager 

• Draws twice daily 

7.3.2 Numbers 

132 

(Taken from New York Website 31/10/13) 

Source: Annual Reports / NYSL Website 
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Prize Tier % of Prize fund  Odds of winning 

Match winning 

numbers exactly in 

order 

Dependent upon 

wager 
1:10000 

Match winning 

numbers in any order 

Dependent upon 

wager 
1:2500 

• 3 sets of balls, 0 to 9 

• Winnings are dependent upon wager 

• 50% of gross revenue is allocated to the Prize Fund 

• Price: 50cent minimum wager 

• Draws twice daily 

 

7.3.3 Win 4  

133 

(Taken from New York Website 31/10/13) 

Source: Annual Reports / NYSL Website 
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7.3.4 Mega Millions 

134 

•  5/75 matrix on Main Board; 1/15 matrix on Mega Ball Board 

• The jackpot is guaranteed at $20m minimum 

• 50% of gross revenue is allocated to the Prize Fund 

• Price: 1 line for $1  

• Draws on Tuesdays and Fridays 

Source: Annual Reports / NYSL Website 
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7.3.5 Power Ball 

135 

•  5/59 matrix on Main Board; 1/35 matrix on Power Ball Board 

• The jackpot is guaranteed at $40 Minimum 

• 50% of gross revenue is allocated to the Prize Fund 

• Price: 1 line for $2  

• Draws on Wednesdays and Saturdays 

Source: Annual Reports / NYSL Website 
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7.3.6 Payout Details 

136 Source: Annual Reports 

Prize payouts by product 2005 2006 2007 2008 2009 2010 2011 2012 2013

Prize payouts Historic Actuals Actual

Instant games

$1 games 66.0% 67.1% 66.6% 66.7% 67.1% 65.6% 66.7% 67.2% 68.1%

$2 games 66.0% 67.1% 66.6% 66.7% 67.1% 65.6% 66.7% 67.2% 68.1%

$3 games 66.0% 67.1% 66.6% 66.7% 67.1% 65.6% 66.7% 67.2% 68.1%

$5 games 66.0% 67.1% 66.6% 66.7% 67.1% 65.6% 66.7% 67.2% 68.1%

$10 games 66.0% 67.1% 66.6% 66.7% 67.1% 65.6% 66.7% 67.2% 68.1%

$20 games 66.0% 67.1% . 6% 66.7% 67.2% 68.1%

66.7% 67.2% 68.1%

66.7% 67.2% 68.1%

66.7% 67.2% 68.1%

49.1% 48.2% 44.9%

49.1% 48.2% 44.9%

49.0% 48.0% 51.8%

49.0% 48.0% 51.8%

28.9% 50.6% 31.2%

38.3% 54.7% 50.3%

45.3% 48.7% 47.1%

48.8% 50.3% 50.1%

50.2% 47.5% 46.6%

48.0% 46.9% 45.3%

48.2% 45.7% 48.3%

49.1% 47.6% 46.6%

– – –

– – –

48.0% 48.0% 46.7%

62.5% 63.5% 64.5%

62.5% 63.5% 64.5%

58.7% 58.9% 59.4%

91.6% 92.3% 93.1%

91.6% 92.3% 93.1%

80.6% 83.8% 86.8%

50.4% 48.9% 47.2%
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7.3.7 Power Ball and MegaMillions Milestone Jackpots 
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Rank Annuitized jackpot Game Date # of winning tickets Where 

1 $656 million Mega Millions 30 March 2012 3 KS, IL, MD 

2 $590.5 million Powerball 18 May 2013 1 FL 

3 $587.5 million Powerball 28 November 2012 2 AZ, MO 

4 $448 million Powerball 7 August 2013 3 MN; NJ(2) 

5 $399.4 million Powerball 
18 September 

2013 
1 SC 

6 $390 million Mega Millions 6 March 2007 2 GA, NJ 

7 $380 million Mega Millions 4 January 2011 2 ID, WA 

8 $365 million Powerball 18 February 2006 1 NE 

9 $363 million "The Big Game" 9 May 2000 2 IL, MI 

10 $340 million Powerball 19 October 2005 1 OR[2] 

11 $338 million Powerball 23 March 2013 1 NJ 

12 $337 million Powerball 15 August 2012 1 MI 

13 $336 million Powerball 11 February 2012 1 RI 

14 $333 million Mega Millions 28 August 2009 2 CA, NY 

15 $331 million The Big Game 16 April 2002 3 GA, IL, NJ 

16 $330 million Mega Millions 31 August 2007 4 NJ, MD, TX, VA 

17 $319 million Mega Millions 25 March 2011 1 NY 

18 $315 million Mega Millions 15 November 2005 1 CA 

19 $314.9 million Powerball 25 December 2002 1 WV 

20 $314.3 million Powerball 25 August 2007 1 IN 

Source: Wikipedia 

http://en.wikipedia.org/wiki/Mega_Millions
http://en.wikipedia.org/wiki/Powerball
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7.3.8 Drawings  
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•  Lottery drawings are syndicated to television stations 

• Pick 10 drawings air nightly on MSG Network and the Sabres Hockey Network at 11:00 p.m., or during the 

next commercial break.  

• Other draw games, except for Sweet Million, air on these stations: WABC-TV New York (except Powerball, 

Take 5, and Lotto; the last two are aired on the station's website, 7online.com, while Powerball is not aired), 

WSYR-TV Syracuse, WBNG Binghamton, WETM-TV Elmira, WPTZ Plattsburgh, WHAM-TV Rochester 

(except Powerball), WWTI Watertown, and WUAM/YNN Capital Region. (WBNG and WETM newscasts are 

seen in the Binghamton area.) Mega Millions (drawings held in Atlanta) and Powerball (drawings in Florida) 

are drawn at 11:00 p.m. 

• Take 5 and Lotto are drawn at 11:21 p.m. The Numbers and Win 4 drawings are held at 12:30 p.m. and 7:30 

p.m. Powerball drawings can be seen in the New York and Rochester areas via the national cable/satellite 

feed of WGN America. The Utica-Rome region (which does not receive WGN on cable) does not see live 

lottery drawings; the local affiliate, WUTR, dropped lottery drawings when it closed its news division in 2003; 

and its rival WKTV also do not air drawings. Likewise, the Buffalo area does not view most Lottery drawings; 

in October 2013, the only area station, WGRZ-TV, gave up the rights. 

• Sweet Million drawings are viewable online only. Its drawings are held Mondays and Thursdays at 9:30 p.m. 

 

Source: Wikipedia 



7.4 QUANTITATIVE EASING 
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7.4 Quantitative Easing 

140 Source: Wikipedia  

Quantitative Easing (QE) Definition 

QE is an unconventional monetary policy used by central banks to prevent the money supply falling when standard monetary 

policy has become ineffective. A central bank implements quantitative easing by buying specified amounts of financial assets 

commercial banks and other private institutions, thus increasing the monetary base 

 

Why Use 

QE is used to stimulate the economy by purchasing assets of longer maturity than short-term government bonds, and thereby 

lowering longer-term interest rates. According to the IMF and various other economists, quantitative easing undertaken since 

the global financial crisis 2007-8 has mitigated some of the adverse effects of the crisis 

 

Pros and Cons of QE 

QE can create a ’wealth effect’ which is meant to trickle down into wider economy, This has pros and cons: 

 Helps ensure that inflation does not fall below target. This staves off deflation which can aggravate  recessions 

 Devalues currency  thus driving exports. This can lower unemployment 

 Encourages consumer demand as mortgage payments are lower, cost of debt is lower and low interest rates discourage 

holding money in bank accounts. This can lower unemployment  

× Risks higher inflation in the longer term, due to increased money supply and more expensive imports 

× Banks keep extra money and do not lend out the additional reserves 

× Punishes ‘savers’ 

× Creates asset bubbles e.g. stock market and housing 

× Currency wars with other sovereign states  as devalued currency drives exports and reduces government debt 

 

US QE 

The Federal Reserve, chaired by Ben Bernanke, has use QE on 3 occasions: 

• QE1 (December 2008 - June 2010) - $2trn 

• QE2 (November 2010 - June 2011) - $600bn 

• QE3 (September 2012 – Dec 2013) - $85bn per month 

•         (January 2014 – present - $75bn per month 



7.5 OPEX 
  
 

 



Camelot Global Services Limited© 

Confidential and Proprietary. Commercial in Confidence. 

7.5 Opex Details 

142 Source: Annual Reports 

Opex - Total NY State Lottery 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013

Direct expenses

Retailer commissions (250.2) (284.3) (324.9) (355.7) (429.2) (511.1) (595.3) (708.5) (839.3) (875.4) (881.9) (1,037.0) (1,236.6)

Gaming contractor fees (104.8) (118.6) (55.6) (61.5) (78.0) (88.0) (100.6) (120.9) (126.5) (133.6) (143.3) (173.7) (209.3)

Instant ticket direct expenses (12.4) (15.5) (32.3) (32.5) (31.2) (32.1) (28.1) (28.2) (32.8) (28.6) (26.1) (25.2) (21.8)

Telecommunications - - (27.1) (31.6) (29.9) (28.4) (28.4) (28.0) (28.1) (24.5) (19.2) (20.3) (21.0)

Total direct expenses (367.3) (418.4) (439.9) (481.3) (568.3) (659.6) (752.4) (885.6) (1,026.7) (1,062.1) (1,070.5) (1,256.2) (1,488.7)

% of revenue -9.0% -8.8% -8.2% -8.3% -9.4% -9.7% -10.5% -11.7% -13.4% -13.6% -13.6% -14.9% -16.7%

Indirect expenses

Marketing and advertising expense - - .7) (83.8) (81.8) (80.9) (86.4) (92.1) (85.8) (90.0)

(31.2) (30.7) (31.3) (31.0) (30.2)

(11.7) (11.4) (11.0) (9.6) (16.3)

(1.7) (1.5) (1.7) (1.6) (1.5)

(4.6) (2.9) (2.2) (1.7) (0.0)

(130.2) (132.8) (138.5) (129.8) (138.0)

-1.7% -1.7% -1.8% -1.5% -1.5%

1,156.8) (1,194.9) (1,209.0) (1,385.9) (1,626.7)

-15.1% -15.3% -15.4% -16.4% -18.2%

2009 2010 2011 2012 2013

-10.9% -11.2% -11.2% -12.3% -13.8%

-1.6% -1.7% -1.8% -2.1% -2.3%

-0.4% -0.4% -0.3% -0.3% -0.2%

-0.4% -0.3% -0.2% -0.2% -0.2%

-1.1% -1.1% -1.2% -1.0% -1.0%

-0.4% -0.4% -0.4% -0.4% -0.3%

-0.2% -0.1% -0.1% -0.1% -0.2%

-0.0% -0.0% -0.0% -0.0% -0.0%

-0.1% -0.0% -0.0% -0.0% -0.0%

-15.1% -15.3% -15.4% -16.4% -18.2%

2009 2010 2011 2012 2013

(338.6) (363.1) (364.1) (477.5) (639.0)

(85.8) (91.7) (97.9) (123.8) (155.9)

(96.5) (103.7) (111.0) (142.7) (182.5)

(14.3) (14.7) (15.3) (15.8) (16.0)

(535.2) (573.3) (588.2) (759.7) (993.4)

-56.0% -55.3% -53.0% -53.2% -54.4%

(621.7) (621.6) (620.8) (626.2) (633.2)

-9.2% -9.2% -9.2% -8.9% -8.9%



7.6 REGIONAL SALES 
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7.6.1 Regional Sales 

144 Source: NYSL sales data 
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7.6.2 Regional Sales by County 

145 
Source: NYSL sales data 
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7.7 NATIVE AMERICAN 

CASINOS 
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7.7 Native American Casinos & Gaming  

Source: GBGC 147 



7.8 RETAIL OBSERVATIONS
  

Nov 2013 to Jan 2014 
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7.8.1 Manhattan  

• Through its unique position within the state of New York as well as the United States overall, 

Manhattan and Manhattan’s retailers need to be treated differently 

• There are some extremely high volume Independent retailers selling Instant tickets through 

“waterfall” displays of vast numbers of Instant ticket games across price points ranging from - $30 to 

$1 

• News Stand kiosks are also prevalent in Manhattan and these along with small retail units due to the 

rental cost put space at a premium. They are also very busy leaving no dwell time. 

• It is therefore very difficult to find somewhere to fill in a playslip and some retailers are  reluctant to 

let customers shout out their numbers due to the time it takes 

• We also need to better understand what is the optimum range for Instant tickets since while stores 

have 20 to 60 games on sale there were often omissions like the new “Holiday” Instant games due 

to older games needing to sell through 

 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=F2jdm0HyWPTS9M&tbnid=yMxPBZHlwWrWRM:&ved=0CAUQjRw&url=http://cvellis.wordpress.com/2008/10/15/expediacom-mobile-app/&ei=cFm3Uq60Aaa0sQTch4GQCA&bvm=bv.58187178,d.eW0&psig=AFQjCNGv7bgeduKzbqtCuxPwZzugKwljGw&ust=1387834092542684
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=F2jdm0HyWPTS9M&tbnid=yMxPBZHlwWrWRM:&ved=0CAUQjRw&url=http://cvellis.wordpress.com/2008/10/15/expediacom-mobile-app/&ei=cFm3Uq60Aaa0sQTch4GQCA&bvm=bv.58187178,d.eW0&psig=AFQjCNGv7bgeduKzbqtCuxPwZzugKwljGw&ust=1387834092542684
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7.8.2 Distribution - Traditional Retailers 

• Distribution of lottery outlets is very strong across New York State both amongst Independent and 

Corporate retailers 

• Through use of “NewsStands” kiosks and “Mom and Pop” stores lottery is available to customers 

very easily in city centres such as Manhattan and Buffalo 

• While vending is an access point within Corporate retailers such as Gristedes and Rite Aid it is less 

clear what the criteria is for other retailers to receive a vending machine 

• Anecdotally retailers have spoken about vending driving increased sales through customers feeling 

less reliant on having to go to the counter all the time. If this is verified then we would recommend 

further distribution based on a sales criteria  

 

 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=F2jdm0HyWPTS9M&tbnid=yMxPBZHlwWrWRM:&ved=0CAUQjRw&url=http://cvellis.wordpress.com/2008/10/15/expediacom-mobile-app/&ei=cFm3Uq60Aaa0sQTch4GQCA&bvm=bv.58187178,d.eW0&psig=AFQjCNGv7bgeduKzbqtCuxPwZzugKwljGw&ust=1387834092542684
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• Distribution within traditional Quick Draw lottery outlets of bars and restaurants appears to be an 

issue. Across three cities including Manhattan and Buffalo Quick Draw outlets were hard to find. 

They also were by no means the “go to” places in any of the cities 

• The major objections were cited as follows: 

- The “hassle factor” of having to process play slips, pay out prizes and cash up  when the bars 

are busy 

- The low margin on Quick Draw versus the higher margins on food and drinks “I’d rather my 

customers were buying beer” 

• Vending is an obvious sales tool to use as it removes at least one of the major objections given by 

bar owners and managers 

• There is also may be an opportunity to look at other dwell locations 

151 

7.8.3 Distribution Quick Draw – Social Outlets 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=F2jdm0HyWPTS9M&tbnid=yMxPBZHlwWrWRM:&ved=0CAUQjRw&url=http://cvellis.wordpress.com/2008/10/15/expediacom-mobile-app/&ei=cFm3Uq60Aaa0sQTch4GQCA&bvm=bv.58187178,d.eW0&psig=AFQjCNGv7bgeduKzbqtCuxPwZzugKwljGw&ust=1387834092542684
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7.8.4 Store Standards and Driving  

Brand Messages 

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=F2jdm0HyWPTS9M&tbnid=yMxPBZHlwWrWRM:&ved=0CAUQjRw&url=http://cvellis.wordpress.com/2008/10/15/expediacom-mobile-app/&ei=cFm3Uq60Aaa0sQTch4GQCA&bvm=bv.58187178,d.eW0&psig=AFQjCNGv7bgeduKzbqtCuxPwZzugKwljGw&ust=1387834092542684
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&docid=F2jdm0HyWPTS9M&tbnid=yMxPBZHlwWrWRM:&ved=0CAUQjRw&url=http://cvellis.wordpress.com/2008/10/15/expediacom-mobile-app/&ei=cFm3Uq60Aaa0sQTch4GQCA&bvm=bv.58187178,d.eW0&psig=AFQjCNGv7bgeduKzbqtCuxPwZzugKwljGw&ust=1387834092542684
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7.8.5 Vending machine – Full Offer 
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7.8.6 Vending machine – Instants Only 
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7.8.7 Play Centre  
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7.8.8 Win Checker and Media Screen  
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7.8.9 Jackpot Communicators  
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7.8.10 Play Slip Holders  
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7.9 DRAW BASED GAMES  

Further Analysis  
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7.9.1 KEY INSIGHT: The Portfolio’s evolution has 

cannibalized in-state Lotto significantly without major 

incremental or base growth 
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7.9.1 Total Jackpot Category 2002 - 2013  
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 7.9.1 Lotto – Base Sales vs. Total Game Sales 
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7.9.1 Mega Millions: Base Sales vs. Total Game Sales 
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7.9.1 Powerball: Base sales vs. total game sales 
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7.9.2 KEY INSIGHT: Win Belief – There are minimal    

chances to win the big jackpots in New York. This erodes 

a core motivating reason for people to keep playing 
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7.9.2 Lotto – Win Rate 
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7.9.2 Mega Millions – Win rate 
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7.9.2 Powerball – Win rate 
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7.9.3 KEY INSIGHT: Portfolio Expansion – has not 

expanded into adjacent consumer need states 
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7.9.3 Typical Gaming Motivations ‘Needs’ Map 
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7.9.3 NYSL core games on ‘Needs’ Map 
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Source: Camelot, Camelot analysis 
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7.9.4 KEY INSIGHT: Portfolio clarity – existing brand 

framework is not well defined. This impacts the ability  

to differentiate the games  
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7.9.4 DDB’s Game Architecture 
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7.9.4 Consumers are Bombarded by Messages 
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7.9.4

175 

Without a well defined brand 

architecture & associated processes, it 

is left up to consumers to work out what 

each brand stands for 

 

However, most consumers stick to their 

existing behavior and / or won’t bother to 

find out  

 

Defining compelling reasons for  

repertoire play will drive  

 

Consumers would benefit from a clear  

understanding of core game attributes. 

This will drive future growth 

Idema
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	3.1.3 Draw Based Games
	Insight
	Significant overlap of game propositions e.g. Mega Millions and Powerball compete directly leading to consumer confusion
	Poor win belief – Big Jackpot games at current sales levels statistically only deliver a NY winner approximately once a year
	As in other State lotteries the appeal and role of the in-state Lotto game has been adversely impacted by the introduction of multi-state games, resulting in Lotto being unable to compete
	Poor win frequency perceptions are a considerable barrier to play

	Implications
	Steps to Deliver Initiative
	Simplify the portfolio offering
	Enhance the portfolio offering for Numbers and Win 4
	Work with multi-State partners to improve game designs and develop new games with good win frequency
	Leverage winners - instigate a revamped winner awareness program locally and state-wide
	Launch a combo purchase of Powerball and Mega Millions
	Renovate Lotto by refocusing on the core mission of the NYSL

	Benefits, Dependencies and Evidence

	3.1.4 New Product Development
	Insight
	Game development and portfolio evolution not driven by consumer need state gaps
	Game development pipeline only short term, often driven by vendors and often agreed last minute if multi-state
	Legislation caps prize payout, impeding game improvement solutions
	No digital game offering despite ever growing consumer propensity to play games on the go

	Implications
	Steps to Deliver Initiative
	Introduction of New Product Development Pipeline
	Consumer Research/Needs mapping
	Adopt a more frequent cycle of game renovation to maintain attractiveness and relevancy

	Benefits, Dependencies and Evidence

	3.1.5 Quick Draw – Increase Spend & Frequency
	Insight
	Quick Draw is the fastest growing online game in the NYSL’s game portfolio.
	Quick Draw is heavily reliant on weekly players
	Quick Draw per capitas are behind those for peer U.S. States Massachusetts, Maryland and Michigan
	Sector peer State Maryland launched a second Monitor Based Game in 2006

	Implications
	Steps to Deliver Initiative
	Launch a second Monitor Based Game
	Review effective price elasticity of Quick Draw prize pay-out
	Review the existing Quick Draw game including game design, draw mechanic and promotion

	Benefits, Dependencies and Evidence

	3.2.1 Ensuring Compelling Communications
	Insight
	Creative takeout is not consumer tested and refined for comprehension and appeal
	Players have become immune to jackpot levels within the $50m to $200m range
	Revenue targets relating to advertising KPI’s are not being set
	Games are currently selected for advertising on the basis of their ease of communication and not on the basis of the sales opportunity they represent to the NYSL
	Areas of responsibility and accountability are confused
	Research studies are not providing sufficient marketing effectiveness data

	Implications
	Steps to Deliver Initiative
	Benefits, Dependencies and Evidence

	3.2.2 Maximizing Spend Effectiveness
	Insight
	Proliferation of advertising for differing games is hindering NYSL messaging. Media planning is not sufficiently engaging occasional and infrequent players
	Volume of work and unscheduled initiatives impact ability to deliver integrated marketing campaigns. Vendors and ‘gut feel’, rather than research based consumer insight, are influencing strategic planning and initiatives
	Current agency remuneration encourages creation of more campaigns and media buys

	Implications
	Steps to Deliver Initiative
	Optimize marketing planning around fewer, bigger, brands, promotional activities and media planning to maximize marketing ROI
	Change agency remuneration model in upcoming RFP to reduce incentive to generate new campaigns
	Allocate monies to test new media and channel opportunities, adopting a “pilot / measure / learn” philosophy going forward

	Benefits, Dependencies and Evidence

	3.3.1 Optimize the Retail Estate
	Insight
	Strong NYSL retailer to population ratio
	Limited “science” is applied to the size of the retail estate to meet demand or to the location of specific outlets
	Circa 20% of stores sell <$2K a week
	Selections rely on the skill of District Sales Representatives (DSRs) and Regional Management sign off
	Every new terminal selected has the potential to deliver $1m over three years (at current Average Weight of Spend)

	Implications
	Steps to Deliver Initiative
	Implement a geo demographic modeling approach to estate size and location and carry out a demand vs. provision review
	Utilize this approach to govern and inform regular selection processes
	Introduce a sales improvement program for the lower performing stores that enables these assets to be optimized
	Measure success of new stores and their speed to sales maturity

	Benefits, Dependencies and Evidence

	3.3.2 Segment Retailers & In-Store Blueprints
	Insight
	There is limited conscious segmentation of the retail estate into groups with different requirements
	Retail outlets in different parts of the state and different types of store require a different approach
	There are a significant number of decisions being made at a local level
	Clarity on ‘what good looks like’ through retail outlet blueprints is under-utilized (such as equipment, POS)
	Insufficient people resources within corporate accounts are leading to a lack of depth that is limiting the NYSL’s influence on a number of accounts

	Implications
	Steps to Deliver Initiative
	Develop a segmented approach to the retailer estate reflecting the different retailer types and state locations and review what will drive sales in these segments – Instants ranging, Equipment, and POS
	Draw up best practice blueprints for these segments based on insight and apply them
	Engage sales teams and retailers in a “what good looks like” initiative
	Invest in a refresh of retailer permanent Point of Sale in 2016/17

	Benefits, Dependencies and Evidence

	3.3.3 Deliver Great Execution in Retailers
	Insight
	There is limited systematic measurement of the key input elements that drive sales performance
	Measurement of retail effectiveness is primarily based on sales and team effectiveness can be subjective
	There is a regional / District Sales Representatives (DSR) based approach to retail engagement, call cycles, priorities and measurement
	A significant amount of sales team time is utilized managing Instants inventory
	Corporate account management is under resourced

	Implications
	Steps to Deliver Initiative
	Develop a more standard approach to a sales call that includes KPI measurement and re-focus retailer incentives on this. Measure the adherence to retail blueprints and the key retail drivers
	Introduce a more consistent call-cycle process across the regions to ensure the estate is visited on a consistent basis
	Engage retailers in the measurement of “what good looks like”
	Ensure NYSL standards are included within Corporate Accounts in-store measurement systems and processes
	Increase resources and focus on corporate accounts to delivery business development in their stores

	Benefits, Dependencies and Evidence

	3.3.4 Engage Retailers in the Value of the NYSL
	Insight
	The existing message retailers receive about the benefits of selling the NYSL is inconsistent
	There is very limited communication from the NYSL on the benefits of selling the lottery
	There is a lack of understanding from retailers on why and how they should support the lottery in-store
	Retailers are used to support versus challenge.
	The amount of information available to the Sales Team is excessive leading to complexity and confusion.

	Implications
	Steps to Deliver Initiative
	Create a “benefits of the lottery” story
	Work with corporate accounts on the benefits of lottery story
	Use the benefits of lottery story to leverage compliance and advocacy towards the lottery:
	Continue to review and maximize the impact of the benefits of lottery story
	Develop a change management program for the NYSL Sales Team

	Benefits, Dependencies and Evidence

	3.3.5 Optimizing Quick Draw Execution and Distribution
	Insight
	There are 8,500 existing NYSL outlets that are enabled to sell Quick Draw. 48% ($6m) of weekly Quick Draw sales are sold through 2,500 Social Gaming outlets comprising of bars, restaurants, bowling alleys and off-track betting venues.
	Fifty-two percent ($6.5m) of weekly Quick Draw sales are sold through Traditional Retail outlets. There are 6,000 Quick Draw enabled Traditional Retail outlets.
	Quick Draw is currently available in 8,500 outlets and 80% of Quick Draw’s sales are sold through 30% of these retailers.
	In NYSL’s Sales Region 1 (New York City) Quick Draw is sold in 26% of all the lottery outlets (1930 out of 7,340 outlets) vs. 47% availability nationally.
	Store visits to existing Quick Draw Social Gaming and Traditional Retail outlets across the State of New York found a lack of consistency in the different venue’s environments. This was across both large and small scale outlets.
	There is room for further distribution in the New York State bar sector.

	Implications
	Steps to Deliver Initiative
	Include Quick Draw within a geo demographic modeling approach to estate size and location
	Conduct a full audit of the existing Quick Draw outlets
	Consider the removal of the 2,500 square feet restriction on Traditional Retailers selling Quick Draw
	Develop the “On The Go” relationship between Quick Draw, Traditional Retailers and the consumer:
	Continue to review and maximize the Quick Draw distribution opportunity
	Improve Engagement with Quick Draw Retailers:

	Benefits, Dependencies and Evidence

	3.4.1 Player Understanding
	Insight
	Nobody within the NYSL is responsible for Insight. There is no holistic approach to the consumer
	There is little visibility of the annual consumer research plan and how this aligns to the NYSL’s strategy and objectives
	The NYSL currently outsources research to media and games suppliers: consumer tracking research is principally handled by the global advertising agency DDB; SGI commissions ad hoc research on game development; and GTECH (a leading commercial operator ...

	Implications
	Steps to Deliver Initiative
	Define an Insight capability responsible for the research and game development program
	Incorporate relevant research methodologies to reveal ‘the consumer truth’ behind game, channel and communications. Establish a game development program that includes: Qualitative and quantitative research; tracking; retail audits, digital insight, ec...
	Provide the macro external-environmental insightful trends, impacting the NYSL
	Create a research plan aligned with NYSL strategic priorities, in collaboration with third party suppliers
	Manage third party execution of research plans

	Benefits, Dependencies and Evidence

	3.4.2 Build on Existing Player Interaction and Reward Loyalty
	Insight
	77k online subscribers
	250k players registered as part of sweepstake promotions
	Over 100k Facebook likes and over 150k consumers who have downloaded the ‘Winning Numbers’ app
	Desire for convenience is a key consumer trend
	Lack of a compelling winning experience and on-going engagement are the core threats to play

	Implications
	Steps to Deliver Initiative
	Increase number of games available for online subscription
	Build and nurture player loyalty through dynamic and creative player incentivization
	Email database / prospecting and engagement in one-to-one marketing utilizing the player database

	Benefits, Dependencies and Evidence

	3.4.3 Interactive Convenience
	Insight
	A higher proportion of 18 – 24 year olds are non-players of the NYSL when compared with other age groups
	Of all players surveyed 39% would play online and 33 % claim they would spend more
	The vast majority of all players surveyed (81%) would play across channels

	Implications
	Steps to Deliver Initiative
	Build out platform requirements to meet best in class player relationship management needs
	Year 1
	Year 2
	Year 3 – 5

	Benefits, Dependencies and Evidence

	3.5.1 Organization
	Insight
	Meaningful unfilled vacancies including senior roles
	Hurdles to recruit
	Internal communication

	Implications
	Steps to Deliver Initiative
	Re-setting of relationship with the State to allow greater freedom to operate in a commercial environment
	Freedom to operate within a more commercially-minded environment
	Initial investment in change management resource to deliver changes in ‘ways of working’ (especially within sales and marketing)
	NYSL career development framework
	Significant engagement with unions delivering a meaningful partnership.
	Further development of digital and insight capabilities to support expansion of NYSL’s digital strategies.

	Benefits, Dependencies and Evidence

	3.5.2 Key suppliers
	Facilities Management – GTECH
	Instants ticket printing: Scientific Games, Pollard Banknote & GTECH
	Marketing Services and Media Buying – DDB and OMD
	Summary

	3.5.3 Management Information and Processes
	Introduction
	Insight and observations
	Implications
	Steps to Deliver Initiatives

	3.5.4 Regulation
	Introduction
	Insight and implications
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	Prize Payout
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	Steps to Deliver Initiative
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