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The enclosed proposal contains trade secrets and other confidential information of 
GTECH Corporation ("GTECHn

) , as defined by Texas state law. Such information is 
exempt from public disclosure pursuant to the Texas Public Information Act and 
Texas State Lottery Act, specifically the Texas Government Code, [Title 5 (Open 
Government; Ethics), Subtitle A (Open Government), Chapter 552 (Public 
Infonnation), Subchapter C (Infonnation Excepted from Public Disclosure), in 
particular, §§ 552.101 (Exception: Confidential Infonnation), 552.102 (Exception: 
Personnel Information), 552.104 (Exception: Information Related to Competition or 
Bidding), 552.110 (Exception: Trade Secrets; Certain Commercial or Financial 
Infonnation)]; and the Texas Administrative Code [Title 16 (Economic Regulation), 
Part 9 (Texas Lottery Commission), Chapter 401 (Administration o[State Lottery 
Act), Subchapter G, § 401.50 I (Lottery Security)]; as well as applicable Texas 
common law. 

Pursuant to RFP Section 1.9, Proposals Subject to Texas Public Information Act, 
GTECH has clearly marked each instance of confidential information by placing the 
word "CONFIDENTIAL," on each such page in its proposal, including exhibits and 
inserts where applicable. In addition, where only part of the information on a page is 
considered confidential, GTECH has identified the information that is exempt from 
public disclosure with the following marking: "Confidential material begins here" and 
"Confidential material ends here." In each instance where confidential information 
appears in the enclosed proposal , GTECH has included a reference to the statutory 
exemption(s), which protect(s) this information from public disclosure. 

As further required by RFP Section 1.9, a catalog of confidential information (in table 
format) within GTECH's proposal is included immediately after the Transmittal 
Letter. The catalog provides a reference to the page and section number within the 
proposal where the confidential information is located. the statutory exemption(s) that 
applies. and the specific details as to why each instance of confidential information is 
exempt from public disclosure. including relevant facts as to how disclosure would 
cause substantial competitive harm to GTECH. 

© GTECH Corporation 2010. All rights reserved. 
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The trademarks and logos contained in this document are marks owned by or exclusively 
licensed to GTECH Corporation. 
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7.10 
ICS System and Vendor Requirements 

Introduction 

GTECH is very familiar with the Texas Lottery's Internal Control System (lC5) 

support requ irements and its current ICS vendor, Elsym_ As you know, we have 

worked with Elsym in support of t he Texas Lottery's ICS funct ions fo r nearly 

eight years, during which time we have amassed a body of knowledge about 

how to most effecti vel y interface with your ICS. Elsym has been more than 

pleased with the performance ofGTECH solutions, in Texas as well as in other 

jurisdictions, as it re lates to ICS process ing and out-of-ba lance resolution . 

§552.101/ 466.022/ 552.139 "In the case of auditing GTECH and its ProSys and now host system, 
Elsym has found that the costs and effort to verify the system are 
significantly reduced because of the attention to detail paid by the GTECH team. This 
attention, including requirements-co llection, design, and testing of the system before 
each release - is so comprehensive that problems after installation are significantly 
reduced to occaSional imbalances, usually attributed to the ICS processing 
transactions incorrectly. 

We have found, through our own ISO 9001 :2008 Elsym Management System, that 
our production-verification process confirms that the system is a 
consistently stable and accurate system and process." 

- Len Simonis, CEO and founder. Elsym Consulting, Inc. 

Table 59 
ICS System and Vendor Response Requirements 

59.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles. responsibil iti es, and detail 

requirements indicated in this section. 

ICS System and Vendor Requirements 
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Texas 

Kansas 

California 

Louisiana 

Michigan 

Missouri 

Nebraska 

New Jersey 

South Dakota 

7.10-2 

59.2 
Support of Third Party ICS Vendor 

We have worked diligently, within the parameters of the Texas Lottery 's 

requirements, to keep the ICS interface functional and reliable, even 

accommodating short testing cycles as requ ired. With the last system 

conversion, we again proved our ability to customize our data formats 

and feeds to meet your ICS vendor's requirements. 

In addition to the Texas contract, we currently work wi th Elsym in support 

of ICS services in 17 jurisdictions. We have also worked in support of two 

other ICS vendors' systems, as shown in the following figure. 

Figure7.10-1: 
Summary of GTECH's ICS Vendor Contracts 

Elsym LapIS H&S 

Rhode Island New Jersey (in process) Mexico 

Wisconsin Florida Trinidad and Tobago 

Tennessee Thailand Columbia 

US Virgin Islands Jamaica 

Ireland 

New York 

Virginia 

West Virginia 

Although the TLC stipulates that there should never be an out-of-

balance situation between the ICS and the Lottery Gaming System, it does 

acknowledge that it might happen by requiring procedures to be developed 

to solve out-of-balance situations. We have encountered, as all vendors 

do, out-of-balance situations in Texas under the current contract . But our 

experience in Texas has shown that these situations are rare, and our rapid 

resolutions confirm our dedication to providing immediate and effective 

service. 

ICS System and Vendor Requirements 
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GTECH has the most accurate, reliable, and consistent lCS data feed in the 

industry, and Elsym has confirmed this in its statement, which we included 

earlier in this section. We would encourage you to ask for more details from 
Elsym regarding how GTECH solutions compare to those of our competitors. 

In fact, we are so confident in our solution, we would urge you to ask the 

same question of all of the ICS vendors. We know they will state that GTECH's 

systems stand far above the rest in terms of reliability. 

GTECH has the most accurate, reliable, and consistent 
ICS data feed in the industry. 

GTECH will work with whichever ICS provider the Texas Lottery chooses. 

Having partnered with each of the proposed vendors more frequently than 

any of our competitors, we are confident of our ability to work successfully 

with any vendor you select. We will provide the necessary resources to your 

ICS vendorto maintain linkage between the ICS and our 

system. GTECH will be responsible for reimbursing the Texas Lottery for all 
costs billed by the ICS vendor and paid by the Texas Lottery for ICS software 

and support. 

Information Redacted 
§552.101/466.022/552.139 

Near-Real-Time Feed of Gaming Transactions 

The GTECH excels at integrating third-party solutions, no matter 
which third-party ICS vendor the Lottery chooses. A strong benefit of is 

that it can support a near-reaHime connection to an [CS. This means that 
transactions are sent to the [CS within seconds after being recorded on the 

primar) . This feature will be useful to you because the ICS can process 

transactions, build games, and draw totals as they occur. 

ICS System and Vendor Requirements 
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In addition, the solution w ill provide a synchronization process to ensure 

that the ICS stays current with the most recent transactions. In the event of 

a communications disruption, the following will occur: 

If the ICS production servers are unable to connect to any of the 
servers, the will forward an emai l alert to the Lottery 

and/ or GTECH Operations. 

Once the reason for the failure has been determined and 
resolved and communication wi th the ICS re-established, the 
system will determine the last transaction sent to the ICS prior 

1ft" R d ct d to the failure and resynchronize. Re-establishment of 
norma Ion e a e . . . h bid 

§552.101j466.022j 552.139 communicatIons is automatIc once an Issue as een reso ve . 

7.10 - 4 

Please note that connectivity between the primary and ICS server is a 

one-way connection. Per MUSL rules, the is not allowed to init iate any 

direct connections to the production ICS server(s). 

GTECH systems support this type of ICS configuration in a number of current 

jurisdictions. As we always have, GTECH will work with the Texas Lottery, any 

Texas Lottery designated third-party vendor, and the current ICS vendor to 

convert, from the existing ICS or the current GTECH Texas system's database, 

daily transaction history/ files for the past ten (10) years, at a minimum. 

59.3 
Out-of-Balance Incidents and Electronic Funds Transfers 

Out-of-Balance Incidents 

In general, Internal Control Systems receive and reprocess transactions for 

draw sales and winners in near-real time from the gaming system transaction 

log file for the purpose of auditing and balancing of system processes. This 

approach permits allieS processing to begin once the draw closes. Balancing 

between the and ICS can begin once processing is complete on both. 

The ICS typically uses a continuous balancing approach, which audits and 

ICS System and Vendor Requirements 
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Information Redacted 
§552.101/466.022/552.139 

balances the ICS against the 

automated and follows the 

GTECH - --
at each checkpoint. Balancing is 

. This means that any 

out-of-balances can be found immediately instead of at draw break, and thus 

resolved more quickly. 

The ), generated by our system software, 

will contain very detailed information on every system and operator­

generated command. In the event of an out-of-balance scenario, this detailed 

information is scanned to identify any command that is out of the ordinary. 

Any situation that the l ottery deems abnormal can be scanned for, and, 

iffound, reported on the System- and Operator-Generated Command 

Exception Report. This report provides information on the type of exception 

generated, who generated it, and when it was generated. This information 

can then be supplied to you for follow-up. This process wi ll ensure the 

integrity of data captured by the ICS. 

Electronic Funds Transfers 

The system wil l produce a sweep file for the TlC to use for the Electronic 

Funds Transfer process. This information will be transferred to the ICS or the 

TlC's internal systems as specified by the lottery. The system will load debit, 

credit and/or new retailer files from the TLC into the system w ithin four (4) 

hours after the receipt of the files. 

ICS System and Vendor Requirements 
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7.11 
System Supported Terminal Functions 

Table 62 
System Supported Terminal Functions Response Requirements 

62.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in th is sect ion. 

Information Redacted 
62.2 §552.101/466.022/552.139 
Terminal Functions 

GTECH's system, in combination with its proposed 

assortment of sales terminals, supports all the functions required to operate 

a modern lottery. This includes all those listed in Table 61 of the RFP. In the 

fo llowing figure, we highlight some of the specia l features and benefits 

that our new lottery gaming system, sa les terminals, and communications 

network, working with our sa les force, wi ll provide the TlC and it s retailers. 

System Supported Tenninal Functions 
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- "- Information Redacted 

§SS2.101/ 466.022/SS2.139 

Figure7.11-1 : 
Features and Benefits of GTECH's Offering 

Feature Benefit to the Texas Lottery 

· Provides full support of all terminal functions. including: 
- Sales and validation of all Texas Lottery products 
- All inventory transactions, including but not limited to 

the confirmation, activation, settlement. ordering, and 
return of all Instant Ticket Game packs 

· Provides retailers with a full suite of reports that summarize 
their On-Line Game and Instant Ticket business 

· Enables terminals to provide information as t o the win status 
of On-Line and Instant Tickets (t icket prize inquiry 
communication) 

Integrated supply Supports inventory and management of Instant Tickets, 
chain management consumables, roll stock, and promotional items 

Automatic checks of the Provides security and convenience 
win status of any 
multidraw/advanced wager 
ticket presented for va lidation 

Enhanced algorithm for Enhances security by ensuring a tamper-free journal file 
j ournal sea ling 

Single TIcket Accounting Reduces shrinkage and improves accountability; Instant Tickets 
can be activated and accounted for at the sing le ticket level in 
addition to the standard, existing, pack-based functionality for 
Instant Games 

Privileged transaction types Offers more granular control over retailers, tellers. and terminals 
restricted to authorized 
users, including inquiry 
capability and dollar amounts 
for va lidations 

Multiple levels of access Supports different sign-on IDs for clerks. al lowing multiple levels of 
control over terminal functions. Only certain users have access to 
privileged functions 

One-to-many relationship Allows TLC retailers to request aggregated reports, in which all 
of terminals to retailers sa les and va lidations for every device in the location are rolled up 

into one report 

Enhanced cha in reporting Enables comprehensive rollup of chain and super chain sales 

7.11 - 2 System Supported Terminal Functions 
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Informati on Redacted 

§552.101/ 466.022/ 552 .139 
:" GTECH' _.-

Feature Benefit to the Texas Lottery 

System and terminals that • Alerts retailers to prize amounts over specified thresholds, 
allow clerks to confirm sales allowing them to verify that they have sufficient funds on 
and va lidations hand to pay prizes of up to $599 before recording the prize 

as paid 
• Alerts the retailer of lottery purchases greater than a 

TlC-defined amount 

Smart card reader Information stored on these cards can be transmitted to the 
central system through the Altura GT 1200 termina l 

Bar code reader • Supports keyless t icket inquiry and validations 

· Reads packs and single tickets, boxes/cartons of tickets, 
tickets of various sizes, On-line nckets, roll stock. gift cards, 
Renaissance Club cards, coupons, and field service ID cards 

Contact Image Sensor Allows reading of play slips, va lidation of On-Line nckets, and 
(CIS) reader survey tools 

order generation of Instant nckets and reducing returns 

GTECH s Extends into the field for improved communication and access 
to rea l-time sales data 

Management functions Provides integrated capabilities for field serv ice and sales force 
personnel, including, but not limited to, diagnostics, Instant ncket 
ordering, returns and transfers. and asset management 
(playstations, neon signs, etc.) 

AccuTherme Ultra printer Provides high-quality printing, including graphics and bar codes in 
accordance with International Organization for Standardization 
(lSO)/lnternational Electrotechnical Committee (lEC) standards 

Programmable screensaver Enables variable messaging to retailers 

Terminal grouping Sends messages targeted to retailer groups by zip code. business 
type, chain, sales level, or other grouping criteria 

· Enables content to be packaged. distributed, and 
I streamed from the terminal to the video display connected 

to the terminal 

· Provides ability to customize message content such as 
weather alerts. AMBER/Silver/Blue Alerts, as well as news and 
other emergency messages as required 

· Streams content and information from the TlC to retailers 

System Supported Tenninal Functions 
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§552.101/ 466.022/ 552.139 

Feature Benefit to the Texas Lottery 

• Targets top prizes remaining down to the retailer level 
1 • Automatically shows winner awareness information that 

- can even be targeted to the retailer level 
• Keeps your content fresh and in line with new lottery 

initiatives 

Mail messages • Allows messages to be targeted to single retailers or groups 
• Enables the lottery to designate messages to be read 

immediately or deferred to be read later 
• Old messages can be overwritten or retained for later reading 

Message synchronization Synchronizes all terminal messaging in real time or, if the terminal 
is not communicating at the time of the message broadcast, 
synchronizes when the terminal signs on 

Peripheral communication Receives messages from central system and transmit to wired and 
w ireless messaging devices, e.g., Instant ncket Vending Machines 
(ITVMs), Starlight displays, and jackpot signs 

Retailer terminal sales reports Via provides: 

• A wide array of retailer reports on all financial, inventory, and 
adjustments transactions 

• Retailers with information on their bonus and incentive 
payments 

All of these reports have the capability to mirror the sales period 
activity of the retailer 

Ticket-Scan"" Enables players to easily check the w in status of their On-line or 
self-service validator Instant Tickets 

Multichannel statement Provides mUltiple methods to access retailer statements, including 
information access access by Retailer Website, electronic files, printed and mailed. 

Statements are stored and available for 36 months 

7.11-4 System Supported Tenninal Functions 
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The Lottery Gaming System 

GTECH's w ill provide a comprehensive set 

of features in support of the Texas Lottery. All terminal functions will be 

supported by the All of your current On-line Games as well as your 

existing business rules surrounding Instant Tickets have already been 

implemented on the 

the site visit. 

Logging Transactions 

; we can demonstrate this functionality at 

All transaction activity from all retailer and player terminals will be logged 

within the ) via the Through our unique 

N-plexed configuration, the transactions are replicated on t wo other systems 

and on multiple hard drives on each system. Please refer to Section 7.6.1, 

System Configuration and Capacity, for more information on N-plex ing. 

The system will ensure that transactions are completely written to the 

before sending a response to the terminal. In this way, we guarantee that 

there is a log of all records in the central system for all Instant and On-Line 

Tickets printed in the field. Furthermore, our patented journal-sealing 

technology ensures that the record is tamper-proof, so every file within 

the remains unaltered. Please see Section 7.8, System Security, for 

more information. 

Ticket Prize Inquiries 

Retailer sa les terminals and player-activa ted terminals work in association 

with the centra l system to support ticket prize inquiries. With player-activated 

terminals, players can easily check the w in status of On-Line and Instant 

Tickets via the resident bar code reader in our Lottery Vending Machines 

(LVMs), or through our secure Ticket-Scan self-service validator. The logs 

the activity from all of these devices. Our Ticket-Scans and player terminals 

are full y customizable; each can display exact prize values for all prize leve ls. 

If requested by the Lottery, the devices will display prize amounts up to $599 

only and display a "Winner Claim at Lottery" message (or other 

Lottery-specified text) for tickets that w in more than this amount. 

For retailer and player convenience, Ticket-Scans can be located up to 100 

feet away from the retailer terminal to minimize congestion at the retai ler 

counter. For more information on the Ticket-Scan self-service validator, please 

refer to Section 7.12, Sales Terminals and Related System Sales Equipment. 

System Supported Terminal Functions 
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7.11 - 6 

Figure 7.11 - 2: 
Ticket Scan 

Secure, Simple, and Convenient: TIcket-Scan is a fast, easy-to-use, player-activated 
device that checks On-Line and Instant TIckets so retailers can concentrate on selling. 

Reading Various Items 

The Altura- GT1200 reta iler sa les terminal is equipped with two kinds of 

readers. CIS readers are contained wi th in the terminal and are capab le of 

read ing of play slips, validating On-Line Ticket s, and reading survey tool s. In 

addition, the terminal has an external bar code scanner for reading a wide 

va riety of industry-standard bar codes on other items, such as those listed in 

Detail Requirement 5 in Table 61. The external bar code reader on our Altu ra 

GT 1200 is attached with a cord, providing addi tional flexibility for the reta iler 

to read cartons, Instant Ticket packs, and other items tha t would not fit below 

a fixed-position bar code reader as well as individual tickets of any size, gift 

cards, etc. 

System Supported Terminal Functions 
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Training Mode 

Two visual cues will clearly indicate to the retailer that the terminal is in 

training mode. The screen will change to a different background color from 

the active mode. In addition, the screen w ill display the words "Training 

Mode" behind the buttons. 

A retail clerk can access the terminal training mode through an On/ Off button 

on the terminal. Training mode simulates all terminal transactions allowed 

forthat particular clerk without updating production files such as the winners 

file, etc. ~Test " tickets are graphically represented on the display screen and 

w ill not be printed. The training mode will always be available and be updated 

prior to the start of a new On-Line Game. 

Multidraw/ Advanced Wager Tickets 

Information Redacted 
§SS2.101/466.022/SS2.139 

For security and convenience, the will automatically 

check the win status of any multidraw/ advanced wager ticket presented for 

va lidation. wi ll check the winner's file for each drawing in which the ticket 

was registered up to the time the ticket was submitted for validation. Multiple 

draw date results can be provided for each draw that has been completed 

prior to the ticket validation. The maximum draw dates available will match 

the length of the multidraw or advanced wager functionality for each On-Line 

Game_If the ticket won a prize during any of the drawings that occurred and 

is still eligible for one or more additional drawings, an exchange ticket will 

be printed. An exchange ticket replaces the original ticket, since the player 

will have collected his or her winnings from the earlier drawings. 

Terminal Capabilities 

Through terminal behavior is highly customizable, resulting in a high 

degree of flexibili ty throughout the terminal network. As illustrated in the 

(ollowing screen, provides the capability to set terminal 

parameters so that Lottery-designated terminals, such as those in claim 

centers, only have inquiry functionality by product type (both Instant and 

On-Line). Additional information on terminal privileges can be found in 

Section 7.5, Retailer Management. 

System Supported Terminal Functions 
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7.11 - 8 

Confidentiality Claimed 
Not released 

Financial classes may be configured by product type or individual retailer; 

terminals and clerks ca n be set to have different thresholds for sa les, inquiries, 

and va lidations. This means, for example, that at a single retail location, one 

clerk can be allowed to va lidate and pay tickets that win less than $40, while 

the store manager or another clerk can pay ti ckets for any amount up to $599. 

System Supported Terminal Functions 
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Confidentiality Claimed 
Not released 

~. GTECH' ---

Likewise, as previously indicated, Texas Lottery claim center terminals can 

be configured to allow inquiry on any amount but not have the ability to 

pay any ticket. These privileges and thresholds are fully configurable; if 

your business rules change, changes to the thresholds can be made at a 

moment's notice. 

System Supported Tenninal Functions 

DOCUMENT REDACTED BY TLC -124·10 

7.11 - 9 



.. GTECH ---

7.11-10 

Info rmation Redacted 
§552.101/ 466.022/ 552.139 

Support for Secure Multilevel Access 

The GTECH and retailer sales terminals allow the Lottery to 

restrict privileged transaction types to authorized users. supports a secure, 

multilevel access program that allows for enhanced security with the 

flexibility to support a variety of business needs. 

Individual clerks and individual terminals within a store can be assigned 

various privileges, such as the ability to view and print retailer financial 

reports. Through the Teller Privileges function, the Lottery can assign one 

clerk, such as the store manager, the ability to view and/or print financial 

reports, for instance, while another clerk can be denied this ability. Dozens 

of individual privileges can be set, from the ability to sell PowerbaUe to the 

ability to cash Instant Tickets or change a clerk's password. 

The following screen is used to establish privileges for each user (teller). 

Confidentiality Claimed 
Not released 

System Supported Terminal Functions 
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§552.101/466.022/552.139 

/ GTECH' - --
Authorized users gain access to the retailer sales terminal through a 

password. Passwords can be changed at a management terminal/workstation 

by authorized Lottery or GTECH staff with proper privileges. No passwords 

are ever displayed, printed, or visib le in any manner at the terminal. All 

sign-on attempts, both valid and invalid, will be recorded in the as is the 

practice today. If someone exceeds a specified number of sign-on attempts 

without correctly entering the password, a message is sent from the to 

the ), and the terminal is deactivated. 

Capturing Validation Information 

Our system wi ll capture and track the store and clerk 10 for every validation 

attempt, no matter the size of the prize. This exceeds your requirement to 

record this data for prizes from $25 to $599. This information is stored in the 

Authorized staff analyzes this information using the Reporting module 

of GTECH's 

Confirmation Mode for Validation 

The system is fully customizable to alert retailers whenever a prize they 

are trying to va lidate is over a certain dollar amount. This va lue can be set per 

product, so that the validation threshold set for Powerball, for example, can 

be different from the threshold for Mega Millions- . This alert will allow clerks 

to confi rm they have sufficient funds on hand to pay prizes claimed before 

record ing the prize as paid. GTECH has offered this functionality in its systems 

for winning On-Line and Instant Ticket s si nce the early 1990s. 

Confirmation Mode for Large-Dollar Transactions 

is a Iso fully customizable to alert retailers when a tra nsaction 

exceeds a specified dollar amount, so they can subsequently alert players. 

This allows the retailer to confirm that the player is willing to purchase the 

tickets before recording the wager on the system and printing them at the 

terminal. This capability is particularly helpful for games such as Powerball 
and Mega Millions, which do not allow cancel lations. 

System Supported Terminal Functions 
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Transaction Cards 

Information Redacted 

§SS2 .101/ 466.022/ SS2.139 

Retailer sales terminals and player-activated terminals are all equipped to 

support various cards w ith an accompanying variety of applications. The 

functiona lity su pplied by these cards is supported with specific central 

system applications as we ll as local log ic and control in the terminals. 

GTECH has implemented successful gift card and player club programs in 

several states. California, in pa rticular, has a large gift card program 

implemented by GTECH. 

Proven Gift Card Processing 

In California. the more than 20.000 lottery retailers process gift card 
transactions using the bar code reader on their Altura terminals. Each gift card 
has a unique serial number represented as a bar code. These gift cards have no 
va lue until activated by a retailer using the Altura termina l. By scanning the gift 
ca rd. the retailer either adds or deducts value from the card. The majori ty of 
self-service lottery devices in California also redeem value from the card. Cards 
can be used for purchasing both On-Line Game TIckets and Instant TIckets. 

The Altura GT1200 terminal is equipped with an external smart card reader 

and thus ca n process smart card transactions. This will provide Texas Lottery 

reta ilers w ith the ability to read smart cards that conform to the ISO 7816 

standard. Information stored on these cards can be transmitted to the 

central system through the Altura GT1200 terminal. In addition, due to the 

expandability built into the reta iler sa les terminal and the gaming system 

have the capabi lity to support other forms of transaction cards, such as 

debit cards. For example. GTECH Colombia offers a full complement of 

transaction-processing services (through its brand. VIA) that include cellu lar 

phone top-ups and bill payments. And in the United Kingdom, we provide a 

full-service debi tl aedit card solution using a peripheral device attached 

direc tly to the retailer sa les terminal t o accept payment for lottery products. 

GTECH w ill be happy to discuss how t he implementation of these solutions 

can be tailored t o best meet the need s of the TLC. 

System Supported Terminal Functions 
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Reading Bar Codes for Keyless Inquiry and Validation 

For keyless ticket inquiry and validations, our terminals are equipped with 

bar code readers that have the capability to read PDF417 bar codes and 

other ISOIIEC standard bar codes. Combining our unique Smart Cash auto 

cashing feature with our Simple Keyless Validation method will provide 

exceptional retailer convenience and unparalleled security. More information 

on these two processes can be found in Section 7.12, Sales Terminals and 

Related System Sales Equipment, under the heading "Validation of Winning 

Instant Tickets.-

Printing Graphics and Bar Codes 

Our retailer sales terminals will be equipped with our new AccuTherm 

Ultra printer. The AccuTherm Ultra prints high-quality text and graphics, 

quietly and quickly. The AccuTherm Ultra can print the following ISOI IEe 

industry-standard bar codes: PDF41 7, Interleaved 2 of 5 (I 2 of 5), Europea n 

Article Numbering (EAN), Universal Product Code (UPC), and Code 39.ln 

addition, it is capable of producing and printing a variety of numbers 

and symbols generated by and sent from the central system; these are 

generally referred to as user-defined cha racters. The printer has room for 

256 user-defined characters. Our self-service terminals are also capable of 

printing bar codes, numbers, symbols, and graphics. 

licensing Rights 

GTECH will secure and obtain any and all necessary rights to allow the use of 

a self-check process that is acceptable to the TlC, such as what is in place 

w ith the current process. 

GTECH understands that the Texas lottery reserves the right to review any 

language required to be printed on Instant and On-line Tickets by license 

rights obtained by the successful proposer. Additionally, GTECH understands 

that the bar code technology must pass all tests performed by the Texas 

Lottery or its authorized designee for compliance w ith current Texas lottery 

quality and security standards, including all changes to such standards during 

the term of the contract. 
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All of our self-check devices can read On-Line Ticket bar codes, confirm 

without retailer intervention if a ticket is a winner, and display the winning 

amount if desired. This solution requires no license. 

Our current self-check solution for Instant Tickets in Texas makes use of a bar 

code that is printed underneath the latex of Texas Lottery Instant Tickets. This 

bar code allows players to confirm without retailer intervention if a ticket 

is a winner and the winning amount if desired. Our proposed system will 

continue to process all tickets produced during the term of the existing 

contract without issue. No license is required to process these tickets using 

the current method. For tickets produced during the new contract period, 

GTECH is pleased to propose an alternative: a new, t wo-scan, self-check ticket 

checking process based on our Simple Keyless Validation patent, as described 

under the heading Simple Keyless Validation in Section 7.12, Sales Terminals 

and Related Systems Sales Equipment. BecauseGTECH owns this patent, there 

wi ll be no need to procure a license from any third party. 

This new process will provide the TLC with something that it has wanted 

since Instant Ticket checking was implemented: vis ibility into the use of ticket 

checking. With this new approach, the ticket checking process becomes a 

"va lidation inquiry" from the software perspective. Thus, it w ill now be 

possible to: 

Log all ticket checking attempts in the 
Check the frequency and sequence of tickets being checked on 
the Ticket-Scan to identify if a retailer is trying to pick out 
winning tickets. 

This so lution will satisfy all current lottery security requirements. If selected, 

GTECH is prepared to provide a license to the TLC that will allow any vendor 

that supplies Instant Tickets to the TLC to produce tickets that support this 

new process without paying a licensi ng fee while we are the TLC's vendor for 

lottery operations and services. 

These commitments satisfy the req uirements of paragraph iii of Detail 

Requirement #1 S from Table 61. We w ill expect that the contract w ill include 

appropriate language that will formalize our commitment to the TLC 

regard ing this topic. 
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On-Line Ticket Stock Management 

GTECH ---

On~line Ticket stock will be delivered in much the same way as it is done 

today. GTECH lottery Sales Representatives (lSRs) wil l be assigned rolls and 
cases of ticket stock to be delivered to the retailers as needed. Once at the 

retail location, the lSR will transfer ticket stock using either the sales terminals 
orGTECH . Each roll hasa unique 

bar code that can be scanned by the retailer terminal upon receipt. 

On~line Ticket stock will be returned to the warehouse in much the same way. 

Full rolls of ticket stock can be redistributed to other retailers, while partial 

rolls will be destroyed. 

GTECH wil l provide hardware and software necessary to store, maintain, 

inquire of, andl or interpret ticket stock tracking information. All ticket stock 

transactions will be securely logged on the 

by authorized users. 

and can be fully researched 

Delivery Confirmation and Survey Data Collection 

Our system and Altura GT1 200 retailer sales terminals will support 

all Instant Ticket inventory functions. The retailer wi ll be able to confirm 

delivery of Instant Ticket packs easily by simply pressing the Confirmation 

icon on the terminal screen and using the external bar code reader to 
scan the confirmation bar code that accompanies each shipment. 

The new system includes a va ri ety of ways to collect survey data and 

transmit it to the host. Acustomized play slip is li kely the easiest way to collect 

data from the retai ler. To answer survey questions, the retailer wi ll fill out 
the custom play slip and then just drop it through the reader on top of the 

terminal. Retailers can use the touch screen on the terminal to directly enter 

survey data for transmitta l to the central system. A menu of questions can be 

presented to the retailer, who can reply by touching the chosen response. 
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Returns and Transfers 

.... GTECH' ---

LSRs can change the status offull packs oftickets in real time as they perform 

a return to the central warehouse or a transfer to a reta iler through our 

software and the Altura 

GT1200 retailer sa les termi nal. These activities will have a minimal learning 

curve because the new processes are very similarto those in place today. Only 

the terminal is different. 

LSRs w ill sign on to the retailer sales terminal to access the special LSR menu. 

Next, they will select either the Return-Full or the Tra nsfer function using the 

touch screen and then scan the bar code on one of the tickets in the pack 

being returned or transferred. will automatica lly change the ownership 

and status of the pack or packs. 

Terminal Ordering 

The flexibility of the system and Altura GT1200 retai ler sa les terminal w ill 

allow retailers to order Instant Tickets direct ly from their terminals. GTECH 

provides this functionality today for the New York and Michigan lotteries. This 

feature can be enabled for a single reta iler or for a group of retailers. Our 

terminal w ill also allow the retai ler to select from a list of avai lable games and 

specify the quantity of each game. 

To provide oversight to t his process, a GTECH Instant Ticket Specialist (ITS) 

will review every order placed directly by a retailer to verify game mix and 

quantity before it is released for shipping. Additionally, a va ri ety of other 

checks can be made automatically before the order is released for packing 

and shipment. Restrictions can include the min im um and/or maximum 

number of packs retailers may order and the number of times they may place 

an order in a day or a week. Pending orders can be limited as well. w ill 

au tomatica lly check each retailer- initiated order against the retai ler's 

Lottery-established credit limit to ensure that the limit is not exceeded. 
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Tracking Signage and Lottery Equipment 

~' GTECH' ---

The system provides a variety of ways to track signage and other Lottery 

equipment. Through the LSR menu on the retailer sales terminal 's touch 

screen, the LSR can enter and update quantities of equipment at a retail 

location. In addition, the bar code readers attached to the terminals easily 

scan bar codes on Lottery signage and other equipment in order to collect 

data about the items. 

To minimize impact on the retailer's business, GTECH will also provide 

inventory tracking capabi lities. Through Mobile, GTECH staff will be able 

to enter and track the inventory of playstations, neon signs, dispensers, etc. 

Using Mobile instead of the retail sales terminal will be more efficient for 

the retailers, our LSRs, and FSTs. 

All this data is then viewable and reportable via the new asset management 

component of our 

equipment through 

system. Authorized staff w ill view a retai ler's l ottery 

Retai ler Services t GTECH's industry· leading 

pla tform for retailer management. For more information on the asset 

management capabilities of Retaile r Services, please see Section 7.5, 

Retailer Management. 
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Terminal Messaging 

Retail messaging is a key component of an overall retailer strategy. The 

TLC must be able to send out advertising, alerts, and other information to 

retailers quickly and efficiently. The GTECH terminals and system will 

support a variety of messaging channels to reach retailers, players, and the 

general public. 

Programmable Screen Saver 

The Altura GT1200 retailer sales terminal will support a configurable screen 

saver that engages when the retailer is not actively selling. Lottery·approved 

messages can be configured to be displayed as part of this screen saver 

functionality. Sales notifications, jackpot amounts, and other messages can 

be used as screen savers to remind retailers of vital Lottery information. 

As you will read in the next paragraphs, these messages can be targeted 

to specific groups of retailers. The TlC will be able to advertise a retailer 

incentive program in the Houston area, for example, while terminals in 

Austin display the current Mega Millions jackpot. 

Message Groups 

You will be able to communicate directly and easily with your diverse 

retailer network using the advanced grouping capability built into the 

GTECH allows easy message creation and targeted 

distribution of messages. 

An authorized user can create groups of retailers through predefined criteria, 

such as county, zip code, business type, corporate account, or sales level as 

well as by chain code, terminal type, city, or those selling a specific game, 

througt For example, you might group all retailers in 

Houston or all retailers who sell Lotto Texas · or an Instant Game such as Set 

for Ufe. Any parameter that is common to the retailers can be used to create 

a group. Even combinations of several criteria can be used: You can create a 

group containing all of the Valero stores in Houston and Austin, for instance, 

or all convenience stores in Dallas and Fort Worth that sell Texas Two Step· . If 

there isn't a common criterion, groups can be created by assigning the 

terminals manually. 
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The groups created in are dynamic. Once the criteria are set up, 

retailers will be added and removed from the group automatically. In the 

Valero example above, for instance, if a new Valero store is opened in 

Houston, it will automatically be added to the group because it matches 

the group criteria. 
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Once a group is created, an authorized user, using the Terminal Message 

Definition screen, can create a message and assign it to the new ly created 

group. The message will then be broadcast to each retailer in the group. An 

added feature is that the same group can be used across all functions within 

For instance, the Valero group defined previously can be 

used to target a promotion to just those stores at the same time as specific 

targeted messages are broadcast to the group. Once the promotion is over, 

the can analyze sa les for the group compared 

to sales among other stores. 

Grouping - A Practical Application 

The Challenge 

On any given day, more than 1,000 customers visit each Valero store in Texas. 
This presents an excellent opportunity to boost Texas Lottery sa les among this 
population - and increase contributions to the Foundation School Fund in 
the process. 

The Solution 

In 2009, the Texas Lottery, GTECH, and Valero coordinated their efforts to increase 
awareness and sa les of Texas Lonery products at Va lero stores by promoting the 
Texas Lonery's most popularOn·Line Games: Lotto Texas and Mega Millions. Valero 
spent close to 58,000 for promotional materials. GTECH supplied all artwork and 
produced the promotional materials, motivated the sales force, and conducted 
pre· and post·promotion sales analysis. The Texas Lottery contributed a free $1 
Mega Millionsticketforeach $5 Texas Lotto ticket purchased during the promotion. 

The Result 

Just 21 days into the promotion, the number of $5 and $5+ Lotto Texas transactions 
increased 225 percent, from 55,846 in the first 21 days of September 2008 to 
181,541 in the first 21 days of September 2009 (seethe following chart). ln addition, 
there was a 126 percent increase in total revenue, from 5634,798 in the first 21 days 
of September 2008 to S 1,436,931 in the first 21 days of September 2009. 
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Valero Promotion Results 

Valero Promotion 
Totol Soles -11 Dcrys 

5634.798 
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..........- S 1,436,931 

181,541 

Boosting Lottery Sales: A coordinated campaign produced significant increa ses in 
transactions and revenue. 

Enhanced AMBER/ Blue/Silver Alerts 

Our system and terminals in Texas today support the Texas AMBER/ Silver/Blue 

Alert program. When an alert is issued, the GTECH operations staff receives 

an audible warning along with text and possibly a picture of the missing 

person. We currentl y distribute this information through our Starlight light 

Emitting Diode (LED) programmable signs and Vacuum Fluorescent Displays 
(VFDs). Information Redacted 

§552.101/ 466.022/ 552.139 
If we are named the successful proposer, retail locations will be equipped 

with our new terminals and 17·inch flat· panel monitors. and our operations 

team will use the content manager to send out 

pictures in addition to the usual text information. Enhancing the TlC's support 

of the Texas alert program in this manner will be a TlC public service. 
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Figure 7.11 -10: 
Sending Messages from the TLC's Alert Network 

Helping the TLC Help Texas: GTECH 
operations supports the TLC in its efforts 
to help find missing children and senior 
citizens and speed the apprehension of 
criminals who have killed or seriously 
wounded law enforcement officials. 

Public Service Helps Texas Senior Citizens 

The phone rings at the GTECH Operations center. On the other end of the line 
is the Governor's Division of Emergency Management (GDEM). A Silver Alert is 
being issued. Operations confirms receipt of the fax containing the details of 
the Silver Alert from the GDEM. Once the fax is received, our operations staff 
starts entering the message that will be sent to the terminals in the field: -THIS 
IS A MISSING SENIOR ALERT ISSUED BY THE TEXAS SILVER ALERT NETWORK." 

The message includes details about the missing person - gender, height, 
weight, race, hair color, description of attire, etc. - and whom to contact should 
he be found. After the message is sent to the terminals in the field, the 
operations team sets up a message to go to all the Starlight displays. The 
Starlight message informs the public that a Silver Alert is in effect and 
customers should inquire with the store clerk for more information about the 
missing person. 

Alerting the public to Silver Alerts provides a significant service to the citizens 
of Texas. In August 2009, a missing patient from Montgomery County w ith 
Alzheimer's Disease was found soon after a Silver Alert was issued. The lost 
man was located by the Willis Police Department at a convenience store after 
the store clerk received the Silver Alert information printed by the Texas 
Lottery terminal. Emergency Medical Services (EMS) responded and 
determined the gentleman was fine. His family was notified and reunited with 
him quickly. 

Our Texas operations team also processes AMBER and Blue Alerts in the same 
manner. A Blue Alert (law enforcement officer in jeopardy) was issued for the 
first t ime in Texas in August 2009. 
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Terminal Message Definition and Classification 

GTECK ---

The TLC will have additional flexi bility for message creativity and content 

through the enhanced functionality of our solutions. supports terminal 
messaging for reta ilers through the Termi nal Message Definition sc reen. 

allows messages to be defined as either: 

Immediate: The retailer terminal displays the message right away 
and does not allow any financial activity to take place until the 
message is read, thus ensuring that the retailer views the message. 
Deferred: The retailer terminal notifies the retailer that a 
message has been received. The retailer contin ues selling and 
reads the message when desired. 

Messages can be scheduled for automatic posting on a one-t ime or recurring 

basis. Once the attributes are saved, the system automatically manages the 

distribution of the message. If a terminal is powered off when a message is 

broadcast, it automatically retrieves the message when it signs on again. 

The Altura GT1200 is currently configured to store a maximum of 1 0 messages. 

It retains all messages after a power failure and even after a download. 

The messages can also be set up with date constraints; e.g., the TLC might 

want a message to be automatically deleted after three days in the case 

of a promotion. Alternatively, a message can be configured to prevent the 
message from being deleted for a number of days. Only after the time period 

has passed will the system allow the message to be deleted. 

Through our innovativE , the Texas Lottery 

will be able to create jackpot awareness and product promotions and target 

them to locations where they will gain customer attention and inform 

potential players. Graphics and messages can change on a periodic basis 
and are downloadable. 
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With 

Information Redacted 
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you can also manage and distribute graphical content to 

networks of digital displays located at your retailers. Content will be added 

to playlists using a management interface and downloaded via the retailer 

communications network. The download will typically take place without 

interfering with any wagering or other functions of the terminal. This 

background download is initiated whenever the terminal is idle for a 

specified period. It is also possible to send the download immediately, in the 

foreground, in cases where the show needs to be distributed quickly. Each 

show can be composed of a combination of images, full·motion video, and 

Flash animations as well as dynamic text such as jackpot information and 

winning numbers. 

Figure7.11-11: 
Sends Players and Retailers Your Messages 

Digital Communication at the Retail location: will e nable the Texas lottery to 
reach customers and potential customers with clean digital advertising and messag ing. 
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The Altura GT1200 terminal's expansive memory easily rece ives and stores 

image files and t ransmits t hem to the Liqu id Crystal Display (LCD) monitor 

attached to the termina l. It also reta ins messages, i.e., new messages received 

do not delete the previously sent message. Feedback from retailers current ly 

using our flat-panel displays clearly indicates that one compact so lution, 

delivering a multitude of information. is both an efficient (space) and effective 

POS device. 

The fo llowi ng table highlights the benefits of 

Figure 7.11-1 2: 
Benefits of 

Benefit to the Texas 
Description 

Lottery 

Protects players With showing p layer transactions, no player w ill miss out on 
important information relating to their t ickets and the price of their 
purchases 

Gets players' attention With its compelling demonstrations, branding, and enterta inment, 
can have a greater impact on a consumer's purchasing decision than 
t raditional static marketing. A Tesco (U.K.) study found that 75 percent of 
all purchase decisions are made right at t he point of sale 

Cross-promotes Our goal is to offer you a comprehensive suite of solutions. wi ll t ie 
into any marketing program you plan to run, especially cross-promotions. 
Players will easily see new campaigns as you roll them out to the public 

Boosts sales can increase product sales. During a recent 13-week, six-store digita l 
signage pilot, Texas saw an increase of 27 percent when compared with 
similar non-pi lot stores 

Targets audiences can profile customers and customize messaging based on 
and messages scheduled events, time of day, seasonal promotions, demographics 

Protect s your brand Players and potential players will be kept aware of t he Texas Lottery with 
when they see the familiar Lottery brand displayed. The Lottery'S 

messages will be accurately displayed at the appropriate time, without any 
action required by in-store clerks 

Reaches out Thousands of locations instantly and effortlessly receive promotions and 
other messages 
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Best Practices 

Information Redacted 
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Through our extensive knowledge of the Texas Lottery market, our 

experience in deploying digital signage across the U.s., and our industry 

research, we are uniquely positioned to recommend best practices 

concerning: 

Retail placement and mounting options. 

show length. 

Alignment with Lottery marketing initiatives. 

Messaging that positively affects sales. 

Sample shows tailored to the local market. 

Figure7.11-13: 
Display at a Retailer 

Attractive Attention-Getter: Well-placed 
fla t-panel screens provide current and 
potential players with l ottery information 
that prompts spur-of-the-moment sales. 

System Supported Terminal Functions 

DOCUMENT REDACTED BY TLC -12-4-10 



Information Redacted 
§552.101/ 466.022/ 552.139 

Communication and In-Store Merchandising 

~' GTECH' ---

We set up to help you target the right promotional messages to the 

rig ht locations. With the Lottery wil l have a dynamic, clean solution 

to capture player interest and enhance player security. You can create a 

multitude of slides and communicate wi th players on a whole new level. 

will allow the Lottery to convey: 

Customer transaction information (e.g., current sales 
transaction, customer balance). 

Ticket va lidation Information (e.g., notification tothe player that 
he or she has a w inning ticket). 
Jackpot information. 

Marketing, promotional, and informational messages. 

New game announcements!instructions. 

AMBERISilverl Blue Alerts. 

Lottery winner information. 

also offers you flexible ways to create slides. If you want to partition 

a show so viewers see multiple messages, you can do that according to 

your preferences. 
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Information for Players 
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Making the Most of Your 
Communications: allows you 
to impart a wealth of information to 
your players. 

so prt_ Wo& III $1 Mill ...... Mont 
www.texasblockbuster.com 

7.11 - 30 

can deliver compelling electronic POS graphics to promote sales at 

retail locations. This can help you extend your advertising budget by lowering 

your paper expenditure. 

Proof of Power 

The Arizona Lottery added LCDs at al l 2,600 retailers. With no other 
advertising support except Arizona saw a 9 percent sales increase in 
Fantasy 5 and an 11 percent increase in Pick 3 in FY07 sa les over FY06 sales. 

Cross-Promotions with 

The Texas Lottery can also benefit from using as a cross-

promotional tool. Whether It's t ying Into a campaign with another agency, or 

promoting a new game that's promoting both the Lottery and another Texas 

department, is an efficient way for the TLC to reach players with 

cross-promotiona l messaging. 
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Figure 7.11 -15: 
Enhancing Cross-Promotional Campaigns 

Comprehensive Cross-Promotions: With 

up with your latest marketing campaign. 

Retailer Feedback 

Pla~ 

Pd3 S'QJJ 

Daty4 $1080 

Powerball $ i:J 80 

your players will see messages that line 

is a hit! As retai lers at a recent focus group testing said: 

"It's an eye catcher.H 

HI would make room for that. I think it draws anention ~ 

As retailers said at a recent focus group, held in a nearby state: 

"I like the information it gives." 

"You don't have to print out slips to show them the numbers. They can stand 
there and get their own Pick J '" and Daily 4· numbers from yesterday." 

"While you're doing their tickets, it keeps them busy reading the screen so it 
seems like you're quicker. It helps to keep them occupied because some 
people are really impatiene 
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Ongoing Show Development 

To keep your content fresh and in line with new lottery initiatives, you can 

choose whether to update specific portions or the enti re playlist. 

An authorized administrator can upload pictures and associated text 

to display messages such as news feeds, winner pictures, and AMBER Alerts. 

This information will then be displayed in reta il locations via an show 
that was designed with placeholders for this type of information. 

To help you track when playlists are created, modified, and/or distributed, 
and to which retaile rs they are being distributed, supports an auditing 

and securi ty feature. When integrated with 

it can also track the user who performed the action. Th is will 

enable you to keep tabs on which playlists are being deployed, and where. 

ability to reach customers provides the Texas lottery with a distinct 

digital advantage. And players reap the benefits of being brought up to date 

with the latest jackpot or promotional information. 

Confidentiality Claimed 
Not released 
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Managing Content 

GTECH, on behalf of the TLC, will stream content and information to retailers 

through as detailed in the (ollowing figure. Our platform will 

support presentation of information, advertisements, promotions, and game 

content at the retail point of sale. Furthermore, will: 

Enable the creation, management, and distribution of graphical 
content to the network of digital displays and monitors. 
Support brand awareness, jackpot awareness, winner 
awareness, transaction display, socia l responsibility. monitor 
games (if used), and new game/promotion announcements. 
Be run internally on the Altura GT1200 terminals. 

Provide a platform for testing and proving new game concepts 
in the marketplace. 

GTECH staff will use to manage the content appearing on the screens, 

schedule and/or release content for downloading or real-time distribution, 

and designate content for storage on the terminal before being displayed. 

Figure 7.11 - 16: 

Content Management, Downloading and Streaming 

17 inch Monitor 

Streaming Content and Information: TLC will be able to stream content and 
information to retailers through GTECH's innovative solution. 
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Messaging Communication Devices 

Our lSRs and Field Service Techicians (FSTs) will work with each individual 
retailer to optimize the placement of the most appropriate messaging devices 

in each retailer's store, We support both wired and wireless communications 

from terminals to various devices and displays depending on thei r capabilities, 
Our full-service Altura GT1200 terminal is capable of receiving, storing, and 

transmitting information to a variety of communication devices, as described 
in the following paragraphs. 

17-lnch LCD Monitor Panels 

Designed to d isplay bright graphics, the 17-inch LCD monitor will display 

streaming video, slide shows, and jackpot information from the central system. 

These units will be connected to the terminal by a cable. 

24-lnch Starlight LEO 

The TLC will be able to attract and inform the public at retail locations 

using our 24-inch Starlight LED units, currently in use in Texas. The Starlight 
promotes the Lottery brands, highlights product promotions, and shows 

up-to-the-minute jackpot information. The Starl ight is clearly visible from 15 

feet away or more. 

Announcements and notices can be displayed through this unit. The Starlight 
has a continuous-scroll feature that cycles up to 20 different messages, 
stimulating impulse buys and repeat sales. You can even boost your "down to 

the wire" jackpot sales using the Starlight by promoting jackpot awareness to 

players - and potential players - in retail locations. Starlight units will be 
programmed by our operations staff based upon instruction from the TLC. 

Figure 7.11 -17: 
Starlight Display 

.:. I. J : ...... : ....... I. : "i·· I! ·1· I. i I. : i··· i···: . .. ... . . .... i !.. ...... ... .. .. I: .:: :-•• ::.: 1.-': : : -:: .:: : •• .... .... . . .. . . . .... .. . ..... . 
GTECH's Starlight Monitor: The eye-catching Starlight d isplay promotes the lottery 
brand and communicates powerful product promot ions and current jackpot information. 
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Reporting : Providing Valuable Information to Retailers 

Retailers will be able to receive accurate, detailed, and timely information 

concerning the l ottery segment oftheir business through GTECH's 

system. and our retailer sales terminals will provide all required 

information in easy-to-understand formats and in the medium appropriate 

for each user. 

Lottery Activity Reports 

Your retailers will be provided with a full suite of reports that summarizes 

their On-Line Game and Instant Ticket business. These reports will include 

sales and validation information for each retailer as well as information about 

adjustments, including adjustment date, game type, and dollar amount. 

Summary and detailed information concerning the inventory of Instant 

Tickets at each retailer, including game and pack numbers of the invento ry 

and the current status of each pack, will also be available, as it is today. 

Information will be available on a daily, weekly, and monthly basis, including 

interim information for the day. Clerk-level accounting, which aggregates 

information based on date and time of clerk sign-on, will also be avai lable. 

And with our Single Ticket Accounting capabi lity, Instant Ticket sa les 

information at the ticket leve l wi ll be available to those retailers who make 

use of this option. Single Ticket Accounting is available as an Invited Option 

included in the base offering. 

Most Popular Reports 

Texas lottery retailers' favorite inventory report is the Inventory Summary 

report. This report indicates packs that are Active, Confirmed, and On Order. 

Retaile rs like the abi lity to drill down to see the serial numbers of the packs 

assigned to them to identify any missing packs. High-vo lume retailers rely 

heavily on reports to manage their business. The most popular sa les reports 

are the Previous Week's Sales and Weekly Invoicing reports. 

Inventory Reports 

Retai lers can drill down to see serial numbers of packs and the status of each 

pack; how games have settled based on the time period, slow sellers, or 

percentages va lidated; and how tickets are paid for. Inventory reports w ill 

show the retailer which packs of Instant Ticket are on hand; the retailer 's 

previous four weeks of sa les; what's On Order or In Transit; and games that 

are ending soon. 
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Statements and Other Information 

Informat ion Redacted 
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Retailers' weekly statement reports are available in a variety of formats. 

The retailer can access and print a statement report directly from the Altura 

GT1200 retailer sales terminal. In addition to supporting the traditional method 

of printing and mailing the reports, any of a number offile formats can be 

created and transmitted to the TLC for distribution. We can also make the 

statements available in our Lottery Services Portal (LSP). LSP is a centralized, 

Web-based portal for lottery retailers. It builds upon our experience to provide 

a secure, retailer-focu sed service for lotteries to easily share information with 

retailers, including sales and inventory reports and lottery invoices. The LSP 

offers a convenient means for retailers to browse their statements online, 

download them in several formats, or print them directly. And since the LSP is 

synchronized with GTECH's application, the Lottery 

never needs to update it. Please refer to Section 7.5, Retailer Management, 

Subsection 40.4, Online Submissions of Retailer Applications, for more 

information about the LSP. 

All of the statements discussed above are available for individual retailers, 

chains, and key corporate accounts. 

Access to Historical Information 

Authorized staff w ill be able to access statement information electronically for 

a period of 36 months through our new system. 

GTECH wi ll archive financial, inventory, sales, and general statement 

information for ongoing reference in a manner and format approved by the 

TLC. These archives will be maintained according to the Records Retention 

Schedule prepared by the TLC and approved by the Texas State Library and 

Archives Commission. We will give the Lottery at least 30 days' notice of the 

planned destruction of records subject to the Retention Schedule. 

GTECH affirms that it understands and acknowledges that no records subject 

to the Retention Schedule or Texas Government Code Chapter 441 shall be 

destroyed before receiving written approval from the Texas Lottery. 

Player-Activated Terminal Reports 

Retailers with player-activated terminals will have access to ticket-level sales 

information. Retailers wi ll determine the percentage of time that bins are 

empty in these machines and then estimate lost sales and commissions. 
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Access to information from player-activated terminals will be easy 

through the sales terminal. Because the employs a one-to-many 

relationship of terminals to retailers, information on all of the terminals in a 

location is accessible from the retailer sales terminal. A retailer can view 

and/or print aggregated reports, in wh ich all sales and validations for every 

terminal in the location are rolled up into one report, or, if the retailer is 

interested in the sales of a particular terminal, he or she can elect to display 

and print the sales for a single device. The is configured to alert 

the Altura GT1200 terminal in the event of a malfunction or bin outage in a 

player-activated terminal. This alert allows the retailer to be proactive in 

monitoring the player-activated terminal to further enhance sales by quickly 

restocking popular games. 

Reporting Retailer Adjustments 

Retailers will receive a new report that lists any adjustments that affected 

their account during an invoice period. The report will indicate the date, 

game, type (reason), and the amount of each adjustment. 

Reporting Period 

In addition to shift and daily reports, our new system will provide retailer 

terminal reports that mirror the TlC's sales/ invoice period in support of their 

sales goals, just as our current system does. Specifically, we will provide Week 

to Date reports and Invoice reports that match the lottery's sales/ invoice 

period. The current sales period for all retailers in Texas is Sunday through 

Saturday. As needed, alternate sales periods can be configured in support of 

alternate business models. 

Lottery Transactions Report 

All lottery and financial transactions w ill be logged and aggregated by the 

central system. To allow retailers to audit theirTexas lottery account, the new 

system will provide them with terminal reports. Retailers will have the ability 

to review their Texas lottery financial transactions such as On-line Game 

sales, cash payments, or validat ions (for Instant and On-line Games), 

adjustments, and inventory through the Altura GT1200 retailer sales terminal. 
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Confidentiality Claimed 
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Retailer Bonus Information 

Information Redacted 
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Integrated into the is the new retailer incentive and bonus system that 

will provide the Lottery, retailers and GTECH personnel the ability to manage 

the full life cycle of a retailer incentive program. The program is designed 

to evaluate eligibility to encourage participation at all levels of performance, 

trade class, and ownership, and group these retailers into categories 

based on average weekly Instant and On-line Game sales during a specified 

period. The system provides the capability to define incentive programs and 

associated parameters such as sales goals, start time, duration, and minimum 

sales for eligibility both for Instant and On-line Games as described in Detail 

Requirement 3 in Table 93. 

By utilizing the , the Lottery will have 

comprehensive retailer incentive goal tracking and reward reporting. 

Additional functionality will include: 

Automated incentive goal tracking. 

Automated calculation of incentive rewards. 

Workflow functionality to review, approve and release rewards. 
The ability to create adjustments for retailers receiving an 
incentive reward. 

The ability to create export files for the External RNG, with entries 
for qualifying retailers according to predefined business rules. 

We also developed a new software batch to allow retailers to see how they 

are performing through a terminal report. With these new reports, retailers 

will know where they stand regarding a potential incentive via the retailer 

terminal or LSP (Offered Option). These reports are available for download in 

NASPL-compliant XML format. 
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Interaction with Back·Office Systems 

GTECH ---

Through GTECH·s implementations, we provide many 

jurisdictions wi th the fu nctiona I ity requ ired for online devices to interact with 

the back-office systems of retailers. Not only does this functionality allow for 

easier accounting of sales by store for larger retailer cha ins, it has the potential 

of opening up other sales opportunities and sources of revenue. 

GTECH has a number of solutions to accomplish this functionality. The 

solutions w ill vary by how the retailer is structured and what interact ion is 

taking place. The basic implementation leverages the retailer sales terminal 

and existing network infrastructures. From an online perspective, there are 

two primary implementation methods: 

1. GTECH-developed and maintained application that conforms to 
the retailer's specified integration standards. 

2. An application from the reta iler'S back-office provider embedded 
in our terminal that conforms to our terminal standards. 

With regard to integrating Lottery sales information into retailer back-office 

systems, it is worth noting that the LSP w ill enable retailers to download 

Lottery sa les information for reconciliation and analysis in industry-standard 

formats. With any of the above solutions, our terminal can communicate with 

the retailer's back-office system to transmit sa les and other info rmation. 

62.4 
Prize Inquiries and Validations 

When reta il cle rks scan an On-Line Ticket to inquire as to the win status or 

va lidate the ticket. a message is sent to t he central system! Each and 

every attempt to validate or inquire on a ticket is logged at the host, along 

w ith the corresponding response to the inquiry or validation attempt. 

Instant Ticket inquiries and validations are handled in much the same way 

as On-Line Ticket inquiries and va lidat ion attempts. The retailer w ill scan the 

bar code, and, depending on options chosen by the Lottery, the va lidation! 

inquiry w ill either be sent automatically to the for processing or the 

retailer will need to enter the security digits prior to the transaction being 

transmitted. In either case, since the transaction Is sent to the a 

record of the attempt is recorded and will be available for later reporting 

and analysiS. 
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On-line Ticket inquiries at the player-activated terminals also cause a 

transaction to be transmitted to the central system for processing. These 

transactions are recorded and available for later reporting and analysis. 

62.5 
Prize Inquiry Communications 

GTECH's Altura GT1200 sales terminals, player-activated terminals, and 

Ticket-Scan devices all have the ability to inquire as to the win/ no-win status 

of an On-Line or Instant Ticket. For On-line Ticket inquiries, the device can 

be programmed based on your business rules to display the winning amount 

regardless of the dollar value. Alternately, a threshold can be provided above 

which other messaging can be displayed. Some lotteries decide to display 

the prize amount regardless of the total, while others display the winning 

amount only ifit is under a threshold. For example, in the case of prizes more 

than $599, the TlC might choose to display a message such as, "File a Claim 

at lottery," rather than display the actual winning amount. This functionality 

is completely customizable, and we look forward to defining the lottery's 

requirements. 

For Instant Tickets, there are a variety of methods for determining the 

win/ no-win status of a ticket and the prize amount. The first, and most 

common, is in use in Texas today. The Instant Ticket vendor, in cooperation 

w ith GTECH, prints a small bar code under the latex on the front of an Instant 

Ticket. Embedded in this bar code are the win/ no-win status of the ticket and 

the dollar amount. The Altura GT1200, the player-activated terminals, and the 

Ticket-Scan device all have the ability to decode this bar code and determine 

the win/ no-win status of the ticket and with the dollar amount. Just as for 

On-line Tickets, Texas Lottery business rules will determine what is displayed 

on the device. This method of providing win/ no-win status to players has 

been in use by many U.S. lottery jurisdictions for several years without 

incident and with good player feedback. 
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An alternate method of displaying win/ no-win is to embed the security digits 

under the latex in a bar code. With this method. the player first scans the ba r 

code on the back of the ticket. then turns the ticket over and scans the front 
in order to populate the security digits and a Ilow the host to decode the resu It. 

Similar to the method described previously, the Lottery has the flexibility to 

determine the message that is displayed at the device. The winning amount, 

regardless of value, may be displayed, or another message may display if the 

prize is over a threshold. 

In summary, either method can be implemented in the new system. We 

look forward to discussing the options, as well as the pros and cons of each 
method, with you. 
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7.12 
Sales Terminals and Related System Sales Equipment 

Introduction 

The TLC is among the largest, most successful lotteri es in the u.s. To remain 

at the vanguard of our ever-evolving industry, you need robust, high­

performing sa les devices. GTECH's devices and services will meet or exceed 

your requirements and you r profitability expectations. That's because what 

we offer you is more than just terminals. We offer experience, know-how, 

leadership, and, perhaps most important, the close relationship we've built 

with your retailers. With every termina l we install comes the GTECH team -

ready to bolster your efforts to get the most and the best out of every Texas 

Lottery retailer. From placing to servicing to improving your sa les devices, 

we're ready to support your retailers and your service goals. 

The Family of Terminals 

When developing our retail sales solutions, we always keep four key 

considerations in mind. These considerations turn into principal features of 

our terminals. Ultimately, they become important assets to you, your retailers, 

and your players. 

Future-Proof: The TLC needs a terminal that w ill last the entire 
contract period. This means our proposed terminal must be 
designed to easily support updates as new technology is 
developed. In this section, we explain how our terminals adhere 
to this essentia l requirement. 
Ergonomic/Ease-of-Use: Because efficiency leads to increased 
revenue, every aspect of our terminal design, from hardware to 
software to the Graphical User Interface (GUI) design, is focused 
on making your retailers as efficient as possible. 

Reliable: Our terminals are rugged, designed to withstand harsh 
retail envi ronments, because uptime equals sell time. 

High Performance: We provide the industry 's fastest readers 
and printers, which means quick, conven ient sales - a benefit for 
both retailers and players. 
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These four essent ial featu res and their benefit to t he TLC are highlighted 

throughout this section. Another thing we'll be mentioning is flexib ility - the 

flexibil ity that comes from having an array of sales devices. To meet your 

requirements, we've picked the best devices from our Family of Terminals. 

They offer the f lexibil ity that will allow you to ma nage your always-changing 

lottery environment and take advantage of new opportunities. 

Figure7.12-1: 

GTECH's Points of Access Deployed Throughout the World 

Altura· 289,997 

Instant Showcase- 637 

Instant To Go· 4 580 

960· 

Instant To Go 24· 19,909 

ISYS· 82,159 

Lottery To Go· 4,430 

Lotto To Go· 3,401 

LVT 19,314 

GTMinil 24,000 handheld terminal 

Ticket -Scan™ 131,002 

120,000 

TOTAL: 696,389 
~ First depk)yment scheduled July 2010. 

7.12-2 

Sales Solut ions You Can Count On: We look forward to delivering the right products to 
the right locations to make the Texas player experience the best it can be. 
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Terminal Installation 

Once you've decided on your terminals, they have to be delivered, installed, 

and readied to sell tickets. No other vendor has the worldwide conversion 

experience or the terminal installation know-how we do to make this 

conversion virtua lly risk free. For instance: 

When the ISVS terminals were installed in Texas, we were there, 
side by side with every Texas l ottery retailer, making sure 
everything went just righ t . 

Recently, we completed a major convers ion for the New York 
l ottery from the ISYS to the Altu ra GT1 200 terminal , the same 
pair of terminals we'll be working with in Texas. This successful 
conversion is described in detail in this section under the 
heading Deployment Criteri a. 

Successful Terminal Conversion in Texas 

The statewide conversion of 16,600 retailers from Tiffany terminals to ISVS and 
GVT terminals in 2002 was not without roadblocks caused by weather and the 
typical logistical problems. Still, GTECH completed the project almost one 
month ahead of schedule. 

Table 65 
Sales Terminals and Related System Sales Equipment 
Response Requirements 

65.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detai l 

requirements indicated in this section. 
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65.2 
Retailer Sales Terminals and Related Equipment 

Confidentiality Claimed 
Not released 

Sales Terminals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -12-4-10 



Confidentiality Claimed 
Not released 

Terminals and Initial Deployment 

GTECH" ---

We will provide, as an initial deployment, the following terminal devices, as 

required by the RFP: 

Standard and Mid-Range Retailer Sales Terminals 

The field-proven Altura GT1200 is an extension of the Altura Family of 

Terminals, and the successor to the popular, proven Altura GT604. It retains 

all the best features of the Altura family and combines them with the latest 

technologies to meetTLC requirements. Both the Altura GTl 200 Standard and 

the Altura GT1200 Mid·Range terminals print and validate On-line Tickets, 

validate Instant Tickets, perform Instant Ticket pack management, perform 

accounting and reporting functions, and meet all other requirements as 

identified in this RFP and the contract. We will provide 17,000 Altura GT1200 

Standard terminals for the initial deployment. 
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Our Altura GT1200 Mid·Range terminal is based on the same software 

application base and general software/ hardware architecture principles as 

the Altura GT1200, but within a 1 03-square-inch footprint. We w ill provide 

500 Altura GT1200 Mid-Range Small Footprint Terminals (SFT) for the 

initial deployment. Please note that, throughout this proposal, we use the term 

Small Footprint Terminal (or SFT) to refer to this device. 

Player-Activated Sales Terminals 

The and are adaptations of the popular 

and proven GamePoint self-service terminal. Both devices print On-line 

Tickets, sell Instant Tickets, perform Instant Ticket pack management, 

perform accounting and reporting functions, and meet all other 

requirements identified in the RFP and the contract. We w ill provide 3,500 

and/or player-activated sales terminals for 

the initial deployment. 

Modeled with many of the same player benefits as the Gemini Ultra, the 

slim width and compact dimensions make it ideal for 

locations where a traditional, full-sized vending machine wou ld be too large. 

Using a combination of Instant and On-Line Quick Pick push buttons located 

on the front of the mach ine (just like the full·size Gemini), the Gemini Slim line 

allows for up to 12 Instant Game choices and four simple-ta-use On-Line 

Quick Pick game buttons. 

Player-Activated Self-Check Terminals 

Our terminals are not simply designed to increase sales; they're also designed 

to solve issues that arise from operating lotteries, such as ensuring security for 

players and retai lers. Our player-activated self-check terminal, Ticket-Scan, is a 

standalone device that enables players to check their own Instant and On-line 

Tickets for winners. The device indicates if a ticket is a winner but won't validate 

the ticket. Its display screen shows winning and non-winning information and 

actual prize amounts. We will provide 17,000 Ticket-Scan player-activated 

self-check terminals for the initial deployment. 
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Handheld Terminals 

Terminal mobility opens the door to new points of distribution. GTECH's 

Mobile Handheld terminal is a compact, wireless unit that sells both On 4 line 

and Instant Tickets in almost any location. This revolutionary product wi ll let 

you offer players the opportunity to participate in games wherever they may 

be. Developed for use in select lottery markets for street vendor sales, our 

wi reless mobile technology will let you extend your points of access to 

increase revenues. We will provide 40 Mobile Handheld terminals for the 

initial deployment. 

Confidentiality Claimed 
Not released 
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Terminals for Claim Centers and Testing 

We will provide terminals of each type deployed in the state, to be used at 
Texas Lottery claim centers and for internal testing and testing by other TLC 
vendors. 

Terminals Solutions Designed for Ease of Use 

Confidentiality Claimed 
Not released 
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Retailer Sales Terminals: The Family of Altura Terminals 

The ISVS terminal has been operated by TLC retailers for many years. It's 

proved to be rugged, durable, and dependable. To increase retailer 

satisfaction and provide terminals that are future · proof, we propose the 

latest evolution in our line of Altura terminals: 

Altura GT1200: The full·service Altura GTl 200 includes the 
fastest reader and printer in the industry, with play·slip 
buffering, to help busy retailers service customers as quickly as 
possible. 
Altura GT1200 SFT: The SFT is the termina l of choice when 
counter space is precious. 
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Altura GT1200: The Terminal of Choice 

The New York Lottery recently evaluated retailer termina ls submitted by 
GTECH (Altura GT1 200) and a partnership between Scientific Games and 

---

Intra lot (the Wave, which was selected for eva luation over others submitted by 
the partnersh ip). After carrying out extensive performance and usability 
studies, New York chose the Altura GT1200 over the Wave. The reasons cited 
were numerous and included: 

Memory quoted exceeds need. 

Removable and integrated keypad would greatly improve 
the speed of retailers with high Numbers and Win4 sales. 

Sensitivity of screen worked well. 

User interface was well laid out. 

Demonstrated the fastest play slip reader at 25 inches per 
second (ips). 

Figure 7.12 - 3: 
Features and Benefits of the Altura Terminals 

Feature Benefit to the Texas Lottery 

Altura GT1200 Faster reader, fa ster screens, and an 8.5-inch reader 
optimized for the TLC make the Altura GT1200 the first choice for Texas 

retailers. In addition, we'l! customize t he terminal to 
your unique requirements 

Altura GT1200 5FT Our 5FT is based on the same reliable, proven software 
application base and general software/hardware 
architecture principles as the Altura GT1200, but w ith 
a smaller footprint 

Open system Open architecture means you have more choices in 
architecture peripheral devices 

A keypad designed Designed for high-volume Pick 3"" and Daily 4"" 
for two-handed retailers who told us a keypad is best for this type of 
manual entry, an transaction, the added keypad w ill make their 
Offered Option transition to new technology smooth and help them 

increase sales 
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Feature 

Proven technology 

Video support 

Ease of maintenance 

Information Redacted 
§552.101/ 466.022/ 552.139 

Benefit to the Texas Lottery 

The Altura GT1200 is the latest evolution of terminal 
technology. It is based on knowledge gained through 
research, consultation with retailers, and the 
experience of building, deploying, and maintaining 
more than 550,000 Point-of-Access (POA) devices 
worldwide 

The Lottery will enjoy more advertising possibi lities 
with our solution as well as the ability to offer 
monitor games at retail locations 

The Altura family of terminals is designed with 
modular components, which makes it easy and quick 
to replace parts 

Future -Proofing the Texas Lottery 

The proposed Family of Terminals represents the industry 's latest 

solu tions with state-of-the-art technology applied. All of the solutions are 

based on open, industry-standard platforms with built-in flexibility and 

scalability to meet the TLC's needs for today and the future. The speed of the 

termina ls, use of standard memory slots, integrated Peripheral Component 

Interconnect (PCI) interfaces, extra Universal5erial Bus (U5B) and Local Area 

Network (LAN) ports are just a few examples of how the Family of Terminals 

is an investment in the future. All terminals work in coordination with our 

proposed GTECH 

Sales Terminals and Related System Sales Equipment 
DOCUMENT REDACTED BY TLC -124-10 



Confidentiality Claimed 
Not released 

Sales Terminals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -12-4-10 

,1d GTECH - --

7_12 -13 



GTECK - --

7.12 -14 

Picking the Best-Fit Altura Terminal for the Retailer 

High-Volume Retailers 

Many options exist if you want to deploy terminals of different sizes, 

performance levels, and features. To support the Texas Lottery and the 

demands of its high·volume reta ilers, we propose the Altura GTl 200 

terminal, w hich supports a 64·bit architecture. It's great for busy reta ilers 

that requ ire a fast terminal to support all lottery products and services, 

e.g., in·store digita l signage displays. 

Retailers with Limited Counter Space 

The Altura GT1200, particularly the SFT, has unique 
features that make it ideal for small countertop spaces. 

While the mid·range SFT is designed to meet the needs of retai l locations 

where cou nter space is at a premium, GTECH wil l collaborate with the TLC 

to determine which terminal should be placed at each retail loca tion. Our 

determination wi ll be based upon an ana lys is of each retai ler's sa les figures, 

signage needs, and coun ter space requi rement s. The Altura GTl 200, 

pa rticu la rly the SFT, has features that make it ideal for sma ll countertops; 

each terminal: 

Can be placed directly next to other objects; no room is needed 
to ensure it doesn't overhea t . Retai lers can place other items for 
sa le right next to the terminal without risk. 

Is longer than it is wide, which leaves more counter space fa cing 
shoppers. Awideterminal takes up more "real estate," blocking 
players and other Point·Of·Sale (POS)products. 
Hasan ergonomic design making the terminal easy to place and use. 

Has a main uni t that's sepa rate f rom the printer, so retailers can 
placethe printer wherever they choose. Some retai lers have told 
us they like to have players take their own tickets; others don 't . 
With a separate printer, retailers can place the printer on t he 
counter facing the player (or not facing the player) or in a 
different place, off the counter - so that the counter footprint 
is much smaller. Terminals with attached prin ters or printers 
inside the main units don't offer th is flexib il ity. 

Can employ ou r optional printer stand, w hich allows retailers to 
place the printer on top of the termina l, saving even more space! 

The latest member of the GTECH Family of Terminals - the Altura GT1200 -

w ill be designed to your specifications and options. 
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Evolution of the Altura Terminal 

GTECH invests about $8 million a year in Research and Development (R&D) 

for POA solutions. As a result, we've developed an entire suite of online, 

self-service, and handheld termina ls that meet lottery obj ectives and retai ler 

needs. Over the last 10 years, based on R&D and customer feedback, we've 

continued to develop the Altura GT1200 so that it remains the sta ndard for 

the state-of-the-art, high-performance retai ler terminal demanded by our 

industry. Built upon the best qualities of its predecessors, today's Altura 

GT1 200 is the most highly developed, full -function lottery retailer solution 

on the market. The following graphic depicts t he terminal 's evolution. 
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Altura GT1200 Technology : Field-Proven but Modern 

The current Altura GT1200 provides the latest technology in terms of terminal 

design and functiona lity. 

Figure 7.12 -7: 
The latest in Terminal Development 

Designed to Perform: The Altura GTl 200 
is designed with hardware and software 
that will enable it to accommodate the 
TLC as it adds retailers, games, and 
services. 

The first Altura was shipped in 2000. Since that time, w e have delivered 

289,997 units. The most current version, the Altura GT1200, was first delivered 

in July 2009. There are currently approximately 17,000 Altura GT1200s 

installed in New York, generating approximately $1 30 million in week ly sa les. 

"The machine is good, don't change ANYTHING!" 

Retailers are already expressing their satisfaction with the Altura GT1200 in 

New York. For instance, Mr. Patel of World Books, a retailer located two stories 

below ground in New York City's Penn Station, appreciates the performance 

of his new Altura terminal. Mr. Patel also happens to be one of the most 

successfu l lottery retailers in the world, w ith over $9 million in annual lottery 

sa les. When approached for feedback, Mr. Patel answered, as only a happy 

retailer would: "The machine is good, don't change ANYTHINGl" 
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The Altura GT1200: Features and Functions 

In this next part of Section 7.12, we describe how our Altura terminals meet 

or exceed each of your requirements. Please note, all references to the Altura 

GT7 200 th roughout the rest of this section pertain to both the Altura GT7 200 

terminal and the Altura GT7200 SFT unless otherwise specified. 

The Texas Lottery's next retailer terminal must fit the unique environments 

of nearly 17,000 Lottery retailers, many of which operate out of convenience 

stores, liquor stores, and gas stations. Some have limited space, w hile others 

have ample counter room. The Altura GT1200 was designed to fit a variety of 

retail spaces, and it 's easy for anyone to use. 
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As shown in the next figure, the compact Altura GT1200 consists of two 

separate modules: a base unit and the AccuTherm Ultra therma l printer. The 

base unit comprises four components: 

1. The CIS document/play slip reader (scanner). 

2. The external 2D image bar code reader. 

3. The flat panel touch screen monitor. 

4. The controller, which includes: 

A motherboard. 

An Alternating Current (AC) universal input power supply. 

A cooling system. 
PCI expansion. 

An LCD assembly single interconnect. 
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Figure 7.12 -11: 

Altura GT1200 Terminal and AccuTherm Ultra Printer 

1. Document reader 

3. Flat panel touch screen monitor 4. Controller 5. AccuTherm Ultra printe 
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Integrated Design with Retailers in Mind:The Altura GT1200 is designed using industry 
best practices, feedback from retailers, and our nearly 30 years of lottery experience. Each 
component complements the others. 

Integrated Design - Outstanding Performance 

The Altura GT1200 was designed with two separate but integrated modules, 

the printer and base unit. This allows the retailer, whether operating a large 

store or small kiosk, to arrange the terminal and printer in the most 

convenient way. 
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Printer Mount 

To save even more space, the retailer can place the printer on the back of the 

Altura GT1200 terminal by simply attaching a mount, GTECH w ill provide the 

printer mount as an Offered Option, available at an additional charge. 

Figure7.12-12: 

Saving Valuable Retailer Counter Space 

No Extra Space Required: Both the Altura GT1200 and the Altura GT1200 SFT can be 
equipped with a printer mount. It allows retailers to fi t the AccuTherm Ultra printer within 
the terminal's small footprint. 

Cabl ing 

With the Altura GT1200 and SFT, you will get a well-organized interior design, 

including an orderly arrangement of interior cabling and components. Most 

of the components (display screen, image reader, etc.) are cabled inside 
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the main unit of the terminal and, therefore, wi ll not impact the retail location 

by being obtrusive. The entire terminal is covered by a protective plastic 

covering that's easy to clean. This means the retailer ca n go about his or 

her business without fea r of damaging sensitive pieces of the terminal. The 

separate printer also does not allow access to electronic and electrical 

components, even when the paper is changed. 

The Altura GT1200 unit has one power cord from the terminal to the wa ll 

outlet; it is 10 feet long w ith a three·pronged. grounded plug. The terminal 

also has one power cord from the back of the terminal to the printer and one 

interface ca ble from the back of t he terminal to the printer. There is one cab le 

for communications and one for the customer display screen. Our 

power cords are compliant with guidelines established by Underwriters 

Laboratories (U L) and the National Electrical Code (NEe). 

There are vendors that state a terminal footprint ofa certain size, but in their 

meilsurements they neglect to include the counter space taken up by the 

cabling behind the terminal. Our measurements include the protected 

cabling. The fol lowing figure compares the back of the Altura GT1200 and the 

back of "Brand X" terminal. 
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The AccuTherm Ultra printer adds 10 watts to the power consumption at idle 

(when powered by the AC power receptacle on the back of the termina l). This 

means it can share electrical circuits w ith other electrical devices when 

installed on a typical15A or 20A electrical circuit. Advantages of this are: 

Simplifies the effort required of new locations to prepare for a 
terminal. 

Saves retailers the cost of installing a dedicated electrical circuit. 
Saving new retailers money, including start-up costs, leads to 
less resistance to selling Lottery products. 

The Altura GT1200 has eight additional, unoccupied 
ports that are available as the TLC expands its services. 

The Altura GT1200 terminal meets the surge requirements of International 

Electrotechnica l Committee (lEC) 61000-4-5 installation class 3. ln general 

terms, compliance with this standard means the device is protected against 

typical power line surges of up to 1,000 vo lts line-to- line and 2,000 volt s 

line-to-earth. This provides: 

Significant protection from lightning strikes and other power 
surges without a power strip or surge protector. 

Increased retailer uptime and minimal inconvenience. 

Port Utilization 

How you utilize the ports depends upon which options or peripherals you 

select. The follow ing graphic shows the equipment lotteries choose most. 
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Figure7.12-14: 
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Moisture, Dust, Grease, Spilled Liquids, Operator Abuse 

The Altura GT1200 is built to resist dust and liquid. The entire device is covered 

with a plastic casing that protects components and is easy to clean. The internal 
fan helps remove dust. The touch sc reen is resistant to spills and other types 

of damage. It also stays where it's put when adjusted; even in the toughest 

environments, the screen doesn't shift under the sales person's fingertips. 

Figure 7.12 - 17: 
Perfect for High·Volume Retailers 

Made for Diverse Environments 

Terminals with Endurance: Dust and 
spills are inevitable; therefore, high-sales 
retailers need a terminal that can handle 
continual usage and the wea r and tear of 
the retail environment. 

With 289,997 Altura terminals deployed worldwide, we've encountered quite 

an array of environmental conditions, including the ext reme temperatu re 

fluctuations in North Texas, the humid ity in Houston, and the desert heat of 

West Texas. The proposed Altura GT1200 will meet the broad spectrum of 
environmental cond ition s in Texas. 
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Figure 7.12 - 18: 
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Environmental Specifications of the Altura GT1200 

In fact, before we outfitted the Altura GT1200, we reviewed the various 

conditions under which your retailers operate their terminals. Our local team 

has a close relationship w ith your retailers across the state and is, of course, 

very familiar w ith their locations, which aided in ou r review. In addition, team 

members live in Texas and know the environment. So the environmental 

fitness of the proposed Altura GT1200 is truly something we stand behind. 

Figure 7.12 - 19: 
Durability Matters 

Dependable Terminals: Replacing the 
ISYS workhorse terminal with the 
next-generation Altura will provide TLC 
retailers with a superior, durable terminal 
for many years to come. It's built to 
withstand all kinds of environmental 
conditions from high humidity and heat 
to spilled drinks and lots of dust. 
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Other Operating Locations 

The Altura GT1200 will need to be outfitted to sell TlC tickets in 

non-conventional locations, such as Promotional Trailers. With our cellular 

and technology, it can be set up in minutes by just one person 

and without additional equipment. Because we're committed to you r success, 

we look forward to helping you prepare for about 52 events and festivals a 

yea r to ensure your terminals, communications network, and supplies are 

ready for the crowds. In FY2009, almost 2.5 million people attended fairs, 

festivals, and summer events in Texas where the Promotional Trailer was 

stationed and open for business. lottery sales at these events added up to 

$1,006,000 for the year. 

Figure 7.12 - 20: 
Bring the Terminal to the Party 

• Versatile and Mobile at the Arkansas 
Pass Shrimporee: Rain or shine, the Texas 
lottery needs terminals and supporting 
equipment that can operate in unique 
environments such as aboard the 
Promotional Trailer. 
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GTECH Retailer Touch Screen: 
Market-Proven, Texas Lottery-Ready 

Our Altura touch screens provide highly durable user interfaces: 

The Altura GT1200 touch screen is equipped with Surface 
Acoustic Wave (SAW) technology, which is rated at SO million 
touches per point. 

The SFT touch screen is equipped with resistive technology, 
which is rated at 35 million touches per point. 

Both touch-screen types are designed to display crisply detailed fonts and 

icons, an array of rich colors, and a wide range of data, graphics, and video. 

Of note, the 8.4-inch screen on the SFT is larger than that of some competitors' 

small footprint terminals; as the screen size diminishes, the risk of retailer 

error increases. 

Our Easy-to-Use Touch Screen GUls 

The Altura GT1200 combines several technologies (rugged touch screen 

technology and flexible software) to provide an extremely easy-to-use 

interface. The fonts, colors, and screen layouts are designed to make reading 

retailer messages, reports, and transactions (including lists of past 

transactions) a simple task. 

To provide the Tle with the best-possible user interface, we redesigned our 

Altura GT1200 GUI. We leveraged our expert R&D team to help us apply the 

trends and best practices ofthe Information Technology (IT) industry and also 

utilized our ow n extensive retailer research. The result is a GUI with features 

familiar to your retailers and therefore intuitive and easy to use. 
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Our new GUls automatically display the entire transaction a retailer or sales 

associate is processing. When manually entering a game, the retailer sees a 

~ build a ticket " feature on the game's GUI screen as he enters the sale. This 

helps him see that he's entering the correct numbers and what the sale will 

be - and eliminates the frustration of cancellations and adjustments. (As with 

every aspect of our offering, we will continue to improve our GUls over time 

as innovation in the IT industry continues.) Information Redacted 
§552.101/ 466.022/ 552.139 

Texas lottery retailers will find our GUls logical and straightforward. For 

instance, the keypad display for every game remains the same, allowing 

retailers to learn the screens and become very adept at moving through 

transactions. 
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Customizable Screen Functions 

The Altura GT1200 provides sufficient functionality to support your 

current games as well as new games and gaming options. Because the GUI 
is software-programmable, it is easy to make quick changes to it, We will be 

happy to work with you to design the colors, locations, graphics, and text 
labels that you know will work best for your retailers. 

Viewing Angles 

Retailers have varying degrees of lighting, both natural and artificial, in their 

stores. The high resolution and brightness ofthe Altura GT1200 screen allows 
for a clear display of easy-to-read fonts, detailed icons, and vibrant graphics; 

all can be seen from a variety of distances and angles and under varied 

lighting conditions. 
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Figure 7.12 - 22: 

Altura GT1200 Ergonomics 

No Screen Tilt 
WheelchaIr AccessIble 

40-Inch Counter 

Partial Sc.reen Tilt 
5th Percentile female 

40-Inch Counter 

.. ~ GTECH' 

Full Sc.reen Tilt 
95th Percentile Male 

4O-Inch Counter 

---

Retailer's Choice: The various tilt settings and automatic contrast adjustments fit a wide 
range of viewing needs and will provide Texas Lottery retailers with a terminal all clerks 
will enjoy using. 

The display provides easy view ing for retail cle rks of all heights in all lighting 

conditions. The brightness of the display can be easily adjusted; contrast is 

automatically set and doesn't require adjustment. The position of the display 

is also easy to fine-tune; a variety of angle adjustments enable each member 

of a retailer 's staff to position the display for his or her own comfort and 

eliminate any glare from overhead lighting and /or sunl ight. 

Additional ly, retaile rs appreciate the display 's hinged design feature. Because 

the screen is hinged at the top and adjusts away from the terminal, it doesn't 

impact any devices located in the rear of the terminal. Another benefit of the 

screen's design is that clerks can adjust the screen's angle from the front 

and bottom of the terminal, eliminating the need to extend their arms above 

their shoulders to reach the screen. And finally, clerks will have the added 

advantage of being able to view the display whether standing to the right or 

left of the terminal. 
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Figure 7.12 - 23: 
Off-Center Viewing 

Best-Practice GUt Design 

Side Angle Viewing: With a 70° side 
angle, retailers can st ill easily read the 
screen, even when reaching fo r items that 
are far to the side of t he terminal. 

GUls playa critica l role in a lottery's success. As such, we design our GUls to 

outperform those of our competitors; we use a step-by-step approach 

developed by recognized experts. Without well-designed GUls, retailers 

convert ing from a keypad to a touch screen may be frust rated. Even after 

initial adjustment to a poorly designed GUI, retailers may face a slower 

process, w hich cou ld compromise their sales potential. Our GUls incorporate 

feedback from retailers who are already using our Altura terminals. Their 

comments are included in the bulleted list of features on the next page. 

Our GUts are built based upon feedback from retailers 
using our installed Altura terminals worldwide. 
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We will work with you to develop the final user interface design. Each game 

will be set up with default play parameters, and a subsequent wager will 
use the same parameter setting unless the wager details are altered by the 

retailer. Please note that every game in the Altura GT1200 baseline has a set 

of default parameters. To view examples of a retailer sel ling a ticket, please 

refer to Exhibit lS, Retailer Interaction OVO, which is located in the 

Exhibits Volume. 

Figure 7.12 - 24: 
Selling Tickets 15 Easy with Best·Practice GUls 
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Because best practices and principles of design are important to us, we follow 

a specific set of rules to create customized GUls in partnership with our 

customers. For example, consistency is a major principle of our GUI design. 

Following are many of the best-practice features included in our GUls. 

Our design minimizes keystrokes as well as navigation through 
levels of nested screens. This makes the GUI very usable and 
helps sales people be more productive. 

Every game's GUI has the exact same keyboard and location of 
functions, such as Quick Pick and Manual Entry, so learning a 
new game is intuitive. 
Shortcuts are included that allow the retailer to quickly move 
from game to game and achieve other functionality with a 
minimum of touches and page changes; improves retailer 
convenience and efficiency. 

The keystroke flow is intuitive and easy to learn. 

Common acti vity is laid out to minimize keystrokes. For some 
games, especially numbers-type games, keying efficiency is 
essential to gaining retailer acceptance. 
Screen design is forward-thinking, so the addition of new games 
or features won 't cause a rearrangement of existing buttons. 

The layout of the GUI enables sales staff to operate at maximum 
efficiency. GTECH's experience with high-volume retailers, 
especially those who manually enter numbers-game tickets, has 
given us unique insight into how to optimize retailer workflow. 
It's not enough to simply produce a single ticket quickly; the 
terminal interface must focus on overall operator efficiency. 

The sample screen in the following figure shows how simple it is to sell lottery 

using a GTECH-designed GUI. 
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Minimize Keystrokes and Maximize Efficiency: You can either enter numbers manually 
or hit the Quick Pick button in the lower right-hand corner. Hit Send and you're done! 

GUls that Outperform the Competition 

A retailer or sales clerk shouldn't have to maneuver through two to three 
nested screens to place a wager, so we designed a simple and direct way to 
place wagers w ith our GUls, with severa l shortcuts. In other words, there are 
no mazes to navigate. High-volume retailers especially like these features. 
They also help increase the overall player experience and improve same-store 
sa les. You will see that our GUls - designed for clarity and consistency - real ly 
do make a difference. 
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In our experience, reta ilers quickly learn the pages and then move very quickly 

through their sales. "Power users" often don't even need to look directly at the 

screen. On the game pages, the GUI "keyboard - has a 3D quality to it - the 

buttons appear "pushed" on the screen after being touched. OtherGUI features 

include: 

Support for repeat/bulk printing of plays. 

Customized screens designed for optimal use by left-handed or 
right-handed users. 

Easy access to the Help screens and the Altura GT1200's training 
mode. 

Our Step-by-Step Approach to GUI Design 

When we set out to create highly functional GUI designs with a customer, we 

use a step~by-step process that includes the experti se of a Certified Usability 

Analyst (CUA), as we ll as a "usability" and user-centered design approach. We'll 

use this process in collaboration with the Lottery. We believe the resulting GUls 

wi ll provide Texas Lottery reta ilers with an enjoyable user experience. The GUls 

w ill be logical ly configured for beginners to learn and enable experienced users 

to move th rough sales as quickly as possible. 

Our GUI design staff includes personnel who have completed CUA training and 

passed the Human Factors Interna tional (HFI) Usability Analyst Certification 

exam. HFI is the world 's leading strategic advisor and provider of user~ 

experience design services to the private and public sectors. HFI's Schaffer­

Weinschenk Method is the only International Organization for Standardization 

(lSO)~certifiable process for user~centered design. The method is built upon 

principles from the human-computer interaction, ergonomics, psychology, 

computer science, and marketing fields. 

The steps of the process are described in the following pages. 

Sales Tenninals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -12-4-10 
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GUI Design Personnel 
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Certified Usability Analyst: 
Collaboration among the Texas Lottery, 
GTECH CUA Rabia Karatela, and our 
Business Analysts (BAs) will provide your 
retailers with GUls optimized to their 
unique needs. 

Step 1: Use Recognized Industry Experts 

With a eUA in our group, we've enhanced our ability to create the best GUls. 

CUAs are trained to keep the user perspective in mind when deve loping GUls. To 

achieve certification, a eUA must completecoursework in user- centered design, 

usability testing, effective Web and application design, and putting usability 

research into practice. User-centered analysis is now the foundation of our GUI 

development cycle, benefitting our retailer-facing and player-facing products. 
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Our strategic approach to GUI design is all based on one goal: to ensure the 

Texas Lottery's success. 

Keypad 
As the vast majority of Numbers Game play happens through manual entry, 

you must have a terminal capable of supporting heavy manual entry. A 

terminal that's designed upon a proven, tested foundation and outfitted to 

meet its retailers' manual entry needs will be a big benefit. That's why we 

took great care in designing the Altura GTl 200 foryour high-volume retailers, 

and why we suggest supporting these retailers with keypads to facilitate 

manual entry. 

For these retailers, one of the most valuable components of the Altura GT1200 

may be the ergonomically mounted, full-travel keypad, which facilitates 

manual, two-handed entry. To complement our easy-to-use touch screen, we 

will provide additional termina l-mounted keypads as an Offered Option, 

available at an additional charge. 

Confidentiality Claimed 
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Figure 7.1 2 - 29: 
The Altura GT1200 Terminal·Mounted Keypad 

Designed for Speed: The Altura GT1200's 
ergonomically designed opt ional keypad 
allows retai lers to quickly key in numbers, 
for faster sales. 

Our experience with the use of external keypads and touch screens is that only 

an ergonomically mounted design faci litates two-handed entry - a feature 

many of the highest-volu me Texas Lottery retai lers demand. Should you choose 

this option, you w ill have the best of both worlds: a cutting-edge touch screen 

w ith a custom-designed GUI, plus a full -travel keypad for manual ent ry. 

In addition to our keypad solution, we would like to introduce to the Tl C and 

its retailers another GTECH innovat ion, Play It Again. 

Play It Again 

In the summer of 2007, the Kentucky l ottery requested that we develop an 

alternative method for players to play their fa vorite numbers. Our engineers 

went to work to design and implement the Play It Again solution as an 

enhancement to the Kentucky Lottery's offerings. Play It Again was a great 

success right from the start and continues to grow, as shown in the foll owing 

f igure. As part of our base offer, we would like to offer the Texas Lottery this 

exciting new service fo r its dedicated numbers p layers. 
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Figure 7.12 - 30: 

Play It Again is Catching on in Kentucky 
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Proven Growth: In Kentucky, Play It Again improved retailer and player convenience and 
increased sa les. 

Quite simply, Play It Again allows a player to play his or her last wager again, 

quickly and easily_ By scanning the original wager's bar code, the retailer 

duplicates the player's wager information for the next scheduled draw ing. 

With Play It Again, retailers don't have to enter new numbers manually, and 

players don't need new play sl ips. 

"Play It Again is the best thing to come out since the Lottery has been around. I've 
played the same numbers for years and get tired of filfing out play slips. It's fast and 
easy and there's no confusion or mistakes made.H 

- Cindy Taylor, p layer, Better Way Food Ma rt, Kentucky 

"I t's wonderful! Being a busy store, we can't punch numbers in manually, and having 
the Play It Again button keeps our truly dedicated customers, those who play the 
same numbers aff the time, happy. That makes me happy." 

- Ann Morri son, retai ler, Kroger's, Kentucky 
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Play It Again can be used as an option for specific games. With Play It Again, the 

terminal scans the wager and sends atransaction tothegaming system, and then 

retrieves the details of the wager so that a duplicate wager can easily be placed. 

Upon wager confirmation, the terminal prints out the exact wager shown on the 

first ticket, and the player pays only the cost of the duplicated ticket. 

Thermal Paper 

GTECH will provide all thermal paper for printing On-Line Tickets. This topic 

is discussed later in this section (near the middle of the section), under the 

heading Preprinted Ticket Stock. Thermal paper ticket stock temperature 

requirements will be met. This topic is also discussed later in this section (near 

the middle) under the header Thermal Ticket Stock Temperature Requirements. 

No Manufacturers' Logos 

The termintlls we provide won't have manufacturers' logos attached. 

However, all terminals and peripherals, as designated by the Lottery, will bear 

serial numbers or bar codes for tracking purposes. The terminals can be also 

customized with Texas lottery-specific trim kits. 

Figure7.12-31: 
The Altura GT1200 Casing 

Looking Good at the Point of Sale: The 
Altura GT1200 has a dean, modern 
appearance suitable for the majority of 
retail environments. 
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FUNCTIONALITY 

As noted in the introduction to this section, we design our terminals to be 

future-proof, easy to use, reliable, and fast. A future-proofed terminal is one 

that - along wi th a great gaming system - provides the functionality that 

allows you to better understand and manage your business and to engage 

with players and provide them quality services as your business enterprise 

evolves. In this section, we describe how our future-proofed sales devices 

provide the functionality you require. 

Media and Code Types 

The Altura GT1200 terminals are equipped to handle various media and 

code types and to identify the applications that may use them. The media 

and codes include, but are not be limited to, the capabilities described in 

the following pages. Further descriptions of media and code types and 

applications are presented later in this section under the CIS and Bar Code 

Reader headings. 

Insta nt Ticket Pack Management 

The Altura terminals, working in harmony with our 

fully satisfy all requirements for the support 

of Instant Ticket transactions at TLC retail locations. Together, the Altura 

terminals and form a powerful instant management so lution that's 

integrated and field proven. They 'll provide your retailers and Lottery Sa les 

Representatives (LSRs) with a robust set of functions and reports enabling 

them to easily conduct business. Just as important, they 'll find the terminal 

and system intuitive and easy to use. 
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Packs and Single Tickets, Boxes/Cartons of Ticket s, 
Instant Tickets of Various Sizes, and Bar Coded Coupons 

Our proposed retailer terminals and the system w ill support all the 

requirements included in the RFP. These include, but are not limited to: 

Pack activation before sa les and validations. 
Boxes/cartons of tickets. 

Capability to process Instant Tickets of various sizes. 

Comprehensive support of unique Instant Ticket bar codes. 

Rules-based securi ty grid to define acceptable status changes. 

Inventory transactions and messages fo r l SRs. 
Full and partial pack returns when allowed. 

Secure Instant Ticket valida tion transactions with support for 
cross-validation. 

Secure keyless val idation. 

Multiple pack settlement techniques to initiate invoicing fo r 
different retaile rs. 

Pack transactions that do not requ ire a pack activity card. 
Comprehensive Instant Ticket status and transaction-activity 
reporting for retailers and the TlC, including combined business 
reports incorporating both Instant and On-line product results. 

Accounting and Reporting Functions 

Reports are easily retri eved from the Report Menu on the retailer terminal GUt. 

Standard terminal reports available to the retai ler and authorized staff include: 

Invoice Report: Generated weekly by this report summarizes 
the financial liability of the retai ler for each product group (On-line 
Games and Instant Games). Data for Instant Games includes: 

Settled packs (sales) . 

• Game and pack number. 

• How settlement was performed. 
Returns (credit amount). 

Cashes (prizes paid, credit amount). 

Sales commission. 
Cashing commission (if used). 

Bonus (credit amount). 
Adjustments (if any; cred it or debit as appropriate). 

Pack Status Report: This provides a listing of all packs of a 
specified game assigned to a retailer and the status of each pack. 
Summary Inventory Report: This report lists, for each game 
assigned to a retailer, the number of packs in-transit, confirmed, 
active, and settled since the last invoice. 
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Detailed InventoryReport:This provides a listing by pack number 
of all packs assigned to a retailer and the status of each pack. 
Settled Pack Report : This report lists the game and pack 
number of each settled pack, along with the date on which it 
settl ed and who (or what) caused the pack to settle. The person 
requesting the report may select either the current or the 
previous week's report. 
Additional Reports : The following reports will also be available: 

Confirmed Packs Report: lists all packs currently in 
confirmed status. 
Active Packs Report: Lists all packs currently in active status. 

Invoice reports can be viewed for the current week and mUltiple hi storic 

weeks based upon the TLC preference. All reports will include the words 
-Information only - Not for Sale- or a similar Texas Lottery-approved message 

at the top or bottom of the report. 

Play Slips 

Play Slip and Document Scanner/ CIS Reader 

When designing the Altura GT1200, we considered what your retailers might 

find valuable, for instance, accurate scanning of playe r-completed play slips 

and other gaming documents. The last th ing a newterminal should do is slow 

down retailers when selling ti ckets. 

We held several focus groups to discuss the benefits and features of the Altura 

GT1200. We found that retailers liked the placement of our integrated CIS 

document reader, which allowed them to drop a document into the top of 
the reader and have it empty in front ofthem. A recent focus group conducted 

by the Reilly Group to resea rch lottery reta ilers' needs confirmed that they 

appreciate the speed and ease of use of our Altura and its integrated reader. 

HI want them to get that machine right there because it's easier for us to run, it's 
simple, it's fast. and it's quick. We can drop them down in there, boom, boom, boom, 
we're done. And I also like Check Your Own Ticket." 

- Focus grou p participant 
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Figure 7.12 - 32: 
Altura GT1200 Reader 

Quick and Easy Sales: The Altura 
GT1 2oo's document/play-sli p reader 
makes seiling tickets a snap. 

Scanning Play Slips with a Flexible Reader 

The Altura GT1200's integrated reader can scan winning tickets, play slips, 

and play slip-sized documents. We designed the reader with "intelligent" 

flexibility. That means our integrated 8.5-inch CIS reader forthe Altura GT1200 

and our integrated 4.S-inch CIS reader for the SFT allow play slips to be 

inserted top or bottom first. Play slips can also be inserted at the center, 

off-center, right-handed, or left-handed along the transport input throat. 

They can even be inserted at any angle, although the "intelligence" built-in 

causes the reader to reject a play slip if the angle is so skewed it could damage 

the slip. In other word s, the reader won't allow an angled document to be 

damaged. Now that's w hat we call an intelligent reader. And if a play slip is 

incorrectly marked, the terminal simply pops the document back out the top, 

so there's no retailer confusion about whether it was read or not. 

Reading Play-Slip Colors and Graphics 

The Altura's CIS reader eaSily reads a variety of colors and graphics on play 

slips. You can choose from more than 120 different Pantone-formatted colors 

for creati ve play-slip design. The reader also allows great latitude in terms of 

markings by players, and special markers aren' t needed - standard black or 

blue ink or pencil is acceptable. 
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Default to Ticket Validation Mode 

As stated, the integrated CIS reader is located inside the Altura GT1200, 

just behind the touch screen. Thus retailers can drop any Lottery-recognized 

item (other than Instant Tickets) into the top of the reader and have it empty 

in front of them. The reader defaults to the proper mode when a Lottery­

recognized item is inserted, and the display immediately indicates a successful 

read, avoiding the possibility of retailer confusion and duplicate transactions 

from repeated player requests. Other terminals may not offer as rapid a 

response, causing the retailer to rescan the play slip, thereby creating a 

duplicate, unwanted transaction. 

Rapid Feeding of Play Slips 

The SFT reads at a rate of 18 inches per second. The Altura GT1200 reads at 

a rate of 25 inches per second (ips). The Altura GT1200's speed cannot be 

surpassed by any other vendor 's terminal. We designed the reader to quickly 

read play slips so that retailers won't skip a beat during high-volume periods. 

Part of the speed is that retailer don't need to strain to justify the position of 

play slips when scanning them because the slips can be inserted at the center, 

off-center, right-handed, or left-handed along the transport input throat as 

mentioned above. Thus retailers can process a big stack of play slips quickly 

and with little effort. 

The Altura GT1200's speed cannot be surpassed by any 
other vendor's terminal. 

Play Slip Buffering 

Some terminals on the market require the retailer to wait until the transaction 

for one play slip is complete before the next play slip can be processed. 

The Altura GT1200 buffers play slips, allowing the retailer to enter one slip 

after another without waiting for the transaction to finish printing the ticket . 

Retailers' satisfaction and productivity are enhanced because they can 

multitask while the terminal is processing the buffered slips. 

MOYing Lines More Quickly 

Some lottery terminals on the market today, offered by other vendors, do not 
buffer play slips, forcing the retailer to feed a play slip and wait for it to be 
printed before another slip can be fed. 
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Figure 7.12 - 33: 

CIS Image Reader Paper Path 

CIS Image Reader Paper Path 

Error-Proof Image Reading: The Altura GT1200's reader Is designed for a clear, jam-free 
paper path. The reader tray for catching play slips (seen in the lower left of the photo) is 
notable for its · lip· which ensures play slips don't fall out. 

The Altura GT1200 reader also features a unique, innovative roller design that: 

Limits paper contact wi th the CIS read head during transport. 
This improves the reliability of the read-rate and reduces wear 
on the read head. 

Indudes a thin layer of rubber around the metal roller, which 
reduces the impact of temperature changes on the diameter of 
the roller. By minimizing changes to the roller, the transport 
accuracy of the reader is increased. 

Also nota ble is the tray (shown in the photo above), which has a lip at the 

bottom of the reader. This tray catches play slips and holds them securely ­

unlike Intra lot's Coronis HEE terminal, which has difficulty with play slips 

falling through to the ground after being read. 

The Altura GTl 200's display immediately indicates a successful read, avoiding 

retailer confusion and duplIcate transactIons from repeated retailer requests. 
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In addition, service for our document reader is minimal due to modular 

components and the organized design of cabling and components inside the 

terminal. This simplifies the removal and replacement of the image reader, 

if necessary. 

Reading and Processing Existing Game Play Slips 

Our terminal is capable of reading and processing your existing play slip 

design_ The Altura GT1200 terminal 's document reader uses CIS reading 

techno logy and can read many different types of media, from play slips to 

receipts. This techno logy permits a wide range of play slip-design options as 

we ll as opportunities for new products that utilize different media formats ­

all of which can be explored without changing the hardware. 

Because the Altura GT1200's design is so retailer-friend ly, it is easier and more 

intuitive for clerks to process wagers w ithout customer interference, and 

there's no awkward reaching or stretching. Your retailers will appreciate 

having litt le-to-no problematic paper jams, and the open paper path makes 

clearing any jam or unreadable document a breeze. In the unlikely event of 

a jam, it can be fixed by the retailer in less than three seconds. 

Figure 7.12 - 34: 
Easy-Open Paper Path 
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To dear a paper jam in the terminal, simply: 

1. Push the button on top of the reader door and pull the door 
toward you. 

2. Remove the jammed play slip or receipt and closethe door firmly. 

Random Play Generator 

The Altura GT1200 terminal has a mechanism that generates one or more 

random play (Quick Pick) numbers for any game requested by the retailer via 

keyed entry or play slip. Additionally, the Altura GT1200 can produce tickets 

for games such as raffles, if jurisdictionally allowed, in which numbers are 

selected sequentially from a pool but printed in a scrambled manner on the 

player's ticket. This feature provides the Lottery wi th a mechanism fo r selling 

tickets from a pool in a manner that appears random. 

On-Line Tickets 

Validations 

Confidentiality Claimed 
Not released 

The Altura GT1200 terminal offers three methods for validating and 

cancelling tickets: 

The external image bar code reader. 

The (IS document reader. 

Manual entry. 

When validating winners under Lottery-specified t erms, retailers can choose 

from among the three methods. 
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Cancel/ations 

Cancellations are governed by a set of parameter-driven rules that 

are established by the Lottery. To prevent accidental or inappropriate 

cancellation of tickets properly sold and delivered to players, the process 

requires the use of the actual ticket to be cancelled. Cancellation rules 

are configurable and wi ll meet Texas lottery standards. If you change your 

rules, our system can easi ly be modified to meet the newer rules. 

Bar Coded Coupons 

The Altura GT1200 terminal's 20 image-based bar code reader serves as a 

multifunction reader to support POS items including bar coded Instant Ticket 

packs and coupons. Supporting information is discussed later in this section 

under the heading Bar Codes. 

Field Service Identification Cards 

The Altura GT1200's external 20 image bar code readers are also capable 

of reading identification cards of lSRs, lottery staff, or GTECH personnel 

requiring access tothe terminals. The Altura GT1200 will recognize the various 

card-setting capabilities, as individual privileges can be set via a menu of 

options, including logging of every lottery-related visitor to the retailer, with 

only a swipe. A password entry will also be established. The lottery gaming 

system w ill receive records of any transactions that may be performed 

under individual 10 cards. Privileges for these 10 cards shall be set through a 

management terminaL later in this section, under the heading Secure 

Passwords and Sign-on Process, we detail the various levels of password 

security for clerks, l SRs, and other lottery-related personnel. 
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Survey Tool s 

Confidentiality Claimed 
Not released 

Gift Cards 

The Altura GT1200's 20 bar code reader quickly and easily supports prepaid 

gift cards and loya lty cards, as discussed later in this section under the heading 

Bar Codes. 

Visual and Aural Notifications 

Aural Notifications for Winning and Non-Winning Tickets 

The Altura GT1200 is equipped with sound~generat ing capability to produce 

musical tones when certain transactions or functions are performed or 

specified events occur as defined by the Lottery. The terminal supports WAV 

file format and has PC audio output to produce tone generation (beeps, clicks, 

and a scale of notes) through an integrated speaker. The use of sounds never 

delays the transaction processing time. 
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The terminal wi ll trigger one offour distinct aural notifications on winning 

tickets and non winning tickets to let players know the sta tus of their tickets. 

Each time a ticket is scanned for inquiry orvalidation, a d istinct tone identifies 

one of the following resu lts: 

Prize-w inning tickets less than $600, including win -a-free-ticket 
prizes. 

Prize-winning tickets of $600 and greater and noncash prizes. 
These prizes can only be paid at a TLC claim center. 

Nonwinning tickets . 

Tickets the reta iler cannot validate. This can be caused by a 
variety of reasons, such as the ticket is expired, previously paid, 
from an inactive pack, etc. 

The sound vo lume can be controlled from the central system or adjusted by 

an authorized terminal technician wi th the terminal in maintenance mode. 

Furthermore, the Altura GT1200 can support auxiliary speakers as a peripheral. 

Customer-Oriented Display 

The terminals we are offering wi ll allow a w ide variety of customer displays, 

enabling the TLC to target lottery game promotional messages to retail 

locations right at the point of purchase. This includes displays of winn ing 

numbers, jackpot amounts, purchase prices, and even the amount a player 

has won. Our proposed 17-inch LCD flat panel monitors capture players' and 

potential players' attention and showcases the TLC's branding. Functiona lity 

of the content for the display units will be programmable from the Lottery 

management termi nals. 

The beauty of our LCD screens is that by having only one device fo r 

adverti sing and sa les transaction data, retailers can make the best use of t heir 

sales counter. Afte r working w it h thousands of retai lers around the world, we 

found that many of them want fewer lottery devices on their sa les counters. 

By having only one device for advertising and 
sales transaction data. retailers can make the best use of 
their sales counter. 

We can provide functiona lity similar to a Vacuum Fluorescent Display (VFD) 

or Light Emitting Diode (LED) display w ith our LCDs by displaying validation 

data that includes winning, nonwinning, and pri ze amount data. That way, 

players ca n see the ir purchase price and the amount won right there in front 

of them. 
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Figure 7.12 - 35: 
Wager Information Message 

Game 
Game 

Real-Time Input: The system can be set 
up to display real-time input (such as 
sa les transaction data or validation info). 

Purchase a Total 
ticket with ~~_i."". 
FREE Quid: 
for details. 

Benefit to the 
Texas Lottery 

The Altura GT1 200's memory easily stores sound and stat ic image files for 

presentation on the display. The stored information can be downloaded over 

the retai ler termina l network. Feedback from retai lers current ly us ing our 

flat-panel displays clearly indicates that one compact so lu t ion, delivering a 
mu ltit ude of information, is both a space efficient and effective pas device. 

Figure 7.12 - 36: 
Benefits of GTECH's LCD Display Units 

Description 

Gets players' attention With thei r compel ling demonstrations, bra nding, and entertainment, 
LeOs can have a greater impact on a shopper's purchasing decision than 
traditional static marketing. A Tesco (U nited Ki ngdom) study fou nd that 
75% of all purchase decisions are made right at the point of sa le 

Boosts sales Not only are LCOs idea l for product tie-ins, cross-selling, and other 
multiproduct promotions, they can also increase product sa les 

Promotes your brand LCOs ensure all potential players are aware of the ne. All locations 
accurately display the Lottery's messages at the appropriate time, without 
any action requ ired by in-store personnel 

Reaches out Thousands of locations instantly and effortlessly receive promotions and 
other messages 
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Included in our base offer where is not desired or not a viab le option, 

our 24-inch, LED Starligh t attracts and informs players. The Starlight display 

promotes the Texas Lottery brand, highlights product promotions, and shows 

last-minute jackpot information to players. The Starlight is clearly visible from 

'5 feet away or more. 

The Starlight has a continuous-scroll feature that can cycle up to 20 different 

messages, allowing for a variety of announcements and notices to be 

broadcast. With programmable text and graphics, this sign also provides 

unique stored animations and many message modes and transitions. Special 

features such as twink le, spray, and flash messaging-formats can be managed 

from the central system. You can even boost your Ndown to the wire" jackpot 

sa les using the Starlight by promoting jackpot awareness to players - and 

potentia l players - in retail locations. The Starlight units can be programmed 

using a games management application on the Lottery management terminal 

by an authorized user. 

Figure 7.12 - 37: 
Starlight Display 
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Continuous-Scroll Feature: The Starlight display system keeps your players updated 
with visually appealing, pertinent information. 

Alternative Customer Displays - AccuView· VFD 

TLC players will benefit from the AccuView VFD, a discreet display for the 

individual player conducting a transaction. The display wi ll be provided for 

each online retail location that elects not to use the' 7-inch 

LCD. The AccuView VFD will communicate to the player the amount of the 

current sa les transaction data or va lidation data, which can include winning, 

nonwinning, and prize amount data. 

In the event that the ticket is a winning ticket, an appropriate, Lottery­

approved message will be displayed. When not displaying a transaction, the 

AccuView VFD can provide an advertising or informational message that is 

downloaded from the Content Management System. This information can 

include winning numbers and jackpot amounts to supplement your 

advertising campaigns. 
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The easy-to-read panel measures B.B inches wide x 3.7 inches high x 2.0 inches 

deep. The stand can be set for three heights. 

Figure 7.12- 38: 
AccuView VFD Player Display 

Player Security Plus: The AccuView VFD 
provides TLC players with transactional 
information and also serves as an 
advert ising display between sales. 

The AccuView VFD has flexible messaging capabiliti es: advertising and 

promotional information can be continuously displayed, or transaction 

information can be interjected the instant a wager is placed. The TLC can 

easily change the AccuView's various text messages to keep the presentation 

fresh for players. Messages can even be customized for a specific segment 

of your retailer base. We will obtain your approval for the display design 

and message presentation to ensure functionality and player privacy. The 

AccuView will be connected to the rear of the Altura GT1200 by a USB cable. 

Smart Card Reader 

The Altura GT1200 terminal is designed for expandability and w ill be 

equipped with an external smart card reader. The reader is described later 

in this section under the heading Other Equipment: Smart Card Reader. 

Branding 

The Altura Family of Terminals play-slip scanners support ticket branding 

during validation transactions on the retailer sales terminals. The status of 

every ticket receipt presented to a retailer for validation is always recorded 

at the central system, w hether it is a winner, loser, or game not played. 

Consequently, even if physical branding is not used, there is always a record 

of the status of the ticket on the master file. 
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Figure 7,12 - 39: 
Branding and Non-Branding Differences 

Brand No Brand 
, 

Visual markon ticket reduces double X Brand mark alerts retailer ticket is 
validation requests already validated 

Does not require specia l handling of X With branding, the retailer is 
receipt at time of validation required to place the ticket in the 

CIS branding channel (more 
work) 

Use bar code reader for validation X Without branding, the retailer can 
use either the CIS or bar code 
reader 

Use CIS for va lidation X X With branding, the retailer is 
required to use the CIS 

Validation status recorded as host X X Both systems are equally as 
secure 

Increases speed of validation X The retailer can use bar code 
reader, which is faster than the 
CIS 

BAR CODES 

The Altura GT1 200 terminal's 2D image-based bar code reader serves as a 

multifunction reader to support: 

PQS items. 

Bar-coded Instant Ticket packs. 

Bar-coded coupons. 

Terminal ticket boxes. 

Instant Tickets in racks. 

Instant Tickets of various sizes. 

Prepaid gift cards. 

loyalty cards. 
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This advanced reader uses Complementary Metal Oxide Semiconductor 

(CMOS) technology, effectively capturing the entire image of the bar code 

to allow the reading of linear, stacked linear, and ISO/ IEC industry-standard 

bar code symbologies to allow keyless va lidations. The reader also reads 

all industry-standard 1 D and 20 bar codes (e.g., Interleaved 2 of 5, European 

Article Numbering lEAN], POF417, and Aztec). The Altura GT1200's 

architecture and supporting equipment are designed for flexibility and 

expansion and allow for upgrades to new industry-standard bar coding. 

First-Read Rate 

Our external2D image reader exceeds the required 
minimum read rate requirement of 98 percent with a 
99.9 percent first read rate. 

Texas Lottery reta ilers don't have time to deal with the frustration associated 

with a barcode reader not working. That's why GTECH has always put a priority 

on the reliability of the bar code reading technology it offers. And that, in 

turn, is why our 20 image reader exceeds the required minimum read rate 

requirement of 98 percent w ith a 99.9 percent first-time read rate. It 

includes the following features: 

Adaptus Imaging Technology: Built on a 30-year tradition of 
decoding expertise, the external2D bar code reader can read all 
major linear, stacked linear, and matrix bar codes, as we ll as 
machine-readable Optical Character Recognition (OCR) fonts. 

Point-and-Shoot Scanning: With omn idirect ional area 
imagers, including high-visibility LED aimer, linear and 
full -matrix codes are read quickly and easily. 

Durability: Our 20 reader incorporates industri al-grade image 
sensor technology and is designed with no moving parts, so it's 
built to withstand rugged retail applications. 

Decoding: This advanced reader takes a digital picture of bar 
codes. Using special decoding algorithms, the 2D image reader 
can successfully decode bar codes that would be rejected by 
older bar code-reading technology. 
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Texas retailers will benefit from the seamless printing provided by GTECH's 

newest printer, the AccuTherm Ultra, as described in this section under 

the heading Ticket/ Report Printer. The AccuTherm Ultra's thermal printing 

technology provides high-resolution images, producing numbers and 

graphics (symbols and pictures) and ISO/ lEe industry-standard bar codes, 

as well as play data. All bar codes produced by the AccuTherm Ultra are high 

quality and support a 99 percent first read rate from scanning equipment, 

which exceeds your requirement of a 98 percent first read rate. Before we 

present our AccuTherm Ultra printer description, we want to tell you about 

our bar code reader for reading Instant Tickets, an improved validation 

process, and the Altura GT1200's smart card reader. 

The Bar Code Instant Ticket Reader 

Our innovative scanning technology saves retailers time. Because the bar 

code reader is strategically located, retailers don't necessarily have to reach 

for it for Instant Ticket-related transactions. The reader rests in a mounting 

cradle properly positioned on the side of the terminal to allow easy reading 

of bar codes w ithout having to remove the reader. Minimal physical effort is 

required to scan the tickets because of the reader's ergonomic positioning. 

Not only can the bar code reader be mounted on either side of the terminal, 

it is equipped with a universal mount that facilitates both vertica l and 

horizontal rotation. 
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Figure 7.12 - 40: 
Pivoting Bar Code Reader 

Flexibility and Comfort: For greater 
comfort and easy adjustment between 
clerks, the reader can be moved to almost 
any position. 

Our 2D image-based bar code readers also feature: 

An LED projection pattern for proper positioning of bar codes. 

Audible indicators configured for a good read and no read. 

Down-line loadable bar code reading configuration. 

Specific bar code disabling for security. 
Reliable, safe, noncontact, CMOS scanning technology. 

Solid-state design with no moving parts, motors, or mirrors. 

Ergonomically correct positioning that requires minimal 
physical effort for scanning coupons. 

The Altura's external 2D bar code reader is: 

A retail-hardened design that has been tested to survive drops 
from four feet or less onto a concrete floor. 
A sealed enclosure, which provides protection against ingress 
of solid objects and water, compliant w ith the International 
Protection (IP) rating of IP42. 
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Bar Code Reader Is Movable/Removable 

The Altura GT1200 bar code reader is movable and removable and can safely 

reach 12 feet when the coiled cord is extended. The reader provides all the 

functionality called for in the RFP, including its ability to be used away from 

the terminal, and can be easily removed from its holding mount to read 

Instant Tickets in racks. As discussed previously, the sca nner is normally 

located on the side of the terminal so that the retailer needs only to position 

the ti cket in front of the scanner to get a read. 

Figure7.12-41: 

Altura GT1200 Pivoting Bar Code Reader 

Easy Imaging: The external image-based bar code reader attaches to either side of the 
Altura GT1200 and pivots left, right, up, and down to provide tai lored positioning for 
each clerk. 

Validation of Winning Instant Tickets 

The Altura GT1200 terminal supports Instant Ticket va lidation using the 

external 2D bar code reader and through the manual entry of the required 

data, if the bar code cannot be read. 
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Ourterminal and system will support the current back barcode scan/Personal 

Identification Number (PIN) entry validation process used for Instant Ticket 

validation in Texas since the start of the Lottery. 

Keyless Validation 

With more than $2.8 billion in Instant Ticket sales annually, the validation of 

Instant Tickets is one of the most, if not the most, important functions of the 

TLC's lottery gaming system. The security and integrity of the va lidation 

process for Instant Tickets is critical to the public's confidence in the TLC. 

GTECH is pleased to propose to the TLC a modification to the current 

va lidation process that will make the process easier for retailers, maintain the 

security and integrity ofthe validation process, and allowfordetailed tracking 

of the ticket-checking attempts at the Ticket-Scan ticket checker. We propose 

to combine our SmartCash and patented Simple Keyless Validation (SKV) 

processes to deliver the improved service. 

SmartCash, GTECH's Enhanced Auto-Cashing Process 

The vast majority of winning Instant Tickets typically represent one, t wo, 

or up to five times the retail price of the ticket. Depending on the game, 

such tickets can represent 85 to 95 percent of all winning tickets in a game. 

SmartCash will provide the TLC with the opportunity to offer Texas Lottery 

retailers a method for va lidating Instant Tickets that is faster than, but equally 

secure as, the current va lidation process. 

Traditional Auto-Cashing 

"'Traditional " auto-cashing was invented in the late 1980s by Richard 

Finocchio for the Massachusetts Lottery, which has used this method ever 

since with enormous success. With traditional auto-cashing, the retailer scans 

the visible inventory/va lidation bar code, typically found on the back of the 

t icket, to initiate the va lidation request. If the ticket is a winning ticket up to 

a prize level specified by the lottery, no additional data is requ ired, and the 

system processes the validation. If the ticket is a winner of a prize greaterthan 

the threshold specified by the lottery, or if the ticket is a non-win ner, the 

retailer needs to enter the required PIN, as is typically done today. Throughout 

the auto-cashing process, the system monitors va lidation attempts to identify 

any fraudulent activity. 
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In Massachusetts, prizes of up to $10 can be auto-cashed. Typically, this 

represents 95 to 98 percent of winning tickets in a $1 game and 

proport ionately less in games selling at higher prices. 
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SKV would require your Instant Game printers to print a small PDF417 bar 

code under the latex. All the major Instant Ticket printers have the technical 

capability, using 240 dpi imagers, to print these additional bar codes. SKV 

may also require that the latex area of the tickets be slightly enlarged. 

As part of the new contract, GTECH is prepared to grant the TLC a license that 

will allow any Instant Ticket manufacturers that you elect to use the SKV 

feature to print tickets for the TLC. 

Confidentiality Claimed 
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New Ticket-Checking Process via SKY for Players Increases Security 

The implementation of our SKV process will allow us to execute a two-

sca n ticket-checking process, which does not require the procurement of 

a license from any third party. To check a ticket, the player will scan the 

inventory/va lidation bar code from the back of the ticket and then scan the 

SKV bar code that was hidden under the latex. The Ticket-Scan ticket checker 

wi ll be programmed to prompt the player to scan the second bar code. The 
software wi ll be configured so that either the SKV or the inventory/validation 

bar code can be scanned first. 

This two-scan ticket-checking process will provide the TLC with something 

that it has wanted since Instant Ticket checking was implemented: visibi lity 

into the use of ticket checking. 

GTECH's two-scan ticket checking process will provide 
the TLC with visibility into the use of ticket checking. 

Because the new ticket-checking process will requi re a player to scan both 

bar codes, all the data required to check the win status of the ticket in the 

lottery gaming system will be avai lable. Therefore, the ticket-checking 
process becomes a "validation inquiry· from the software perspective. Thus, 

it wil l now be possible to: 

Info rmation Redacted 
§552.101/ 466.022/552.139 

Log all ticket checking attempts in the 
Check the frequency and sequence of tickets being checked on 
the Ticket-Scan to identify if a retailer is trying to pick ou t 
winning tickets. 
Check if the ticket has already been paid, making it harder for 
someone to sell an already cashed ticket. 
Check if the ticket is from a closed game. 
Check if the ticket is not e ligible for payment for another reason, 
such as being sto len, returned, or assig ned to an LSR. 
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Using the the TLC will be able 

to see when significant levels of ticket checking occur at a retailer. Is it w hen 

the store is closed or during the early hours of the morning? These can be 

signs of a clerk or owner who does not have the interest of the public and TLC 

in mind. 

Of course, the Ticket-Scan ticket checkers will continue to process the 

current self-check bar codes until games with those bar codes are no longer 

in the market. 

Implementation of SmartCash and SKV 

Both the new SmartCash algorithm and the SKV bar code element can 

be added to the TLC's Instant Tickets in advance of the switch to the new 

terminals. From the players' and retailers' perspective, there will be no 

apparent difference in the tickets. Until the TLC elects to activate either 

element, the validation process and the ticket-checking process will remain 

as they are today. (We would need to modify the Ticket-Scan software slightly 

to tell it to ignore the additional digits added to the self-check bar code for 

the time being.) 

Once the new system and Altura terminals are functioning, retailers could 

begin to scan the hidden bar code after scanning the inventorylvalidation 

bar code to initiate a validation. 

Confidentiality Claimed 
Not released 

Our proposal offers you and your reta ilers significant improvements to the 

va lidation process - without increasing the footprint of lottery hardware on 

the retailer's counter. It relies on proven bar code reading technologies. It will 

protect both players and the Lottery from retailer fraud. 
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Reading and Processing Serialized, Bar-Coded Coupons 

The Altura GT1200's 2D image-based bar code reader reads and processes 

serialized, bar-coded coupons with bar code characteristics similar to those 

of Instant Tickets. As the Texas Lottery rolls out new promotions that include 

bar-coded coupons, this feature will be very important to both the Lottery 
and its retailers. The 2D image-based bar code reader can support mUltiple 

bar code formats for coupons and other needs. 

The Altura GT1200 and SFT are both equipped with a 20 image-based bar 

code reader that serves as a multifunction readerto support reading different 
sized and shaped items (POS items, bar-coded Instant Ticket packs and 

coupons, boxes and cartons of tickets, Instant Tickets of various sizes, and 

Instant Tickets in racks). This advanced reader uses CMOS scanning 

technology, effectively capturing the entire image of the bar code to allow 

the reading of both one- and two-dimensional bar codes. 

Smart Card Reader 

The Altura GT1200 terminal is designed for expandability and will be 

equipped with an external smart ca rd reader. This will provide the Texas 

Lotte ry retai lers with the abi lity to read smart cards that conform to the 

ISO 7816 standard. Information stored on these cards can be transmitted 
to the central system through the Altura GT1200 terminal. 

Loadable Debit Card 

Renaissance, as discussed in Section 7.6.3, Sales and Marketing System, 

General Requirements, is an Offered Option that embraces today's 

technology, alternate channels, and a loadable debit card to create an entirely 

new player loyalty repository of va lidated demographic information. Using 

the Customer Relationship Management (CRM) functionality to understand 
who is playing which game where and what other shopping habits players 
may have, you can truly optimize the Lottery marketing budget right down 

to direct marketing, if you desire. 

Renaissance provides an associated Visa-branded prepaid debit card - the 

Renaissance Card - that the player obtains either at retail, at a Lottery claim 

center, or via the Lottery's Website. The card, which can be used anywhere 
Visa is accepted, doubles as a player loyalty card . Players can associate their 

favorite numbers with the card in their account, thereby increasing efficiency 

when purchasing tickets at reta il.lftheywin, their winnings are automatically 

sent to their card - there's no need to even check at retail. 
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Proven Card Capabilities 

In California, all 20,000+ retailers easily process gift cards on the Altura using 
t he bar code reader. Each gift card has a unique serial number and bar code. 
which are recognized by all GTECH POS devices that are equipped w ith bar 
code readers. Cards have no value unti l activated by a terminal. By scanning 
the card, the retailer can either add value to or redeem va lue from the card. 
Va rious self-service POS devices can also redeem va lue from t he card. Cards 
can be used for purchasing both On-line Games and Instant Tickets. 
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Fonts 

Confidentiality Claimed 
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The AccuTherm Ultra uses a TrueType font, which is easier to scale and allows 

a programmer more flexibility when designing the look of receipts, graphical 

symbols, and pictures. The printer can download symbols, graphics, and 

pictures sent from the central system, which we call the GTECH 

. through the Altura GT1200 

terminal. It can therefore define custom (user-defined) characters, such as your 

Lottery logo, game logos, or even a promotional coupon. The printer has room 

for 256 of these user-defined characters, and they can be printed according to 

the game rules and parameters established by the Texas Lottery. 

Tickets of Variable Length 

The printer issues tickets that have a va riable length as determined by the 

Lottery. Our printer does this by detecting marks at the top of the form s. Ticket 

width is fixed to 3.25 inches. 
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Every ticket, regardless of length, containsa preprinted security stock number 

on the back. The AccuTherm Ultra has an integra ted, high-speed paper-cutter 

to quickly and securely cut each ticket, receipt, or report from the ticket stock 

roll; this eliminates the need for tearing tickets off of the printer. It has a cutter 

life of one million cuts and is designed to ensure that paper is cut quickly and 

efficiently every time. 

Texas retailers w ill appreciate the AccuTherm Ultra printer's curved, indented 

area that better catches tickets, including those that curl a bit more at the 

end of a roll. For your high-volume retailers, this feature will help them print 

out the number of tickets they need w ithout worrying that tickets will fall 

from the printer. 

Preprinted Ticket Stock 

GTECH wi ll provide all thermal paper for the printing of On-Li ne Tickets for 

the sales terminals. Ticket stock for the printer will be preprinted, front and 

back, with text. images, and colors, using designs provided or approved 

by the Texas Lottery. Once the ticket design is approved, we will provide 

specifications to a printing vendor. The ticket stock printer's facilities must 

meet the highest standards for security of ticket stock. For example, physical 

security measures, such as locks and gates over the dock doors, as well as 

intrusion detection and alarm systems, must be in place to ensure that only 

authorized individuals enter the facility and gain access to restricted space. 

Furthermore, our tickets and stock will always be in compliance with 

multijurisdictional security standards that apply to the lottery. 

To complement the security considerations that the Texas Lottery employs, 

GTECH uses many ticket design attributes and distribution practices that are 

proven to discourage and prevent alteration or counterfeiting of tickets. 
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Ticket Stock Security Features 

We will provide several methods for investigating and verifyi ng damaged and 

altered tickets, including using the security features of the ticket stock: 

Ultraviolet (UV) Inks: We use graphics (or text) printed in UV inks 
on our On-line Tickets, a security feature invisible to the human 
eye that aids in detecting fraudulent claims. In the event the 
Lottery suspects fraudulent ticket stock, there are two methods 
of confirming authent icity: The Lottery security department, 
through the use a black light, can obtain a visual image of the UV 
ink, or a third-party forensics laboratory can authenticate the 
ticket stock by confirming the UV security imprint. 

Preprinted Serial Numbers: A preprinted seria l number 
located on the back of the ticket roll enables us to track where 
and when a ticket was distributed; this helps determine if a ticket 
is fraudulent. The claimant's date and location of purchase 
(tracked with this serial number) must reconcile with the 
Lottery's database records before a ticket is considered 
legitimate and eligible for payout. 
External Serial Numbers: The external seria l number uniquely 
identifies a gaming transaction. The external type is a 
combination of the Continuous Day Count (CDC), a sequence 
number and the product number generated from the internal 
serial number using a GTECH-proprietary algorithm. This is the 
number printed on a draw ticket. 

Sales Tennlnals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -124-10 



Figure 7.12-50: 

Powerball Ticket Sample 

cmmliru:i: ... -+-TIcket logo 

PRINTE D ON 

JUN01 2009 11:26: 41 (1 
TEXAS 

• RETI 10200]' 

. ~I 5 THE POWERBALL 
, T~ET nESSAG£ ..... - 1-Special lottery message 

'" 
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QP + t- Selected numbers 

POW ER PLAY . YES 
3[] ANNUAL 
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~ ,,~ JUNO" <!OO'l +--1'- DI·awdate 
DRA'" _4 

030'l!S U 2 • Amount 

GTEC H' ---

170 · 0<!~3735Q'l-:LIj22 2 l #, serial number, etc 

------- - -
IIII ~Ii 1111 II - t- Barcode 

Attractive Yet Dl!signed for Security: Security features a re built into the ticket that go 
well beyond what can be seen on the ticket. 
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Figure7.12-51: 

Back of Ticket Sample 
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l; • .,.. .~~ --for security tracking 
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123456789 +---t- 9·digit unique 
serial number 

Another Layer of Authenticity: Besides providing useful information for players, our 
tickets provide additional security features to prevent fraud. 

Each roll of ticket stock contains a serial number printed on the back of the 
stock. This number, through the use of our Con sum abies Management System 
(C MS), can identify the physical location of the stock, whether it is supposed 

to be in the warehouse, en route to a retailer, or at a speci fic retail location. 
If at a retai l location, the reta iler identified with in the wager data on the front 
of the ticket should match the retailer to which the stock was assigned. 

Thermal Ticket Stock Temperature Requi rements 

The ticket stock meets stringent durab ility requireme nts and is front~ and 
back~coa ted for printing On~line Tickets from the sales te rminals. The tickets 
are highly readable and, under ordinary consumer~ use conditions, will have 
a long life under a va riety of environmental and temperature exposures. As 
required, the thermal ticket stock is th ermal~grade paper that has extensive 
field exposure and produces superior image-q uality tickets and withstands 
durability requirements of at least 180 degrees Fahrenheit, 
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GT1200 Terminal 
Functions that Are 
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Additional 
Monitoring 
Functions 

CPU Fault Handling 

Audible Alarm 
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MESSAGING 

The Altura GT1200 terminals display messages and emit program-controlled 

audible alarms to indicate errors or anomalies to the retailer. 

Retailer Messages and Self-Diagnostics Indicators 

Diagnostic messages communicated on the display screen include 

information about the terminal and processing status, terminal errors, 

validation and cancellation errors, reader device errors, reader edit 

errors, terminal entry errors, and communications errors, as well as 

Lottery news. Following is a sample list of the types of areas monitored 

for terminal diagnostics. 

Figure7.12-52: 

Types of Diagnostics Monitored for Retailers 

• Off-line situations or out-of-order conditions 
• When the terminal is ready to accept a transaction 
• Status of transactions and error conditions 
• Audible alarm for input errors and prompts to correct or re-enter data 
• Low on paper roll ticket stock or out of paper roll ticket stock 
• Malfunction of the printer, reader, or other component 

• Terminal is transmitting to the 
• Transaction should be re-entered because an error has occurred 
• Power on 
• Local diagnostics test Information Redacted 
• CPU errors/faults §552.101/ 466.022/ 552.139 

· Reader/ printer identification 
• Reader/ printer transaction counters 
• Power supply voltage outputs 
• Communications status 
• Temperature of CPU and power supply 
• Tests on reader, printer, and bar code scanner 

The CPU has extensive fault-handling and diagnostic capabilities. On the rare 
occasions when specific hardware errors, bus errors, or illegal instructions 
occur, the diagnostics package automatically reports such faults to the 
appropriate software for processing 

The Altura GT1200 terminal can be programmed to emit an audible alarm to 
alert the retailer of input errors, communications malfunctions and when the 
terminal enters sign-on mode. This alarm is a software-dependent function 
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Information Redacted 
§552.101/466.022/552.139 

Lottery Messaging for Retailers 

The Altura GT1200 will provide the Texas lottery with extensive 
messaging options and granularity. Messages sent from the central system 
or access-controlled Texas lottery user computers can be received by and 
viewed on the Altura GT1200 retailer terminal. The following text provides 
more detail on the Altura GT1200's messaging capabilities. 

If the terminal is not powered on or communicating with the 
at the time of broadcast, the ensures that 

the terminal receives the message immediately upon sign-on. The retailer 
retrieves his or her messages by selecting the appropriate icon from the 

terminal screen. With our terminal, you wi ll have many choices to ensure that 
lottery retailers receive important information. 

Sign-on Messages 

Sign-on messages appear when the retailer signs on. At sign-on, t he terminal 
requests the time stamps of all of the latest messages, compares them, and, 
if there is a change, requests those changed mail messages from the host to 
ensure the retailer has the latest, most correct messages. 

Broadcast Messages 

Using the system, the lottery can send broadcast messages to the Altura 
GT1 200 terminals without the need of GTECH assistance. Types of broadcast 
messages can include: 

Posted Messages: Th is type of message can appear any time 
throughout the day. If a posted message is sent to a terminal 
when it is not signed on, the message will be resent to the 
terminal the next time it is signed on. 
Special Messages: This function allows you to send messages 
to particular terminals or groups of terminals. Targeting your 
messages can help to increase sales in different locations with 
distinct demographics. 
News and Mail Messages: You can separate messages based on 
their content to further ensure that retailers receive the proper 
information. News messages include AMBER Alerts and other 
urgent public notices/messages. Messages are rece ived quickly 
and in a manner that conveys urgency. (AM BER Alert messages 
can also be printed on tickets, as determined by you, in real time, 
without significantly impacting production transactions.) 
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The Lottery can prioritize messages according to their importance or urgency: 

Normal or Urgent: The display of messages can be classified as 
normal or urgent to let the retailer know how quickly he or she 
should read the information when the store is busy. 
Immediate Read or Deferred Read: When an Immediate Read 
message is received, the terminal indicates such and will not 
allow any financial activity until the message is read. When a 
Deferred Read message is received, the terminal indicates such 
but allows the clerk to read the message when it is convenient, 
so as not to disrupt the flow of business. 
Message Notification: The Altura GT1200 can be configured to 
emit an audible signal andlor display an indicator on the retailer 
display screen upon receipt of the message command from the 
central system. Typically, a blinking mail prompt will remain on 
the status line of the screen until the mail is read. 

The follow ing sample screenshots show just some of the Altura terminal's 

messaging capabilities. 

Figure 7.12 - 53: 
Sample TLC Mail Message Screen 
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Figure7.12-S4: 
Sample News Message Screen 

Deliver Important News in Seconds: 
The News Message screen provides an 
easy way for the Texas l ottery to qu ickly 
communicate up~to~the minute news to 
its retailers. 

and the Altura GTl 200 term inal 's messaging capabilities 

provide the Texas Lottery with many valuab le features in the following areas: 

Size of Messages: supports terminal messaging through the 
Terminal Message screen. Each message can contain up to 1,024 
characters. 

Reading and Printing Messages: Messages can be printed by 
pressing the Print button on the screen. To read messages, a 
retailer can scroll up and down the message by selecting the 
Page Up or Page Down buttons. 

Message Retention: All messages are retained after a power 
failure and even after a dow nload. 

Deleting Messages: Retailers can send a request to the 
to delete mail from the list. If the 

approves the request, the terminal will delete the mall from the 
mail list and the will delete it from the mail list of that 
particular terminal within the If the delete request is 
rejected by the the terminal displays the rejection 
message and wi ll not delete the ma il from the list. 

Recalling a Message: The Lottery can recall a message, without 
intervention from the retailer, so that themail is deleted from 
the list in the terminal. 
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Large-Dollar Transaction Verification Messages 

Based on a per game basis, for each la rge-dollar purchase and validation, the 

Altura GT1200 terminal sc reen displays a message that provides the retailer 
with the option of stopping the transaction ortaking other appropriate actions 

before completing the transaction. This provision safeguards the retailer and 
player. We understand that the Texas Lottery will define the default amount of 

a large-dollar transaction and must approve the terminal messages. 

If the Lottery so chooses, the terminal can allow a speCific retailer to select 

a default amount that is different from that amount selected by the Lottery. 
In thi s case, the default amount declared at the terminal shall remain 

unique to that terminal until it is redefined by the retailer or the default 

setting is reestablished. 

Previous Transaction Listing Message 

The Altura GT1200 terminal can display and print the last 50 transactions 
accepted by the system in order to compare printed tickets with registered 
tickets. In this display mode, all past transactions need not appear on the 

same screen at once, but the retai ler will be able to scroll through them. The 

number oftransactions is definable by the Texas Lottery during specifications 

and can be set to 100 or more if the Lottery desires. 

Our easy-ta-use GUls will help reta ilers navigate to the last transaction, as 

illustrated in the following figure. 
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Figure 7.12 - 55: 
Sample Transaction Screen 

Screen Saver 

Transaction Display Mode: The 
user-friendly GUI provides the retailer 
with the ability to quickly check the last 
50 transactions by using the scrolling 
function provided on the screen. 

When the terminals are not being used, the retailer interface will display a 

Texas Lottery-approved programmable screen saverforthe retailer's view. We 

offer an active screen that is flexi ble and customizable to meet the TLC's 

business needs, such as promotions. 

Broadcast Content 

The Altura GTl 200 sales terminals have the capability to receive, store, and 

play back graphic-rich media content for broadcast of retailer/ player training 

and/or marketing content. Further discussion on retailer terminal training 

content is included in Section 6SA, Retailer Training Manual and Other 

Options for Training Retailers. Media-rich marketing content is discussed 

under the heading Customer-Oriented Display previously in this section and 

in greater detail in Section 7.11, System Supported Terminal Functions. 
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Wired and Wireless Messaging 

The Altura GT1200 retailer sales termina ls are capable of receiving, 

storing, and transmitting wired and wireless messaging to other messag ing 

communication devices deployed in the retail environment. We have 

substantia l experience in implementing w ire less communication from 

terminals to appropriate display devices for those locations where w ired 

connections are either impractical or not as effective as those provided by 

the flexibility of wireless. Additional communication between devices is 

discussed within this sect ion under the headings Player Advertising Display 

- Starlight, Alternative Customer Displays - AccuView VFD, Player-Activated 

Sales Terminals: The Latest Evolution- Gem ini, and in the write-up that 

can be found in Section 7.11 , System Supported Terminal Functions. 

DOCUMENTATION 

GTECH w ill provide the fo llowing t raining materia ls for each terminal type: 

English and Spanish Training Manuals 
We wi ll provide English and Spanish-language versions 
of the training/operational manuals on the correct use 
of the terminals as well as of the Texas Lottery Retai ler 
policies and procedures. 

All manuals w ill contain, at a minimum, information and inst ructions on: 

Replacing supplies (e.g., changing paper). 

Making minor adjustments to the terminals. 

Placing each transaction. 
Obtaining each report. 

Call center procedures. 

Use of play slips, claim forms, adj ustment forms, and 
settlement forms. 
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At a minimum, we will review and update all materials every two years. All 

materials will be provided to the Texas Lottery in a format for posting to 

the Texas Lottery's Retailer Website as required by the RFP. Additionally, the 

manuals w ill be updated when new Lottery products are introduced and/or 

other changes are made and must be distributed to retailers prior to the start 

of the new game(s) and/or the effective date of the change(s). 

We will provide the following materia ls to each retailer: 

Retailer Guide: Retailer-related policies/procedures and 
accounting and licensing information. 

Retailer Manual: Instructions on how to use each piece of 
equipment at the location. 

Quick Reference Cards: A condensed version of the retailer 
manual for brief answers to questions. 

Retailer Best Practices: Marketing tips and best practices for 
increasing Lottery sales. 

This information will be made available on all retailer sa les terminals (or in 

hard copy for equipment where th is functionality is unavailable) and 

provided to the Texas Lottery in a format for posting to the Texas Lottery's 

Retailer Website. 

A full discussion on documentation and retailer training requirements is 

presented in Subsection 65.4, RetailerTraining Manual and Other Options for 

Training Retailers. 

Additional Terminal Functionality 

Software Loading 

With game software resides in the application layer, and the logic to 

perform gaming functions is software-driven. This allows games and data to 

be automatically downloaded to the Altura terminals in the field using a 

broadcast or multicast feature. Games and data can also be loaded manually 

on the Altura GT1200 terminal by an authorized FST. This is accomplished by 

the FST accessing a password-protected terminal diagnostic routine and 

uploading the program using a USB flash drive. Descriptions of additional 

security, including terminal access, can be found later in thi s section under 

the heading Secure Passwords and Sign-on Process. 
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Any device on the terminal that w ill be used to perform the local load 

functionality by an authorized FST will not be usable except when the 

terminal is in maintenance mode based upon approved access by an 

authorized FST. 

---

We also offer our advanced Shadowload technology that completes data 

downloading during normal breaks in transaction processing. ShadowLoad 

allows a new version of an application (ga me) to be gradually downloaded 

to the terminal while the current application is running. 

Information Redacted 

Software Downloads §552.101/466.022/552.139 

Gaming software can either be solicited by the terminal, when such resident 

software needs replacement, or driven by the 

), via when gaming software 

enhancements, such as new lottery games or corrections, are required. t 

is the highly secure, high-volume, open-standards network interface 

that connects the to a multitude of sales channels.) The Altura GT1200 

and central system are always in sync as they check the terminal version upon 

sign-on. This wi ll prevent putting the Lottery at risk by having incorrect 

software on the terminal. 

Downloading and Near-24-Hour Operation 

With the and Altura GT1200 terminal, downloading can ta ke 

place in the background while normal terminal operation continues. Our 

downloading capability does not preclude near-24-hour operation of 

terminals on the network. allows more than one version of a software 

application to be stored, as requ ired, w ith the 

of the correct version. 

Sales Terminals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -124-10 

prompting activation 

7.12 -101 



'!' GTECK ---

7.12 -102 

Information Redacted 
§552.101/466.022/552.139 

The supports the required multicast download feature. The 

, using a broadcast or multicast feature, can download an 

application to all terminals at the same time across the entire Texas Lottery 

network. With software is also downloadable ina modular fashion. To help 

our customers get games to market quickly while ensuring near-24-hour 

operation, we developed a modular background-downloading approach, our 

advanced Shadowload programming technology. Shadowload enables 

software downloading without interruption to current transaction 

processing on the Altura GT1200s in the field; it completes data downloading 

during normal breaks in transaction processing. In other words, with 

Shadowload, a new version of an application is gradually downloaded tothe 

terminal while the current application is running. Only the modules requiring 

a change are downloaded. The entire terminal network can be modified in 

this manner. 

The can download an application 
to all terminals at the same time across the entire Texas 
Lottery network. 

In terms of storage requirements, more than one software version can be 

stored in the Altura GT1200 terminal 's " with 

scheduling managed by the (to activate the new version or return to the 

prior version). Specifically, the new software version can be resident on the 

terminal in addition to the current version, until such time as the new version 

is activated by the . Once a new application has been 

downloaded, the operator can initiate the terminal's seamless transition 

to the new application at a convenient time during non-peak hours. The new 

application is activated (once the Lottery authorizes it to be enabled) for 

retailer use when retailers sign on to their terminals at the beginning of the 

next sales day. Again, when retailers sign on, the system verifies that their 

terminal has the current, valid software application, so there is no risk that 

an old version will be used. The previously utilized application is stored in the 

terminal 's as a safeguard. 

Optimizing Wide Area Network (WAN) Bandwidth 

As an added value, GTECH uses data-compression techniques that decrease 

the amount of data that needs to be downloaded by more than 50 percent. 

This reduces the amount oftime it takes to download the new application 

by the same percentage without interfering with normal functions or 

processing speed. 
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Multiple Levels of Secure User Access 

and the Altura GT1200 terminal 's password facility permit multiple levels 

of secure access for different users, including a Texas Lottery representative, 

a GTECH representative, store managers/ owners, and clerks. We call this 

facility Clerk Privileges and Accounting. It can be used to restrict privileged 
transaction types to authorized users only. 

Assigning Privilege Levels 

With Clerk Privileges and Accounting enabled, individual clerks - and even 

individual terminals within a store - can be assigned various privileges, such 
as the abilityto access certain financial reports or change their own password. 

The can also monitor transactions, such as sales transactions, 
automatically by clerk, allowing for retailer shift accounting. Some clerks, 

typically store managers, will be able to change other clerks' passwords, thus 

controlling who in their store has access to the terminal. The individua l 
retailer or chain/group for multiple stores will control retailer system-access 

levels and passwords. 

Confidentiality Claimed 
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Self-Diagnostics 

'! GTECH' - --

Texas lottery retailers, FSTs, and hotline operators will easily be able to 

monitor the Altura GT1200 through the terminal 's self-diagnostics and 

indicators that collect data on the operating status. 

Information provided to FSTs is extensive and can be accessed w ith a special 

debug (adapter) plug. Through the debug plug, diagnostics and internal 

status conditions can be initiated and observed by FSTs. The debug plug 

permits authorized FSTs to execute detailed diagnostic and calibration 

routines and set configuration parameters as required. This also prevents 

the possibility of unauthorized persons, even retailers themselves, from 

corrupting the terminal 's calibration and operational mode parameter 

settings. Debug plugs are distributed to properly trained and qualified 

personnel only. Critical diagnost ic and terminal parameters are also 

password-protected. 

Technicians and hotline operators can initiate and observe interna l 

status conditions remotely. We have selected the best combination of 

network-management tools to support your requirements and resol ve 

complex problem-determination situations. Our integrated Network 

Management System (NMS) tools will perform network and protocols 

monitoring, and events recording. These tools will also show the status 

of the network, including data communications, and the functioning of all 

network circuits on the system. Complete network-monitoring tools w ill 

be located at both the Primary Data Center (PDC) and the Backup Data 

Center (BOC). Our proposed NMS tool s include: 

Information Redacted 
§552 .101/ 466.022/ 552.139 
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In addit ion, GTECH Network management, opera tions staff at the DCA, and 

loca l operations staff w ill have access to the HP Software and Sol utions Suite 

to view the status of the network, specifica lly: 

Information Redacted 

§552.101/ 466.022/552.139 
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Initiating and Observing Terminal Diagnostics and Internal 
Status Conditions 

From the host, Le., the , it is possible to check each 
terminal 's existing peripheral status and faults. FSTs and hotline operators 

can observe remote diagnostics, including printer test, printer status, 
terminal status, communications status, and more. These tests may be used 
when the hotline is analyzing problems during telephone contact with the 
retailer. Based on privileges, hotline operators can initiate a soft reset of 
the terminal. 
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Memory and Storage 

Information Redacted 
§552.101/ 466.022/ 552 .139 

GTECH's Family of Terminals represents a major advance in terminal design, 

in which the software that operates the terminal and the development tools 

used to build applications are just as essential as the hardware itself. The 

technology that makes this possible is based upon a winning combination of 

the 

The that is 

readily upgradeable and downloadable to accommodate new application 

features. The , game 

enhancements, and additional features as required. The 

envi ron ment is designed to provide h igher-q uality software while minimizing 

the time required for developing new games and modifying existing ones. 

The Altura terminal supports the 

Embedded Linux distribution with the 

and incorporates Open Source 

. This OS has been 

proven to be reliable, stable, and extremely powerful. Due to its acceptance 

in the PC industry, extensive amounts of drivers for peripheral components 

are readily available. By basing the Altura terminal on Java and the Linux 

operating system, developers can choose from an extensive suite of off-the­

shelf tools and code libraries whose power and performance are driven by 

the Internet and the PC industry. 

Confidentiality Claimed 
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Sufficient Memory to Support Games 

GTECH" ---

The Altura GT1200 has sufficient memory to support at least sao concurrent 

Instant Games using up to five different bar code algorithms without an 

upgrade of terminal resources. 

Expandable Memory 
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E 

Self-Service Account Expansion 

Recruitment of corporate chain retailers is also a very important element in 

growing lottery sales and profits, especially in today 's economic climate. Our 

corporate retail team has proven experience in recruiting national chains and 

wi ll be a tremendous asset for the Texas lottery in this realm. 

GTECH's corporate retail development group has experience recruiting 

corporate account retailers at the state, regional, and national levels. We are 

actively recru iting major U.S. retail chains that do not currently sell lottery 

products. We are doing so directly and through trade and retail supplier 

base organizations. 

Our corporate retail marketing group is in discussions with top national 

drug, variety, and discount retailers. We meet with corporate decision makers 

to tell them about the benefits that selling lottery, including self-service 

terminals, can bring - how lottery products are popular and accepted 

consumer purchases that can provide substantial contributions to company 

profit margins. We also have retail trade association commitment in support 

of our dialogues with major chains that do not currently sell lottery products. 
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Acceptance at corporate and national leve ls paves the way for retail 
recruitment at state levels. For further details, please reference Section 8.2, 
Sales Management. 
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Player-Activated Self-Check Terminal 

Ticket-Scan - Ticket Checker: 
The Ultimate Consumer Protection Dev ice 

GTECH ---

We desig n our sol utions not simply to aid in increasing lottery sales, but to 

solve issues that arise from operating lotteries, such as ensuring security for 

players and retailers. For FY2009, Texas Lottery sa les were reported as $3.72 

bi llion. and almost $2.21 billion was awarded in prizes to TLC players. The TLC 

and GTECH both recognize the importance of provid ing a device that allows 

players to check if their On-Li ne and Instant Tickets are w inning tickets or not. 
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Figure 7.12 - 74: 
TLC-Branded Ticket-Scan Self-Check Terminal 

Easy to Place and Highly Visible: Leo 
sta nds next to the TlC-branded 
Ticket-Scan device that helps reduce lines 
at his store. 

GTECH introduced the first terminal peripheral to allow players to check 
the win status of On-Line Game tickets in the early 1990s. In 2003, we 

deployed Ticket-Scan, which a lso allowed players to check the win status 

of Instant Tickets. 

Figure 7.12 - 75: 
TLC Ticket-Scan 

Ensure Player Security: Players can 
easily and quickly see if their tickets are 
winners, without ever having to hand 
them to another person. 
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In the u.s. alone, players in 21 states, including Texas, benefit from the added 

security of our Ticket-Scan device (or its predecessor Express Point) to check 

the win status of their On- l ine Game tickets. Six of these lotteries, including 

Texas, also allow players to check the win status of Instant Tickets, and two 

more are in the process of adding this ability. 

Figure 7.12 -76: 
U.S. Lotteries Using GTECH's Ticket-Scan Ticket Checkers 

Lottery 

Arizona 

Ca lifornia 

District of Columbia 

Florida 

Georgia 

Illinois 

Kansas 

Kentucky 

Massachusetts 

Michigan 

Minnesota 
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Lottery 
On-Line Ticket Instant Ticket 

Checking Checking 

Missouri X 

New York X 

Oregon X X 

Rhode Island X X 

South Dakota X 

Texas X X 

Vi rginia X X 

Washington State X 

West Virginia X 

Wisconsin X 

"Did I Win?" More and more jurisdictions, including the TlC, acknowledge the value in 
terms of security and peace of mind that the Ticket-Scan offers to their players. 

Figure 7.12 - 77: 
Features and Benefits of GTECH's Ticket-Scan 

Feature Benefit to the Texas Lottery 

Unobstructive, yet visible Easy to place and easy to see 

Customized t rim kit Maintains and expands your brand identity 

Can be positioned up to 100 Reduces lines at the cash register 
feet from term inal 

Fast and easy to use Saves retailers and players time. Players 
don't have to wait in line, and retailers don't 
check nonwinning tickets 

Proven technology More than 131 ,000 Ticket-Scans and earlier 
generation Express Points are deployed 
around the world 
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With Ticket-Scan, players can check the win status of their own On-Line and 

Instant Tickets by simply passing the tickets under the red light beam of the 

Charge Coupled Device (CCD) bar code reader built into the unit. Scanning is 

quick and easy; players hear a beep when their ticket is successfully read, If 

the ticket is a winning ticket, the VFD will display Lottery-a pproved messages 

to indicate: winning ticket, nonwinning ticket, and the actual prize amount. 

(The TLC has elected to have the Ticket-Scan display prize amounts up $600, 

the maxi mum amount that retailers are allowed to pay.) The player then 

presents the w inning t icket to the retail er to collect the prize after the retailer 

performs the standard validation process. For prizes above the maximum 

amount payable by retailers, most lotteries ask to have the device display a 

message such as "Congratulations! Please claim at Lottery.H The Ticket-Scan 

can display a variety of messages of your choice. 
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Figure 7.12 - 78: 

Ticket-Scan Sample Messages 

Create a Wide Variety of Messages 
Up to 2 Rows of 20 Characters 

YOU ARE A WINNER! 

THANKS FOR SUPPORTING GOOD CAUSES! 

Another Way to Reach Players: Players will see a variety of messages when using o r 
wa lking by the TIcket-Scan. 

During a recent retailer survey, retailers expressed great interest in providing 

their customers self-service ticket checkers. Some felt that players would trust 

the machine more, and many hailed the device's labor- and time-saving qualities. 

"'{It's] an excellent tool that helps to reduce the overall lottery transaction time for the 
clerks and winners." 

- James Kuba la, Quik Trip Div ision Director 
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Based on the retailer's preferences, the Ticket-Scan device can be located at 

play stations or far enough away from the retailer terminal to minimize activity 

or traffic at the retailer counter. Ticket-Scan will help retailers cut down on lines, 

save time, and support player secu rity. The more customers that come in, get 

their tickets, confirm they have winning tickets, and collect their prizes, the 

greater sa les will be. 

Figure 7.12 - 79: 
Faith Salazar at Retailer # 483604 in Austin 

'The check a ticket is excellent! It gives 
customer reassurance on winning 
tickets. It is very helpful when the line is 
long and the customer can check the 
ticket themselves!" 

- Faith Salazar, Exxon Sales Staff 
Exxon 60117, 1100 West Parmer 
Lane, Austin 

With Ticket-Scan, TLC players will be ableto know with confidence iftheirticket 

is a winning ticket or not - before they present itforvalidation. Plus, Ticket-Scan 

will provide your players with the opportunity to sign their winning ti ckets 

before presenting them for validation - another best practice to ensure players 

collect their rightful winnings. 

Checking Instant Tickets 

Regarding the composition of bar codes that enable players to check 

the w in status of Instant Tickets, there are two approaches: One approach 

uses intellectual property held by another firm in the lottery industry. 

Our approach does not. Both approaches can also be configured to 

support keyless va lidation as noted previously in this section. GTECH has 

implemented both the GTECH approach and the approach promoted by 

our competitor. 
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Mobile Handheld Terminal 

GTECH's Mobile Handheld Terminal solution is a revolutionary product that 

will enable the TLCto sell games wherever players may be. Developed for use 

in select lottery markets for street vendor sales, our mobile technology will 

allow you to extend your points of access, thereby increasing revenues. 

Confidentiality Claimed 
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Interaction with Back-Office Systems 

Through Commercial Services, we can provide jurisdictions with the 

functionality required for terminal devices to interact with the back-office 

systems of retailers. Not only does this functionality allow for easier 

accounting of sales by store for larger retailer chain s, it has the potent ial 

of opening up other sales opportunities and sources of revenue. For example, 

w ith Polla Chilena, our customer in Chile, GTECH currently provides electronic 

bill-payment services, cellular phone top-ups, and domestic wire transfers 

at more than 700 terminals throughout Chile via GTECH's locally branded 

business Sencillito, which was named one of Chile's Superbrands earli er 

in 2008. 

GTECH has a number of solutions to accomplish this functionality. Each 

solution will vary by how the retailer is structured. Common to all the 

solutions is that we support integration with back-office systems of retailers 

via the retailer sales terminal using an alternate interface on the terminal and 

running either: 

A GTECH-deve loped and -maintained application that conforms 
to the retail er's integration standards, or 

An application embedded in our terminal that conforms to our 
terminal Software Developer's Kit (SDK) standards. 

Either solution can communicate in real time to and from the retailer's back 

office via an alternate network interface. 
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65.4 
Retailer Training Manual and Other Options for Training Retailers 

We understand that a well-trained retailer base is critical to the success of the 

Texas Lottery. Our Technology Training and Support Services (TTSS) staff, 

coupled with our training team in Texas, have the experience, skills, and 

tools to execute a training program and accompanying manuals that are 

unmatchable by our competitors. Our TTSS department, as a core function 

of GTECH Client Services, has roots in all client-facing organizations. TTSS 

develops training courses and documentation not only for TLC staff and 

retailers, but also for sales force, data center, call center, and field service 

operations. For a comprehensive understanding of our training staff and 

training manual development efforts please refer to Section 6.8, Training. 

Retailer Training Manuals 

The Texas Lottery will receive comprehensive training manuals that will 

ensure a seamless transition to the new system and for each 

terminal type accepted by the TLC. We will provide the training/ operational 

manuals on the correct use of the terminal as well as Texas Lottery retailer 

policies and procedures in both English and Spanish.Samplesofourretailer 

training manuals in English and Spanish are provided in Exhibit 3, Retailer 

Manual- English, and Exhibit 4, Retailer Manual- Spanish, both of which 

are located in the Exhibits Volume. 

Training Mode 

Ongoing training is equally critical to the success of the Texas Lottery and its 

retailers. Like many lotteries, the Texas Lottery experiences the high turnover 

rate of the convenience store industry firsthand. You need a lottery vendor 

that realizes retailer training plays a vital role in a Lottery's success. 

'The new equipmen t is incredible! I know it will help generate greater sales for agents! 
The class was very info rmative!" 

- New Jersey Lottery retailer Frank Ruposta, D&F Deli 

Texas Lottery retailers can rely on the Altura GT1200's training mode. The 

screen can be configured to change to a different background color from the 

active mode and display the words uTraining Mode~ across the screen, behind 

the buttons. While the terminal is in training mode, the status area of the 

screen clearly indicates training mode status. 
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In training mode, all training activity actually takes place on the online 

system. The ability to enter/exit into online training mode is controlled by 

the . A specia l function on the terminal allows a clerk 

to request that the terminal enter training mode. When the 

approves the request, the online training mode is activated for this 

terminal. Every action performed by the clerk is sent to the which 

records the activity in the System Log and labels it as a training transaction. 

Transactions are created and recorded on the 

the terminal enters or exits the training mode. 

each time 

In training mode, all training activity takes place on the 
online system. 

Training mode simulates all transactions allowed withou t updating 

production files, such as the winners file, etc. The training mode is always 

available and is updated prior to each new game start. In training mode, 

transactions that generate ticket facsimiles remove the game logo and 

replace it with "Void," "Demo," "Not for Sale," or equivalent. This message is 

printed with in the ticket body itsel f, not after the bar code, so that the retailer 

cannot cut off the bottom of the ticket and sell it to an unsuspecting player. 

Another securityfeatureofthe training mode is thatall serial numbers printed 

on training mode tickets contain a specia l t wo-d igit checksum that is 

calculated differently from normal tickets. Tickets produced in training mode 

wi ll use "XXX" in place of numbers representing play data. 

Help Screens 

The Altura GT1200 terminal also includes Help screens. These include 

frequently asked questions and answers. They also display contact phone 

numbers, should a retailer need to speak with someone concerning his or her 

equipment or account. 
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Figure 7.12 - 82: 
Sample Altura GT1200 Help Screen 

More Than Just Help: Retailers will see 
act ive videos showing them exactly how 
to tackle their terminal questions. 

Terminal Based Training - eLearning 

Not only will Texas Lottery retailers be able to access Help screens, they can 

also train new employees right in their stores. GTECH's eLearning course can 

be accessed right on the Altura GTl 200 terminal at the retailer's convenience. 

It's a proven and effective way for retail managers to train their newly hired 

sta ff, getting them up to speed quickly to start sell ing games. elearning is 

provided in both English and Spanish. 

The following screens show examples of how easy and user-friendly 

eLearning really is. 
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Figure 7.12 - 83: 
eLearning Makes Training a Cinch 

Remember, you can louch 
the coach to get help at any 
time during the course! 

TOUCh !he coach ncN/, 

HI, I an' t find a 
playsllp th ing to play 
my lottery game. I 

",>-,,~_ w.n' to play the one 
five numbers, but 

GTECH ---

Interactive Training: Training in the retailer's is made easy with our innovative elearning 
interactive training. 
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Figure 7.12 - 84: 
eLearning in Spanish 

LQue desea hacer? e Mosu., procedhnlento 

e TratNIJ,lr sin ayuda 

;:::;:::::===-

Comprehensive Training in Eng lish and Span ish: Classroom traini ng, ongoing training, 
and all user documentation will be provided in both English and Spanish. 

65.5 
Automated In-Counter Ticket Dispensing Unit (Specified Option) 

Per Amendment 20, the TLC removed Automated In-Counter Ticket 

Dispensing as a requirement of the RFP. As part of our terminal solution, we 

present our Instant Showcase ticket-dispensing unit later in this section, in 

Subsection 65.7, Specialty Terminals and Equipment (Invi ted Options). Please 

refer to that subsection for details on our Instant Showcase device. 
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65.6 
In·Lane Solutions Designed for Use in Multi-Lane Stores 
(Specified Option) 

As a Specified Option, we are pleased to offer the TlC our Lottery Inside 

solution for in lane play. 

Lottery Inside In-Lane Solution 

Increasing customer awareness and facilitating sa les are ever·present 

cha llenges to any lottery. One of the most efficient ways to increase the 

number of locat ions selling products is with GTECH's l ottery Inside. Lottery 

Inside is an innovative software so lution with a simplified set offeatures that 

does not require a conventional retailer l ottery terminal. Our in·lane sol ution 

allows retailers to sell Texas lottery tickets from their own POS device ­

generally the cash register. 

Figure 7.12 - 85: 
You Only Need Your Cash Register 

Keep It Simple: There's no need for a 
separate terminal or printer at the 
check·out lane with l ottery Inside, which 
uses a retailer's existing POS device to 
make selling TLC products quick and easy 
for players and clerks. 

This proven solution, invented by GTECH, was designed wi t h multilane 

retailers in mind. GTECH was the first to develop and deploy this solution on 

a large sca le, which we did more than fou r years ago in Tesco Supermarkets, 

the U.K.'s largest retail chain. 

More recently Pronosticos. our Lottery customer in Mexico, used the lottery 

Inside so lution to recruit three large retail chains that did not previously se ll 

lottery products. 
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Lottery Inside - Bringing Lottery to Chains in Mexico 

Beginning in May of 2008, 472 Soriana supermarket stores started selling 
Melate Quick Picks using the store POS and printer in more than 3,770 
checkout lanes. 

The next year, in June of 2009, Lottery Inside was introduced to 1,049 7-Eleven 
stores. Bringing all the convenience stores online took only three months from 
start to fin ish. Melate Quick Picks are sold through the store POS and printed 
on retai l paper. Prior to the introduction of Lottery Inside, 7-Eleven was not a 
lottery retailer in Mexico. 

In October 2009, Farma Pronto drugstores began selling Quick Picks through 
their stores' POS and printers. There are now more than 8 12 FarmaPronto 
stores selling Melate Quick Pick tickets in Mexico. 

The addition of these three chain retailers in Mexico added more than 5,600 
new lottery points of sale to Pronosticos's original base of 9,000 retai lers - a 60 
percent increase in distribution points. 

Figure 7.12 - 86: 
Ticket Printed on Retail Paper 

Quick and Easy: Printing lottery tickets 
on receipt paper eliminates the need fo r a 
separate, lottery-dedicated printer. 
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GTECH's lottery Inside solution offers three important benefits to the 

Texas lottery: 

- --

1. Brings Games To The Players: Pressed fo r time and looking for 
t he convenience of o ne-stop shopping, players are spending 
t heir money at larger, multilane chain retailers. l ottery Inside 
provides a cost-effective, re tai ler-friend ly way to provide lottery 
purchas ing opportunities to these playe rs during their checkout 
process. 

2. Opens New Distribution Channels Fast: The l ottery Inside 
integrated software solution is easy to insta ll and does not take 
up any space at the POS, making it ideal for attracting new retail 
cha ins and sell ing in all the checkout la nes in multilane 
environments. 

3. MakesAccounting Simple: Ticket sa les arecaptured as a standard 
UPC bar coded sale into t he reta iler's system, and accounting is 
done automatical ly, e liminating a major concern of large chain 
and multi lane retaile rs about accounting procedures. 

l ottery Inside wi ll make lottery eas ier fo r Texas clerks and players. Clerks can 

simply scan a bar coded Easy Play Card chosen by the player or press a Quick 

Pick button on their cash register. All sales are for the next available draw 

only. Other transactions, such as va lidat ions, are performed at the full ­

function l ottery terminal, typically located at the custo mer se rvice desk. This 
keeps the checkout line moving and makes fo r happy retailers. 

Why Quick Picks? 

Quick Picks are used because they can be purchased quick ly and won't slow 

down checkout lanes. Also, Quick Picks are the playe rs' preference fo r most 

lotto style games so the player is used to the sa les method and the lottery 

gets maximu m exposure to its best se lling games. 

Lottery Inside focuses on Quick Pick sa les. giving retailers access to a 

simplified set oflottery functions. Research shows that on average, 75 percent 

of jackpot game players ask for Quick Picks. The follOWing fi gure shows a 

sample of six jurisdictions. including Texas. and the percentage of Quick Picks 

sold for their multistate lotto game. 
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Figure 7.12 - 87: 

Players Prefer Quick Pick Multistate 
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In-lane PurchaSl!s: Players in multistate lottery jurisdictions conSistently demonstrate 
their preference for Quick Pick. 

Quick Pick (TLC Easy Play) Convenience 

For the TLC our offering uses Easy Play Cards. Easy Play Cards display the game 

and price point using colorful graphical cards printed on paper stock. They 

identify the game and the purchase amount for one or multiple Easy Plays. 

They contain a bar code that identifies the game and the purchase amount 

(number of boards), The following figure is an example of three Easy Play 

Cards. The backs contain inst ructions on how to play, along with winning 

information and the Lottery's Website address. 

As an alternative to Easy Play Cards, especially if there is a constraint on space 

for display, a more permanent set of bar codes can be kept by near the store 

POS on a laminated card o r key chain tab for easy se lection and scanning by 

the clerk. 
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Sample Easy Play Cards 
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Conve nient and Fun: The customer selects a preprinted card from a display at 
convenient locations within the store; upon checkout the cashier takes the card and 
sca ns the bar code. 
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As shown in the following pictures, Easy Play Cards can be merchandised in 

racks throughout the store or in hangers at the checkout lane next to the 

candy, gum, and other impulse purchase items. The POS device will recognize 

the bar codes of the designated cards, route the bar code information to the 

Lottery centra l system, and produce tickets for those games. 

Figure 7.12 - 89: 
Attracting Impulse Players 

Check Out Lane Placement: Placing the 
Easy Play Cards at the register spurs 
spontaneous buying. Easy Play Cards are 
scanned just like any other grocery item. 
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Figure7.12-90: 
Grab a Card and Head to the Checkout 

Attention-Getting Easy Play Cards: 
Players find Easy Play Cards a convenient 
alternative to filling out a play slip. 

Making it Simple! Making it Safe! 

Our solution bridges the two worlds of GTECH's lottery sales software, 

including SureLockno security technology and the retailers' existing pas, 
by taking advantage of the existing retail network. This gives retailers a 

streamlined lottery transaction-processing capability, simplifying their 

operations and reducing their lottery-related costs. With GTECH's lottery 

software integrated into the retail terminal, purchasing a Texas Lottery 

ticket becomes the same as buying any other item. 

Lottery Inside is based on a set of software modules that reside on 

Information Redacted GTECH's ) gateway platform. This platform 

§SS2.101/466.022/SS2.139 will inte rface with the Lottery 's central system and share a secure interaction, 

over the retailer's private network, with a software module that is installed 

on the store's existing POS. The following figure shows the flow of lottery 

information from the 

pas device. 
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Figure 7.12 - 91: 

Lottery Inside Flow Chart· Store Central Data Center 
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In lanePOS 

Lottery Inside Streamlines the Point ofSal8; Retailers can se ll lottery products without 
a separate termi nal, usi ng their existing retailer corporate network. 

Transactions are conducted using Payment Card Industry (PCI) level security 

based on the ISO 8583 financial protocol standard, together with patented 

GTECH Sure lock technology to ensure ticket security. GTECH also uses 

Standard (AES) technology to further secure the transactions. The gateway 

to the central system from the retailer's network is through our B2B solution. 

Players can cash in their winning tickets at any cashing lottery terminal­

typically located at the store's service desk. 

lottery Inside normally uses the retailer'S POS printer and receipt paper, but 

tickets can still be created in the same style and format as tickets printed on 

regular lottery terminals. Tickets printed this way have been well received by 

players. As of the fall of 2009, retailers in the U.K. and Mexico have produced 

271 million transactions on regular receipt paper with no significant security 

or operational issues. 
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Figure 7.12 - 92: 
A Regular Part of Your Player's Shopping Trip 

Just Like Any Other Item: The lottery 
purchase will be added to the customer's 
nonlottery purchases and shown on the 
same receipt, making sure there are no 
additional tasks for busy clerks. 

Not on ly does l ottery Inside make process ing transactions quick and efficient 

for the player and the clerk, it also simplifies store accou nting. Wi th our 

solution, the sa le ofTlC products is integrated into the retailer 's routine sales 

reports and on the cash register's sales receipt. 

It 's Quick and Ea sy 

Making a lottery purchase is simple with Lottery Inside: 

1. The player se lects an Easy Play Card and brings it to check out 
with other items. 

2. The clerk scans the UPC bar code of the Easy Play Card along 
w ith the other store items. 

3. The game appears on the receipt as all other line items, with a 
descr iption and price. 

4. The shopper can pay one bill for all purchases, including lottery 
items, or a split tender can be set up to separate lottery 
purchases from other store purchases. 

5. When the payment has gone through, the lottery ti cket is 
printed as a trailer ticket on to the store receipt and handed to 
the player 

Innovation from Within 

lottery Inside is a GTECH innovation. In September 2005, we implemented 
lottery Inside across the United Kingdom's largest multilane reta il cha in, Tesco. 
We also recently deployed this solution in Mexico, in the Soriana grocery store 
chain, Farma Pronto, and the 7-Eleven convenience store cha in. 
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The following figure compares the number of in-lane deployments by GTECH 

to those of our competitors. 

Figure 7.12 - 93: 

GTECH's In-lane Deployments Versus the Competition 
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GTECH Sci-Games Intralot 

Total 27,671 0 6,000 

• Tesco grocery chain in United Kingdom 
Vendor 

• Soriana grocery chain in Mexico 

• 7-Eleven convenience store chain in Mexico (installation complete in June 2009) 

• FarmaPronto drug store chain in Mexico 

• Supermarket lanes 

Multilane Opportunity Growth: l ottery Inside offers significant opportunities to grow 
your business with retailers that may not accept a conventional lottery terminal. 

Working directly wi th large retail chains has given us the insight required to 

create a so lution that is proven successfu l in these multilane environments. 

Making Lottery Fit 

Most large chain retailers face simi lar challenges when it comes to se lling 

lottery products in lane. The following figure shows Lottery Inside's solutions 

to those challenges. 
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Figure 7.12 - 94: 
Large Chain Store Challenges Solved! 

Challenge Solution 

Lines: Long lines deter lottery sales lottery products are simply another 
bar coded item that can be swiped 
quickly 

Labor: Having clerks perform too Swiping the bar code on an Easy Play 
many tasks slows down the checkout Card takes the same amount of time 
process and frustrates customers as swiping any other item 

Losses: l ong lines lead to increased Transactions are quick, so stores see 
costs and perceived poor customer increased profits and improved 
service customer satisfaction 

Lack of Integrated Accounting: Each sale of an On-Line lottery 
large multilane supermarkets are product is treated as just another 
unwil ling to implement special ized Stock Keeping Unit (SKU) item in the 
accounting procedures for lottery store; the sale is automatically 
products captured in the same manner 

High Clerk Turnover and Training: Each sa le of an On-Line Easy Play Card 
Add it ional training is required to is bar code-based, so clerk training is 
operate a separate terminal minimal 

Confidentiality Claimed 
Not released 
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Over the past four years, we have seen great success with an implementation 

of lottery Inside called Fastpay, which is deployed across 22,000 lanes in 

the Tesco grocery store chain in the United Kingdom. GTECH, along with its 

partners, Camelot and Tesco, developed Fastpay as a bar code-based solution 

that enables On-line Games to be purchased at every checkout lane across all 

stores with the simple swipe of a bar code. No additional hardware is required. 

Sales Jump in Britain with Lottery Inside 

live since September 2005, Tesco has seen £3 million per week in in-lane sa les. 
Stores offer Quick Pick and Fastpay at each lane and print t ickets on a normal 
POS receipt printer. Tesco and Camelot have seen a 26 percent initial increase 
and a 67 percent overall increase in sales through the added lanes since the 
deployment of this solution. 

Staying Ahead of the Trends 

lottery Inside is already a success, and we are excited about the future of this 

innovative product. But we won't stop there. We constantly strive to improve 

our products to ensure they meet the needs of an ever-changing market and 

that we are always one step ahead of tomorrow's trends. 

Our vis ion is to have lottery Inside expand the POS choices for On-line 

Games, so that the lottery can reach new consumers and improve ease of 

purchases for existing customers. Our goals are to keep it simple for the 

retailer and create a sense of excitement and one-stop shopping convenience 

for the player. 

Our future product road map includes bridging this new play experience with 

the Internet. Our concept would give consumers, who can remain anonymous 

with a bar code slip or key fob, more options for creating their own bar codes 

for games. They can also register their favorite w inning number selection at 

the Lottery's Website and tie it to this same bar code. This would personalize 

a player's gaming experience at the checkout lane when visiting these lottery 

Inside-enabled retailers. 
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65.7 
Specialty Terminals and Equipment (Invited Options) 

Multiple Solutions for Maximum Growth 

Driven bycontinual market research and morethan two decades of successful 

lottery deployments, GTECH lives by the maxim, uOne size does not fit aiL" 

That 's why we've developed the world 's largest and most diverse suite of 

self-service and specialty products in the industry today. 

GT·Mini Terminal - Powerful Technology in a Tiny Package 

Every retailer has different needs, particularly potential new retailers that 

are unfamiliar w ith traditional lottery equipment. That is why GTECH is 

proud to introduce the GT-Mini terminal as an Invited Option available at 

an additional charge. At just over one pound, the GT-Mini is the smallest­

footprint terminal in the industry, which will allow the TlC to expand into 

retail locations where counter space is at a premium. 

The GT-Mini is the smallest-footprint terminal in the 
industry. 

The GT-Mini is extremely compact, but it provides a[1 of the same functions 

and features (minus a play slip reader) as a full-size terminal, including: 

Sales (manual and Quick Pick). 

Validations. 
Provision for manual entry of play slips. 

Play it Again feature. 
Instant Ticket inventory. 

Ability to print on lottery-grade paper. 

Ticket-by-Ticket (TBD accounting. 

All retailer reports. 
LSR functions. 
FST functions. 

All of these functions are available in a terminal that measures just 8.27 inches 

long x 3.74 inches wide x 2.95 inches high - about the size of an average 

stapler! Because this machine is so sma[l, it will enable you to expand into 

stores where you currently do not have a presence. This terminal would be 

ideal for locations that are interested in selling primarily from sel f-service 

devices such as Family Dollar, Walgreens, Dollar General, and many more. 

Because the GT-Mini terminal provides an online solution for sma[1 niche 

businesses such gas station kiosks, it makes the perfect solution for expansion. 
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Building upon the Success of the GT-Mini Terminal in Texas 

The TLC and GTECH provided the GVTX-ASYNC to H-E-B, allowing for 47 gas 
kiosk locations to be recruited and installed. This opened the doors to 126 
more gas kiosks that sold Instant Games only. The footprint of the equipment 
met the space restraints of the small fuel kiosks, which otherwise would not 
have been selling Texas lottery products. 

Small kiosks add up to big sales. In 2008, GVT sa les in Texas amounted to $1.3 

million, and in 2009 there was an estimated $2.4 million in sales. 

Figure 7.12-96: 
The Retailer GT·Mini Terminal 

Convenience in the Palm of Your Hand: 
Small in size but big in value, our GT-Mini 
terminal validates Instant and On-line 
Tickets without taking up retailers' 
valuable counter space. 

By partnering with Ingenico, a worldwide transaction terminal company 

with more than 15 million payment terminals in live operation around the 

world, we were able to create this simple so lution for both se lling and cashing 

Instant and On-line Tickets. We combined Ingenico's small-footprint terminal 

with our secure lottery-tra nsaction processing software, creating a terminal 

that meets the needs of retailers in today's constantly changing lottery 

marketplace. We have deployed more than 24,000 specialty lottery terminals 

sim ilar to these with the Spanish lottery ONCE, and in Switzerland, Chile, 

Trinidad & Tobago, and Guatemala. 
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The GT-Mini terminal can be used for cashing tickets in a gas station or at the 

retail point of sa le. As an added benefit, it is also flexible and scalable enough 

to se ll On-Line Quick Picks - more convenience in the palm of you r hand!­

with just a simple printer connection. The addition of the AccuTherm 

Supreme printer wi ll allow the use of lottery-grade paper stock to print 

On-Line Tickets. It's the ideal solution for chain stores that may be willing to 

sell Lottery through self-service termina ls but don't have the counter space 

for full -sized online terminal. 

Figure 7.12 - 97: 
GT-Mini Terminal Features and Benefits 

Feature Benefit to the Texas Lottery 

Small footprint on retail countertop Allows retail expansion, because it 
takes up much less counter space 
than a traditional retailer terminal 

Self-service model for lottery sales Retailers spend more time focusing 
reduces lines, labor, and loss on their in-store sales and less time 

worrying about lottery 

Redemptions are convenient Players are likely to spend that cash 
on further lottery sales in the store 

Quick Pick functionality with the Gives retailers the option to sell 
addition of a lottery-grade printer selected lottery products at the point 

of sale 

The GT-Mi ni termina l is also the perfect complement to our se lf-service 

devices. For example, a retailer that uses GTECH's self-service equipment w ith 

the GT-Mini wouldn't need a full-service retailer terminal. Players can make 

their lottery purchases from the LVM and va lidate their winn ing ti ckets on the 

GT-Mini terminal. 

In short, the GT-Mini terminal is a win fo r the Lottery, the retailer, and 

the player: 

Lottery is avai lable in more locations. 
It al leviates concerns of traditional and nontraditional retailers 
associated with selling lottery, such as decreased counter space 
and increased labor, lines, and loss. 

It offers a low-cost va lidation solution for retailers that only sell 
via self-service. 
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Instant Showcase" 

Our Instant Showcase system is a clerk-operated, 20-game-capacity Instant 

Ticket dispensing device that connects to and is controlled through our 

state-of-the-art Altura GT1200 terminal. The in-store AccuTherm Ultra lottery 

printer prints reports. We are pleased to offer Instant Showcase to the Texas 
lottery as an Offered Option available at an additional charge. 

Retailers participating in recent pilot studies and those who have GTECH's 

Instant Showcase in their stores agree that it: 

Generates incremental sales. 
Decreases retail Instant Ticket shrink. 
Accurately tracks Instant Ticket inventory. 
Expands and optimizes the retail lotte ry network. 
Saves labor time via automated reporting to speed through end 
of shift\day reconciliation processes. 

Instant Showcase can be placed on top of the counter or in the counter. It's 

a sleek and efficient way for retailers to display and dispense Instant Tickets. 

Figure 7.12 - 98: 
The Instant Showcase Solution 

Showcase Chic Without the Shrink: 
Instant Showcase gives retailers the 
security they need to sell more 
Instant TIcketss. 
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Retailers are often plagued by ticket shrink, forcing them to carryfewergames 

than they or the l ottery wou ld prefer. Having a secure device to hold the 

t ickets greatly reduces this issue. 

The setup and operation of Instant Showcase is simple. Retail cle rks place 

activated ticket packs into the ticket display drawer and load them into 
the burster mechanism. Once locked inside the drawer, the ti ckets can be 

dispensed and tracked automatica lly. The retailer will a lways know what 

comes out of the machine and which clerk (through user identification) was 

logged into the system. 

Instant to Go· 24 

Instant To Go 24 is the world's best-selling ITVM that we will provide as an 

Invited Option, ava il able at an additional charge. 
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Figure 7.12 - 99: 
Showcasing the Lottery's Identity 

Attracting Customers: We always work 
with lotteries to ensure InstantTo Go 24 
showcases the lottery's brand identity 
and attracts customers. 

The Lottery, it s retailers, and its players w ill all see benefits from Instant To 

Go 24, because it was designed with players and retail ers in mind. 

The following figure describes someofthe features and benefits of the Instant 

To Go 24. 
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Figure 7 .12 -100: 
Features and Benefits of Instant To Go 24 

Feature Benefit to the Texas Lottery 

Our patented Quad Burster dispensing Flawlessly dispenses tickets to the player, ensuring 
mechanism customer satisfaction 

SmartLoad Plus: Retailers scan the bar code · Provides accurate ticket-pack loading and 
on the ticket pack to load games accounting 
GTECH preloads the machines with game · El iminates the first and most 
parameter information for all of your current time-consuming step for retailers, saving 
Instant Games them valuable time 

Expandability: The Instant To Go 24 can · Protects investment: Expands as needed as 
display and sell 16, 20, or 24 ticket facings demand increases 
and is expandable in less than an hour in the · Matches specific retail needs with optimal 
field machine capacity 

Connectivity: Retailers and the Lottery gain · Increases sales: 
real-time access to reports, along with six - TIcket bins are consistently full because 
different machine status alerts retailers know in advance, without 

physically checking the ITVM, if bins are low 
- The l ottery and its retailers can more 

effectively manage inventory levels 

Retailers appreciate the size of Instant To Go 24 - the smallest footprint 

fu ll-sca le ITVM available on the market today - which, compared to 

competitors' machines, uses less va luable retai l space. 

Retailers recently provided some general feedback on the benefits of Instant 

To Go 24: 

Drawers make it easy to load, instead of bins that pull out fo r 
side loading. 
Product 10 memory makes loading faster. 

Using the scanner helps, especia lly for taking reports . 

Customers like t he bright ticket displays. 

Faster printer for reports is great. 

They also voiced appreciation fo r t he fo llowing featu res: 

More game select ions. 

l arger cash boxes. 
Greater re liability; fewer t icket jams. 

One-shot featu re. 
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It is clear that retailers with the new Instant To Go 24 machines are seeing its 

many benefits and are happy with their devices. Other vendors with very few 

ITVMs deployed may make claims about the machines they propose and their 

projected performance in the future. But GTECH is the only company with a 

proven track record of designing, developing, manufacturing, deploying, and 

servicing se lf-service devices for 31 lottery jurisdictions worldwide. 

The lottery wi ll be confident that players and retailers alike are having 

positive experiences with Instant To Go 24 because it is the most successful 

ITVM in the industry. GTECH's unique JTVM is unmatched in head-to-head 

tests and features the industry's most reliable Instant Ticket-dispensi ng 

mechanism, the Quad Burster. 

Instant To Go 24 ..• the most successfullTVM in 
the industry. 

How Instant To Go 24 Works 

Players find Instant To Go 24 intuitive, convenient, and fast to operate. 

Retailers enjoy the way Instant To Go 24 reduces lines, labor, and loss, wh ile 

proving itself as an efficient sales and management tool for Instant Tickets. 

For the lottery, th is means that retailers will be happy to have these devices 

in their stores selling tickets and that players will enjoy playing - which equals 

increased returns to the Foundation School Fund. 

Instants To Go - Maximum Functionality 

Stimulates impulse purchases and promotes l ottery brand 
by displaying actual ticket facings in push-button windows. 

Quad Burster dispensing system dispenses tickets without 
tearing or damaging tickets. 

Ticket drawers make ticket loading easier, more efficient, 
and faster. 

The 14-gauge sheet metal cabinet and four-paint-locking 
system ensure ultimate security. 
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Purchasing Instant Tickets is an impulse. Much like a purchase from other 

types of vending machines, the product must "'grab" the customer's attention 

in order to be effective. Instant To Go is proven to capture the impulse 

purchase, as shown in the following figure. That's because we showcase each 

game by featuring an actual ticket facing in the large, brightly lit push-button 

windows and placetheticket prices in a bright large font price display window 

just beneath each game. Our ticket display is: 

Familiar to players. 

Fast and intuitive to use. 
Proven to delight players and sell more tickets. 

Retailers and Lottery management will have peace of mind that Instant To Go 

24 is always up and running because it is designed to be tamper-proof and 

reliable. Customer complaints - which can be freq ue nt for poorly designed 

vending machines - are greatly reduced with Instant To Go. Its proven 

performance frees retailers to focus on other business. 

Figure7.12-101: 

Instant To Go 24 - Designed with Players in Mind 

With InstantTo Go 24, 

players can see the actual 
product displayed and 
understand how to play 
the game even before they 
make a purchase. This 
allows the player to feel 
comfortable about their 
purchase and promotes 
increased play -
and increased sales. 

Enticing and Intuitive: Tickets are attractively displayed in a well-lit showcase; players 
have time to read the rules of the game, know how much the ticket costs, and will receive 
a cleanly cut ticket. 

Sales Terminals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -124-10 

7.12-185 



.. ' GTECH' ---

7.12 -186 

Players Like Push Buttons 

A test conducted by the Georgia lottery showed that GTECH's method for 
displaying and purchasing Instant Games via push-button ticket windows has 
a profoundly positive effect on the overall success of our self-service offering. 
Players found our push-buttons ticket window display extremely easy to 
understand and use. The end result of this lO-week test was that GTECH outsold 
the competitor's touch screen method by 46 percent. These results were audited 
and verified by the accounting firm KPMG. 

The TlC expends tremendous time and resources developing ticket designs 

and games that attract customers. Much of the va lue of that work is lost if 

the self-service product doesn't allow players and potential players see 

the designs. The large game displays of Instant To Go 24 ensure that each 

individual game is merchandised successfully and that the tTVM system is a 

profitable PQS solution. 

Instant To Go· 4 

The Instant To Go 4 incorporates the reliability of the Quad Burster 

and JCM bill acceptor series into a small device that may be pedestal­

mounted, wall-mounted, or secured on a countertop. This Invited 
Option, available at an additional charge, works well in venues where 

space is limited, such as restaurants, taverns, and newsstands. It is also an 

excellent solution for locations that may not have the foot traffic to 

support a full-scale vending machine. 

The TLC and its retailers will be able to offer self-service Instant Tickets 

without taking up the same amount of space required for a traditional 

ITVM with Instant To Go 4, a smaller version of our 24-bin ITVM. This is the 

only four-game ITVM on the market. 

Sales Terminals and Related System Sales Equipment 

DOCUMENT REDACTED BY TLC -124-10 

• • 



Figure 7.12-102: 
Big Sales in a Small Footprint 
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Instant To Go 4: The smallest ITVM on the 
market opens opportunities to deploy a 
ticket vending device in locations that 
may not otherwise consider selling 
lottery. 

The Rhode Island, New Hampshire. and Washington State lotteries have all 

found Instant To Go 4 to be a valuable asset in the drive for same-store sales 

growth and retailer recruitment. Rhode Island and Washington have focused 

their deployments on social spaces, while New Hampshire has concentrated 

on unconventional retail outlets. 

Instant To Go 2 

Instant To Go 2 is an eye-catching vending machine with a very small 

footprint, versatile mounting capability, and two-ticket capaci ty. This Invited 

Option, available at an additional charge, is the perfect so lution for selling 

Instant Tickets in small retail or social space environments - and it's available 

only from GTECH. 
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Figure7.12-103: 
Instant To Go 2 

How Instant To Go 2 Works 

Secure Instant Ticket Sales: Instant To 
Go 2 brings the Lottery's most popular 
Instant Games into nontraditional venues. 

Just plug in and play. instant To Go 2 increases the lottery's presence 

in restaurants, bars, cafes and retail locat ions too limited in space to 

accommodate large-scale ITVMs.lnstant To Go 2 provides players with 

effortless access to the lottery's top-selling Instant Games. By expanding 

the l ottery's presence into nontraditional venues, Instant To Go 2 taps 

into a new player base. 

Keno 

in the event the TlC decides to add keno to its online ga me portfo lio, with 

our industry experience and long tenure as the TlC's lottery operator, we 

stand ready to provide the Texas lottery with our: 

Proven technology. 

Reliable equipment. 
Extensive game library. 

Marketing experience. 
Retail distribution strategies. 

We offer keno products and services as an Offered Option available at an 

add it iona l charge. 
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7.12.1 
Installation, Relocation and Removal 

Table 67 
Installation, Relocation and Removal Response Requirements 

67.1 
Roles Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the rol es, responsibilities, and detail 

requirements indicated in this section. 

67.2 
Installation, Relocation and/or Removal Requirements 

Proper equipment placement and installation is critical to the success of 

the Texas Lottery. The sales and non-sales equipment in the retail environment 

puts the TLC 's brand image in the forefront of curren~ and prospective players' 

minds. Timely and efficient installation of new retailer equipment wi ll decrease 

the time it takes retailers to begin selling Lottery products which will , in turn, 

increase returns to the Foundation School Fund. With a retailer base as diverse 

and widespread as Texas: it is crucial that the people, processes, and tools 

involved are all specialized to the unique needs of the Texas Lottery. 

GTECH's Client Services Management Application ((SMA) is essential for 

efficiently and effectively managing and monitoring retailer calls, performing 

analysis, and dispatching Field Service Technicians (FSTs). National Response 

Center (NRC) Associates use CSMA to review each retailer's case history and 

to capture pertinent case information. 
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The Dispatch Engine (DE) - the scheduling application of CSMA - assigns the 

appropriate FST to each case. The DE constantly runs in the background to 

build an optimized schedule for FSTs as conditions change and as new cases 

are opened. In orderto ensure the right FST is dispatched to the right case at 

the right time, the DE: 

Proactively drives, manages, and monitors cases and FSTs. 

Is driven by decision factors, including equipment status and 
travel distance. 

Utilizes Sales Impact Analysis. 

Integrates the TLC's business rules. 
Reschedules in real time. 

While GTECH's Field Service Organization is tasked with the physical 

installation, relocation, and removal of Lottery equipment, it is the 

responsibility of all departments to ensure proper placement and 

efficient communication. 

Installation Procedure 

The following is a discussion of our steps for installing a new retailer. 

1. Determine Retailer Equipment 
During recruitment, lottery Sales Representatives (lSRs) and 
Corporate Account Representatives can initiate a site survey to 
identify what type of communications network and equipment 
is best for the particular retail location. Additionally, any city 
ordinances or other restrictions on merchandise placement can 
be identified and added to the retailer recruitment record. By 
gathering this information at the beginning of the recruitment 
process, allocations of equipment and materials can be made 
proactively by the field service team. Please see Section B.2, 

Sales Management and Business Development, for additional 
information on sales organization recruitment activities. 

2. Complete Installation Work Order 
GTECH will coord inate with the retailer for the date and time of 
the equipment delivery and installation. 

Info rmation Redacted 
§552.101/466.022/552.139 Once a retailer's application is approved by the TlC, requests for 

equipment and services for installation will be created using the 

7.12.1-2 

Installation Work Order Form, as discussed in Section 7.5, 
Retailer Management, and as shown in the following figure. 
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GTECH wi ll perform all aspects of setting up a new retailer, 
includ ing the following: 

Shipping, installing, and testing sa les terminals. 
Ordering, installing, and testing comm unications 
network access. 

Shipping and installing playstations. 
Shipping and installing Instant Ticket bins. 

The field serv ices manager and supervisors use the work order 
module to ma nage upcoming scheduled retailer installations. 
Searchable parameters allow output to be narrowed down by a 
number of criteria , facilitating detailed planning, as shown in 
the following figure . 

Confidentiality Claimed 
Not released 

3. Field Services Installation Scheduling 
By usi ng the results of the insta llation work order search,tickets 
w ill be created in the (SMA and placed in the queue for 
equipment insta llation. Thesample schedu le screen is shown in 
t he following figure. 
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6. Reporting 
To provide an in teg rated view of retailer activity, 

~' GTECK ---

maintains a real-time link to 
the fie ld service application. At any time, information on ticket 
status can be accessed through a single reporting interface. 
Please see Section 7.9, Reporting, for additional information 
on 

Relocation and/or Removal of Sales and 
Non-Sales Equipment 

GTECH wi ll relocate or remove sa les/validation and non-sales/va lidation lottery 

equipment in retail locations within three working days of notification by the 

Texas Lottery, unless the Texas Lottery shortens or extends the time requirement 

in certain circumstances. These tasks will be automated for the FST and 

accou ntability wi ll be handled by the CSMA, as described in Sect ion 7.13, Cal l 

Center Support. ThE Asset Management module will 

capture and record activity such as equipment insta llation, removal, or swa ps, 

as shown in the fo llowing figure. 
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Confidentiality Claimed 
Not released 

GTECH has met or exceeded every major TLC deadline to remove equipment. 

For example, we removed all equipment under a tight deadline when 

Albertsons abruptly dosed 30 stores. In fact. during the past five years. 

GTECH has performed 3,934 removals on schedule or ahead of schedule. 
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On Wednesday, July 29, 2009, in Tyler, Texas, FST Roger Jekot received calls 

from multiple retailers reporting that they were unable to connect to the 

Lottery network. AI121 retailers with th is problem were equipped with remote 

radio equipment from the same master radio tower. Realizing there may be 

an issue with the tower, Roger arrived to find it being torn down. The company 

that owned the tower where we leased space was moving to a new tower and 

had removed this location without notifying GTECH. 

The Solution 

Roger immediately notified his supervisor, John Rodriguez, and his manager, 

Hal Walker. After a series of calls to the tower owner, we had two options: we 

cou ld wait a week to be connected to the company's new tower, or shift all 

21 locations to individual satel lites, which wou ld require two people and 

take many hours for each location. The team estimated that it could get all 

locations converted in four days, and began prioritizing location shifts based 

on sales volume. Hal and John made arrangements for satellite equipment to 

be shipped from Irving to Tyler and to reallocate resources to the area to assist 

in the conversion. 

The Result 

By the end of the day the problem arose, Roger had already converted four 

locations. Two days later, on Friday, July 31, the group finished the job - a full 

day ahead of schedule. In less than three days, the GTECH FST team had all 

21 retailers back online and selling tickets as usual. We estimate that this 

extra effort saved the Lottery $120,000 in sales that would have otherwise 

been lost! 

Storage of Lottery Equipment 

Under certain circumstances (e.g., change of ownership, store remodels, 

equipment relocation or retailer additions/deletions, etc.), we will store Lottery 

equ ipment. Our 15 field service offices are strateg ically located in various 

regions throughout the state and have ample storage areas for relocated 

or removed sales/ validation and non·sales/validation equipment. 
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Maintenance and Repair 

Introduction 

In Texas, just because you know a retailer 's address doesn't mean you can 
always get there. Motorcycle rallies in Austin, Mardi Gras parades in Galveston, 

orthe Remember the Alamo weekend in San Antonio ca n interrupt the normal 

route to a lottery service call. During each of these events, the GTECH Field 

Service Technician (FST) already knows an alternate path to res ponding to the 

retailer's needs. 

For FSTs, it's not what's on the map, but the knowledge 
acquired that is most valuable. 

An FST often has to work around events longer than a weekend. Spring 

Break on South Padre Island, the State Fa ir in Dallas, the Houston livestock 

& Rodeo, and the Christmas Trail of lights in Austin can create traffic 

headaches for weeks. These things must be considered with FST schedules 

and coverage. For FSTs, it's not what's on the map, but the knowledge 
acquired that is most va luable. 

Also, there are the weather obstacles you must learn, prepare for, and deal 

with every yea r. from the ice and snow in Amarillo every winter to the spring 
ra ins that flood roads and even highways across the state. GTECH FSTs are 

familiar with the back roads and willing to do whatever it takes to ensure 

there are no de lays. They understand that a freaksandstorm in Fort Stockton 

or lightning strikes in San Angelo can create issues for terminals. and they 
are always ready for the unexpected. Finally. we can never forget hurricane 
evacuations or tornado warnings that are much more common than we 

would like them to be. 

Knowing Texas retailers doesn't end when you get to the location. You have 

to understand parking rest rictions at DFW airport, vehicle restrictions in 
Houston, or the schedule for the Bolivar Ferry to ensure you can arrive to 

your reta ilers on time. every time. As another example, to reach retailers near 
the new Cowboys' stadium or the Texa ns' field. you must know how to get 

there. park, and speak to the right person - knowledge the GTECH FST has 

already acquired. 

Maintenance and Repair 7.12.2 -1 
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Our team is comprised of professionals who are wil ling to go above and 

beyond for TlC retailers. To follow are just a few examples of how devoted 

our FSTs are to the lottery. 

Table 70 
Maintenance and Repair Response Requirements 

70.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilit ies, and detail 

requirements indicated in thi s section. 

70.2 
Maintenance and Repair of All Terminals and Related Equipment 

We propose an extensive service and maintenance program run by dedicated 

professionals. These professionals are trained to handle hotline calls and field 

service visi ts based on your specific retailer equipment. Many of them have 

nearly 18 years of experience working in the Texas environment. They serve 

close to 17,000 retailers, covering approximately 268,000 square miles, across 

multiple geographies. Covering this expansive area is a unique challenge, 

which we have met - and will continue to strive to exceed. Our Texas team 

has responded by driving 1,176,567 miles in 2009 alone, proving our 

capability to service all of the l ottery's retailers. 

To improve efficiency and performance in terms of the service we provide to 

your retailers, our new dispatch technology builds an optimized schedule for 

our FSTs. In other words, the dispatch engine automatically schedules the 

righ t FST to the right location at the right time. 

Our mission is to eliminate any downtime of your sales equipment. The 

following outlines our plan for the maintenance and repair of all terminals 

and related sales equipment: 

, . Design equipment that reduces, if not eliminates, downtime. 

2. Retailer visit procedures. 

3. Preventive Maintenance (PM). 

4. Shortest path to resolution. 

5. Proactive monitoring for chronic retailers. 

6. Proper staffing support. 

The features and benefits of our plan are presented in the following figure. 
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Figure7.12.2-1: 
GTECH's Preventive Maintenance and Repair Plan 

Feature Benefit to the Texas Lottery 

Sales equipment designed to last Our equipment is designed with fewer moving parts 
which increases its reliability 

Mean Service Time standards We've established standards for Mean Service Time, 
which enables us to monitor FSTs and ensure they 
spend the right amount of time with retailers 

"Full-service visit" completed each time FST FSTs uncover and resolve potential issues before they 
enters a retail location happen 

Cross-training of FSTs and Lottery Service Having multiple trusted resources for information 
Representatives (LSRs) and assistance improves retailer service and 

satisfaction 

Staffing plan that ensures adequate staff are We dispatch staff based on who can provide the 
always available quickest response time 

Integrated Client Services Management Our Dynamic Scheduling Engine manages field 
Application {(SMA) service activities to prevent delays in repair time and 

provide a single point of accountability 

Dependable Sales Equipment Design 

Our equipment maintenance plan begins with designing the most reliable 

equipment in the industry. Specifically, we design all of our equipment with 

a minimal number of moving parts, as moving parts have the most need for 

maintenance and repair. 

Example: The Altura" GT1200 Terminal 

One of the keys to reducing service calis is to provide a durable, 

reliable, efficient, and user-friendly Point-Of-Sale (POS) terminal. The Altura 

GTl 200 is GTECH's "next generation" Contact Image Sensor (ClS)-based 

terminal. It utilizes the latest technology while leveraging the field-proven 

Altura terminal platform, applications, and peripherals. The Altura GT1200 

sets a new standard for lottery play slip processing and ticket validation and 

positions the GTECH family of Altura terminals as our primary terminal 

offering for years to come. 

Maintenance and Repair 7.12.2 - 3 
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The Altura GT1200 touch screen employs robust and reliable technologies. 

The Liquid Crystal Display (LCD) provides crisp images and rich colors, 

and uses Light Emitting Diodes (LEOs) which have a longer life than other 

technologies. By offering dual-LED illumination for the CIS and an ultrafast 

transport, this terminal quickly and reliably recognizes, decodes, and 

processes play slips of all types, simply and accurately. The Altura GT1200 

includes a modular design that facilitates ease of repair; FSTs need only repair 

the component of concern and get the retailer selling tickets quickly. 

Retail Visit Procedures - Complete Sales Equipment Check 

Whenever an FST is dispatched to a retail location, his or her first job is to 

solve the problem that initiated the call. Once this issue is resolved to the 

retailer's satisfaction, the FST then undertakes a thorough "full-service visit" 

by performing PM procedures for all sales equipment at that location. In fact, 

FSTs complete a full-service visit, which includes PM, during each visit. 

Figure 7.12.2 - 2: 
Full-Service Visit Tasks 

Task Peliormed 

Speak with retailer to assess all issues Y., 

Complete all repairs Y., 

Provide training on how the retailer could fix and/or prevent Ye, 
future service calls for the same trouble, if applicable 

Quality check the exterior of the terminal, printer, and all Y., 
peripherals 

Verify that all terminals and related components are operating Ye, 
properly 

Verify that all electronic POS messages are correct and current Y., 

Check supply levels Y., 

Speak with retailer to see if all needs have been met Ye, 

Maintenance and Repair 
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Based on technology improvements since the introduction of our ISYS· 

retailer terminal and related equipment, coupled with historical data, we have 

developed a low-impact quality check program that will reduce disruptions 

and ensure all points of sale are running optimally. 

Preventive Maintenance 

Our contemporary line of sales equipment requires much less maintenance, 

if any at all. PM now consists of a simple, routine cleaning and quality check. 

Cross-Training and PM 

LSRs are cross-trained to recognize equipment problems. Cross-training 

provides an additional resource to maintain all sales equipment. An LSR 

visits each retailer every two weeks and, while there, ensures all equipment 

is working properly. For any equipment that needs attention, the LSR calls 

the National Response Center (NRC) and places a service request. When 

the FST arrives, he or she will troubleshoot the problem identified and 

then undertake a "full-service- PM visit on all sales equipment. Then, the 

FST will close the case with the correct resolution and notes included. 

Preventive Maintenance will be scheduled for every FST retailer service visit. 

All maintenance information will be retained and available for 24 months to 

be reviewed by the TLC upon request. 

Maintenance and Repair 7.12.2-5 
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Average (Mean) Service Time 

Spending the right amount of time with a retailer is integral to PM. GTECH ......... 

ensures this happens by measuring, monitoring, and controlling the time 

FSTs spend performing maintenance and repair work. The following table 

illustrates the time our FSTs are expected to spend performing common tasks. 

Please note that times indicated (except power cycle/ terminal reset) do not 

include time to boot/reboot/sign on the terminal, and successive-level 

service times are cumulative. 

Figure 7.12.2 - 3: 
Estimated Service Times 

Time (in minutes) 
Requirement 

Retailer FST/LSR Depot 

Clean exterior < I < I <I 

Replace filter element <3 <3 < 3 

Reset power cycle or terminal <3 <3 < 3 

Clean interior n/. <S < 3 

Replace terminal n/a d n/a 

Replace Liquid Crystal Display (LCD) n/a <3 < 3 
subassembly 

Replace motherboard enclosure n/a <2 <2 

Replace LCD subassembly n/a n/a <IS 
components 

Replace Double Data Rate 2 n/. <2 < 2 
(DDR2), Compact FI.sh (CF) or 
daughter boards 

Replace motherboard n/. n/. < IS 

Replace power supply n/. <3 < 3 

Replace enclosure fan n/. < 2 < 2 

Replace LCD backlight n/a n/a < 2 

Replace CIS reader n/a <2 <2 

7.12.2-6 Maintenance and Repair 
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The NRC works in concert with the Field Service Organization to protect the 

Texas Lottery 's revenue stream. When calls are received for retailer assistance, 

Texas-trained expert Call Center associates use the GTECH News Information 

Expertise (GNIE) knowledge management system, with detailed product and 

equipment information as well as specific troubleshooting steps for all known 

equipment issues. Byemploying the NRC associates as the first line of defense, 

call resolution decreases from hours or days to mere minutes, making for 

happy retailers and happy players. In 2009, NRC associates resolved 67.57 

percent of all retailer service calls without the need to dispatch an FST. The 

following figure depicts GTECH's efficient Field Service Work Flow cycle. 

Figure 7.12.2 - 4: 

Field Service Work Flow Cycle 

Information Redacted 
§552.101/ 466.022/552 .139 

alensGTKH 
Field Service Technician (FST) 

FST records work done .. "LI.~ ~1~;;FS;;T;;';;"Ne<;;;;;;";;";;~;;; I;;";;';;nd;;;:'J - II GTECH FST RHponds I performs service --. _ 

GTICH I returns data metrics, 
gatherea Dy t I ~ to home office 

Service Management Tool gathers and records 
information and prodoces service metrics repons 

Shortest Path to Resolution:To save retaile rs time, improve efficiency, and minimize the 
risk o f erro r, GTECH employs a technology-enabled workflow cycle. 
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When a call cannot be resol ved by an NRC associate, it is routed to the 

Client Services Management Application (CSMA) to dispatch the proper 

FST at the right time. The Dynamic Scheduling Engine is the backbone of the 

Client Service Management application. As NRC associates enter repair tickets 

in to the queue, the CSMA analyzes a number of factors, including assigned 

severity level, issue type, and current location ofFSTs on call before scheduling 

for dispatch. As additional calls are placed and requests for dispatch made, 

the Dynamic Scheduling engine continually analyzes these factors and 

modifies field service dispatch accordingly. In this way, retailer issues are 

addressed according to predefined levels of severity and potential impact 

to Lottery sales. 

Access to field service call metrics, including individual retailer call 

history through 

, allows the insight necessary to further refine the 

dispatch logic and monitor and report on service levels. 

Proactive Monitoring for Chronic Retailers 

Continuously reviewing and monitoring reta iler performance is a major 

element of our plan. It is conducted usi ng integrated field service data through 

GTECH's ,detai led in Section 7.9, Reporting. Our 

treatment and prevention of chronic issues occurring at retail locations is 

provided later in this section, in response to Table 70, Subsection 70.4, 

Resolution of Chronic Equipment Problems. 

Proper Staffing Support 

Our FSTs are trained to have the knowledge and equipment necessary to 

replace any GTECH-provided or serviced equipment. In addition to providing 

an efficient maintenance and repair program, our FSTs tailor their routine to 

business circumstances at each location to reduce the potential for disruption 

in retailer operations. GTECH will replace a retailer's Lottery equipment when 

required and in a transparent manner. We will strive to eliminate a loss of 

revenue or time when replacing Lottery equipment. Our FSTs are trained to 

minimize their impact on the retailer's environment, staying out of the way so 

they can take care of not only se lling Lottery products but also their other 

products. Our field service staffing support is outlined in detail the next 

Subsection, 70.3, Repair Functions and Location of Staff. 

Maintenanc:e and Repair 
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70.3 
Repair Functions and Location of Staff 

The Texas lottery will be well prepared for future growth as a result of 
GTECH's careful selection of locations for its staff. We analyzed demographic, 

retail. technology, and economic trend data to determine the most optimal 
locations for our field service offices. The 15 locations and the numbers of 

FSTs deployed are shown in the following figures. 

Figure 7.12.2 - 5: 

Repair Staff Locations 

.­
• 

• No<th 
• South 

McAllen: 

The Right Staffing Levels in the Right Locations: With a state the size as Texas, it is 
critical to have the right staffing levels in the right locations to provide the level of 
service required. 

Maintenance and Repair 1.12.2 - 9 
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Figure7.12.2-6: 
Staffing Levels by Location 

Location Staffing 

Austin 5 

Houston East 6 

Houston Southwest 6 
Houston Northwest 

7 

McAllen 3 

San Antonio 6 

Victoria 2 

Corpus Christi 2 

Dallas North 6 
Dallas South 

6 

Forth Worth 5 

Tyler 6 

Waco 3 

Abilene 5 

Lubbock 3 

EI Paso 2 

Strategic Staffing Locations and Levels: The Texas Lottery will be well prepared for 
future growth as a result of GTECH's staffing of locations. 

High-volume retailers wi ll receive the service they expect because we located 

our field service offices near them, We also increased the overall number 

of FSTs to improve responsiveness to high-volume retai lers and position 

the TlC for the coming impact of wi reless technology on retailers. We 

will continuously monitor the overall effectiveness of staff levels. making 

adjustments to maintain the highest quality of service. 

Maintenance and Repair 
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Resourcefulness and Quick Thinking Get the Job Done 

On Saturday, September 13, 2008, Texas felt the wrath of Ike, the third most 
destructive hurricane ever to make U.S. landfall. Houston was hit especially 
hard and 4,600 lottery retailers lost communication to the Lottery gaming 
system. GTECH's dedicated and focused Texas field service team quickly 
regrouped and effectively executed the daunting task of getting the down 
retailers up and running again. 

By Wednesday, September 17th, although their homes did not have power, 
nearly all FSTs were back working in the Houston area. In the state of chaos 
that Ike created, GTECH employees understood the importance for customers 
to regain a sense of normalcy, and to many that was the abil ity to purchase a 
lottery ticket for a chance at fortune. 

Help w as recruited from other areas but there were no hotels in driving 
distance with vacancy. Senior Field Service Manager Hal Walker, with some 
quick thinking, found two rental trailers in Louisiana that slept fOUT people 
each. A new problem arose when it was realized that GTECH 's warehouse lease 
stated no living quarters could be placed on the premises. All campgrounds 
were full and the situation looked bleak until Robert Gouner. the Texas South 
Field Service Supervisor, offered his backyard for the trailers. Robert's home 
was in Baytown on the opposite side of Houston from the GTECH facility, so he 
graciously offered up his garage as a satellite warehouse and his kitchen table 
as the control center. This created a two-prong approach to our recovery, 
which lasted more than a month, 

In only one week. the number of locations unable to 
sell was decreased from 4,600 to 1,503. 

In only one week, the number of locations unable to sell was decreased from 
4,600 to 1,503. The remaining down retailers faced unique problems, anywhere 
from missing equipment to rain-soaked terminals. By October 4, three weeks 
after Ike's fury, 4342 of the 4600 impacted locations were up and selling Lottery 
products as the Houston area returned to semi-normalcy. 

The Texas FSTs knew they had a job to do and performed it to the highest 
standard while facing the toughest of Circumstances. Dedication to their job, 
colleagues, and especially the retailers they serve made this response as 
effective as it was. 

7.12.2 -11 
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The Team You Know and Trust 

Our philosophy as an organization has always been and will continue to 

be to put the customer first. Since GTECH has been your vendor for many 

years, you and your retailers can have confidence in its current field service 

personnel - the people they call when they need help. GTECH Field Services 

knows you, your retailers, and your equipment. They will be ready on day one 

of the new contract to continue to provide top-quality service. A significant 

benefit to having GTECH continue as your vendor is that there is no need to 

start over, hire a new staff, and train them from day one - in other words, to 

start the learning curve all over again. 

Art Campbell, Hardware Trainer 

Warren A. "Art" Campbell is one of our hardware trainers, and conducts expert 

training for the maintenance and repair teams in the GTECH Technical 

Training and Support Services (TTSS) department. From 1972 to 1978, Art was 

in the United States Marine Corps, where he learned electronics and worked 

on fire control radars in the F4 Phantom fighter aircraft. After his tour of duty, 

Art worked at Hughes Aircraft Company in Southern California for 10 years 

as a senior test technician working on various ground-based radar systems 

and high-frequency communications systems. 

Following his unfortunate layoff from Hughes Aircraft Company (along with 

700 other Hughes employees), he pursued his interest in general aviation 

and became a commercial pilot and a Certified Flight Instructor (CFI) as well 

as a licensed Airframe and Power plant (A&P) mechanic. After running his 

own avionics business for six years and spending four years as an avionics 

manufacturing engineer at Gulfstream Aerospace, Art was hired by Hughes 

Network Systems as a technical training engineer for the Hughes satellite 

communications system. There, he spent several years, including a year and 

a half at its European Network Operations Center (NOC) in Germany. 

Art came to work for GTECH in 2002 as a GTECH NOC operator. He assisted 

with the management of the NOe service desk and transferred to the GTECH 

TTSS department in 2005. Art trains domestic and international GTECH 

customers on all of the GTECH POS terminals and the Very Small Aperture 

Terminal (VSAT) communications system. 

Maintenance and Repair 
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Texas Depot Repair Facility 

The FSTs will send all swapped equipment to the closest Texas 

depot/ screening facility, where it will be examined to verify the reported 

problem. The local screening associates will clean, adjust, and provide minor 

repairs on problem devices. If tested successfully, the eq uipment can be 

returned to the field for installation. Defective components requiring repairs 

that are more extensive will be sent to our Regional Repair Facility or back to 

the Original Equ ipment Manufacturer (OEM) for repair. 

Regional Repair Facility 

To support our FSTs, we created the Rhode Island Regional Repair Facility 

(RRF), staffed with qualified repair technician s, to perform intricate repairs 

that would intrude upon business if done at the retail location. 

The RRF wi ll perform a detailed exam ination and the required service and/or 

repair on the defective devices before returning them to the local screening 

operation. The RRF is a contemporary repair and reconditioning facility 

equipped with extensive testing and diagnostic equipment. 

A rigorous repair and Quality Control (OC) process is in place at GTECH's 

RRF. Every piece of equipment rec~iv~d undergo~s a syst~matic diagnostic­

and-repair process followed by a QC test before being returned to the field. 

In addition, to ensure that terminal uptime and retailer satisfaction are 

maximized at all times, our repair process includes constant communication 

between the RRF and field service management regarding the quality of the 

work being performed by the FSTs in the field. This communication allows 

the manager to do any remedial training in the necessary service area. 

Maintenance and Repair 7.12.2-13 
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Figure 7.12.2 - 7: 
The Rhode Island RRF Team 

The RRF Management Team: [Front Row, 
l -RJ Mario Travassos, Janice Sarracino, 
Presley Burnett, [Back Row, l-RJl opphay 
Phomarath, Donovan Brown. 

Field Service Engineering - Worldwide Experience 

The Field Service Engineering (FSE) team supports every GTECH customer and 

consists of three members with 58 years of collective GTECH experience. In 

2009, FSE provided service to 35 international and 32 domestic sites, supporting 

30 project efforts and more than 900 field support requests. FSE also 

represented field service on numerous product development/enhancement 

teams and participated in various field service improvement initiatives, 

bringing yet another level of knowledge and experience to GTECH's Field 

Service Organization. GTECH brings this worldwide field service experience for 

support of the TlC. 

Stephen Pratt 

Stephen manages the FSE group. He joined GTECH more than 12 years ago as 

a product manager. Before becoming the Director of Field Service Engineering, 

he held various roles in product management. product development, and 

communications. Stephen graduated with a B.S. in mechanical engineering 

from Boston University and worked nine years as a test engineer and program 

manager for the Department of the Navy. 

Maintenance and Repair 
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Dan Mancini 

Dan is a senior member of the FSE group. Dan graduated with a B.S. in 

electrical engineering technology from Roger Williams Univers ity and has 

worked for GTECH for more than 20 years. Before joining the FSE group, Dan 

held various roles in product development and field services. 

Herman Avila 

Herman Avila is a senior member of the FSE group. Herman has an Associate's 

degree from RISE Institute of Technology and has worked for GTECH for more 

26years. Beforejoining the FSE group, Herman held various roles in sustaining 

engineering, manufacturing test engineering, and manufacturing. 

Principles of the Quality Process 

We developed a Quality Process that is applied to all equipment, retailers, 

and lottery customers. Because of this process, every GTECH FST is prepared 

to walk into a retail location and repair all equipment, provide any necessary 

training, and answer retailer questions. 

No system is complete, regardless of how adva nced its technology, w ithout 

the right complement of qualified, experienced personnel to manage it. Our 

vice president of client services, along w ith the four directors overseeing 

call centers, field service, data centers, and network communications, 

have more than 100 years experience with GTECH providing service to our 

lottery customers. Our 1 ADO-member army of U. S.-based operations and 

services personnel has a level of experience unmatched in our industry. This 

combination of proven experience and advanced technology is critical 

to helping our lottery customers achieve our mutual goals. 

The five principles of the Quality Process are briefly described next. 
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Field Service Standards 

The GTECH Field Service Standards outline. in detail, every responsibility 

associated with the service technician's position, stressing the responsibilities 

associated with the retailer. The standards clarify all service requirements 

for the service technician's performance in the field, including all procedures for 

performing service visits and integrated quality/ safety checks on each piece 

of equipment serviced by GTECH. Our standards include scripts for the service 

technicians to follow when working with the retailers, Lottery staff, dispatchers, 

and communications personnel. These standards ensure that every service 

technician is prepared to provide the highest level of service consistently across 

your retailer base, regardless of the type of equipment serviced. 

Performance Levels and Expectations 

After the Field Service Standards were clearly established, we built expected 

levels of performance for all personnel within the service organization. This 

important aspect ensures we have adequate in-state staff who are properly 

equipped to respond to all service calls in a timely manner. GTECH's field Quality 

Process relies on the continuous improvements we have in place for terminal 

engineering and repair staff management. Since service technicians perform at 

an optimal level, we can ensure that our work force is fully utilized and efficient. 

maximizing terminal uptime to increase Lottery revenue. 

Staffing Levels and Performance Measurement 

The GTECH field service program provides a single point of accountability, 

including the wireless network, preventing delays in repair time. GTECH is 

the only vendor that has adopted this approach, which we have implemented 

successfully for morethan 1 S years. Our Field Service Organization has developed 

standard repair times for our terminals and related equipment. All repair times 

are based on our experience with this equipment in other jurisdictions. We use 

these standards to help us enhance our service delivery and to help determine 

proper staffing requirements. Performance measurements are determined by the 

FST's number of service calls, contractual requirements, and installations/ 

removals along with their geographical coverage area. 
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As required, we wi ll resolve all terminal and related sales equipment problems 

and return the equipment to service within four (4) hours as required under RFP 

Section 3.61.7, Failure to Resolve Terminal and Related Sales Equipment 

Problems. We will maintain all terminals and related sales equipment seven (7) 

days a week, 365 days a year. 

All non-sales and/or non-validation equipment problems will be resolved and 

the equipment returned to service within three (3) days of notification as 

required under RFP Section 3.60.45, Failure to Resolve a Lottery Non-Sales 

and/or Val idation Equipment Problem within the Specified Timeframe. 

This analysis is ongoing, as our local field service management team 

consta ntly reviews statistics and trends to ensure we have optimum service 

technician staffing levels. They measure the performance of each staff 

member, providing guidance and feedback to meet the goal of continual 

improvement. The priority is not only to be efficient but also to have proper 

staffing levels to support the Lottery's day-to-day business as well as busy 

times during high jackpots. 

Corporate Field Service Support 

In efforts to continue to improve field service operati ons, GTECH w ill 

review and modify as necessary the areas that need development. We strive 

cont inually to en hance our service to you to ensure you r success. GTECH 

corporate field service employees, w ith ample lottery and lottery vendor 

experience, w ill support GTECH Texas field service staff. 

Our FSE department provides assistance if equipment concerns arise in the 

field. They provide vigi lant testing, research, and historical data to quickly 

determine and resolve any new concerns. Once the resolution is determined, 

FSE communicates this concern in a Field Service Bulletin (FSB) to the ent ire 

field service organization. This ensures that all GTECH sites correct the 

concern prior to it becoming an issue. FSE provides another level of support, 

knowledge, and experience. 
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Field Service Community 

The logistics to support the Lottery extend beyond the borders of Texas to 

our nationwide field services community. We conduct field service operations 

for 25 U.S. lotteries; this has created a knowledge base shared among 

more than 600 field service professionals covering a 25-year history. Our 

field service operations in five nearby states - Florida, Missouri, Kentucky, 

Kansas, and Arizona - are available to provide backup support to our Texas 

Lottery staff. 

70.4 
Resolution of Chronic Equipment Problems 

Chronic issues are symptomatic of an underlying problem. Identifying 

the patterns that indicate chronic issues, analyzing these trends, performing 

root cause analysis, and providing solutions to prevent recurrence of 

these issues in the future is at the heart of GTECH's Incident and Problem 

Management Process. The process is discussed more thoroughly in Section 

6.4, Service Management. 

As it relates to ensuring Texas Lottery retailers are functioning at optimal 

leve ls to maximize returns to the Foundation School Fund, it is imperative 

that Single or even mUltiple occurrences of a problem in the field do not turn 

into a chronic issue at the individual reta iler level or across the state. Bringing 

together the appropriate technologies and people to manage issues in the 

field allows for a proactive approach. This ensures that what may start as a 

few calls from retai lers doesn't become a widespread problem. 

A chronic problem is defined as "four or more service calls for any reason in 

a consecutive gO-day period.n GTECH wi ll establish a more stringent threshold 

of three ca lls in a gO-day period to begin monitoring and escalate emerging 

chronic problems for prompt resolution and followup. At the sole request of 

the Lottery, and if we have not already done so, we will promptly remove 

equipment w ith chronic problems and provide new equipment. 
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Chron ic Retailer Review by the NRC 

The following is the NRC's process flow for dealing with chronic retailers. 

1. A message window will alert the NRC associate of the 
retailer's status at the beginning of the call. This message wi ll 
stay up for approximately 15-20 seconds, and then will fade 
away automatically. 

2. During each retailer call, the NRC associate reviews the retailer 
history to determine how many times the retailer has called for 
the same issue in a 30-day period. 

3. The associate attempts troubleshooting steps, according to the 
information found in the appropriate knowledge base article. 
This will happen for every call, regard less if it is the first, second, 
or third call. 

4. At the end of the call , but prior to di spatching or closing a case, 
the NRC associate will identify whether the call was the first, 
second, or third ca ll for the reason/issue in a 30-day period and 
will include a notation in his/ her case notes. 

S. Regardless of whether the case is di spatched or not, if it is the 
third ca ll in 30 days for the same reason code, the call is also 
forwarded to our Technical Call Center Associates (TC(A) for 
escalation. The TCCA then works with t he field service 
leadership team to give visibility and attention to this issue. 

6. The retailer will be contacted and monitored by the NRC after 
the equipment swap to ensure the chronic issues are eliminated. 

Chronic Retailer Review by Field Services 

As part of every dispatch through the (SMA, FSTs will be alerted if the reta iler 

has been designated as a chronic retailer, that is, one experiencing a chronic 

problem, as defined previously. Providing this information on every chronic 

retailer call gives FSTs t he history and knowledge necessary to take 
appropriate action. 
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Confidentiality Claimed 
Not released 

Chronic Retailer Reporting and Monitoring in 

Information Redacted The introduction of field service data into the 
§552.101/466.022/552.139 enables a level of visibility into recurring issues at levels never before possible. 

Using the threshold of three retailer calls during a 90-day period, exception 

reports can be created in to alert field service, call center, and sales force 

organizations to potential issues in the field. 
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By reviewing field service call trends, including chronic issue analysis, by 

geography, terminal type, location type, or a multitude of other criteria, 

GTECH management can proactively monitor issues in their infancy and 

implement corrective action before they become widespread problems. On Iy 

through systematic analysis of the data can trends be identified and proper 

solutions implemented. 

Chronic Retailer Information on 

By incorporating the chronic retailer reporting into LSRs will have access 

to reta iler*specific call history and detail for designated chronic retailers 

through the GTECH ). As L5Rs 

visi t retailers on a two-week cycle, they will be fully informed of current or 

recent equipment problems the retailer may be facing. Thus, they may assist 

in identifying the root cause of the issues or gain greater insight into the 

issues through their relationship with the retailer. 

70.5 
Remote Monitoring of Equipment 

The ability to monitor all reta iler equipment remotely is critical to ensuring 

the highest availability to your retail network. Our system monitors your 

deployed retailer sales equipment and can send notifications via email, text 

messages, and pages allowing appropriate action to betaken. All monitoring 

information gathered from the retailer equipment is stored for historical 

reporting and analytics. 

Critical faults reported on the Event Log will 
enable automation software to send fault notifications 
to appropriate GTECH and TLC personnel. 

Through our nearly 35 years of online lottery experience, we have 

continually improved the capability of our systems to monitor the retailer 

terminal and other sales equipment. Utilizing the retailer sales terminal and 

the Lottery Gaming System, a complete solution for capturing equipment 

malfunctions and monitoring the system for failures is built in, ensuring 

proper operational functionality. 

Equipment fault and diagnostic information is logged in the 

, appropriate alerts are generated, and using the comprehensive 

reporting capabilities within GTECH and the TLC are able to take action 

based on a variety offaults and other statistics. Critical faults will be reported 

on the ) enabling automation software to send fault 

notifications to appropriate GTECH and TLC personnel. 
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Information Redacted 
§552.101/ 466.022/552.139 

Advanced analytics are possible because the data is delivered to the 

Data Warehouse, which allows monitoring of the entire retailer network. 

Through this monitoring, GTECH staff will be able to look for any trends in 

faults throughout the terminal network to identify potential problems. 

A variety of critical and non-critical information will be captured, such as 

printer faults, paper jams, reader faults, and CPU temperature. Critical 

information and faults will be gathered and transmitted to the central system 

appraximatelyeveryfive minutes. Non-critical information and general status 

afthe terminal will be transmitted approximately every hour. The terminal 

fault and status information will be logged in the and subsequently be 

available in the data warehouse for monitoring and analysis. Through 

the transactional reports in terminal faults can be analyzed ta loak far 

trends in problems in the terminal network. 
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7.13 
Call Center Support 

Table 73 
Call Center Response Requirements 

73.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

73.2 
Call Center System and Capabilities 

Our National Response Center 

To support the TLC and its retailers, GTECH is proposing its 

technology-powered National Response Center (N RC). The NRC comprises two 
call centers, located in Austin and Providence, Rhode Island; an integrated suite 

of technology solutions; and our experienced, professional call center staff. 

Our most recent metrics calculated a call completion 
rate of 99.99 percent and a platform availability rate 
of 100 percent. 

The NRC is staffed to support Texas Lottery retailers 24 hours a day, 7 days 

a week, 365 days each yea r. Your retailers' calls will be answered in both of 

our facilities, with the Austin facility acting as the primary call center and 

the Providence facility as the secondary call center. A management team 

Intimately familiar with the Texas retail environment supports a staff of more 

than 180 associates. 

Since 2004, the NRC has provided the TLC with this advanced support system 

to respond to retailer calls. We service every retailer need, whether it is to 

promptly place ticket stock orders, solve validation questions, troubleshoot to 
ensure retailers are selling tickets, or dispatch Field Service Technicians (FSTs). 

'.13 -1 
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With every call wetake, we havean opportunity to represent the Texas Lottery 

to its retailers. Our associates engage your retailers with professionalism, 

courtesy, and respect while ensuring that, by the close of every call, your 

retailers have what they need to continue selling Texas Lottery games. 

The Sum of All Parts - NRC Call Management System 

At the core of our NRC service is a call management system that provides 

your retailers with fast and easy access to a call center associate. GTECH 

built the robust (Iient Service Management Application ((SMA) to provide 

leading-edge capabilities for the full life cycle of the case, from initial input 

to case closure. Leveraging nearly 30 years of experience and industry best 

practices, the system utilizes proven advanced case management, dispatch, 

and scheduling, including handheld/ mobile technology functionality. 

Highlights of the (SMA include: 

Information Redacted 
§552.101/466.022/552.139 
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All incoming calls are routed over toll-free lines. Our call centers 
were specifically designed, built, and staffed to eliminate busy 
signals through a blend of phone lines and an appropriate 
number of call center associates to meet and exceed your call 
center requirements. 
Skills-based call routing is determined by our call center 
network system. Our associates are certified to answer calls for 
mUltiple and particular jurisdictions, including Texas. The 
system matches the best available associate with the 
appropriate skill set and readiness to the incoming call. The 
retailer is then routed to that associate automatically. 

In the unlikely event that all operators are busy, a prerecorded 
message is played and the calls are queued, awaiting the 
next-available operator with the most appropriate skill set. The 
retailer will hear call-status information, including on-hold time, 
at predetermined intervals. 

Call Center Support 
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This distributed system provides redundancy and disaster 
recovery capability. In the event one of our centers becomes 
inoperable, we can redirect all calls from one location tothe other. 
We use service industry best practices for Texas retailers in our 
call center and field service operation. Our call center service 
practices include quick access to our associates who know the 
Lottery's equipment inside and out, automated scripts to help 
associates diagnose and correct retailer problems over the 
phone, and ongoing Texas-specific training. 
Our system provides the capability to send retailer service call 
apPointments directly to the FSTs. Calls are prioritized 
according to the issue and urgency (e.g., terminal inoperable) 
and directly routed to the FST for corrective action. 
We can take supply orders and route them for delivery through 
our Texas Supply Queue. A dispatcher will monitor the Texas 
Supply Queue and when a retailer requires supplies, the 
dispatcher will contact the appropriate Lottery Sales 
Representative (LSR). The LSR delivers the supplies to the retailer 
and then closes out the case. 

Through service industry best practices, historical data trends, and release 

management, we manage our staff to handle anticipated Texas call volumes 

and have processes in place to quickly adjust priorities based on high call 

volumes. These practices, combined with our technology, can assure you that 
GTECH will respond to your retailers on those rare occasions when they have 

a service issue. 

Powered by Advanced Technology 

Just as we invest in Research and Development (R&D) for our gaming systems, 

we continually invest in technology solutions to drive our customer service 

delivery, as illustrated in the folloWing figure. This investment has produced 
a set of technology solutions that, when combined, power our 

industry-leading NRC. These solutions include: 

Impact 360 call forecasting and workforce management software. 
VolP Cisco unified contact center 
Skills-based routing. 
GTECH New Information and Expertise (GNIE) knowledge 
management system. 

7.13 - 3 
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The following figu re describes our most recent ca ll center technology 

investments. 

Figure 7.13 -1 : 
GTECH's Recent Technology Investments 

, 

Year Feature Benefit 
, 

2010 Client Service Provides complete case 
Management Application management, dispatch, scheduling, 

and handheld functionality 

2009 Upgrade and Centra lization Increased the reliability of the 
of al l AT&T Hosted Sites to network, expanded our capacity, and 
Austin Data Center added redundancy 

2009 Customer Voice Processing Added capacity and stability to our 
(CVP) system system. making it easier to maintain 

2009 Video Conferencing Improved communication and 
coordination between both 
ca ll centers 

2006 Cisco's VOIP Improved overall service level 
performance of the call center 
through added robust reporting, 
dynamic associate skilling*, and 
automated cal l distribution 

*Dynamic associate skilling means that we can change associates skill s between 
jurisdictions based on real-time issues, ca ll spikes, or whether jurisdictions are meeting. 
exceeding. or not meeting service levels. 

These investments have focused on maintaining our service levels and 

helping your retailers achieve continuous sa les. 

Impact 360 Forecasting and Workforce Management Software 

GTECH employs Impact 360, a Verint tool, w hich is the latest call center 

work load-scheduling software, to forecast cal l volume and the appropriate 

resources required. Th is software is backed by experienced ca ll center 

ma nagers and si te staff w ho understand how things such as weather. hol iday 

weekends, game launches, and jackpots impact cal l vol umes in Texas. 

Call Center Support 
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Our carl center management team relies on Impact 360 - and more than 30 
years of call center experience - to accurately match staff schedules to Lottery 
needs. Impact 360 provides: 

Forecasts based on historical calling patterns. 
Optimized work schedules matched to those calling patterns. 
Automated reporting of service-level forecasts and areas that 
may require attention. 
Automated reporting of staff utilization and opportunities to 
improve efficiency. 

In short, it provides a sta tistically reliable method to ensure superior hotline 
coverage for your retailers. The following figure shows output from the 

forecasting tool. The green line represents forecasts based on historical data 
and rolling averages. The red lines indicate actual data superimposed over 
the day for the forecast planned. 

Confidentiality Claimed 
Not released 
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Confidentiality Claimed 
Not released 

Through a combination of our experience servicing TlC retailers and the 

capabilities of the Impact 360tool, our NRC management team produced 

ongoing forecasts that were within 1.6 percent of the actual retailer ca lls 

received forthe year. This blend of institutional knowledge and powerful 

technology creates a best practice that results in quality service to 

your retailers. 

Call Center Support 
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GTECH's Client Services department strives to provide first· rate customer 

service with a philosophy of continuous improvement. Accomplishing this 

requires an investment in superior technology and a team that understands 

how to use technology as a tool to achieve service excellence. 

The NRC uses an advanced Internet Protocol UP) network and Cisco IP 

call center infrastructure. IP·enabled call centers are less constrained by 

geographical limitations. They can more easily scale, route, and balance calls 

among several locations to minimize average response time. This flexibility 

gives GTECH the edge over other vendors in meeting its lottery customers' 

demands regarding location of call services, hours of cover age, and high level 

of response skills. Since the flexible architecture allows us to allocate the work 

to the best location, quality becomes our main focus. 

The automated solutions and Integrated IP Infrastructure bring together 

data from multiple platforms. Callers can easily make automated transactions 

and associates can receive immediate access to customer records. The 

performance of the IP call center infrastructure speaks for itself. Our most 

recent metrics calculated a call completion rate of 99.99 percent and a 

platform availability rate of 100 percent. 

To gain the most comprehensive managed IP·based call center solution, 

GTECH partnered with eLoyalty. eLoyalty designed and deployed a 

solution that combines call center voice applications with Internet contact 

applications, such as email and service management tool s. The delivered 

Cisco ca ll center platforms and systems use a highly redundant architecture 

for business continuity and are dedicated for the sole use of GTECH. 

7.13 -7 
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Figure 7.13 - 4: 

Automated Call Routing Process 

AT&T Network 
Austin or 

West Greenwich 

Aust in 
Data Center 
(call proceuingJ 

West Greenwich 
Data Center 
(call procesSing) 

Skll_sed 
Routing 

""" Available 
Cert ified 

ligen. 

Austin 
CaU Center 

Key Features and Benefits HIgh-level Call Processing 

1. Redundant Call Processing I . AT&T ~rk aUOQIOOn determines which call-processing data center is utilized. 
2. Traditional voice call is converted to Voice over Inerrlet Protocol (VolP) and 

assigned a ski ll label. 2. Automatic. load-Balancing 

3. SkiUs·Based Routing 

7.13-8 

3. Call is matched to the ~t available certified agent with the appropriate skill set. 
regardless of geographk location. 

Cisco Contact Center: Redundant call processing, automatic load-balancing, and 
skills-based routing are additional degrees of service our call center provides to the 
Texas Lottery. 

Skills-Based Routing 

The NRC utilizes skills-based rout ing to ensure retailers always have access to 
the representative who is most knowledgeable about the subject or issue at 
hand, regardless of the associate's geographic location_ This allows us to 
leverage the system's capacity, adding and removing skilled associates as 
necessary during periods of higher call volume. For example, as calls are 
processed through the Cisco Vo lP system, Texas retailer calls will be routed 
to a call center associate who is certified and trained for Texas retailer calls. 
The majority ofTlC skilled associates will be based in Austin, the call center 
that will function as the primary NRC for Texas. TlC-skilted associates are also 
based in Providence. 

Call Center Support 
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The majority of TlC skilled associates wi ll be based in Austin, the call center 
that will function as the primary NRC for Texas. TlC·skilled associates are also 

based in Providence. 

GNIE Knowledge Management System 

GNIE is a dependable call center knowledge management system that 
ensures that consistent, accurate, and timely responses are provided to 
retailers. GNIE provides call center associates with immediate access to the 
latest information. This ensures that the retailers get immediate answers, 
enabling them to keep selling Texas lottery tickets wit hout delay. Call center 
associates also benefit; with the latest troubleshooting techniques, they can 
reduce customer handling time and improve first contact resolution rates. 

Associates use a variety of prompts, including key words, equipment, issues, 

and site information to answer retailers' questions and solve their problems. 
GNIE is designed with intuitive category searches and a "Smart Synopsis" for 
the most relevant articles. For ca lls that require action by another GTECH 
department or the Texas l ottery, the transfer is quick and efficient. 

7.13 - 9 
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As a part of GTECH's commitment to continuous improvement, Steven Kay, 

Director of the Call Center, assembled a team of Subject Matter Experts (5MEs) 

to completely review, revise, and reformat GNIE. The newest version ofGNIE 

allows our associates to provide accurate information more quickly, which 

means retailers can spend less time on the phone and more time accepting 

wagers. We also recognized a need to be more prepared for training and 

problem solving, so we evaluated the flow of the search and troubleshooting 

steps. For example, we have worked to make GNIE Texas-specific in the 

following ways: 

N Jammed _ Won't Feed Tickets" troubleshooting was simplified 
from 13 steps to 7 steps that are easier and more effective for 
the retailer. 

We added a new "Find" feature to eliminate having to scroll 
down a page to get to an answer. 
We introduced an index by topic for fast data access. 

We provided step-by-step processes to navigate through 
equipment issues. For example: 

We improved a noisy printer by: 

1. Making sure the new paper roll is flat on both 
sides and that the spindle is inserted with large 
flanged side facing right. 

2. Verifying that the dancer arm is present and 
spring loaded by asking the retailer to push on it 
and make sure it springs back (if not, it may flap 
around causing a noise). 

3. Having the retailer check the printer sound by 
running several report s. 

We provided GTECH Texas-specific contact information, such as 
the Texas Faulty Status Guideline. Fault is a status that we use, 
along with Up and Down, when dispatching a call to define the 
sta tus of the terminal. 

Continual information reviews and ongoing editing keep the GNIE material 

fresh. Our own trainers, site personnel, and experienced call center associates 

develop the GNIE content. A recent process improvement to GNIE offers 

constant Quality Control (QC), including real- time updates to the knowledge 

base and emails to associates on the floor. 

Call Center Support 
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To ensure correct relay of information, ca ll center trainers are trained and 

experienced in documentation writing and oversee the writing of the support 

material. As trainers prepare for classes, they identify needed information 

updates and supply them. Additional updates are often generated during the 

training classes. Information updates are a lso provided by daily feedback 

from call center associates, the Qua lity Assurance (QA) team, and site 

operations/field personnel. 

Client Service Management Application 

GTECH's CSMA ensures high-quality service to Texas Lottery retailers by 

optimizing the FSTs' workload. As business needs and technology change, 

we will adjust to new tools or technology, with the approval of the TLC. 

This new system utilizes case management processes, dispatch scheduling, 

and the GTECH ) functionality to 

send FSTs Into the field. Many features of the system offer the Texas Lottery 

access to FSTs' daily activities, as summarized in the fo llowing figure. 

Figure7.13-S: 
Client Service Management Application Features and Benefits 

Feature Benefit to the Texas Lottery and GTECH Users 

Web Monitoring field activities at any time from pes by Lottery 
Reporting, representatives is easy with browser-based reports and 
Dashboards, metrics. Reports can be viewed on screen, printed, and saved 
Metrics in a variety of standard formats such as Excel, Word, and 

Portable Document Format (PDF) 

Dispatch Automating the dispatch process, from FST notification to ca ll 
Automation closure, improves overall response times, minimizes repair 

time, and improves retailer satisfaction. In addition, the 
system monitors critical factors during the troubleshooting 
and dispatch processes, automatical ly escalating the problem 
based on key measurements 

Mobility Receiving, responding to, and processing all cases from 
ensures timely, efficient, and productive case 

handling by the FSTs. This decreases time spent on 
dispatching and scheduling, improves FST productivity, 
reduces mileage, reduces overtime, makes optimal use of the 
FSTs' workload, minimizes penalties, and improves 
metrics-gathering and reports 

7.1 3 -11 
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Feature Benefit to the Texas Lottery and GTECH Users 

Knowledge 
Base 

Continual 
Terminal 
Performance 
Improvement 

Using Web-based knowledge management (QuickTools and 
GNIE) ensures that consistent and accurate processes and 
procedures are available to be used by all call center 
associates. The detailed, step-by-step troubleshooting by the 
associates improves the overall clear-by-phone rate, reducing 
the need for and cost of dispatching FSTs 

Collecting terminal performance data to identify t rends and 
potential problems in retailer equipment helps to improve 
terminal performance 

CSMA's Seven Steps to Managing a Case 

As stated previously, the CSMA provides the capability to manage the fu ll life 

cycle of a case, from in itial input to case closure. The seven-step process is 

as follows: 

Step 1: Call Comes into Call Center from Retailer 

Our skills-based routing system directs the call to the associate with the most 

appropriate skill set. 

Step 2: Associate Accesses the (SMA 

Information is provided about the case, dispatching, and metrics, as shown 

in the following sample screen. 

Call Center Support 
DOCUMENT REDACTED BY TLC -124-10 



- = 
Ullllifllllh12 -- -., 

,-
•• ". : ......... 
•• ~ : ... ., .... 
•• ". : .. _.1' 
•• .. : ........ -
••• ... .' ,,~ .... lot 

•• " • .' 11 ....... 

••• •. : .......... 
•• ". :U~'" 

•• ".: .' II~"'" 
•• .. :,,~ -. " • .' n..au: 

•• .. : .......... 
• 
.. • . '. ' 

~GTECH" " _ ......... 

Figure 7.13 - 6: 
Sample Screen Available to Associate 
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Beneficial Tracking System: Case numbers are assigned as each associate establishes a 
case and t racking begins. 

Step 3: Call Center Associate Opens Call Record in the (SMA to View and 

Update Retailer Information 

The reta i ler t ab on the (SMA screen shows t he reta iler detail in the top ha lf 

of the screen, as show n in the following figure, along wi th specific case 

informat ion about the ca ll in the bottom hal f of t he screen. The screen also 

displays additional information, including all prev ious ca ll history for the 

retai ler and information about the equipment installed at the retail location. 

Call C. nt.r Support 7.13 -13 
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Figure 7.13 -7: 
Sample Retailer Information Screen 

I R~t41ler ; Ret411er Hour~ Hi~tory Equipment C4~e Ac.tiorl ~ J 

)uri~dlc:tlon: TEXAS (Lottery) 

Ret4i1er: 

Ret4iler Since : 

Zone: 

Contact N4me : 

phone Number: 

WOODS FOOD MART (14935900) 

73S STUDE WOOD ST. 

HOUSTON, TX 770070000 

51712008 

258 

NIZAR AU PRASLA 

(713) 869· 2906 

Easy Acces~ to Retailer Information: The call center associate can access a va riety of 
reta iler information including retailer hours, history, equipment, and case actions. 

Other information that can be accessed from the screen includes retailer 

hours and retailer history. The retailer hours tab shows retailer availability 

and store access hours. The History tab shows all of the retailer 's cases. This 

information is helpful for identifying potential chronic problems. 

Step 4: Operator Checks Terminal Activity, Troubleshoots, and More 

Through QuickTools 

The operator uses the QuickTools application in the (SMA to see terminill 

activity, perform basic troubleshooting and, if necessary, reset the terminal 

remotely. This application works by connecting to the Texas lottery host and 

polling for terminal data. QuickTools information, show n in the following 

figure, utilizes a retailer 's 1 O-transaction history to help with troubleshooting. 

Call Center Support 
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Figure 7.13 - 8: 
QuickTools Application 
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Easy Access to Troubleshooting Information: Information on QuickTools screens will 
help the associate to take the next steps. 

In addit ion to QuickTools, the associate wi ll access GNIE to attempt to resolve 

retailer issues. 

Step S: Operator Dispatches FST, if Necessary 

Information Redacted 

§SS2.101/ 466.022/ SS2.139 
If the operator is unable to resol ve the issues, he or she will dispatch an FST 

to the retailer. The (SMA's Dispatch Engine (DE) automatical ly schedules an 

FST with the appropriate skill s at the time determined by cal l pr ioriti zation, 

the retailer's operating hours, location, and avai lability by sending a message 

to the FST's device. The scheduling functi on is based on mUltiple 

factors, such as your business ru les, and has the capability to reschedule in 

rea l time. Th is helps to ensure that the resource is able to troubleshoot and 

resolve the reta iler issues in the one visit. 

Call Center Support 7.13 -15 
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The ca ll center dispatch and FST concept has benefited f rom GTECH's 

continuing pursuit of new technology and improvements in the service 

standards area. The DE builds an optimized schedule to improve efficiency 

and performance and is responsive to changing condi ti ons and new cases 

being reported. It uses numerous variables, from distance to severity of the 

issue, when select ing the most appropriate FST to be dispatched to handle a 

call. This further improves our already effective FST utilization. In this fo rmat, 

the FST, equipped with a Personal Digital Assistant (PDA) manages service 

calls and Preventive Maintenance (PM) visits, often w ithout needing to speak 

with a dispatcher. 

A Queue Dashboard provides a summary of cases that need to be completed 

as we ll as cases approaching the Service Level Agreement (SLA) period. The 

Queue Caseload View shows a snapshot of the total cases broken down by 

status, such as: Down Cases, Faulty Cases, Up Cases, Cases in Penalty, Cases 

in Penalty 30 Minutes, and Cases in Penalty 60 Minutes. The Dispatching 

View shows the case listing and divides cases by status, such as: Assigned, 

Communica ted, Dispatched, and Unassigned; it also d ivides cases by the 

technicians assigned to them. The Map View, as shown in the following figure, 

disp lays the cases for the day. The different pin co lors show the case status. 

Figure 7.13 - 9: 
The Map View for Texas for April 6, 2010 

Map View for Any Day: This map provides a snapshot of all call center calls on April 6, 
2010, by status, as well as line routing for the FSTs handling those cases. 
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Other data that can be found on the CSMA includes the Case Action, which 
shows all the activity and interactions for the currently open cases. The 
Queues View presents a list of all open cases by specific queues, including 
assigned, dispatched, and scheduled. The Hot Issues Dashboard shows a 
summary of calls by issue type for two time periods: the last 15 minutes, 
and since the start of the day. 

7.13-17 
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Step 7: FST Updates Case History 

After the problem is resolved, the FST updates the retailer's case history for 
the work performed, providing detailed real-time case closure notes before 

closing the case. If the FST determines on-site that the case issue was different 

than indicated, he or she has the ability to make those changes prior to case 
closure. This provides completely accurate and valuable information for the 

next time the retailer calls the NRC. 

The result is cost reduction for service work planning, travel, and 

communication, as well as minimization of penalties. The following figure 
describes the work flow for a call, including FST actions. 

Figure 7.13 -11: 
Information Redacted 
§552.101/ 466.022/ 552.139 

Field Service Work Flow Cycle 
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HotliflE! s.ends Servite Order to Field '>efvite llerts 
GTt;(HF5T Techni(ian'~ (FST"s) <k>vic:e 

FST recOtds work done .. clll:_:'~II;;;FS;;T;;";;'''';;'';;;;'';;'';;'';;iI;;'';;';;nd='J .J II GTECH f STResponds I performs service --. _ 

GTECH returns data melfics 
9athe(~ by FST to home office 

Service Management Tool gathers and fl'!COI'ds 
informiltion and prod()(e$ s.ervice melrics reports 

Effective Field Service Communication for Fast Response: is a valuable 1001 
for communicating information to the FST about a call and for allowing the FST to report 
information about the call issue resolution. 

Every new issue or service call immediately adjusts the scheduling process 

for the field staff, without human analysis. This creates a real-time scheduling 
process that can place our staff at the retailer's location faster than traditional 

scheduling methods. 

Call Center Support 
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As discussed in Section 7 _9, Reporting, we will provide the lottery with 

the right information, in the right format, to make informed and effective 

business decisions. GTECH's 

sa tisfies both of these two reporting objectives - complete transparency 

and facilitation of the best possible business decisions through integrated 

reporting. And the brings all data together into 

a single, easy-to-use interface that encompasses all TlC users. 

All the information you need (including lottery metrics, sales trends, reports, 

and charts) is available with a single click of your mouse. You can easily 

customize the information in reports to suit your needs, and using trends, 

you can achieve meaningful insight into your business. The Texas lottery staff 

can create ad hoc system reports using user-friendly graphical tools and 

format the reports to display a wide variety of data in the style that best serves 

each one of your users. 

Currently, we provide the follow ing reports to the Texas lottery on a daily or 

biweekly basis: 

Call Type Abandon/Answer Distribution Report. 

Call Type Abandon/Answer Distribution by Half Hour Report. 
Call Type Daily Report. 
Texas Service Level Report. 

Texas Biweekly Call Type Report. 
Combined NRC Cali Center Report (includes ca lls handled by 
agents in Austin and Providence). 

In addition, we hold Texas Helpdesk Monthly Review meetings at the lottery's 

headquarters. We are typically represented by Sam Franco, Call Center 

Manager, Austin NRC, at these meetings, which take place every third Tuesday 

at 3:00 p.m. During each meeting, the current overall year-to-date service 

levels are reviewed (e.g., 2009 number of calls received: 150,201 ; number of 

calls handled: 143,868) as well as train ing and staffing changes at either the 

lottery or GTECH. Other topics discussed during meetings held in 2009 

included special program launch readiness plans (e.g., Powerball· ), sto len 

ticket patterns, GNIE, chronic caller issues, retailer incentive program, and 

player-activated terminals. Please refer to Section 7. 12.1, Installation, 

Relocation and Removal, and Section 7.12.2, Maintenance and Repair, for 

more information. 

7.13 -19 
DOCUMENT REDACTED BY TLC -124-10 



'" GTECH 
-.~ 

NRC Management Reporting and Incident Statistics 

The CSMA tracks all statistics relating to both call center and field service 

performance, including a log noting all maintenance activities. These 

incident statistics are presented via reports that we use to improve our 

service. The information captured by the CSMA can come from several 

sources, and these updates will be available to the TLC in real-time: 

A call center associate enters case notes detailing the purpose 
of the call, the nature of the problem, and its resolution. 

Information Redacted 
§552.101/ 466.022/552.139 

The CSMA will capture all this data along with the corresponding 
retailer data and update all history data for the call. 
The FST, using ,can update the source of the actual 
problem encountered after visiting with the retailer and follow 
the steps taken to solve the issue. 

7.13 - 20 

The FST can also enter information concerning any training 
required to prevent future issues. 

The Texas Lottery will have access to a report engine with which it can view 

any required retailer incident and performance reports to monitor retailer 

service levels. Available reporting options include, but are not limited to: 

Daily, weekly, and monthly service reports down to the retailer level. 

Daily, weekly, and monthly service reports down to the 
equipment level. 
FST productivity. 

Retailer maintenance history, including dispatch and repairdata 
indicating when the service has occurred. 
Retailer Service Exception Report. 
Parts used in the process of the repair. 

Comments about the problem or the repair. 

Time repair was completed and machine became operational. 

Retailer acceptance on every case with electronic signature 
(comments can be logged). 

Silent Monitoring by the TLC 

From TLC headquarters, TLC employees can monitor any GTECH Texas 

associate that is on a call. You will have log-in access, and through a series of 

voice prompts, choose an associate to be monitored in real time. GTECH will 

provide training and all related system instruction to the TLC regarding this 

feature. 

Call Center Support 
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Stolen Ticket Procedures 
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By working very closely with the TlC, we ensure we are following your 

procedures and, therefore, limiting your losses. Stolen tickets will be handled 

byGTECH's This information is communicated tathe Texas lottery 

using a dedicated terminal in our call center. The terminal maintains a stolen 

ticket database. Essentially, we "Stop status" the Instant Ticket and make it 

unavailable for validation. The sooner we are able to identify and obtain the 

status of stolen tickets, the less likely the ticket can be redeemed. The NRC 

has a dedicated team that have been trained to handle stolen ticket reporting. 

In addition, GTECH's QA team regularly reviews the stolen ticket procedure. 

Toll-Free Circuits and Prerecorded Messages 

We can make changes or troubleshoot any problems immediately without 

reliance on a third-party vendor, meeting the lottery's system requirement to 

support a minimum of99 percent of all calls without a busy signal . Our engineers 

have extensive experience with toll-free technology they use to manage call 

center phone traffic. Our technical capabilities and depth of knowledge provide 

us with the skills necessary to manage the design, implementation, and 

maintenance of the lottery toll-free routing plans in-house. 

We continua lly refine processes to improve retailer feedback. All incoming 

calls are queued, and we have implemented prerecorded messaging to 

retailers to let them know about issues such as major outages. When possible, 

we identify where the problems are occurring so retailers understand that 

the issue is larger than just their store. 

Rea l-Time Statistics Help New York Retailers 

In an effort to reduce calls and reduce the retai lers' troubles, we implemented 
reporting on Channel Service Unit (CSU) statistics in New York. Th is feature 
provides bener information back to our call center and communications 
team s, and to the telephone company, and allows the Operations or 
Communications department to receive the status of real-time trunks. 

7.13 - 21 
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Front-End Message 

All inbound calls to our single, toll-free 800 number can be Ufront ended~ 

by an IVR system. If there is a system or site issue, the call centers have the 

capability to record front-end messages so that retailers who call are notified 

immediately of the issue and have the option to disconnect once they hear 

the information. This process can be implemented on short notice and is 

available at all times, saving the retailer valuable time when a larger issue 

occurs that impacts retailer service. 

Video Conferencing 

Through video conferencing, the NRC can direct the activities of a multisite 

environment so that the centers operate as one virtual call center. We can 

solve problems of each call center easily, involving as many experienced 

persons without the expense of traveling. 

Teleconferencing equipment has improved the communications at GTECH's 

NRC by utilizing video conferencing for the following purposes: 

Conducting face-to-face weekly meetings of the leadership team 
in the Austin and Providence call centers to coordinate activities 
and discuss allocation of resources, training needs, call volume 
trends, service level analysis, and upcoming conversions. 
Cross-training across sites to increase the associates' average 
skill count.-

Train ing FSTs and Field Service Managers at remote sites. · 

Train ing call center associates on dispatch functions, wh ich 
enables the NRC to integrate the dispatch team and the call 
center team. 

Verint Recording System and Maintaining Call Recordings 

The NRC team provides call recordings and analysis for QA and for audit 

purposes at the Texas Lottery 's request. In 2009. the Texas Lottery requested 

and received 82 call recording s; in 2008, 93 call recordings; and in 2007, 80 

call record ings. 

The call recordings are generated from the Verint Ultra Intelliportal. which 

contains all inbound and outbound call recordings. As such. we have the 

capabilityto record calls observing all applicable Federal. State. and local laws 

related to recordings, and all Texas Lottery-specific requirements. GTECH uses 

technology-powered digital recording to capture, store, analyze, and manage 

all interactions w ith Lottery retailers. 

Call Center Support 
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Using the ULTRA Portal, we can make recordings available to the appropriate 
lottery staff. The Portal 's selective retention and archiving options let us 
retain recordings according to TlC requirements. This ensures that the 
recordings you need are always available upon request and according to 
agreed-upon time frames. Recordings will be stored on line for a minimum 
of six months. 

Using ULTRA Portal ensures that the recordings you 
need are always available upon request and according 
to agreed-upon time frames. 

Call Transfers to the Texas Lottery 

The Texas lottery puts a high value on customer service, as does GTECH. 
Therefore, the requirement for a li ve operator to answer call center calls is a 

must. When transferring a call, introducing the caller develops rapport. A 
warm introduction establishes trust and helps both parties to open the lines 
of communication. 

From our experience with the Texas Lottery, we know that you must hear a 
customer's entire message, not just the words. You must be able to listen and 
distinguish the voice quality, rate of speech. and tone, which all contribute 

to the message. These characteristics do not come through on an automated 
call. Furthermore, approximately half of the calls taken by Texas Lottery 
associates, the caller is not a native English speaker. Therefore, the call center 
associate may also be an interpreter transferring the call to another same 
language speaker or technical person. This requires professionalism and 
diplomacy, which an automated response cannot fulfill. 

Our associates may need to transfer a call to the TLC so that the retailer can 
discuss the status of their account directly with the TlC Our associates will 
transfer the call, while the retailer waits on hold for an introduction. This is 
called a "'warm transfer" since the retailer's call is still hosted by the call center 
associate until the introduction is made to the TlC Warm transfers allow the 
associate to introduce the retailer to the Texas lottery, having described the 
reason forthe call to the TlC This eliminates the need forthe retailer to repeat 
the reason for the call. 

7.13-23 
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73.3 
Call Center Staffing and Management 

NRC staffing and management is instrumental to maintaining the quality of 
our service organization. We achieve this by focusing on balancing estimated 

ca ll volumes, the number of associates, and their respective skill leve ls. All 
these things ensure that we have the right resources, at the right time. We 

maintain all of our associates skill levels through continual training and QA 

reviews. In this way, we provide timely, professional, courteous, and accurate 

responses for all retai le r equipment issues. 

We maintain all of our associates skill levels through 
continual training and QA reviews. 

Staffing - Resource Levels 

The NRC is organized according to levels of expertise. Senior Director of the 
Call Center, Ian Hyatt, who has been with GTECH for six years, has extensive 

experience with satellite technology and communication systems. Since his 
arrival at the NRC, Ian has focused on putting the TLC first. Ian relies on the 

experience and skills of his Call Center Director and Call Center Manager, who 
have a combined 22 years of call center experience. These two individuals have 

initiated Stoplight and incident escalation procedures, improved real-time 

service level management, updated the Texas Stolen Ticket procedure, and 
added video equipment to make GTECH's NRC a world-class organization. 

The following figure contains an organizational chart that demonstrates the 

interaction of the management staff. A brief description of their roles and 
respons ibi lities follows the organizational chart. 

Call Center Support 
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Call Center Organizational Chart 
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Senior Director: Ian Hyatt is responsible for call center 
management for six locations servicing 25 production lotteries 
nationwide. His management tasks include day-to-day 
operations as well as all direct support fun ctions. Ian has the 
overall management responsibility for all of the GTECH Americas 
NRC locations. 
Austin Call Center Manager and Providence Call Center 
Director: Sam Franco, Austin call center, and Steven Kay, 
Providence call center, are responsible for the day-to-day 
operations of their respective NRCs. Their direct report group 
includes four supervisors each with call center associates 
reporting directly to the supervisors, resulting in a ratio of 20 
associates per supervisor. Sam and Steven ensure that each call 
center has the proper resources and the correct allocation of 
those resources in order to meet or exceed the established 
service-leve l targets for each jurisdiction , Thei r duties also 
include the selection, training, and development of staff. 

7.13- 25 
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Call Center Trainers: Our two call center trainers, Michael 
Carpenter and Joseph Guillory, are responsible for curriculum 
development for our associates, providing instructor-led 
classes, updating appropriate documentation in support of new 
systems and information, and supporting the NRC management 
team with continued development on the floor through our 
nesting environments. 

Technology Managers: Ken McGovern is responsible for the 
day-to-day oversight of the NRC network support and 
administration. Mike Bock is responsible for all of the in-house 
developed call center systems and functions. including 
development, support, and operations. 

Principal Network Engineers: Fred Esman and Steven Eyler are 
responsible for the design and maintenance of the VolP phone 
system; hardware; tolHree routing plans; and circuit capacity 
planning. One engineer is always on call in the event of a phone 
system problem. 
Business Analyst II: Kelly Estes is responsible for customer 
service quality processes and procedures and ensuring quality 
service to Texas retailers. Her QA team responds to TlC requests 
for call recordings. 

Workforce Manager: Greg Petit Bon is responsible for reviewing 
forecasts and schedules to ensure adequate staffing to meet 
service-level targets. He is also responsible for providing daily, 
weekly, and monthly reports, as well as the long-term 
calHorecasting budget. He continues to enhance the workforce 
management team by bringing a new level of professionalism and 
experience to the Key Performance Indicator (KPI) management. 
Call Center Supervisors: Barbara Broadus, Retailer Support 
Supervisor, and Vachon Colvin, Dispatch and Supply Inventory 
Manager in Austin; and Joel Arias, Jennifer Lombardi, Shannon 
MacKinnon, and Barbara Wilks (Providence supervisors) are 
responsible for managing teams of call center associates and 
providing coaching, feedback, and development. 

Technical Call Center Associates (TCCAs) 

Call center associates are the first line in responding to retailers. All of our 

associates can handle terminal, printer, and network communication issues, 

as well as deal with other related sales equipment problems and questions. 

Call Center Support 
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TCCAs are a second tier of associates; they have advanced training and technica I 

competencies. The TCCAs serve as SMEs who are able to assist our call center 

associates with problems and escalate issues to supervisors. They also provide 

a redundancy of ski lls that are critical in theevent resources must be reallocated 

quickly. These associates have been specially t rained by the Field Services 

department to maintain the terminals issues within the ca ll center. 

The following figure shows the many ca ll center resources that are available 

to Texas lottery retailers. 

Figure 7.13 -13: 

Our te<:hnology is proven and successful. but it is the human interaction that creates an environment 
that helps you reach your lottery goals. This is evident in the support the National Response Center 
(NRC) provides to you and your retailers. With more than 20 years of Call C~!nter experience. NRC 
leadership works hard to foster excellence among associates. 
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Associate Training 

Call Center Support 

Our associates are problem solvers. Continually improving the 

problem·solving skills of our associates is essential to maintaining the serv ice 

levels the TLC expects of its call center. OurTexas Lottery call center associate 

training is extremely thorough. Our trainers develop all training programs 

and materials in·house. We create the courses based on the content in GNIE. 

Often, our associates use GNIE in lieu of a training manual or participant's 

guide, since the information in GNIE is always current and easy to navigate. 

Ultimately, the associate's most important job is to keep every retailer in 

operation so that TLC customers have what they need to continue making 

Lottery sa les. 
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New Hires 

We hold New Hire classes for new associates. Classes consist of training, a _ 

series of tests, and a comprehensive written final exam. Upon passing the 

final exam, the associate participates in an oral board review. The associate 

takes a mock call from the instructor and is graded in five important areas: 

Call Opening. 

Communications Confidence. 

Compassion. 

Job Knowledge. 

Closing. 

Texas-Specific Training for Associates 

The GNIE training tool is so easily accessible and user-friendly that even for 

the recent Powerballiaunch in Texas and 15 other states, there was no need 

to pull associates off their call stations to attend a separate training sess ion. 

The communication was prepared as a comparison or variation to the Mega 
Millions- gamethat has been available in Texas for si x years. This is an example 

of how we emphasize what is "different- for a particular game, and how we 

focus the associate on what they need to know. In this case, associate training 

and the Powerball introduction occurred without a hitch. 

During Powerballiaunch weekend, we: 

Hired and trained an additional 30 associates to assist with 
potential increases in call volume. 
Identified the NRC's then 96 Texas cross-trained associates, 19 
of whom could speak Spanish. 

Provided training materials and updated all associates on Powerball. 
Recruited for unlimited overtime. 

Provided lunch for GTECH staff to maximize phone support. 
Placed front-end message for retailer education. 
Increased leadership weekend coverage support. 

Updated the call center Texas training terminal w ith the new game. 

NRC Help System Course 

As additional Texas-specific training and support, GTECH's NRC QA team 

developed an NRC Help System course. This module is presented during the 

initial training period for every Texas call center associate. The goal of this 

course is to ensure that each Texas call center associate is familiar with the 

Texas-specific GNIE information. 

Call Center Support 
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During the training, an NRC QA team member provides an overview of the 

NRCGNIE Help System and facilitates a detailed discussion on navigating and 

quickly locating call handling and troubleshooting articles within GNIE. The 

goal is to provide each Texas retailer with concise, accurate, and appropriate 

issue resolution. Each Texas call center associate is given an opportunity to 

practice several role -playing scenarios to gain familiarity and expertise in 

navigating GNIE during this training module. The knowledge and skills 

learned are reinforced throughout the training, as well as on a continuing 

basis through coaching and feedback provided by the call center supervisors 

and the NRC QA team. 

E-learning Tools 

Since everyone learns differently, we also utilize online courses fore-learning. 

OUf designers write the course scripts and then go into the call center to 

observe how well they work, E-Iearning courses available for GTECH NRC 

associates are: 

Building Strong Customer Relationships, 

NRC Customer Service Fundamentals. 

Communicating Across Cultures. 

Customer Service via Phone and Email. 
Effective listening Skills, 

All associates train on GNIE for Texas calls, This provides a good rehearsal 

for taking live calls, Employees throughout GTECH also have access to 

Aspen e-Iearning courses for professional development. Our work culture 

encourages employees to challenge themselves, and our goal is to keep loyal 

employees. We work with call center associates toward their career goals by 

providing an intensive training program and encouraging them to quickly 

get up to speed to be prepared to respond to more questions from the field.· 

Call Evaluation 

The NRC QA team does a quality review of random calls each month 

and provides feedback to the call center associates on how well they handled 

the calls. Every evaluation results in a written report of the associate's 

performance. The QA team member will use the CSMA case information and 

notes, GNIE, Defined Behaviors document, and the call recording to score the 

call. We have a well-defined process for these evaluations, which results in 

the highest service level to the TLC of any lottery served by GTECH. 
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On-Site Trainers 

Our call center includes two full-time, dedicated on-site trainers who support -

the consistent and continuous development of our associates. 

We maintai n termi nals on the call center floor for troubleshooting retailer 

questions and fo r training. We also have a larger group of training personnel 

to assist with training. Associates interested in the NRC Training Partner 

Program attend the following classes: 

Adu lt learning Theory (7 Principles). 
Teaching Methods for Success (Tell, Show, Do) and Motivating 
Learners. 
Identifying Styles of learning (Visual, Auditory, Kinesthetic). 
Trainer Responsibilities (Preparation, Scheduling, Effective 
Communication, Tra ining Room Setup). 

Observing learners' Non-Verballanguage(BodyLanguage, Eye 
Contact). 
listening Skills (Questions and Answers). 

"Training crosses helped me establish myself at GTECH. The classes gave me the 
knowledge I needed to perform at the best of my abilities on all of my GTECH calls and 
my external Texas retailer cal/s.N 

- Christine l. 

Chris Forcino, 
NRC Sr. Trainer 

As a seniortrainer, Chris brings a weal th of training and deve lopment 

experience to the NRC training tea m. He has implemented telephone center 

training programs that have had a direct impact on results. For the NRC, 

he and his team are currently implementing a multi-year plan that directly 

supports key GTECH priorities, including putting the customer first, 

developing NRC leadership, and provid ing cost leadership. 

Call Center Support 
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Since joining GTECH in 2007, Michael has been instrumental in 

implementing ambitious training plans across aU jurisdictions supported by 

the NRC. Drawing on his previous experience w ithin the NRC as an associate 

and quality analyst, Michael del ivers comprehensive tra in ing programs aimed 

at improving knowledge of lottery policy and hardware, thereby increasing 

the NRC's effectiveness in achieving first-call resol ution of retailer issues. 

Anthony Fasano 
NRC Trainer 

Anthony has a wealth of experience within the NRC. He has been with 

GTECH for four years and, in addition to his experIence as a call center 

associate, was a member of the Workforce Management and Quality 

Assurance groups and acted as a Training Partner before becoming a full-time 

trainer. Anthony provides a train ing experience that includes, in combination 

with GNIE, associates rehearsing a variety of ca ll scenarios before taking 

actual -live" calls. 

Ensuring the Quality of Our Call Center Service 

The GTECH NRC QA team is based in Austin and comprises fi ve members: 

the QA team supervisor and four QA analysts. The QA team works closely 

with the call center supervisors and leadership team in identifying current 

trends in feedback, coaching, and training opportunities for the GTECH NRC 

associates. The on-site QA team reviews a sample of calls for each associate 

every month (Texas has a 90.66 average QA score for 2009 and 91.48 through 

March 2010.) The team conducts analysis of retailer complaints and 

determines root cause issues to help drive improvements. 

The QA team supervisor has an extensive background in caU center operations 

and processes. The supervisor monitors thework flow and maintains a metric 

system of measurement for each of the team members, and also provides 

ongoing mentoring and coaching of the team members in their development 

wi thin the NRC. Each of the four NRC QA analysts is hired from a group of 

candidates made up of the most experienced and talented NRC associates. 

In addition to performing ongoing random QA reports on all call center 

associates, the QA analysts are all members of the NRC Training Partner 

Program and support the NRC training team by facilitating training modules 

and deve loping train ing program materials. 
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Our QA team is an important element in the monitoring of associate handling 

of retailer calls. In addition, this team is integral to our training process, 

providing feedback that becomes part of future training. 

73.4 
Call Center Staffing and Management Support 
Retailer-Licensee Base 

The tools and technology available to our associates make them effective at 

solving retailer issues. Continual training and call center management are key 

elements to maintaining service levels. We provide language support for all 

retailers. The most common bilingual need is Spanish, but we provide help 

for almost any spoken language in the TLC's diverse licensee base. 

Bilingual Support 

To provide optimal service to the Texas Lottery and its diverse retailer base, 

we will continue to recruit multilingual call center associates. We currently 

have 104 call center associates trained to respond to Texas Lottery retailers, 

18 of whom are fluent in Spanish. We also have associates fluent in seven 

other languages: French, Swedish, Hindi, Urdu, Punjabi, Cantonese, and 

Portuguese. GTECH has its own certification program for associates that speak 

other languages, and they must prove their speaking qualifications. This 

program ensures that each retailer will be speaking to someone capable of 

answering his or her questions professionally and correctly. The certification 

includes an oral board review in which call center managers who speak 

Spanish determine whether the operator's Spanish sk ills are acceptable and 

can be used in the call center. 

Language Line 

When non·English·speaking retailers ca ll in, we provide a "Language Line,"which 

can be utilized to provide accurate and complete first·person interpretation, 

regardless of country of origin or level of education of the speaker in more than 

170 languages. The Language Line is available 24 hours a day, 7 days a week, 365 

days a year, and the interpreter is available within seconds. 

If an associate does not know which language the retailer speaks, he or she 

can say, "Help," and be automatically transferred to a representative trained 

to help in language identification. The Language line has a group of quality 

specia lists who regularly monitor calls to ensure interpreter quality. They are 

bound by a strict code of ethics and are trained to focus on the performance 

of the interpreter, not the conversation. 

Call Center Support 

DOCUMENT REDACTED BY TLC -124-10 



Call Center Support 

.... GTECH· - --
73.5 
Call Center Performance Levels 

Another example of GTECH's approach to ensuring the best possible service 

is our · real-time queue management- process. The required service leve ls are: 

Minimum 95 percent calls answered in 45 seconds or less . 
Handle 99 percent of calls without a busy signal. 
Call abandonment rate no greater than 5 percent. 
Maxim um hold time 2 minutes. 
Maintain call center availability - maximum 15 minutes of 
downtime in a 7 day period. 

The NRC utilizes a series of reports that help us maximize operational 

efficiencies. The GTECH Cisco VolP phone system provides reports for each 

day's calls received (call volume), calls answered, percentage of calls that 

queued, average answer time, number/time of abandoned calls, percentage 
of abandoned calls, average abandon time, average and total hold time, 

and a variety of other call management statistics, such as staffing. Periodic 

statistical summary reports (as approved by the Lottery) will be available to 

the TLC upon request or delivered automatically at predetermined intervals. 

We will also provide authorized Lottery personnel with access to any of our 

call center reports so that they may monitor the status of call volume and 

performance levels. 

Electronic wall boards displaying real-time queue volume are mounted 

throughout the call center floor. The boards show the number of calls in 
queue, the service level for the last 30 minutes, the service level for the day, 

the longest call in queue, and the total calls received for the day. The staff 

utilizes the wall boards to strategIcally adjust schedules to make sure Texas 
calls are being answered according to our service level agreement and 

respond to the call volume appropriately throughout the day. 

Workforce Management Team 

We have added a new function, the Workforce Management team, to enhance 

the quality of our services, ensure that we always achieve our service levels, 
and bring a new level of professionalism and experience to KPI management. 

The Workforce Management team will focus on balancing associate staffing, 

managing service level forecasting, participating in scheduling, as well as 
making real-time adjustments to meet changes in service levels by analyzing 

Call Cemer data and reporting findings to the Call Center Management team. 
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Greg PetitBon, 
Workforce Manager 

The latest initiative created a new position, Workforce Manager. With 11 

years of call center experience, Greg brings his knowledge, and promise of 

innovations, into the NRC. He was trained as a Lean Six Sigma Black Belt and 

has been certified as a Six Sigma Green Belt since April 2006. 

Greg will lead his team with a continued focus on the following: 

Developing dashboards that will continually monitor and report 
on standardized metrics. 
Providing a framework for internal change management. 
Identifying gaps in the call center team through data analysis. 
Offering solutions for team skill enhancement, training needs, 
and staff balancing through data analysis. 
Measuring how the NRC responds to our customer needs 
and requirements. 
Measuring the NRC performance to GTECH's bottom line. 

Forecasting - Impact 360 

Asdiscussed previously, we use workforce optimization software, Impact 360 

(1-360), to forecast call volume and to identify the appropriate resources 
required to best serve for the Texas lottery. In short, Impact 360 provides 

a statistically reliable method to ensure superior call center coverage for 

retailers. The 1-360 methods evolved from its initial implementation in the 
call center with the Texas lottery in 2006. Since then, our tools have become 

more sophisticated, but we maintain the same focus: to ensure we have 

proper response load-balancing for Texas calls. 

The software is backed by experienced call center managers and site staff. 

We can predict call volumes based on many factors, and we know when to 
overstaff the predicted volumes as a hedge against the unexpected. 

73.6 
Chronic Problem Resolution 

The TlC defines a chronic problem as ..... four or more service calls for any 

reason in a consecutive 90-day period: GTECH wi ll establish a more stringent 

threshold of three calls in a 90-day period to monitor and escalate emerging 
chronic problems for prompt resolution and follow-up. In this way, we can 
identify and manage problems before they become an even greater issue. 

Call Center Support 
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Our CSMA will be able to identify chronic retailers, documenting their past 

history and the problem that must be solved now. The chronic retailer status 

and the case notes will be identified on for the FST. 

Before dispatching or closing the case, the associate will indicate in the case 

notes if this was the first, second, or third call. This appears as the first piece 
of information in the case notes for the next associate responding to the 

retailer. The associate will escalate the case to a TCCA on the third callback 

from the retailer. Our escalation procedure follows: 

The TCCA will call the FST III, based on the retailer's zone, and 
advise the FST III that we are escalating an open dispatch case. 
We provide the retailer's information to the FST III. 
If we are unable to reach the FST III, we will leave a detailed 
message and then contact the Field Service Supervisor. 
If weare unableto reach the Field Service Supervisor, we will leave 
a detailed message and then contact the Field Service Manager. 
For after-hours calls, we will email the FST III and Field Service 
Supervisor, to alert them to the retailer issue. 
Field Service will expedite a resolution for the retailer to return 
the terminal to operational status. 

There is a well-defined approach to dealing with chronic problems. GTECH 

has a problem management process that operates to resolve the root cause 
of all problems. Please refer to Section 7.' 2.2, Subsection 7004, Resolution of 

Chronic Equipment Problems, for more information. 

73.7 
Inventory Order and Distribution 

The Evolution of Automated Instant Product Inventory 
Management in Texas 

Since its inception, GTECH has provided the Texas lottery with automated 

Instant Ticket distribution. Quota level Management System (QLMS) was the 

original version of automated distribution. The application was designed to 

create orders for retailers based solely on statewide sales trends. Initially, it 

worked in its design. However, as the Texas lottery's Instant product matured 

and the number of different games and price points on the market Increased, 
it became apparent that QlMS could not effectively manage each retailer'S 

Instant Ticket inventory. The system did not consider important variables for 

each order such as a retailer's sales trend by game, di splay capability, game 

preference, or future game introductions. As a result, orders were not 

customized to each retailer's unique set of circumstances. 
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ProCall evolved from QlMS as the primary means of Instant Ticket distribution 

to Texas lottery retailers. It was a proactive approach to Instant Ticket 

distribution, combining retailer-specific sales trends and inventory data with 

a human element (ProCall representatives), that made inventory management 

decisions that QlMS could not. Its methods were revolutionary at the time in its 

attempts to maximize a retailer's sales potential by accurately and consistently 

gauging inventory supply levels and player demand for each game. ProCall 

continues to serve as an enhancement to the Texas lottery's existing supply chain 

and its efficiencies to effectively deliver product to each outlet. 

The TlC's Instant product continues to mature today. Managing retailer 

inventories while the number of games and price points on the market 

fluctuate at a rapid pace and filling an increasing variety of retailer game 

display types (e.g., on-counter slots, in-counter slots, Instant Ticket Vending 

Machines [lTVMs], GamePoints, etc.) are among the new challenges. Eighteen 

years of Texas experience, coupled with advances in technology since the 

implementations of QlMS and ProCall, allow for the next evolution in Instant 

product distribution - full system automation of ProCall methods supported 

by enhancements to retailer-level product demand gauging. 

The Evolution of Gauging Player Demand - GTECH's 
Information Redacted 
§552.101/466.022/ 552.139 

GTECH has always ensured that the Texas lottery's distribution model was 

based on industry cutting-edge methodologies. This was accomplished by 

developing new ways of gauging consumer demand at the retailer level and 

using that information to customize inventories specifically for each retailer 's 

unique needs. Even QlMS, in its simplicity, emerged as a progression from 

the industry standard Tel-Sell method, in which knowledge of product 

demand was neither necessary nor emphasized. QlMS and ProCall stress 

a more granular analysis of product sales trends, while Tel-Sell stresses 

telephone contact with retailers in order to gain insight into their inventory 

needs. Tel-Sell is often less effective as it relies heavily on a retailer's own 

perception of sales at a retail location to replenish inventory. 

QlMS and ProCallleverage the Texas Lottery's retailer financial data in 

gauging sales and demand - more specifically, the rate at which retailers 

become financially responsible for packs they display for sale (settlements). 

According to the Texas lottery's business rules, retailers are charged for packs 

when they're sold (consignment), providing a certain level of accuracywithin 

this method. Though each model provided much success during the time it 

was executed, new challenges must be met. 

Call Center Support 
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As the Texas Lotte ry continues to find innovative solutions to increase 

sales by offering more games, more variety in price point, varying pack sizes, 

and an increasing number of display types to capture a wider player base 
(on-counter slots, in-counter slots, in-lane displays, self-service equipment, 

etc.), financial data becomes less sufficient in gauging true product demand 
at the retailer level. There are important factors that can't be determined using 

financial data alone. These factors (the time span between displaying or 

"activating~ a game for sale to the time the pack becomes a retailer's financial 

responsibility, which packs a retailer might currently have displayed for sale, 

and how many tickets might remain of those packs), though extremely 

important in determining true player demand, are left to assumption. Using 

financial data doesn't reflect actual demand; it only demonstrates that a 

retailer is financially accountable for a pack. 

Information Redacted As the next proposed progression in Instant product supply chain 
§SS2.101/ 466.022/ SS2.139 management, our offers the Texas Lottery an opportunity to continue as 

an industry pioneer in rep lenishment distribution. does not use financial 
data to gauge demand, but uses a retailer's estimated ticket-by-ticket sa les to 

accomplish this. Th is is shown in the following figure. 

Figure7.13-14: 
IS and Supply Chain Management 

Automated Instant Product Progression In Gauging Player Demand 
Distribution Model 

QLMS 

ProCall 

Call Center Support 

Retailer's player demand based on statewide sales trends 

Retailer'S player demand based on retailer settlements 

Retailer's player demand based on retailer validations 

With we will document the process, with the Lottery's approval, to 

customize retailer ticket orders. This includes but is not limited to services 

performed by telemarketing staff, LSRs, etc., as we work to maximize Instant 

Ticket inventory turnover and maximize your retailers' ability to order Texas 

Lotte ry Instant Tickets. 

Product Demand Gauging Comparison 

To illustrate the superior automatic re plenishment capabilities of we will 

compare two retailers, using ProCall for Retailer A and for Retailer B. 
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ProCall 

ProCall assumes that once a pack is paid for, all tickets have been purchased 

by players. The following figure helps to demonstrate the current logic of 

gauging Instant product demand using retailer financial data. 

Figure7.13-15: 
Retailer A Inventory 

. . Settled - Settled -
Game Name Confirmed Packs Active Packs W k 0 W k T ee ne ee wo 
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Retailer A became financially accountable for six packs of Break the Bank 

in the most recent two weeks. If Retailer A is reviewed biweekly, it can be 

assumed that six packs of on-hand (confi rmed) inventory are sufficient to 

sustain current settlement rates until the next review date in two weeks. 

Because Retailer A already has three packs of Break the Bank on hand, it is 

necessary to sh ip three packs. This will give Retailer A six packs to satisfy 

assumed player demand. 
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From the 

Confidentiality Claimed 
Not released 

application, the user can comprehensively view and manage a retailer from 

one easy access point. By selecting the tabs at the top of the information 

display, the user can review the retailer's profile, general information, address 

information, financial information, and license details; create letters or review 

previous correspondence; view and modify instant information, and view or 

manage assigned field representatives. 

Instant Ticket inventory information for each retailer is also available by 

clicking the Inventory button next to the Submit button at the bottom of 

the screen. The Inventory button provides access to the retailer's Instant 

Inventory screen without the need to change applications. likewise, from the 

retailer's Instants Inventory screen in 

fashion to the retailer record in 

users can navigate in the same 

Call Center Support 
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The integrated nature of allows for all authorized users to access pertinent 

retailer information with the single click of a mouse. From any screen 

comment - or narrative - may be added. These comments are logged in 
real time along with information on the user who added the comment. This 

feature automates a detailed trail of interactions with a given retailer andl or 
any additional information a user might have deemed important to the 

retailer record that could not have been recorded through other means. 

Please see Section 7.3, Instant Ticket Game Management, and Section 7.S, 

Retailer Management, for addit ional information. 

Through the reporting function of 

GTECH Management, as well as the TLC, has the capability to report on 

retailer·specific orders, Instant Ticket ordering trends by retailer, zip code, 

region, trade style, etc., as well as metrics related to ITS order placement. For 

additional information on report ing 

capabilities, please see Section 7.9, Reporting. 

The following figure shows the makeup of our Instant Ticket manageme nt 

organization. 

Figure7.13-21: 

GTECH's Instant Ticket Management Organization 
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73.9 

Information Redacted 
§552.101/466.022/552.139 

Special, Out of Cycle, Express, Expedited, or Emergency Orders 

An empty dispenser can ultimately mean lost revenue to the Foundation 
School Fund. To mitigate this risk, GTECH's approach to Instant Ticket order and 

distribution strives to ensure retailers have a three-week supply of appropriate 
inventory on hand at all times. Although ADIS uses actual retailer-specific 
historical validation activity to anticipate the future Instant Ticket activity 
in each retail location, there are, and always will be, special circumstances 
that may exhaust a retailer's inventory at a faster rate than expected. Such 
circumstances may include Lottery-related changes, such as close proximity 
to a promotional event; a group of players purchasing entire packs of Instant 
Ticket games; or environmental-related changes such as road work that 
increases foot traffic for a period of time. In any of these circumstances, faster 
sell-through of Instant Ticket Games is always a good thing. 

To protect against lost sales due to retailer shortage, has been designed 
to review every retailer's in-store inventory every day. estimates in-store 
inventory based on va lidation activity and proceeds with filling the Instant 

Ticket order with the appropriate number and types of games to maintain 
the three-week supply of on-hand inventory until the retailer 's next regularly 
scheduled order day. 

ITS rep resentatives are also available to assist retailers with any special. 
out-of-cycle, express, expedited, or emergency orders. Since the ITS 
representatives have access to all retailer order history and ·suggested 
ordering, they are well equipped to provide specialized Instant Ticket order 
recommendations to these reta ilers. When emergency orders are placed with 
ITS, they are given packing priority and sent immediately to the warehouse 
to be packed the same day. 

The National Response Center is on call 24 hours a day, 7 days a week to assist 
retailers in all matters. When ITS representatives are not available to place 
orders on the retai lers' behalf, NRC associates assist by taking the order from 
the retailer and communicating that order to ITS. NRC associates do not have 
access or authorization to place orders directly into so the order will 
be placed upon receipt by ITS. 
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Retailers will also be able to have their ticket orders processed on weekends 

and holidays when necessary. With the precision of the need for 

weekend and holiday processing is less likely than before. As in the past, 

however, GTECH will do whatever it takes to ensure that your retailers' orders 

are processed in a timely fa shion. We will bring warehouse, ProCall, ITS, and 

any other staff in on weekends and holidays based on ticket ordering activity 

and/or special circumstances as required by the Lottery. 

73.10 
Retailer Ordering 

In the retail environment, convenience is crucial . When competing for retailer 

time and attention, it is imperative to not only provide the most accurate 

information possible, but to also allow options for retailers to determine the 

most convenient way in which to do business. To that end, GTECH's solutions 

provide a number of ways for retailers to order and manage their inventory 

as well as to ensure Instant Ticket inventory is optimized. Regardless of the 

method of order placement, all Instant Ticket orders generated will be 

indistinguishable once received by the warehouse for packing. 

System Initiated Automated Ordering Options 

Orders 

Eighty-five to 90 percent of retailers prefer to receive replenishment 

orders without any interaction. They rely on the experts to determine what 

games, in what quantities, and what time frame orders should be received 

to maximize their Lottery earning potential. As discussed previously in 

Subsection 73.7, Inventory Order and Distribution, 

out of Instant Ticket ordering for these retailers. 

ITS Generated Orders 

takes the worry 

In addition to order generation, retailers may opt to continue receiving 

orders placed by their trusted ITS representative. For these retailers, ITS 

representatives will place orders on a predefined call schedule but will review 

the suggested order generated by for determining the proper games 

and quantity of games for distribution. 

ProCall-designated retailers will also be reviewed daily by for shortages. 

ProCa11 representatives will be alerted daily of any retailer with an inventory 

shortage and will place the interim order on the retailer'S behalf. 
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Retailer Initiated Automated Ordering Options 
Information Redacted 

Retailer Call Orders §552.101/466.022/S52.139 

At anytime, a retailer may place a call to his or her ITS representative to assist 

in Instant Ticket ordering. Retailers may opt out of and ProCal1 ordering 

and choose to call when they want to replenish their Instant Ticket inventory. 

In these instances, the ProCa11 representative will review the calculated 

games and order quantities to assist the retailer in making an informed order 

decision that will optimize in-store inventory. 

Terminal Orders 

For additional convenience, retailers may initiate Instant Ticket orders from 

their lottery sales terminal. Retailer-initiated orders rely on the retailer to 

determine the games and pack quantities to include in their order, based 

upon a list provided by the system and displayed on the terminal. Once 

the terminal order is placed by the retailer, authorized ITS representatives 

w ill review the order, as part of control procedures, against predefined 

parameters, which include retailer status, financial restrictions, and 

·calculated suggested order. If the order falls within the predefined 

norms, it is approved and sent to the warehouse for packing and distribution. 

If the order does not fall within the predefined norms, the ITS representative 

will call the retailer to resolve any discrepancies. The order control screen is 

shown in the following figure. 

Confidentiality Claimed 
Not released 
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Web Orders 

Whether integrated into the TLC's existing Retailer Services Center or 

accessed using GTECH's Lottery Services Portal, retailers may also place 
Instant Ticket orde rs over the Internet. These orders may be sent real-time to 

the Lottery gaming system through the Web Service Portal or through a 
nightly feed. 

These orders will be subject to review by ITS representatives prior to being 

sent to the warehouse for final packing and distribution (through the screen 

shown in the previous figure .) 

To ensure proper Instant Ticket distribution and optimization, retailers 

participating in sales terminal orWeb ordering wil l not be eligible to receive 
or ProCal1 orders. Information Redacted 

§552.101/466.022/552.139 
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Real-Time Updates for the Lottery 

Within Order Management, authorized users, including the TLC, have the 
abi li ty to access the status of a ll orders in the system. This includes orders 

placed and real-time updates as orders are being packed and shipped. 
Further, the Lottery can search all orders in the system by order number, 

tracking number, status, and retailer. 
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7.14 
Communications Network 

Introduction 

Designing a communications network for the Texas Lottery entails more 

than just coverage maps and line-of-sight estimations. It requires real­

world knowledge of your unique retailer base and the recognition that 

your communications network is vital to keeping revenue flowing to the 

Foundation School Fund. To that end, we followed four objectives to 

design a new network for the Texas Lottery: 

Figure7.14-1: 

Objectives for Network Design 

As the world's leading supplier of wireless networks. deploying and managing nearly 150,000 wireless devkes in the U.S. 
alone. we·1I translate our size into buying leverage - and pass the savings on to you. 
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Availability is an essential feature of a lottery infrastructure because any 
failures disrupt the revenue stream. For decades, the industry has required 

redundancy in data centers, power sources, systems, and data center 
communications paths. Until recently, the link between the retailer and 

system, the "last mile," represented a single point offailure. This is no longer 

the case. 

Two years ago, GTECH invented ,a routing mechanism 

internal to our Altura- GT1200 retailer terminal and Altura GTl 200 Mid-Range 

Small Footprint Terminal (SFT). will provide you with 

redundant communications paths from the retailer to the central system for 
your highest-volume retailers. While 

new, it is also proven: With 
is innovative and 

, the secondary path takes over 
automatically if the primary path is disrupted. We've deployed thousands 

of links in New York, Michigan, and Rhode Island. 

By equipping 30 percent of your retailers with .we 
propose to provide redundant communications paths to cover more tha n 

SO percent of your revenue. 

Table 76 
Communications Network Response Requirements 

76.1 
Roles. Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 
requirements indicated in this section of the RFP. 

Communications Network 
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Communications Network Diagrams 
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Why 30 Percent 

Information Redacted 
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Two of the objectives we evaluated when designing your new network were 

availability and efficiency. When we design a network with 

we seek to balance cost (redundancy) and benefit (availability) . The key to 

our success in recent network deployments in New York, Michigan, and Rhode 

Island was finding the point at which cost and benefit intersected to provide 

the highest availability at a reasonable cost. This same approach for Texas 

yielded the following design. 
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Figure7.14-3: 
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Throughput, Software Support, and 
Video Streaming Support 

The TlC's network will altow for adequate throughput at a ll points in the 
network. Reta ilers wil l obtain nominal bandwidth to support rap id software 

and data downloads as we ll as transaction processing. All communications 

technologies will have adequate bandwidth so that no subset of retailers 

is unable to receive services available to the remainder of the bandwidth. 

Throughput will be g reat enough to support software downloads to retailer 
sa les terminals and video disp lays. 

The next table represents t he estimated retailer bandwidth for all proposed 

communications types. 

Communications Network 7.14-13 
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Figure 7.14 -7: 
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Estimated Retailer Network Performance Data 

Cost-Effectiveness 
Information Redacted 
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In applying the objective of effic iency to our network design, we strive 

to attain the hig hest leve ls of stability and availability for the least amount 

of cost. When these two factors, availability and cost-effectiveness, are 

considered simultaneously, we derive the optimal balance of dual versus 

Single communications. As mentioned previously, by furni shing 

to 30 percent of your retai lers, the network wi ll provide greater 

protection for so percent of your sales. As the retail network grows, we 

will maintain our design philosophy, which is geared towards maximizing 

revenue protection while remaining cost-effective. 
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Network Diagrams 

GTECH has provided the required network diagrams as Exhibit 15, 

Communications Network, which is located in the Exhibits Volume. These 
diagrams show: 

Data routing and redundant communications paths. 
Proposed locations of remote nodes. 
Equipment intelligence at the nodes. 
Private and public connections. 

No single piece of equipment will interrupt service for a large portion of your 
reta il ers. Steps GTECH has taken to eliminate single points affailure include: 

Three sa tellites. 
Redundant and geographically diverse NOCs. 
Redundant and physically diverse backhaul connections. 
The use of networks for fixed-wireless-connected retailers. 

Adequate Bandwidth and Lines 

The network will have adequate bandwidth and lines for connectivity to and 

between all designated Texas lottery facilities, including but not limited to: 

lottery headquarters. 
Claim centers. 
Warehouses. 

There wi ll also be adequate lines and bandwidth to and between all Texas 

lottery facilities, including but not limited to headquarters, claim centers, 
and warehouses, as required by the Texas Lottery. 

Communications Network 
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Communications Network Monitoring 

The communications links between the Lottery Gaming System and 

the retailers that generate ticket sa les constitute the Texas Lottery's 

"nervous system" - sales wi ll quickly grind to a halt if a retailer experiences 

a communications outage. Monitoring communications links and devices 

on the network wi th too ls that continuously test communications links 

will be critical to maintaining a high level of readiness for the Lottery. 

Monitoring tasks will be automated due to the large number of links 

required by the Lottery. 

Primary Monitoring Tools 

We have selected the best combi nation of monitoring tools to support your 

requirements and resolve complex problem-determination situations. Our 

too lset w ill allow for network monitoring, protocol monitoring, and event 

recording. These tools will show the status of the network, including data 

communications, and the functioning of all network circuits on the system. 

All network monitoring tools w ill be located at both the poe and the BOC. 

Our toolset includes: 

Informat ion Redacted 
§SS2 .101/ 466.022/ 552.139 
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Tools for Retailer-Level Queries 

The four key monitoring tools that collectively facilitate network management 

will enable our engineers and operators to examine your network at any level 

of detail, from a high-level dashboard showing all the principal nodes for all 

of Texas down to the status of individual devices at reta ilers. When they "drill 

down- to examine network operations at the retail level, they will use the tools 

described in th is subsection. 

Retail Monitoring 

HPSS offers the ability to monitor the entire network at a granular level to 

spot and solve any problem. Associates and managers at the DCA network 

operations center can use this capability to monitor the status of any retailer 

terminal or group of terminals, filtered by the type of communications link 

being used for transmission (e.g., ). 

Combined with , these tools will enable authorized operators/ 

managers to see whether the terminal is operational, whether the retailer is 

signed on or not, and any other relevant information. 

The sample screen shown next is a typica l dashboard. The dial on the left shows 

the total number of operational retailers, while the two on the right show the 

number active for two different cellular communications protocols. Messages 

indicate individual network devices that are having issues; they may be down, 

or they may be operational but not performing according to standards. 

Alarm conditions can be set for network communication quality. For example, 

they can be set to notify us if a retailer 's site is duefor a preventive maintenance 

visit. This approach is truly proactive; it makes the best use of Field Service 

Technicians (FSTs), schedules upcoming maintenance vis its before an outage 

occurs, schedules visits according to retailer convenience, and avoids 

disrupting retailers during peak sales periods. 
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Lottery-Initiated Network Monitoring 

Authorized Texas Lottery employees will be able to monitor the network 

utilizing , a highly secure, Web-based interface that accesses 

the terminal, broadcast, and communications information-management 

functions of our GTECH solution. It will provide the lottery 

with all necessary status information, as well as reports regarding attempted 

or successful unauthorized entry to the network. 

Communications Network 
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Historical Reporting 

The HPSS suite offers a variety of reports on operational performance of the 

network. These can be used to examine performance trends for the network 

as a whole or drill down to individual components or groups. 

Communications Network Management 

The network infrastructure supporting the Texas Lottery is complex. 

Monitoring the network using the tools described previously will be the 

principal way to track network performance. The monitoring capabi lities of 

these tools will be instrumental in finding problems quickly and developing 

effective solutions. The goal will be a 100 percent reliable network. To move 

toward that goal, we have a number of proven methods to identify problem s 

faster, reduce repair times, and prevent their recurrence. We begin by taking 

all the raw data tha t the monitoring tools provide and then using it to make 

the network more reliable in the long term. 

Incident Tracking System 

Incidents of degraded performance or failure are logged to the incident 

tracking system, i.e., to a central incident database, at the time of occurrence, 

so they can be analyzed and correlated with other similar incidents. Once 

logged, the incident moves through a number of steps toward resolution, 

e.g., identification, diagnosis, alternatives, and solution implementation. If 

required, the incident is escalated to bring in additional people with advanced 

skills to work on the problem. For additional details regarding our overall 

approach to incident and problem management, please see Section 6.4.1, 

Incident and Problem Management. 

Vendor Management 

The communications network we've designed for the Texas Lottery 

w ill maximize retailer uptime and availability. The monitoring tools we've 

described will provide the Lottery w ith all of the communications information 

necessary for insightful decision-making. 

We will be responsible for working with the applicable network vendor 

to resolve any communications problems that may arise. This will include 

management of communications carriers, our FST staff, and any applicable 

escalation procedures. 

Communications Network 7.14 - 29 
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Given the private nature of the network designed for the Texas Lottery, the 
interaction required with outside service providers will be minimal. Since very 
few retailers will be serviced by common carrier technologies, we won't be 
dependent on outside providers for resolution of service issues at most retail 
locations. We also keep an updated list of escalation contacts and specific, 
contractually obligated trouble-ticket and escalation procedures for each 
outside communications service provider. These procedures are updated 
when necessary with any changes in contact or system information. GTECH 
staff is familiar with and trained on all of these procedures, which are also 
posted and readily available at each workstation. 

GTECH will manage the relationship between the retailer and network vendor 
on behalf of the Lottery. The carriers have escalation procedures that elevate 
their attention to service problems according to a three-level assessment: 

Levell: Emergency situation that causes, or has the potential 
to cause, a total network outage. 
Level 2: Emergency situation that causes, or has the potential 
to cause, a partial network outage or degraded performance in 
the network. 
Level 3: Situation that affects a single site. 

GTECH will notify the network vendor ifany of these situations occur. We will 
switch to backup capabilities if necessary and take all steps required to ensure 
problem resolution. 

Network Event Recording 

Our network management tools have recording, recall, and reporting 
capabilities and are configurable. GTECH and the Lottery can jointly develop 
standards for the types of events recorded, sensitivity levels, and data­
retention periods. Alarms can be set up according to the triggered event. 
Operations staff can sort and prioritize events according to actual conditions. 
This capability ensures the most effective problem resolution. 

Multiple alarms can be correlated to quickly and accurately pinpoint the 
source of the network issue so that no time is wasted trying to locate the 
problem. A database of network events and alarms can be used to support 
reporting and trend analysis. 

Communications Network 
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Segregation of Down Retailers 

A down retailer, due to a network outage, will have no communications with 

the Lottery Gaming System until the problem is resolved. In these cases, we 

will provide the retailer with updates on the situation through the call center, 

at periodic intervals or on request. Any outbound network traffic will be held 

in electronic form at the call center. This traffic will be sent to the retailer as 

soon as its connection or equipment is restored. More detail on call center 

services can be found throughout Section 7.13, Call Center Support. 

Real-Time Video Security Monitoring of Claim Centers 

Real-time video security monitoring of claim centers can be supported with 

communications links between designated Texas Lottery facilities, including: 

lottery Headquarters . 

Claim centers. 

Warehouses. 

Any other facility designated by the lottery. 

GTECH will provide communications links with sufficient bandwidth to enable 

this function. 

Video Teleconferencing 

The same communications link that enables real-time video-security 

monitoring of Texas lottery facilities will be used to support video 

teleconferencing. GTECH will provide communications links with sufficient 

bandwidth to enable both video security monitoring and video 

teleconferencing, if required. 

Third-Party Traffic Studies 

GTECH will engage "an independent third-party vendor to perform traffic 

studies and provide recommendations regarding communications network 

performance" if required. We interpret this to mean that we will hire a 

communications consultant to analyze traffic patterns and capacity across the 

network and make recommendations for adjustments that will improve 

network performance. 
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Regulatory and Legal Requirements 

GTECH will comply with all regulatory and/or legal requirements set forth 

in the RFP, the resulting contract, and any and all other related statutes 

and/or ordinances. RFP Section 7.14, Table 75, Communication Network 

Requirements, Detail Requirement #17, outlines three specific requirements 

in this regard. GTECH's responses to these requirements are provided in the 

following paragraphs. 

Obtainment of Required Approvals and Payment of Tariffs 

GTECH will obtain any federal. state, or local licenses required to operate the 

communications network. GTECH will be responsible forthe payment of any 

special tariffs required for the development, operation, and expansion ofthe 

communications network. 

Compliance with Applicable Laws 

GTECH w ill comply with all applicable laws relating to communications 

network standards, availability, costs, licenses, tariffs, etc. 

Assignment Permission 

GTECH agrees to insert a clause in all contracts with communications vendors 

that permit the assignment of such contracts to the Texas Lottery or any other 

entity designated by the Lottery. 

Communications Network 
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Invited Option Icon 

This icon indicates where we have responded to an Invited Option. 

Specified Option Icon 

This icon indicates where we have responded to a Specified Option. 

Offered Option Icon 

This icon indicates where we have proposed an Offered Option. 

New Innovation Icon 

This icon indicates where we describe a new, GTECH-designed product or 
feature that represents GTECH's commitment to industry innovation. 

I Exceeds Icon 

Th is icon indicates areas in which GTECH exceeds the requirement. 
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Integrity and Responsibility: GTECH will provide increased 
transparency of field operations through innovations such 
as our GTECH 
and tracking 
technology. 

Innovation: Integrated analytic and performance tools will 
put the power of actuallield data in the hands of Lottery 
Sales Representatives (LSRs) to ensure the success of every 
marketing and sales support initiative approved by the TLe. 

Fiscal Accountability: We will provide LSRs the tools and 
information required to responsibly generate revenue for 
the State of Texas without unduly influencing p layers to 
participate in your games. 

Customer Respons iveness: GTECH is committed to 
providing LSRs with immediate access to information so 
that they're in the best-possible position to respond to 
any retailer need or concern. 

Teamwork: Innovative new solutions like will 
provide an unbreakable link between the GTECH Sales 
Force, the Texas Lottery, and Texas Lottery retailers. 

Excellence: By provid ing our experienced Sales Force with 
new solutions and tools, which are discussed throughout 
the body of our proposal, the Texas Lottery's field staff w ill 
be at the forefront of the lottery industry. 

) 
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will ensure eff&tive execution of business initiatives 
and a transparent view into all field operations, 

The TlC's customized lSR organization is designed to fit into 
the retailer life cycle and includes all necessary links to other 
business functions within the Texas lottery operation, 

GTECH boasts the industry's most-experienced Retail 
Recruitment team, led by Connie Laverty O'Connor, our Chief 
Marketing Officer. This team is focused solely on developing 
new business opportunities in order to expand the TlC's retail 
footprint and capture new consumers, 

When sophisticated analytic and reporting tools, like Claritas' 
Prime location and GTECH's World Wide Marketing Database and 
lottery Marketing Database, are driven by our experienced local 
and corporate analytic and research teams, retail expansion 
efforts, game development projects, game promotion initiatives, 
an~Gl!JM~t:iT~8~/;,Q:ij:i' l!;Q"i~~~ practices for optimal 
results and return on investment. 
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8.2 
Sales Management and Business Development 

Introduction 

At the beginning of Part 8, Sales and Marketing, of the RFP you note that you r 

vendor's sales and marketing activities throughout Texas constitute a direc t 

link between your products and the retailers and players who sell and buy 

them. In Section 6.2, Account Management, we state that, as an agent of the 

TLC, we fully understand that your retailers see our sales force as such when 

we distribute games and promote the Lottery's brand across the State. The 

work of this dedicated team is the most visible expression of our outreac h 
activities on your behalf. 

Over the years, we've had many opportunities to assist you with achievi ng 

your goals while guarding your professional integrity and enhancing your 

brand image. The sales management and business development activities 

we describe in this section have evolved from this history of local engageme nt 
and continuous improvements, and will further strengthen alignment 
between the TLC, our staff, and lottery retailers. Together, we can generate 

even greater enthusiasm for your brand and games - and convert that 

enthusiasm into Lottery sa les. 

Building on Your Success 

Because the Texas retail landscape encompasses an enormous geography 

covering more than 268,000 squa re miles and more than 70 highly diversified 
trade styles, it takes local experience, effective data analysis, and customized 

tools to manage your game portfolio effect ively and position your products 
in ways that capture the attention of millions of Lottery players. 

Sales Management and Business Development 
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Supporting the Lottery 's marketing initiatives and retailers, the cu rrent staff 

of 181 Texas-based professionals w ho make up GTECH's Sa les, Marketing, and 

Business Development teams have been hard at work for more than 1,600 

cu mulative years. The teams' continued attention to your retailer network i s 

the starting point for your futu re sa les success. By increasing staffing numbers 

for the new contract, and investing in new tool s, data analysis, and technology, 

we will remain committed to continuous improvement. 

Confidentiality Claimed 
Not released 
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Key Sales, Marketing, and Business Development Offerings 

Your vendor must control countless details to help you meet your revenue 

objectives. For example, the right mix of Instant Games needs to be displayed 

at each of your nearly 17,000 retail locat ions, Point-Of-Sale (POS) signage has 

to line up with the rollout of new products and promotions, new retailers a nd 

the ir staff have to be trai ned on se lling Lottery products effectively, etc, Th e 

list is extensive, 

Sales Management and Business Development 
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Our own sales, marketing , and business development activities throughout 

the state have given us firsthand insight into where and how to se ll Texas 

Lottery products. Each year, our sales staff: 

Conducts more than 450,000 retailer visits. 

Processes more than 1,250 changes of ownership. 
Makes more than 4,000 recruitment visits, yie lding an average 
of more than 900 new retailers annually (for a net increase in 
total retailers of more than 250). 

Holds more than 600 key, corporate, and chain account 
strategy sessions. 
Places more than 1.5 million POS pieces. 

Managing this immense spectrum of marketing activity requires a highly 

organized, experienced, and accountable management team and structure, 

which GTECH already has in place. 

What Working for the Texas Lottery Has Taught Us 

The scope and complexity of the Texas retail landscape has taught us to 

focus on project execution, because we've learned that this is what makes 

the greatest and most positive difference in getting the sale. We va lue the 

theory necessary for developing sound plans, but we devote greater energy 

to executing our plans effectively. 

Working for you has taught us that paying attention to the detailed needs 

ofTLC retailers, players, and staff has a huge impact on our joint success. We 

have studied the Texas marketplace - its complexities, your regulations, and 

your requirements - and have the experience necessary to know what wi ll 

work well. We also have Texas-speCific mechanisms in place for refining our 

products and services. We can push products, and if necessary, corrections, 

across the market. We've learned about the many challenges the Texas 

market presents by living with, and meeting, your retailers' and players' 

high expectations. 

Sales Management and Business Development 
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Table 79 
Sales Management and Business Development 
Response Requirements 

79.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this sect ion. 

79.2 
Identification of Sales and Management Staff 

GTECH and the local Texas team have invested in management personnel and 

strategies for identifying new selling and business development opportunities. 

In addition, we have a corporate team dedicated to key, corporate, and cha i n 

account recru itment that expands beyond the TLC's borders. 

Full-Time Texas Sales Management Staff 

Tom Stanek, 
Director of Sales, Marketing, and Business Development 

Tom manages GTECH's Sa les, Marketing, and Business Development 

teams who provide serv ices to almost 17,000 retailers in Texas. With 7 

yea rs of industry experience, Tom makes sure all sa les force efforts maxim ize 

retailer sa les (corporate accounts to independents) and develops tactics for 

expansion into new retail environments, realizing more than $3.7 bil lion in 

total sa les on an annual basis. Tom w ill be a main point of contact for the 

Texas Lottery for all sa les management and business development needs. 

Sales Management and Business Development 
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Arden Reid, 
New Business Development/Recruitment Manager 

Arden is responsible for key, corporate, and chain account recruitment in 

Texas. He is currently in communication with more than 25 potential retailers 

representing more than 4,000 prospect ive stores and potential annual sales 

of $400 million. An industry leader in Texas-based retailer recruiting with 

15 years of industry experience, Arden collaborates wi th the lottery on 

developing and implementing comprehensive account acquisition strategies 

and plans for growing TLC revenue. 

Brian Finnigan and George Sanchez, 
Regional Sales Managers 

Brian and George manage their respective sales teams in the south and 

north territories of the state. Their 16 distinct teams execute st rategies 

for increasing sales performance and expanding the retailer base. Several 

members of their teams will focus solely on recruiting. With 35 years of 

combined Texas Lottery experience (both working with the TLC since 1992), 

Brian and George are each involved in day·to-day operations, making sure 

that all retailer expansion strategies are communicated and executed in 

the field. They w ill be main points of contact for the Texas Lottery with 

regard to field execution. 

Sales Management and Business Development 
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We propose adding two new, significant management positions to our 

sales organization structure. Under the direction of Regional Sales Managers 

Brian Finnigan and George Sanchez, the Senior Sa les, Merchandising, and 

Business Development Managers will plan and direct all sa les, merchandising, 

and recruiting programs and activities for their respective areas of 

responsibi lity. The new managers will also establish and maintain effective 

working relationships with Lottery personnel, retailers, and GTECH staff as 

they maximize sales through the activities listed above. We would fill these 

positions immediately upon contract awa rd. 

Mandy Carter, 
Corpo ra te/Chain Account Manager 

Mandy manages four Key Account Representatives who are responsible 

for working with more than one-third of the Texas retailer base, helping to 

generate more than $1.2 billion annually. With 12 yea rs of experience in 

the grocery and telecommunications industries, Mandy helps her team 

cultivate relationships with key corporate, and chain accounts. Her goal is 

to drive substantial incremental sales growth by devising innovative, tailored 

marketing and promotional strategies in concert with corporate account 

leadership and the TLC. She also contributes to the development and 

implementation of TLC policies and projects. 

Shannon Plum, 
Marketing Manager 

Sha nnon directs the data analytics team that identifies expansion 

opportunities. Her team develops tools and supplies information needed for 

increasing sales at current retailers and supporting retailer expansion. Wi th 

15 years of retail and marketing experience, Shannon formerly managed 

the field marketing and sales division of Phillip Morris, a company long­

recognized for its retail services best practices. Responsible for retail-focused , 

strategic marketing plans, Shannon recently assisted with creating more tha n 

160,000 pieces of GTECH-funded Powerbaff· POS materials for the TLC. She 

will be a main point of contact for the Texas Lottery with regard to analytics 

and marketing_ 

Sales Management and Business Development 
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GTECH Corporate Sales and Marketing Support 

Connie Laverty O'Connor, 
Senior Vice President and Chief Marketing Officer 

Connie leads our corporate marketing teams in supplying tactical marketing 

advice on game development, industry best practices, retailer network 

development, and promotion design and execution. Having formerly 

managed the New York and Georgia lotteries' sales and marketing teams, 

Connie has more than 30 years of lottery sales, marketing, and management 

experience. While managing the lotteries in New York and Georgia, Connie 

was instrumental in driving annual sales of more than $6.6 billion and $3.2 

billion, respectively. In addition, under Connie's marketing leadership, the 

New York Lottery's Instant Game sales increased by more than 800 percent in 

a ten·year period. Connie was also a central figure in facilitating the Mega 

Millions and Powerball cross·selling initiative, working w ith the leadership of 

both consortiums. 

Larry King, 
Vice President, Strategic Sales 

Larry has held various sales positions at GTECH over the last 17 years. During 

the past year, he has assisted our Retail Development group with recruiting 

national chains and has been a central player in communicating the benefits 

of selling lottery to executives from Dollar General, (ostco, Walgreens, and 

most recently, Family Dollar, which is now participating in several pilots. 

Dollar General, with more than 8,400 u.s. locations, is also currently piloting 

lottery sales in Tennessee and Georgia. Larry spent many years in Texas as the 

Sales Director, managing your sales force and working as your Account 

General Manager. 

Sales Management and Business Development 
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Susan Strouse, 
Senior Director, Retail Development 

Susan will work on identifying TLC retai ler expansion opportunities. 

With GTECH since 2000, she is responsible for the strategic development 

of GTECH's retail product and service line. She also manages business 

relationships with chain accounts atthe national level. An industry leader in 

national corporate chain and retail expansion, Susan has been instrumental 

in building business relationships w ith CVS, Dollar General, Family Dolla r, 

Dollar Tree, Walgreens, and Costco. Worthy of particular note is Susan's wo rk 

related to the recruitment of more than 7,000 CVS locations across the United 

States, which resulted in a full rollout in Ca lifornia that generated more 

than $40 million in 2009. With 20years of retail development experience, she 

bri ngs a strong retail and consumer-goods background to the grocery, 

convenience, big-box home improvement, office product, and mass 

merchant trade channels, 

Jim Breindel, 
Senior Manager, Retail Strategy 

Jim has held a variety of positions in the lottery and gaming industries, 

including rol es in product development, marketing, and operations. He 

has spent much of the past 10 years meeting with U.s. retailers from various 

trade styles to solicit input to guide new lottery product development. 

Numerous meetings with Circle K led to the first Lottery Inside deployment 

in Circle K's ZapLink financial-services kiosk. Extremely involved w ith 

retail industry groups, Jim is a supplier member of National Assoc iation 

of Convenience Stores (NACS) and has participated in the NACS Annual 

Conference and NACSTech. He also serves on the Petroleum Convenience 

Alliance for Technology Standards (PCATS) Device Integration Committeeand 

Lottery Working Group. 

Sales Management and Business Development 
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79.3 
Sales Organization Structure 

The framework that we used to help design our sales organizational structure 
is consistent with the process advocated by Burton, DeSanctis, and Obel 
in Organizational Design. Over the past 18 months, we have invested 
considerable time and resources in defining the goals of the organization and 
reviewing its strategy, structure, process, people, coordination, and controL 

This exercise involved the following steps: 

Step 1: Goal definition (efficiency vs. effectiveness). 
Step 2: Strategic and environmental analysis. 
Step 3: Structural optimization (configuration, complexity, and 
geographic distribution). 
Step 4: Process and people alignment (task design, leadership, 
and organizational climate). 
Step 5: Coordination and control implementation (information 
systems and incentives). 

This process ensures that our organizational design will remain flexible and 
aligned with the goals and business strategies of the TlC, most important of 

which are to protect the integrity of the organization, be responsive to the 
needs of Texas lottery retailers, and reach and exceed goals for sales and 
retailer base expansion. 

Applying Lessons Learned to 
Sales Management Improvement 

Our local experience and lessons learned also provided us with an 
opportunity to step back and examine the sales force structure from the 
bottom up. Our leadership team analyzed quantitative and qualitative 
information to identify sales opportunit ies and then investigated alternative 
sa les force structures to best realize these opportunities. Analysis drew 
heavily on current retailer requirements, future retailer growth, current and 

future player needs, review of Nielsen Claritas predictive sales models, and 
our own sales reporting tools. 

Next, the team compared findings against the collective ins ights derived 
from thousands of l SR discussions with lottery retailers. This analysis 
concluded with recommendations to make structural modifications to the 
sales organization, which we have already implemented to better serve the 
TlC in the upcoming contract. Many of these changes, such as bolstering ou r 
marketing teams, have begun to take shape over the past 18 months. 

Sales Management and Business Development 

DOCUMENT REDACTED BY TLC -124·10 



~. GTECH ----
Throughout our response to Subsection 79.3, Sales Organization Structure. 

which follows, we highlight these important factors of o ur sa les 

organizational structure and its effective dep loyment: 

Key Functional Responsibilities and Importance to TLC: We 
recognize the complex business processes that make up the 
Texas Lotte ry's operations and the interdependencies that your 
vendor must support and optimize. 
Support and Optimization Plan: Our approach for supporting 
and increasing sales focuses on retai ler recruitment and 
performance optimization of current retailers_ 

Sales Organizational Chart 

The following sales organizational chart features a new department focuse d 

on merchandising and business development, as wel l as en hanced staffing 

levels to bolster retailer support. 

Information Redacted 
§SS2.101/466.022/ SS2.139 
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Confidentiality Claimed 
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Ourteam structure focu ses on retailer recruitment, analytical market resea rch 

for data-driven results, and flexible responsiveness to the TLC, which, 
together, will create opportunities for sales growth and give us greater 

control to deploy manpower where it can do the most good. In short, we will 

put the right people with the right skillsets on the right teams that are aligned 

with the TLC's current and future goals . 

Sales Management and Business Development 
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The Business Processes Behind the New 
Organizational Structure 

-

The heart of every salesperson's job is to se ll. However, because Lottery 

products represent the integrity of the State itself. it is critically important 

that every member of our sa les organization meet the highest standard of 

integrity in every retailer action. We must also be able to demonstrate to the 

TLC that our sales representatives are accountable to our sales management 

team and your oversight staff for every action they take. 

Ultimately, the success of our sales team is heavily dependent on your 

business processes and our organizational interdependencies. We have 

invested a great deal of time and effort over the past 18 months to identify 

and document at a granular level the mUltiple business processes that guide 

each of our employees through thei r interactions with retailers. and with the 

TLC. to cultivate responsible sales on a daily basis. By documenting these 

activities precisely, we achieve these essen tial goals: 

1. We make it possible to convey clear expectations to each 
employee involved in helping retailers sell Lottery products. 

2. We share a common map with you to pinpoint activities for 
continuous business improvement. 

3. We demonstrate that we adhere to each of your requirements 
for Lottery product handling and treatment of retailers. 

A sales organization cannot perform at world-class levels withou t robu st 

business processes and the necessary support infrastructure. In addition, 

it is virtually impossible to provide a relevant and effective organizational 

structure without the knowledge of your specific business processes and 

applicable interdependencies. 

In Section 7.5, Retailer Management, we highlighted a series of business 

processes that support what we call the retailer life cycle. These processes 

depict actions that our teams take to establish an opti mal distribution 

network for your games. The sales organization supports these processes, 

which include: 

Identifying reta ilers wi th the greatest potential to sell Lottery 
products effectively. 
Confirming that a retailer will be an effective Lottery outlet. 

Orchestrating an efficient application review through each 
critical checkpoint and getting qualifying retailers up and 
se lling as soon as possible. 

Sa~s Management and Business Development 8.2-13 
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Cultivating sales at each location through effective delivery 
of appropriate game inventory and staging of relevant 
promotions. 
Managing SWift, seamless change of ownership transitions for 
continuity of sa les to a location's customer base. 

Taken together, these processes help us understand and improve how the sa les 

force can focus on making retailers - and through them, the TLC - successfu l. 

Our support of the TLC includes strict adherence to its extensive and highly 

detailed business processes. To enhance the service we provide, we have 

reviewed these processes and identified areas where our proposed so lutions 

can increase efficiencies and producti vity in the coming contract. The 

insert on the following page, en titled Retailer Life Cycle Overview, 

illustrates the interactions between ou r sales organization and other grou ps 

that are essential to maintaining the retailer life cycle. 

Retailer Support and Optimization Plan 

The targeted roles and responsibilities we've created will enable our new 

organization to provide substantial services focusing on the following: 

Recruiting retai lers. 

Optimizing current retailers' performance. 

Recruiting Retailers 

To execute our retailer recruitment strategy in Texas, our staff will focus on 

four actions: 

1. Staff alignment. 

2. Market analysis. 

3. Opportunity identificat ion. 

4. Recruitment execution. 

Staff Alignment - Dedicated Recruiters 

While every member of the GTECH sales organization is responsible for 

identifying and recruiting Texas Lottery retailers, the most effective way to 

achieve growth and manage retailer recruitment is to have sa les team members 

who are dedicated solely to developing retailer relationships, expanding 

current demographic and regional penetration, and recruiting retailers in new 

t rade styles. Th is functional division of labor has proven successful in many 

pilot programs, including several in Texas, and will be central to the success of 

TLC retailer network expansion throughout the next contract. 

Sales Manageme nt and Business Development 
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Ass igning staff specifically to retailer recruitment is significantly 

---

more productive than emphasizing the task under traditional LSRs' daily 

responsibilities. As part of our proposed sales force organizational structure, 

we will have many individuals whose primary responsibility is to recruit 

retai lers and facilitate new retailer support. The fo llowing graphic il lustrates 

the benefits of assigning staff specifically to retailer recruiting. 
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Figure 8.2 - 3: 

A Day in the Life of a ... 

Hours Focused 
on Rec:ruiting 

1 

.. >«1M 
theclSSumption 

thor on LSR~ hour 
is os producrive .'" Mdko,ed T«ruitQ~ 

Having staff dedicated to recruiting is 700% more effective than having 
recruitment efforts added to an LSR's daily responsibilities. 

8.2 -16 

The Right Focus: Adding dedicated recruiters more than fills the recruiting gap that 
traditional LSRs have in terms of their t ime, as tested and proven in Victoria. 

Market Analysis 

Our sa les organizational structure w ill be anchored by our marketing 

ana lytics team and their data-driven approaches. Our understanding of your 

retailer base and impending changes to the Texas market, as identified by 

data analysis, w ill help to drive Texas Lottery sales. We w ill blend quantitative 

information (predict ive sa les models and geodemographic resea rch) wi th 

qualitative information (anecdotal human intelligence that our sa les fo rce 

gathers) to identify expansion opportunities that would likely go unnoticed 

without the know ledge we've acquired through our experi ence in Texas. In 

other words, we have the experience and tools required to turn Te xas 

opportunit ies into Texas sa les. 
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For instance, we knowthatthe city ofKaty, Texas, is planning a large shopping 

mall, much like Houston's famed Galleria, for the very near future. The mall 

w ill be located off of Interstate 10 in the Grand Park area and bring in many 

new businesses. Local knowledge regarding these types of opportunities will 

enable us to align resources with reta iler expansion opportunities in 

instances like these. 

We have the experience and tools required to turn Texas 
opportunities into Texas sales. 

To drive continued reta iler expansion with peak efficiency, we will supply the 

sa les force with solid recruitment leads based on structured analysis. We 

will compile lead listings using industry-wide retailer-density best practices, 

Texas predictive sales modeling, and comparative account analysis. We will 

customize th is information according to each sales force member who is 

recruiting. Because we w ill provide the sales force with accurate, detailed, 

and relevant data, they ca n have productive conversations with prospective 

retailers. w ill supply this information directly, quickly, and easily 

for every sales call. Information Redacted 

Retailer Density and Sales Analysis 
§552.10l/ 466.022/552.139 

Focused, region-level retailer development plans, based on analysis of 

historical and projected population growth and retailer penetration data, 

will ensure that the l ottery achieves the greatest returns and responds 

appropriately to demographic shifts. A regression analysis using U.s. lottery 

data indicates that increasing the number of retailers results in greater sa les 

per capita and greater returns to the state. In 2008, Texas had 68 lottery 

retailers per 100,000 people, or approximately 1 retailer for every 1,481 

people - a more than acceptable ratio w hen compared to lotteries with similar 

attributes. Still, given the scope of the Texas ma rket, additional retailer 

expansion opportunities exist. Expans ion throughout domestic jurisdictions 

has had a positi ve impact on On-Line sales, the most profitable product within 

most lottery portfolios, including the TLC's as shown in the following figure. 
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Figure 8.2 - 4: 

Lottery Retailers per 100,000 People vs. On-line Sales per Capita 
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Increasing the Number of Retailers Increases Sales: Analysis of 38 u.s. jurisdictions 
shows that, as the ratio of lottery retailers to people (x-axis) increases, per-capita On-line 
Game sales (y-axis) also grow. 

It 's important to note that, while retailer density is strongly correlated with sales, 

the relationship is not 1:1 (e.g., a two percent increase in the retailer base doesn't 

necessarily translate into a two percent increase in sales). Other va riables, such 

as location, and independent factors such as proper merchandising, advertising, 

product availability, etc., do playa role in sa les success. 

To further direct our recruiters, we wi ll perform a market capacity model. This 

research will identify under-penetrated regions of Texas, which will help us 

accurately target a reas where rec ruitment of new retai lers will result in the 

lowest cann ibalization of the current retai ler base. 
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Figure 8.2 - 5: 

Texas Lottery Retailer Penetration by County 

o No retailers 

More than 1,200 people per retailer 

o Between 1,000 and 1,200 people per retailer 

• Fewer than 1,000 people per retailer 
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Identify Where Opportunities Lie: Analyzing retailer penetration is part of developing 
our market capacity model to determine which geographic areas of the State are prime 
candidates for retailer expansion efforts. 

We also factor Texas·specific happenings into our retailer penetration 

analyses. For example, refinery expansions in Beaumont and Port Arthur and 

the rebuilding of the Bolivar Peninsula represent the type of relevant business 

trends we consider when searching for expansion opportunities. 

Predictive Sales Analysis 

To identify underserved areas, GTECH collaborated with Claritas Analytical 

ConSUlting. We conducted a market screening analysis on a prospect list of 

57,004 retailers across the State and used the resulting predictive sales model 

to identify high-potential retailers. The sales model pinpointed more than 

28,000 retailers with more than $2,000 each in weekly sa les potential. We also 

identified the top 10 retailer prospects with week ly sales potential of between 

$ 12,000 and $20,000. 
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8.2 - 20 
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Of course, capturing all potential retailers using predictive sales analysis is 
an unrealistic expectation, given va riables such as retailers' attitudes toward 
gaming. Actual field surveys must take place to confirm and execute the 

recruitment process. The results do, however, provide a strong guide for our 
recruitment teams. Our experience in recruiting prospective lottery retailers, 
using this methodology, indicates that approximately 1 0 percent of prospects 
have the potent ial to become licensed retailers. 
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Opportunity Identification 

We have invested in extensive research to identify high-potential retailers 

and developed support plans to turn them into high-selling retailers. 
Wi th current penetration of convenience and grocery stores at 67 percent, 

the Texas Lottery is well represented in traditional trade styles. However, 
penetration in nontraditional trade styles (e.g., drug stores, super centers, 

and dollar stores) is limited: the Lottery has presence in only two percent of 

these types of retailers. GTECH will increase the Lottery 's penetration in these 

trade styles by identifying prospects for the TLC. 

Our framework for identifying opportunities focuses on: 

Regional expansion. 
New independent retaile rs. 
National corporate accounts . 
Texas-based chains. 
New trade styles. 

Using our proprietary predictive sa les model, the Lottery can target 

expansion into specific, high-potential, independent retailers and in 

sig nificant growth areas such as Irving, Houston, and others. 

Regional Expansion 

To identify regions with the most untapped sales potential, our data analytics 
staff studied retailer penetration levels and population demographics in each 

Texas region. The analysis shows that Dallas, Houston, Austin, and San 

Antonio are likely the best places to start new recruitment efforts based on 
current demographics and retailer penetration. These cities are experiencing 

strong population growth , and they don't have enough Lottery retaile rs per 

capita. Other areas, such as Lubbock and Tyler, are also experiencing strong 

population growth, but the magnitude of that growth is much smaller than 
that of Dallas, Houston, Austin , and San Antonio. Therefore, we recommend 

that recruitment efforts in areas such as Lubbock and Tyler be secondary to 

those In the larger areas. 
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Data also indicates that current urban-suburban and west-east migration 
trends will continue. For example, population growth in Irving and Houston 
is expected tocontinueatan accelerated rate. Rapid retailer expansion in these 
types of areas will let the Lottery keep pace with population growth trends. 

Figure 8.2 - 7: 

2010 - 2015 Projected Percent Change in Population by County 

o Grealertnan lS.4,*, 

• 9.8% to l S.4,*, increase 

o less (han 9.8'1b incr~ase 

• Decrease 

In add ition, population is greatest in the north, south, and southeast regions 
with the north, southeast, and central regions expected to see the greatest 
population growth. 
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Figure 8.2 - 8: 
Current and Future Texas Population by Proposed Sales District 

2009 Population 
2014 Projected Projected Growth 

Population Over 5 Years 

2.045.325 2.308,563 12.87% 

1.948.015 2,190.145 12.43% 

2.267,163 2,531 ,822 11 .67% 

1.588,723 1,768,662 11.33% 

2.273,821 2,524,734 11 .03% 

1,670,273 1,832,577 9.72% 

2,303,264 2,514,904 9.19% 

1,886,495 2,049,608 8.65% 

1,189,663 1,284,676 7.99% 

1,718,263 1,845,923 7.43% 

1,550,388 1,646,144 6.18% 

826.140 872.054 5.56% 

1.711 ,645 1,799.442 5.13% 

1.608,929 1,645.781 2.29% 

For more information on our strategic district plans, please refer to Section 

8.4, l ottery Sales Representatives. For more information on the strategy and 

methodology of the predictive sales-analysis process, please refer to Section 

8.8, Research and l ottery Product Development. 

Growing the TlC's Retailer Base 

Even with an average of 700 retailers leaving the network each year, GTECH is 
able to recruit not only for backfilling for those that leave but also for susta ined 
net growth of the reta iler base. 

This growth demonstrates the success of recruitment initiatives that have 
already begun, such as sales force incentives for retailer recruitment and 
having dedicated recruiters. Continuing these types of efforts will provide the 
lottery with an increasingly robust retailer network to help drive sales. 
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Figure 8.2 - 9: 

Texas Lottery Retailer Increase 

Act~ 
Retailer Base 

January 2007 through December 2009 
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Proven Recruitment Abilities: GTECH's recruitment efforts have steadily increased the 
TLC retail base over the last three years. 

New Independent Retailers 

Approximate ly 60 percent of the Texas Lottery's retai ler net work is composed 

of independent retailers, mostly in the convenience store trade style. 

Continuing to expand presence in this retailer group, the heart of the Lottery 's 

retailer base, is another key growth strategy. 
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We are currently working on establishing relationships with these 10 retailers 

and will continue to target sound independent retailer prospects to provide 

the strongest growth possible for the Texas Lottery. Additionally, dedicated 

sales representatives will provide rapid recruitment and optimal support 

levels for independent retailers to ensure successful expansion. 

National Corporate Accounts 

Currently, traditional corporate lottery retail channels such as grocery and 

convenience stores account for the majority of Lottery sales. However, these 

channels are losing a share of household spending, while the drug, dollar, 

warehouse, and supercenter channels are showing significant growth. While 

independent stores make up the core of the Texas Lottery's retail network, 

recruiting new, national corporate accounts is becoming increasingly important 

as consumers shift their buying habits from independent stores to big· box 

corporate chains such as Walmart and discount stores such as Family Dollar. 
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Lotteries currently sel l in only one of the top-10 national retailers, Kroger 

supermarkets, on a large-scale level. While there are smal l pockets of sa les at 

CVS, Sears, and, potentially, Wa lgreens in Texas, penetration is low relative to 

the potentfal of se lling throughout entire chains. The following figure lists 

the top 10 retailers based on sales volume. These sa les are driven by foot 

tra ffic and visit frequency, which is why the list of target retail chains for 

recruitment looks simi lar across almost all U.S. lottery jurisdictions. 

Figure 8.2 - 11: 

Top U.S. Retail Chains 

... ' ... Walmart " .. 

cvs 

SealfS 

o TARGET 

• Top U.S. Retail Chains (only one sells lottery nationally) 

Se11ing lottery on a Natio nal Level: Our Retail Development group will work to recruit 
these retailers for the TLC. 
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GTECH's Retail Development group has experience recruiting corporate 

account retailers at the state, regional, and national leve ls. We are actively 

recruiting major U.S. retail chains that do not currently se ll lottery products, 

by dealing directly with the target companies and through trade and reta il 

supplier-base organizations. 

Our corporate account team's objectives are to: 

Develop strategic relationships with leading national chains and 
drive lottery pilot testing in their stores through business 
models that suit their operations. 

Offer in-store solutions that show them that se lling lottery is an 
easy and w inning proposition. 

Increase same-store sales by capturing incremental sa les in 
high-potential retailers. 

With our large U.S. footprint, suite of flexible retail solutions, and numerous 

store service models, we are best equipped to support the Texas Lottery in 

engaging key, corporate, and chain accounts. We are actively working with 

numerous lottery customers to implement pilots in their jurisd ictions' top 

national drug, variety, and discount retailers such as Walgreens, CVS, and 

Family Dollar. SpeCifically, we meet w ith corporate decision makers to tell 

them about the benefits that selling lottery can bring - how lottery products 

are popular and accepted consumer purchases that can provide substantial 

contributions to company profit margins. Wealso have retail trade association 

commitment in support of our dialogues with major chains that do not 

cu rrently sell lottery products. And acceptance at corporate and national 

levels paves the way for retail recruitment at state levels. 

A Recent Win in Texas 

In March 2010, after more than 24 months of negotiations, Walgreens agreed 
to conduct a pilot to sell Lottery products through self-service devices in 30 
Texas locations following proper TLC application filing. This is the first time 
Walgreens will offer lottery products - and that first time will be in Texas! 

This win was accomplished through the team efforts of our corporate Retail 
Development group and our Key, Corporate, and Chain Recruitment group in 
Texas. The six-month pilot is expected to go live in Summer 2010 and should 
generate an additional $600,000 for the Foundation School Fund. If the pilot is 
successfu l and rolled out to appropriate Walgreens locations, we estimate 
Walgreens sales could generate an additional $10 mil lion in revenue for the 
State of Texas. 
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Figure 8.2 - 12: 

Texas' Major Non-Lottery Chains 
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Opt imizing Sales Opportunities: There are thousands of viable retail chain expansion 
candidates in Texas, and GTECH has made significant progress toward establishing a 
lonery presence in many of them. 

When considering supercenter reta ilers, a major advantage high-volume, 

they have is lower prices due to large economies of scale and purchasing 

power. Further, d ue to thei r la rge sq uare foo tage, supercenters can offer a 

d iverse product mix and wide selection of brands, so consumers need not 

shop e lsewhere. The convenience of one-stop-shopping is compelling for 

busy consumers, especia ll y as lifestyles are becoming increasingly hectic 

in the 21 st century. 
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Figure 8.2 - 13: 

Changing Consumer Shopping Patterns 
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Follow the Dollar: A major key to future success is having lottery products sold in places 
where people are shopping more and more frequently_ 
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Case Study: Walmart 

Experts believe that Walmart is able to offer grocery savings of 1 0 to 15 percent 
on average, making it difficult for traditional supermarkets to compete. In fact, 
Wa lmart has already impacted grocery store sales and/or market share 
adversely in several regions, as the following examples demonstrate: 

In Houston, when two Walmart supercenters and a rival 
reg ional grocery store opened near a Kroger Co. 
supermarket, Kroger's sales dropped by 10 percent. 

In Detroit, Walmart has quadrupled its share of the 
metropolitan area's grocery market, capturing 11.S percent 
in October 200S, up from 2.6 percent in July 2007. 

In Virginia, family-owned Ukrop's Supermarkets' share 
dropped from 24 percent in 2001 to 17.5 percent in 2009; 
their chairman attributes this drop to Walmart expansion in 
the area. 

As the chart in the following figure demonstrates, the number ofWalmart 
supercenters has increased almost fivefold in the last 10 years, and this trend 
is likely to continue: 

According to Walmart's 1 O-K report, the company plans to continue 
pursuing an expansion program for opening new locations. 

The company plans to add 125 to 140 supercenters in 2010. 

Figure 8.2 - 14: 

Walmart Supercenters in the United States by Year 
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Along with our knowledge of and experience in Texas, GTECH brings nat ional 

presence and industry knowledge to its work with national and Texas­

based retailers. By providing capabilities in-house, we can maintain flexibi lity 

and accountability in every aspect of corporate chain recruitment and 

management. In fact, we have already launched successful pilot programs 

with severa l national and Texas chain accounts. Converting our fi ve corporate 

retailer pilot programs into full roll -out programs in Texas will be a critical 

factor in increasing availability for lottery products and reaching consumers 

where they shop most often. 

Our corporate Retail Development group has worked tirelessly with our 

lottery customers to recruit national chains. Their hard work has paid off 

as lottery pilots with several chains are currently in the works or underway 

in several states. In addition, other national retailers have indicated a 

willingness to put lottery pilots on their calendars for 2010. With this 

procurement and, ultimately, with new self-service equipment, the TlC will 

be perfectly positioned to capitalize on expansion efforts into these new retail 

outlets. As stated previously, GTECH has made significant in-roads with Dollar 

General, Family Dollar, CVS, and Walgreens. A successful national rollout with 

these four retailers would provide the lottery with the opportunity to add 

almost 3,000 retailers to its network. 

Over the last year, we've worked with the Texas lottery and other progress ive 

U.S. lotteries to develop pilot programs for several of the top 10 U.S. retail 

chains. These pilot programs aim to improve retailers' perceptions of the 

lottery and lay the groundwork for future expansion. 
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Figure 8,2 - '5: 

GTECH North American Pilot Programs and Discussions with National Chains 

• • 

• Dollar General Pilot - Ongoing 
Georgia: Instant To Go" with Route Mgmt. 
Tennessee: Instant To Go with Route Mgmt. 
Virginia: Lonery To Go'" 

• CVS 
California: Full state rollout with 
lOlleryToGo 

• 7-Eleven - 03 '09 
Mex:ico: lottery Inside B2B 
Ull country roUout 

• Pharma Pronto - Q3 '09 
Mexic;o: lonery Inside 828 Pilot 

• Walgreens 
Te)r.i1s: lottery To Go 

• Wegmans 
New York: Lottery Inside B2B 

• Kroger 
lottery Inside B2B 

• Family Dollar 
lottery To Go 

Ready for Takeoff: With pilot s currently underway in several chain store locations. and 
even more planned. retailer expa nsion o pportunities a f C j ust around the corner. 
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Information Redacted 
§552.10 1/ 466.0n/ 552.139 

There is a clear opportunity for the Texas Lottery to diversify its distribution 

network and benefit from current trends. To minimize the negative impact 

of big-box retailer growth, the Texas Lottery can capitalize on new consumer 

shopping patterns by including more chains and corporate accounts in its 

retailer network. Big-box retailers don't buy the traditional lottery model. 

However, many of our new technologies and recent developments in 

Texas, such as ), Single Ticket 

Accounting, and our route sales model. are the types of solutions that cater 

directly to the needs of big-box retailers. 

These solutions make selling lottery much easier for big-box retailers. 

And since we recogn ize the obstacles and have developed solutions to 

overcome them, retailers are t ypically more receptive to selling lottery with 

our solutions. We would be privileged to continue to work for you toward 

recruiting these retailers. 

Corporate Chain Expansion in Texas 

GTECH wi ll collaborate with you to develop a process for evaluating 

and selling to each account. This includes identifying stra tegic initiatives, 

corporate objectives, unique -hot buttons," and resistance issues related to 

lottery product sa les. We will include information regarding lottery products 

that retailers indicate would work best in their operating environments. Thus, 

you w ill be able to have effective and engaging conversations to address 

retailers' operational needs and concerns, both now and in the future. As your 

sales team crafts focused messages that resonate with prospects, we w ill 

support them in that task and blend all the elements into customized 

presentations for each target account. 

With a dedicated corporate team coordinating its work w ith the Austin GTECH 

division and the Texas Lottery, we offer tremendous resources for optimizing 

chain recruiting efforts in Texas. 
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We've leveraged all of our capabilities to expand into several high-profile 

chain accounts within Texas, including United Supermarkets. 

Case Study: United Supermarkets 

In the case of United Supermarkets, persistence has paid off. After 12 years 
of ongoing recruiting efforts and discussions with this chain, GTECH's skilled 
recruitment team partnered with United Supermarkets in March 2009 to 
run pilots using GamePoint On-Line and Instant Ticket vending machines in 
four locations. 

After GamePoint was installed in the first pilot store, United was so pleased 
with the ease of implementation and the results that they requested 
GamePoint deployments in all of its stores in Texas. Within three months, 
GTECH had rolled out GamePoints to allS3 locations and conducted 20 
training sessions in six cities. 

The United launch demonstrates the tenacity of our sales force and our ability 
to build relationships with retailers who are hesitant about lottery. By 
leveraging all of our capabili ties, ranging from our dedicated sa les force to 
our advanced lVMs and creative marketing solutions, the lottery will succeed 
in recru iting many additional target retailers. Many of these retailers may be 
hesitant to sell lottery today, but that doesn't mean this reluctance can't be 
overcome by building trust and working with them to find solutions that meet 
their individual needs and alleviate their concerns. 

Other Corporate Recruitment Strategies 

Another way GTECH has worked to expand the lottery retailer base is by 

working with the country's leading pas system suppliers, such as Pinnacle, 

IBM, NCR, and Dresser Wayne, to make selling lottery tickets on their systems 

possible in existing and new retail locations. 

In New York, we are running our lottery Inside solution, which enables lottery 

sa les via the stores' existing registers on a Pinnacle POS system, in Stewarts 

Shops, the New York lottery's top retail chain with full deployment by July 

2010. We are also having discussions w ith IBM about adding Lottery Inside 

onto existing IBM ACE store systems, which are widely deployed in the U.S. 

The benefit here is that these store systems will be "lottery-enabled," making 

it much easierto activate the Lottery Inside application when the time comes. 
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GTECH also maintains a st rong history with major retail trade associations 

to keep in front of retail technology trends. GTECH's corporate Retail 

Development and Product Marketing groups partici pate in trade shows and 

events sponsored by major trade associations in numerous retail channels. 

These include: 

Convenience Stores: GTECH is a NACS supplier member and 
participates in the annual NACS Show and NACSTech. 

Grocery/Supermarket: We regularly attend t he Food 
Marketing Institute (FMI) Annua l Conference and 
MarkeTechnics Trade Show. 
Mass Merchant/Discount: We regularly vis it the annual 
National Retail Federation (NRF) Trade Show and Conference. 

Self-Service Industry: GTECH is a KioskCom Professional 
Society charter member, and we regularly attend the annual 
KioskCom Conference. 

Standards Groups: GTECH is a PCATS supplier member and a 
NASPL Standards Committee and Retail Expans ion 
subcommittee member. 

Our years of participating in these industry associations have provided us 

w ith abundant customer feedback, which we use to guide development 

of retail-friendly lottery solutions and recrui t new national chain retailers. 

Service Versatility 

GTECH's merchand ising services support pilot programs with manned kiosks, 

route management, and store merchandising. 
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Figure 8.2 - 17: 
In-House Capabilities to Meet Pilot Chain Needs 

Chain Need GTECH Solution 

Flexible retail solutions Provide equipment that suits each client's store format, 
operational needs, and space constraints 

More in-store support services Remove as much clerk labor as possible by performing: 
• LVM loading 
• Stock outage monitoring 
• Cash reconci liation 

Flexible business models • Lease space in lieu of retai ler commissions 

8.2 - 40 

• Adjust cha in-licensing terms 

· Red uce retailer commissions in return for increased retail 
support and category-management services 

Expansion into New Trade Styles 

Nontrad itiona l trade styles, such as gift and souvenir sto res, car washes, dry 

cleaners, meat markets, and video rental sto res, offe r the Lotte ry addit iona l 

opportuniti es for expansion. Expanding Lottery with in both traditional and 

nontrad itional trade styles will estab li sh a ubiquitous presence across the 

Sta te, reach more players, and generate more revenue. 

Sales Management and Business Development 
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Figure 8.2 - 18: 
Current Texas Lottery Retailer Base in Nontraditional Trade Styles 

Retailer Trade Style 
Numberof Percent of Nontraditional 
Retailers Retailer Base 

Other Activities Related to Credit Intermediation 90 19.8% 

Tobacco Stores 60 13.2% 

All Other General Merchandise Stores 45 9.9% 

Other Gasoline Stations 4 1 9.0% 

Full-Service Restaurants 28 6.1 % 

Gift, Novelty, and Souvenir Stores 21 4.6% 

Warehouse Clubs and Supercenters 16 3.5% 

Pharmacies and Drug Stores 12 2.6% 

Video Tape and Disk Renta l 10 2.2% 

Discount Department Stores 9 2.0% 

General Automotive Repai r 8 1.8% 

News Dealers and Newsstands 7 1.5% 

Used Merchandise Stores 5 1.1 % 

All Other Miscellaneous Store Retailers 5 1.1 % 
(except Tobacco Stores) 

Other Business Service Centers (including Copy Shops) 5 1.1 % 

Jewelry Stores 4 0.9% 

Other 89 19.6% 
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To optimize the expansion of the retailer base within nontraditional 

trade styles, we w ill recruit high-sales-potential retailers in high-foot­

traffic locations. For example, GTECH has been building a relationship with 

Greyhound, a Texas-based corporation, in a key expansion initiative to invest 

in nontraditional trade styles with self-service Instant and On-Line Game 

LVMs. By utilizing its proprietary predictive sales model, GTECH va lidated 

the hypothesis that Greyhound's high-foot-traffic locations will generate 

significant sales. Moreover, GTECH supports Greyhound as a full-service 

Lottery retailer, assisting in all marketing and technical-support aspects to 

maxim ize sales and player enthusiasm. Upon full implementation of the plan, 

the model indica tes that offering Lottery at Greyhound will generate an 

incrementa l $450,000 in annual returns to the state. 

Major airports are other types of high-foot-traffic locations in wh ich the 

Lottery can continue to expand its presence. With LVMs and a cashing kiosk 

deployed at George Bush Intercontinental Airport, we are currently working 

w ith other Texas airports (such as Intercontinental and Dallas-Fort Worth 

International Airport) to expand TLC exposure and availability there. These 

solutions are best implemented before security checkpoints to maximize 

exposure and availability to both travelers and nontravelers. 

Another Texas Win 

Barri is a large wi re-transaction-remittance corporation that has a business 
partnership with the 1,1 15 La Michoacana grocery stores in Texas to operate 
check-cashing! wire-transaction kiosks inside their stores. The majority are 
located in Houston and Dallas. Barri also operates more than 90 standalone 
locations. 

GTECH is in the process of initiating a three-month pilot with four Barri 
locations (two in La Michoacana stores and two standalone locations) to allow 
Barri to see if the Standard Operating Procedures (SOPs) we developed will 
meet their needs. The pilot wi ll also determine if using ITVMs to sell lottery 
wi ll eliminate the majority of its concerns (labor, lines, and losses) and create a 
solid new revenue stream. Barri also wants to determine whether or not selling 
lottery via a traditional, self-service business model with an ITVM, can be 
managed by its existing kiosk personnel with minimal time commitment, and 
validate that lottery has va lue in driving incremental kiosk visits. 
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Another new trade style we have started to actively recruit within, in 

collaboration with the Texas Lottery, is dry cleaners. After performing a 

predictive sales analysis that considered factors such as potential sales, 

customer propensity to use self-service, and customer propensity to play 

jackpot games, we identified nearly 2,200 dry cleaners that are good lottery 

prospects and worked with the TLC to reach out to them. Collaboration in 

terms of initially reaching out to the potential retailers was followed by our 

LSRs calling on them for further recruitment. 

Our sales force's previous experience working with a variety of trade styles 

provides a solid foundation for providing new business models. We can 

provide the following to serve each trade style's needs and ensure a 

productive relationship w ith the Texas Lottery: 

Customized sales plans. 

Diverse product portfolioS. 
Research-driven marketing programs. 

Cutting-edge equipment. 
Targeted sales routes. 

Recruitment Execution 

Recru iting new TlC retailers wi ll continue to be a major driving force in terms 

of the strategy and performance of every member of the sales force. Knowing 

the varied nature of the retailer base and individual sales potential, recruiters 

and sales team personnel will continue to guide retailers through the 

development process. This will include assisting them with the application 

and licensing process. 

Our sales team surveys the needs and potential of each new prospect. We 

then create customized, service-level strategies focused on sales, marketing, 

compliance, and training needs of each new recruit. As each new reta iler is 

brought into the Texas Lottery's retailer network. it's our job to make sure the 

"five Ps of marketing" - product, price, place, promotion, and people - and 

our in-store mission (explained in detail in Section 8.4, lottery Sales 

Representatives) are properly executed. 
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Recruiting Visits 

After a potential new retailer is identified and the proper analytic groundwork 

and planning are complete, the next step is the recruiting visit. During the 

recruiting visit, our sales team member: 

Information Redacted 
§552.101/466.022/552.139 

Discusses predictive sales modeling results and sales analysis 
with the prospective retailer along with comparable retailer 
sales data forthe area - (accessing all reports and analysis all via 

8.2 - 44 

Describes the advantages of becoming a licensed Texas Lottery 
retailer, including gaining customers who are existing players, 
realizing incremental product purchases, and contributing to 
the Foundation School Fund. 

Explains the application and licensing processes and what 
GTECH will do to support and grow the retailer's sales. 

Works to gain a commitment from the retailer to sell Texas 
Lottery products. 

After the initial meeting and completion of the application, the recruiting 

sales team member sends a thank you letter to the retailer for taking the time 

to learn about enhancing his or her business by becoming a licensed Texas 

Lottery retailer. 

Sales Management and Business Development 
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Our support of the TLC includes strict adherence to its extensive and highly 

detailed business processes. To enhance the service we provide, we have 

reviewed these processes and identified areas where our proposed solutions 

can increase efficiencies and add functionality in the coming cont ract. The 

insert on the following page, entit led Recruitment Process, illustrates how 

our so lut ion will enhance your recruitment capabi li ty. 

Confidentiality Claimed 
Not released 
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Information Redacted 
§552.101/466.022/552 .139 

As the sales organization executes these recruiting initiatives, GTECH 

managers and the Texas lottery will have real-time access to all related data 

through screens. For more information, please refer 

to Section 7.5, Retail Management. In addition, 

are detailed in Section 8.4.1, Retailer Visit. 

Equipment and Solutions 

full capabilities 

Equipment plays a key role in retailer success. Presenting potential retailers 

with a diverse array of equipment and selling options increases the likel ihood 

of successful recruitment. GTECH offers the broadest range of products and 

services (retailer terminals, self-service machines, Instant Ticket inventory 

so lutions, in-lane solutions, POS merchandising equipment, ticket checkers, 

playstations, Instant Ticket bins, Single Ticket Accounting, etc.) to facilitate 

selling lottery products within diverse trade style environments. We develop 

these solutions using retailer input. 

On a corporate level, we have worked wi th many U.S. lotteries to improve 

retailers' perceptions regarding lottery and its operational impact. We offer 

we ll-designed products, and we listen carefully to retailers to prepare for the 

next opportunity. For example, determining appropriate equipment 

allocat ion, such as numbers and types of items, as well as which locations 

can optimize lVM placement, results in successful implementations. 

Marketing and Sales Action Programs 

Another area in which we customize our recruitment-execu tion efforts is 

the presentation of marketing and sales programs. Each potential retailer 

is unique. and presenting them with the appropriate, customized marketing 

program helps ensure success. lSRs will be able to access in-depth lottery 

play propensity data, information on consumer purchase behaviors. and the 

framework needed to build specific marketing and sales programs for each 

potential retailer through . For additional information on our 

marketing strategies, please refer to Section 8.3, Marketing. 
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Product Portfolio 

The ability to align not only game price points but also specific game themes 

(e.g.,sports-related $2 Instants) is integral to the recruitment process. Having 

the optimum product portfolio ensures that future players will have access 

to the games they want to play and retailers will see a good return on the ir 

inventory investment and decision to become a Texas Lottery retailer. This 

will ultimately translate into greater returns to the State. 

Optimizing Current Retailers' Performance 

Our second initiative to support and grow Texas lottery sales and increase 

revenues forthe Foundation School Fund is optimizing the sales performance 

of your current retailers. To properly take advantage of the opportunity that 

exists within your current retail base, we take the following three steps: 

1. Identify current retailer growth opportunities. 

2. Execute retailer growth opportunities. 

3. Represent the Texas lottery brand properly. 

Identifying Current Retailer Growth Opportunities 

To completely understand the opportunities that exist within your current 

retailer network, we will perform a full reta il network analysis. This study, 

similar to our detailed recruitment study, will be conducted by Claritas 

Analytical Consulting and our marketing analytics team. The result will be a 

complete and accurate understanding of where growth prospects exist and 

to which products those opportunities relate. 

This information will provide our sales organization a plan for in-store 

I f 
. R d d execution (explained in detail in Section 8.4.1, Retailer Visit). Each retailer 

n ormation e acte 
§552.101/ 466.022/ 552.139 w ill have a customized execution plan that's accessible via . The 

view from w ill be customized for each sales team member, so that 

only information relative to his or her particular responsibilities is accessi ble. 

Our sales organization w ill also be able to access consumer purchase 

behaviors to build targeted product portfolios for each retailer based on 

consumer trends. 
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Figure 8.2 - 20: 

Instant Ticket Price Point Propensity to Play by County 
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Opportunity Abounds: Knowing where growth potential exists, in this case by analyzing 
d istrict sales by Instant Ticket price point, enables our sa les organ ization to execute viable 
marketing initiatives. 

Executing Retailer Growth Opportunities 

Using the data generated from the opportunity identification process, 
our teams will focus on optimizing current retailer sales. To do this, they' ll 
help retailers identify the correct promotions. equipme nt. merchandising 
strategies, marketing strategies. product mix, and training for their specific 
retailer environment. Our sales organization will concentrate on: 

In-store execution. 
Corporate/ key account team development. 
Proper direction of the newly created Sales, Merchandising, and 
Business Development team. 

We are responsible for receiving. admin istering, and submitting marketing 
content from key, corporate and chain retailers, including, but no t limited to, 
key, corporate and chain accounts. We also notify the Texas Lottery of any new 
content submitted by key. corporate and chain retailers for the Texas Lottery 's 
approval. Upon receiving the Texas Lottery 's approval, we send the approved 
content to the content management system for distribution to designated 
retailer sales terminals at key, corporate and chain retailer locations. 

Sales Management and Business Development 
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"GTECH has worked diligently to find ways to increase our lottery sales, present 
valuable data for research and review, provide up-to-date communication with 
our staff, and deliver steJ/arcusiomer service, all while maintaining Q close 
relationship with our convenience stores. GTECH not only provides me with 
monthly and quarterly information regarding our stores but also provides me with 
custom reports upon request. 

"'When doing business with GrECH, I know they have my best interests at heart and 
will go out of their way to meet the demands of our company. Felipe (their LSR) has 
been very involved in the category and is availabfeany day, or night, of the week 
when contacted. It's my pleasure to work with GrECH and Felipe." 

- Jill Johnson, Category Manager for Stripes corporate office. 
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Corporate Account Strategy 

Corporate accounts comprise more than 38 percent of the TLC's annual sales, 

and nearly 39 percent of lottery retailers. Because they represent such a large 

share of TlC's revenue and retailer base, proper management of corporate 

accounts is crucial to optimizing overall lotterysales. We wi ll assign corporate 

accounts on of four classifications. Each account has different needs; by 

classifying accounts this way, and by using our reta il optim ization analysis to 

identify where potential exists to sell more, we wil l give each account and 

each retail location the service it requires. 

With a focused and dedicated team support ing corporate and chain accounts, 

we wi ll provide consistent sa les reporting, specialized promotional planning, 

and overall guidance in driving the lottery category within the stores in each 

category. We will also continue to work with the TLC to develop the crite ri a 

we use to assign account types (e.g., Key, Corporate, and Chain) and make 

sure the lottery always approves of the criteria being used. The followi ng 

figure shows the designations we assign corporate accou nts. 

Figure 8.2 - 21: 
Corporate Account Designations 

Account Type Description 

Chains Attended to by District Sales Manager (DSM) More than one selling location; weekly 
sa les average of $35,000 or less 

Key Account Representative- Assigned Chain Accounts More than one selling location; weekly 
sales average of $35,000-$50,000 

Corporate Account More than one selling location; minimum 
weekly sales average of $50,000 

Key Accounts More than one selling location; minimum 
weekly sales average of $1 00,000 

8.2 - S2 Sales Management and Business Development 
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As part of our corporate account sales strategy and execution plan, we wi II 

work with the TLC to: 

Provide recommendations for minimu m sales levels or 
performance for key, corporate and chain retailers. 

Develop a program to administer the minimum sales 
requirements or performance levels for key, corporate and 
chain retailers. 
Propose an improvement plan to deal wi th key, corporate 
and chain retailers that do not meet minimum sales or 
performance levels. 

Implement the improvement plan if requested by the 
Texas l ottery. 

To deliver this tai lored, highly focused service, we will provide a dedicated 

support system with our Corporate Accounts team. This team wil l work in 

tandem with the GTECH leadership, DSMs, l SRs, and the TlC to increase 

sa les of Texas lottery products and returns to the Foundation School fund. 

Specifically, the Corporate Accounts team will be composed of individuals 

experienced in servicing and supporting large-scale organizations in 

executing results-d riven sales strategies and addressing operational 

effic iency opportunities within each account. 

Figure 8.2 - 22: 
Key Account Representative Assignment Overview 

Number of Total 
Major Key Accounts 

Approximate 
Accounts Locations Weekly Sales 

20 1,748 Va lero, H-E-B $8.8 million 

12 1,571 7-Eleven, Kroger $6.8 million 

32 1,071 Allsup's, $5.7 million 
Southwest Convenience 

28 1,146 Stripes, $6.7 million 
l andmark Industries 
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We will also provide the TLC, on a monthly basis, with the job duties and 

number of personnel assigned to the Key, Corporate, and Chain accounts 

along with all account assignments. Our key account representatives will 

leverage the relationships built with their corporate account contacts to 

minimize operational gaps, gain POS/ marketing tool placement data, and 

construct cutting-edge promotions to drive Lottery sa les. 

"Since 2005, GTECH has worked in concert with H-E-B to train the Business Center 
teams on how to sell the On-Line Games and cohesively worked together to create 
efficient, streamlined service and accounting SOPs. H-E-B and GTECH also worked 
together to launch the first of its kind ePOS pilot and devise the first-ever Texas 
Lottery (O-OP promotion. We subsequently planned and executed a second co-op 
in 2009. The results yielded a minimum 49 percent increase in On-Line Game sales. 

"/n 2005, H-E-B had total Lottery sales of over 532 million and grew to over 
569 million by the end of 2009. H-E-B paid out over $54 million in winnings to 
Lottery players. 

"These numbers were driven through H-E-B's fine store partners, administrative 
partners, and the GrECH Corporation. Most notably within GTECH have been the 
efforts of Linda Sanderson. Her strong-arm tactics and leadership have helped 
pave the relationship and results for H-E-B. Her service and drive have been 
influential in our success. We look forward to working with GTECH as we source 
new and innovative ways of building the business, and strategizing successful 
outcomes that exceed our current accomplishments." 

- Chad Van Cleave, Business Development Manager, H-E-B Services Co. 

As a team, GTECH Corporate Accounts is committed to providing the highest 

level of service to the TLC and its retailer accounts and a superior level 

of consultancy to help grow Lottery revenues and returns to the State of 

Texas. The goals and init iatives of the Texas lottery and its retailers will be 

accomplished through the building of solid retailer relationships, consistent 

communications, and sharing of sales data and trends. With strategic 

planning, the strong relationships built within key accounts can impact 

incremental sales of Texas lottery products due to the sheer vol ume of 

retail locations involved. 
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"I have managed the Texas Lottery product line as part of my marketing 
responsibilities for over three years, and it's been my good fortune to work with 
Mandy and the other members of the GTECH team to grow our businesses together 
during that time. She and her team and predecessors have always been responsive 
to our needs, whether due to store expansions, reporting needs, or promoting the 
business together. GTECH has been instrumental in developing and implementing 
promotions at the local store level as well as unique system-wide initiatives that 
have proven to be extremely successful in creating excitement and value for our 
customers." 

- Pat Fitzpatrick, Sr. Category Manager, Valero Retail Hold ings, Inc. 

Corporate account representatives work with their assigned accounts to 

develop innovative methods to: 

Engage their customers in understanding the available points 
of purchase within their retail locations. 
Educate customers on how to play Texas Lottery games, 
whether clerk-assisted or via self-service equipment. 
Create va lue offerings for their customers. 

Corporate account representatives are responsib le for planning and 
executing yearly promotional calendars and sales goals for each of their 

assigned corporate and key accounts. In addition to these annual calendars 

and goals, major account managers are responsible for devising three-year 
sa les goals and strategies for each of their aSSigned corporate and key 
accounts. These wi ll be formulated based on comparative account standings, 

unrealized promotional opportunities, and historical sa les increases. These 

long-term plans and data will be shared with the corporate account contacts 
at annual business reviews, and sa les updates will be communicated on a 

monthly and quarterly basis. 

Support from the Corporate Accounts team will begin at recruitment of a 

potent ial corporate/ key account and continue all the way through the 
account's emergence as a top Texas Lottery retailer in its trade style, region, 

and/or the State. As the retailers mature in their Lottery procedural and selling 

experience, our team members will provide continuing strategy guidance. 

They will support this guidance with regular sales data reporting and pes 
suite arrangements. 
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POS mate rials are sometimes the main communication with customers at 
retail locations. They can be a powerful tool when utilized effectively. POS 
is particularly important when announcing major additions to the Texas 
Lottery's games and/or services. Corporate account representatives must 
consistently provide available POS components to the accounts along with 
insight as to their placement. This can prove difficult, as, in many corporate 
accounts, space is a sellable commodity that has to be leveraged through 
relationships and demonstration of the potential Return On Investment (RO I) 
to the account. 

A demonstration of how the Corporate Accounts team drives the successful 
fu lfillment of a key TLC initiative can be seen in the tremendous work they 
did for the launch of PowerbaU· POS.ln addition to properly distributing POS 
throughout the State, our Corporate Accounts team was able to leverage its 
relationships, and the trust that had been built upon those relationships, to 
show many corporate accounts how Powerboll POS would be beneficial to 
business. Powerbalf POS pieces were distributed to corporate accounts that 
had previously not allowed Texas Lottery advertising placement a nd/or 
charged for the space, including: 

Southwest Convenience: 570 static clings, one ap plied to every 
door at each store location. (Many stores have double doors.) 
Quik Trip: Static clings and wobbler/ shelftalkers at 
77 locations. 
Kroger: 201 change mats, for all locations. 
EZ Mart: 106 change mats, for a ll locations. 
Brookshire Brothers: Change mats and pump toppers for 43 
tobacco barns. 

Our Corporate Accounts team starts working to develop trust and 
relationships with the accounts at initial licensing. As part of this effort, 
corporate account representatives assist in outlining a specific and detailed 
launch plan that includes developing accounting/operations SOPs and 
marketing calendars with major milestones focused on introducing the sales 
of Texas Lottery products to the account's customer base. 

An example of a thorough launch plan is the ALCO Route Management plan 
enacted in February 2010 and shown in the following figure. As you wil l see, 
the plan comprises POS deployments, including ePOS screen insta llations 
at each of the five ALeo locations, clerk T-shirts, and branded banners. In 
addition, the GTECH team executed four weeks' worth of educational se lling 
events to engage customers and drive sales at this new venue for Texas 
Lottery products. 
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John Hites, AlCO Store Manager at the Yoakum location, reported, "With the 
GTECH educational selling events, I've seen sales increase dramatically! ~ He 
continued, "I've seen my customers becoming more and more comfortable 
with the machine and w ill be using it more and more.~ 
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Promotions 

Once a corporate account has begun to establish solid, consistent sales, our 

Corporate/Chain Account Manager will build a comprehensive promotional 

event calendar in partnership with the account, the Texas Lottery, and the 

GTECH marketing team to capture new players and promote return purchases 

by existing players. Sustained player returns will be secured with a diverse 

variety of unique, value-added promotions. These will include traditional 

Texas Lottery promotion offerings such as Ask for the Sale, Spin /Customer 

Appreciation Day (CAD) events, and second chance drawings. But it 's also 

crucial to expand the implementation of newly developed promotion types 

to include internal account-sponsored/ funded promotions as well as co-op 

promotions for which the Texas Lottery sponsors portions of the player 

incentives. 

Internal Account-Sponsored Promotions 

Internal account-sponsored promotions are designed by corporate account 

leadership with direction and support from GTECH and guidance and legal 

verbiage approval from the Texas Lottery. Once the promotional premise is 

devised, the account creates and produces the POS to advertise the player 

promotion and funds the customer incentive component. 

One such promotion was Cefco's "Millionaire Mondays." This eight-week 

promotion was conceived and executed by Rick Rettig, Cefeo Marketing 

Manager, and launched in all 80 Cefco Texas locations in January 2010. Cefeo 

funded the promotion and partnered with one of its retail vendors and the 

Texas Lottery/GTECH to finalize the details, POS, and featured products. Cefco 

customers were rewarded with a free $1 Mega Millions· ticket when they 

purchased a coffee and a pastry. One highly notable component was the 

innovative, eye-catching POS, which consisted of pump toppers, window 

banners, and change mats. 

The results of this new, one-of-a kind promotion were incredible: the total 

sales increase for Mega Milfions overthe span of the promotion was more than 

26 percent! 
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Figure 8.2 - 24: 
Millionaire Mondays 
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and Mrs. Ba ird 's Donuts 

More Sales! During the span of the Cefco Millionaire Mondays internal 
account-sponsored promotion, Mega Millions sales increased more than 26 percent! 

Exclusive TLC/Retailer Co-Op Promotion 

Another critical marketing strategy to drive sales incrementally in corporate 

accounts is a co-op promotion designed as a "destination-buy'" for customers 

playing Lottery games at selected locat ions only. The exclusive offering 

usually consists of a "Buy SX of one Texas Lottery On-line Game, Get $X 

in another Texas Lottery On-Line Game" promotion. The corporate aCCOunt 

has to commit substant ial media support and POS presence to adve rtise the 
exclusive offer to obtain TLC approval and funding of the free ticket va lue in 

the player offer. 
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In 2009, GTECH Corporate Accounts spearheaded a campaign to drive the 

planning and execution of exclusive Tl C co-op promotions that resulted in 

six successfully executed promotions (to date). Increases in sa les for these six 

promotions ranged from 27 to 84 percent, as shown in the following figure. 

Figure 8.2 - 25: 
TLC Exclusive Co-Op Promotion Results 

Free TLC 
Numberof Dates of 

Trade-Style 
Locations Promo 

% Sales Change Tickets 
Generated 

Grocery 320 4/5-4/18/09 (+) 49% increase in total 30.351 
On-Line Game sales 

Grocery 114 6/28-7/11 /09 (+) 27% increase in total 4,756 
On-Line Game sales 

Grocery 320 8/ 16-8/29/09 (+) 66% increase in total 87,368 
On-line Game sa les 

C -Store 628 9/1- 10/5/09 (+) 84% increase in 332,096 
w/Gas Lotto Texas· 

transactions >$5 

Grocery 114 10/28-11!7 /09 (+) 55% increase in 3,043 
average weekly sales 

C-Store 158 1/1 1-1/24/ 10 (+) 44% increase in 16,568 
w/Gas Mega Millions sales 

As described earl ier, innovation is a key factor in designing and implementing 

impactful sa les strategies. GTECH Corporate Accounts has taken up the cause 

of securing additional buy-in from the accounts for standa rd Ask for the Sale 

promotions. Whereas previously no support was asked of retailers beyond 

posting POS, the Corporate Accounts team now requires accounts to supply 

additional support via gas-pump messaging, store announcements, and/or 

ad placements. This not only ensures that the individual store locations/clerks 

participate in the promotion but also drives customers into the stores to take 

advantage of the opportunity to get a free ticket should they not be asked 

to play the Texas l ottery. 
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Making Your Promotion Known 

In its August 2009 Ask for the Sale promotion, the nmewise chain provided gas 
pump messaging to support the promotion. Three months later, the Tiger Tote 
chain conducted the same promotion without the gas pump messaging. With 
the messaging, Timewise had an impressive 52 percent increase in total l ottery 
sales during the promotion. In contrast, ngerTote saw a much more modest, 7 
percent increase. 

On top of internal- and TlC-sponsored promotions, GTECH's Corporate 

Accounts team will propose and plan account-sponsored employee 

incentives to spur additional sales at the store level for TlC initiatives 

such as the Retailer Cash Incentive and Clerk Voucher programs. Suggested, 

account-provided employee incentives, have been as simple as sharing the 

TlC Retailer Incentive checks with employees - as Southwest Convenience 

does - to more creative incentives such as the employee point rewards 

program Timewise runs (i n addition to sharing the check with their managers 

and employees). Thanks to the relationships built with their accounts the 

corporate account representatives can influence the accounts to incentiv ize 

their employees to actively sell during promotions - and outside of 

promotional periods - for the most profitable outcomes. 

The types and frequency of promotions and other marketing strategies will 

va ry based on the potential of the accounts, the engagement levels/ buy-in 

elicited by the corporate account representatives, competitive pressures, 

and market share. But wha tever the variables, the retailers will always be 

supported by a complete, dedicated, targeted approach to servicing 

their needs. 
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GTECH Team Approach 

All promotional, marketing, and operational activities will be designed 

in collaboration with the corporate account contacts, operations leaders, 
TLC leadership, and the GTECH sales force members to ensure input from 

all parties needed to make the strategies executable and successful. The 
Corporate Accounts team will work closely with GTECH DSMs and LSRs to 

obtain suggestions for promotion types, lengths, targeted accounts, and 

regions. We will leverage their solidly crafted relationships at the store and 

field management levels to identify challenges and opportunities, influe nce 

change, and reinforce all directives introduced. 

To support the key accounts, GTECH will employ the highly successful team 

approach, which provides blanket coverage to the account for all its needs and 

levels of contact. This approach ensures that a consistent message is passed 

from corporate headquarters to field management and ultimately the stores. 

Figure 8.2 - 26: 
Focused Corporate Account Teams 

Corporate -- MURPHY 
Account _ ...... USAit _ 

'"", Mandy Carter Mandy Carter Mandy Carter Mandy Cilrtcr 
Directors, and linda Felipe Gi na Easley Edward Barron 

Product Sanderson Elizondo Charles Howard Charles Howard 
leads (Temp) (Temp) 

Edward Barron Brenda Boucher Terri Rose George Sanchez 
Regional All DSMs Terri Rose Chris Sweaks All DSMs 
Managers (when needed) All DSMs All DSMs (when needed) 

(when needed) (when needed) 

Store 
All DSMsand All DSMsand All DSMsand All DSMsand Managers 

lSRs lSRs lSRs lSRs and Clerks 

Blanket Coverage: Our team approach strategy affords a better way to identify 
large-scale issues that could potentially be adopted across the whole chain while also 
identifying best practices at the store level that could be instituted chain-wide or 
industry-wide. 
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In addition to the existing GTECH District team s, the Corporate Accounts 

team will also work closely with people in newly created positions on the 

Promotions team to ensure promotional events are designed, scheduled, 

and completed flawlessly and according to TLC and account parameters. The 

Promotions team is a targeted group that will help drive all promotional and 

marketing events for consistency of message, performance, and results. As 

promotions will be their focus, they can devote their time and energy 

effectively for wider coverage of the statewide retailer base. 

More information on our proposed Promotions team can be found in Section 

8.6, Promotional Events and Retailer Promotions. With this dedicated team, 

the other sales force team members w ill be able to complete their service 

duties more efficiently. Plus, it will also prompt the planning of more 

previously unrealized marketing opportunities and additional gains in 

TLC initiatives such as expansion of the retailer base. 

Recruiting will continue to be the focus of every member of the GTECH team, 

and in particular the Corporate Accounts team. We will work to ensure that 

every available opportunity to gain licensing at newly acquired subordinates 

or existing locations previously unlicensed is addressed by our account 

contacts. This proved particularly important when, in 2009, 76 Murphy USA 

locations were identified as unlicensed to sell Texas Lottery. It became ou r' 

objective to highlight the opportunity to drive revenue volume with the 

added locations. It took a lot of assessment of store locations and assistance 

from the Field Service team to provide communications and space solutions. 

But, by the end of2009, 74 ofthe possible locations were licensed and selling. 

As previously discussed, to drive the Texas Lottery's retailer recruitment 

efforts, GTECH has created dedicated recruiting positions. As a part of the 

New Business Development team, the new recruiting personnel will be 

committed to identifying and licensing the highest-potential retailers for the 

Texas Lottery. These retailers will be identified through research analysis of 

Texas retailers, propensities of the consumer base to play lottery, and other 

demographic indices. Once retailers are pinpointed, recruiters will: 

1. Make contact. 

2. Determine decision makers. 

3. Present TLC-approved brochures and documentation. 

4. Discuss equipment and service variables, such as traditional 
Lottery sales from the counter, se lf-service devices, and, 
potentially, route sales management. 

S. Work closely with TLC Retailer Services contacts and GTECH 
leadership to determine final service and equipment 
assignments. 
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As important as execution of all initiatives is knowing how things are done 

to ensure revenue optimization. The experience we've had in Texas building 

relationships allows us the trust and goodwill to work with these corporate 

accounts, help maximize their Lottery sales, and return more revenue to 

support Texas education. Each member of the GTECH sales force, including 

the Corporate Accounts team, is focused on continuing to provide superior 

service to the Texas Lottery, its retailers, and everyone of its current and 

potential players. 

Sales, Merchandising, and Business Development 
Group Direction 

GTECH has created a new division within its sales organization - the Sales, 

Merchandising, and Business Development Group. This group's organizational 

structure, responsibilit ies, development strategy, and more are detailed in 

Section 8.4.1, Retailer Visits. Their entire focus will be on optimizing and 

supporting Texas Lottery sales. They will be responsible for recruiting new 

retailers and capturing the opportunity identified through our analyses. 

Representing the Texas Lottery Brand Properly 

GTECH's sales organization will also support continued sales and player base 

growth through multiple initiatives that w ill enhance the brand image of the 

Texas Lottery. Our identification analysis w ill align our sales organizations to 

properly execute in-store merchandising and execution, retailer and player 

training, in-store promotions, events planning, and targeted promotions (as 

described throughout Part 8, Sales and Marketing). The Texas Lottery can be 

confident the GTECH sales organization is protecting and enhancing its brand 

image whi le supporting the growth of sales and revenues. 
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79.4 
How Proposer Would Provide a Route Sales Model to Support 
Retailer Locations 

Flexibility for the Future 

On a corporate level, many national chains we've spoken to have said they'd 

prefer to have either the lottery o r a third party provide the in-store service 

for managing the vending machines and Instant Ticket inventory. They've 

often indicated they don't have the manpower or expertise necessary to 

manage these tasks. To assist lotteries in providing this service, our corpora t e 

retail department, working w ith local site teams, developed an internal route 

management process. In Texas, and in other jurisdictions w here GTECH 

operates the sales force, we have the skillset and available resources to 

support multiple retailer service models, including route management. 

We have the skill set and available resources to support 
multiple retailer service models, including route 
management, 

To continue to optimize our offerings in Texas and strengthen our abilities 

in jurisdictions where we don't have the sa les organizat ion, we have worked 

to develop these route sales functions. Our experience w ith in-store route 

management and merchandising provides us incredible access and 

acceptability to test multiple route management programs throughout the 

country while continuing to guide the Texas team to provide your retailers w ith 

the right so lutions. 

A Texas-Specific Solution 

Our aforementioned experience, combined with our Texas-specific expertise, 

positions us to service any retail chain that needs route sa les management 

service. As stated in the 2009-2013 TLC Agency Strategic Plan, in reference 

to route sa les, ..... the ever-changing retail environment provides new 

opportunities for providing additional player access to lottery products." 

In pursuing these new opportunities and rec ruit ing new trade styles for the 

Texas Lottery, it may prove necessary to expand traditiona l Lottery sales force 

assistance by making regular sa les visits while the retai ler maintains product 

inventory and accounting. 
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There may be insta nces when a nontraditional service package such as route 

management is a condition of becoming a licensed Texas Lottery retailer. 

The route management structure is set up such that GTECH w ill provide a 

sales force team memberto visit the retail location based on a predetermined 

cycle of visit s. During those visits, the GTECH associate will be responsible for 

managing all Instant Ticket inventory, consumables, cash reconciliation, 

accounting reports, and equipment maintenance. 

As route management opportunit ies come to fruition, we are poised t o crea te 

a new division within our sales organization. This team would be primarily 

responsible for servi cing reta ilers that adopt a new route management 

model. As you are aware, Lottery vendors cannot also be a Lottery retail er of 

record in Texas. 

The retailer application process can often be challenging and may, at times, 

discourage potential retailers because of certain stringent requi rements, e.g ., 

fingerprinting, background checks, etc. To minimize these concern s, we've 

created a Texas-specific route management solution that involves our sa les 

team working closely with potentia l cha in retailers to develop Service l evel 

Agreements (SlAs) that are customized to their unique business styles and 

needs. For example, in the past, GTECH has committed to entering into route 

management agreements that creatively address individual reta i ler concerns, 

and in some cases, assume additional risk to overcome their objections to 

se ll ing l ottery products. 

Solut ions like this one illustrate the marriage of GTECH corporate resources 

and the GTECH Texas site team. Our corporate team has learned a great deal 

about route management - Le., wha t works and wha t doesn't - specifically 

as it relates to Texas. We've combined this industry best-practice expertise 

with our GTECH Texas sa les team's local knowledge to provide a customized 

route management plan for the TlC. 

The ALCO Route Sales Management Pilot 

As discussed earlier, our route management solution is already underway 

through a pilot program with AlCO stores in Texas. We are the first lottery 

vendor to underta ke route management. 
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As of February 1, 2010. our sales force is responsible for the route 

management responsibilities at ALCO stores. In addition to their regu lar 

responsibilities our LSRs have for each retail location. route sales 

management entails greater responsibility and service to the cHent. 

This includes: 

Exchanging the cash box in a self-service machine and replacing 
it with the seconda ry cash box. 

Reconciling money with store management. 

Validating refund slips. 

Confirming Instant Ticket orders. 

During each sales visit, employee and customer questions were addressed by 

the GTECH sales professional. 

We are the first lottery vendor to undertake route 
management. 

This route sales model has benefited ALCO retai lers by reducing their liabi l ity 

and helping them better customize their inventory. ALCC was able to grow 

its sales while reducing its labor. During the first four weeks of the pilot. when 

compared to the previous four weeks: 

On-Line Game sales were up 429 percent 

Instant Game sales were up 85 percent. 

Total sales were up 106 percent. 

Our solution affords us flexibility in terms of systems and functionality. We 

can accommodate a route management service package expedient ly when 

the opportunity arises. This is the exact type of program that big-box orcha i n 
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account retailers seek before they even consider lottery. It's an effective tool 

to help us reach agreements with these types of accounts, and thus, it's a 

service we plan to always make available to Texas retailers who want it. 

As stated earlier, GTECH has successfully negotiated a pilot program with 
Walgreens following proper TLC application filing. The negotiated pilot was 
based on the agreement GTECH made with Wa lgreens to provide a 
comprehensive route management service. 

Our route management solution has an added benefit. Once it gets us in the 

door with these retailers, it gives us the opportunity to educate them, which 

in turn leads to them becoming more invested in selling lottery products. An 

invested retailer is almost always a better performing retailer. Thus, our goal 

wou ld also be to use the route management tool to leverage the skillsets of 

our sales force, form relationships with retailers, and educate them about 

their lottery products. 

Our customized route management solution covers key. corporate and chain 

accounts and has been proposed to the following retail chains within Texas: 

Dollar General. 

Family Dollar. 

CVS. 

GTECH has developed a proven route management service visit process that 

wi ll assist in enlisting these retailers. The process has been developed through 

trial and error but is flexible enough to be customized to each potential 

retailer's needs. 
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Marketing and Promotions 

Our route sales model goes beyond just handling the logistical nuts and bolts 

tasks. Marketing and promotions are also integral to growing the sales of 

route management customers. Creating advertising, promoting games, and 

raising player awareness are all vita l parts of our route sales model. 

Figure 8.2 - 28: 
ALCO Point-ol-Sale Banner 

Dream Big: This banner is an example ofPOS we produced to use in conjunction with 
ALeo's route sales pilot. 

For the ALeO pilot, we strategized and executed a robust marketing and 

promotional plan to stimulate sales growth. This plan included: 

Conducting Spin events at each of the five ALCO locations. 
Installing additional ePOS stations. 

Implementing an Easy Play Card education event. 

Producing "'Dream Big "' T-shlns for ALCO team members. 
Designing the large banner artwork. 

Customizing inventory to ensure sales maximization. 
Placing pas prominently both inside and outside the store. 

Creating excitement during weekly sales calls. 

Educating the players and clerks. 
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Figure 8.2 - 29: 
Promotions Within our Route Sales Model 

Create Excitement and Awareness: Promotion and market ing execution is as importa nt 
to our route sales model as the business tasks of the model. 

79.5 
How Proposer Would Coordinate Meetings 
Among the Lottery, Proposer and Retailers 

Communication is vita l to ensuring first-rate alignment and execution of the 

2S0-plus individuals representing the Texas l ottery in the field, the Lottery 's 

a lmost 17,000 retailers, and the 24 million potential players. We will faci li tate 

proper communication to engage the diverse re tailer li censee base by 
coordinating face-to-face meetings among the lottery, GTECH, and retailers 

through the following types of meetings and other contacts: 

Retailer communication: 
links meetings. 
In-Fie ld meetings. 
Key, corporate, and chain account meetings. 
Daily sa les calls. 
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Texas Lottery Communication: 

TLC senior management strategy meetings. 

Top·to·Top meetings 
Biannual TLC and Sales Managers meetings. 
Biweekly Product and Small Group Marketing meetings. 

Weekly Recruitment and Business Development 
meetings. 

Daily communication. 

Sales Organization Communication: 

Annual State Sales meetings. 

Quarterly Sales Managers meetings. 
Biweekly District meetings. 

Biweekly Business Development Team meetings. 

Weekly Flash meeting with the sales management teams. 

Daily DSM and LSR ad hoc meetings. 

Meetings will be scheduled to ensure widespread participation by retailers 

across the state, and we will secure the meeting facilities. Each of these 

meetings is discussed in detail in the following pages. 

Retailer Communication 

Links Meetings 

Our sales districts currently collaborate with the TLC to conduct a links 

meeting each month in a different district. The districts are responsible 

for setting up the conference room and inviting retailers to attend. These 

meetings w ill allow the TLC to reach out to the retail comm unity, share 

upcoming information with its retailers, and hear from retailers firsthand. We 

have worked with the Lottery to provide feedback and recommendations to 

improve the va lue of these meetings. Our recent recommendations include: 

Offering some scheduled Links meetings via phone or through 
Web sess ions. 
Educating retailers with industry·specific ~ Did You Know" 
learning sessions. 

Allotting more time for open discussions. 
Starting and ending the meetings with trivia questions to win 
prizes (adopted with positive results) . 
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These meetings will remain an invaluable forum for the Texas Lottery to gather 

members of the retailer base to discuss upcoming enhancements to products 

and services, provide general product information on regulatory matters, 

and hold frank discussions about their concerns. GTECH w ill continue to 

organize and secure retailer attendance and facilitate the meetings to ensure 

widespread participation across the state. We look forward to continuing to 

collaborate with you on these types of meetings to continue provide more 

avenues of communication among the TLC, GTECH, and TLC reta ilers. 

In-Field Meetings 

We propose adopting a new meeting program called Customer-Vendor 

Field Tr ips. Lottery personnel and GTECH team members would meet at 

predetermined, randomly selected retail locations to confer on fi eld activities 

and retailer needs. In addition, the meeting would enable the TLC to observe 

player and consumer behaviors. 

Key, Corporate, and Chain Account Meetings 

We wil l hold annual reviews w ith each of our corporate, chain, and key 

accounts to help them assess the year that has passed and plan for the future. 

Typical topics on the agenda will include: 

Product Sales and Commission Summary. 
On-Line Product Breakout. 

Top-Producing Stores. 

Foundation School Fund Contributions. 

Account Total Product Breakout. 

Chain/ Account Comparison. 
PreviOUS Year Account Strategy Overview. 

Current / Next Account Strategy Overview. 

These meeting environments vary, so our team must be flexible to respond 

to these large retailers' needs. We will conduct many lunch and dinner 

meetings to enhance our relationships and integrate the TLC's strategy with 

the corporate, chain, and key accounts' overall missions. We conducted more 

than 200 meetings of this nature in 2009 alone. 

In conjunction with these meetings, we will provide a copy of all materials to 

be presented to key, corporate, and chain accounts to the Texas Lottery for 

review at least five working days prior to the annual review meeting with the 

account as well as provide a written report of the activities and meeting 

results to the Texas Lottery, within five working days of each annual review. 
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For key, corporate, or chain retailer-requested meetings, we will provide a 

copy of all materials to be presented to the retailer to the Texas Lottery for 

review and approval at least 24 hours prior to the scheduled meeting. We will 

not distribu te materials to key, corporate and chain accounts if the materia ls 

are not approved by the TLC. We w ill also provide a wri tten report to the Texas 

Lottery, outlining the activities and meeting results, within five working days 

of the meeting. 

In addition, we will represent the Texas Lottery and assist in funding multiple 

corporate retailer-sponsored events, such as charity affairs, conferences, and 

golf tournaments. 

We will represent the Texas Lottery and assist in funding 
multiple corporate retailer-sponsored events. 

Daily Sales Calls 

Thorough, cons istent, data-driven discussions with Texas Lottery, retailers 

will be critical to designing and implementing the most effective sales, 

marketing, and promotional strategies possible to incrementally drive 

returns to the state ofTexas. This will continue to be true for both independent 

and corporate/ key account retailers. 
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Texas Lottery Communication 

TLC Senior Management Strategy Meetings 

Joint Annual Strategy Planning meetings will continue to be critical for 

the preparation for the impend ing year's goals. Regular executive meetings 

will be a priority for first identifying any shifts in or implementation of major 

initiatives. The meetings will provide a venue for open and honest 

communications between GTECH and the Texas Lottery. 

GTECH is committed to proactively distributing industry updates to the 

Texas Lottery so that cha nges in strategy can be considered and possibly 

implemented in an expedient manner. If the Texas Lottery is interested, we 

will coordinate meetings with our Corporate Support teams to provide any 

specific information. 

Top-to-Top Meetings 

Throughout the year, GTECH will organize meetings between the TLC and 

corporate account decision-makers to discuss opportunities for corporate 

account expansion in Texas. Meetings are typica lly not on a regularly 

schedu led basis but occur at the request of the TLC or a particular corporate 

account. Also, if we see an opportunity orfeel a meeting would be beneficial, 

we will also reach out to both as well. 

Biannual HC and Sales Managers Meetings 

Open communication and collaboration planning are key to synchronizing 

our sa les efforts. The biannual TLC and Sales Managers meetings will be 

structured to serve as strategy planning meetings. During these meetings, 

GTECH w ill provide information on the current retail environment based on 

direct feedback from the sa les organization and data supported bytheGTECH 

Data Analytics group. Also, to ensure GTECH is providing the proper direction 

to the sales organization, it would be beneficial to review the ProductTea m 's 

plans for upcoming launches and promotions. 
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Biweek ly Product and Small Group Marketing Meetings 

The TLC Products Team and GTECH Sales and Marketing managers will meet 

biweekly to discuss the planning. execution. and review of current initiatives. 

the Instant Ticket Game Plan, and any upcoming initiatives to support 

On-Line products. We will also address retailer incentive strategies. discuss 

improvement for event promotions, provide corporate account updates, and 

develop the content for the monthly execution guides. 

Our sales management team will work closely with the TLC's Products 

and Retail Development team. If the TLC desires, our sa les management 

team will meet with, and make presentations, to the TLC's Products and 

Retail Development team on a weekly basis, or however often the Lottery 

deems necessary. 

Weekly Recruitment and Business Development Meetings 

The GTECH sales management and marketing teams wil l also meet each week 

with the Retailer Services and Development group to discuss recruiting 

stra teg ies, training initiatives, and equipment needs of retailers. These weekly 

meetings have been very beneficial to all parties involved as we work to 

ensure the best customer service is provided to the Texas Lottery retailers. 

Again, we can schedule these meetings or presentations as the TLC 

deems necessary. 

Daily Communication 

Continuation of daily interaction w ith the Texas Lottery w ilt allow for joint 

retooling of approaches to initiatives and objectives. Our employees wi ll be 

available to the Texas Lottery anytime. 

Sales Organization Communication 

Whether through the major annual sales meeting or the daily interactions 

we have with our sales force, our sa les management team will work to teach 

and inform LSRs and business development employees about TLC policies 

and procedures, in addition to the many other areas we cover with our sa les 

meet ings and communication outlets. This effort will include making sure 

all sales personnel are aware ofTLC security and retailer regulatory 

requirements, as well as any changes to these requirements. 
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Annual State Sales Meetings 

We will continue to hold annual State Sales meetings to set the tone for the 

upcoming year and beyond and educate the sales force on all advancements 

in technology and service levels. It is our goal to continue to include Texas 

Lottery leadership in our annual State Sales meetings. In this way, we wi ll 

communicate the goals and initiatives of the Texas Lottery and GTECH, and 

the GTECH sales force gains another dimension of understanding for the 

upcoming year's initiatives. 

The State Sales meetings will encompass all aspects of the upcoming yea r's 

goals, initiatives, and team development opportunities that line up with the 

stated objectives of the Texas Lottery. The annual meetings always contain 

continued learning/tra ining sessions in order to further develop the sales 

force into efficient selling and service-driven personnel. 

Quarterly Sales Managers Meetings 

Quarterly Sales Managers meetings will be an integral part of keeping the 

sales force informed on impending initiatives. They will also provide a venue 

to discuss sales performance updates and training initiatives. These meetings 

wi ll typically be held at our facilities in Austin, but we may choose to move 

the location to other districts depending on the agenda. The TLC has an open 

invitation to attend these meetings. We welcome the opportunity to facilitate 

communication between the field and TLC management. 

Biweekly District Meetings 

Each district holds sales meeting on a biweekly basis. To ensure a consistent 

message is delivered to each LSR, we will provide a meeting agenda prior to 

each sales meeting. These agendas will include items such as State and district 

updates, sa les training, sa les opportunities (On-Line and Instant), district 

promotions, and key account updates. The district meetings will be a main 

forum for communication of the team objectives, guidance in meeting their 

goals, and peer idea generation. Please see the sample District Sales 

Meeting Agenda that follows this page. 

During the district meetings, we hold regular team Mcontinued learning­

sessions, in which new selling and communication tools are introduced, as well 

as advanced selling education sessions. Special training sessions on new sel ling 

techniques, industry updates, and technological advances are an importan t 

too l in continuing the education and enhancement of the sales force. 
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Biweekly Business Development Team Meetings 

Corporate and Key Account teams, Recruitment teams, and the new Sales, 

Marketing, and Business Development team will meet on a biweekly basis to 

discuss new selling and growth opportunities. 

Weekly Flash Meetings 

Flash meetings will be held weekly among the leaders of the GTECH sales 

and marketing organization in Texas. We often hold these meetings after the 

Product and Marketing meetings to make sure that timely communication 

is occurring throughout the organization. The meetings are informal and 

intended to provide everyone with a quick update on the week's activities 

and reach out for support if needed. 

Daily DSM and LSR Ad Hoc Meetings 

Our managers are responsible for Hkeeping their feet on the street," as 

that is the office of the majority of our sales organization. It is during 

these daily interactions with their team members that questions are asked, 

opportunit ies are identified, and so lutions are provided. The GTECH Texas 

team operates w ith a phi losophy of open and honest communication. We 

welcome the opportunity to engage with and hear from everyone within the 

sa les organization, from metro Dallas to the far-reaching territory covering 

Big Bend. Working together and sharing information wi ll allow us to 

continue to provide the best possible serv ice to the Texas Lottery and 

Texas lottery retailers. 
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AGENDA TEMPLATE 
STATEWIDE 

January 22, 2010 

State Sales and District Update 
State Sales Comparison 2010 10 2009 
a1 Sales 
Reauitment Update ($150 initial payment & $250 supplement payment = $400) 

GTECH Sales Training in a Box 
Recruiting Dialogue 

Key Account Update - It's very Important we all assist Key Accounts with the Corporate Retailers 
Corporate Updates in packeVDisrussion 

YItaI'nformation 
Immediale retum of All packs of cash Bingo #1 102 (confirmed, active and setued) Run through the leminal. 
GTECH employees are nol to deliver or handle money associated with retailer's accounting sweeps. Please direct the 
retailer to can the Texas lottery or their local Claim Center for assistance. 
Compliance Calendar - 2 week axnpIiance - mandatory 

./' Routes 1 - 9 must be completed this cycle by O2J2OIl0 
All ROlLSTOCK Policies in place as of 1131110 

Amendment 8 Phase 1 GamePoint Deptoyment. Training and Discussion 
l SR's are to refer all Questions to DSM's and Charles Howard (979-255-7092) 
Discuss the importance of maintaining counter slots and increased Hability with additional games in GamePoint 
Update 110m Charles Howard · attached 

Things To Attend To Post Installation: 
Run updated inventory slip 
Maintain inventory to support new slot count 
Supply 4X4 cards on all games. BIN copies - unacceptable. Seek managements assistance on older games 
Use player wallets to arrange 4X4 cards by price points 
Keep on-c:ounter and GamePoint slots full 
Avoid posting unauthorized POS and remove other vendors POS 
Relocation of GamePoInl must be approved by TLC prior to being moved by retailer or GTECH 
Notify managemenl if EPP was not removed after GamePoint was installed 

Online Sales Oppoounltles: 
Texas POWERBAll-

./ First draw· 2103110 
../ TICkets may be purdlased until 9 PM Ceotraltime on draw nights 
../ Drawing held a19:59 PM on Wednesday and Saturday 
../ Drawing broadcast at 10:12 PM 
../ l SS focus ITMJsl be on POWERBAll 
../ Wear POWERBAll stickers 
../ Continue to replenish Powerball playslips and How to Play Brochures 
../ Place Pump toppers, accordion folds and dlange mals . 
../ Place POWERBAll jackpot magnet sign on your van when the jackpot is over $1 00 Million 
../ New roll slock handling procedures 
../ New Roll Stock Return Form - attached 

Speaking Points for GTECH Sales Reps· 
../ We are excited with the Powerball game coming to Texas 
../ A Mega Millionsjackpot matChing ticket was sold in Katy. Texas worth $144 Million for the 

January 29 drawing. The retailer that sold the matChing ticket is eligible to receive a $1 
million bonus . 

./ This shows that Texans really do win the large multi-state jackpot games . 

./ Now with Powerball joining Mega Millions in Texas, IOOery players have the opportunity to 
play for large jackpots four times a week. 

Pick 3 Clerk Promotion - 217 - 2120 
./ Posllerminal toppers 
../ Retrain "Next"Key 
./ Sell 5 tickets worth $5 eadl (total $25) for a voucher to receive a Texas l ottery Tool Kit 
../ last dale to redeem the voudlers is 3119110 

1 
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Retailer cash Incentive Program: 

AGENDA TEMPLATE 
STATEWIDE 

January 22, 2010 

2'-' (current) Texas Lottery Retailer Cash Incentive Program: January 1J1h - April 241h, 2010 
./ Continue to disbibute first round offtyers 
./ Tips to retailers: 

• Cross-sell (Instants & Online) 
• Post winning tickets 
• Post coroplast signs 00 light poles 
• Update jackpot signs 
• Keep slots full with top selling games 
• Promote Pick 3 to win tool kit 

Retailer Cash Incentive is a two vear performance base program. II is supported by funds approved by the 
legislature. Mer two year, if this program does not prove feasible it will be extremely difficult for the TlC to ask for 
addilionallegislative funding or possible increasing retailer commissions. It is very important that we support and do 
everything possible to make this program a success, 

Assisting retailers in meeting assigned goals is our main FOCUS 
./ Remind retailers of 2"d Retailer Cash Incentive Program 
./ Ensure retailers received handout from last cycle and cover aspects of the 2nd Program 

Instants Sales Opportunities: 
Texas Lottery Focus Games 

$5. Dallas Cowboys (11261) 
./ Continue your focus on activating and promoting the game 
./ Game must be over 85% sold for TlC to start their negotiation before the next season starts. 

S Game 11261 
SI00.000 4 
$5,000 6 

$2. Veterans Cash (11265) & $2 - Veterans Winnings 
S Game 11265 

S20,000 9 
$7,000 41 

Double Blue, 01 ends - Mardl 27 2010 
./ Business Strategy Disrussion 
./ Double Blue retailer goals are same as Retailers Cash Incentive goals 
./ Jackpot games are not part of the Online goal 
./ LSR's incentive is based on achieving 100% of the Double Blue goal; not 105% like in the past 

quartelS 
./ No homemade P~S. Reports, forms, stickelS, flyers etc allowed unless approved by the TlC. 

Ideas & feedback can be sent to Brian, George, and Shannon. 

Holiday Games 
./ Pick-up Closing & full packs of all Christmas Games . 
./ Remove called games 10 make room for NEW, Core & best selling games 

01 FY 2010 1" SPIFF: Game 11114 - $20 Blockbuster & ' ''95 - $2 FUTBOl (l f17f10 2113(10) 
./ Win $200 by readling your assigned sales goal on Blockbuster Game 
./ Win exciting Futbol prizes by reaching your sales goal on Futbol Game 
./ Win add·tional S100 by achieving both the Futbol and Blockbuster sales goals 
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Closing Games 

AGENDA TEMPLATE 
STATEWIDE 

J_nu_ry 22, 2010 

../ Return all closing games to erlSU'"e retailers are not selling closed games. Encourage 
activation of new Of core game to fill empty slot. Complete physical inventories to check 
for settled packs. 

Game ' 
1193 
1100 
12Q1 
1194 

Game Name 
Merry Millionaire 
Merry Money 
Big Payout 
Cadillac Escalade Cash 

Closing Date 
2111110 
2119/10 
2121110 
2fl7l10 

Winner Awareness: Make sure yoo inform retailers about winning tickets (over SS99) sold by them. 

Game plan and Highlights 
../ Upcoming New Games: 

Game' Price Point 
1068 $2Q 
1199 $3 
1215 $5 

Gamepoinr. I1VM. SST and Check A Ticket 

Game Name 
$1,000,000 Gold Rush 
Match & Win (S'ticket) 
$50,000 Payout 

Start Date 
211110 
218110 
218110 

Make slXe that everyone is using correct InstalVTraining report for all EPP installs. moves or removals. (It is a 
double sKIed document dated 11117109.) 
Make sure all self serve equipmeot is functional EVERY visit 
Make sure Manuals are inside ali GamePoint terminals 

District promotions and Inventory 

Paperwork Due 
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8.3 
Marketing 

Introduction 

Our marketing team is structured to respond to the TLC's marketing needs, 

through the pairing of local and corporate marketing staff members and the i r 

regular sharing and transfer of information. Composed of professionals with 

decades of lottery marketing experience and expertise, this team welcomes 

the opportunity to continue to perform marketing activities for the Texas 

Lottery. They also look fo rward to providing you with many enhanced services 

and actively participating in, and cont ributing to, your planning and review 

meetings, particularly with regard to your Instant and On-Line Games. 

The Data Behind Our Proposal 

With increased competition challenging lotteries, we make sure that 

we consistently provide access to expert analysis for sound marketplace 

evaluation. Using timely, insightful research techniques for initiative and 

product development, GTECH will help you keep your game portfolio fresh 

and exciting. Our 3600 Marketing Program (fully described later in this section) 

will ensure that proper attention is allocated to your games in the retail 

environment. This will in t urn enable the Lottery to reach retailers and players 

through a range of merchandising st rateg ies and promotional contests 

aligned to the TLC's objectives. 

Table B1 
Marketing Response Requirements 

81.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

8.3 -1 
DOCUMENT REDACTED BY TLC -124-10 



~. GTECt-r -'-

8.3-2 

81.2 
Proposed Marketing Staff 

Following, we identify marketing staff members who will help the TLC identify 

new product and marketing strategies. 

Full Time Texas Marketing Staff 

The GTECH Texas team is located in Austin . In this way, this team is on the 

front lines with you, readily available to attend as many meetings as possible 

whi le having quick access to the fie ld for engaging retailers and supporting 

the sales organization. 

The Texas team will provide the first tier of support to the TLC and will 

work closely with the Lottery and our corporate marketing teams to ensure 

necessary resources assist you with identifying and executing marketing 

projects. Additional resources wi ll be available on site as needed. 

Tom Stanek, 
Director of Sales, Marketing, and Business Development 

Tom oversees the local marketing team that supports the TLC. He 

strategically aligns resources to marketing initiatives, including projects 

such as the placement of more than 1.5 million TLC Point-Of-Sale (POS) 

pieces on an annual basis. Tom also maintains a direct link to GTECH's 

Corporate Marketing Group. 

Shannon Plum, 
Marketing Manager 

Shannon brings industry expertise in retail sales and PQS placement toGTECH 

and the TLC. She previously worked for Phillip Morris out of its New York City 

home office as lead brand and marketing designer at territory, regional, and 

nationwide levels. Today, Shannon works closely with the TLC to identify 

marketing strategies and new products. Shealso co llaborates w ith the Lottery 

on developing marketing execution plans, ensuring that the Lottery rece ives 

the information needed to advance the sale of its products. In addition, she 

makes sure TLC initiatives are clearly communicated to the sales force so that 

they effectively market Lottery products to retailers, who turn around and 

actively promote the products to their customers. 

Marketing 

DOCUMENT REDACTED BY TLC -124-10 



Marketing 

... ' GTECH' ---
Gina Dill, 
Research Associate 

Gina supervises research activities, analyzing and interpreting data, 

formulating reports, and making recommendations based upon findings. 

She also manages the development and analysis of sales force incentive pay 

matrices and was instru mental in the development and reporting related to 

the retailer cash incentive prog ram. During the last 15 yea rs, Gina has bee n 

responsible for the distribution of approximately $20 million in sales force 

incentives to drive Texas l ottery sa les. 

Dan Morales, 
Senior Market Research Analyst 

Dan administers market research su pport related to strategic lottery 

marketing including product and new business development. He also 

Identifies Instant Game enhancement opportunities based On each retailer 's 

environment, sa les, and needs. For instance, in 2009, Dan analyzed sales 

performance and distribution of more than 8,6 million Instant Tickets. 

Robert McGovern, 
Market Research Analyst 

Robert assists the TlC with decision making regarding Instant Ticket 

inventory. He also fulfi lls open requests fo r promot ional analysis and reports. 

In addition, Robert has experience with base leve l distribution plans, projec t 

development, and start-up retailer training in various states. He studies the 

sales performance of nearly 100 Instant products each year in order to 

optimize pack quantity allocation for initia l distributions. 

Brian Finnigan, 
Sales Manager, South Region 

Bria n is an industry leader in terms of his knowledge of Instant Game 

performance. He applies his expertise to managing the entire TlC Instant 

Ticket life cycle - warehousing, distributions, merchandising, and sales­

helping to generate more than $2.7 billion in Texas Instant Game sa les on 

an annual basis. 
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George Sanchez, 
Sales Manager, North Region 

George directs a sales organization of more than 60 individuals responsible 

for providing service to almost 8,000 retailers. With 18 years of retail 

marketing experience, George works with local and corporate teams to 

develop initiatives focused on increasing On-Line Game sales, including 

developing customized POS. 

Chuck Faulkner, 
Distribution Manager 

Chuck leads a staff of 13 ProCali representatives whose responsibilities 

include retailer-by-retailer analysis of more than 16,500 retailers on a 

biweekly basis, which equates to more than 429,000 analyses per year. These 

analyses result in the annual distribution of more than 5.7 million Instant 

Ticket packs. 

Dwayne Tatum, 
Warehouse Manager 

Dwayne supervises a staff of 20 Individuals whose responsibilities encompass 

the packing and distribution of more than 1 million packages and some 8.5 

million Instant Ticket packs each year. Dwayne and his team ensure that no 

disruption occurs to Texas Instant Ticket processing and shipping. 

Mandy Carter, 
Corporate/Chain Account Manager 

Mandy directs the GTECH Texas corporate accounts team, identifying 

opportunities that appeal to key, corporate, and chain accounts. Through 

Mandy's leadership, the corporate accounts team sells in innovative 

initiatives to support sales efforts. For instance, Mandy and her team 

recently sold in an initiative to double-face the $500 million Blockbuster™ 

Instant Game, generating an estimated $2,050,000 in incremental sales. 

Mar1cetlng 
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Promotions Manager/Coordinator 

The Promotions Manager/Coordinator w ill organize and ensure the delivery 

of more than $10 million in Instant Ticket packs to TLC retailers as incentives 

for meeting and exceeding sales initiatives. From promotional materia l 

d istribution to promotion evaluations, this individual w ill make sure that you r 

promotions are conducted appropriate ly and effectively. 

Jane Penalver, 
Trainer 

Jane produces training materials and trains Lottery Sales Representatives 

(LSRs), District Sales Managers (DSRs), and other staff on sales techniques 

and Texas Lottery rules and regulations. Jane has trained approximately 900 

retailers at the San Antonio district sales offi ce. In addition, she has tra ined 

38 sales staff personnel through the LSR training program, which began in 

August 2008. 

Corporate Marketing Staff 

Connie Laverty O'Connor, 
Senior Vice President and Chief Marketing Officer 

Connie leads our Corporate Marketing Group. Recognized as the industry 

leader in advertising development, Connie spearheads our worldwide 

advertising and marketing campaigns. Prior to working for GTECH, Connie 

managed the distribution of the New York Lottery's annual advertising 

budget of nearly $100 million. She will continue to foster her direct 

relationship with the TLC's leadership team. 

Michelle Carney, 
Vice President of Marketing and Game Portfolio 

Michelle is a worldwide content development expert. She and her team have 

combined On-Line and Instant lottery products with interactive, social space, 

and gaming solutions to form one of the world's largest gaming content 

libraries. In addition, Michelle and her team provide services for game 

portfolio management, promotion planning, retailer network development, 

best practice execution, and player and retailer analyses to lotteries around 

the world. She will work directly with the Lottery on TLC marketing and sales 

initiatives including game development. 
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Nat Worley, 
Regional Marketing Director 

Nat advises GTECH's East and Midwest regional lottery customers on 

marketing tactics for optimizing and growing their combined total annual 

sales of almost 530 billion. Nat will work with the TLC and local account 

and corporate market ing teams to develop and implement marketing and 

sales initiatives. 

Walter Gaddy, 
Senior Sales Manager 

Walter brings 16 years of lottery industry experience to his work. Fourteen 

of those years were spent at the Florida Lottery in Instant product 

management. Walter's expertise in product development, game design, 

prize structures, portfolio management, and promotion strategies will 

benefit the TLC as he works with the Lottery on developing its Instant Game 

plan and future game concepts. 

Gerard Caro, 
Senior Director, Market Research 

Gerard stands as a worldwide industry leader in lottery gaming research, 

managing and conducting more than 35 studies in 139 locations in 2009 

alone. Gerard leverages his industry contacts to supply our customers with 

the latest in market research findings. He will continue to share industry 

research results with TLC management in support of the Lottery 's marketing 

and business plans. 

Audrey Pate, 
Senior Market Research Manager 

Audrey is an expert in using more than 30 primary and secondary 

research methodologies. She has managed and executed a long list 

of product and service research projects for retail and consumer 

constituents. Bringing experience with best practices and numerous 

research techniques to our lottery customers, Audrey manages strategic 

relationships with global research partners and supports game 

development efforts for GTECH worldwide. 

Marketing 
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Amir Sadri, 
Senior Director, Content Design and Market Analytics 

Amir serves as an industry leader in On ~Line Game development and game 

mathematics, having created more than 500 On-Line Game concepts and 

prize structures. He focuses on game and market analyses, sales forecasts, 

marketing databases, and game design and will continue to assist the TLC on 

game matters. 

Todd Bauman, 
Senior Market Research Manager 

Todd supervises numerous market research activities, such as focus groups 

and tracking and segmentation studies. He will assist with TLC Instant 

Game research and developing the Instant Game plan. Todd will also supply 

the lottery with Instant printing industry updates and expert insight, using 

GTECH's and GTECH Print ing Corporation's (GPC's) analytics programs. 

Sarah Simpkins, 
Senior Marketing Analyst 

Sarah has GTECH and industry expertise in sales and revenue forecasting. 

She and her team develop forecasts for more than 100 GTECH customers 

worldwide on an annual basis. Sarah will conduct retail optimization analysis 

and develop case studies to help the TLC make accurate sales forecasts. 

Kathy Lavigne, 
Senior Marketing Analyst 

Kathy is an expert in consumer-related market research, mapping more tha n 

200 domestic based On~line Games in terms of market penetration and 

propensity to play. She also works on sales forecasting, market segmentation, 

marketing planning, customer consultation, and new product and game 

primary research. 
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Aaron Koll, 
Senior Manager, Portfolio Development 

Aaron is responsible for various analytical efforts, including sales forecasting, 

customer segmentation analysis, game design, and sales reporting system 

management. In addition, Aaron is recognized for devising an industry first 

pari ~mutuel and fixed prize structure combination for the California Lottery, 

resulting in annual sales of more than $175 million. 

Chris McVay, 
Market Research Analyst 

Chris joined GTECH Marketing in June 2008, after earning his bachelor's 

degree in finance. He is primarily responsible for developing sales forecasts 

for lottery business opportunities. Chris is also instrumental in the 

administration of the LMDB and is responsible for ma rket analysis and 

regular sales reporting. 

The nc, the GTECH Teams, and Your Continued Success 

A world~class enterpri se, the TLC continues to be successful- even in some 

of the worst economic times. Since 1 992, the Texas Lottery Commission has 

driven more than $57 billion in Lottery sales, which has resulted in revenues 

of more than $18 billion for the State and more than $12 billion for the 

Foundation School Fund. 

Continuing its record of success in FY 2009, the TLC achieved more than $3.7 

billion in sa les - a remarkable $48 million increase over FY 2008 - returning 

$1 billion to the Fund in the midst of an economic downturn that has 

negatively impacted the gaming industry as a whole. 
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Figure 8.3 - ,: 
Texas lottery Press Release, September 2009 
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NEWS 
from the Texas Lottery Conunissioll 

tuM IMM t J)l ATF N F l IfM!!: CONTACT: 
T.NNby. So!p:mnt .... 15. 2fX19 MtodillIMa ......... 512:1H 5111 

TEXAS LOTTERY' SEES INCREASE 

IN SALES AND REVENUE IN FY 09 

(AUSll:"rf)-Thc Texas Loncryl finished 001 Fiocal Year 2009 by lransferrins _ tOlllI of 

SI .O billion 10 the Foundalion School Fund 10 $I,Ipport publi<: education in Texas. an increase 

of O\'er S I7 million from the previous fiscal )·ear. 
- Total sales in FY 09 increased by over $48 mill iOli compared to last year feY I grand 

tOla! ofS3.72 billion in mcs,- ~d TcxlS Lc:Klcry Deputy Executive Di~Qr Gili)' Grief. 

" This reprnrnts tIK fourth bm )'Hf ohaln for the TfXlS Lonny since we started selling 

li ckets in 1992. We're extremeiy grateful to OUT loyal pllyers, hard v.orti ng lotter), mailers 

and dcdicaled agency stiff, all ofll\'horn helpal us genmde this n~ revenue for TexIS 

education,-

Griefalso cited the fol lo",,;ng sales higblights for Fiscal Year 2009: 

$2.79 billion in in$W1t scra.tch-offticket sales. the third-highest le\'ei ofscratdt­

off sales in the Texas Lonely's history; 

$262.8 million in Mesa Millions and Megaplier sales, the: best year in Texll$ for 

Mega Millions and Megaplier since TexlSjoi~ the multi-state &&me in 2003: 

• S51 .5 million in Taro' T ... u Skp' sales. the best year for !l'.l'US r>l'uSll!p" 
siT1(Z 2003: 

$1.29 bi llion in pril'.eS paid 10 pllycn, the third hi ghc:sl amounl in the Texas 

Lottery's history; 

• S187.6 million in ccmmissions and bonuses paid 10 Jooc:ry retli len. 

(}.·enll, 95 percent of the Texas Lonery 's $3.72 bi llion in $lIes Wili relumed 10 the SUIt 

and pI'ytrS in the form ofprizcs, COIltributions to the Foundation Sebcd Fund, reuilC:fbonuses 

and commissions. and other stlte programl 

Sales of other games offered by the Texas Lotte!')' in Fiscal Year 2009 included Loi/u 
Tf.l'as" at SlOO.5 million, I'd]'-' Ind Pid i~ Slim hl.P at S290.7 million, Ca."" 5~ I I S70.7 

mill ion, Ind IJaJly.;a and 1>aI/y -II- Slim II Up II $52.2 million. 

For morr information lbouI:!he TexiS Lottery, please \~lit!he offici l l Texas Lottery 

Commission Web si le at http://w\.\w.txIDtlety.org. 

In the News: The Texas l ottery's record achievement is worth sharing. 

We are proud to have assisted the TlC in returning $1 billion to Texas 
education funding last year, but we know we cannot simply rest on our 
incumbency and past performance. We will use our years of Texas experience 
and the many lessons we've learned to further advance the TLC. We will 

continue to carefully design products for you, using processes that take into 
consideration the legislative climate and Texa ns' tastes and attitudes toward 
the lottery and its products, 
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Marketing Organization Structure 

The foundation of our marketing organization structure, supporting and 

opt imizing Texas Lottery sales, is 18 years ofTexas experience integrated with 

the industry expertise of our corporate marketing group and access to 

GTECH's global strategic view. 

Figure 8.3 - 2: 

Marketing Staffing Structure - local and Corporate 

8.3 -10 

Tom St"nek 

Bri"'n Finmgan 
Chuck Faulknet" 
Dwayne Tatum 
M",ndy Carter 

Local Analysts 

Olin Morllf.e.s 
Robert McGovern 

Execution • 

Connie L"verty O·Connor 

MIChelle Camey 
NatWor1ey 

Walter Gaddy 

Research 

GerardCaro 

Audrey Pilte 

AmlrSadn 
Todd Bauman 

Silrah SimpkinS 
Kathy lIIVlgne 

Aaron Koll 

Promotions 
LSRs 

Key Account 
Representatives 

Unified Marketing Support on Two levels: GTECH Texas and GTECH Corporate join 
forces to bring comprehensive, integrated, and customized marketing support to the TLC. 

Marketing 
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Portfolio Development Philosophy­
Analyzing Your Portfolio and Market 

Under our portfolio development process, the Texas team continually looks 

for opportunities to close gaps in the portfolio. To do so, we analyze local 

market conditions and needs for new games and conduct trend analysis. For 

instance, over the past three years, we have worked with you to execute 

our portfolio development process and apply industry best practices to 

managing your Instant Ticket program. Sample results of our collaborative 

efforts follow: 

Validation codes are now positioned outside play areas on 
tickets. 
Validation codes are established for all prizes payable at retail. 

All tickets display top prizes. 
All prize symbols use available·to-win symbols. 
Prize symbols indicating prize values below corresponding 
ticket price points are now kept to a minimum (they are only 
used when incorporating prize multipliers) and are not used on 
non winning tickets. 
The number of wins on tickets is controlled by available prize 
symbols and play styles. 
Void If Removed Numbers (VIRNs) are positioned under latex 
coatings to avoid damage, possible player confusion, and/or 
player dissatisfaction. 

Pack sizes are standardized for accounting ease. 

Marketing 
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The odds of winning breakeven prizes are now greater than 
winning the next highest prize amount (second-tier prize 
amount). The $5 and $10 price points have performed best. 
An average prize payout of 68 percent was implemented. 

Ten base games were established. Multiple price points, 
varied graphic colors, and game pulses were implemented 
on these games. 

The Blockbustermegagame was implemented with a larger print 
run and a 75 percent payout. 
The Jumbo Bucks and Set for Life series was expanded, 

A $50 game was launched at a 72.5 percent payout. 

Payout was increased to 78.5 percent on a $50 game. 

In addition, our corporate marketing team has an important role to play in 

performing analyses. Often using our lottery Marketing Database (lMDB) 

(described later in this section), the corporate team examines global market 

trends to identify new games that may fit into the Texas portfolio. Corporate 

Marketing will always keep the local team apprised of their findings for 

sharing with the TlC. 

Confidentiality Claimed 
Not released 
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Portfolio Development Philosophy - Field Execution 

Field execution, one of the most important elements within the portfolio 
development process, starts with proper communication for understanding 
the Lottery's goals with regard to each game launch. Once we and the 
Lottery are certain that we are on the same page, we leverage our retailer 
relationships and selling skills to merchandise and market TLC products 
appropriately and manage Instant Ticket inventory optimally. For example, 
our successful initiatives include the highly strategic placement of Powerball­

pas materials. Additionally, proper plan-o-gram execution, playstation 
utilization, and provisioning of other marketing materials to retailers are 
among the many tactics we use to increase sales. Training retailers and 
engaging players via promotions and events at retail are also in the mix as 
part of our 3600 approach to marketing, as described further on in this section. 

Marketing 
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Weekly Sales Reports and Other Data 

As one of the largest lottery marketing groups dedicated to a specific U.S. 

jurisdiction, the GTECH Texas team is positioned to provide you with service 

levels that allow for rapid responses to your inquiries and data requests. We 

will provide weekly sales reports and other sales data as required by the Texas 

lottery. Weekly sales reports will include accurate and thorough sales data 

evaluation, trend analysis development, and any recommended actions in 

response to the data. 

GTECH's LMDB 

To further support our lottery customers' ability to analyze a nd use industry 

trends, we've developed the GTECH lottery Marketing Database. With more 

than 20 years of stored data , the LMDB is the industry's most comprehensive 

database. This GTECH-proprietary database contains sales and jackpot trend 

data and game parameter and histories of our domestic customers and a 

majority of our international cl ients. The lMDB also incorporates population 

and terminal numbers and other imperative tracking values. Sales are 

classified in different categories- by week, draw, day, jackpot, etc. Please refer 

to the following figure for an example of an lMDB screen and a typical report 

we might run. 
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Our corporate and local analytics staff will ensure that your marketing, 

analysis, and database reporting needs are met in a timely manner. We w ill 

provide you with regular analyses from the lMDB, in combination with GTECH 

and Primelocation data as 

described in the following paragraphs and in Section 7.9, Reporting and 

Section 8.8, Research and Lottery Product Development. 

PrimeLocation 

Primelocatlon Is Nielsen Clarltas software that allows exceptional sales, 

retailer location. and game and player market analyses. It includes a fully 

functional Geographic Information System (GIS) package, national and 

regional geodemographic research software. address matching software, 

and numerous licensed databases that include demographic, lifestyle, 

segmentation information, etc. 

Figure 8.3 - 7: 
PrimeLocation Features and Benefits 

Feature Benefit to the TLC 

Superior Data Capture: Includes accurate, 
extensive data such as shopping center, traffic 
count, segmentation, and demographic 
information 

System Confidence: Enables precise, sound 
decision making 

Lifestyle Preferences: Combines demographic 
data with player preferences by lifestyle 

Maximum Entertainment: Facilitates precise 
promotion and game development for 
appealing to individual player groups 
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Feature Benefit to the TLC 

Demographic and Propensity-to-Play Retail Mix Optimization: Provides a 
Information Combining: Gives a statistical basis Texas-specific retailer mix for maximizing sales 
for game distribution decisions opportunities by geography 

Data Exporting Functionality: Allows data use Portability: Expands current and future 
in other analysis packages through multiple data possibilities for new types of analysis 
exporting formats 

Mapping Capability: Gives complete control Visualization: Maps out all the market data you 
over the maps you create and share with others need for retailer analysis 

Consumer Segmentation: Supplies 66 specific Delivery of What Your Players Want: Increases 
consumer segment profiles to enable your ability to find the most enthusiastic lottery 
understanding of preferences, lifestyles, and players fo r all game types and position their 
purchase behavior favorite products where they can find them 

For more information on our analyses and PrimeLocation, please refer to 

Section 8.8, Research and Lottery Product Development. 
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Under our 3600 Marketing Program, GTECH Texas deve lops marketing 

initiative implementation strategies while incorporating the concept of 

trade marketing. Trade marketing focu ses on sales fundamentals, such as 

distribution, display, promotion. and price. to align market st rategy with 

brand strategy. To deliver sales vo lume and va lue, trade marketing supports 

sa les teams with well-designed fundamental enhancement plans. 

8.3 - 21 
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We wilt use the elements of our 360 0 approach to market the TlC brand, 

games, and promotions. Our coordinated marketing efforts will drive 

sales growth, enhance retailer and player experiences, further players' and 

retailers' positive perceptions of lottery, and deliver consistent, highly visible 

promotional messages to players. 
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Retailer Facing Optimization 

Optimizing facings benefits both retailers and players. Facing optimization 

increases the likelihood that players can find and purchase their favorite 

games, which enhances player satlsfactlon and thus drIves sales for retailers. 

When facings are not at full capacity, fewer games are visib le. This results in 

lower sales and a less favorable perception of the Lottery. Our solutions for 

managing facings more optimally include increasing sales call frequency for 

certain retailers (often high-potential but underperforming retailers such as 

those in the Double Blue program) and leveraging technological solutions 

like our and to 

ensure facings are always filled . 

LSRs also will help retailers optimize retailer facings in each store according 

to industry-proven best practices - making sure that retailers have the right 

number of well-stocked, ideally placed bins that cut through busy POS and 

attract shoppers. Bin enhancements, such as the fluorescent Blockbuster 

frame attachments supplied by GTECH Texas, help spotlight games and draw 

consumers to Lottery product offerings. 

Bin Enhancements Increase Sales 

LSR Maurice Reynolds suggested to the owner of KP Super Market in South 
Houston that he (the owner) increase his Instant ncket dispensers from 8 to 12 
and move them from the back of the store to the front counter. KP's sa les 
increased from $1,400 per month to more than $2,100 per month in just two 
months. 

The La Porte Shell station owners were very motivated to increase Instant 
Ticket sales, so LSR Charlotte Friedrichs recommended that they try increasing 
their 16 ticket bins to 40, which they did. La Porte's sales went from $4,000 to 
more than $6,700 per month in only three months. Having a variety of games 
made a big difference to their customers - and to their overal l sa les. 

Charlotte also advised a Pasadena retailer to double his 20 bin dispensers. 
Having 40 bins enabled the retailer to carry a wider variety of games for his 
customers. As a direct result of Charlotte's effective LSR merchandising 
support, the retailer's sa les more than doubled, increasing from an average of 
$2,600 to $5,980 per month in just six months. 

Marketing 
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Wh ile reduct ng time and effort needed for inventory management at the sto re 
level, utilization wi ll facilitate improved facing optimization and prevent 

§SS2.101/466.022/SS2.139 lost sales opportunities by helping to lower the occurrence of unsold stock 

and stock-outs. 
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Promotion Concept Development and Launch 

As part of our overall strategy for retailer contests and player promotions, we 
wi ll help the lottery deploy innovative promotions that are tied seamlessly 
to other marketing initiatives and POS materials to achieve the greatest 
positive sales impact. We will assist you in continuing and expanding the use 
of promotions that have been successful in Texas and develop new player, 
co-op, and retailer promotions for your consideration. 

We are invested in seeing the TlC succeed, and we are 
committed to deploying your promotions effectively. 

Promotions will keep players engaged and excited about the lottery 
and encourage more participation by giving them opportunities to win 
game plays, merchandise, and cash. And our ideas for your retailer and clerk 

promotions will provide retailers with incentives to actively sell more tickets 
and participate in the fun of the lottery. We are invested in seeing the TLC 
succeed, and we are committed to deploying your promotions effectively, 

8.3- 25 
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Our marketing teams will implement communications best practices 

to support the effective execution of new messaging. Among our 

---

communication tools is which advertises Lottery products, provides 

consumer information, increases winner awareness, and drives sales at 
retailer locations. monitors will also display communications about 

responsible gaming and the Lottery's support for Texas education, further 

enhancing public opinion of the Lottery. 

In addition, as a high-tech upgrade of print POS materials, will 

modernize the TLC's image and brand. With unmatched capability for 
capturing player attention at points of sale, consumer-focused, direct 

messaging provides a new way for the TLC to communicate with players. 

What's mOTe, messages can be updated quickly and inexpensively from 

a central location, reducing retailer and LSR labor demands. And, whereas 

updating print POS materials across Texas can take as long as two weeks, 

with updating and delivering approved content can be done almost 

instantly. For additional information on please refer to Section 7.12, 
Sales Terminals and Related System Sales Equipment. 

Figure 8.3 - 12: 
An Display 

"-1% 

Consumer-Focused and Compelling: 
to Texas players right at the point of sale. 

5% 
Retailet 

electronic graphics promote the Lottery 
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Pulling It All Together - Spotlight on the Blockbuster Game 

The following case study on your Blockbuster Instant Game illustrates how 

well our portfolio development philosophy integrated with our 360 0 

Marketing Program's components works. 

The Challenge 

Launched in 2009 as a spotlight game, the $500 million Blockbuster 

Instant Game shows what thorough, creative planning and enthusiastic, 

collaborative support can do for a game's sales - and the TlC's bottom line. 

Among the factors that have contributed to the game's success are prize 

structure optimization, a robust advertising campaign that included TV and 

radio advertisements, a Blockbuster microsite, focused in-store POS materials 

with refreshed winner awareness messaging, and retailer and LSR incentive 

programs. In addition, LSRs quickly got Blockbuster into active distribution 

and later increased its distribution to more than 90 percent penetration. 

These activities exemplify a true 3600 marketing approach for the right 

product at the right time. 

Marketing 
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Fig ure 8.3 - 13: 

Weekly Blockbuster Sales 
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WHIt of Sales 

Our 360· Marketing Program at Work: Consistent, comprehensive support across time 
makes a positive difference. 

A new spot light game POS kit. designed to focu s on winner awareness, was 

sent to the fie ld in August 2009. Next. we used GTECH sales data to selec t 
sto res with the highest Instant Game sales and then enhanced in-store 

visibility of the game through increased POS at these locations. With 

assistance from the GTECH Texas marketing ana lytics team. the Tl C also 
selected stores to participate in a store domination progra m to receive 

additional spotlight POS, ranging from icebox wraps and ceiling danglers to 

floor graphics. These efforts were aligned with media flig hts and incentives 

for comprehensive support. 

The Results 

Shining a sa les and marketi ng spotl ight on the Blockbuster game turned it 
into a star player. When comparing sales of the last three $20 Instant Games 

launched, it 's dea r that the l ottery's extra investment in POS has paid off. 

Marketing 8.3 - 29 
DOCUMENT REDACTED BY TLC - 12-4-10 



~. GTECK' ---
Figure 8.3 -14: 

Blockbuster 'S Performance Compared to Other $20 Games Since launch 

;; 
~ 
~ • 

I -~ 

8.3 - 30 

-' 5 
~ ~ ~ • > 

~ 
~ ~ 

! • ~ 

~ ~ 

Creative Planning and Enthusiastic, Collaborative Support: The $500 million 
Blockbuster Instant Game's strong performance shows what focus, teamwork, and an 
effective 3600 marketing strategy can do for a game's sates. 

Today, LSRs continue to focus on Blockbuster, working with retailers on 
double facing the game to keep it alive at retail. GTECH Texas ran another 
lSR incentive from January 17 through Februa ry 13, 2010, to extend focus 
on sales while investing in bin attraction frames for the game itself and 
spotlight T-shirts for LSRs and GTECH Texas staff members. Staff members 
wore the shirts for all promotional events, including at the State Fair, in the 
Texas lottery booth. 

Fiscal Year Instant Ticket Game Plan 

On or before January 31 st each year, we will use our proven portfolio 
development philosophy and its related processes to provide the TLC with 
a proposed fi scal year Instant Ticket Game Plan. We will perform rigorous 
analyses in creating our annual plans, which will include the recommended 
numbers of new Instant Games by price point. Plans will also contain game 
introduction schedules, introductory price points, print quantities, themes, 
and additional recommendations. In addition, we will provide proposed 
Instant Ticket game product strategy modifications with corresponding 
th ree·year sales projections and feedback on game clos ings as required. 

Marketing 
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For more information on 

Center Support. 

please refer to Section 7.13, Call 

Texas Lottery On-Line Games Annual Analysis 

(0 GTECH' ---

We also employed our portfolio development philosophy process to 

identify potential On-line Game modifications. Annually, we will provide a 

TlC On-line Games analysis that will include three-year sa les projections for 

each game and possible game modifications for maximizing sales with 

corresponding sales projections for said modifications. 

8.3 - 31 
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Unlike other bidders who may feel that they know what the Texas lottery 

wants in terms of game plans over the next three years, we prefer to work 

with you directly on your plans to be absolutely sure that we provide concepts 

that are fully aligned with your Instant and On-Line Game plan objectives. We 

look forward to continuing to work with the Lottery in this way on these plans 

and your many other marketing initiatives. 

Marketing 
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8.4 
Lottery Sales Representatives 

Introduction 

Over the past 18 years, GTECH has supported approximately 70,000 unique 
TLC retailers, while focusing on increasing revenue to the state and ensuring 
the integrity of the Lottery. Our long-term experience in the ever-changing 
Texas market has enabled us to create a sales force organizational plan that 
is customized to the TLC's retail environments. This plan will guide us as 
we optimize services based on retailers' needs and growth potential. It will 
also help us to increase retailer penetration through recruiting across Texas' 
269,000 square miles. Given your market's distinctiveness and the in-dept h 
knowledge required to serve your vast retai ler network, a dedicated and 
focused sales force like ours is mandatory. 

The Sales Force 

Becausethey carry out more than 450,000 retailer visits annually, your vendor's 
lottery Sales Representatives (LSRs) and sales support teams become the 
face of the Texas Lottery to retailers and consumers. Our professional sales 
teams will continue to build strong working relationships with retailers wh i Ie 
providing them with attentive service and up-to-the-minute communications. 

In addition, GTECH will continue to invest in its people by supplying them 
with the right combination of training, incentives, and tools for delivering 
optimum sales support to the Texas Lotte ry today and into the future. The 
team's preparedness and capabilities will be readily apparent, whether 
they are recruiting new retailers, developing tailored promotional plans, 
promoting the latest Lottery products, or helping to enhance retailer and 

player experiences. 

lottery Sales Representatives 
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Organization Foundation 

Our sales and LSR organization structure is based on the following 
building blocks. 

Strong Values: Our sales force team members incorporate 
integrity, quality, determination, accountability, and teamwork 
into every aspect of their daily work. 
Customized Service Solutions: A new organizational structure 
and individualized account tactics will let us bring more effective, 
market-need-based support to your retailers. 
Optimized Sales Force Management: Innovative 
communication tools, strategy development, sales performance 
management, and train ing techniques enhance our sales force 's 
capabilities. 
Performance-Based Compensation and Incentives: To drive 
On-Line and Instant product sales and maximize retailer 
recruitment efforts, we offer incentives that motivate lSRs to 
exceed expectations. 
Flexibility for Continued TLC Advancement: Our new retailer 
service models and proposed route alterations will contribute to 
the Lottery's future successes. 
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Table 83 
LSR Services Response Requirements 

83.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

83.2 
LSR Organization Structure 

To help the Lottery meet its goals, we will provide the TLC with an 

expanded sales organization that includes new positions with additional 

responsibilities. The organization will strategize with the Lottery and its 

retailers on increasing revenues for the Foundation School Fund. 

To support Lottery retailers across the entire state and increase the 

organization's workday efficiency, we propose the following for the 

new contract: 

Texas retailer service work will be divided by region (North and 
South). Each region will have seven sales districts: 

North: Dallas North, Dallas South, Fort Worth, Tyler, 
Lubbock, Waco, and EI Paso (covering approximately 
7,800 retailers). 
South: Austin, Houston East, Houston Southwest, 
Houston Northwest, McAllen, San Antonio, Victoria 
(covering approximately 8,900 retailers). 

The sales team members in the following table will perform sales and 

marketing work for the TLC according to the structure outlined in the table. 

Lottery Sales Representatives 
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Please refer to Sect ion 8.2, Sa les Management and Business Development, 

for additional information on individual Sales, Merchandising, and Business 

Development position responsibilities and Section 8.4.1, Ret ailer Visi t, for 

related details and strategic execution plans. 

Integrity, Transparency, and Respect 

Maintaining the public trust and the security ofTLC gaming through efficient 
field operations, honest communication, conscientious accountability, and 
flexible collaboration is GTECH's goal. We, and the Lottery, expect nothing less 
than open communication from our employees, and this expectation includes 
full disclosure of all appropriate GTECH organization information to the Texas 
Lottery. For more than 1,173 years combined, our l SRs have accepted 
responsibility for their actions and extended a willingness to collaborate on 
achieving winning results. This has contributed to the many successfu l years 
of our operations. 

Figure 8.4 - 5: 
LSRs and Retailers Working Together 

GTECH's Talented People: Our 
hard-working employees deliver exciting 
products to your players whi le always 
following our policies, which include 
treating retailers, coworkers, and Lottery 
staff with fairness and respect. 

Transitioning and Route Management 

With our Texas market knowledge and advanced planning, we are positioned 

so that upon cont ract award, we can begin transitioning to our new staffing 

plan and its route management components. 

Lottery Sales Representatives 
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To support your current and futu re retailer needs. our route management 

plans wi ll distribute LSR service across Texas in the most efficient manner 

possible. We developed our district boundaries and territory and route 

execution plans. with future retailer and population growth and player and 

consumer behavior in mind. Wealso utilized our knowledge gained from our 

18 years ofTexas experience: we know the best routes, the drive times to retail 

locations, the special access requirements, and the expected retailer serv ice 

levels that are unique to the Texas retail environment. 
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On the Move for the Texas Lottery 

During calendar year 2009, our sa le force managers, LSRs, and swing LSRs 
drove 3,479.708 miles in support of the Texas Lottery. This considerable 
mobi lity allowed us to build trusting and profitable business relationships with 
retailers that furthered their assistance in generating returns for the 
Foundation School Fund. 

Figure 8.4 - 9: 
LSRs and Their Territories 

GTECH's Sales Force Is on the Move: In 
2009 alone. our sa les force drove nearly 
3.5 million miles in support of the 
Texas Lottery. 

We will continually evaluate the territory plan, based on the changing 

Texas environment and increases to the retailer base, and recommend 

modifications as appropriate. We will, of course, always provide the TLC 

with the latest territory plan information and engage the Lottery for 

input and approval before making adjustments. 

Customized Service for Your Retailers 

Since Texas retailers are a diverse group, we provide them with customized 

selling strategies instead of applying a "one-size-fits-aW plan. For instance. 

in the retail environment shown in the follOWing figure. the retailer is doi n9 

a great job showcasing Lottery products. In th is kind of store, LSRs focus on 

providing service well beyond the basics with customized approaches that 

reinforce what the retailer is already doing right. 

Lottery Sales Representatives 
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Figure 8.4 - 10: 
Customizing Retailer Service 

Not a One·Size-Fits-AIi Plan: Some 
retailers sell anything just to sell it, 
including lottery products; others use 
Lottery products to drive business. LSRs 
adapt offered services to each ki nd of 
retailer to get them to see that the latte r 
approach, such as is shown here, is best. 

Staff-to-Retailer Ratio for LSR Activities 

To generate retailer satisfaction, we are responsive to the needs of every 

single retailer throughout the retailer life cycle. Our field sa les staff-to-retailer 

ratio allows our LSRs to do the little things that matter to retailers. We will 

provide a monthly report of all LSR assignments at the retailer level and by 
sales district, closely monitoring resources to make sure our expert staff has 

ample time to supply top-quality service. 

The following table shows our proposed field sa les staff· to-retailer ratio as 

compared to other states with 10,000 or more retail locations. 

Lottery Sales Representatives 
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Fiscal Year 2009 Texas Lottery Commission Retailer Research 
Survey Project: GTECH Services 

GTECH received strong overall retailer satisfaction ratings according to the 

Fiscal Year 2009 Texas Lottery Commission Retailer Research Survey Project. 

As shown in the following figure, approximately 95 percent of the TLC retailers 

surveyed rated our services as "Good" or "Excellent." Less than th ree percent 

rated GTECH services as uFair" and one percent gave a rating of · Poor· or 

· Very Poor." 

Figure 8.4 -12: 

Texas Lottery Commission Retailer Research Survey Project: GTECH Services 

Fiscal Year 2009 
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Uncertain Very Poor Poor Fair Good Excellent 

Overall hOw would you rate the services provided by GTECH? (tp. 1,732) 

Source: Texas Lottery Commission Ret ailer Research Survey Project , Fiscal Year 2009, 
Biannual Report, March 2009 - August 2009 

B.4-14 Lottery Sales Representatives 
DOCUMENT REDACTED BY TLC ·124·10 



~. GTECH' ---
Building Relationships to Last the Retailer Life Cycle 

The lasting business relationships that LSRs and other sales force members 

create with Texas retailers is one of the most important elements in sustaining 

and enhancing the success of the Lottery - the stronger the relationship, 

the better the all around retailer performance. The retailer/sales force 

relationship building process often starts during retailer recruitment. Please 

refer to the Retailer Life Cycle Overview found in Section 8.2, Sa les 

Management and Business Development. 

The GTECH Sales Force Is Committed to Assisting TLC Retailers 

Our sales force goes beyond expectations to ensure Texas lottery retailers' 
success. For example, the sales force provided special services to Stripes 
Convenience Stores, a key lottery account. During a change of ownership, the 
sa les force worked over a weekend to ensure proper store-level inventory 
management and a seamless transfer of licenses and operations. By the following 
week, it was business as usual for 26 retailers. Our sales force is dedicated to 
seeing TlC retailers succeed and will continue to utilize all appropriate resources 
- from personalized merchandising plans to state-of-the-art technology - to 
optimize and expand the Lottery's retailer base. 

Lottery Sales Representatives 
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83.3 
LSR Incentive Plan 

GTECH maintains a comprehensive annual incentive plan for its entire Sales. 

Marketing. and Business Developmentteams, including LSRs. We will provide 

this plan yearly. on or before May 31 . and update it quarterly based on Texas 
lottery product emphasis guidelines. Before implementing the plan and any 

proposed modifications. we will obtain the Lottery's approval. 

We align our incentive programs with the Texas lottery's product, promotion, 

and advertising initiatives to ensure that our team is always positioned 

to assist in maximizing returns to the Foundation School Fund. Once we 

establish service goals and communicate performance measurements to 

sales teams, we reinforce selling activities with appropriate compensation 

levels and incentives. 
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To enhance performance further, we have supplemental incentive plans that 

reward staff members who perform work beyond their traditional job duties. 

In 2009, we issued 2,084 GTECH Building Excellence Gold and Silver Awards 

and 1,500 spot awards, totaling more than $2 million in spending on 

additional employee recognition. 

lottery Sales Representatives 
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Figure 8.4 - 22: 
Effective Merchandising 

Effective Merchandising Execution for 
Maximum Returns: Assisting retailers 
with optimal placing of Instant Games wil l 
increase revenue returns to the state. 
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Customization Strategies and Instant Ticket Distribution 

Another example of our customization strategy at work is demonstrated by 

our executing on Instant Ticket distribution opportunities. Ie and 

our ), a new, state-of-the art 

Instant Ticket inventory management system (detailed in Section 8.4.1, 

Retailer Visit, and throughout Part 9, Warehouse and Distribution) are part of 

our automated process for ensuring proper customization to the client and 

transparent merchandising execution. 
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Our 360· Marketing Program 

Our 360 0 Marketing Program, as described in Section 8.3, Marketing, includes 

techniques, fitted to each retailer's environment, for optimizing the number 

and management of retailer facings. Optimizing retailer facings increases the 

likelihood that players find and purchase their favorite games, which benefits 

both retailers and players by driving sales and enhancing player satisfaction . 

When facings are not at full capacity and optimally placed, fewer games are 

Information Redacted visible. This results in lower sales and a less favorable perception of the 

§552.101/466.022/552.139 lottery. Solutions for comprehensively managing facings include advanced 

inventory management systems and increasing sales calls frequency for 

8.4 - 30 

certain retailers. will playa part in managing facings for increasing sales 

through preventing lost sales opportunities due to stock-outs, minimizing 

the occurrence of unsold stock, and reducing time and effort spent on 

managing store inventory. 
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Figure 8.4 - 26: 
Optimized Retailer Facings 
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Keeping Retailers and Players Happy: 
Texas lottery retailers succeed when they 
have in stock the lottery products 
customers want to buy. 

Bin alterations and enhancements, such as the fluorescent frames we 

developed and supplied forthe Blockbuster game, can help to highlight 

specific games and attract shoppers' attention to the suite ofTLC 

product offerings. 

The Difference That Helpful LSRs Can Make 

To whom it may concern: 

Anita Faggett and I (Becky Cooper) are supervisors of 24 convenience stores. 
We are ca lled Food Fast, which has 69 stores in total. Tanja Wright is our lottery 
Sales Representative, and she has helped us out so mud'!. She has come to a 
couple of our manager meetings and gone over how important it is to keep 
the dispensers filled, and she has also tried to get the managers to change how 
the tickets are in the dispensers to help sales. She helps us out every time when 
we have problems with stolen tickets and with any questions we have. Tanja is 
a very good representative for the lottery and for us. She helps the managers 
get their ticket sales up and works with them on a daily basis. We appreciate 
everything she does for us. 

Thank you, 

Anita & Becky 

Lottery Sales Representatives 
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A well-merchandised store creates an appealing, informative, and 

compelling atmosphere for consumers to make convenient and impulse 

Lottery ticket purchases. For retailers, properly merchandised stores create 

foot traffic and drive Lottery product sales, which in turn leads to retailers 

becoming Lottery advocates. Our 3600 Marketing Program utilizes superior 

sales execution techniques to create an environment where players will 

easily find the games they want to play. Our goal is to have each retail outlet 

reflect the best practices of the 360 0 approach, creating a welcoming 

destination for Lottery players. 

Confidentiality Claimed 
Not released 

Stripes Trade Show Sales Contest 

District Sa les Manager Felipe Elizondo and his team provide service to more 
than 450 Stripes convenience stores. His team has consistently been "online, on 
time" with all Stripes store openings. In February 2009, we sponsored a retailer 
contest in Stripes stores where Stripes Area Managers received a drawing entry 
for 15 GTECH-purchased prizes, including flat-screen TVs and iPods, for every 
$ 100 increase in each store's eight-week total Lottery sales average. Stripes 
stores earned a combined 1,107 contest entries, which resulted in great returns 
to Stripes and the Texas Lottery. Incremental sales dollars generated from the 
contest totaled $476,262 with estimated return to the state equaling S 125,300. 
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Customized Equipment and Merchandising 

Because of the complexity of your retailer base, equipment deployment 

differs from retailer to retailer, depending on retailers' needs, environments, 

and trade styles. Our sales force will implement the most appropriate 

merchandising best practices and tailor equipment solutions for each retailer, 

delivering the right combination of marketing execution support and POS 

equipment for enhancing player and retailer experiences. 

Figure 8.4 - 27: 
The Right Equipment 

Custom Merchandising Solutions: 
Because strong merchandising drives 
l ottery revenues, the GTECH sales force 
works to provide equipment and PQS 
solutions that meet each retai ler's 
unique needs. 

Confidentiality Claimed 
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GTECH will also use new retailer recruiting methods, including having 

sales representatives' actively generate leads, capitalizing on established 

relationships with retailers. Our detailed plan to customize retailer services 

and strategically optimize sales through recruiting retailers from national 

chains to independent retailers is fully described in Section 8.2, Sales 

Management and Business Development. 

Superior Communications 

We will strengthen communication with retailers on multiple fronts to 

enhance our professional relationships with retaiters and optimize sales 

efforts. Proposed communication strategies include using: 

Information Redacted 
§552.101/ 466.022/ 552.139 Targeted messaging and communications. 

Varied language capabilities. 
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Please referto Section 8.4.1, RetailerVisit, for more information or 

enhanced communications functionality. 

Targeted Messaging and Communication 

Although the Lottery provides comprehensive communications and 
marketing solutions to retailers, ultimately the retailers (with support 

from sales service teams) are responsible for marketing Lottery products 

effectively. To aid them, GTECH and its sales force will ensure retailers 

continue to receive training on sa les relationships, merchandising 
techniques, game types, promotions, incentives, communications, and 

distribution systems, so they thoroughly understand and efficiently 
promote the Lottery and its products. Proper emphasis for training (often 

recurring training) will be customized based upon our assessment of each 

retailer's needs. 

The (allowing figure illustrates a type of merchandising best practice LSRs 

share with retailers. 

Figure 8.4 - 30: 
Double-Facing Texas Lottery Set for Life Tickets 

Lottery Sales Representatives 
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Training on Specific, Enhanced 
Merchandising Techniques: Double­
facing Instant products, a customized 
strategy, was part of the Set for Ufe 
promotion, which provided 3,011 retailers 
with a free pack of tickets and resulted 
in an incremental S 1 ,6 million in returns 
to the state. 
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Language Skills - Versatile Fluency and the 
Texas Marketing Landscape 

Our sales force can, and does, manage the kind of language multiplicity fou nd 

in Texas. GTECH is already responding to retailer and player language needs 

by building a diverse sales force. At thi s time, 32 percent of our sales force is 

bilingual. In particular, many staff members are fluent in Spanish, Indian, 

Arabic, andlor Asian languages. 

32 percent of our sales force is bilingual. 

On regional levels, the north has the greatest number of Asian and Arabic 

speakers. South Texas has the most Spanish-speaking business owners, and 

the Southeast, which is the most diverse region, has the highest concentration 

of Indian-speaking business owners. 

Figure 8.4 - 31: 
GTECH LSRs and Language Capabilities 

Multilingual Service for Retailers 

Ensuring Optimal Sales: Retailers 
succeed when they receive customized 
services such as assistance from 
multilingual lSRs. 

Approximately 70 percent of the TLC's retailers speak English as their primary 

language. Approximately 10 percent speak Indian languages, and the 

remaining 20 percent speak other languages, including Arabic, Spanish, and 

various Asian languages. To address this kind of diversity, GTECH works hard 

to recruit and train LSRs who will provide the best in tailored support to your 

retailers and will continue to do so in the next contract. 

Lottery Sales RepreHntatives 
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Figure 8.4 - 32: 

Texas Lottery Retailer Base by Region and Primary Language 
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Diverse Language Needs and Sales Success: We will improve sales success through 
provid ing staff members with broad language skills. 

Multilingual Service for Players 

Since many retailers have non-English-speaking customers. l ottery sales 

and service staff who can communicate in preferred languages will provide 

appropriate multi lingual support. including supplying multilingua l POS 

materials. While only S percent of the TlC's retailers indicate that Spanish is 

thei r primary language. approximately 26 percent of Texas' citizens indicate 

that Spanish is their primary language. This high incidence of Spanish 

language fluency among Texans represents a need to connect w ith many 

players through bilingual messaging. 

The l ottery and GTECH w ill help retailers communicate w ith their 

multi-lingual customers by improving multilingual messaging in POS 

materials and delivering language-specific POS materials that match 

reta ilers' trade area demographics. In addition to using broad 

advertising capabilities, we can also program displays in different 

languages easily and inexpensively. By increasing bilingual messaging 

in POS materials, the lottery will promote greater purchase frequency 

among its diverse player base. 

Lottery Sales Representatives 
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Displaying messages, including multilingual messaging through 

will provide a vital link between the lottery and consumers. can also 

convey specific game launch and w inner awareness news according to region 

and consumer preferences within trade areas. offers the double 

advantage of requiring less of retailers in terms of marketing tasks whi le 

effectively targeting lot tery messaging to players. 

Retailer Relationship Building 

The sales force wi ll provide detail-oriented service using open, honest, 

consistent communications with retailers about their sa les potential. 

Figure 8.4 - 33: 
Integrity in Our Retailer Interactions 

GTECH 's New Roles and Service l evel 
Responsibilities: We will further the TLC's 
goals by enhancing t he Lottery's integrity 
with every retailer in teraction, driving 
recruitment of eligible retailers and 
increasing sales volume across the board. 

leveraging relationships built wi th retailers by every GTEC H team member, 

many of them in place since the TLC opened its doors in 1992, w ill help 

solidify the Lottery 's position as an industry leader. In this regard, GTECH 

will consistently: 

Develop trust with reta ilers by doing business according to the 
company's core values and following through on commitments in 
every interaction. 
Foster relationships at multiple leve ls with retailer and 
chain accounts to customize marketing approaches to 
individual retailers. 
Close communication gaps at every stage of retailer operations 
and the leadership chain. 

lottery Sales Representatives 
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Our overarching goal- driving the decisions we make every day - is to 

fac ilitate successfu l selling experiences for retailers whi le offering the best 

quality entertainment experiences for Texas Lottery players. GTECH fosters 

an environment of dedication to one's work and an attitude of optimism and 

open-mindedness toward business. 

GTECH LSR Dedication 

Hurricane Ike struck in September 2008, badly damaging or destroying many 
retailer locations. In the aftermath, District Sales Manager, Houston Northwest, 
Suhail Sharief showed the uabove and beyond" dedication that is the hallmark 
of the GTECH Texas sales force. On weekdays and weekends, including early 
mornings and late evenings, Suhail met his retailers at their res idences or other 
agreed-upon locations in Sugarland, League City, Texas City, and Galveston, 
helping with inquiries, inventory, temporary closures, and terminations. In 
some cases, he even provided basic provisions such as water and food. like all 
of our sales team members, Suhail went the extra mile to meet his retailers' 
special needs during and after the storm. 

Figure 8.4 - 34: 
Damage to a TLC Retailer Caused by 
Hurricane Ike 

Meeting Retailers' Needs in Extreme 
Circumstances! When necessary, as it 
was following Hurricane Ike, GTECH 
l SRs go the distance to meet retailers' 
needs. 

Collaborative planning w ithin our organization and with the Texas lottery 

defines consistent and achievable goals and encourages creative thinking. 

Building and developing ideas th rough effective leadership, open 

communication, and full utilization of our staff members' unique talents 

are established practices that continually bring success to o ur company, our 

employees, and, most important, to the TLC. 

Lottery Sales Representatives 
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8.4.1 
Retailer Visit 

Introduction 

Your vendor's sales team, specifically its Lottery Sales Representatives, 
represents the TlC to its retailers, players, and the Texas public more than 
450,000 times per year. To represent the lottery with trust and integrity, 
support the TlC's business plans, and increase revenue for Texas education, 
we offer new services, solutions, and technologies that underpin our retailer 
visit approach. We also offer Texas-proven retail optimization and marketing 
execution strategies - tactics that have assisted the Texas Lottery in returning 
more than $1 billion to the Foundation School Fund in fiscal year 2009, 
notwithstanding tough economic times and the devastation caused by 

Hurricane Ike. 

Retailer Relationship Building and 
TLC Retailer Environments 

We continually train our sa les force in relationship building (as described in 
Section 6.8, Training) and arm them with strategic approaches and advanced 
technology to ensure optimal marketing execution. Because of this, GTECH 
lSRs are able to counter several factors unique to the Texas Lottery retailer 
environment. 

Your products are sold in locations where multiple goods compete for 
consumers' discretionary dollars. In addition, vendors typically pay for 
merchandising space, whereas for the lottery, this type of expenditure is 

not possible. Under these circumstances, relationship building really 
pays off. 

Your retailers trust us: we have been building relationships with them 
for 18 years. These associations have allowed us to make the most of 
merchandising opportunities - opportunities that traditionally come at 
an expense for most companies. Through focused relationship building 
and innovative technology - as well as in-store sa les, marketing, and 
merchandising-execution strategies and ski lls - our LSRs will ensure capture 
of consumer attention to increase lottery sales in multiple settings within 
TlC retail environments. 

Lottery Sales Representatives 
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and Retailer Visits 

Once strong retailer relationships are established, lSRs focus on driving 

Lottery sales. They do this by: 

Conveying information on policies, procedures, processes, 
and events . 
Delivering specialized training on sa les techniques. 
Increasing reta ilers' footprint via effective merchandising and 
equipment placement. 
Distributing comprehensive product messaging to consumers. 

Table 85 

Confidentiality Claimed 
Not released 

Retailer Visit Response Requirements 

85.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and deta il 

requirements indicated in thi s section. 

lottery Sales Representatives 
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85.2 
Retailer Visits and Support 

Evaluated quarterly to ensure constant alignment with TLC objectives, our 
data-driven retailer visit plan spans from the Lottery level all the way through 

to the store level. The plan begins with organization leaders. Tom Stanek, 
Director of Sales, Marketing, and Business Development, will work with the 

Lottery to develop an overall sa les and marketing strategy and identify 

expected growth projections. From there, GTECH Texas sa les organization 

employees will build their territory, di strict, or regional plans to support the 
agreed-upon overall strategy. Each year, the plan will be adjusted to address 

any new goals. 

Sales organization members will beevaluated annually on their performance 

with regard to alignment with the overall plan. In addition, we will provide 

an automated tracking and reporting system for tracking LSR visi ts to retail 

locations via the GTECH 

, anc 

Retailer Visits and Sales Cycles 

Our sales force members will visit each TLC reta ile r, regardless of sa les level 

or geographic region, at least once during each two-week sales cycle. As the 
retailer network increases, we will increase staffing to maintain our visitation 

and support responsibilities. We will submit the sales cycle schedule to the 

Lottery on an annual basis for each State fiscal year no later than August 1 

each year and provide a plan, for the Lottery's approval, to supplement the 
staffing, visitation, and support requirements to drive enhanced retailer 

sa les levels. 

Retailer Visits and the In-Store Mission 

Retailer visits accounted for more than 350,000 service hours in support 

of the Texas Lottery in 2009. Because these sales calls are so important to 

increasing returns to the TLC and contributions to the Foundation School 

Fund, we will maximize future retailer support by providing fine-tuned 

assistance levels as part of our in-store mission. 

Lottery Sales Representatives 
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Procedures 

OUf in-store mission ensures that LSRs consistently deliver high-quality 
service to retailers w hile building necessary relationships and efficiently 

managi ng time. We train LSRs to take into account the "5 Ps of marketing," 

which form the basis of our in-store mission: 

Product. 
Price. 
Promotion. 
Placement. 
People. 

Figure 8.4 - 35: 
GTECH's In-Store Mission 

Product Knowledge: Understanding 
which products sell best in each location 
lets LSRs customize product placement 
and build strong professional 
relat ionships with retai lers. 

To ensure proper attention to the 5 Ps of marketing, LSRs and sales 

team members follow fi ve steps during two-week sales cycles (or 

supplemented v isits): 

l. Plan. 
2. Survey_ 

3. Meet. 

4. Execute. 

s. Report. 

Lottery Sales Representatives 
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Step 2: Survey 

Upon arriving at retailers, LSRs will survey retailer exterior and interior 

surroundings to identify opportunities or issues. They will ensure that all 

equipment is in working order and all POS is appropriately placed, and replace 

any damaged materials. 

Lottery Sales Representatives 
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Figure 8.4 - 37: 
LSR Inspection 
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Searching for Opportunities for 
Improvement: l SRs look for ways to 
enhance retailer environments and veri fy 
that all equipment and periphera ls are 
functioning well. 

Confidentiality Claimed 
Not released 

LSRs will conduct inventories during special retailer visits, such as changes 

of ownership or retaiter terminations. At the request of the Texas Lottery, 

they will also visit retailers on an emergency basis to assist in retrieving 

information, equipment. inventory, etc., from the retailer. They will report 

back to the Lottery on the status of this type of visit as required. 

Step 3: Meet 

LSRs will meet with retailers face-ta-face to understand their concerns 

and address them immediately. They will share customized retailer performance 

enhancement plans, selling-in the Texas l ottery's initiatives and specific 

merchandising plan goals and providing retailers with actionable information to 

drive sa les. In addition, lSRs will discuss training opportunities, introduce new 

games, and announce upcoming sa les promotions. 

Lottery Sales Representatives 
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Step 4: Execute 

LSRs will execute marketing activities: they will deliver POS materials, 

increase Instant Ticket facings, implement promotions, etc. Unless otherwise 

authorized by the Texas Lottery, LSRs will deliversell-in, advertising, and other 

materials to all retailers in their territories within designated sales cycle 

schedules. Advertising materials w ill be delivered two weeks prior to the start 

of a new Lottery product. 

LSRs will also develop and administer promotional programs with retailers in 

their territories. They will train retailers on policies, procedures, regulatory 

requirements, terminal operations, Lottery products, and promotions, and 

ensure optimum product display and merchandising of interiors and exteriors 

according to best practices and Lottery standards. 

Confidentiality Claimed 
Not released 

GTECH Service Ratings - Merchandising 

LSRs wilt meet or exceed retailer satisfaction targets as set by the Texas Lottery 
(annual retailer satisfaction levels with LSR performance, as measured via 
statewide sampling, will be equal to or greater than 90 percent). For example, 
according to the Texas Lottery's Retailer Research Survey Project FY2009 
Bi-Annual Report March 2009 - August 2009, 95.1 percent of retailers surveyed 
rated the merchandising support received from GTECH LSRs as "GoodN or 
"Excellent." Roughly two percent rated merchandising support as "Fair," and 1.2 
percent gave a rating of "Poor" or "Very Poor.N Less than two percent had not 
received merchandising support. 

Results from the second half of fiscal year 2009 represent a positive change 
over those from the first half of fiscal year 2007, when 91.1 percent of retailers 
rated LSRs' merchandising support as "Good" or "Excellent:' Within that 
category, "Excellent" responses trended upward, moving from 34.6 percent to 
47.2 percent. The percentage of reta ilers that had not received merchandising 
support decreased from 4 percent to 1.5 percent, and "Fair~ responses declined 
from 4.2 percent to 2.2 percent; "Poor" and "Very Poor" responses remained 
stable at just over 1 percent. 

We wilt provide corrective action plans to the Lottery for addressing missed 
retailer satisfaction targets. 

Lottery Sales Representatives 
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Figure 8.4 - 38: 

GTECH Service Ratings - Merchandising Support 
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LSRs and the Licensing Process 

On a continuing basis, LSRs will inform the Texas Lottery about any regulatory 

issues, ownership changes, or other conditions that might impact a retailer's 

license. Furthermore, when a retailer's license to sell Texas Lotte ry tickets 

is terminated or suspended, LSRs will recover the license and all materials 
provided to the retailer by GTECH and the lottery, with the understanding 

that these types of visits are high priority and may require a same-day visit. 

LSRs wi ll coordinate with all parties to recover and return property. 

Lottery Sales Representatives 
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85.3 
LSR Performance Management 

Information Redacted 
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We monitor and manage lSR performance to ensure that alllSR vis it 

standards are being met through: 

Professional management and thorough training. 
In-depth field audits 
Effective use of 

Professional Management and Thorough Training 

Having two Regional Sales Managers; two Senior Sales, Merchandising, 

and Business Development Managers; and 14 District Sales Managers means 

GTECH's team has an average 1:7 manager-to-lSR ratio. This favorable 

ratio allows our managers to spend quality time in the field with sales 

team members. 

The management team will certify that our field staff is: 

Properly executing marketing activities and reporting on 
sales cycles. 
Comprehensively educating retailers and players on products 
and promotions. 
Effectively selling and merchandising Texas Lottery products. 
Consistently providing retailers with adequate su pplies. 
Regularly offering retailers opportunities to grow their 
businesses through promotions. 

In addition, our management team will continua lly train LSRs and sa les 

team members on building relationships, identifying proper merchandising 

and seiling opportun ities, and ensuring alignment with TLC policies and 

procedures. Having management in the field also allows them to receive 

direct feedback from retailers. This feedback and managers' activities will be 

tracked via 

For additional information on our management team, please refer to 

Section 8.2, Sales Management and Business Development. 
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To ensure that our almost 200 sales force members represent the Texas lottery 

professionally and execute initiat ives according to Lottery standards, we w i II 
invest in internal audits of lSR and sales team performance. In support ofth is 

commitment, we will create the new position ofField Audits Analyst. The Field 
Audits Analyst will coordinate with you to ensure sales force compliance 

with your requirements and business processes; deve lop operational, sa les, 

field service, and security audit projects with steps for ensuring audit 
effectiveness; and design audit automation programs for measuring the 

efficiency of controls related to the use of 

will be used for our mandatory, random compliance audits. The 

Field Audits Analyst will se lect an lSR for random auditing during hi s or her 

next retailer visit. The audit will be run through and the lSR will 

not be able to close the call until all of the audit actions are complete. A 

sa mple random compliance audit is outlined below. 

Lottery Sales Representatives 

DOCUMENT REDACTED BY TLC -12-4-10 

8.4 -75 



~ GTECK ---

8.4-76 

Confidentiality Claimed 
Not released 

In addition, the Field Audits Analyst will work with GTECH corporate, 

Texas-based security, and audit team members to conduct ad hoc and 

preventive audits of field operations throughout the year. 
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Additional Performance Management Measures 

We also have designed a customized performance management system to: 

Facilitate ongoing communication between employees 
and managers. 
Support the development of clear, consistent, and measurable 
goals linked directly to core values and competencies. 
Help articulate and support training needs and 
career development. 
Establish criteria for making reward and recognition decisions. 
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8.4.2 
LSR Ticket Retrieval, Transfers and Returns 

Table 88 
LSR Ticket Retrieval, Transfers and Returns 
Response Requirements 

88.1 
Roles, Responsibilities and Detail Requirements 

.... GTECH' ---

GTECH acknowledges and accepts the roles, responsi bilities, and detail 

requirements indicated in this section. 
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Returns, Transfers, and Retrievals 

Our Instant Ticket Management System will be configured to allow lSRs to 
process returns of both full and partial packs at retailer terminals according 
to the Texas lottery's business rules. In addition, by supporting the use of 
transfers, our system enables lSRs to reissue full packs in their possession to 
retailers with an immediate need for additional inventory. With , returns 
and transfers are easy to execute; no manual forms are necessary when an 
lSR performs either function. Furthermore. returned or transferred packs and 
tickets are secure. While in the possession of an lSR. en route to the 
warehouse. and in the warehouse. Instant Tickets are not eligible for 
validation even if they were from a formerly "Active" pack. 

To execute a return on the retailer terminal, the lSR simply logs onto the 
retailer terminal and accesses the application. The lSR then scans the 

inventory/validation bar code from one of the tickets in each pack to be 
returned. thereby indicating to the system that the packs are being returned. 
Should the bar code be unreadable, the lSR can enter the necessary data 
(game and pack number) manually using the terminal 's touch screen. 
Following processing, the terminal prints two receipts: one for the retailer 
and the other for the lSR. Each receipt contains two signature lines. 
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A partial pack can be returned in the same manner as a full pack, except that the 

lSR will also enter the starting and ending ticket numbers of the portion of the 

pack being returned. allows multiple portions or --ranges" from the same pack 

to be returned. As with full pack returns, the terminal prints two receipts. A 

sample LSR Partial Pack Return screen is shown in the following figure. 

Figure 8.4 - 63: 
Sample LSR Partial Pack Return Screen 
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Special Feature: One-Step Process for Partial Pack Returns 

With partial packs can be processed as "Returned - Partial" without first 
manually settling the pack! will automatically settle the pack and credit 
the retailer'S account for the tickets being returned. This saves considerable 
time when compared to systems that require a two-step approach. Of course, if 
a pack was previously settled (such as by a chain), the situation is reversed and 
the retailer'S account is credited for the tickets being returned less the 
associated commission the retailer has already takes care of 
the accounting automatically, according to the Texas Lottery's business rules, 

Figure 8.4 - 64: 
Another Way to Process Returns 

We have enhanced the Return function on so that up 

to ten packs or partial pack segments can be returned on a single receipt, 

significantly reducing the time required to return multiple packs of tickets. If 

additional full or partial packs need to be returned, additional return 

transactions may be performed in groups of 10. 
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Field Management 

LSRs review each retailer's Instant Game inventory for replen ishment 

distribution cyclically, on a one- or two-week rotation. They evaluate sales 
performances of all distributable games to establish their priority in 

replenishment distribution. For more information, please see Section 7.13, 
Call Center Support. 
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Determining the Need for Returns 

..... GTECH' ---

For each scheduled retai ler visit, LSRs will be able to quickly determine if a 

Return transaction is warranted. In the game inventory report, a required 
Return transaction, and slow-selling game inventory, will be a suggested 
Return transaction. Both are performed during the sa les call. Upon further 

inventory review, lSRs will be able to select additional games they wish to 

return. The inventory review process can occur just prior to the schedu led 

retailer visit or during the scheduled retailer visit. 
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Processing Damaged Packs 

Upon retailer request, natural disasters, etc., LSRs follow a step·by·step 
process to return damaged packs following TLC regulations. 
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When partial packs are returned from a retailer and in an LSR's possession, 
they must be shipped to the centra l warehouse for final processing. Full, 

non-damaged packs returned from a retailer and in an LSR's possession can 
be used as trunk stock and transferred to another retai le r, if warranted, upon 

their inven tory review. This process is described in Section 88.3, 

Retailer-to-Retailer Pack Transfers. 
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Once processed, the LSR will pack the inventory as described previously and 

return it to the district office for transfer to our warehouse in Austin. Upon 
receipt at the warehouse, GTECH will verify the contents of the returns. Full 

packs of tickets from Active games will be available for rea ssignment to orders 

from other retailers; partial packs will be held in the Returned Goods cage of 

the warehouse pending reconciliation of the game after it is closed. 
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Processing Returns at the GTECH Warehouse 

GTECH recognizes that its current procedure for processing returns at the 
warehouse has not been optimal. Specifically, processing returns in the 
current manner means that good inventory is not always readily available to 
fill orders for retailers that may need it. In addition, we recognize that the 

current process doesn't provide the TLC with precise information as to the 
inventory that is potentially "at risk" in the field. 

Recording Arrival at the Warehouse 
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GTECH has re-eva luated its warehouse operation to improve overall 

performance. When it comes to ability and consistency in processing Initial 

Distribution and Replenishment orders, we will stack Dwayne Tatum and his 

team againstanyother lottery warehouse in existence. In short, their accuracy 

and on-time performance is second to none. 

88.3 
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Retailer-to-Retailer Pack Transfers 

As stated previously, will reduce the necessity for transferring 

inventory to locations due to a retailer's supply shortage, supply overage, 

or incorrect game mix. But LSRs can utilize transfers as a tool to build se lling 

relationships with retailers by suggesting and immediately introducing a new 

or enhanced Instant Game mix in order to increase sales. 

Historically, there are situations in which retailers have needed a pack (or a 

couple of packs) of Instant Tickets to last them until they can receive a 

shipment from the warehouse one or t wo days later. The system will allow 

LSRs to transferfull packs oftickets in their possession to a retailer in one of 

t wo ways: 

1. Through the retailer's sales terminal. 

2. Through the handheld device. 
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To transfer full packs of tickets to a retailer, the lSR will sign on to the retailer's 

terminal and select the "'Transfer Inventory ~ button from the special menu. 

The lSR will then scan the inventory/validation bar code from anyone of the 

tickets in the pack being transferred. like processing a return, the lSR can 

also enter the required data (game and pack number) using the terminal's 

touch screen. Retailers who receive a pack or packs of ti ckets that were 

transferred by the lSR will see an increase in the number of packs in their 

on-hand inventory count. 

Determining the Need for Transfers 

If warranted upon inventory review, lSRs can transfer returned Instant Tickets 

to another retailer. 
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Processing Transfers 

We w ill configure the new system to allow retailers to transfer full packs of 

Instant Tickets to another retailer. The system will allow such transfers under 

two scenarios: 

The retailer needing the additional packs visits a retailer to pick 
up the packs. 

The retai ler transferring the packs visits the retailer needing 
the packs. 

In both cases, the system will record the retailer transferring the packs and 

the retailer receiving the packs. As with an LSR transfer, the system w ill print 

two receipts so that each retailer will have one. To perform a transfer, the 

retailer, who will be giving the inventory to the other retailer, will access a 

new NTransfer Instant Tickets" button on the Instant Services menu of the 

reta iler terminal. Next, the retailer will enter their retailer number and 

password. This wil l confirm their identity and authorization to make the 

transfer. The retailer w ill be presented with a screen similar to the one in the 

following figure. 

Figure 8.4 - 70: 
Sample InSlanl Tlckel Transfer Screen 
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The screen will also include a field (like the box to manually enter the 

game and pack number shown in the previous figure) so that the retailer 
identification number of the retailer receiving the packs can be entered. 

To transfer a pack, the retailer will scan the inventorylvalidation barcode from 

one of the tickets in the pack to be transferred. In the unlikely event that the 
barcode cannot be scanned, the game and pack number can be entered using 
the keypad on the terminal. The system will produce two receipts with two 
signature lines for each retailer's records. 

will update each retailer's inventory as 
each pack Is transferred in real time. 

will update each retailer's inventory as each pack is 
transferred in real time. Any necessary accounting adjustments will occur 
automatically, also in real time. If the retailer who transferred the pack had 
previously settled the pack manually, the system will credit the retailer's 
account accordingly, including automatically reversing the commission. The 
pack will be assigned a "'Confirmed" status and be counted as on-hand 
inventory for the retailer who receives the pack. 

Security, Control and Inventory Optimization 

As described previously, retailer-to-retailer transfers will require appropriate 
sign-on controls in order to ensure the integrity of the process. Becausethese 
transactions will occur using the , there will be a permanent record 
of each transfer, including who performed it, in the In addition, we will 
be able to perform appropriate status and ownership checks as part of the 
transfer process. 

The will enable us to 
identify any recurring issues associated with 
retailer-to-retailer transfers. 

Throughout our proposal, we have indicated the steps wewill take to improve 
the inventory optimization of Instant Tickets for retailers. On the surface, the 
need for a retailer-to-retailer transfer potentially identifies a defiCiency in our 
operation. Therefore, we will use the capabilities of our 

package to report all such transfers. Both Chuck Faulkner and our District 
Sales Managers will use this report to identify recurring issue s with the goal of 

correcting the underlying reasons for retailer-to-retailertransfers.ln particular, 
we will review these situations to see if they involve a particular retailer, a 
particular LSR, and/or a particular Instant Ticket Specialist. 
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lSR Transactions by Authorized Staff 

is typically configured to allow authorized staff to transfer inventory 

to and from an LSR electronically. The system also allows authorized staff to 
transfer inventory between two LSRs (typically in response to a phone call). 

In these situations, the system allows staff to transfer either individual packs 
of tickets orfull cartons (as received from your Instant Ticket vendors). This 

feature can be especially helpful if a large quantity of packs from a single 

game is to be transferred. Though rarely needed, it serves as an example of 

how GTECH has equipped Enterprise Series with the flexibility to deal with 

unusual situations with full security and accountability right from the start. 

One of the themes inherent throughout your RFP is the Texas Lottery's 

requirement to increase the flexibility of the system while maintaining the 

integrity of the TLC's operations. The additional flexibility will optimize 

inventory availability and utilization. Our system was 
originally designed to provide flexibility in many areas. We can easily support 

the requested functionality so that retailers will be able to transfer Instant 
Tickets and rolls of On-Line Ticket stock to another retailer. 

Retailer-to-Retailer On-line Roll Stock Transfers 

We will configure our system to allow retailers to transfer individual rolls 
of On-line Ticket stock to another retailer. The process we propose will be 

very similar to that for retailer-to-retailer transfers of Instant Ticket packs. As 

with retailer-to-retailer transfers, we will support the same two scenarios for 

the transfer of On-line Ticket rolls: 

The retailer needing the additional packs visits a retailer to pick 
up the packs. 
The retailer transferring the packs visits the retailer needing 
the packs. 

To initiate the transfer, the retailer who will be providing the rolls to the 

receiving retailer will select the "Transfer On-Line Rolls" button on the Special 
Services menu. Then the retailer will enter his or her retailer identification 

number and password as described earlier. At this point, the retailer will be 

presented with a screen for entering the identification information about the 

roll. Entry of the required data will initially occur using either the keypad or 

by scanning a bar code attached to each roll. As with Instant Ticket transfers, 
the system will produce two receipts with two signature lines forthe retailers. 
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While we hope the need for a retailer to approach another retailer for a roll 

(or rolls) of On-line Ticket stock is rare, we recognize that this functionality 

can be useful. Because these transactions will be recorded in the we will 
use the to provide reports on these transfers 

so that we can determine if there are any issues that need to be addressed 
within the GTECH team. Because of the nature of On-Line Ticket roll stock, 

any reports for our staff will only partially identify the particular ro ll (for 

example, the last three or four digits of the identification number). Of course, 

we envision that the TlC's Security Department will be able to view the full 

identification number should they need to investigate any issues regarding 
these transfers or rolls. 

8.4.3 
Instant Ticket Game Close 

Table 91 
Instant Ticket Game Close Response Requirements 

91.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles and responsibilities and detail 
requirements indicated in this sect ion. 

91.2 
Instant Ticket Game Close 

Upon official notification from the TlC of an Instant Ticket game closing, 

GTECH wi ll initiate its process for closing the game. To ensure prompt 
response to this notice, we ask that it continue to be made to our on-duty 

computer operations manager by email. Our process is designed to work 
efficiently no matter what the criterion on which TlC bases its decision to 

close a game. 
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The Game-Closing Process 

There are four stages (or periods of time) in the TLC's game-closing process. 

Each stage has its own ru les and regulations regarding a game's ticket 

retrieval. Upon notice of game closing from the TLC, our operations 

department will set date parameters for each period. The ES Mobile, ADIS, 

and business processes implemented in the terminal returns process will use 
these date parameters to ensure our LSRs' complete compliance with all rules 

and regulations during each period. 

Following are descriptions of each period and a summary of rules and 
regulations with which LSRs must comply. 

Pre-Call Period: This is a notification period to retailers and lSRs 
that a game is nearing one ofthe criteria for a close game decision 
to be made. There is no mandatory action to be taken by retailers 
or LSRs during this period. This period lasts for 30 days. 
Call Period: When a game is in a Called status, LSRs are allowed 
to begin returning partial and full pack inventories ofthe game. 
Sales of the game are still permitted (unless there is a problem 
with the game or if a game's last top prize has been claimed). 
lSRs must have af! inventory of the Called game in their 
possession by the end of this period. This period lasts for45 days. 
Close Period: Before a game is in a Closed status, LSRs must have 
returned all full and partial inventories. Validations of o utstanding 
winners and returns of -missed- inventory (due to inventory in a 
Settled status during the Call period) are allowed during this 
period; game sales are not. This period lasts for 180 days. 
End of Validation: This is the final stage in the TLC's dosing 
game process. No transactions of a game are allowed after the 
End of Va lidation date. Sales, va lidations, system returns, and 
manual returns are all discontinued. 

Games closed by the TlC due to the claim of its last top prize or due to a 
problem that warrants immediate removal from retailers will not have a 

Pre-Call period. In order to expedite the retrieva l offield inventories for such 

games, the Pre-Call period is bypassed; a Call period can be set forthe current 

day, allowing LSRs to immediately begin processing partial and full pack 

return pack transactions. This will be a designation made by our operations 
department at the time of date parameter confirmation and data entry, based 

upon the instructions received from the TLC. 

The following figure shows an example of the screen used to implement the 

closing of a game. 
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The return bags are collected at our district offices. At the offices, the 

individual bags are placed into a larger transport bag that is locked before 

being given to our truck drive r. Returns are collected from our district offices 

each week and driven to our warehouse in Austin. Because EI Paso and 

McAllen are so far from Austin , the returns are sea led in cartons and sh ipped 

via a carrier to the warehouse. Using this approach, our LSRs w ill be able to 

collect "called games" from retail ers well w ithin the 4S-day period required 

by the TLC. Of course, we recognize that the TLC may require the collection 

of a game faster than 45 days. 
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Processing Returns at the Warehouse 

Upon arrival at the warehouse, the returns will be processed as discussed 

in Section 8.4.2, LSR Ticket Retrieval, Transfers and Returns, Subsection 

88.2, Ticket Retrieval, Transfers and Returns, and Section 9.2, New Instant 

Ticket Delivery and Storage, Subsection 103.2, Managing, Fulfilling, and 
Storing Orders. 
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Authorized TLC staff in the auditing and accounting groups will be able to 
track the progress of the collection of the closed game from the retailers, the 

arrival ofthe returns at the warehouse, and the processing of the returns. The 

Inventory Summary report, which shows the inventory in each status for a 

game, is the easiest way to view this information. 
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Once the packs have been verified, they are assigned to cartons to facilitate 
the TLC's end-of-game reconciliation process. The cartons are arranged 
and secured on skids in numerical sequence to await reconciliation. Our 
warehouse team will assist your staff in performing the reconciliation checks 
as necessary. 

Ticket Destruction 

Upon receipt of official notification from the TLC. our warehouse staff will 
arrange for and schedule the secure destruction of the tickets in the game. 
The ticket destruction process is described in Section 9.4, Instant Ticket and 
On-line Ticket Stock Destruction, Subsection 114.3, Destruction of Instant 
and On-Line Ticket Stock. 

Faster and More Visible Game Closings 

GTECH has the technology and processes in place to close Instant Games 
quickly, eliminating any additional potential liability or negative public 

relations situations. In addition, we have the technology to provide the TlC 
with visibility into the progress of the process. Once the returns arrive at the 
warehouse, our team will quickly verify them so that the TLC will be able to 
begin the reconciliation process sooner than it can today. 
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8.5 
Retailer Contests and Retailer-Based Player Promotions 

Introduction 

Promotions are one of the most important tools used to enhance the lottery 

experience for both players and retailers. Our 18 years of experience in 

Texas provides us with the perspective to recommend en hancements to 

vari ous player and retailer promotional strategies. The Texas Lottery has 

demonstrated creative retail contests and player promotions while operating 

under fairly strict rule limitations. From retailer pack incentive contests to 

recent initiatives, such as retailer cash incentives and exclusive corporate 

co-op promotions, the TLC has been proactive in trying new programs to 

boost sales. 

Your products and retail service team's tangible investments and strategic 

planning focus, combined with ou r support, will ensure sa les growth today 

and in the future. And our proposed staffing plan allocates the appropriate 

resources to support simu ltaneous product initiatives and campaigns to 

build excitement and a positive brand image at the retail location, where it 

matters most. In addition, our adva nced technology and tools wi ll provide 

more visibility into our analytic research, prize distribution, and promotion 

execution. We are also better equipped to provide auditable activity reporti ng 

to the TLC, and foster a more efficient information flow between the TLC, Texas 

Lottery retailers, and GTECH. 

We will also provide promotion development sessions, in the form of group 

discussions of past, present, and future promotional opportunities. We w ill 

analyze promotions done in Texas as well as other jurisdictions to identify 

concepts that should be a part of your future promotional plans. We will 

also identify other promotions that interest the TLC and help execute them, 

no matter where the idea comes from, to our fullest capabilities. With a 

portfolio of promotional success stories from our lottery experience in Texas, 

throughout the U.s., and around the world , we will work with the TLC to 

determine which promotions wi ll be effective in Texas and how they should 

be implemented. 

Retailer Contests and Retailer-Based Player Promotions 
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We can deploy these promotions instantaneously, through multiple channels, 

with our system, 

as described in detait in Section 7.6.3, Sales and Marketing System General 

Requirements. has a proven track record of supporting 

mUltiple promotions simultaneously and ultimately increasing revenue in 

many other jurisdictions. Combining experienced and knowledgeable GTECH 

sales and marketing teams with a flexible system, the Texas Lottery w ill be 

positioned to deploy exciting, effective, and newsworthy promotions fo r 

many years to come. 

Table 93 
Retailer Contests and Retailer-Based 
Player Promotions Response Requirements 

93_1 
Roles, Responsibilities and Detail Requirements 

GTECH acknow ledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

93.2 
Contests and Promotions 

As part of our proposed 360" Marketing Program, which is highlighted in 

Section 8.3, Marketing, we will work with the TLC to identify and effectively 

deploy innovative promotions to drive Lottery sales and ensure they are 

strategical ly tied to overa ll product initiatives and Point-Of-Sale (POS) 

materials. This synergy wi ll maximize the impact of your promotional 

campaigns. Developing effective, revenue-generating promotion plans 

requires robust marketing analytics, best practices gained through real-time 

field intelligence, co llaborative execution plans, an appropriately staffed 

organization, and a comprehensive review and evaluation process. 
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There are multiple levels of communication each time the Texas Lottery 

executes a retailer contest or player promotion. We are committed to provid i ng 

the TLC with all relevant information to plan and develop promotions, as well 

as create execution guides, which are essential in explaining the promotional 

programs to oursales organization. We will also continue to provide feedback 

on sell-in materials developed for retailers and, as appropriate, participate in 

the development of player-based marketing and communication materia ls. 

The TLC and its successful proposer will each own responsibilities for different 

parts of the promotion process. This requires open communication to identify 

potential road blocks and align efforts to execute promotions that reward 

players and retai lers in a timely and efficient manner. The newly-enhanced 

GTECH sales organization has been strategically designed to execute 

promotions more effectively based on w hat we've learned in Texas over 

the past years. Everyone with direct responsibility for growing the retailer 

base, through either same-store sa les increases or retailer expansion, will be 

responsible for effectively executing retailer promotions. Our Corporate 

Accounts Team w ill be actively engaged in negotiating the sell-in of exclusive 

co-op promotions, strategically planning these events, and executing them to 

increase corporate account Instant and On-Line Ticket sales. 

Promotions Fitting into Overall Strategy 

Our strategy to utilize retailer and player contests and promotions includes: 

Preserving current players' interest. 
Generating interest among potentia l new players. 

Rewarding and motivating current retailers. 

Attracting new retailers. 

A robust marketing approach engages mUltiple business departments and 

media channels. These successful marketing and promotional campaigns go 

beyond the marketing department and include sa les, software, technology, 

and field service (from GTECH as well as TlC retailer services, advertising, and 

products teams). In addition, the customized and converted system, with 

its point-and-click functionality, is ready to execute promotions quicker and 

easier than the TLCs previous system. 
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Aligning promotional activities with overall strategic planning, product 

introductions, and brand awareness is essential to increasing Instant and 

On-Line Game sales. Unique in-store player promotions keep players engaged 

by offering opportunities or rewards to increase purchases. Promotions also 

provide a cont inuous stream of new events, which helps keep the Lottery 

top-of-mind among its player base. Promotions are a major part of the overall 

marketing planning calendar that is driven by product news. 

By coordinating across all products, channels, and media outlets, we 

will improve retailer and player experiences and thus increase sales while 

capturing new players and selling opportunities. Capturing new players 

also allows the TLC to grow revenue in a socially responsible way. Revenue 

from new players greatly limits any potential problem gaming hazards 

that may arise if revenue growth is stimulated by attracting significant 

additional business from your current players. When the TLC and GTECH 

identify key initiatives, we will invest the time and resources necessary to 

support each program. 

A best practice strategy for executing promotions may follow this type 

of sequence: 

1. Lead with a Lottery Sales Representative (LSR) incentive based 
on factors such as distribution or sales increase. 

2. Offer a clerk or retailer promotion. This will encourage retailers 
to ask for the sale of a particular game or product and provide 
LSRs the opportunity to train on the features and benefits of the 
product. 

3. Once the store has had its promotion, follow it up with a player 
promotion (direct mail or specific offering). 

Promotional Support Infrastructure 

Making the entire promotions strategy possible is a support infrastructure 

that carries the promotion from concept and development to execution 

and then analysis. These are woven into this integrated plan to optimize 

retailer and player experiences. This support infrastructure will facilitate and 

reinforce the marketing and merchandising plan to yield the full impact the 

Lottery aims to have on consumers. 
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Promotional Planning 

A complete and in-depth promotional plan is crucial to the success of you r 

promotion. We wi ll work with you to provide a comprehensive planning 
calendar to ensure your promotions are optimized to work in concert with: 

Events, special occasions, and holidays. 
Public relations campaigns. 
Product approaches. 
Advertising strategies. 
Marketing and communications tactics. 
Corporate communications tactics. 
Research and development object ives. 

While a system capable of processing promotions is crucial, without a 

comprehensive and synergistic planning approach, it's nearly impossible to 

maximize the success of your promotions. 

Confidentiality Claimed 
Not released 
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Sales Analysis and GTECH's Lottery Marketing Database 

Another tool that can help the TLC plan promotions, through industry trend 

analysis, is the GTECH Lottery Marketing Database (LMDB). With more than 

20 years of stored data, the LMDB is the industry 's most comprehensive 

database. For more information about the LMDB, please see Section B.B, 
Research and Lottery Product Development. 

When it comes to promotional planning, the TLC can tap into the database 

to see how a similar promotion may have performed in another jurisdiction, 

which types of promotions have been used in neighboring jurisdictions, or 

other information about the promotion performance of other lotteries. 

Confidentiality Claimed 
Not released 
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PRIZM 

Our PRIZM demographic information software, described further in Section 

8.8, Research and Lottery Product Development, is also able to he lp in 
the promotion planning process. By mapping demographics using the 66 

demographic and behavior types that PRIZM classifies, promotions can be 
focused to better match the characteristics of particular demographics 

present in a particula r geog raph ic area. 

Creativity and Flawless Execution 

Among the core va lues we instill in our sa les force are creativity and 

flawless execution. These values are especially important when it comes 

to promotions. We plan collaboratively within our organization, and wi th the 

Texas Lottery, to define consistent and achievable goals wh ile encouraging 

everyone to cha ll enge convention. We also build and develop ideas through 

collaborative leadership and fully utilizing the unique talents within our 

company. To establish clear accountabi lities and produce superior results 
for the Texas Lottery, we have identified five key areas of focus for 

promotional success. 

1. Planning: We work to collaborative ly plan and organize projects 
to ensure deliverables are on time and meet the Texas Lottery's 
expectations. It is our objective to continuously utilize current 
information about trends that impact the business and dearly 
communicate this information to all pa rti es involved. 

2. Goal Setting: We set high standards for quality and 
expectations for how an assignment should be executed, and 
then measure our success against these goals. Evaluating past 
performance and sharing the results with key stakeholders is 
important to improving results for the future. 

3. Innovation: GTECH leadership is committed to engaging all 
levels of the organization and the Texas Lottery to positively 
challenge the current way of thinking and gain new insights into 
our business practices. We acknowledge that our employees 
and the Texas Lottery may see things fro m different perspectives 
and it is our job to capture this brainpower to generate ideas. 
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4. Resource Utilization: In today'senvironment, resources are not 
to be wasted. We appreciate all of the tools the Texas Lottery 
has provided to our sa les organization to assist with growing 
the business, and we hold our teams accountable for ful l and 
responsible utilization, not only of their own talents but also the 
material resources made available to them to do their jobs. 

5. Execution: To properly execute promotions, we encourage our 
employees to ask for help when necessary, measure progress 
against our plans, and document business processes and results. 
We also hold each other accountable for results and engage all 
levels of the organization to deliver the best service possible to 
the Texas Lottery, its retailers, and its players. Communication 
is vi tal as we strive to make sure all levels of the sa les 
organization and all departments are aware of current initiatives 
and actions. To achieve this, we distribute execution guides 
monthly throughout the sa les organization, Field Service 
Technician (FSn team, National Response Center (NRC), and 
Operations team. 

We w ill also provide a standalone, automated Random Number Generator 

(RNG), plus one backup RNG. certified by a third party to support player 

and/or retailer incentives or promotions. 

Sales Force 

Sales force support for retailers w ill be critical to maximizing revenue growth 

from promotions. The sales force will implement the promotional best 

practices that are most appropriate for each retailer to achieve its maximum 

sales growth by: 

Training retailers to familiarize them with all game types, 
promotions, and incentives. 

Customizing in-store promotional sales and merchandising 
strategies for each independent and corporate retailer interaction. 

Providing customized. store-level recommendations to 
corporate retailers. 

Advising retailers on promotions to maximize sales. 
Providing the appropriate merchandising tools to effectively 
communicate promotions to their players. 
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As competition for consumers' discretiona ry dollars continues to expand. the 

relationship between the sa les force and retailers is oneofthe most importa nt 

elements in the success of the Lottery. The sales force serves as the primary 
interface with retailers and players. becoming the "face" of the Texas lottery. 

As this fa ce, work ing wi th retailers to create and implement successful 

promotional stra teg ies is critical to the relationship. 

We have refined our sales force management strategies to closer align with 

the Texas Lottery's objectives. This includes a compensation and incentive 

plan that has been reworked and modified through the years to appropriate ly 

allocate incentive resources and objectives to drive sales of both On-Line and 
Instant products. Promotions playa big part in driving this sales growth and 

we expect our sales organization to develop these programs wi th the 

independent retailers and corporate accounts they service. 

Our experience and the retailer relationships we have developed in Texas 

allow us to implement effective promotions in an efficient manner. Our 18 

yea rs in Texas means we know what will work where and how to get it done. 
Our long-standing relationships with Texas retailers also instill trust that 

the promotions we implement are a va luable use of their time in terms of 

growing sa les. 

While we do use predictive sales models, which are helpful to deve loping 

promotional st rategies. it's important to note that further information is 
necessary to execute a promotion to its fullest potential. The predictive 

sa les model assumes that best practices for retailer product promotions are 

executed. It does not consider variables impossi ble to determine. such as 
store manager/ owner/ clerk support and changes in ca r or foot traffic. The 

sales fo rce will have to assess intangible retailer characteristics which 

cannot be accounted for in the predictive sa les modeling but could have a 
considerable effect on Texas Lottery sales such as retailer participation and 
foot traffic. With this knowledge, our lSRs are well-equipped to help retailers 

meet their potential by helping them plan and execute long-te rm 

promotional events that are ta ilored to the retailer. 

Promotional planning will be the manifestation of the tailored marketing 

plans devised for Key Accounts. The pro motions will be targeted and 
designed specifically to gain sa les of Texas lotte ry products from existing 

players while garnering new players simultaneously. 
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The GTEC~ ), used by 

the sales force, will also be a critical tool in ensuring promotional success. 

LSRs will be able to set up promotions via Mobile, track inventory, and 

schedule FSTs. It also can track retailer performance In real time. Thus, on 

sales visits, LSRs can provide immediate feedback as to how a player 

promotion is performing or how close the retailer is to a goal. 

Promotion Tracking and Assessments 

All of the data generated from your hard work developing and 

executing promotions will be retained within the new, converted system. 

In addition to supporting promotional planning, we will also support your 

post· promotion analysis process, which examines the effectiveness of 

promotions. This valuab le procedure assesses customer responsiveness to 

various techniques and will provide you with information for adjusting your 

strategies accordingly. 

Our Promotions Manager/Coordinator will provide the reports necessary for 

TLC promotion tracking and post·promotion analysis. Additional Promotions 

ManagerICoordinator responsibilities will include: 

Participating in the promotional planning process with the TLC 
and GTECH Field Marketing Manager. 
Working w ith our Corporate Marketing Group to propose 
product and promotional initiatives. 

Facilitating the development of any supporting graphic POS 
materials needed to run an effective promotion. 
Ensuring correct promotion setup on the system, including 
developing new communications for approval by TLC. 
Providing reports with promotion results (e.g., promotional 
count by region by day for free tickets, submission of clerk 
vouchers. sa les lift analysis, etc.). 

Providing quarterly and yearly promotion summary reports. 
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Traditional Player Promotions 

Promotions are an essential part of any game program because they 

increase players' propensity to purchase certain products, enhance players' 

experience, encourage trial among potential new players, and increase 

awareness of the lottery and its specific games. Successful player promotions 

keep players engaged and excited about the lottery by giving them 

opportunities to win free Instant Games or merchandise. 

Figure 8.5 - 4, 
Player Promotion Examples 

Promotion and Features Benefit 

Second Chance to Win • Creates winners out of 
Players get the opportunity to non-winners 
use non-winning lottery tickets • Creates news at retailer outside 
to enter a weekly in-store a major marketing initiative or 
drawing for store and lottery product launch 
merchandise • Rewards players 

• Provides a venue for retailers to 
differentiate themselves in the 
marketplace 

Buy Five, Get 1 Free • Encourages higher dollar 
With a $5 purchase of Mega transactIons 
Milfions- tickets, customers get a • Creates news at retailer 
Free $1 Lotto Texas- Quick Pick outside a major marketing 

initiative or product launch 
• Rewards players 
• Encourages trial of new games 

Direct Mail • Reaches new players 
Free tickets tied to a specific • Creates news 
game purchase are distributed • Rewards players 
and funded by the lottery; this • Encourages trial among 
is designed to draw traffic into existing and new players 
retail locations. Texas has 
historically experienced very 
high response rates (5 percent) 
from its direct mail campaigns 
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The Lottery can increase player enthusiasm and participation by 
continually keeping promotions exciting and fresh. Potential new player 
promotions include: 

Bonus Payout On-Line Game Offers: These are incremental 
prize payouts funded by the l ottery and used to encourage 
players to increase their purchases during the promotion 
period. An example would be an incremental prize payout of 20 
percent for one week for winning daily draw tickets. Based on 
the New York lottery's experience, these offers can generate 5 
to 10 percent incremental sa les over base for the weeks of and 
following t he offer. 
lottery Website: This will provide opportunities to expand the 
player base through customer service and reward programs, 
contemporary "play for fun '" entertainment, and the eventual 
introduction of "'play fo r money" interactive l ottery games. The 
key to making the Website work for sales is to encourage playe rs 
to register (provide their ages and addresses) for the immediate 
benefits of getting discount coupons, su bscriptions for current 
games, etc. 

Coupons 

The TlC wi ll be able to employ coupons with bar-coded serial numbers 
produced by th ird-party sources for sales promotions, us ing our ES 
Promotions application, which permits the use of coupon promotions. The 
new converted system wil l also be ab le to use the coupons the TlC uses today. 
(Please note: Third-party coupons should be crea ted wi th traceable bar codes 
contain ing unique seria l numbers.) 

Figure 8.5 - 5: 
Sample External Coupon 

\ 
fill 

$1 Scratch· Off Ticket with a 
$5 Mega Millions Purchase! 

Take this coupon to aoy p3rtici~li"9 "'enl Lon@t)" ~tilil ~. 

Mate a MtgQ M;nioo~ purcha!.e of $S Of more and gel a FAEE $1 
SCRATCH..()ff TICKET. AWga Mill/om drawings JI"e broadcJst 

every Tuesday and Frida~ nlghl al10;12 p.m.Centraf time. 

Jackpots start at $12 Million! 

-", .. " ''' '' -

.... .... -= .- . 
~5U· .. =: C ._ . . _. 
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Draw Players In: Offering added value through pre-printed coupons is a great way to 
attract new players to l ottery ga mes. 
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Just a few ideas fo r using pre-printed, bar-coded coupons include employing 

them with direct mail, newspaper supplements, player clubs, etc. to run 

general promotions, offer game discounts, and/or distribute free tickets. 

As an example of a successful coupon promotion, the New York Lottery 

direct-mailed four-co lor, tri-folded coupon flye rs featuring the new Instant 

Game, Money, Money, Money, from May 11 , 2008, through June 30, 2008. 

Players cou ld present coupons and receive one free $1 Instant Game, $1 off 

any game priced at more than $2, or buy one, get one of a Take Five, Mega 

Mfllfons· , or Lotto game. The redemption ra tes were exceptional (at least 40 

percent for each game). 

Corporation-Specific Promotions 

We also recommend that the Lottery concentrate on corporation-specific 

promotions as another method of enhancing the retai ler and player 

experiences. Different forms of corporate promotions include: 

Retail Chain Co-Promotions: Participating chains are able to 
promote thei r businesses, store openings, new products, and 
services wi th in the store and conduct promotions in 
conjunction with other chain sa les events, such as: 

A coupon fo r certa in promotional items. Th is type of 
coupon gives players something free (e.g., a deli 
sandwich or cup of coffee) when players buy a preset 
quantity of On-Line Tickets. 

A coupon for a discount or free sample at a new store. 

Brand Co-Promotions: Companies can design promotions that 
offer consumers incentives for trying new lottery games or 
making a package purchase (e.g., buy two Lotto tickets, get a 
discount on new Doritos).ln this way, the company extends its 
marketing reach to new consumers, and reta ilers maximize 
brands to d rive sa les of both products. 
Major Entertainment Co-Promotions: Nationwide, lotteries 
have run many successful promotions w ith major retailers such 
as Blockbuster, Jiffy Lube, and several professional sports team s. 
GTECH recently helped the TLC faci litate this type of 
co-promotion of the new Dallas Cowboys and Houston Texans 
Instant Tickets. To support the new games, the TLC offered free 
ti ckets to Cowboys and Texans games for top-selling retailers, 
and GTECH purchased parking vouchers for the Cowboys games 
to make the prize even more enticing. 
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Co-Op Promotions 

Co-op promotions are a powerful approach to motivating retailers to take 
more ownership of lottery marketing in their stores, which in turn improves 
sa les. We help the TlC design store-brand-item co-op promotions that 

provide a free store-brand item with the purchase of a Texas l ottery product. 
These promotions market the Lottery in a new way that resonates with 
customers by tying the Lottery and retailer brand together. 

Figure 8.S - 6: 
Co-Op Cross-Promotion Example 

ILLIONAIRE MONDAY 

FREE 
+ \ 

'---'----
Coffee Donuts $1LotteryTicket 
(Mrl-a.;"r,8ct.00n.Cs Jea:tSugo<;~or~) 

=-=-'"'t";l..,-c.-:'':1'=='.~=.~;'".:;.~~.:=r.~''':..''':,~~-==:':-:::':'-=-''::''-=''-=-,-::=;:'::'''::''''':::::'''' -

FREE 
\ 

'-'----
$1LotteryTicket 

Buy Something, Get Something: This promotion saw a 7 percent lift in coffee sa les, an 
84 percent increase in donut sales, and a 26 percent increase in Mega Millions sales. 
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Cefco, the Millionaire Monday corporate account, is also planning to run a 

Powerbalfe promotion, w hereby customers can get a free Powerball ticket 

when they buy a Powerade and a Power bar. 

Co-op promotions are a win-win proposition for retailers and the Lottery. 

Retai lers are eager to participate in co-op promotions because they provide 

an exclusive offer, which drives player foot traffic to their stores and increases 

sa les. These promotions also foster good will among parti cipating retailers 

who in turn pay more attent ion to the Lottery category and begin to make 

changes to enhance its overall performance. Co-op promotions ca n also b e 

product-specific to drive sales of a particular product in conjunction w ith 

Lottery products. Th is generates new player interest. 

Our corporate account team has worked w ith the TLC to place greater 

emphasis on these promotions during the past year. Our team has engaged 

corporate accounts in Texas to run co-op promotions, developed 

relationships, and built trust wi th the corporate accounts in thi s area, and 

continues to streamline its approach to co-op promotion execution. 

A co-op promotion may offer a free $1 Mega Milfions Quick Pick with a $5 or 

more purchase of Lotto Texas games at certain retaile rs during a specified 

period of time. In these promotions. the Lottery pays the cost of the free ticket, 

and the retailers pay for the promotion marketing. 

Figure 8.5 - 7: 
Sample Co-Op Promotion Advertisement 

FR~~ 
II Me~a Millions· 

~~itk Pitk 
with a 1~ « ... «e I'lAythase o.f 
Lotto T eY.cls· C»\ ol'le titket. 

Offer IIQOd 9I011tl9 - 10I05I09. Exclusively lit 0 

T[IIS ~.ii[.V u _ _ ... _ _ .. _ -._,-

-JEX RS LOTTERY·-

_":: 

Added Value: We will work with the TLC's corporate accounts to develop these 
co-branded promotions. which could have the retailer offer a free coffee with purchase 
of $5 worth of Lottery games or a free $ 1 Lottery game with the purchase of a car wash. 
for example. 
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GTECH wil l also provide creative design support and facilitation of marketing 

material approval by the TLC. 

Case Study: Valero Co-Op Promotion 

In September 2009, GTECH and the TLC worked with the Valero Corporation on 
an exclusive, month-long promotion to substantially drive sales of Texas 
Lottery On-line Games. It was the first time Valero had run this type of 
promotion. All players who bought a 55 Lotto ticket got a free $1 Mega Millions 
Quick Pick ticket in 640 Valero locations across Texas. The POS support for the 
promotion, created and produced by Valero, totaled more than 5,024 
individual pieces. Valero's marketing investment was nearly 5135,000 (or about 
$210 per store) for this promotion. 

Figure 8.5 - 8: 
Valero Exclusive Promotional POS in the Field 

II !v1e~a !v1illiorls' 
tQv.itk Pitk 

wi!h tl f~ ar ... are fWthaw: o.f 
Lotto T ~us· _ <WI( iitk~t. 
_____ .--. .. 0 

, 
~ .. ~. 
--'- -

u r..: m 'I .. 
- lnRS LOJl [fl¥ -

Big Results:This Valero-exclusive 
promotion helped facilitate big gains in 
Lotto Texas transactions of $5 or more at 
Valero stores. 

We sold in the promotion, facilitated the approval of the promotion with the 
TLC, and designed and printed supplemental P~S to support the promotion. 
Our L5Rs worked with the individual stores to educate retailers on the 
promotion and help them merchandise according to the Plan-O-Gram. We 
also monitored sales performance and provided sales analysis at the end of 
the promotion. 

During the promotion, the TLC funded 332,096 free S 1 Mega Millions tickets. 
The promotion helped increase Lotto Texas transactions of SS or more at Valero 
locations by 84 percent, with more than $2.6 million of total Lotto Texas sales 
during the month-long promotion. 
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Currently, the Lottery on ly offers co-op promotions to key corpora te 

accounts. However, we are working on packages that could potentially be 

used by large consorti ums of retailers, such as t he Texas-based Greater 

Austin Merchants Associat ion (GAMA), which is compri sed of 275 

independent retailers. 

Case Study: Brookshire Brothers Co-Op Promotion 

Brookshire Brothers participated in an exclusive On-Line promotion that ran 
from June 28, 2009, through July 11,2009. This promotion improved sales 
significantly and increased retailer participation in the Lottery. About 115 
locations participated in the promotion, which offered customers a free $1 
Lotto Texas Quick Pick with a $5 or more purchase of Mega Millions. Brookshire 
Brothers retailers took on greater ownership of the promotion by placing a 
front-page ad on a direct mail brochure to 850,000 households, inserting 1,000 
flyers (per store) into grocery bags at checkout, posting oversized posters at 
store entrances, and advertising the Lottery on their in-store radios. The 
promotion was a tremendous success; it resulted in a , 66 percent increase in 
Mega Millions transactions compared to the previous year and a 38 percent 
increase in On-Line sates compared to the two weeks prior to the promotion. 

"GrECH put together some great promotions last year that really helped grow our 
overall /ottery business. We saw close to a 40% increase in sales during those 
promotions you put together.N 

- Phil Metzinger, Vice President Specialty Beverage and Tobacco 
Operations, Brookshi re Brothers 
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Figure 8.5 - 9: 
2009 and Early 2010 Corporate Account Promotions 

Corporate Account 
Promotion Sales Increase 

and Timeframe 

H-E-B. 4/5/09-4/ 18/09 • Free 51 Lotto Texas tickets 49% increase in On-Line sa les 
• 30,351 generated 

H-E-B. 8/ 16/09-8/29/09 • Free $1 Lotto Texas tickets 66% increase in On-Line sales 
• 87,638 generated 

Brookshire Brothers, • Free $1 Lotto Texas tickets 27% increase in On-Line sales 
6/28/09-7/ 11 /09 • 4,756 generated 

Valero. 911 /09-10/5/09 • Free Mega Millions tickets 84% increase of Lotto Texas 

Brookshire Brothers, 
10/28/09-11 /7/09 

Timewise, 
1/ 11 / 10-1 /24/10 
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• 332,096 generated transactions greater than 55 

• Free $1 Lorto Texas tickets 55% increase in average weekly 
• 3,043 generated Mega Millions sa les 

• Free 51 Lotto Texas tickets 44% increase in Mega Millions sales 
• 16,568 generated 

We also have plans for co-op promot ions at Fiesta, Murphy, and Kroger. 

Selling-In the Promotion 

The relationships we've developed with corporate accou nts in Texas have 

allowed us many opportunit ies to sell-in co-op promotions. During the past 

year, we've created a more systemat ic approach, determini ng what corporate 

accou nts will offer in return for running a promot ion. In co llaboration with 

the Texas Lottery, we've begun to develop packaged requ irements based 

on the trade class of the Corporate Account. Th is w ill allow us to be more 

cons istent, gain t he right visibility for the promot ion, calcu late the proper 

va lue of marketing support from the retailer, and execute an even smoother 

se ll -i n process. 
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Figure 8.5 - 10: 

Sample Corporate Account Promotion POS Guide 
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One Size Does Not Fit All: With different ·packaged" plans fo r different types of 
corporate accounts, we can help maximize promotional resources by ensuring each 
corporate account gets what it needs. 
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We can provide the TLC with co-op media and promotional sponsorship tools 

that will drive sales of Texas lottery products and provide new opportunities 

for TLC Key Accounts . These include: 

Retailer-run "selling events" where retailers encourage players 
to purchase the promotional item but also educate them on 
how to play the games and utilize the Texas lottery's 
self-service equipment. 
Creation and utilization of nontraditional POS 
pieces/ placement, such as security monitor ad placement as 
customers enter the store and cash register electronic 
messaging as customers are checking out. 
Design of store-brand-item co-op promotions that provides a 
free item with the purchase of Texas lottery products. 

Cross-Product Promotions 

Cross-product promotions are a very effective tool for e ncouraging those 
players who prefer to play Instant Games to try the On-line suite of products. 

These promotions leverage the popularity of Instant Games to increase player 
awareness and participation in On-line Games. The promotions typically 

provide game discounts (e.g., a player buys "X· amount of Game A, and 

receives "Y" amount of Game B free). wherein the first game (the Utrigger") 

is an Instant Game, and the bonus is an On-line Game. Cross-product 
promotions can also offer a free On-Line Game as the prize on an Instant 

Ticket, giving players a free chance to try out the On-line portfolio. 
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Case Study: Boot Scootin' Bucks and Instant Cash Five 

The Texas l ottery has already experienced success with two cross-promotions. 
Boot Scootin' Bucks and Instant Cash Five. These are two Instant Games where 
51 Quick Picks of On-line Games Texas Two Step· and Cash Five· , respectively, 
are among the prizes offered. Not only did these Instant Games boost sales 
of their companion On-line Games, but they also generated incremental 
revenue on their own (57.9 million for Instant Cash Five and 57.4 million for 
Boot Scootin' Bucks). 

Figure 8.5 - 11 : 
Instant Cash Five and Boot Scootin' Bucks Tickets 
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million in incremental 
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Promotional Game Design and Execution from IGI Europrint 

GTECH's su bsidiary, IGI Europrint, is a game content provider wi th more than 

30 years of worldwide promotional and lottery game production experience. 

It specia lizes in promotional games used for newspaper inserts, direct 

mail campaigns, and food product cross-promotions (which rely on game 

play printed on food wrappers and bottle caps). Clients include blue chip 

companies like Coca Cola, Pepsi, McDonalds, Burger King, Masterfoods, 

Camelot, Britvic, Barclays Bank, and Tesco. The promotions enable purchasers 

of these products to enter their unique codes into mobile phones or Websites 

for a chance to wi n prizes. 

This t ype of promotional experience can drive players to your Website and 

provide access to a wide range of products for cross-promotion w ith the 

Lottery's products. (IGI 's service aspects, such as promotion ideation and 

design, are included in the base offering. Printing, distribution, etc. would be 

provided as an Offered Option.) 

IGl's expert ise lies in innovative game and promotion creation, sophist icated 

software development, adva need mathematics, a nd state-of-the-art printi ng. 

IGI also developed BingoVision, a lottery TV bingo game that has created 

more than $1 billion in revenue for more than 10 different lotteries, 

From concept development to prize ful fillment, IGI provides a full range of 

game and promotion services using numerous creative methodS.IGI products 

drive lottery and game awareness to expa nd audience reach and increase 

new and traditional lottery game sa les. In addition to our own comprehensive 

game and promotion portfolio, IGI offers an extensive promot ional game 

suite that can be used to advertise lottery games in Texas - in many ways. 

Whether promoting bingo in newspapers, Instant Ticket s on Pepsi bottles, or 

sports-themed games on TV, IGI has the creativity and experi ence for 

promoting today's and tomorrow's lottery games. 
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Figure 8.5 - 12: 

IGI Europrint Promotion Examples 

Cross-Promote Your Products in a Brand New Way: Often using tie-ins with popular 
brands.IGI Europrint offers creative promotion design. products. and services. 

No other lottery vendor offers you an entire subsidiary dedicated to 

promotions.IGI's experti se is based on a combination of game 

development experti se. creat ivity, sophisticated computer software, 

advanced mathematics, and state-of-the-art printing knowledge. It 

provides promotional products fo r the lottery industry and can help 

create awareness and sales for new and traditional lottery games. 
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Retailer Promotions and Contests 

In the last few yea rs, the Lottery has had success w ith several retailer incentive 

promotions and should continue to use them in the future. Since 2003, we 

have worked with the TLC to conduct 32 retailer contests. These retailer 

promotions have typ ically included free Instant Game packs, themed prize 

packages, or premium seats to sporting events as prizes. Most frequently, 

retailers qualify for chances to w in these prizes based on the performance 

criteria for the particular contest and usually have multiple chances to w in as 

their performance increases. 

Stripes February 2009 Trade Show Sates Contest 

This is an example of a GTECH-sponsored sales contest. For every S 1 00 increase 
in each store's cu rrent 8-week total lottery sales average, they received an entry 
into a drawing for up to 15 prizes including 50-inch flat screen TVs and IPODs. 
In all, 1,107 contest entries were earned by individual Stripes st ores. The 
contest generated more than $475,000 in incremental sales, and returned 
more than S 125,000 to the State of Texas, and Stripes was pleased with it as 
well. According to Jill Johnson, Stripes category manager, uAs a result of 
interest and increase in sales (in 2009), we have implemented the contest again 
in 2010." 

We have also worked with the TLC to run retailer contests that are not based 

on entries for a drawing, but rather any retailer w ho meets a certain criteria 

wins the prize for that contest. These are shown in the following figure. 

Figure 8.5 - 13: 
TLC Retailer Contests, June 2003 through January 2010 

Contest Date Contest Name 

June 1 - 28, 2003 $5 Harley Davidson Retailer Contest 

June 15 - July 12, 2003 $2 Fast Tracks Retailer Contest 

June 29 - July 26, 2003 $5 Harley Davidson Retailer Contest 

October 26, 2003 - January 3, 2004 $20 Retailer Contest 

June 13 - July 10,2004 $5 Corvette Cash Retailer Contest 

June 27 - August 7, 2004 $25 Retailer Contest 

October 24 - December 4,2004 $30 Retailer Contest 

January 23 - February 26, 2005 $20 Retailer Contest 
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Contest Date 

February 20 - April 2, 2005 

June 12 - 25, 2005 

July 10 - 23, 2005 

July 10- 23, 2005 

September 25 - October 22, 2005 

May 28 - June 24, 2006 

August 13 - September 9, 2006 

September 17 - October' 5,2006 

October 16 - November 11, 2006 

November 26 - December 30, 2006 

January 7 - 27, 2007 

February 11 - March 10, 2007 

May 7 - June 17.2007 

November 25 - December 2007 

February 10- March 2008 

March 30- May 10, 2008 

November 24 - December 27, 2008 

January 25 - March 7, 2009 

July 12 - August 22, 2009 

August 17 - September 12, 2009 

August 17 - October 24, 2009 

September 13 - October 3. 2009 

October 4 - October 24. 2009 

December 6, 2009 - January 2. 2010 
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Contest Name 

S5 Retailer Contest 

Mega Million's Megaplier· Retailer Contest 

Mega Million's Megapfier Retailer Contest 

Mega Million's Megapfier Retailer Contest 

$ 1 0 Texas Hold'Em'" Retailer Contest 

$2 PacMan Retailer Contest 

$'0 World Poker Tour Retailer Contest 

$2 Betty Boop Retailer Contest 

$2 Rocky Retailer Contest 

Holiday Retailer Contest 

52 Price is Right Retailer Contest 

530 Retailer Contest 

S50 Retailer Contest 

Holiday Retailer Contest 

$50 Retailer Contest 

$ 1 0 and $20 Retailer Contest 

Holiday Retailer Contest 

$20 Retailer Contest 

$20 Blockbuster· Retailer Contest 

Dallas Cowboys Retailer Contest 

Houston Texans Retailer Contest 

Dallas Cowboys Retailer Contest 

Dallas Cowboys Retailer Contest 

Holiday Retailer Contest 
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The Texas Lottery has typically utilized three main types of retailer contests 

and promotions. 

Figure 8.S - 14: 
TLC Retailer Contests and Promotion Examples 

ContesUFeatures Benefits When to Use 

Retailer Pack • Drives or maintains sales momentum of specific Within 4 to 6 weeks 
Incentives: games/game themes after launch of 
Rewards retai lers • Promotes retailer investment in driving Texas init ial distributions 
who meet and exceed Lottery product sales or when specific 
setsa les thresholds for • Encourages retailers to provide game awareness game sales start to 
a specific game or and benefits among existing and new players slump or need a 
suite of games with • Gives any retailer a chance to earn free packs push to close 
free packs • Involves limited financial liability 

• Easy sell·in and simplicity for retailers to execute 
and measure performance 

Clerk Voucher • Drives or maintains sales momentum ofne Prior to a planned 
Promotions: products player promotion 
Rewards clerks for • Promotes clerk investment in driving Texas so the practice 
promoting and selling Lottery product sa les of asking for the 
a designated number • Motivates clerks to provide game awareness and sales will continue 
of Texas Lottery benefits among existing and new players into the player 
product purchases • Creates excitement about the TLC and promotion 
with a voucher for a encourages a positive public attitude toward t he 
free promotional item, Lottery and its mission 
e.g., free t-shirts, tool 
kits, etc. 

Ask for the Sale: • Drives or maintains TLC product sales On regular intervals 
Rewards retailers with • Promotes retailer investment in driving Lottery to prompt clerks 
SO free Instant Tickets product sa les to ask for the sale 
if they consistently ask • Initiates game awareness among existing and of Texas Lottery 
all customers if they'd new players products until 
like to purchase a • Encourages existing and new players to try new it becomes 
Texas Lottery product games standard practice 

• Creates excitement about the TLC and 
encourages a pos itive public attitude toward the 
Lottery and its mission 

• Preserves current players' interest 
• Motivates current retailers with rewards 
• Rewards current players and attracts potential 

new players 
• Limits investment liability to enforce 

recommended behavior 
• Gains extra POS footprint in retail locations 

8.S - 32 Retaile r Contests and Retailer·Based Player Promotions 

DOCUMENT REDACTED BY TLC -124-10 



-4 GTECH' ---
As we have implemented these promotions, we have executed a complex 

business process to ensure that everything that needs to happen for a retailer 

does happen. This process starts more than two weeks prior to the contest 

from when the flyer Is distributed at our district sa les meetings and when we 

deliver the list of winning retailers wi thin five working days of the conclusion 

of the contest, to more than two months after the contest when we receive 

all signature sheets and packing sheets for winning packs and tickets, and 

compi le and review the forms before forwarding them to the TLC. 

Figure 8.5 - 15: 
Retailer Incentive Brochure Example 
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Generating Excitement: Brochures 
informing TLC retailers about upcoming 
incentive promotions were very 
well-received. 

Once the Texas Lottery approves the list, we will deliver prizes to the winning 

retailers within 30 working days and provide signed receipts from the winning 

retailers to the Texas Lottery. 
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The moving parts to these promotions have previously been handled 

primarily through manual paperwork. However, our new 

handheld LSR solution will automate most of this process, making it easier 

to execute and increasing the reliability of the information. The process is 

also made more secure overall as 

eliminating paperwork. 

can capture signatures, thus 

Retailer contests increase retailer aptitude to focus on certain products, 

enhance their l ottery experience, and increase retailer awareness of 

the l ottery and its specifIc games. Retailer promotions provide retailers 

wi th incentives to sell more actively and participate in the success of 

the l ottery. 

The Super Set for Life retailer contest is an example of one incentive that has 

boosted Instant Game sa les in Texas. 

Case Study: Super Set for Life Retai ler Incentive 

A Super Set for Life incentive on $20 tickets, which ran from January 25, 2009, 
through March 7, 2009, exemplifies a typical "instant pack settlement~ reta iler 
promotion. Retailers were offered a free pack of $2 Weekly Grand if they 
activated seven Super Set for Life packs (with validations). A total of 1,171 
retailers succeeded in activating seven Super Set for Life packs, qualifying for 
the free pack. This promotion generated strong results of more than $2.3 
million in additional sales and $270,000 in incremental returns to the state over 
the six-week period. 

Retaile r incentives also played a ro le in the success of the Blockbuster game 

by offering retailers a free Blockbuster pack with the activation and va lidat ion 

of seven packs within a seven-week time frame. 

looking forward, we have outlined additional incentives that will enhance 

the player and retailer experience through performance-based rewards while 

driving additional sales for the Texas l ottery. These include partner play 

promotions, vari able commiss ion rates, and corporation-specific promotions. 

Besides being highlighted earlier in this section, corporation-specific 

promotions are outlined, in detail, in Section 8.2, Sales Management and 

Business Development. 
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Partner Play Promotions 

We recommend that the Lottery introduce partner play promotions. These 

incentives w ill allow retailers to j oin in the excitement of playing the Lottery 

(e.g., if a player purchases 5 reta il games, the retailer can get one free). The 

Texas Lottery can implement this type of initiative to promote specific games 

within the Instant Game portfolio. As retailers get more involved with the 

product portfo lio, they will transfer their excitement onto players and 

enhance the play experience. 

Variable Commission Rates 

For certain terminal and instant products, allows commiss ion rates to be 

set differently from the default value. For certain retail ers or retailer subsets, 

also allows for commission rates to be temporarily or permanently set 

differently from the default. 
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Figure 8,5 - 17: 
Variable Commission Rates in Wisconsin 
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with complete flexibility to configure 
commission rates, like this example 
from Wisconsin. 

Information Redacted 

§552.101/466.022/ 552 .139 

Because some On-Line and Instant Game commission rates may need to 

be set differently from the default va lue. and because the commission 

rates of certain retailers or retailer subsets may need to be temporarily or 

permanently set differently from the default, additional classes can be add ed 

to the system as required. Commission classes can be added for one or 

more days or any portion of a day. 

For example, some lotteries have used temporary increases in retailer 

commission rates to build strong foundat ions for new game la unches. Having 

the ability to perform rate adjustments so easily wil l give you a great way to 

focus retailer attention on new games. 
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The Minnesota State Lottery's Print-N-Play 

When the Minnesota State lottery re-Iaunched its Instant On-line product 

as Print-N-Play in August 2008, retailers were offered double commissions 
on sales for the first four weeks of the game. Compared to the 13-week 

period before the promotion, Print-N-Play $3 Crossword sales increased by 
5.24 percent during the promotion and 5.44 percent in the 13 weeks after 

the promotion. 

For the new contract, we are proposing a variety of advanced technologies, 

such as that will enhance promotional awareness 

among players and retailers and enable the TlC to deploy promotions to the 

entire state of Texas with just a few keystrokes. It will also give t he TlC the 

flexibility to del iver regionalized promotions fo r specific On-line Games. For 
example, you cou ld gear promotions toward the udouble-blue" segment of 

the retailer base, or deploy chain-specific promotions with minimal pas 
production costs. 

Figure 8.5 - 18: 
and Promotions 

Get the Message Out Now: 
technology will all but eliminate the 
trickle effect of a two-week sales cycle. 
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Continuing to improve upon the already successfu l development, execution, 

and measurement of promotional execution and incentive plans is a key 

area in which the TLC can facilitate growth in the coming years. We will 

continue the collaborative working relationsh ip with your products and 

retailer services team to develop interesting and fun incentives that create 

excitement and news around product launches and retai ler initiatives. 

Simi lar to today, we will provide you with research on current initiatives 

in other lottery jurisdictions, recommend solutions for new programs, 

execute incentives at retail, follow up w ith reviews that will measure the 

effectiveness of each incent ive investment, and explo re opportun ities to 

improve future initiatives. 

Our unmatched experience makes us the most qualified proposer to 

provide you the promotional assistance, in every realm of the promotiona l 

Information Redacted process, that you need to run successful promotional campaigns. With new 

§552.101/ 466.022/ 552.139 technologies such as , and future capabilities on the 

Internet, we are always looking ahead to make sure the TLC is prepared for 

the future. In addition to a system that can handle all of your needs, we offer 

industry knowledge, customer experiences, best practices, and all-inclusive 

marketing plans to make sure your promotional campaigns attain the most 

profitable results. 
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93.3 
Retailer Incentive Programs 

Retailer Cash Incentive Programs 

Retailer cash incentive programs are a slightly different type of retailer 

incentive program, as they award cash directly to reta ilers for driving product 

sa les, as opposed to utilizing other merchandise prizes. By offering cash 

incentives to retailers, the TLC is able to build good w ill among retail ers, 

attract new retaile rs who may be discouraged by the 5 percent commission 

structure, and reward and motivate current retailers. 

It is best to consistently utilize cash incentives throughout the year, in 

13-week intervals. Program parameters should vary slightly to avoid 

creating the expectation that the program is permanent. Retailer cash 

incentives can also be used to focus retailers on particular sales needs the 

TLC identifies throughout the fiscal year. Working with other jurisdictions, we 

have developed some additional best practice strategies for retailer cash 

incentive programs: 

Keep the incentive program's "action message" simple, define 
targeted objectives, and identify the activities involved w ith 
strict measurement and success criteria. 
Reward incentives often enoug h and to enough retailers to 
promote new w inners. Advertise the program to retailers. and 
support these initiatives with an aggressive winner retailer 
awareness program. 

Develop incentives based on the annual calendar of events and 
quarterly product focus. 

When possible, break down enough to localize by LSR-territory, 
sa les volume, region, chain account, etc. 

We will also provide an annual incentive program plan for retailers, based on 

the State fiscal yea r and on or before May 31 st each year, for approval by the 

Texas Lottery. Proposed changes to th is plan wi ll be submitted to the Texas 

Lottery for prior approval. 
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Case Study: Massachusetts Lottery 

The Massachusetts Lottery is the leading instant per capita jurisdiction in the 
world. The lottery started an instant incentive program in the 1980s to 
encourage retailers to carry more inventory and sell more product based on 
the best practice of "the more you show, the more you selloN The cost is 
approximately $15 million annually. The funding is not an appropriation of 
marketing dollars. Rather, it comes out of the prize structure. Retailers receive 
one entry into biweekly drawings for each Instant Ticket pack settled. The 
prizes for these drawings range between $1,000 and $10,000. lower-tier prizes 
start at $50, and there are approximately 800 winners during each of these 
drawings. A grand prize drawing is also held every other month from all entries 
during the previous two-month period. The top prize for this drawing is 
approximately $250,000. This type of incentive encourages strong retail 
support of all Instant TIckets and is a major reason for the phenomenal success 
of the Massachusetts instant product category. 

Case Study: New York Lottery 
The New York lottery has the third-highest instant per capita (over $3.70). The 
lottery utilizes periodic, performance-based, game-specific retailer incentives 
to drive sales in speCific quarters throughout the year. The annual budget for 
these events is $500,000 to $600,000 and is taken out of their advertising 
budget. Example incentives have supported holiday Instant Games, 
higher-price-point Instant Games, merchandising best practices, On-line 
promotional games such as raffies, and corporate chain account support of 
sa les techniques. The lottery rewards retailers with cash, trips, andlor 
merchandise. 

$16 Million Retailer Cash Incentives in 2009 

In 2009, the Texas legislature authorized additional funds for promotions 

equal to 0.5 percent of the lottery's total revenue (approximately $16 to S 18 

million). The Retailer Cash Incentive Program will utilize these funds to drive 

sales of both Instant and On-line Games. This incentive is designed to rewa rd 

exemplary sales performance with a two-phased approach. In the first phase, 

retailers are offered cash rewards for achieving pre-determined sales goals. 

In the second phase, retai lers who meet sales goals for Instant Games, On-Line 

Games, or both are automatica l ly entered into a random drawing for 

additional incentive monies. 
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The GTECH Texas team helped the TlC launch this initial Retailer Incentive 
Program, in collaboration with the TLC products team and retailer services. 
The key was to include incentives for both On-line and Instant Games while 
ensuring it was performance-based. It was also absolutely essential that the 
TlC be able to justify the additional funds with a true measure of the return 
on investment. 

After the 13-week pilot, an addit ional $3 million in net revenue was generated 

for the Foundation School Fund. More than 2,000 out of 9,200 retailers 
met their sales goals, as nearly one million dollars in incentive money was 
awarded. The program delivered $16 in revenue for every $1 spent on 
incentives, and netted $3 for education for every $1 spent on incentives. This 
is a clear indication that retailer cash incentives are a profitable enterprise 
and motivate retailers. 

Working through the program with the TlC gave us the opportunity to learn 
what works and what doesn't. We learned how to communicate these types 

of programs to retailers and how to make sure our internal incentive programs 
are in synch with these initiatives in Texas. These programs should be altered 
from quarter to quarter or semester to semester so retailers don't get 
complacent with the program and expect to be rewarde~ for delivering the 
same results time after time. 

When designing retailer incentives, we also need to take into consideration 
that we have retailers selling $50 of lottery each week and others selling more 
than $20,000 per week. These programs should be designed to encourage 
participation at all levels of performance, trade class, and ownership. 

Our efforts didn't stop at working through the initial calculations and 
providing different incentive concepts. We worked with the TlC to develop 
a list offrequently asked questions that were sent to the sales organization 
to support their sell in. Our analysis team also sent out a weekly report for 
each retailer. The reports were printed In the district offices and distributed 
to retailers. Each week, we provided a status update on performance. Toward 
the end of the promotion, we worked with retailers that were on the cusp of 

earning their incentive to make them aware and supplied a list of retailers 
that were on the cusp of eligibility to participate in the second program, 
which began in January. 

We have also worked on developing a new software batch to allow retailers 
to see how they are performing through a terminal report. GTECH also 
designed, printed, and distributed the new sell-in brochure for this second 
incentive contest. 

Retailer Contests and Retaile ... ·Based Playe ... Promotions 
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As the TLC contin ues with these types of cash incentive programs, many 

corporate accounts and larger retailers, seeing the benefit of these types 

of programs, will latch onto the concept and create their own. Our LSRs and 

corporate account team will work with these retailers to make sure their 

incentive programs are set up in a way to ensure maximum sa les growth. 

"We're going to have our own Personal Plus sales contest for the retailer cash 
incentive program. We here at Skinny's LLC think this is a great way to promote 
Lottery sales." 

- Kathryn Whisenhunt, Director of Training for Skinny's LLC 

Retailer Contests and Retailer-Based Player Promotions 
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Retailer Incentive Analysis 

Another crucial part of a retailer incentive program is the analysis of results 

of a particular incentive. Moving forward , as the TLC undertakes more retailer 

incentives, it will be critical to deconstruct how well each particular program 

does so that it can be tweaked for future use or perhaps not used again. With 

the current retailer incentive program, GTECH has already established its 

ability to do this to help the TlC make more informed decisions regarding 

retailer incentives in the future. 

Confidentiality Claimed 
Not released 
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Executing Change for the Better 

Because of the relationships our sa les force has with their retai le rs (in this 

case, corporate retailer chains) we are able to recommend and influence 
change that we know will have a positive impact on Lottery sales. With the 

credibility our LSRs and Key Account Representatives have in the field, there 
is trust that our suggestions have credence. One such example involves many 

corporate chain policies not letting clerks receive or redeem vouchers as part 

of reta iler incentives. 

We have worked to convince many corporate chains that allowing clerks to 
receive these prizes will motivate them to become more involved in selling 

Lottery products and lead to more Lottery sales. In 2009. three major Texas 

chains (Al lsup's, Kroger, and Alberstons) began to change this policy based 

on our recom mendations. This represents more than 550 stores. 

Our re lationships and the integrity we have earned with Texas retailers 

through the years allow us to facilitate these types of positive changes. 

Developing reta iler incentive st rategies is certainly vi tal to the health of 
your business. However, the ability to go into the fie ld and make positive 

change happen, by leveraging the trust we have built, is how great ideas 

become great practice. 

Retailer Contests and Retailer-Based Player Promotions 
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Figure 8.5 - 25: 

Texas Lottery Pick 3 Promotion Case Study 

2/21/2010 to 3/13/2010 
Buy $S Pick 3 and get free Pick 3 ticket (SO cent Pick 3 with SO cent Sum it Up) 

$7,000,000 ,-----------------'GTEOI""""lSR'"''''''''' ...... ''''';-, 

16.000 ... 1-------
55,000,000 

MediaRlghl:s 

54,000,000 

53,000,000 

S2.000,ooo 

8 week ilvefage prior 10 promotion 55,308,805 
3 wHk a_. during promotion 56,336,794 .,9'11. 

51,000,000 
3 wHk a_. during promotion minus frM tickets S5,797,387 .ft 

~~----------------------------------------' 
1215 12112 12119 12126 112 119 1116 1/2 ] 1130 216 2113 2f2O 2127 316 3113 3120 3/27 

....... pid!; 3 Sales 

Maximizing Results: By helping to align clerk incentives, lSR incentives, promotion 
efforts, and media campaigns, we were able to help the Lottery spike its Pick 3 .... sales 
during a four-week span. 

The goal to strive for with player promotions, retailer promotions/ incenth;es, 

and even LSR incentives, as discussed further in Section 8.4, Lottery Sales 

Representatives, is to have them all a lign at the same time. We have worked 

with the TLC to al ign all of these initiatives, including media campaigns, to 

make the most of promotional efforts and incentives and help them work 

together to maximize returns to the Foundation School Fund. 

Retailer Contests and Retailer-Based Player Promotions 
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8.6 
Promotional Events and Retailer Promotions 

Introduction 

When conducting selling events such as at the Texas State Fair or a 

Lone Star Spin at a designated retail location (like the 2009 launch of 

the NFL Instant Tickets or the January 2010 launch of PowerbaW), it is 

your vendor 's responsibility to engage potential customers and educate 

them on the products and equipment. With more than 40 events and 3,600 

special retailer promotions conducted in Texas in 2009, we are aware of 

the challenges connected to proper execution. From event planning and 

recruiting to setup and conclusion, our Texas-based staff has the experience 

and experti se to se lect the optimal promotional se ll ing events and in ­

store retailer promotions and execute them . 

Figure 8.6 - 1: 
Lone Star Spin Wheel at an Event 

Promotional Events and Retailer Promotions 
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Spin to Win: A Texas Lottery player spi ns 
t he Lone Star Wheel for a chance at prizes 
at a TLC promotional event. 
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Table 95 
Promotional Events Response Requirements 

95.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

95.2 
Promotional Equipment and Capabilities 

The GTECH promotions and sales teams have spent thousands of hours 

preparing for, executing, and analyzing various types of promotional events 

on behalf of the Texas Lottery. 

Figure 8.6 - 2: 
TLC Promotional Event Performance Metrics Since 2002 

Year Total Hours Total Sales 
Average 

Hourly Sales 

2002 625.5 $389.213.50 $622.24 

2003 763.8 $469.190.00 $614.28 

2004 760.5 $598,755.50 $787.32 

2005 746.5 $696,308.00 $932.76 

2006 735.75 5757,604.50 $1,029.70 

2007 765 $682,730.50 $892.46 

2008 750.5 $811,420.50 $1,081.17 

2009 749 $953,809.00 $1 ,273.44 

2010 (To Date) 449 $ 784,883.00 $1 ,748.07 

Promotional Events and Retailer Promotions 
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We have learned a great deal from these experiences and hope to have th e 

opportunity to continue to work with the Texas Lottery in this capacity. When 

it comes to effectively executing promotional events in Texas, we have 
lea rned that four factors are crucial to our promotional event success: 

,. Collaboration between the TLC and the GTECH promotions team 
and sales organization. 

2. A strategic plan to identify the appropriate deployment of the 
trailers and teams throughout the state. 

3. Attractive, approachable, and properly maintained equipment. 

4. A well-trained, experienced, and properly staffed promotional 
sa les team. 

Figure 8.6 - 3: 
BorderFest 

Big Opportunity at Big Events: We are 
able to introduce the Texas lottery brand 
to potential new players and deliver a 
very powerful tool to retailers to help 
them grow sales. 

Our GTECH Texas Promotions Team can also draw on experience from 

the work we do in other jurisdictions fo r ideas, best practices, and new 

innovations for Texas. One such team is in New Yo rk, where the GTECH team 

has outfitted two lotte ry-owned trailers with customized communication 

networks to conduct promotional events such as festivals, fairs, and car 

shows. Similar to Texas, the New Yo rk team does between three and five 

events per month. Some of the larger events include county fairs and the 

Great New York State Fair. These events have numerous setups throughout 

the fair grounds and offer a wide array of termina ls, game points, and 

other peripheral equipment. 

Having this resource at our disposal allows us an additional avenue to bring 

new and proven concepts into Texas and make su re we are using all possible 

tools and strategies to maximize the potential of TLC promotional events. 

Promotional Events and Retailer Promotions 8.6 - 3 
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Collaboration with the TLC 

Through multiple weekly phone calls, planning meetings, report submissions, 

and event executions, our Promotions Coordinator, District Sales Managers, 

and Swing Lottery Sales Representatives (LSRs) work closely with Kaye 

Taylor, her team, and the products team. During the past 18 years, the Texas 

Lottery and GTECH have worked to develop yearly schedules, managed and 

administered prize inventories, conducted selling events, and evaluated 

detailed reports of each promotion to determine future implementation. 

With the enhancements of our sales teams' promotional staff, along with our 

advanced inventory and performance tracking tools and technologies, we are 

posed to support the Texas lottery's promotional events and retailer 

promotions now and in the future. 

Collaboration between our group and the TlC will be 
faster, updated sooner, and even more reliable than the 
effective and efficient standard we have already 
established. 

During major product launches, our Texas-based marketing team works with 

the Texas lottery products and advertising teams, as well as with their ad 

agencies (TracyLocke Partners and Latin Works) to identify retai ler selling 

events that support campaign launches. Often, while the creative brief is 

still being finalized by the TlC, GTECH's marketing analysis team is already 

developing a list of potential retaiters to participate in the program being 

reviewed. Product performance, location, traffic patterns, parking availability, 

and retailer attitude are just some of the factors we analyze prior to 

submitting a suggested list of promotional event retailers to the TLC. Upon 

review of the list and approval from the TLC to move forward, the GTECH sales 

organization sells in the event, completes the paperwork, and prepares the 

retailer promotion team for execution of the event. 

Our goal is to fully ut il ize every selling resource at our disposal and make 

the most effective use of these promotional events. An investment of time 

and money is required to execute promotional events, and it is important 

to track and validate the Return on Investment (ROI) for each event. Today 

much of our reporting and tracking is done via emails, Excel spreadsheets, 

and other paper-generating reports. In the future, we wi ll consolidate much 

of this planning, tracking, and reporting through our 

system and the GTECH ). Thus, 

the collaboration between our group and the TLC will be faster, updated 

sooner, and even more reliable than the effective and efficient standard we 

have already established. 

Promotional Events and Retailer Promotions 
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We also provide detailed written reports to the TLC evaluating each 

promotional event. These reports include recommendations for future 

participation in the event/promotion and modifications for enhancing 

future success. We file these reports according to the type of promotion, 

district, and date or as otherwise specified by the Texas Lottery. 

Strategic Planning 

Our analytic capabi lities allow us to assess pertinent factors and choose 

events that present more opportunity to maximize budgets at impactful 

events. We suggest continuing to include new selling events in the 

annual plan and enhancing our presence at high-performing events 

(in sales and attendance). 

New Events Mean New Opportunities 

Attending new events such as the Hunting Expo in McAllen (more than $9,000 
in sales and 30,000 people attending) in 2009 has been successful, and we 
recommend continued participation in these types of events. 

This would include continuing to participate in major selling events 

throughout the year. However, we recommend a plan that would maximize 

the number of consumers these events reach by targeting events in 

higher-population districts and participating in event s w ith the highest 

attendance in lower-population districts. 

Promotional Events and Retailer Promotions 8.6- 5 
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Figure 8.6 - 4: 
Proposed Promotional Event Schedule for Fiscal Year 2011 

TlCFYWl1 Ever\! N""", C. D,$!ncI .,,'..-"'",,, ..... 
~~. 20IO Marla LIatItr. ffltiv. ...... a ..... 5.000 

September 5. 2010 Fieslll Pattin San Antonio San Antonio 30.000 

SepIerrtoef 12. 2010 La FeM De lao Familia s ..... a ..... 10.000 

September 17.1e. 2010 T~ Slate F_ Amo"" "-'>bod< 35.000 

5eptember 17-Ie. 2010 orr- ,- ' .000 

~ 24-25. WID FalisFesi Wichita Fall -.. 15.000 

SeptembeI 24-25. 2010 South F'Iai'l5 F_ 
'''''''''' "-'>bod< 170.000 

Sepl24 - Oct 17.2010 State F_ d Tel<8S """" ... 3.000.000 

-... 2.20'10 "- Ie..., .... '-- ...... 
Oc:tober 2-3. 2010 , ...... """'" Mo-. " .000 

Oc:tober 9. 2010 Pf!anuI Festivlll , .... "'" -- 15.000 

~"" IIDdr; ... & RodIo I- ...... 
IF--tNO..2Gtl 1a.n ..... 8ecd. "'&RodIo 1...- 1...- 1-'" 
IF-tNO. 2ICI11 Ia.-MlwV ......... I...-. ...... 
~:zs.a. 2011 -- iu.- ,. ... 
1......r.. ... 21011 [_'_hili ........ i-. - ...... 
MIrc:h S-e. 2011 """"' .. 1- ....... 100.000 

March 5, 201 I Mardi Gras Upriver "'_ I,,,,, " .000 

1.--17_111. 2GU 1.- r- - ..... 
L-..'NIl.2011 . ..-. C - I_ 
IAtri 2. 2011 ""Dow I""""" cm.o v_ ".000 

ApoI 0-10, :01 I e_ "_III e". San AnlOrliC> 130.000 

April 15-16,201 1 Gatveston CowIy F_ - - 75.000 

Api 15-17. 2011 l ute 01 New 0rtlwIs '""- San Antonio " .000 

1~6-7_ 2011 Me ... Tel! familY f"iestt -.. I- 30.000 

tMy 7-8. 201 I Old Pecan Street Festival .... ., ....., 250.000 

~ 14.1S. 2011 Pasadena Sttawberry Festiv. ,- ........ " .000 

June 2011 ""- Ie .... """" 10.000 

June :!-t, 2011 I....., .. ,-' ,- 15.000 

June 4·5. 2011 Fies.t.oI West TI!U$ """" -.. " .000 

June 11 . 2011 BiIhI The I(jd Festivlll ElPno a .... ".000 
June I'. 201' Tomato Fest 

_ ..... 
''''' 1'.000 

June 11, lOll Aranca& Pau Shrimparee ...... ,- """'" "000 

"" ... '-- ....., 15.000 

2-3, 2011 EJ PMO OOwnIown S"",- FMI a,_ a ..... 40.000 

~23-24. 20 ll Tens Hunters & " " """"" ~ 35.000 

..... ·2011 - , _ .... -F-.. b.. i- .... 
usl2010 ,lions WOJmlIXl'. Expo ". ... 10.000 

1.a.-... .. 7• 2OI1 '--.ilia,.... - - .-I. "9-21.20,, Hunitn Extrav - Do ... " .000 

1 ........ J!d20.2011 Polk Street P ...... ,,- 15000 

40 Events for Fiscal Year 2011 : TLC-recruited events are hig hlighted in yellow_ This plan 
lays out fo ur events per district, fo llowing the TLC's current guidelines for scheduling 
events in the state. 
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We will continue to submit an annual plan of recommended promotional 

events and retailer promotions to the TLC by April 30th every year. This plan 

will include recommendations for Lottery Product kick-off events and annual 

promotional events (e.g., State Fair of Texas, South by Southwest Music 

and Film Festi va l, etc.). It will be robust, detailed and contain suggested 

promotional events and programs that take into account the full scope of the 

Texas Lottery's advertising and marketing efforts to support Lottery products 

across the state. The plan will also contain projected staffing requirements, 

promotional item and ticket quantity distribution, projection, Point-of-Sale 

(POS) signage needs, and related equipment plans. 

Special Planning for Large Traffic Events 

In addition to traditional selling events, we suggest developing special 

promotional events for retail locations that are located w ithin traffic patterns 

for larger events. For example, all retailers located within a , 5-mile radius 

of a NASCAR event, and on a specific traffic route, would be eligible to 

participate in a specia l promotion at thei r retail location before and during 

the event. This has the potential to promote the Texas Lottery and reach 

players who may not have time to stop by our booth at the event, but wi th 

w hom we may be able to interact on their way in or out of the event. 

Promotional Events and Retailer Promotions 8.6 -7 
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Multiple Simultaneous Retailer Promotions 

We are able to support mUltiple retailer promotions occurring at the same 
time in the state. With this capability, we can take advantage of high-traffic 
event opportunities simultaneously throughout Texas if necessary. 

Product Awareness Customer Appreciation Days (CADs) 

Led by the Texas Lottery products team, we sta rted to take a new approach 
to holding retailer events and enhanced Customer Appreciation Days (CADs) 
at select retail locations. Although promotional events outside the retail 
environment are necessary to expand brand awareness of the TLC, for 
many retailers, these events are not profitable and often cost them money. 
Retailers are thus often less motivated to attend events if they suspect 

these circumstances. 

Store owners appreciate the extra investment made when events are held 
at their stores, and they experience substantial sales increases during 

these events. 

Star Shop - Spin the Wheel Promotion 

"My LSR decorated the entire store with bafloons and created a festive mood 
even though it was cold and rainy outside. She alerted aJ( my customers about 
Powerbafl, went over how easy it is to play, and sold $344 in Powerbalf tickets 
during the two-hour Spin the Wheel promotion at my store. With her assistance, 
my Powerbafl sales average is about $600 per month and is still increasing!" 

- Jesse Cassasco, Star Shop 

Typically, store owners also do not have to pay clerks to work at and trave l to 
events that may not be profitable. Player behavior is also usually easier to 
change in the retailer environment than at external events because when 
players are driven to a store for events, they often purchase other products. 
Retailers appreciate this, and it creates goodwill for the TLC 

Promotional Events and Retailer Promotions 8.6-9 
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Mr. T's Market - Customer Appreciation Day Retailer Bonus 

"The Customer Appreciation Day that was used to promote the Powerball game 
was a huge success for our store. We were able to have a fantastic event that 

helped generate additional revenue as well as a more keen awareness of our store 
in the community. It also brought more attention to the Powerball game, which 
more and more people are now playing because of the CAD event. This, in effect, 
has proved to be a long-term, revenue-generating scenario with the added benefit 
of producing a "Retailer Bonus" if we happen to sell the jackpot winner! All the 
customers enjoyed the prizes, pizza, and live radio! It was very much a party for our 
store that everyone enjoyed and had a blast in attending! Our customers talked for 
days afterwards about how much fun they had and wondered when the next CAD 
might take place!" 

- The Staff of Mr. 1's Market 

Rudy's Stop and Shop - Powerball Party 

"I remember when the Texas Lottery was introducing the Powerball game in Texas 
for the first time. That was the time we decided to do the promotion party inside 
and outside of our store. Miss Anita (the LSR) made invitation cards for my 
customers, which made it easier and faster to make sure everyone knew that on 
February 3rd we were having a Powerball party. She did the decorations, hung 
Powerba/ls from the ceiling inside the store, and made signs for the door. She had Q 

flyer we distributed to the entire town of Rosenberg. For all this work, we had 
success. The roads were packed, and the store was full. During the promotion, J 

could hear one person (our LSR) screaming and bringing enthusiasm to people and 
guiding people to the new game. We distributed a lot of prizes, had a spin wheel, 
and a second-chance Powerball drawing for a flat screen TV, digital camera, and 
stereo. I prefer to call Miss Anita (the LSR) the Powerhouse of Lottery .... 

- Samir Prasla, Rudy's Stop and Shop 

Powerbafl CADs 

Working with the TLC and TracyLocke. we helped the Texas Lottery plan 

and execute Powerball CADs and radio remotes throughout the state 

during the first three weeks Powerball was available in Texas. The 

objectives were to generate buzz around the Powerbailiaunch. create 

exciting event opportunities for media coverage. and generate selling 

opportunities at retailers. 

Through a collaborative approach between the advertising. promotions, 

and products team at the TLC and the GTECH sales. marketing. and Field 

Service Technician (FST) teams, we had the right retailers signed uP. POS 

posted to their store front promoting the event. and staff ready to sell from 

the trailers within days. 

Promotional Events and Retailer Promotions 
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Figure 8.6 - 6: 
Powerball Customer Appreciation Days 

Powerbollis Here! On February 3, 2010. 144 hours of PowerbaflCADs and Lone Star 

Wheel Spins were held throughout Texas to support the first Powerball draw. 

Powerball in Texas Kicks Off at Rudy's in Rosenberg 

Customers were not letting the cloudy, cold, and muddy conditions stop them 
from going to Rudy's Stop N' Shop to celebrate the launch of the lottery game, 
Powerball, Wednesday. 

The Texas lottery Commission selected the Rosenberg store to launch the 
game because it had the most Instant Ticket winners in the state. 

'7he customers don't care about what the weather is like outside," he (store 
manager Samir Prasfa) said. '7hey will a/ways come to our store. Now that we have 
Powerball, I'm sure we can expect a winner from Rosenberg soon ... " 

Not only did customers have a chance to purchase Powerballtickets, they had a 
chance to win them as well. 

For eve ry $5 spe nt on lottery tickets, customers got a chance to spin a wheel 
to win prizes, including Texas lottery mugs, caps, shirts, messenger bags, and a 
quick-pick Powerball ticket. 

- Published 2/4/ 10 in Fort Bend Herald and Texas Coaster 
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Figure 8.6 - 7: 

Powerball CAD Promotional Materials 
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Letting People Know: Promotional items, such as posters and balloons, hel p make 
players aware of CADs and create a festive environment at the events themselves. 

In addition to the work of the promotions team, the execution of these CADs 

pulled together various GTECH Texas teams to make them a success. With 

FSTs setting up satellite connect ions that allow online sales from trailers and 

our LSRs working with retailers and the TLC to make sure retailers have the 

proper temporary license documentation for the satellites, these CADs, and 

promotional events in general, truly require a full team effort to make them 

a success. 

Promotional Events and Retailer Promotions 
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Figure 8.6 - 8: 

Powerball CAD Performance Metrics 

Cowboys and Texans NFL Instant Ticket CADs 

Select retailers participated in Product Awareness CAD campaigns to support 

the Cow boys and Texans NFL Instant Tickets. One retailer each in Dallas, San 

Antonio, Houston, and Austin participated in the NFL CAD the week before 

Christmas. We saw record-breaking sales during these events. Both theGTECH 

sa les team and retailers appreciated the opportunity to participate in the 

select events. 

As retailers have embraced our efforts to hold more events at their venues, 

our analytic capabilities become even more important as we determine what 

regions, media markets, and retailers have the most potential for hosting such 

an event. 

We recommend continuing to implement CADs and will work with the TLC to 

determine when the deployment of promotional trailers would be most 

effective to support key product initiatives with the CAD events. 

Promotional Events and Retailer Promotions 8.6 - 13 
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Second Chance Drawings 

Players like to win, and second chance drawings offer players one more 

chance to win on a ticket that was not an original winner. This gives every 
ticket an additional value to players, knowing that even if the ticket loses, an 

opportunity to win remains a possibility. Second chance drawings are very 
effective with Instant Tickets, and we encourage the TLC to continue to offer 

these programs. GTECH has worked with many TLC retailers to develop their 

own second chance drawing promotions within their stores. 

Our LSRs work with their retailers to pass ideas along if they feel a good idea 
wou ld work in anothe r retailer environment. In addition to the successful CAD 

they held, Rudy's is also adept at second chance drawings. Rudy's LSR is also 

the LSRfor All Season's Food. She ta lked to All Season's Food about the success 

Rudy's was having with monthly second chance drawings for $100, $75, 

and $25 in cash. All Season's Foods wanted to compete with Rudy's so they 
soon began giving away $ 1 00, $75, and $25 Visa cards with the help of their 

LSR. Our people in the field know the Texas retailer base, and this knowledge 
a llows them to pass along viable best practice strategies to help spread them 

throughout the state, in situations where they know the ideas will work. 

We have also worked with Texas retailers, such as Crawdads, to administer 

seasonal second chance drawings. In a second chance drawing that 
catered to specific Texas markets, Crawdads gave away deer feeders d uri ng 
hunting season as a prize. In 2009, some retailers also used the Cowboy 

tickets they won in the NFL Retai ler Contest as the winning prize in their 

own in-store promotions. 

Promotional Events and Retailer Promotions 
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Figure 8.6 - 9: 
Second-Chance Drawing 

GTECH----

Another Chance to Win: A Texas Lottery 
player tries her luck in a second chance 
tewin. 

For more information on a Web-Based Second Chance Drawing Solution, 

please see Section 7.6.3, Sales and Marketing System General Requirements. 

Ask for the Sale 

Ask for the Sale promotions encourage retailers to do something very simple 

to grow sa les. That is to as k eve ry customer if he or she wants to buy a lottery 

ticket. These events have been deployed in both independent and chain 

accounts through the years. Chain accounts have been very receptive to this 
type of promotion, as it encourages their store clerks to get involved and 

motivates them to engage each customer at the point-of-purchase. Edward 

Barron is a Key Account Representative for GTECH who has worked hard to 

help Murphy 's Oil implement Ask for the Sale promotions. His work has 

created tremendous excitement and turned a great initiative into real profits. 

The first Ask for the Sale promotion we ran in March 2009 resulted in a 21 

percent increase in sales versus the same period in 2008. These events 

remained a prime focus in 2009, as we ran nearly 2,100 of them during the 

year. This averages out to nearly six new Ask fo r the Sale promotions being 

added every day in 2009. 

To further support retailers, GTECH has designed the artwork and facilitated 

its approval through TLC for some accounts to expand this promotion to their 

entire customer base. 
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Figure 8.6 - 10: 
H-E-8 Ask for the Sale Artwork 

• 
Reaching Players: Th is is an example 
of an H-E-B weekly Ask for the Sale 
pre-print, which is mailed to thousands 
of Texas households. 

to If we don't ask you to buy a Texas Lottery· 
Drawing Game' ticket at the Business Center . 
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"GTECH has excelled in presenting to Kroger Southwest new promotional 
opportunities to grow sales." 

- Robert Snuske. Audit Supervisor for Kroger Texas LP. 

Amba ssador Program s 

As more non-traditional retail chai ns and independent accounts are 

becoming new Texas Lottery reta ilers, these new recruits provide an 

opportunit y to reach new players. GTE(H has gone beyond basic retailer 

t raining to support these entries into the lottery business. With approval 

from the Texas Lottery, and a commitment f rom retailers, we have begun 

Ambassador programs in these locations. Ambassador prog rams allow our 

sales organization t o introduce the TLC games to potential new players 

and teach them how to use the self-service equipment t hat is often deployed 

in these locations. The success of these programs is a valuable recrui ting 

tool as wel l. 

Promotional Events and Retailer Promotions 
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As new self-service equipment is deployed, both in established or newly 

recruited retailers, these Ambassador programs are a great way to help 

acquain t the players of Texas with this equipment and help them to 

embrace it. 

Confidentiality Claimed 
Not released 

Attractive, Approachable, and Well-Maintained Equipment 

Th rough nearly two decades working with the Texas Lottery, GTECH has been 

w illing and able to provide the necessary promotional eq uipment to support 

the promotions plan and execute successful TLC events. Exactly as described 

in the RFP, this current equipment includes: 

Large Lone Star Spinning Wheels. 
Small Lone Star Spinning Wheels. 

Legends for Spinning Wheels. 

Promotional Trailers. 

PA Systems. 
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For the new contract, we will continue to provide these items as specified 
in RFP Table 94, Detailed Requirement 34, subject to lottery approval. 

It is our goal to maximize TlC's presence at promotional events. Prior to 
sending out trailers, the Promotions and Training lSR for each district is 

responsible for making sure all materials are loaded into the trailer and 
that those items are clean and in good working condition. 

We will provide all items that are essential to conducting a promotional event 
or retailer promotion. This includes, but is not limited to, branded tents, 
banners, signage, generators, first aid kits, safety equipment, tables, portable 
booths, and other promotional equipment as determined and approved by 

the Texas lottery. 

Figure 8.6 - 11: 
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Do I Have Everything? This checklist is reviewed and completed prior to heading off to 
each event. 
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We maintain and track all promotional equipment inventory. For a complete 
description of our inventory management capacities in this area , please see 
Sections 9.5, Promotional Item and Point of Sales (POS) Verification and 
Receiving, as well as Section 9.6, Promotional Merchandise Inventory. 
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We will provide two trailer sizes to conduct selling events for the TLC. The two 

largest markets, Dallas/ FortWorth and Houston, would each have two trailers, 

a 14-foot x 8.S-foot trailer and a 12-foot x 8-foot trailer, which are bigger tha n 

what the TLC currently uses. All other districts would have the 12-foot x 8-foot 

tra iler. As many of the larger events occur in the metropolitan markets, we 

may encounter a situation where two events are occurring simultaneously; 

with these tra ilers, we wi ll be able to accommodate those needs. 

Trailers have compatible hookups for Lottery gaming equipment to 

operate multiple components Simultaneously and a method for securing cash 

and Lottery tickets in the trailer. Each trailer has a minimum of four exterior 

adjustable flood lights, a minimum power requirement of20 amps, and at least fo u r 

internal and two external 11 O-volt outlets. Each trailer has a Compact Disc (CD) 

stereo system with speakers with a built-in rack to hold the equipment, a security 

system, ticket displays, and ample storage for promotional components. 

When designing trailers, we consider customer flow, safety, equipment 

and electrical needs, security, lighting, signage, storage, and retailer, player, and 

staffing needs. 

Each trailer is supplied with the following: 

Terminals (both non-self-service and self-service). 

Check-a-ticket machines. 

Roll stock. 
Ribbons (where necessary). 

Play slips. 

Ticket dispensers with keys. 

Neon or jackpot signs. 
Flag pole and Lottery flags. 

Results holders. 

"Maybe It's Your Lucky Day· (MIYLD) spin vouchers. 

Vehicle reg istrat ions. 
Cow bells. 

Fire extinguishers. 

Spare tires. 

Retailer Provisional License (provided by TLC). 

Standing mat. 
Lottery Digital Video Disc (DVD) (for flat screen TVs located on 
the exterior of the large trailers). 
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Figure 8.6 - 12: 
A Texas Promotional Trailer 

Our Capabilities and Execution 

It Haslt All: We will work with the Texas 
lottery to make sure all promotional 
vehicles are customized with the 
appropriate terminals, signage, and any 
other marketing materials that support 
current initiatives. 

San Antonio Stock Show and Rodeo 

In February 2010, the TLC participated in the San Antonio Stock Show and 

Rodeo. This two-day event was highlighted by more than $20,000 in sa les and 

a $20,000 Veterans Cas h game winner. The collaborative effort of the TLC; 

TracyLocke; the San Antonio District Sales and Promotions team; and the 

retailer, Mr. Lucky's, made this event a success. 

Confidentiality Claimed 
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Confidentiality Claimed 
Not released 

Successful Event Execution 

.... You (District Sales Manager) and your staff were amazing this year. From setup to 
breakdown, you guys were there with what was needed. When we needed to move 
trailers and rearrange the Gateway location, you and your staff were on time and 
pitched right in, helping us to get it done quickly and safely. Everyone on your team 
contributed without being asked! Your assistance was constant from when the 
pins to the trailer windows were lost to the need for extra play stations, to loading 
the drawing drum (and numerous other "emergencies"). You made sure things 
went smoothly. It was trufy a pleasure to work with you this year." 

- Greg Pyles, TLC Staff Service Officer, emailing one of our District Sales 
Managers after the 2009 State Fair. 

It is important to identify and participate in new events as well as maintain a 

presence in events such as the Texas State Fair and the San Antonio Stock 

Show and Rodeo, which are currently very successful. Besides generating 

nearly $1 million in sales every yea r, these events also expose the Lottery to 

several hundreds of thousands of Texas citizens. 
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Figure 8.6 - 13: 
Texas Lottery Events - September 2009 Through August 2010 

TLCFY.2010 ~ventName CIty Dlstro ct Total»! ... 

~~~~~ 

New Sales Records! The events in the 2009-2010 Promotional Plan are intended to 
have a record-breaking year for generating sales. Events in yellow have been recruited 
bytheTl C. 
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95.3 
Promotions Team 

Effective promotional event execution is a major initiative for the 

entire GTECH Texas sales organization. We expect every level within the 

sales team to plan and participate at events held throughout Texas. The 

primary liaison between the TlC and our sales organization is the full-time 

GTECH Promotions Manager/Coordinator. With support from the GTECH 

Marketing Manager, the Promotions Manager/Coordinator is responsiblefor 

identifying the proper events for TlC participation, processing paperwork, 

and planning, executing, and reporting on the events. The Promotions 

ManagerICoordinator manages material and incentive allocations and 

ensures all equipment is maintained and in proper working order. This 

person also makes sure promotions teams and equipment are available for 

use and that trailers/equipment are deployed appropriately. 

We also provide specially trained staff and dedicated equipment to conduct 

promotional activities in all regions where an on-site presence is required 

and will continue to support: 

Promotional events (selling and non-selling) not exceeding 120 
calendar days total per year. Each promotional event may be 
one (1 ) day or as many as 30 days in duration with no more than 
four (4) events being conducted concurrently statewide. 
Total Active Participation Retailer Promotions not exceeding 7.5 
percent of the retailer base for the state per year. 

Total Passive Participation Retailer Promotions not exceeding 18 
percent of the retailer base for the state per year. 

Due to the positive response and the impact these promotional events 

have had on business through the years, GTECH has realigned the sales 

organization and created nine new full-time positions, Training and 

Promotions lSRs, to support the execution of retail and promotional events_ 

This position, and its direct responsibilities, is described next, along with the 

other positions that w ill assist with promotional planning and execution. 

Promotional Events and Retailer Promotions 
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Primary Promotions Team 

Shannon Plum, Marketing Manager, is responsible forthe st rategic 

oversight of promotional event planning as well as ensuring that all product 

initiatives are folded into the statewide promotions plan. With advertising 

agency experience, Shannon has promotions for consumer brand companies 

and large chain accounts such as 7·Eleven. She also has a great deal of 

experience identifying, developing, and executing promotional events at 

retail and large se lling venues such as the Texas State Fair. 

Promotional Events and Retailer Promotions 
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The Promotions Manager/Coordinator coordinates and ensures the 

delivery of more than $10 million in Instant Ticket packs distributed to 

TLC retailers as incentives for meeting and exceeding sales initiati ves. From 

promotional material distribution to promotion evaluations, this person will 

make sure that promotions are conducted appropriately and effectively. 

The Promotions and Training Representative is a new position within the 

proposed GTECH sales organization for the upcoming contract . Individuals 

will be responsible for managing the promotional events. They wil l receive 

specia l training from the Promotions Manager/Coordinator through regular 

meetings and con feren ce calls and will each attend a basic first-aid class as 

we ll as a security train ing class. The security class w ill be conducted by 

GTECH's securi ty team. The people hired for these positions will also attend 

an annual Best Practices workshop developed in collaboration with the TLC. 

Promotions and Training Representatives will also manage the district 

promotional inventories, process all administrative documentation, ensure 

all trailers are stocked with items necessary to sell at the event and that an 

adequate supply of Instant Tickets are ordered for each event, and verify t hat 

all plastic tote bags are stuffed w ith How-to-Play brochures, Player Wallets, 

and other Lottery POS materials. With approval from the District Sales 

Manager, LSRs w ill schedule personnel for each event, serve as the shift leader 

during events, and complete the Selling Event Eval uation and Tracking Report 

(SEETR), turning it in to the GTECH Promot ions Manager/ Coordinator by 2:00 

P.M. the first working day foll owing the event. 

GTECH has identified three current Swing LSRs w ho we would like to move 

into this new position: Martin Diaz, Robert Nieto, and Pam Knebel. We are sti II 

looking at candidates. internally and externally. to fill the other six positions. 

To view resumes for Shannon, Martin, Robert, and Pam, please see Exhibit 1, 

Resumes, which is located in the Exhibits Volume. 
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8.6 - 28 

Additional Promotions Support 

Brian Finnigan and George Sanchez, our two regional sales managers, 
are responsible for the strategic oversight of all promotional activities. They 

ensure the proper allocation of resources - from people to trailers to general 

marketing materials - that take place within their regions. 

The District Sales Managers 
(pictured here with their respective 
regional sa les managers) are 
responsible for overall sa les within 
their districts and for using 
promotional events to make a 
positive sales impact in the ir 
districts. They are responsible for 
training their LSRs and the Training 
and Promotions LSRs to ensure the 
proper execution of each event and 
the full uti lization of resources. 

Promotional Events and Retailer Promotions 
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The Corporate and Key Account 
Team is responsible for selling in 
special retailer events focusing 
on key and corporate accounts. 
Building relationships with 
these accounts is vital to 
successful events and promotions 
and aligning in-store support, 
announcements, and 
merchandising. Key Account 
Representatives also work at 
the Texas Lottery trailer before, 
during, or after events. 

Lottery Sales Representatives are responsible for selling in special retailer 

events and identifying new selling events with in the communities they 

live. They also work at the Texas Lottery trailer before, during, or after 

events. During each event, mUltiple stations are manned. These include the 

trailer (assisting the retailer), the spinning wheel (giving away prizes), 

and the microphone. 

We have included an insert, Promotional Event Execution Example, on the 

following page showing the timeline and actions undertaken by our team to 

make sure the TLC was properly represented at the San Antonio Stock Show 

and Rodeo event, described previously in this section. This insert is an 

accurate representation of our event timeline for most events like this. 

We also provide events safety and security for the retailer, our staff, TLC staff. 

and the public. As specified by the TLC, we also: 

Provide promotions staff to conduct promotional activities 
throughout the event including nights, weekends, and holidays. 

Coordinate Lottery Product sales at single or mUltiple site 
locations, as required. 
Provide technical support for the duration of the event. 

Ensure the retailer is available to participate in the selling event. 

Promotional Events and Retailer Promotions 
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Event Scheduling 

The schedule for a promotion typically includes a setup/ morning shift, a 

midday to late evening shift. and a night to closing shift. We try to break up 

the shifts to protect employees from heat and physical exhaustion. This also 

allows for a reasonable. but full, workday as long drive-time hours must be 

considered for employees to arrive at and leave the event. since many events 

are not located in metropolitan areas. This schedule also provides flexibility 

to allow for an extra person. Additional help during peak rush hours is 

often necessary. 

Typically, a selling event requires the following GTECH team members. along 

with the Texas Lottery Promotions team, to be present during the event: 

One shift lead. This is typically the Training and Promotions 
Representative. 

One to two FSTs to execute the satellite installation for setup 
and breakdown. 

Two to fourGTECH sales employees to work per shift, depending 
on event size and needs. A typical shift lasts four hours. 

Promotional Events and RetaUer Promotions 
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San Antonio Stock Show and Rodeo 

• 1 st Conference call to begin Preliminary talks with Kaye Taylor, GTECH and 

Advertising agency begin for San Antonio Rodeo 12/8/09 

• TLC sends promotional items descriptions to San Antonio Rodeo for 
approval of promotional items 1/6/10 

• San Antonio Rodeo approves promotional items to be used for San Antonio 
Rodeo 1/13/10 

• 2nd Conference call with Kaye Taylor, GTECH and Lottery's advertising 
agency to discuss detailed logistics of the San Antonio Stock Show & 

Rodeo 1/ 21/10 

• Robert Nieto meet with Louis from Lucky's to have provisional license 

application signed for the promotional retailer numbers 1127/10 
• Rolando submitted provisional license application to Texas Lottery Licensing 
department to have application processed 1/27/10 

• Lottery licensing department processes the provisional license application 
and created the promotional retailer numbers for event 1/28/ 10 

• Lottery Licensing sends promotional numbers to Field Service Techs 
supervisors to schedule the installation of the satellite forthe selling 

event 1/ 28/10 
• Rolando meets with Chris Derby on 1/29/10 to deliver 5 Texas Lottery 
banners to display at event 

• At district meeting on 2/5/1 0 we completed schedule of LSR's to work and 

set up 

• Started working on trailer and pulling merchandise on Monday 2/1 Si lO 
• 3rd Conference call with Kaye Taylor, GTECH and Lottery 's advertising 
agency to final logistics of the San Antonio Stock Show & Rodeo 1/21 / 10 

• Wednesday ordered tickets for event 2/ 17/ 10 

• Lee Hagan list's on the install report the two promotional retailer numbers 
for the event 2/ 18/10 

• Field Service Techs prep lottery terminals, GamePoint and satellite for event 
2/18/10 

• Friday finished loading equipment and items and completed TLC checklist 
2/19/1 0 

• Friday - stuffed 2000 bags with HTP's for players 2/19/ 10 

• Morning of event - met at office at 5:1 SAM to caravan to event 2/20/1 0 

• Began Set up trailer and all it entails at 6:00 Am 2/20/1 0 
• Began selling Lottery tickets to customers at 10:00 am to 10 pm on Saturday 
2/20/10 and 11 :00 am to 7 pm 212 1/10 

• Robert and Andrew and FSTTech head back to San Antonio Rodeo to tear 
down equipment 2/22/ 10 

• Follow-up with retailer to ensure they balance and have utilized partial 
inventory that went back to store 2/22/1 0 

• Put remainder of merchandise back into office and complete selling event 
evaluation to submit to Rolando 2/22/ 1 0 

• Rolando reviews selling event evaluation to check for accuracy and then 
- wbmits to Kaye Taylor at the Texas Lottery 2/ 22/10 
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Figure 8.6 - 16: 
Promotional Event Sample Schedule 
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Where Should I Be? Our event schedule leaves no doubt as to our expectations for 
employees during a promotional event, 

GTECH provides Texas· branded uniforms (hats, shi rts, jacket, etc.) for its staff 

and retailer eve nt staff. During the past year, GTECH has provided its sales 

orga nizatio n wi th th ree approved shirts. These include a long·sleeved g ray 

Powerball shi rt, a short·sleeved green Blockbuster shirt, and a red Mega 

Millions and Powerball shirt, 
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Figure 8.6 - '7: 

Sample GTECH Staff Event Shirts 
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Promotional Attire: All employees working at an event are required to wear appropriate 
attire, as recommended by the TLC. 

GTECH is committed to training its promotions team to ensure team leaders 

understand w hat is necessary to execute a successful promotion. without 

exception. Each year, we will conduct a Promotional Training Workshop, in 

co llaboration w ith training for Texas Lottery promotional staff. We try to 

schedu le the workshop in the spring, as most se lling events occur during the 

summer months, and we want the tra ining to be timely and releva nt. The 

subject matter of these trainings includes: 

What to consider when proposing new events (e.g., attendance, 
location, event history). 

Promotional vis ibility. 

Proper required paperwork. 
Management alloca tions of promotional inventories: 
Promotional Item Request. 

How to properly set up the trailer and other event materials. 

Best practices on executing the selling event. 

Proper reporting: SEETR. 

Promotional Events and Retailer Promotions 
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During the annual State Sales Meeting. we also dedicate time to include a 

training workshop on promotions and selling events. The subject matter for 

these meetings varies by year, depending on the assessed training needs 

at the time. 

95.4 
Alternative Approaches to Events and Promotions 

Drawing on the experience of our corporate marketing department. and 

the expertise of our GTECH Texas team, we have begun to develop many 

alternative approaches to conducting promotional events and retailer 

promotions. One example, described previously, is expanding the number 

of CADs at retailer locations in select markets to highlight special events. 

Another example is providing specia l in-store promotions around major 

selling events such as NASCAR races or the State Fair. 

In addition, we are always considering new equipment that will take Lottery 

events to a higher level. For example, we have recently begun to investigate 

a flat screen setup, highlighting our GTECH G2 game library, as part of our 

promotional trailers. With it, players would be able to play Internet games, 

for fun, at the events. This would create an enjoyable activity to attract people 

(particularly the younger, more difficult-to-reach demographic), expose 

players to Internet games the lottery may one day be able to offer in a 

pay-to-play capacity on the Internet, and collect regi stration information to 

establish a marketing database. GTECH is offering this to the TLC as an 

Offered Option. 

The Biggest Scratchcard 

In the state where everything is bigger, this exciting promotion from IGI 

Europrint, a GTECH subsidiary, is a natural fit. The Biggest Scratchcard can be 

used to promote the TlC and attract players during large events like state 

fairs. A truck or billboard displays the Biggest Scratchcard - a large Instant 

Ticket with hundreds of images of that very same Instan t Ticket printed on 

latex. Some or all tickets can be w inning spots, and prizes may include cash, 

Lottery merchandise, Instant Tickets, free draw-game play coupons, etc. 

The TlC decides who gets to select a spot to scratch off the promotional ca rd. 

For example, you can select: 

Players who bring a non-winning TLC ticket to the event. 

Players who purchase any ticket, or a particular ticket, at 
the event. 

Anyone to whom our staff or your staff gives an event coupon. 
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The Biggest Scratchcard promotion meets the following marketing 

objectives; 

Specific Instant Ticket, draw game, and/or Lottery 
product promotion. 

Visibility to current and potential players at large venues. 

Options for including different prizes the TLC wants to publicize, 
such as cash, Lottery merchandise, Instant Tickets, free draw 
game play coupons, etc. 

Figure 8.6 - 18: 
The Biggest Scratchcard 

Now That's a BIG Scratchcard! Draw big crowds with the world's Biggest Scratchcard at 
your next big event. 

As an IGI product, the Biggest Scratchcard falls under the IGI Europrint 

Services Offered Option in Section 8.5, Retailer Contests and Retailer-Based 

Player Promotions. 

Human Bingo 

Effective for large events, Human Bingo is a fun way to launch a new bingo 

Instant Ticket. With an oversized bingo board, and some vo lunteers, you can 

execute bingo games in large supermarket parking lots or at non-selling 

events such as halftime at a Texans football game. 

Promotional Events and Retailer Promotions 
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Road Trip Through Texas 

Summer is traditionally a slow time forTexas Lottery sales. To bolster summer 

Lottery business, one strategy might be to team up with partners whose best 

season is the summer. Frito Lay and the Texas Travel and Tourism department 

both have the potential to be viable summer marketing partners for the TLC. 

The GTECH marketing and sales teams would work with retailers to reserve 

selling days at their stores and set up Lone Star Spins and CADs. These selling 

days would be for products the Lottery wants to focus on during the summer. 

We would wrap a select number of GTECH vans with promotional marketing 

materials and host special visits to top retailers. The van would sit in the 

retailer parking lot with a tent and a booth to give away merchandise with 

the spin of a wheel for tickets purchased. We could also offer a second chance 

drawing at each store for specific summer promotional game prizes (beach 

towels, chairs, and beach bags) as a co-op with Frito Lay and/ or Pepsi). A 

retailer achieving a certain sales level during the event could win a special 

incentive package. 

Working with IGI Europrint, the TLC could also print unique and variable game 

codes on Frito Lay packages. This would also fall under the IGI Offered Option 

in Section 8.5, Retailer Contests and Retailer-Based Player Promotions.Players 

could check these codes on the Internet to see if they've won prizes, which 

could include Lottery tickets_IGI is an industry leader in this technology. This 

promotion would be an opportunity to partner with Frito Lay and create 

enticing promotions during a slower season for Lottery sales. 

Promotional Events and Retailer Promotions 
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Figure 8.6 - '9: 

Promotional Package Code Example for a Bag of Potato Chips 

BZI' IGDBZR TZ 

Am I a Winner? Players could check the codes on the bags, using the Internet, to see if 
they've won a prize. Prizes could include Lottery tickets to gene rate trial of current or new 
Lottery products. 

Concert and Sporting Event Promotions 

Each person 18 years and older that enters the admission gate receives a 
pre·printed voucher with a unique number and instructions. They are told to 
watch fo r the l ottery's advertisement on the Jumbotron approximately 10 
minutes before the sta rt of the concert or game to find out if their number 
was drawn as a winner. The hope is that the prize is large enough to catch a 
shot on the Jumbotron of the winner shouting excitedly and celebrating 
live. The voucher would explain where to go to claim the prize on·site. The 
lottery takes a picture of the winner, which is inserted into the Lottery 's 
advertisement during intermission at the concert or halftime at the game. All 
other people holding vouchers are directed to the Lottery's Website to enter 
their number for special drawi ngs throughout the season. This is an excelle nt 
way to introduce new and younger players to the lottery. 

Promotional Events and Retailer Promotions 
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Hit the Ticket Promotion 

At Major and Minor League games, the Lottery could sponsor a 12-foot x 

12-foot banner somewhere in the outfield. The banner has a huge circle on 
it and a place to change out the "Ticket of the Game." lf any baseball player 

hits the Ticket of the Game target during a part icular inning, audience 
members who are 18 yea rs and older can go to the TLC Website and enter the 

unique code from their admission ticket to receive a coupon for the Instant 

Ticket promoted at that game. 

Rolling for Dough 

During halftime, or at a pre-announced time during an event such as the State 

Fair, three people are randomly selected through a drawing. Each is given a 

foam Dice, with the same six pictures on it. The players roll one at a time. If 

two of the three players match their rolls, they each win $500 worth of Instant 
Tickets or cash. If a ll three players match, they each win $5,000 worth of 

Instant Tickets or cash. If none match, they are all still guaranteed $100 worth 
of Instant Tickets and a special Lottery T-shirt. 

T-Shirt Shooter 

At any event, the lottery can shoot T-shirts to the audience with Instant 

Lottery tickets attached to promote a particular game. One T-shirt can have 
a special prize attached, such as tickets to the next game if at a sporting event 

or $100 worth of Instant coupons. 

Happy Dance Event 

Players are encouraged to submit thei r version of a "Happy Dancen for 

winning, or potentially winning, a TLC top prize. This can be done through 
various Internet out lets such as the TLC Website, YouTube, or Facebook. At 

events throughout the season, ask playe rs to show their Happy Dance and, 
with permission, upload players from all over the state doing the Lottery 

Happy Dance. This will help bring new visitors to your Website, create a fun 

activity to draw crowds to promotional events, and expose players to the th rill 
of playing the Lotte ry. 

Promotional Events and Retailer Promotions 8.6- 37 
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Milestone Celebrations 

The TLC's 20th anniversary is quickly approaching. With a direct mail 

coupon, you could host a millionaires' reunion and conduct a few high­

traffic promotions (such as at the Texas State Fair or Prime and Tanger outlet 

malls in San Marcos) with birthday themes. A number of lotteries have done 

this, and the anniversary becomes a big public relations event for running 

special sweepstakes or themed Instant Games. This is also a huge opportunity 

to summarize and publicize the amount of revenue generated for the 

Foundation School Fund. Some lotteries have also considered a special logo 

incorporating the anniversary theme. 

Future Promotional Events 

Promotional events represent a tremendous opportunity for the TLC in many 

areas. With our experience and knowledge of the TLC, we understand the 

process and logistics required to make these events successful. We also have 

a keen sense of where opportunity lies and howwe can help the TLC continue 

to improve upon these events in the future (e.g., more retailer-based events, 

new technology to streamline execution, tighter analysis, and selection of 

non retailer-based events). 

Promotional Events and Retailer Promotions 
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8.7 
Marketing Materials and Related Equipment 

Introduction 

Awell-merchandlsed store creates an appealing, Informative, and compelling 

atmosphere for consumers to make convenient, impulse lottery ticket 

purchases. With the correct mix of marketing material s, a retailer can generate 

foot traffic to drive lottery revenues. The correct mix, which is different fo r 

each reta iler, uses sa les execution techniques specifica lly designed for that 

reta iler and leverages state-of-the -art merchandising equipment to create an 

environment where players can easily find the games they want to play. Th is 

component of the marketing st rategy is aimed at allowing each retai l out le t 

to perform at maximum capabili ty. We recognize there is a range of needs 

across reta ilers and that ~the right fit " can look very different across retaile rs. 

To address the different retailer needs, GTECH is proposing a variety of new 

marketing materials and related equipment that fit the varying retail 

environments and placement criteria . 

The correct materials, however, are only part of the story. Once retailers 

have the materials, it is w hat they do with them that w ill truly affect sales 

at a location. Our sa les force will work to implement the most appropriate 

merchandis ing best practices and customize merchandising so lutions to 

address the unique needs of each retailer. Our lottery Sales Representatives 

(l SRs), as well as the entire GTECH Texas team, work in conjunct ion with the 

TlC to execute and deploy eq uipment into the field. The TlC has the sole right 

to approve all equipment GTECH recommends. 

Havi ng made millions of retailer visits during the last contract period, our 

l SRs have the experience, experti se, and knowledge of the Texas retailer 

landscape to make informed decisions tha t will maximize revenue on a 

retailer-by-retailer basis. They will work with each retailer to deliver the right 

combination of execution support and customized equipment solutions to 

en hance the player and retai ler experi ence - and ultimately increase returns 

to the Foundation School Fund. 

Marketing Materials and Related Equipment 
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Optimizing retailer facings at each store - by ensuring that bins are fully 
stocked and attract the attention of shoppers - is also critical to maximizing 

revenue. Our new state-of-the-art distribution system will provide the most 

accurate retailer inventory levels and will ensure retailer bins remain fully 

stocked. In addition, we are not only able to provide TlC retailers with various 

options to maximize facings, but we also know which solutions work best 
when considering the factors that an individual Texas retailer faces as he 

or she conducts daily business. When demographics change and retailers 

face different challenges, one size does not fit all as it relates to marketing 

execution. A variety of marketing materials is essential to overall TLC 
revenue growth. 

Combining our flexible solution set, with our Texas expertise benefits both 
retai lers and players by increasing the likelihood that players can find and 

purchase the games they want to play. Sales grow, and players have a better 

gaming experience. 

Table 98 
Marketing Materials and Related Equipment 
Response Requirements 

98.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles and responsibilities and detail 

requirements indicated in this section. 
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98.2 
Marketing Materials and Related Equipment 

Figure 8.7 -1: 
In·Store Marketing Materials 

The Right Stuff: With the proper mix of 
marketing materials, TLC retailers can 
optimally use their point-of-sale area to 
grow Lottery sales. As our experience 
launching Powerba'" in Texas emphasized, 
the key is having the right material in the 
right place at the right time. 

Permanent Marketing Materials 

GTECH ensures the Instant Ticket dispensers, playstations, and 

Texas Lottery signs are in new or " like-new N condit ion, including, but not 

limited to, their appearance and functionality. We promptly replace worn or 

damaged equipment at the request of the Texas Lottery. Within three days of 

notification, we w ill resolve all non-sales and/or non-validation equipment 

problems and return the equipment to service, as required under RFP Section 

3.60.45, Failure to Resolve a Lottery Non-Sa les andlor Validation Equipment 

Problem within the Specified Timeframe. 
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Playstations: Creating a Destination for Lottery 

The TLe needs a unit that is highly durable, attractive, and convenient. That's 

why we propose to supply playstations from Go Plastics, a recognized leader in 
playstations for the lottery industry, having already supplied playstations to the 

Georgia, Tennessee, and Virginia lotteries. The proposed playstations will : 

Include storage for materials. 
Have a bright area to display posters, winning numbers, and 
other related Lottery information. 
Provide space for play slips, brochures, and pencils. 
Provide a workspace for the player to fill out play slips. 
Have an enclosed storage area underneath for additional player 
supplies (play slips and pencils). 

In addition to Go Plastics, we may use playstations from Schafer as well. 

We will provide an adequate number of playstations to accommodate all 

licensed retaile rs. 

Unit Appearance 

Figure 8.7 - 2: 
Sample Playstation to Fit TLC Retailers 

Unit Construction 

Clean and Simple: Both retailers and 
players alike will enjoy the easy-ta-use, 
easy-to-clean, playstation. 

The playstations are molded from polyethylene plastic, making them durable 

and long lasting. The plastics are pigmented to match your Lottery colors and 
are dyed all the way through; even if a unit gets scratched, the color will not 

fade or mar. The playstations are easy to clean and require little maintenance. 

Marketing Materials and Related Equipment 
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Supplies 

Texas players will be able to use the playstation with ease. We will ensure that 

all supplies are stocked and available so retailers can give players pencils or 
other writing instruments. 

ADA-Compliant 

As w ith all of our products, we strive to attain and maintain Americans with 

Disabilities Act (ADA) compliance. Our playstation is no different and will be 

ADA compliant. 

TLC Approval 

The playstation is a critical component to securing va luable real estate 

in retai lers' places of business. It also offers a marketing opportunity and 

another means to maintain your brand integrity. We encourage the TLC's 

righ t to approve the design of the playstation, including the colors. 

Confidentiality Claimed 
Not released 
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P/aystation Offerings 

Current TLC Playstations 

We will continue to offer the same style of playstation the TLC currently uses 

(as they are needed throughout the next contract), as our base offering. 

Figure 8.7 - 3: 
Current TLC Playstations in Retailer Environment 

The Right Fit: The current Texas l ottery 
playstation is durable, functional, and 
eye-catching. 

Marketing Materials and Related Equipment 
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Low-Profile Playstation 

This low-profile model assists those retailers who have more basic needs. It 
also gives the TLC a viable option in areas such as Dallas/Forth Worth, where 
restriction ordinances often limit a retailer's acceptable playstation choices. 

This low-profile playstation is also part of our base offering. 

Figure 8.7 - 4: 
Low-Profile Playstation 

Marketing Materials and Related Equipment 
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Confidentiality Claimed 
Not released 
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Confidentiality Claimed 
Not released 

Customized Playstatlon Design 

As an Offered Option, we could also work with the TlC to develop a 

customized playstation that meets the needsof the Texas lottery. The TlC 

could potentially have a custom playstation that is exclusive to you if you 

wanted to exercise this option. If the TlC wanted to work with a different third 
party, we would also be happy to facilitate the design process with a 

third-party vendor of the TlC's choosing. 
Information Redacted 

I nstant Ticket Dispenser §SS2.101/ 466.022/ SS2.139 

Retailer facings will be optimized at each store to ensure tha t bins a re 
consistently fully stocked and to attract the attention of shoppers, e.g., 

by enhancing the facings with fluorescent frames for featured games, as we 

did in the execution of the 2009 Spotlight game. Our new, state-of-the-art 

will provide the most accura te 
retai ler inventory levels and will ensure retailer bins remain stocked. This will 
benefit both the retai ler and player, as increasing the likelihood that players 

can find and purchase the games they wa nt to play drives sa les for retailers 

and improves player satisfaction. 

Marketing Materials and Related Equipment 
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GTECH can provide the TLC with several options for ticket dispensing 

equipment, all of which will securely store, display, and dispense full packs 

of Instant Ticket s. The units provide the best marketing and sales approach 

for Instant Tickets in an aggressive mult lgame (at multiple price-points) 

program. We can accommodate any pack size and any number of games a 

TLC retailer may need to showcase. Our dispensers can be used to market and 

sell specialized Lottery games that may be offered. 

GTECH has established a close working relationship with many major lottery 

ticket-dispenser vendors. Dispensers come w ith proven sa les results, and 

their designs encompass some of the best Point-Of-Sale (POS) techniques 

in the lottery industry. Our vendors produce both injection-molded and 

fabricated Insta nt Ticket dispensers, ranging from single-game units to 

32-game units. Most dispensers are stackable and configurab le in multiple 

arrangements, giving the retailer versatility in ticket display. The dispensers 

we recommend, as options for the TLC, are described in the following text . 

Figure 8.7 - 6: 
GTECH's Instant Ticket Dispensers 

Six-Inch Modular Mini Dispenser 

Stackable and Configurable 
Arrangements: Severa l options of 
GTECH's Instant Ticket dispensers are 
available to the TlC, depending on the 
needs of its retailers. 

GTECH will provide the TLC with a version of the six-inch Mini Dispenser that 

is a dual -unit model, molded of liS-inch polycarbonate material. 
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Figure 8.7 - 7: 
The Dual-Unit Six-inch Mini Dispenser 

Modular Adaptability: This dual-unit 
model offers many ways to organize 
Instant Tickets without taking upvaluable 
counter space. 

With the dual -unit six-inch Mini Dispenser, several of the dispensers can be 

stacked on top of one another by snapping them together (no foam tape is 

required between units to hold them together). We recommend that stacking 

does not exceed four units. 

The Mini Dispenser requires a dual, lockable slide mount between the 

counter and the first unit for mounting. The slide mount is injection-molded, 

and double-stick tape attaches the slide mount to the counter and the first 

dispenser. Two plastrc keys are provided to allow the dispenser to be 

separated from the counter. 

The Dual-Snap-Together Bingo Modular Mini Dispenser 

This dispenser is made of the same material as the dual six- inch Mini 

Dispenser but is sized to more easily hold bingo and crossword Instant Ticket 

Games. This dispenser snaps together w ith the regular dual six-inch Modular 

Mini, requiring no foam tape between units. Thedual Bingo unit can hold and 

dispense regular tickets until bingo and crossword games are launched. 
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Figure 8.7 - 8: 
The Dual Modular Bingo Dispenser 

GTECH" 

Adaptabil itywith Bingo-Sized 
Dimensions: The dual Bingo unit is 
designed to easily hold bingo and 
crossword Instant Ticket Games. 

---

The Promoter Instant Ticket Dispenser 

The Promoter Dispenser can accommodate up to 32 games. It sits 

on the counter to provide prime Instant Ticket vis ibility. This dispenser 

accommodates varying length ti cket packs, 4 inches w ide and up to 1-3/ 4 

inches thick. Tickets lie flat in the drawers, wrap around the front rolier, and 

pull easi ly out the backside. Every drawer contains easy loading instructions. 
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Figure 8.7 - 9, 
The Promoter Dispenser Dispenses up to 32 Games 

Prime Instant Ticket Visibility: The 
Promoter can hold up to 32 Instant TIcket 
Games with high visibility to Lottery 
customers. 

The Promoter's cabinet is constructed of rugged, wear-res istant half-inch 

ABS plastic and features aluminum stabilizer rods for long-lasting durability. 

The clear faceplate is constructed of acrylic. Bin numbers are clearly marked 

on the face of the Promoter, making it easy for customers to tell clerks their 

Lottery game selection. 

Figure 8.7 -10, 
Bin Numbering Ensures Efficient Customer Service 

Efficient Customer Service: Bin 
numbering on the front and back of the 
dispenser allows customers to easily tell 
clerks which lottery game they would like 
to purchase and ensures retailers are 
giving the correct ticket. 
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The Promoter can be securely mounted to the counter, and each drawer has 

a keyed lock for security. 

Other Alternatives 

Each retailer is unique in its own way. As retailers start selling TlC 

Instant Tickets, some will decide that the stack of dual six-inch Mini 

Dispensers is not the best for their store. There is a variety of other Instant 

Ticket dispensers available. While "in-counter" displays offer great security, 

some are not as effecti ve at encouraging sales, Our sales force will work 

with retailers who may need something other than the dual six-inch Minis. 

Ticket menu boards and over-the-register (or terminal) systems may be 

appropriate in certain situations. 

Figure 8.7 -11: 
Ticket Menu Boards 
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Figure 8.7 - 12: 
Over the Counter 

Modular Adaptability: Our Instant TIcket dispensers can easily fit into any retailer's 
counter configuration. They can be placed above the counter, if a retailer's sell ing 
environment requires this type of solution, as is the case for Patel Mart, the Bryan, 
Texas-based retailer shown in the images above. 

As an Offered Option, we could also work with the TlC and our Instant 
dispenser partners to provide customized dispensers that meet the 
TlC's needs. 

Instant Showcase-

The Instant Showcase system is a clerk-operated, 20-game-capacity 

Insta nt Ticket dispensi ng device. It connects and is controlled through our 
sta te-of-the-art Altura- GTl 200 terminal. The in-sto re AccuTherm- Ultra 
lotte ry printer prints reports. Instant Showcase is an Offered Option, as 
described in Section 7.12, Sales Terminal and Related System Sales 
Equipment. 
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Figure 8.7 - 13: 
The Instant Showcase Solution 

Reducing Lines, labor, and Loss: Instant 
Showcase gives retailers the security they 
need to sell more Instant TIckets. 

Retailers participating in recent pilot studies and those w ho have GTECH's 

Instant Showcase in their stores agree that it: 

Generates incremental sa les. 
Decreases retail Instant Ticket shrink. 
Accurately tracks Instant Ticket inventory_ 

Expands and optimizes the retail lottery netw ork. 

Saves labor time via automated reporting to speed through 
end·of-shlft/day reconciliation processes. 

In fact, an independent study conducted by the Reilly Group shows that 

retailers found that Instant Showcase provided all of the benefits just 

described and more. See the following figure for more information. 
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Figure 8.7 -14: 

Improving Instant Sales and Management for Retailers with Instant Showcase 

100 ,---------------------------__________________________ > 

80 

60 

40 

20 

o 

8.7 -18 

Improved Reduced 
Inventory Shrink 

Management 

Saves 
Time 

Retail Improved Ease of Use Improved 
Footprint Reconciliation Reporting Point of Sale 

8lsed on "" of retai\ffl who '~ Completely' and"Agreed Somewhat" 
Soun:~ Study conduct~ by 1M fIoMUy Group. J.1nuary nlI!I 

Reducing Issues for Retailers: An independent study conducted by the Reilly Group 
showed that Instant Showcase reduced many of the typical issues faced by retailers. 

Instant Showcase, which can be placed on top of the counter or in the counte r, 
is a great way for retailers to display Instant Tickets. 

Retailers and lotteries often face problems with ticket shrink, forcing retaile rs 
to carry fewer games t han they o r the lottery would p refer. Hav ing a secure 

device to hold the tickets greatly reduces this problem. 

The setup and operation of Instan t Showcase is simple. Retail clerks place 

activated ticket packs into the ti cket display drawer and load them into 

the burster mechanism. Once locked inside the drawer, the tickets can be 
di spensed and tracked automatica lly. The retailer will a lways know what 

comes ou t of the machine and which clerk (th rough use r identifica tion) was 
logged into the system. 
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Neon Lottery Signs 

Our base neon sign offering has "Play lottery· halo painted Yellow-Gold and 

the state out line halo painted Horizon Blue. The sign is 23 inches by 23.5 
inches and 4.75 inches deep. It requires a 120V, 60Hz, AC electrical outlet, 

Figure 8.7 - 15: 
Neon Sign 

Neon Sign Base Offering: Shaped and 
illuminated neon sign. 

In addition tothe base offering, we also have four Admart neon sign selections 

to offer the TlC, as Offered Options, at an additional charge. Th ree are 
illuminated-shaped window signs, and the fourth is a branded window sign. 
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Option One 

Option One is approximate ly 22 inches by 23 inches with a digital/ screen pri n t 
background. As illustrated in the fo llowing image, the neon-looking stroke 
of the Texas state outline is red, the word ·Play· is amber, a nd the word 
· lottery· is white. 

Figure 8.7 -16: 
Admart Neon Sign 

PLq 
LOTTERY 

Option Two 

Option One: Shaped and illuminated 
neon window sign. 

Option Two is approximately 22 inches by 23 inches (the same as t he first 
option) with a digital/ screen print map background. The neon-looki ng stroke 
of the Texas state out li ne is blue, and the letters are a ll red. 

Figure 8.7 -17: 
Admart Neon Sign 

Option Two: Shaped and illuminated 
neon window sign. 
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Option Three 

Option Three is approximately 22 inches by 23 inches (although the 

dimensions are a bit different from the first two options) w ith a vinyl/screen 

prin t background and red Light Emitting Diode (LED) contour. The logo-type 

is a pop-thru with blue LED illumination, and the "Play Heren is a pop-thru 

wit h red LED illumination, 

Figure 8.7 - 18: 
Admart Neon Sign 

Marketing Materials and Related Equipment 

DOCUMENT REDACTED BY TLC -124·10 

Option Three: Shaped and illuminated 
neon window sign. 

8,7 - 21 



~ GTECH ---

8.7 - 22 

Option Four 

Option Four is a circu lar, branded w indow sign with an l8-inch diameter. 

The sign has an internally illuminated screen/digital print face and can be 

single-sided or double-sided. 

Figure 8.7 -19: 
Admart Neon Sign 

LED Attachments for Neon Signs 

Starlight Prism 

Option Four: Branded window neon sign. 

TLC retailers w il l be able to attract and inform players using our proposed 

24-inch LED Starlight Prism. The Starlight Prism promotes the Lottery brand, 

highlights product promotions, and shows last-minute jackpot information 

to players. The Starlight signs can and w ill be attached to neon Lottery signs 

at the Lottery's discretion. This is part of our base offering. 
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Figure 8.7 - 20: 
Starlight Prism Displays 
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Look at me! The Starlight Prism is clearly visible from 1 S feet away or more. 

With 64 vibrant LED colors for text and graphics, a full-color LED Starlight 

Prism is also available as an Offered Option. 

Figure 8.7 - 21 : 
Full·Color Starlight Prism Displays 
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Continuous-Scroll Feature: The full ·color Starlight Prism display system keeps your 
players updated with visually appealing information. 

The Starlight Prism has a continuous-scroll feature that cycles up to 20 

different messages, allowing for a variety of announcements and notices to 

be broadcast . It also provides unique stored animations and many message 

modes and transitions. Both the full- co lor LEDs and the varied functional 

modes stimulate impulse buys and repeat sales. You can even boost your 

"down to the wi re" jackpot sa les using the Starlight Prism by promoting 

jackpot awareness to players - and potential players - in retail locations. The 

Sta rlight units ca n be updated and programmed via the lottery gaming 

System using a games management application on the Lottery management 

terminal by an authorized user. 

Because the Texas environment va ries, we chose the Starlight Prism for 

its flexi bility. With its attached mounting pole, retail ers will have options 

w ith regard to the best place to put the display, whether on the counter, 

suspended, or mounted. 

The exact location of the Star light Prism w ill be decided by the TLC in 

conjunction with each individual retailer to optimize visibility in each 

retailer's store. 
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Jackpot Display Signs 

Carmanah, Admart, and Adaptive signs, or any combination, are available to 

the TLC as an Offered Option. 

Carmanah Displays 

Lottery awareness and attention-grabbing signage help promote Lottery 

sales and increase branding awareness. Carmanah has been creating 

energy-efficient LED illuminated signs since 1993. These signs are ideal 

for corporate identity, Lottery, point-of-purchase, and gaming applications. 

As part of our selection process to deliver the highest-quality and 

cost-efficient signage to the TLC, we researched many signage providers and 

determined that the LED signage manufactured by Carmanah Signs provides 

some distinct advantages. 

The numerous advantages to LED illuminated signage include: 

More than 11 years of lamp life. 

A higher degree of durability resulting in no breakage during 
shipping. 

No replacement bulbs needed. 

Low maintenance. 
Low-cost, energy-efficient operation. 

Safe, low-voltage wall adaptor. 
Environmental considerations. 

Wireless connectivity. 

With Carmanah's wireless updatable jackpot signs, jackpot data can be sent 

directly from the Altura GTl 200 terminal via a standard Universal Serial Bus 

(USB) connection to the sign's transmitter. Once the information is transferred 

from the Altura GT1200 to Carmanah's USB utility, the data is then wirelessly 

transmitted to the sign via secure, encrypted data. Up to five jackpots can be 

displayed per sign, and many signs wi thin a lOa-foot area can be remotely 

updated at once. This gives your retailers extreme flexibility in displaying 

information to customers, and easy daytime and nighttime viewing from at 

least 100 feet away. With a fixed logo and/or jackpot advertising messages 

designed in conjunction with the Lottery, the Texas Lottery players will eaSily 

identify new information and join the fun. 

With a service life of more than 10 years, Carmanah signs provide substantial 

maintenance cost savings in labor and materials over traditional fluorescent 

or neon-illuminated signs. Additionally, Carmanah LED signs require less than 

1/ 1 Oth the power of fluorescent, neon, or incandescent signs. The follow ing 

examples show the varied styles the TLC may choose. 
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Figure 8.7 - 22: 
Carmanah Triple Jackpot Display Example 

High Visibility: Up to five jackpots can be displayed per sign and many signs within a 
loo-foot area can be updated at once. 

Figure 8.7 - 23: 
Carmanah Scrolling Text Display Example 

Get Your Message Across: Attractive and updateable street-facing signage will get 
players' attention on jackpot values or display public awareness messages. 

Admart Signs 

Admart signs feature LED Edgelit illuminated panels with a black metal frame 

that includes front snap-lock for graphics. The customized changeable face 

allows for new graphics or games. No hardwa re is needed to change them out. 
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Figure 8.7 - 24: 
Admart Sign Example 

Another Way to Grab Attention: Admart offe rs the TLC another viable and attract ive 
jackpot signage option. 

Adaptive Displays 

We also work with a third jackpot sign vendor to give the TLC more options 

in finding the right product to fit its needs. The Adaptive jackpot signs 

have consistently improved lottery sales and branding in markets across 

the country. The two-line jackpot displays will grab attention and inform 

potential players with displays that are clearly visib le from 200 feet. 
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Figure 8.7 - 25: 
Adaptive Two-Line Jackpot Window Display Example 

TEXAS 

®@@~ I,,,,,? #I ;jPIA),ot 

Attention Getters: Viewable from a distance of 200 feet. the Adaptive storefront signage 
improves player awareness of where the Lottery is sold and reminds them they need to 
drop in and pick up a couple of tickets. 

Information Redacted 
§552.101/466.022/552.139 

devices - electronic monitors placed at the POS to advertise Lottery 
products - provide a vita llink between the Lottery and the player base at the 
retail point of sale. They are also effective tools to meet diverse language 
needs, because they can easily and inexpensive ly be programmed to di splay 
messaging in several languages. Increasi ng its language capabi lities will help 
the lottery meet the needs of its diverse retailer and player base to improve 
returns to state. 
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Figure 8.7 - 26: 
Sample Screen 

Conn@cttoth@Player: Displaying 
electronic terminal messages through 

will provide a vital link between 
the l ottery and the player base at the 
retail point of sale. 

Information Redacted 
§552.101/466.022/552.139 

50 ...... Woe II. $1 MUllen or M_I 
- www.texasblockbustef".com 

~ ¥1fSf06IUkr_~_n"""'''''''''lIg(l'~l~ ,,1 bll..... • .... llItT_'-*Y~T .. CducaII» 
- UIU -
L-OTHRY 

8.7 - 28 

can convey specific game launch and winner awareness news 

pertaining to the region and consumer preferences of the trade area. This 

removes part of the marketing burden from retailers and more effectively 

targets the Lottery's messaging to the right players. Today's consumer brands 

are all competing to break through the clutter at retail. The challenges the 

Texas Lottery faces in the retail environment are no different from those faced 

by other brands. 

is a central component of the 360 0 marketing plan because 

of its unmatched ability to capture player attention at the PQS. Placed at 

high-traffic retailers, the digital monitors increase winner awareness, 

educate consumers, and drive greater lottery sa les. They effectively present 

eye-catching messages to potential players at a critical time: w hen they are 

ready to make a purchase decision. 

We will work wi th retailers to make the most effective use of the 

solution. Having installed and operatedl15.000 in-store advertising 

signage displays (more than almost any other signage vendor in the world), 

we have developed a comprehensive set of more than 30 industry-proven 

best practices that we help retailers implement to increase sales. The 

fo llowing figure shows sample best practices. 
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Information Redacted 
§552.101/466.022/552.139 

This consumer-focused direct messaging channel provides a new wayforthe 

TLC to communicate with players - one that will improve the Texas Lottery's 

image and ultimately increase its sales and profitability. messages ca n 

be updated quickly and inexpensively from a central location, reducing the 

labor demands on LSRs and retailers. Updating print POS materials across 

Texas can take as long as two weeks. Updating messaging, on the other 

hand, can be done almost instantaneously. Central control will enable the 

Lottery to customize messages for each retailer. Messages can be based on 

consumer preferences in the retailer's trade area and can provide targeted 

winner awareness news that pertains to the region. In addition, messages can 

be deployed in multiple languages, customized to the language prevalence 

in each retailer's trade area. monitors can also display messaging about 

responsible gaming, the lottery's support for Texas education, or other 

information to improve public opinion. As a high-tech upgrade from print 

POS materials, wil l modernize the image of the Texas lottery. 

Our pilot program resulted in an approximately 
46 percent average increase in daily On-Line Games 
sales. 

In addition to the direct benefit to the Lottery, helps to enhance the 

experience for retailers and players. While shopping in the store, players are 

educated and entertained by the digital signage. 

systems w ill be distributed across Texas to Lottery retailers selected 

based on analysis, similar to the capabilities outlined in Section 8.8, Research 

and Lottery Product Development, which takes into account such factors as 

sa les levels, sales potential, and foot traffic. 

Utilizing to improve lottery product marketing has been proven to 

increase revenue significantly at Texas retailers. An pilot program at 

five H-E-S stores from November 2008 to February 2009 resulted in an average 

increase of approximately 46 percent in daily On-Line Games sales. This was 

we ll above the 19 percent increase experienced in non-pilot stores during 

the same period. 

We expect that the Lottery will be able to replicate the outstanding results 

from this pilot program at retailers across Texas through our proposed 

deployment plan. 
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Figure 8.7 - 28: 

Information Redacted 
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from the Texas H-E-8 Pilot Program 

Creative Merchandising: Participat ing H-E-B stores found creative ways for 
merchandise games and educate players. 
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Figure 8.7 - 29: 

Information Redacted 
§552.10l/466.022/ 552.139 

Pilot Program at Five H~E-B Stores 

11-09-2008 through 02-28-2009 

Average ~centage increase in onlir'le daily sales 

100 ,-----------------------------,-----------, 

Babcock Marbach Dezavala Gu~bt!au Nacogdoches Pilot Non-pilot 
aVeBQe average 

Growing Sales: The H-E-B Pilot program showed that stores with d isplays 
experienced higher sales increases (46 percent) than H-E-B stores that did not part icipate 
in the pilot program (19 percent). 
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Sales Support Marketing Materials 

Marketing Execution Guides 
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To make the sales force more productive, and to determine the 

opt imal merchandising setup fo r each reta iler, GTECH will develop and 

distribute comprehensive merchandising execution guides to our l SRs. 

The guides communicate strategy, goals, and techniques, allowing l SRs 

to work with ret ai lers to create customized solutions for each 

retail environment . 
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Figure 8.7 - 31: 
LSR Execution 

Ensuring It's Done Right: Proper execution is just as important to sales success as the 
actual marketing materials themselves. 

In February 2009, in collaboration with the TlC, we started creating monthly 

execution guides to assist the lSRs in planning and preparing their field 

activities and to improve merchandising at retailers across the state. The 

guides are based on the experience we have accumulated over the years 

across the Texas retail network as well as on best practices gleaned from other 

jurisdictions. By utilizing these guides, our lSRs can provide the best support 

for each retailer and help them to properly merchandise lottery games and 

improve sa les. 
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Moreover, the guides ensure consistent launches of new products and 

promotions across the state and optimal advertising placement to capture 

the maximum sales from new initiatives. Players enjoy a better in-store 

experience by being able to find the games they want to play and receiving 

consistent messages about the Lottery. Retailers benefit from superior sales 

force support that enables them to maximize their sales potential. 

Confidentiality Claimed 
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Our merchandising approach ensures maximum returns by coordinating each 

component - internal and exterior POS execution, LSR selling activities, and 

retailer training - toachieve superior execution and higher sales. For instance, 

GTECH independently developed and Invested in fluorescent frames for the 

Blockbuster game and created new Lottery T·shirts for staff to sell in new 

games and to wear at special events to advertise key games. We also provided 

retai lers with merchandising and sales training materials to help them 

promote winner awareness, make players feel welcome, and effectively use 

promotions and advertising. The execution guides we provided addressed 

each of these components to ensure that they were effectively deployed and 

coordinated, thus improving the player experience and maximizing each 

retailer's sales potential. 
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Easy Play Cards 

Our new Easy Play Cards increase awareness by creating a prominent POS 

presence. Easy Play Cards are colorful, eye-catching paper slips with a bar 
code that enable players to purchase specific On-line Games at specific price 

points quickly and conveniently. Easy Play Cards are an Offered Option. 

As part of the 3600 Marketing Plan, the Texas lottery recently introduced 
Easy Play Cards as a new in-store solution to improve awareness of On-line 

lottery games at the POS. Players can either hand the Easy Play Cards to the 

retailer or use them at a GamePoint to purchase their desired games. These 
cards are advantageous for both retailers and players because they improve 

transaction convenience, streamline the purchase process, and save time for 

both retailers and consumers. 
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Figure 8.7 - 34: 

Easy Play Cards 
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Quick, Easy, and Eye-Catching: Easy Play Cards currently offered in Texas include cards 
for Lotro Texas, Mega Millions-, Texas Two Step, and Cash Five games. 

If we roll out Lottery Inside - our innovative in-lane solu tion tha t enables 

On-li ne Ga mes to be sold at a regu lar checkout register w it h the simple swipe 

of a bar code - the Easy Play Card will permit players t o purchase On-Line 

Games even more conven iently at the places they prefer to shop. Lottery 

Inside, as described in Section 7.12, Sales Terminal and Re lated System Sales 

Equipment, wi ll significantly increase point s of access and enable the Lotte r y 

to sellOn-line Games in retai l settings that were previously d ifficu lt to 

penetrate due to space constraints and the capita l-intensive nature of 

deploying terminals. 

Easy Play Cards ca n be used f lexibly as permanent f ixtures or as a tempora ry 

marketing tool to promote usage of Lottery Vending Machines (LVMs) and 

Lottery Inside for purchas ing On-Line Games. 

Easy Play Cards increase awareness by creat ing a prominent pas presence. 

Their bright colors and attractive designs draw attent ion t o Lottery games. 

Moreover, prominent Easy Play Card placement enables Lottery products to 

stand out against the clu tter at the pas, encouraging impulse purchases. 
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Figure 8.7 - 35: 
Sample Easy Play Cards POS Display 

Cut Through the Clutter: Easy Play Card s 
increase awareness by attracting 
consumer attention at the POS. 

Easy Play Cards are proven tools for raising awareness and increasing 

retailer sa les. As mentioned previously, an Easy Play Card pilot at 142 Texas 

retailers in early 2009 resulted in a 5.8 percent average increase in weekly 

retai ler sa les after the cards were introduced. Stores without Easy Play Cards, 

by comparison, experienced only a 0.4 percent increase in weekly sa les. When 

rolled out on a statewide basis, Easy Play Cards wil l be able to significantly 

increase revenue growth at retailers across Texas. 
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Vehicle Signs 

GTECH is also will ing and able t o provide and install Texas Lottery-approved 

signage on the fleet vehicles we use in Texas. 

Figure 8.7 - 36: 
Fleet Vehicle Signage 
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Inventory 

GTECH provides the Texas Lottery with monthly inventory reports for 

all marketing materials and related equipment. These reports also include 

a summary ofthe conditions of all items. For a complete description of 

our inventory management capacities in this area, please see Section 9.S, 

Promotional Item and Point of Sales (POS) Verification and Receiving, and 

Section 9.6, Promotional Merchandise Inventory. 

98.3 
Updating Signage 

Wired Signage Updates for Texas Retailers 

The Altura GTl 200 has flexible port utilization depending on which options 

or peripherals the TLC may want to use. Many of the ports in our standard 

terminal installation are already deSignated to update signage. ln addition, 

the terminal has eight additional, unoccupied ports that can be used to 

update signs through wired communication. The terminal is more than 

equipped to handle any w ired sign updates the TlC wants to execute. Further 

information about terminal ports and their utilization can be found in Section 

7. 12, Sales Terminals and Related System Sales Equipment. 
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8.8 
Research and Lottery Product Development 

Introduction 

Researching and testing new game concepts and game alterations is a vit a l 

part of GTECH's portfolio development process. By gathering data - and 

gaining valuable insight - into players' attitudes. participation levels. and play 

patterns regarding Texas Lottery products, we can identify new gaming 

opportunities and prepare for potential alterations to your game portfolio. 

While we're doing all this development work, we' ll continue to ensure that the 

Texas Lottery maintains the public's trust and integrity at all times. 

To provide the TLC with proper support so it can optimize its sales, GTECH 

follows a portfolio development philosophy that encompasses: 

Continual analysis of the existing portfolio to ensure that a broad 
range of players is engaged. 
Rejuvenation of the existing game portfolio to capture lapsed 
players when there is an opportunity. 
Introductio n of new games into the portfolio to capture 
potential new players. 

Research and Lottery Product Development 
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Our portfolio development philosophy is intended to protect and enhance 

the Texas Lottery brand image. Gathering information, at mUltiple levels and 

with multiple techniques, is crucial to predicting what the actual performance 

and market reaction to game changes will be once the games are in the field. 

That 's why we use techniques such as: 

Retailer and player surveys conducted on our new GTECH 

Partnering w ith universities to gauge new demographic needs. 
Traditional research using advanced techno logy and analytics. 

Research and Lottery Product Development 
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Understanding the uniqueness of a particular market is essential to 

developing successful games for that market. How Texans respond to an 

alteration in the lottery 's game portfolio will always be unique - unlike the 

response another state's players will have to their lottery's game changes. 

With a population of almost 2S million, spanning more than 268,000 square 

miles, Texas itself presents distinct geographic and psychographic reactions, 

and thus unique opportunities, for game portfolio alterations. Players in Gu n 

Barrel will differ greatly from their counterparts in Pasadena in their reaction 

to a new Texas lottery game. That difference means your vendor must have 

the tools and technologies to analyze your very diverse consumer base - and, 
just as important, have the resea rch and development staff to turn research 

and reports into meaningful, actionable initiatives. 

Research findings, best practice concepts, and general 
strategies must be properly implemented in the real 
Texas environment, and that is where our knowledge of 
and experience in the Texas marketplace are critical. 

We have a variety of tools and strategies at our disposal to collect and analyze 
data and research. However, this research and analysis can only get a lottery 

started on a successful path. Without the proper execution of research 

findings, best practice concepts, and general strategies, all the research, 

analysis, and theory are worthless. They must be properly implemented in 

the real Texas environment, and that is where our knowledge of and 
experience in the Texas marketplace are critical. 

Research allows a vendor to have a high degree of confidence for 

implementing marketing plans and helps manage risk to increase the 
likelihood of success. It is imperative to have analysis and research in hand 

prior to acting. However, when executed in the field. no theory or strategy 

runs without a hitch. Our sales force has proven its ability to adjust quickly, 

recognize necessary actions to take. and correct mistakes in the field when 
necessary. Theory sounds great on paper, but if a vendor can't execute it, that 

Research and Lottery Product Development 
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theo ry is worth little. We know what to do with the research and analys is we 

conduct. and th is execut io n is essentia l if the investment put into research 

and analys is is to real ize its maximum return. 

Table 101 
Research and Game Development Response Requirements 

101.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibi lit ies, and detail 
requirements indicated in thi s section. 

101.2 
Overview of Proposer's Research and Development Process for 
New Games and New Game Introductions 

Confidentiality Claimed 
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GTECH will continue to provide a detailed analysis and plan for new lottery 

products or product modifications, upon request by the TlC. At a minimum, 

the analysis will include: 

Proposed additional lottery products and an indication of the 
order in which those products might be introduced in Texas. 

An indication of the anticipated time required to develop and 
implement a new lottery product or product modification, 
while maintaining sales levels of all games at maximum levels, 
based on experience in other states. 

The possible impact (ca nnibalization) of new games or game 
modifications on exist ing lottery products. 

Please see Section 7.2.1, On-line Game Development, which further discusses 

the GamePRO approach and our overall game research process. 

Market research is essential to facilitating decision-making and to the success 

of any new product or initiative. In the 12-month period ending December 

31, 2009, GTECH's worldwide market research efforts included 35 studies 

(incl uding focus groups) consisting of more than 20,216 sample players and 

retailers across 139 cities. 

Figure B.B - 3: 
GTECH Market Research Projects Completed for the 12-Month 
Period Ending December 31. 2009 

Americas International Total 

Studies 24 11 35 

locations 95 44 139 

Sample (Players and Retailers) 12,041 8,175 20,216 

We have a wide range of research capabilities we use to analyze a market, 

uncover gaps, develop new game concepts, analyze how those concepts 

fit in the market, and then refine them before a game is launched. During 

the last three fiscal years, GTECH (excluding lottomatica) spent $'25 million 

on Research and Development (R&D). The results of our ent ire game concept 

design and development research are shared w ith the Texas lottery 

upon request. 

Research and Lottery Product Deve~pment 

DOCUMENT REDACTED BY TLC -124-10 



, GTECH' ---
Customized Research Capabilities 

For 25 years at our corporate office and 18 years in Texas, our research 

program has been centered on using sound research methodologies to 
clearly identify the underlying issues and questions on the minds of our 

customers, players, and retailers so that we can provide viable answers to 

those questions. Our Market Research Group can work with you to develop a 

customized research initiative. They can also recommend a specific research 

method and tailor it to your needs. Members of the group will be available 

to consult with your staff on best practices for conducting research efforts. 
and they have several research services and programs available that would 

benefit you. Our range of market research resources offers you unrivaled 

capabi lit ies to help support your future product growth. The research process 

can include the fo llowing elements as needed by the Lottery: 

Primary research planning and management support: 

Objective setting. 

Vendor sourcing /negotiation. 

Research project management. 

Research finding summaries and summary distribution. 

Focus group ideation and moderation. 

Internet database maximization through survey 
opportun ities consultation. including Zoomerang. 

Secondary research: 
Industry profiling. 

Market sizing. 

Consumer preferences. 

Market players. 

Market share. 

Regulatory environment status. 

Technology/consumer trends. 

Demographics. 

Competitive intelligence. 

Analysis/synthesis. 

Prima ry Research Program 

To support your primary research efforts. our Market Research Group will: 

Help set objectives during research· project planning stages. 

Source research vendors and negotiate with them. 

Manage research projects. 

Summarize and disseminate research findings. 

Develop ideas for. and moderate. focus groups. 

Consult on maximizing an Internet database for 
survey opportunities. 

Research and Lottery Product Development 

DOCUMENT REDACTED BY TLC -12-4·10 

8.8-7 



;' GTECH' ---

Research 
Method 

Segmentation 
Studies 

Focus Groups 

8.8-8 

To supplement our market research team, we access the knowledge and 

expertise of global and local research firms, including Millward Brown, Reilly 

Group, Crestwood Associates, Northstar, Synovate, and Infosurv. 

Secondary Resea rch Prog ram 

We also purchase ongoing access to vast research databases, including those 

of Worldwide ORC, Media Entertainmen t Consul ting Network, and Retail 

Forward (TNS). Their data includes information on industry profi l ing, market 

players, regulatory environment conditions, demographiCS, technology, 

consumer trends, and market sizing and share. 

Resea rch Methodologies 

We have employed a host of research techniques that have p roven extremely 

va luablefor lotteries. The following table out lines some of the methodologies 

we use to create the best research plans avai lable. 

Figure 8.8 - 4: 
Research Methodologies 

Supplementary 
Value to the TLC 

Information 

Segmentation studies • To have the competitive edge, it 's 
determine simi larities and important to be in tune with consumer 
differences among ta rget wants. Segmentation studies provide 
groups and identify what insight on consumer preferences so that 
motivates these groups' strategy formulation and tactical 
members to buy. Segments decision-making can be enhanced 
often comprise consumers • These studies greatly help understand 
who are as similar as possible how to market effectively. Market ing 
to each other but as different campaigns and products can be 
as possible from those in other targeted to specific groups according to 
segments. Target segments are tastes and needs 
then selected and profiled 

Focus groups involve asking · Focus groups are effective for acquiring 
people about their attitudes feedback to screen game and 
towards products, services, technology concepts for likelihood of 
concepts, advertisements. market acceptance 
ideas, etc., in an interactive · Focus group follow-ups w ith reta ilers 
group setting and/or players after equipment pilots 

and game launches provide a great way 
to gain ideas for improvement 

Research and Lottery Product Development 
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Method Information 

Attitude and These quantitative studies 
Usage (A&UI measure product awareness, 
Studies popularity, use, and 

perception. Items measured 
can include lottery campaigns, 
communications, and overall 
brand va lues 

Group Large numbers of consumers, 
Audience chosen using established 
Testing recruiting criteria, are 

assembled to gauge their 
likelihood to play, along with 
the games' ease of play, prize 
structure effectiveness, and 
other player acceptance and 
purchase factors. Group 
audience testing is also used to 
test new game concept appeal 

Tracking These ongoing studies address 
Studies player spending, including 

spending frequency and other 
related buying behaviors 

Mystery During mystery shopper 
Research research, independent 
Shopper researchers, highly trained in 

lottery retailing, identify and 
reward best practices in the 
marketplace while identifying 
areas for improvement 

Research and Lottery Product Development 
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Value to the TLC 

• We design and use these studies to 
identify concepts for development and 
game product "go/no go" 

• A&U studies can show if games need 
re-branding to change or reinforce value 

• They can also help with evaluating 
advertising effectiveness 

• Group audience testing complements 
focus group findings, w hile using more 
robust sample sizes (25-50 people per 
group), leading to more quantitative 
analyses than those of focus groups 

• Group audience testing can include use 
of the Perception Ana lyzer (described 
later in this section), w hich allows for 
real-time feedback by respondents and 
response review and evaluation by 
lottery staff 

• Tracking studies help identify 
promotion, game launch, and economic 
climate impact 

• These studies often pinpoint game 
performance issues to allow lotteries to 
react if necessary 

· Many times these studies reveal 
geographic and seasonal differences in 
lottery performance 

• This research identifies attributes that 
influence retail performance and has 
been used with lottery retailer 
optimization efforts to develop 
predictive sales models 
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Internet 
Research 
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Intercepts 
Studies 

Supplementary 
Value to the TLC 

Information 

According to "Inside Research" · Internet research enables concept 
(January 2009), an estimated testing with large sample sizes (400, 600, 
43 percent of all U.s. research 1,000, or more) to represent an entire 
is now conducted on the market. What's more, fielding generally 
Internet (based on 2008 data). takes only a few days, so turnaround 
A recent poll found that lottery times are much faster 
players have a higher level of • Our Game Development Group uses 
Internet penetration than does Internet research to improve basic 
the general population. We, concepts before running them by lottery 
too, have found that our product and marketing teams. Internet 
customers are now accepting surveys could be performed in Texas to 
the idea of using the Internet test new game concepts, enhancements, 
for player research and the appeal of promotional games in 

your market 

is the fastest tool in • Intercept research identifies "real world" 
the industry for capturing real-time attributes that influence 
real-time survey information retailers and players on the potential of a 
from consumers and retailers. new product 
Surveys can be created and 
launched in minutes 

Process and Methodology Support 

To execute our research process in Texas and support our multiple research 

methodologies effectively a nd efficiently, we offer a nu mber of resea rch tools. 

These tools include: 

Research Supporting Tools: 

Information Redacted 
§552.101/ 466.022/552.139 

GamePRO. 

Perception Ana lyzer. 

Zoomerang. 

Nielsen Claritas. 

Lottery Marketing Database (LMDB). 

Global Research Initiatives: 

8.8-10 
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Collaboration with universities. 

Global Gaming Market Research Exchange. 

Research for Innovation program. 

2008 World Player Study. 
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Confidentiality Claimed 
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Perception Analyzer - Real-Time Results 

For focus groups and group audience testing, our consultants use the 

Perception Analyzer, an Audience Response System (ARS) used interactively 

to measure group responses in real time, described in the following figure, 

Figure 8_8 - S: 

Perception Analyzer 

Get the Real Picture: With the Perception Analyzer, you get honest feedback, instantly. 

The Perception Analyzer combines quantitative research benefits with the 

interactive nature of traditional focus groups. Concepts can be tested w ith 

current, lapsed, and non-players and with retailers to identify those games 

most likely to succeed in your market. 

Research and Lottery Product Development 

DOCUMENT REDACTED BY TLC -124-10 



;,:' GTECH' ---
Respondents use wireless, handheld devices to dial in feedback to 
questions during focus groups, meetings, or presentations. A wireless 
receiver (console) connected to a computer polls the devices and instantly 
tallies the results. Those results are immediately available (in aggregate 
and by subset) to be viewed privately by surveyors or publicly by both 
respondents and surveyors. During political races, it is common to see on-air 
focus groups evaluate speeches and debates with the Perception Analyzer 
as instantaneous opinions and feedback of people who are surveyed are 

ana lyzed and discussed by news commentators. 

Figure 8.8 - 6: 

Perception Analyzer Focus Groups - Provide Valuable Information to Your Lottery 

Ready to View: lotteries can use a focus group's Perception Analyzer responses, which 
appear Immediately on a viewing-room monitor, to ask follow-up questions. 

Research and lottery Product Development 
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Results are also available for analysis in graphical, cross-tab, and quick 

frequency formats. They are exportable to SPSS as a .por file, to Excel as an 

ASCII file, to the Internet as a HyperText Markup language (HTMl) file, and 

to presentations and/or reports as .jpg or .pdf files. 

Perception Analyzer Advantages 

We have collaborated with the MSR Group of Omaha, Nebraska, for many 

years in using the Perception Analyzer. Although the Perception Analyzer 

offers additional advantages in evaluating other stimuli (e.g., animations and 

commercials), the following are benefits used in evaluating lottery concepts. 

The Perception Analyzer benefits: 

Eliminates "group think· bias and promotes honest 
communication and full group participation. Accurately 
measures individual opinion because feedback is non-verbal 
and anonymous. 

Provides research analysts and clients with instant data 
turnaround; you can leave the session with your data. 
Offers the most precise evaluation for any ongoing project (e.g., 
television and radio advertising, entertainment programs, etc.). 

Enhances participant interaction, keeping respondents 
more attentive for session durations. 

Using the Perception Ana lyzer takes surveying, such as in focus groups, to a 

higher level. With the Perception Analyzer: 

larger numbers of people can be accommodated in a shorter 
span of time. 

A quantitative result can be obtained. Interviewing a smaller 
group of 8-1 0 people, for example, can yield a purely qualitative 
(summary discussion) result. 

Quant itative research is more actionable: it can direct 
you to deciSions rather than additional research phases. 
When a statistically reliable data set is required, the 
Perception Analyzer is strongly recommended as 
business decisions can, and often should, consider 
player input. 

In spring 2008, GTECH and the Rhode Island Lottery conducted audience 

testing of , SO subjects to measure the appeal of four new monitor game 

concepts. Two concepts stood out, allowing game designers to make product 

enhancement and rollout decisions. Th is type of research can also be used to 

refine concepts already in the marketplace. 
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Nielsen C/aritas - On-Target Game and Player Market 
Analysis with PRIZM 

We work with Nielsen Claritas and use its Prime Location geo-demographic 

tool. which is described later in this section. Another C1aritas tool we use is 

PRIZM, an industry-leading consumer segmentation system that yields the 

most comprehensive and precise market insights available. PRIZM unites 

demographic, geographic. and consumer behavior data to help lotteries 

identify and understand customers and prospective customers. 

PRIZM defines U.s. households in terms of 66 demographically and 

behaviorally distinct types, or "segments,8 to help marketers discern 

consumer preferences, life styles, and purchasing behaviors. Used by 

thousands of Fortune 500 company marketers. PRIZM provides key data 

required for marketing in today's increasingly diverse and complex 

marketplace. 

With PRIZM segmentation, you can tailor messages and products to specific 

prospects and customers. Because PRIZM is linked to the surveys and panels 

of most major U.S. marketing databases, the segmentation system enables 

advertising targeting based on virtua lly any purchase and media behavior 

(television, cable, Internet, radio, newspaper, and magazine). 

Research and Lottery Product Development 
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The TLC can use this link to identify the media behaviors of many kinds 

of lottery customers - frequent players, players of specific games, etc. In 

addition, PRIZM links to nearly all major direct mail list providers and can be 

appended to a customer file (w inner 's file) or custom survey - making any 

consumer insights program actionable through database marketing tactics. 

Lottery Marketing Database 

The most comprehensive database in the industry, our proprietary Lottery 

Marketing Database (LMDB) is another tool we will use to help the TLC analyze 

industry trends and develop jurisdiction-specific best practices. The LMDB 

contains 20 years worth of sales and jackpot trend data, as well as game 

parameters and historical information for our domestic customers and a 

majority of our international clients. The database also contains population 

information, number of terminals, and other important tracking va lues with 

sales classified in different categories (e.g., by week, draw, day, and jackpot). 

Our Data Analytics Group uses this data repository to provide in-depth 

analyses of nearly 100 lottery clients to our customers, evaluate worldwide 

lottery markets on a daily basis, and develop and apply best practices specific 

to a particular jurisdiction. Our Texas-dedicated marketing analyst will have 

fu ll access to the LMOB and work closely with GTECH Corporate Marketing to 

meet your analysis requirements. 

Confidentiality Claimed 
Not released 
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Confidentiality Claimed 
Not released 

We will provide you with regular analyses from the LMDB (in combination 

with the PrimeLocation player analysis tool) . These analyses will aim to reveal 

games, promotions, and retailing strategies that are likely to be successful for 

the TLC. We will also share other lotteries' performance data by providing 

comparative reports against other u.s. lotteries on a quarterly basis to help 

you adapt your own product and promotional strategies. This data will be 

accessible to Texas Lottery personnel. 
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GTECH Marketing will continue to gather additional pertinent data for 

providing our customers with the analyses necessary for making critical 

business decisions. To that end, we are expanding the lMDB to include daily 

summaries of transaction data for all products at the device level. Sales, 

cancellations, validations, and claims for online products are being included, 

along with orders, confirmations, activations, and settlements for each 

instance. While many kinds of analyses can be performed today on a "one-off" 

basis, having regular access to this level of data specificity will allow our 

marketing team to provide assistance in a consistent, proactive, and 

collaborative manner. This outstanding data warehouse will make the 

most of GTECH's transaction volume and institutional knowledge to further 

support and drive best practices. 

This expanded lMDB tool, our Worldwide Marketing Database (WWMDB), will 

contain a more granular level of information to dissect lottery trends and 

performance. The WWMDB went live in spring 2008 w ith the New York and 

Rhode Island lotteries and currently contains information from nine lotteries. 

We are continuously working with lotteries around the world to incorporate 

more information into the database and bolster the data we can use for 

analysis. 

The WWMDB will provide the TlC with a deeper level of analysis to 

develop stronger best practice strategies that came from analyzing lottery 

performance information from around the world. Furthermore, we would 

greatly appreciate having the lottery join us in this endeavor by adding its 
Information Redacted . . . 
§S52.101/ 466.022/ 552.139data to our warehouse to make It that much more robust. We are recruiting 

other GTECH customers to expand the WWMDB's available data and can 

continue to help our customers identify new incremental revenue 

opportunities. 

In addition to these databases, with our new reporting sol utions (the 

and Performance Dashboard tools), we also 

have tremendous capability to access, gather, report, and analyze the Texas 

lottery's sales data to make smart, meaningful decisions that drive your 

growth. These sa les analysis tools, alone or in concert, will help you facilitate 

sound decision-making regard ing your marketing, advertising, game, and 

promotion offerings. For further information on these reporting solutions, 

and how they can be used to help you identify opportunity, please see 

Section 7.9, Reporting. 
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Global Research Initiatives 

Collaboration with Universities 

GTECH has also worked with Johnson and Wales Unive rsity (JWU) on a 

collaborative course as a real-world problem-solving experience. The 
class was made up of 20 handpicked juniors and seniors who are electrical 
engineering, computer sCience, computer graphics, and business marketing 
majors. They were split into four teams and challenged to come up with a 
concept for a new social space lottery game. The teams then had to perform 
peer-group research on the acceptability of the concept, create a prototype, 
and present the concept to a panel of GTECH and JWU reviewers. 

The course began with a series of lectures from GTECH presenters on the 
lottery business, games, marketing, technology, math, regulations, etc., to 
introduce lottery gaming. The teams came up with their concept and created 
prototypes. The concepts have many interesti ng aspects and could have 
future va lue for GTECH. 

Global Gaming Market Research Exchange 

In September 2009, our Market Research Group hosted the first 
customer-and-vendor Market Research Exchange. Eighteen market 
researchers attended the two-day event. They represented lotte ries from 
the U.S., Canada, and Europe, as well as the companies Lottomatica, 
GTECH, Atronic, Spielo, and GTECH Printing Corporation (GPC). 

The Research Exchange was organized to gather insights from participants 
to improve research methods and identify common, and uncommon, 
approaches to market research. Each attendee was asked to prepare a 
presentation about a market research issue they have encountered. The 
presentations covered a wide range of topics: 

Research methodology. 
Attitudes toward lottery play. 
Tracking and segmentation studies. 
Customer satisfaction. 
Respondent screening challenges. 
Sales forecast modeling. 

The agenda also included brainstorming sessions, a preview of upcoming 
projects and the potentia l for collaboration, and a session on customer 
expectations for market research. 
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A survey to conclude the event showed 87 percent of the attendees had thei r 

objectives met, and 80 percent would like to attend another meeting, We 

currently have plans underway to hold another Market Research Exchange 

and quarterly teleconference meetings. The information gained and shared 

in these types offorums allows us to have a clear idea of the current 

marketplace and better serve our customers' research needs. 

The Research for Innovation Program 

In keeping with our progressive outlook, the GTECH Market Research Group 

designed a worldwide program, funded by our corporate R&D efforts, ca lled 

Research for Innovation - The Toolk it for Product Development. This program 

captures new game ideas and equipment concepts and looks at how we offer 

games to players. 

Figure 8.8 - 9: 

Research for Innovation Program 
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Customer Focus Across the Board: Our Research for Innovation leads to GTECH 
developing products and services that meet our customers' and their players' needs. 
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We've completed three phases of Research for Innovation focus groups 

(42 consumer groups and 36 reta iler groups across 10 countries, including 

9 North American locations across the three phases). What's more, we've 

evaluated more than 75 concepts, many of which have gone on to further 

development and pilot testing. 

Research That Leads to Innovation: Gemini-

Our retailer, player, and lottery research, combined with our 20 yea rs of 

experience in the self-service industry, has led to our Gemini self-service 

lottery Vending Machine (lVM) that sells On-line Games via push buttons or 

play slips. As part of the Research for Innovation program, the use of push 

buttons for online play was thoroughly studied in reta iler and player focus 

groups. Players were found to prefer the simplicity of push buttons, so 

adapting the push-button method, which we already used in our instant 

self-service devices, to the selling of On-line Games was a logical next step 

for GTECH in the evolution of its self-service products. Using push-button 

ticket windows for selling Instant Tickets via self-service devices has proven 

to be the simplest and most effective solution. 

With the Gemini terminal, On-line Games are presented to players using 

Quick Pick push buttons or play slips rather than touch screen interfaces. The 

use of play sl ips will allow TlC players to choose from any of their favorite 

On-line Games w ithout confusion or cluttering of the machine. 

The 2008 World Player Study 

A major learning initiative, the World Player Study is a good example of our 

commitment to st rategic research under our R&D program. 

In March 2008, GTECH commissioned the 2008 World Player Survey, a 

compelling study of lottery players around the world. For this study, GTECH 

retained one of the world 's leading marketing research agencies, to survey 

sel f-identified lottery players w ith Internet access who played in the previous 

year. The survey included equal -sized player samples from the United States, 

Mexico, Canada, Italy, Sweden, Poland, China, Taiwan, Australia, and the 

United Kingdom. At least 2,000 of the total 8,000 players surveyed were in 

the 16-to-34 age demographic, lending va luable insight into the mindset of 

those players who have been at the center of lottery debate for many years. 
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Figure 8.8 -10: 

2008 World Player Study 
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A Window on the Gaming World: The 2008 World Player Study identifies trends 
on a global basis and sheds new light on the mindset of the 16-to-34-year-old 
player demographic. 

The World Player Study identifies current attitudes and usage patterns 

concerning: 

lottery play, non-lottery gaming, and the Internet. 

Future gaming opportunity anticipat ion. 
Brand maturity level and competing gaming fo rces identification. 

Core participation levels and spending. 

Best practice data generation. 

The World Player Study fuels GTECH's ongoing best practice development, 

which will be conducted and updated in 20l 0. lt also reinforces our current 

effort s to provide the marketplace w ith the best solutions available. 
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Strategic Planning Process for Future-Proofing 

To be ready for obstacles and opportunities as they arise, it is important 
for the Texas lottery to continually monitor and evaluate trends that 
could impact it in the future. The trend-evaluation process encompasses 
societal trends, demographics, consumer behavior, consumer products, 
gaming/ media, and technology. Macro trends could potentially develop 
into opportunities or threats for the future of the Texas lottery. 

To ensure the lottery is well positioned in an uncertain future - and doesn't 
lose its relevance - we've created a strategic, future-proofing process that the 
Texas lottery and GTECH would collaboratively work through every two years 
for the duration of the contract. The process would include actively scoping 
out new opportunities and risks, which would ensure the lottery remains in 
the best position to achieve the desired returns to the state. Together, we will: 

Monitor and evaluate market trends. 
Identify relevant opportunities and threats. 
Develop action plans. 

Monitoring and Evaluating Market Trends 

Throughout the contract, GTECH and the lottery will conduct a 

comprehensive study, every two years, to research macro trends that could 
potentially affect the Texas lottery. The study will require devoted resources 
from both GTECH and the lottery to ensure optimal coverage. 

The first step of this extensive research project will take advantage of many 
secondary resources, including but not limited to market research reports, 
analyst reports, news articles, trade associations, and think tanks/futurists. 
The output of this step will be a robust list of macro trends that will be further 
assessed in a collaborative process by GTECH and the Texas lottery. 

We've already begun this step of the future-proofing strategic-planning 
process. We have completed the first iteration. We've reviewed a range of 
research, combined with our global expertise, to generate a list of 32 key 
macro trends. The remainder of the step will focus on a subset of these trends. 
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Macro Trends for Further Assessment 
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Assessing l arger Trends: By identifyi ng and examining large future trends on a regu lar 
basis, we will work the TlC to prepare for occurrences that could affect future business_ 
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Identifying Relevant Opportunities and Threats 

After researching and compiling the list of macro trends, each trend will be 
assessed to determine which ones are most releva nt to the Texas Lottery in 
the next 5-to-15 years and which require action plans or modifications to 

current TLC strategy. Going forward, this assessment will be a joint effort 
between GTECH and the Texas Lottery. It will leverage GTECH's considerable 
experience in other jurisdictions, global footprint, and leading-edge 
research. The process will examine the re levance, likelihood of permanence, 
and time frame (to eliminate far-offtrends) for each trend. As we assess these 
trends, we will sort them into three categories, listed next and shown in the 
illustration following the list: 

1. Disregard: Trends that have no relevance to the Texas Lottery 
will be disregarded. There are three mai n reasons for choosing 
to disregard a trend: 

Unclear link to gaming/the Lottery. 
Not likely to be permanent. 
Too distant in the future. 

2. Monitor and reevaluate as trends develop: Remaining trends 
with uncertain relevance to the Texas Lottery will be placed in 
the "monitor" category, and be re-evaluated at the next 
future-proofing exercise in two years. 

3. Develop future-proofing plan: Future-proofing plans will be 
developed for those trends that we can identify as relevant and 
tangible opportunities or threats to the Texas Lottery. 

Research and Lottery Product Development 

DOCUMENT REDACTED BY TLC -124-10 



~. GTECH' ---
Figure 8.8 - 12: 

Strategic Process for Identifying Opportunities and Threats 
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looking to the Future: By fleshing out the characteristics of each trend. the Lottery w ill 
be poised to consider any future implications. as well as potential actions that should be 
taken to add ress the trends. 

Developing Action Plans 

We will develop a business case and action plan for the trends expected to 
be most relevant to the future of the Lottery. The Texas Lottery and GTECH 

wi ll collaborat ively decide which trends merit preemptive action. For each 

actionable trend, subsequent cha nges to the business plan will be detailed 
fo r implementation. This w ill involve a thorough evaluation of necessary 

changes in the distribution network, product mix, merchandising and 

marketing strategies, sales force, and support infrastructure. 

This research has allowed us to identify six key trends in the area of 

future proofing: 

1. Cashless transactions. 

2. "Going green." 

3. Continued growth in big box retai ling. 

4. Social networking/viral marketing. 

5. Social gaming. 

6. Evo lution of Baby Boomers. 
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We believe these areas are relevant to the Tl C, either today, or in the very 

near future. Thus, we have focused much of our efforts (the Renaissance Card, 

the GTECH G2 brand, our focus on corporate account recruitment and 

optimization) into these future-proofing areas. 

Other Macro Trend s Not Included in Fu ture-Proofi ng Plan 

Trends that have uncertain relevance to the Texas lottery are slated forfurther 

monitoring and reevaluation at the next future-proofing exercise, in two 

years. These trends mayor may not necessitate comprehensive modifications 

to the business plan. Additionally, trends that have no discernible relevance 

to the Texas lottery were disregarded. 

Figure 8.8 - 13: 
Macro Trends to Be Reevaluated Later or 
That Have Been Disregarded 

Trends to Monitor (To 
Be Revisited in Two 

Years) 

Disregarded Trends 
(Unclear Link to 
Gaming and the 

Lottery) 

Disregarded 
Trends (Not Seen 

as Permanent) 

Disregarded Trends 
(Too Distant in the 

Future) 

Multiculturalism: Telepresence: Geek Chic: New Regenerative 
Expanded ethniC Beginning to replace glorification of smart Medicine; Cloning: 
product lines and face-to-face and passionate Medical 
multi-lingual media communication and intellectuals advancements 

business/leisure travel through new 
technologies 

Personalizationl Teen Empowerment: Renewed Interest Artificial 
Customization: Increased spending and in Politics: Growing Intelligence: Growing 
Accommodating targeted consumer political activism, power of machines 
individual differences goods mainly among 
and preferences young adults 

Choice Overload: TV /Computer Do-it-Yourself: Life Extension 
Consumers are Convergence: Personal Interest in home Techniques: Interest 
overwhelmed by the computers act as a improvement and in medical 
plethora of product substitute for TVs repair projects done advancements may 
options by individua ls extend lives 

Increase in Female "WeisureH Culture: The Hybrid Drivetrainsl 
Gaming: More PC and division between work Decreasing Reliance 
video-gaming among and leisure is becoming on Oil: New 
women less concrete energy/fuel sources 
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Trends to Monitor (To 
Be Revisited in Two 

Years) 

Rapid Innovation 
Growth: Increased 
demand for faster 
innovation cycles 

Hivinglln-Home 
Entertainment:Families 
spending more time at 
home 

Gaming/Media 
Globalization: 
International 
video-gaming facilitated 
by the Internet 

Expanding Income 
Inequality: Increasing 
gap between the rich 
and the poor 

Disregarded Trends 
(Unclear Link to 
Gaming and the 

Lottery) 

Betterment / Healthy 
Lifestyle: Ri se in 
dedicated organic 
retailers and brands 

Individualism: Growth 
of the mentality that 
"the world revolves 
around me" 

Blurring Gender Lines: 
Traditional gender 
distinctions less 
relevant 

30 Is the New 20: 
Young adults are 
marrying later, 
switching jobs, and 
taking financial risks 

Millennials as 
Competitive Leaders: 
Increasing 
competitiveness in the 
workplace of young 
professionals 

Rise in Female 
Leadership: Growing 
power of females in the 
workplace/society 

Food Obsession: 
Increases in weight­
and diet-related 
illnesses 
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101.3 
Methods for Obtaining and Using Geographic 
and Psychographic Information 

Nielsen Claritas 

Nielsen Claritas is part of the Nielsen Company, a global information 

and media company with world-leading brands in marketing information 

(ACNielsen), media information (Claritas Analytical Consulting, Nielsen 

Media Research, and Nielsen Online), business publications (Billboard, The 

Hollywood Reporter, Computing, and Intermedioir), and trade shows. The 

Nielsen Company is the world 's top market research firm with more than $5 

billion in annual revenue. Nielsen's operations span more than 100 countries. 

Nielsen Claritas' PrimeLocation Tool 

GTECH uses a Nielsen Claritas geo-demographic and psychographic software 

application called PrimeLocation. PrimeLocation enables exceptional sales, 

retailer location, and game and player market analyses. Nielsen Claritas 

updates its PrimeLocation databases regularly, with many updates occurring 

quarterly and semi-annually; the proposed PrimeLocation user licenses will 

include all updates. 

At least quarterly, or upon the request of the Texas Lottery, we will identify up 

to two million Texas households, as a result of demographic, geographic and 

Information Redacted psychographic analysis provided by the Texas Lottery, and produce an address 

§SS2.101/466.022/SS2.139Iist for use by the Texas Lottery. 
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GTECH will provide at least one Texas-specific geographic and psychographic 

analysis annually, though, in fact, our analytic team will be looking at 

Primelocation player analysis on a regular basis and making recommendations 

as necessary throughout the year. We will use Primelocation in concert with 

our ES Business Intelligence Suite and LMDB tools. 
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Our consumer, retailer, and player geographic and psychographic 

offerings include: 

Prime Location: A geo-demogra ph ic/ psychog raph ic app lication 
that allows sales, retailer location. terminal placement, game and 
player market analyses, and geo-demographic sa les forecasts 
that include geo-coding, mapping, consumer behavior such as 
propensity to play lotte ry games. and site typing identification 
down to a block group (less than zip code) level. The forecasts 
we provide with these tools include: 

Mapping Capability: Capability to map to at least street 
level by each major city in the state and county in the rural areas. 
Geo-Coding: Ability to use floating decimal or 
comparable architecture to plot retailer locations. 
Propensity to Play: Ability to produce the propensity to 
play for each Texas l otte ry Product by, but not limited to 
county, zip code and city. 
Site Identification: Ability to break down areas by 
business type. 

Prime Location Licenses: 
A license that will let designated Prime Location users 
provide LSRs with detailed predictive sa les reports. This 
license is available as an Offered Option. 
A license that will allow up to five people to access 
Primelocation via a Web browser. 
A license for your TLC-dedicated marketing analyst to 
allow ongoing TLC marketing and sales analysis. The 
Texas Lottery will have the latest version of this graphics 
program that can provide sales analysis by county, zip 
code, or other criteria as designated by the TLC. 

TLC-Specific Predictive Sales Model Development: Using our 
data-gathering tools. we will provide a highly useful sa les model 
that we will refresh every two years (sooner if major 
demographic or retail network changes require) to support your 
retail optimization activities. 
Retail Optimization Program (ROP): Our innovative. 
proprietary, lottery-proven program has produced positive 
results for many of our customers, such as the Florida Lottery, 
as well as the TLC. 

National Corporate Account Sales Support: Thanks in 
great part to the hard wo rk of our retail development 
group, key national retail chains are se riously 
considering introducing and expanding lottery se rvices 
and products in their business growth plans. 
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The objectives of our geographic and psychographic analysis wi ll be: 

Optimal On-Line and Instant Product Placement: Ensure your 
players' favorite products are in convenient locations. 
Choice Marketing and Advertising Messaging: Identify and 
target Texas consumers for direct mail promotions, media buy, etc. 

Retail Distribution Network Efficiency: Use business 
intelligence to improve existing retailers' performance and 
expand your network. 

PrimeLocation - A Comprehensive Analytical Tool 

Nielsen Claritas' Primelocation tool is the geo-demographic/psychographic 

system you are looking for, a sales and marketing information resource 

that will support your decision-making as it pertains to maximizing revenues 

and returns. 

Figure 8.8 - 14: 
PrimeLocation Features and Benefits 

Feature of PrimeLocation Benefit to the Texas Lottery 

Superior data capture: Accurate and Allows you to make precise, sound 
extensive data includes shopping marketing business decisions 
center, traffic count, segmentation, and 
demographic Information 

Consumer segmentation: 66 specific Enables you to find the most 
consumer segment profiles for enthusiastic lottery players for all 
understanding preferences, lifestyles, game types and then position their 
and purchase behavior favorite products where they can 

find them 

Lifestyle preferences: Combines lets you deliver maximum 
demographic data with player entertainment because you'll be 
preferences by lifestyle able to customize your promotions 

and games to appeal precisely to 
individual player groups 

Demographic and propensity-to-play Provides a Texas-specific retailer 
information: Gives a statistical basis for mix for maximizing your sales 
game distribution decisions opportunities by geography 
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Feature of PrimeLocation Benefit to the Texas Lottery 

Data exporting capability: Multiple 
data exporting formats allow data use 
in other analysis packages 

Expands the current and future 
possibilities you'll have for new 
types of analysis 

Mapping capability: Gives you 
complete control over the maps you 
create and share with others, as well as 
the ability to create maps to at least 
street level by each major city in the 
state and country in the rural areas 

Visualization - you'll be able to map 
out all of the market data you need 
for retailer analysis 

Primelocation offers sophisticated analytical reporting and mapping 

capabilities, which will supplement our research support. With 

Primelocation, we can integrate your retailer-level sales data with 

demographic, geographic, and retail facts, to give you the best information 

for choosing new retailers, optimizing current retai lers, and maximizing sales. 

Figure 8.8 - 15: 
Prime Location Analyses 

Analysis Type Benefit to the Texas lottery 

ConsumerSegmentation • Consumer profiling and targeting 
Analysis • Market penetration and gap analysis 

· Media analysis and planning 

Site Analysis · Market and site analysis 

· Store type and merchandise mix analysis 
• Trade area definition 
• Retailer sales optimization analysis 

Business Analysis • Competitive analysis 
• Location analysis 
• Sales territory definition 
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Available data resources for comprehensive analyses: 

Demographics: Current year census data estimates and 
five-year projections. 
Business and Employment Facts: Business and employee 
counts and professional records for more than 12 million U.S. 
companies. 
Business Location Facts (analytical): Business names, 
addresses, Standard Industrial Classification (S IC) codes, 
industry classifications, location types, business sizes, and 
distances/direction from sites including latitudes and 
longitudes, etc. 
(Iaritas Retail Market Power (RMP) Database: Actiona ble 
sales opportunity renderings for site and market analyses to 
develop optimal growth strategies. Using sales potential to 
depict supply and demand within specific markets, RMP enables 
opportunity gap analyses of retail environments. 
(Iaritas' PRIZM NE Segmentation System: Combines 
demographic informat ion with consumer behavior 
segmentation data for eas ily identifying and understanding 
players and prospects so you can reach them wi th tailored 
messages and products. 
(Iaritas: Mediamark Research (MRI) Media Sets (complete 
set including custom lottery profiles): Magazine, television, 
radio, Internet, national advertiser, and advertising agency 
information. Usage and consumption data is available for more 
than 450 categories and 6,000 brands - va luable information for 
understanding the nation's lifestyles, product purchases, and 
media habits. 

"The work GTECH has done with Nielsen Claritas is groundbreaking for the lottery 
industry. Using the proprietary models that they have developed, we will be able to 
target the highest potential retailers, in the most under-penetrated markets.H 

- Kathy Lavigne. GTECH Senior Marketing Analyst 

The information we coUect with this tool has enabled us to develop two 
statistical models: 

Predictive Sales Model: This can be used to assess the 
performance of existing Lottery retailers and target 
high-potential new Lottery retailers. 
Market Capacity Model: This can be used to identify 
under-penetrated regions ofTexas to accurately target where to 
recruit new retailers. 
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Predictive Sales Model 

Our analyses offerings are aimed at bolstering confidence in decision-making 

and maximizing the efficiency of project implementation, while keeping 
increased TlC sales and returns to the state top of mind. 

Developing a predictive sales model requires a sophisticated process. These 
models are often used by national retail chains and consumer goods 

companies to create plans for expansion. To build the model, GTECH follows 

five steps: 

1. Performs data audit. 
2. Conducts site-typing ana lysis. 

3. Conducts trade area analysis. 
4. Identifies trade area characteristics. 

5. Conducts regression analysis. 

Data Audit 

The data audit ensures accuracy as we determine which retailers to exclude 

from our model to maintain the accuracy of the model. For example, when 

auditing data, we may exclude retailers that have less than a certain number 

of weeks of sales since, without enough data to make accurate assumptions; 

they may produce an inaccurate ana lysis. 

Site-Typing Analysis 

A Site-typing analysis determines the geographic characteristics surrounding 
a store and then categorizes that store into a specific group that distinguishes 

it from other stores. Site-typing categorizes stores based on similarities 

in the market surrounding them. Site types are defined to be relative ly 

homogeneous with respect to the characteristics used to create them. Every 

block group (a subsection of a zip code) in the U.s. has been classified by s ite 
type. Population and employment densities are the core inputs of the 

partitioning system. 

Specifica lIy, the site-typing classification incorporates the following va riab l es: 

Population density within one mile. 
Daytime population density within one mile. 
Population dens ity within one to three miles. 
Daytime population density with in one to three miles. 
Population density within three to five miles. 
Daytime population density within three to five miles. 
Population density within five to 10 miles. 
Daytime population density within five to 10 miles. 
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Figure B.B - 16: 

Site Type and lottery Retailer locations in the Houston Area 

• 
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• 

Site-Type: This map is an example of site-typing, and how the various clusters lie around 
the Houston metro area. 

Trade Area Analysis 

With the site types appended to each retailer, a trade area extent can be 

assigned based on that information as well as its channel of distribution. 

GTECH used Claritas Analytical Consulting's proprietary consumer choice 

model , the Getchell model, which estimates how much households living in 

a block group spend at specific stores, based on factors such as drive time to 

the store and availability of nearby competitors within certain retail channels. 

The stores included in the Getchell model come from the October 2008 

release of Trade Dimensions business data. Only stores located in Texas were 

used. In the dataset, a site may appear more than once if it is considered to 

have more than one channel. 

Research and Lottery Product Development 

DOCUMENT REDACTED BY TLC -12-4·10 



~ GTECH" ---
The Getchell dataset has information about how much money people in each 

blockgroup spend, and the number of different locations at which they spend 

that money. Survey data is used to estimate how many households within 
each block group play lottery games; these results are then combined with 

the Getchell data to calculate the trade area. The trade area measures how 

far people travel to shop at a particular store. To calculate the trade area for 

a store, we find the smallest radius that satisfies the condition that at least 75 

percent of the store's sales are to people within that radius. 

Trade Area Characteristics 

For each combination of site type and channel, an average trade area 

was calculated. This trade area was then used to append demographic 

information to each retail location. Trade areas were the smallest in urban 

core areas and for convenience stores, and the largest for rural locations 

and warehouse stores. 

The analysis uses six representative Getchell channels, although Lottery 
products are sold through more channels. To assign a trade area to Lottery 

channels that were not explicitly modeled, each Lottery channel is mapped 

to one of the Getchell channels. Next, using Claritas' PrimeLocation software, 

our analysts generate trade characteristics for each retail location within its 

determined trade area. There are more than 85 variables, such as population 
size and density, age, education level, household income, and several custom 

lottery variables such as the propensity to play, available for analysis. 

Regression Analysis 

For each of the six different site types, and for both On-Line Games and Instant 

Games, a stepwise, multivariate regression analysis is performed to build a 

predictive sales model (12 models in total). These models were used to predict 

sales volumes of existing and potential Lottery retail locations. 
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Optimizing and Expanding the Retailer Network 
and a Market Capacity Model 

The predictive sales analysis provides a baseline understanding of each 
retailer's sales potential so that we can identify under-performing retailers. 

We study each retailer's trade style, site type, size of trade area, and the 
demographics and behavioral characteristics of consumers in the trade area 
to derive an expected level of sales. This allows us to develop individualized 

sales plans that allow us to provide the right equipment, merchandising, 
marketing, product mix, and sales force support for each retailer and aid that 
retailer in achieving his or her sales potential. 

For further detail about retail optimization, see Section 8.4.1, Retailer Visit. 

Conducting these predictive sales analyses, and then incorporating them into 
a ~market capacity model," allows us to identify the most attractive retailers 
to target across trade styles based on estimated sales potential. We analyze 
retailer penetration levels and population demographics in each region to 
determine where there isthe highest unmet potential (e.g., Irving and Houston). 

With that information, we can: 

Target addit ional, independent retailers to further penetrate 
traditional trade styles, particularly convenience stores. 
Recruit national and Texas-specific big box, discount, and other 
chains so that we can take advantage of shifting consumer 
preferences for these trade styles. 
Determine where to concentrate our efforts to expand into new 
trade styles, such as transportation centers (e.g., airports and 
Greyhound terminals) and specialty retailers (e.g., La 
Michoacana Meat Markets), and capitalize on untapped retailer 
resources to provide ubiquitous gaming opportunities. 

Taking the program one step further, our ana lysis team can enter the names 
of multiple retail prospects, all located within a radius, into the system 
simultaneously. The team can then run a report on all ofthe prospects within 
a geographic region for ranking. The software also generates maps showing 
retail locations, allowing users to visualize the impact of adding prospective 
retailers to the network, for example. This information can be provided to 
the field via . For further information about retailer expansion and 
this process in practice, please see Section 8.2, Sales Management and 
Business Development. 

The combination of GTECH's Texas-based knowledge and Nielsen Claritas' 
geographic and psychographic tool will allow the Texas Lottery to have 
market-leading research capabilities that produce results. 
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101.4 
Research and Development Staff 

With more than 85 years of combined market research management 

experience, our Market Research Group understands what it takes to 

---

design and execute effective lottery research projects. Team members have 

collaborated with over half the world's lotteries and w orked on research 

projects and marketing programs w ith companies like Proctor & Gamble, 

General Mills, ExxonMobil, Bausch & Lomb, Canandaigua Wine Company, and 

French's. Our staff will leverage their experience with these companies to 

bring a more open perspective to the TLC's research projects. They'll work 

with the TLC to develop customized research in itiatives that use the 

appropriate methodology tailored to your needs. 

Full-Time Texas Research and Development Staff 

Gina Dill, 
Research Associate 

Regina is responsible for managing all research activities. This 

includes analyzing and interpreting data, formulating reports, and making 

recommendations based upon the findings. She oversees analysis of both 

internal databases and external market data to guide and improve marketing 

initiatives and promotional program performance. Regina provides all 

reporting (including ad hoc reports) and analysiS for management decision 

making in a seamless manner while preparing all databases for conversion. 

GTECH Corporate Marketing Research Staff 

Gerard Caro, 
Senior Director, Market Research 

Since joining GTECH in 1995, Gerard has held field marketing, game 

development, and strategic marketing positions. For the past eight years, 

he has directed our market research efforts. By managing a portfolio of 

independent market research firms, he is able to make the most of each 

firm's experience to execute game content, teChnology, terminal, and 

trend research. He also shares w ith our customers the lottery-research 

best practices he has developed from managing research projects for 

many lotteries. 
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Audrey Pate, 
Senior Manager, Market Research 

Audrey has been with GTECH since 1990. She has managed and executed a 

long list of product and service research projects for retailers and consumers. 

She has supported game development efforts for GTECH worldwide, as 

we ll. She brings her experience with best practices and numerous research 

techniques to our large customer base, while also managing strategic 

relationships with global research partners. Audrey will work w ith the TLC 

to identify its research needs and the appropriate research approaches. 

Kathy Lavigne, 
Senior Marketing Analyst 

Kathy led the effort to derive the TLC retail network information. Since 1995, 

Kathy has been responsible for market, game, retailer, sa les, and promotion 

analyses. She also works on sales forecasting, market segmentation, 

marketing planning, customer consultation, and new product and game 

primary research. 

Todd Bauman, 
Senior Market Research Manager 

Todd supervises numerous market research activities such as focus groups 

and tracking and segmentation studies. Todd wi ll assist with TLC Instant 

Game research and developing the Instant Game plan. He wi ll also supply the 

l ottery with instant printing industry updates and expert insight using 

GTECH's and GPC's analytics programs. 

Sarah Simpkins, 
Senior Marketing Analyst 

Sarah worked with Kathy Lavigne on the TLC retail network analyses. Sarah 

began her GTECH career in 2005 and is responsible for sa les forecasting, 

game modeling, portfolio management, and market analysis. She has 

participated in many retail development projects and in the creation of 

our LMDB. Sarah holds a bachelor's degree in mathematics and statistics 

and an M.B.A. in marketing. 
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Chris McVay, 
Market Research Analyst 

Chris joined GTECH Marketing in June 2008, after earning his bachelor's 

degree in finance. He is primarily responsible for developing sales 

forecasts for lottery business opportunities. Chris is also instrumental in the 

administration of the LMDB and is responsible for market analysis and regular 

sales reporting. 

In addition to our corporate Market Research Group, our entire sales, 

market ing, and business development teams assist wi th conducting research 

on new selling opportunities through field-generated ideas and gathering 

field research data via ES Mobile. 

101.5 
Research and/or Data Analyst Staff 

As described previously, sales analysis plays a key role, in conjunction 

w ith geographic and psychographic research, in identifying gaps and helping 

craft a strategy for retail expansion in optimization areas, game performance 

analysis, and promotional or event strategy. With the knowledge, experience, 

and expertise of both of our full -time Texas analysts and our corporate 

resources, we w ill be able to respond to any special reporting requests or to 

develop or respond to any requests for specialized sales analyses that the TLC 

may have. 

We wi ll also continue to respond, in a timely manner, to requests for research 

and data requirements (e.g., zone-level purchasing information) from Texas 

Lottery research and advertising vendors. 

Research and Lottery Product Development 8.8 - 41 

DOCUMENT REDACTED BY TLC ·124·10 



",' GTECH' ---

B.B - 42 

Texas Analytics Team 

Dan Morales, Senior Market Research Analyst 

Dan is responsible for administering market research to support GTECH's 

worldwide strategic marketing, lottery marketing, product development, 

and new business development endeavors, as well as GTECH customers. 

His research includes secondary studies that provide management the 

necessary information to make business deciSions. Studies support industry 

(including government) and market analysis, lottery game development, new 

marketing concepts and any senior management·directed ad hoc requests. 

Dan performs a wide range of duties in support of these objectives, including 

identifying new reference sources, performing research data analysis, 

creating presentations, and other research functions as assigned. 

Robert McGovern, Market Research Analyst 

Robert is responsible for providing the Texas Lottery and GTECH Texas with 

relevant data and sales reports, including fu lfilling all open records requests 

the Lottery receives. He analyzes Lottery·funded promotions and provides 

the TLC with reports that help it make decisions about Instant Ticket 

inventory. LSR and retailer·contest-and-recruitment tracking are also among 

his responsibilities. 

Amendment 8 Analysis 

Amendment 8 to the current Texas GTECH contract called for the 

implementation of additional self-service in the field . A key clause in the 

amendment was to "deploy equipment across the state with consideration 

for the optimization of revenue and the availability of lottery products." Our 

analysis was critical to this facet of the plan and made sure the self-service 

machines ended up in the right locations. There were three phases of 

supporting analysis we undertook to deve lop placement criteria for the 

new machines. 

1. Geographic Cluster Analysis: Based on average weekly sales 
indices of self-service Lottery terminals across the state, six 
geographic clusters emerged to be the most suitable for 
deployment of self-service equipment. 
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Figure 8.8 - 17: 
Geographic Cluster Self-Service Equipment Analysis 

Cluster Name 

Medium Density 
Suburban 

Medium Density Urban 
Core Edge City 

High Density Urban Core 

High Density Urban 

High Density Suburban 
Medium City Core 
(1 OOK ·150K) 

High Density Suburban 
Medium City Core 
(100K·15OK) 

Medium Density Urban 
large City Core 
(150K-500K) 

l ow Density Suburban 
Small City Core 
(10K-lOOK) 

Self-Service 
Equipment 

Count 

285 

121 

58 

44 

432 

240 

276 

607 

Self-Service 
Performance 

Index (Average 
for Geographic 

Cluster) 

1.38 

1.22 

1.21 

1.14 

1.12 

1.01 

0.82 

0.66 

Trade Area 
Propensity to Use 

Automated 
Self-Service Devices 

(Average for 
Geographic Cluster) 

1.36 

0.97 

1.09 

0.92 

1.03 

0.91 

0.86 

0.77 

2. Population Propensity to Use Automated Self-Service 
Equipment: The next criterion used in predicting a positive 
sales gain with self-service equipment is the propensity (of 
the population in a retailer 's trade area) to use automated 
self-service equipment. The analysis revealed that a strong 
correlation exists between higher self-service equipment sales 
and the trade area population 's propensity to use automated 
self-service devices. For deployment eligibility, a location's 
trade area, which could be less than a mile in one area, to five 
o r more miles in another, must have met a minimum correlation 
thresho ld to support the use of self-service equipment. 
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3. Overall Product Sales Performance: The third criterion is 
based on each retailer's On-Line and Instant sales performance. 
separate ly. to determine the base sa les (at the counter) along 
w ith additional self-service equipment. An analysis was 
performed on locations that already had self-service equipment 
and that met the geographic profile described in the first two 
steps. Average weekly sales for their online and instant products 
became the sales performance benchmark. 

Figure 8.8 - 18: 
Sales Performance Qualification for Self-Service Placement 

On-Line Qualification Instant Qualification 
Equipment to Start with to Start with 

Equipment Equipment 

GamePoint $1,750 $3,850 

Instant Ticket Vending N/A $3,600 
Machine (lTVM) 24 

ITVM20 N/A $3.600 

ITVM 16 N/A $2,400 

ITVM 12 N/ A $1,800 

After this analysis, we created a recommended deployment st rategy fo r 

the TLC. 

This exercise was a learning experience as we exami ned the ITVM universe in 

Texas outside the normal realm of grocery stores. It is one example of how 

we perform an analysis and broaden our Texas knowledge base to help us 

with future analysis and execut ion in Texas. 
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Analysis for Sales Success 

GTECH is committed to providing the TLC with the best sa les-analys is system 

and services available. We aim to give you: 

An enhanced ability to analyze and understand your current 
business. 
Access to information about the products and solu t ions that are 
driving sales performance among your peer lotteri es. 

The capaci ty to continually and efficiently improve your 
marketing and sa les st rategies. 

Our knowledge-based geographic and psychographic system will allow the 

Texas Lottery to gather insightful and reliable information about consumers' 

perception, attitudes, and behaviors as they relate to Texas l ottery products 

today and in the future. We have the Texas experience, knowledge, and 

people al ready in place to maximize the effectiveness of these tools and 

ensure the integrity of the TlC brand. The combinat ion of our people, process, 

and tools ensures that our research and lottery product development is 

aligned with your business needs. 
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Invited Option Icon 

This icon indicates where we have responded to an Invited Option. 

Specified Option Icon 

This icon indicates where we have responded to a Specified Option. 

I Offered Option Icon 

ThiS icon indicates where we have proposed an Offered Option. 

New Innovation Icon 

This icon indicates where we describe a new, GTECH-designed product or 
feature that represents GTECH's commitment to industry innovation. 

Exceeds Icon 

This icon indicates areas in which GTECH exceeds the requirement. 
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Texas Lottery Core Values ... 
Honored 

Integrity and Responsibility: Our warehousing and 
distribution process is secure and fully auditable. 

Innovation: We commit to providing the nc a fully 
integrated supply-chain management process constructed 
to provide a transparent view into the warehousing and 
distribution ofne products. 

Fiscal Accountability: Our distribution capabilities are 
designed specifica lly to meet ne sales goals and exceed 
audit requirements. 

Customer Responsiveness: The Instant Ticket management 
solutions that we design and deploy will ensure that 
inventory is managed at the store level, meaning individual 
TLC retailers will have the right amounts and types of 
games at the right times. 

Teamwork: Our warehousing and distribution process is 
designed and managed to be an integral part of the entire 
TLC value chain. 

Excellence: Our proven best practices are integrated into 
our advanced technologies to optimize performance. 

) 



Our proven warehousing and distribution process is used by 
more than 25 lotteries around the world - including Texas and 
13 other U.S. lotteries. 

With GTECH's Supply Chain Management solutions, the TlC will 
have complete visibility into the entire life cycle of Instant 
TIckets, POS, an(l advertising material. 

Information Redacted 
§552.101/466.022/552.139 

Our J will provide 
the right tickets to the right retailers at the right times. 

OurQQgJMEI:!1t@EQAa~J(iWLJUtd?ntrl\9the Instant TIcket 
return process, in turn improving visibility and accountability. 
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9.2 
New Instant TIcket Delivery and Storage 

Introduction 

Delivering 75 percent of the TlC's revenue stream is no smal l feat. Your Instants 

business is a complex one: Your vendor must provide not merely Instant Ticket 

delivery, but also insight into sa les trends, buying patterns, and game sprea d , 

as well as the surety that your Instant Tickets will be delivered to the right 

retailers at the right time in the right quantities. 

During the nearly 18 years that we have been the Texas lottery's Instant 

Ticket serv ices provider. we have worked hard to develop tools and processes 

to ensure that lottery retailers are properly stocked and players can purchase 

the games they want to play. We have performed continual reviews of our 

wa rehousi ng and distribution methodology, software, hardware, tools. 

systems, and staff. This analysis has resulted in new technologies, greater 

efficiencies, more transparency, and industry· leading standa rds. 

A Proven Process That Generates Sales 

GTECH's Pick Pack process is a proven method that automatically records the 
packs of tickets assigned to orders. More than 25 lotteries around the world -
including Texas and 13 other U.S. lotteries - rely on our Pick Pack order 
fulfillment process. In 2009, GTECH-operated warehouses in the U.s. alone 
supported more than 58.000 domestic retai lers generating more than $10 
billion in Instant Ticket sales. We lead thi s space. Furthermore, GTECH supplies 
the Instant Ticket Management System for four of the five largest Instant Ticket 
programs in the U.s. in terms of sales, including the Texas lottery. 

The following figure highlights GTECH-run warehousing and distribution 

services and Instant Ticket systems of comparable complexity and scale in 

some of the top U.S. l otteries. 
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Figure 9.2 - 1: 

Instant Ticket Services of Comparable Complexity and Scale 

Op tJ ... --- SiIrnUf 

--- -
Teus • • U07.1 -

C .. lilomia 1oI1tt~ • 1._" -
FIorid.o • U U.2 -
....,- • ..... , -

I 
Mkh;g.n • • 11).0 

I -
Ntb~ • • .... --(Sal .. Force) 

Nlw Jt1Hy • • 1,211.1 ... 
New YorII • • ).626.7 ... 

WeSI Virgln lll • • IOU --(StII .. For<.) 

• Represents GTECH-defined system or service 

Comparable to Texas: GTECH operates many systems and services that are similar to 
Texas. 

Replenishment 

With 60 live Instant Games at any time and 40 games that can be red istributed 

to all of your almost 17,000 reta i lers, accurate replenishment has a significa nt 

impacton sales and revenue. Our new technologies allow us tofu Ifil l the 7,500 

average replenishment orders accurately each week. 

New Instant Ticket Delivery and Storage 
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Ou r knowledge of your reta il base gained over nearly18 yea rs has allowed u s 

to customize these orders based on the market and needs of each individual 

reta iler, ensuring the correct inventory necessary to optimize sa les. 

We have worked with you and your retailers so that your retailers now have 

a 2-3 week inventory at all t imes. This means that we do not supply tickets 

"just in time." Oftentimes, what purports to be -just in time" is rea lly too late: 

Retailers miss sell ing more tickets, w hich means lost revenue. With the 2-3 

week inventory, retailers and players have the certainty that tickets can be 

sold and played at wi ll - there's no scrambling because games run out. 

Better yet, retai lers are not forced to make phone calls to o rder more ticket s 

- a model that is adopted by other lottery jurisdictions. This supply model 

can often lead to outages and lost sales. 

Initial Distribution 

Given that nearly 100 games are launched every year, initia l distribution 

calculations must be accurate or potential sales wil l not be realized. Weekon e 

initial distributions affect the entire game performance. Missing initial sales 

opportunities creates a ripple effect on the game's sa les performance. Those 

sales are simply lost. Ensuring enough ticket supply for the first week of a new 

game is critical to the success of the entire game cycle. Initia l distribution i s 

a crit ical time in the life cycle of an Instan t Game, as, o n average, 70 percent 

of sales occur in t he first 12 weeks of a new game in Texas. 

Ensuring enough ticket supply for the first week of a 
new game is critical to the success of the entire game 
cycle. 

Instant Ticket Delivery and Storage Responses 

In the (ollowing sections, you' ll read about how we take cha rge of initial 

distribution and replenishment of Instant Tickets for TLC ret ailers in a secu re, 

transparent, and efficien t manner. We accomplish this through: 

Automat ion in managing, fulfilling , and storing Instant 
Ticket orders. 

A staging and distribution p lan for simultaneous Instant Ticket 
Game launches. 

Warehousing and distribution methodology and a staffing plan, 
including automated functions. 

New Instant TIcket Delivery and Storage 
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Table 103 
New Instant Ticket Delivery and Storage Response Requirements 

103.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

103.2 
Managing, Fulfilling, and Storing Orders 

Automating Instant Ticket Warehousing and 
Distribution in Texas 

The Texas Lottery has been an industry pioneer in ensuring the ti mely 

replenishment of retailer inventories based on player demand (or responses to 

products) . Since the TLC launched its first four games in 1992, the introd uction 

of new games has steadily Increased to more than 90 new games per year. 

Th is segment of the business grew by worki ng with retailers and lottery Sales 

Representatives (l SRs) to refine and introduce greater efficiencies, which 

ultimately involved evolving automation. 

GTECH designed and implemented automation to meet the market growth 

forTexas Lottery retailers and ultimately forthe players. The knowledge gained 

from the evolution of automation tools such as Quota level Management 

System (QLMS). ProCali. Pick Pack and Automated Shipping Labels has allowed 

us to continue to evolve an already automated distribution process. 

New Instant TIcket Delivery and Storage 
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As you will see throughout Part 9. we are pleased to share with the TLC our 

latest technological refinements in solutions for Instant Ticket warehousing 

and distribution. You can rest assured that all of our accomplishments to 

date have been preserved in - and our nearly 18 years of experience and 

collaboration have been converted into - your new system. 

The Next Level of Automation : Innovations to 
Optimize Performance 

The TLC will benefit from the advanced solutions that we are proposing. We 

are refining our already rigorous processes by pairing analytical technology 

wi th human expertise and critical decision-making skills. What does that 

mean to the TLC? It means you w ill continue to see warehousing and 

distribution capabilities evolve as your game spread evolves. ensuring that 

your largest piece of reven ue will continue to meet market demands and give 

back to the Foundation School Fund. 

We are refining our already rigorous processes by 
pairing analytical technology with human expertise and 
critical decision-making skills. 

The next graphic shows how each of these innovative automation 

technologies is embedded in the life cycle of warehousing and distribution, 

from managing and fulfilling to storing orders. 

New Instant Ticket Delivery and Storage 9.2 - 5 
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Automation Tools Drive Efficiencies and Transparency 

Ou r is built upon 

many of the a lready automated processes used today to manage, fulfill , 

and assist in storing Instant Tickets orders. From Instant Ticket Game l oad to 

end·of·game destruction, automates the functions necessary to al low 
the TLC and GTECH's teams to do their jobs better, faster, and more effectively. 

The following paragraphs provide an outline of our enhanced levels of 
automation for managing, fulfilling, and storing Instant Ticket orders. 

New Instant Ticket Delivery and Storage 
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Some of the features and benefits of are highlighted in the following 

paragraphs. Please see Section 7.3, Instant Ticket Game Management, for a n 

in-depth discussion of functionality. 

Carrier Manifest Reports with 

With the warehouse manager can automatically prepare carrier 

manifest reports that contain information concerning all packages 

transferred to the carrier for each pickup each day. For initial distribution, 

the system allows orders to be packed over a series of days and sessions, 

with the manifest report prepared only when the entire group of orders is 

complete and the packages are ready to be transferred to the carrier. 

Expedited Loading and Verifying of Instant Tickets 
(Game Load) 

GTECH's system automatically loads data files supplied by your Instant 

Ticket vendors via File Transfer Protocol (FTP) or CD-ROM, eliminating a 

source of potential errors. New Instant Ticket Game loads will be loaded 

into the Lottery Gaming System at a minimum within three days ofne 

notification but in most cases on the same day; expedited game loads and 

distribution can be supported as necessa ry in orderto meet ticket invento .... y 

and sales requ irements. GTECH wi ll then notify the Lottery of completion, 

Additional amounts of game inventory and related validation information 

for reprints and reorders may be loaded at any time. Once loaded into the 

system, modifications to game activity dates, such as product available dates, 

distribution dates, and va lidation dates may be entered into by 

authorized users. Once updated, these modified dates are immediately 

used for game management. 

New Instant Ticket Game loads will be loaded Into 
the Lottery Gaming System within three days ofne 
notification. 

In all cases, the gaming system performs validity checks against the loaded 

or modified data. While the processes are highly automated, to ensure the 

security and integrity of the TLC's Instant Ticket Games. activities require 

authorized user interaction to complete them. Should any issues/problems 

arise in the insta llation of a new Instant Ticket Game va lidation file, GTECH 

actively participates in the resolution. 

New game loads, appending game files, and date modifications for game 

activi ty can be made at any time during business hours. without restri ctio ns. 

There is no need to wait for the gaming system to be "off." 

New Instant Ticket Delivery and Storage 9.2 -7 
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Expedited Deletion of Rejected Game Files (Game Load) 

Just as game files can be loaded at any time, they can also be removed from 

the system with proper approval by the TLC within one working day after 
notification from the lottery. Proper process controls eliminate the risk of a 

rejected game being made available on the system. 

Games not approved by the Texas Lottery will be packaged and released to 

the Instant Ticket Manufacturer for destruction. 

Security Grid (Automated Management Through 
System Statuses) 

Instant Ticket rules-based secur ity grids not on ly provide full traceability of 

packs and tickets as they move through the Instant Ticket life cycle, they also 

ensure the integrity and security of these packs and tickets by enforcing 

status movement rules. While many pack and ticket status changes require 

human intervention to move to t he next status, some status changes are 

triggered by system event or time. 

The following figure depicts a few examples of statuses used to manage 

Instant Tickets. 
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Order Generation 

Whether ordering new games or replenishing a retailer's 2-3 week 
Information Redacted inventory, facilitates these orders to ensure the right games are 
§552.101/466.022/SS2.139 getting to the right retailers at the right time. Through the introduction of 

9.2 -10 

GTECH's automated distribution product 
an analytical approach. 

, order generation takes 

Confidentiality Claimed 
Not released 
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Regardless of how an order is generated, all orders placed o n a given day 

automatically display on the warehouse Pick Pack screen before 5 a.m. the 

next morning. Wa rehouse staff can view initial distribut ion or rep lenishment 

orders, sorted by geographical area, oldest order, or a number of other 

cri te ri a. The Pick Pack order module automatically displays orders in a 

predefined sequence and gives wa rehouse staff t he fl exibility to modify th i s 

sequence to adapt to rap idly changing init ia tives or to process emergency 

o rders as necessary. 

Proactively replenishing retailers will reduce the need 
for weekend and holiday ordering. 

ThE Order Fu lfillment screen provides all ofthe information the warehou se 

staff needs to f ill an order, alleviating any break in the pack and ship flow. 

Included in the logic behind t he orderfulfillment module a re visual cues t o 

alert the packer to any discrepancies or issues in the order packing process. 

New Instant TIcket Delivery and Storage 
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The level of automation in the Order Fulfillment module allows Instant Ticket 

orders to be completely processed by one packer, virtually eliminating the 

opportunity for human error. 

Automated Reporting 

Using the Suite as the sing le interface for all 

Instant Ticket data, the TLC will have access to information in ways never 

before possible. Reports can be automatically generated and distributed to 

business users, and ad hoc analysis can be performed on an as-needed basis. 

For example, the warehouse manager can create a dai ly report showing the 

Instant Ticket game index to determine w hich games need to be staged 

near the Pick Pack area to expedite replenishment orders. Additionally, he 

or she may identify Instant Ticket games that are closed and combine those 

with packs that have not yet been returned to anticipate and plan for 

returns processing. 

The TLC Instant Product Manager may create a weekly report displaying 

sales leve ls of Instant Ticket games by district, trade style, price point, and 

other criteria. Except ion reports can be generated to assist in located packs 

in Stolen, Hold, and Lost statuses, as well as packs that are unconfirmed 

for greater than the allowable amount of time. Please see Section 7.9, 

Reporting, for additional detail on 
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Pick Pack Conveyor 

To increase efficiency, we have created an ergonomically designed Pick Pack 

conveyor system. This conveyor automates the movement of packages down 

the pack line directly to the distribution truck, significantly decreasing time 

and labor required for replenishment orders. 

People with Technology: The Ultimate Automation Solution 
for the TLC 

No matter how innovative, tools are useless if they're not in the right hands. 

While automation solutions help increase efficiencies, if used carelessly to 

completely override human flexibility and decision-making, they cost time, 

money, and accuracy. 

New Instant TIcket Delivery and Storage 
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That's why we take a strategic approach to the automation functions we 

designed and proposed w ith the TLC in mind. We carefully reviewed supp ly 

cha in management best practices, analyzed lottery industry best practices, 

and calculated the right mix of automation tools to hard working staff. We did 

this through the inspection of TriFactor (www.trifactor.com). a recognized 

warehouse and distribution consultant that reviewed the Instant Ticket 

warehouse functions to identify any opportunities for improvements or 

efficiencies through automation. 

The Right Tools in the Right Hands 

During a two·week period in January 201 0, the GTECH Texas warehouse 
processed 45,316 orders containing 388,662 packs of tickets. There were no 
packing errors during this two·week period - a 1 OO·percent accuracy rate. Ou r 
team typically fills an average of 23,400 orders per week. Our team has an 
exemplary average accuracy rate of more than 99 percent. 

In times of critica l delivery, it takes human fl exibi lity, intervention, and 

product knowledge to meet the demand. Technology and automation are 

necessary tools to support our goal of continuing to provide the best possible 

service to the TLC. For more information about GTECH's wa rehouse staffing 

plan, please turn to Subsection 103.4, Warehousing and Distribution 

Methodology and Staffing Plan, later in this section. 

103.3 

Since 1992, we have launched 1,062 new games forthe 
Texas Lottery with a 100 percent on~time execution rate. 

Staging and Distribution Plan 

Initial distribution is the most critical phase of an Instant Game's life cycle. 

The first shipments of new game ti ckets must be accurate and on time to 

ensure the maximum amount of return to the Foundation School Fund. 

Since 1992, we have launched 1,062 new games for the Texas Lottery with a 

100 percen t on·time execution rate. In any given week, initial distributions 

typ ically include two new games. GTECH's warehouse processes, managed 

by knowledgeable and experienced personnel, are designed to handle the 

vo lume associated with mUltiple and si multaneous initial distributions 

consistent with the Instant Ticket game plan as identified by the Texas Lotte ry. 
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While initial distributions are managed, warehouse staff also processes 

daily replenishment orders. In GTECH's warehouse, the initial distribution 

of games occurs in conjunction with processing approximately 1,500 

replenishment orders per day. The faci lity, technology, and people working 

within the warehouse adapt to the ebb and flow of initial and daily orders. 

as that work load continua lly changes. 

Figure 9.2 - 9: 
Staged Boxes and Games 

Set and Ready: Shipping is easy and 
efficient when the necessary materials are 
ready and available. 

To put thi s in perspective, for an en tire yea r, ca lendar yea r 2009, GTECH 

processed 653,403 in itial distribution orders and withi n those, 2,871 ,020 

packs. In addi tion, 384,001 replenishment orders were processed, and 

5,730,331 packs were shipped. 
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Figure 9.2 - 10: 

Simultaneous Launches and Daily Orders for November/December 2009 
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Warehouse Capa bilities: GTECH's warehouse and its staff are capable of fulfilling initial 
distribution orders while processing each day's orders. 
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GTECH is capable of simultaneously staging, packaging, and distributing the 

two types of game orders: initial and replenishment. At the end of 2009, 

GTECH processed five new games in November and six in December, while 

successfully fulfilling orders for thousands of replenishment packs of tickets. 

This experience spreads to other GTECH jurisdictions as well, as seen in the 

following paragraphs: 

When There's Only One Chance to Get It Right 

Initial distribution has a significant impact on youroverall game performance. 

When retailers do not have adequate supply of new game tickets, sales 

are lost. The impact of an initial distribution on revenue is staggering. The 

following table provides evidence of the validity of thi s statement and proof 

of the significance of a flawless execution. The table shows the percentage 

of sales that came from the first 12 weeks for each of the games identified in 

the previous figure, Simultaneous Launches and Daily Orders. 

Figure 9.2 - 11: 
TLC Initial Distribution Sales 

Initial Distribution Game Name 
Percentage of Sales from 

First 12 Weeks 

Sparkl ing 7's 67% 

$50,000 Cash Winfall 72% 

Veteran's Cash 72% 

Merry Money 82% 

Double Doubler 80% 

Treasure 66% 

Five Star Cash 90% 

Spicy 7's 86% 

Tripier 81% 

Casino Royale 85% 

Super Deuces 65% 
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Each game's percentage of sales for the first 12 weeks is well over half, which 

accentuates the importance of the initial distribution. There is no room for 

error, as it will directly affect total game revenue, which, in turn, generates 

revenue to support Texas education. GTECH knows the value of getting initial 

distributions right the first time. We leverage our proven ability to predict the 

expected initial distribution sales by retailer for each newly launched game 

to feed into the initial distribution calculations, placing new games in 

locations that promise the best retu rns in the first 12 weeks of sales. 

A History of Proven Performance 

GTECH has continuously evolved its processes and procedures to handle 

new demands and create the most efficient initial distribution scenario. 

Improvements in process and automation have reduced the required 

processing and packing times from initially two weeks, to two to three 

days, to our current standard of processing in one day. 

Given our knowledge of your market and retailer needs, our initial distribution 

process has also evolved from receiving 200-300 returned orders to now 

receiving an average of no more than 50. The quality of our extensive orde r 

ana lysis is evident here. With the intelligence we receive from our technology, 

our personnel can accurately fulfi ll the needs of Texas Lottery retailers. 

How the TLC's Game Plan Shapes Staging and Distribution 

Much ofGTECH's staging and distribution plan resu lts from the lottery'sgame 

plan. In order to shape the staging and distribution plan, warehouse staff 

must understand how many new game launches are on the horizon, whe n 

they should be released, and the volume of each release. Decisions on which 

games, play styles, price points, and themes to launch are made by having 

close coordination between subject matter experts from the TLC and 

GTECH. Every month, GTECH brings its extensive knowledge of the field into 

Lottery/GTECH review sessions to help create a fi nal game plan that most 

aligns with the Lottery's objectives. Warehouse management then uses this 

plan to allocate resources, plan for staging, gather the appropriate materials, 

and prepare for each day of distribution. 

New Instant Ticket Delivery and Storage 

DOCUMENT REDACTED BY TLC -124-10 

9.2 - 2S 



--.' GTECH' ---

Information Redacted 

§552.101/466.022/ 552.139 

9.2 - 26 

Preparation Results in Efficiency 

If there's anyone who understands the im portance of preparation and the 

far-reaching benefits that result from it, it's GTECH's Warehouse Manager, 

Dwayne Tatum. He and his staff continually analyze the numerous factors 

that affect a staging and distribution plan, such as upcoming plans for new 

launches, sales for games currently in the field, placed order quantities, and 

expected return quantities. Being aware of this information and knowing 

what it means for the next day's activities allows Dwayne to appropriately 

stage the warehouse, assign Pick Pack lines, and prepare additional materials 

in a way that fully maximizes efficiency. 

GTECH's analytics staff supports Dwayne and his team by creating 

and analyzing inventory and sales trends and projections through 

Dwayne's efforts each night promote the efficiency of the next day 's 

activities. By having everything ready the night before, the warehouse staff 

is able to arri ve at work the next day and hit the ground running, wasting 

no time trying to set up. 

Storage Optimized to Fit Texas 

Both and our automated return conveyor belt save time and increase 

efficiencies, especially when it comes to storage. While some warehouses use 

Push Back Racking - an automated hydraulic storing system - it is not well 

suited to high-volume lottery warehouses and can actually increase the time 

it takes to offload pallets and organize storage space. 

Unlike other states that may receive 13 pallets of a new game, initial 

distribution of Instant Ticket games in Texas range from 36 pallets for a 

single new game, up to 215 pallets for core game distribution. Core games, 

such as Break the Bank, and weekly dist ributions contain upward of 50 

mi llion tickets each! 

Without this flexibility, not all skid s and packs for an individual Instant Ticke t 

game could be co-located in the warehouse, presenting challenges for 

distribut ion and inventory aud iting. 
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Figure 9.2 - 12: 
Strategic Storing 

Pre-Staging and Staging 

.... GTECH" ---

Flexibility: Investment in ample floor 
space enables efficient management and 
organization of Instant Ticket inventory 
that changes significantly from week to 
week. 

As previously discussed, we are fully aware of the importance of preparation. 

In order to plan for the next day's orders, our Distribution Manager and his 

team pre-stage the materials needed by assembling the anticipated number 

of shipping boxes. making sure the diffe rent colored rolls of packing tape (to 

disting uish initial distribution games from daily replenishment games) are 

available. etc. On a typical Friday prior to initial distribution, the warehouse 

prepares the fo ll owing weekly quantities by game type: 
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Assigning Lines 

GTECH has the capacity and flexibility to utilize up to seven Pick Pack 

lines. Dwayne Tatum, our Warehouse Manager, assigns these lines the 

prior evening, based on the volume of initial distribution and replenishment 

games. As the week progresses, other distribution demands may affect the 

number of lines needed for initial distributions, so lines are continuously 

reassigned in order to meet game distribution needs. This flexibility allows 

for a seamless transition of allocations and promotes efficiency in manag ing 

the many scenarios that may arise throug hout any given week. 

Continuously reassigning lines allows for a seamless 
transition of allocations ... 

While the manpower at the packing lines remains the same, the nature of 

the lines is constantl y changing. The Pick Pack Order Fulfillment module 

supports multiple packers working at multiple stations. Just as packers are 

able to swi tch between daily and new game orders, our wa rehouse team 

will be able to pack various combinations of orders as necessary to meet o ur 

delivery commitments to Texas Lottery retailers. Our software includes 

our Pick Pack Order Fulfillment module, which, like our current ProSys Pick 

Pack Order Fulfillment module, ensures effic ien t and accurate packing of 

Instant Ticket orders. 

GTECH's Texas Warehouse Layout 

An important factor in our staging and distribution plan is, quite simply, the 

layout of the warehouse. The layout dlrectlyaffecrs the movement of ga m es 

and orders through the warehouse, and a well-organized operation results in 

more orders delivered to retai lers. Easy access to the tools needed to perform 

each task along with a precise distribution strategy that ident ifies which 

shipments must travel the farthest is the difference between an efficient 

warehouse and one that doesn't perform to its potential. 

The fl oor plan in the following figure shows how GTE(H has meticulously laid 

out the staging, packing, and distribution areas w ithin the warehouse. The 

layou t was designed to optimize the flow of tickets through the warehouse, 

making our processes as lean and efficien t as possible. 
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Placement of Games 

As depicted in the figure GTECH's Texas Warehouse Layou t, GTECH places its 

initial distribution games directly behind the Pick Pack lines, resulting in the 

rapid movement of packs and ensuring the fulfillment of orders as quickly as 

possible. Dwayne's planning allows the appropriate games to be readily 

available to packers, so no time is wasted in trying to loca te the games to be 

packed that day_ 

Simultaneous Instant Ticket Game launches 

GTECH has the capacity to launch multiple Instant Ticket Games 

simultaneously. We build our approach to ensuring that new games are 

available to players when the Lottery expect s around the efficiencies within 

our distribution processes. As a result, our recommended processes expedi t e 

the movement of new games and get them to players quicker. 
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Packer Statistics 

GTECH' 
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As an added tool for analyzing activity and source for the planning of 

staging and distribution, statistics can be pulled right from each Pick Pack 

workstation. With ,authorized users w ill be able to review performance 

statistics in real time throughout the day, including, but not limited to the: 

Number of orders packed by type of order per session and day. 

Number of orders remaining to be packed by type of order per 
session and day. 

Number of packs packed, by type of order. 

The Warehouse Manager and other authorized users can access a daily report 

that summarizes final information for the day. Moreover, each workstation 

displays the number of orders that have been packed in the current session 

and for the current day to the warehouse clerk ass igned to that sta tion. The 

information pulled froIT at the Pick Pack station aids in the overall 

planning by the Distribution Manager. 

Printing labels and Manifests 

Once all of the packs needed to complete an order have been scanned, 

the shipping label and manifest (both shown in the following figure) are 

automatically printed at the Pick Pack workstation. Each workstation will be 

equipped with two high-speed thermal printers: onefor printing the shipping 

label on pressure-sensitive thermal paper stock, and the other for printing 

the manifest on regular thermal paper stock. The shipping label is printed to 

our carrier's specifications and includes a bar code in the carrier's package 

tracking format. The manifest includes the order nu mber (in bar code and 

text/ numerical form), in addition to a list (by pack number) of all the packs in 

the shipment. 

The bar code on the manifest, below the tracking number, is also referred to 

as the confirmation bar code. When a retailer receiving a shipment scans the 

confirmation bar code, the status of the entire order (a nd all the packs in the 

order) is updated in this single step, from Issued (to the retailer) to Confirmed 

(at the retailer's location). 
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Figure 9.2 - 15: 
Shipping Label and Bill of Lading 
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Ready to Ship: The sh ipping labels reproduced here. one for an init ial distribution and 
the other for a replenishment order, are printed right at the Pick Pack station. making the 
packing and shipping process even more efficient. 

New Instant TIcket Delivery and Storage 

DOCUMENT REDACTED BY TLC - 124-10 



~. GTECH' ---

Confidentiality Claimed 
Not released 

Plan to Stage and Distribute Daily Orders 

The staging and distribution plan for replenishment orders is very similar 

to that of an initial distribution. GTECH has a systematic and simulta neous 

process of continua l packing for replenishment orders that a re processed 

daily. 

The pre-staging of materials, approach to assigning li nes, physica l 

placement of games, and efficient labeling of orders is performed 

sim ultaneously fo r both initial and replenishment games o rders. 

GTECH has a systematic and simultaneous process of 
continual packing for replenishment orders that are 
processed daily. 

Replenishment games are also positioned closely to the Pick Pack lines for 

easy access, and more than 40 games are ava ilable for these orders at any 

one time. The most popu lar games, hot se llers, and recent ly launched games 

are avai lable fi rst, followed by closing games, and finally slow se llers. This 

hierarchy places the most active games in front of packers and closer to the 

lines for quick retrieval. 
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103.4 
Warehousing and Distribution Methodology and Staffing Plan 

Our warehousing and distribution methodology is comprised of three 

major elements: 

People. 

Process. 
Technology. 

Our People 

Our services are only as good as the people operating them, and the 

foundation for the success of our warehousing and distribution methodology 

is just that - our people. GTECH's superiorqualiflcations lie in the Texas-specific 

knowledge, understanding, and familiarity its employees possess dueto nearly 

18 years of experience in Texas. 

The Core of Our Success 

GTECH Texas is, in one word, people. It's our personnel, the core of our 
company, who use technology to meet and exceed the needs of the TLC, its 
retailers, and Texas l ottery players. 

Our warehouse team, led by Dwayne Tatum, consists of 18 staff members with 

a combined 225 years of experience. This experience and their efforts always 

result in Texas Lottery retailers receiving their Instant Ticket orders on time. 
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Figure 9.2 - 16: 

GTECH's Warehouse Team - Years of Experience 

Donna Riley 22 Years 

Pete Moreno 18 Years 

DwayneTatum 18 Years 111111111111111111 
Frankie Wooten 18Years 

August Benson 16 Years 1111111111111111 
Ed Graumbah 15 Years 

James Johnson 15 Years 1I1111111111111 
Jesse Ortega 14Years 

Bryan Sharpe 14 Years 

Mark Armstrong 13 Years 

LaRoyJohnson 13 Years 

TonyaMoore 11 Years 

Terrence Carr 10Years 

Nichole Givhan 10Years 

Oscar Zamora 10Years 1III11I111 
Oneal Mimms SYears Dill 
Charles Martin 3 Years III 
Steve Smith SMonths I 

Longevity and Experience: GTECH staff members in the warehouse have an impressive 
number of years of service, which can only mean one thing : unbeatable experience in 
warehouse operations for the Texas Lottery. 
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Dwayne Tatum, GTECH's Own Industry Expert 

Dwayne Tatum's familiarity with Instant Ticket warehousing and Texas lottery 

operations is unmatched - he is truly a lottery industry expert and has spoken 
at industry conferences such as the North American Association of State and 

Provincial lotteries (NASPl) conferences in Baltimore, Dallas, Washington, 
Denver, louisiana, Montana, and New Mexico. In addition, Dwayne is a 

warehousing and distribution expert who attends professional supply cha in 

management conferences and seminars. such as those held in Austin and 

St.louis. 
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Unmatched Warehousing and Distribution Experience 

Dwayne is an inva luable GTECH employee, as demonstrated by his efforts and 
successes in setting up warehouses in various jurisdictions. From New York to 
South Africa, Dwayne has played a part in the success of more than 10 GTECH 
Instant Ticket warehouses. 

Georgia: Assisted with the training of Scientific Games 
International (SGI) staff on GTECH's Pick Pack System 
(ProSys) when Georgia went to ProSys; worked along side 
SGI managers, and assisted with training and trouble 
shooting; oversaw the introduction of new game launch to 
assure system familiarity before turn ing over to staff. 

New York: Assisted GTECH New York in the conversion from 
5GI; worked with New York staff on transferring Instant 
Ticket inventory to GTECH's warehouse and training on the 
Pr05ys Pick Pack system. 

louisiana: Assisted Louisiana lottery staff with Pick Pack 
process while converting to Pro5ys system; set warehouse 
to process Instant Tickets on ProSys system. 

Tennessee: Assisted 5GI staff with warehouse training and 
Pick Pack process using Pro5ys system during Tennessee 
Lottery start-up. 

North Carolina: Project Manager for the Warehouse & 
Distribution portion of the North Carolina Lottery start-up; 
performed all functions of starting a warehouse operation, 
bu ild ing location, inventory ordering, warehouse set-up, 
launch of first two Instant Games, hiring staff, and training. 

Arizona: Project Manager for the Warehouse & Distribution 
portion of the conversion from SGl to GTECH; ordered 
equipment, inventory of Instant Games from vendor; Pick 
Pack set-up; training and assisting in hiring of staff. 

South Africa: Project Manager for Warehouse training and 
procedures for Pick Pack; conducted introduction to GTECH 
ProSys system. 

Spain, U.K., Jamaica, and Trinidad: Support, via 
correspondence from Texas, (questions, procedure, and 
methods). 
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Doing It Right - Every Time 

The North Carolina Education lottery had just 38 days to build and equip a 
distribution center from the floor up. GTECH asked Dwayne Tatum, Warehouse 
Manager, to take on the role of lead Project Manager. Dwayne chose an 
existing facility, stripped it to its bare walls, secured the necessary equipment, 
se lected and supervised the contractors, and got the job done on schedule. It 
was the fastest start-up in lottery history! 

Dwayne attributes his success to his leadership training in the military, which 
taught him the value of a disciplined work ethic and a commitment to getting 
the job done. In addition, he demands and receives quality work from his 
contractors and his reports. Dwayne's favorite slogan is, "Do it right the first 
time." 

Personnel 

Each member of the warehouse staff, regardless of position, is invaluable­

individually and collective ly - to the operation of GTECH's warehouse. 

This strong and trusted team manages 75 percent of the lottery's revenue 

base with a 99-percent delJvery accuracy rate. GTECH hires and retains 

its warehouse employees, and the proof is in the longevity of GTECH's 

Warehouse Team. They are extremely motivated to understand that 

ever-important and evolving relationsh ip between Instant Ticket distribution 

and sales. The team has adapted over time to ensure that GTECH molds its 

processes to positively influence the sales that result from the way in which 

they package and ship games. 

An Easy Expedite 

At the end of December 2009, the flexible nature of the warehouse staff was 
evident as two new games were scheduled for launch immediately after the 
New Year. The team received notice that United Parcel Service (UPS) would not 
pick up outbound ground packages on December 31, 2009. Factoring in these 
alterations to their schedule, they sprang into action and were able to pack 
69,285 initial distribution packs in 14,999 orders in just three days, all while 
fulfilling the scheduled replenishment orders. 

In an effort to meet the TlC's ticket inventory and sales requirements, GTECH 
was able to quickly load games (using Game l oad, as discussed in Section 9.2, 
New Instant Ticket Delivery and Storage), and distribute the games based on 
the new date requested. 
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Staffing Plan 

GTECH's staffing plan consists of a combination of cross training and 

flexibi lity. Efficiency lies in having al l staff members proficient in al l 

warehouse tasks and planning staff loads based on the knowledge of orders 

incoming/outgoing for the next day. 

Having more than one person proficient in a particular 
task ..• provides an incomparable comfort level by 
knowing that someone is always there to handle the 
task at hand. 

The staffing plan for the next contract period looks much like the staffing 

we have in place today. The headcount will remain the same, and as new 

automation tools make their way into the warehouse, those staff members 

wi ll adapt their daily tasks to fit new processes. To understand how critica l 

cross training is for warehouse f lexibility, consider this: It takes 176 man·hours 

to pack and distribute a standard $1 or $2 new game and 64 hours per day 

to pack and distribute average replenishment orders. 

Staff Training Plan 

Redundancy with in technology and in sta ffing positions is essential to 

complex Lottery operations. Having more than one person proficient in a 

particular task is a benefit for both the Lottery and our organization, as it 

provides an incomparable comfort level by knowing that someone is always 
there to handle the task at hand. 

Each staff member brings his or her own unique contribution to the team. In 

addition, all warehouse employees are cross·trained and qualified to suppo rt 

the many staff functions within the warehouse. 

All staff members are trained on warehouse equipment, from forklift to Retu rn 

Auto·Scan, and mUltiple staff members are trained on key system functions, 

such as initial distribution. While most of the training is on-the-job, providing 

practical experience such as data processing, introducing new equipment 

yields a formal training class. 
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All GTECH employees assigned to our Texas warehouse are required to 

participate in a number of training sessions, including, but not limited to: 

Security. 
Fire safety. 

GTECH's Code of Conduct. 
TLC rules, regulations and security procedures. 

General warehouse procedures, including inventory control. 

Use and operation of the inventory and distribution system. 

Receiving procedures. 

Distribution procedures. 

GTECH follows all Occupational Safety and Health Administration 

(OSHA) regulations, ensuring our warehouse team has the safest working 

environment possible. In addition, GTECH requires all employees to receive 

annual updates on certain topics including, but not limited to: TLC rules, 

regulations and security procedures; GTECH's Code of Conduct: fire: safety; 

and security. Certain staff will receive specialized training related to their 

specific duties, including: 

Forklift operation and annual certification. 

Warehouse Management module. 

Return ticket processing. 

Operation of the system (which supports the 
warehouse and internal sales). 

Process 

Our knowledge of your unique warehousing and distribution dynamics has 

allowed us to developan effectiveand streamlined process that complements 

our people and technology to provide you with optimal service. The key 

components of our process are: 

Security and Accountability 

GTECH's ITS, warehouse, and sales organizations are entrusted to protect 75 

percent of the Texas Lottery's revenue stream through proper processing and 

accountability of its Instant Ticket product. With a 99-percent accuracy rate, 

it is evident that the GTECH Texas team takes thi s responsibility very seriously. 

The task at hand for warehouse staffers is momentous - every ticket coming 

in and going out of the warehouse must be traced and accounted for. The 

sensitivity of Instant Ticket distributions calls for the utmost in stringent 

accountability practices. 

New Instant Ticket Delivery and Storage 
DOCUMENT REDACTED BY TLC -124-10 



Information Redacted 
§552 .101/466.022/ 552.139 

;:.' GTECH' ---
The TLC conducts yearly inventory audits of GTECH's Instant inventory 

warehouse down to the ticket level, in addition to monthly spot checks, to 

assure warehouse staff and the Lottery tha t the proper measures are being 

taken into account for all Instant Ticket packs, and that those measures are 

effective. We have successfully passed all of these audits. 

Current and proposed technologies provide even greater levels of 

accountability. From its security grid to " GTECH innovations 

provide visibility into the status and location of all Instant Ticket packs at all 

time. Theyensure the full transparency that is so vita l when handling a prod uct 

as sensitive as the Texas Lottery's Instant Tickets. 

Staging 

Staging is a major process in our warehouse and distribution methodology. As 

stated previously in this response, the first step in this process is to pre-stage 

materials. We then designate and assign lines according to game volume 

for both initial and replenishment orders. The proper staging of all materials 

allows for optimal distribution and ultimately, optimal returns to the 

Foundation School Fund. 

Inventory Workflow 

Our inventory workflow includes four critica l components. The process 

begins with receiving Instant Tickets from your Instant Ticket manufacturer, 

and continues through properly storing and staging, accurately packing and 

shipping and quickly processing returns. 

To maximize production, we fine-tune our inventory workflow by constantly 

monitoring our processes. Monitoring within the warehouse, receiving 

feedback from the field on sales levels and orders, and overall performance 

data all provide opportunities to further streamline our workfl ow. 

Quality Assurance 

To ensure accuracy in our entire warehouse and distribution operation, we 

have developed quality assu rance measures that meet or exceed your secu rity 

audit and operation regulations. For example, upon receipt of Instant Ticket 

deliveries, we perform a thorough inventory inspection. Every single pack of 

tickets that we send to reta il undergoes a physical inspection of the con tents 

of the shipment prior to release from the warehouse. 
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All Instant Ticket returns are checked for accuracy of physical inventory 

received, as compared to the system's retu rn and in-transit record, and 

verified with the retailer signature receipt. 

Technology 

The GTECH warehouse config\Jration and technologies work together to 

provide the most efficient warehousing and distribution inventory flow 

achievable in the industry. From the moment Instant Tickets are delivered 

from the vendor until reconciliation and destruction, packs are staged 

and processed to keep inventory moving. 

As Instant Ticket games move through their life cycles, staging wi thin the 

warehouse follows a strict configuration to ensure games are located in close 

proximity to their end function. In addition to optimizing warehouse layout, 

the following automation and technologies facilitate inventory workflow 

through the warehouse and into the field where returns to the Foundation 

School Fund can be realized: 

Information Redacted 

§552.10l/466.022/552.139 

: Creates refined retailer orders, resu lting in enhanced 
sell-through and fewer returns. 

: Displays orders to pack by predefined criteria. 
Pick Pack Conveyor: Decreases manual labor required to load 
replenishment order for delivery. 

9.2 - 42 

: Provides greater visibility into and expedited processing 
of Instant Ticket returns and transfers. 

: Provides visibility into lSR returned packs to transfer 
and wa rehouse inventory status. 
Return Auto-Scan: Expedites closed game returns and getting 
active games back into inventory faster. 

: Provides insight into Instant 
Ticket Game sales for wa rehouse configuration planning. 
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9.3 
Instant TIcket Delivery 

Instant Ticket Delivery 

Introduction 

A major rea son for our continued successful service to the TLC is our 

understanding of and operation w ithin a complicated, interdependent 

structure. Distribution is more than simply packaging tickets and sending 

them to a retailer. It is processes and staff that sca le with demand, it's 

infrastructure and logistics tha t allow for condensed schedules, and it's 

the hard work of the GTECH Texas warehouse team that has delivered with 

a 99~perce nt accuracy rate for the last 18 years. The fo llowing graphic helps 

depict the varying levels of interdependencies throughout a complicated, 

yet seamlessly performed, distribution operation for the TLC. 
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In order to ensure successful distribution and su pport of the Texas Lottery's 

Instant Ticket games, all team members at every leve l of management; all 

pieces of hardware, from automated conveyer belts to shipping tape; and all 

pieces of software, from our 

, relate to, inform, and are dependent upon 

one another. 
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Table 106 
Instant Ticket Delivery Response Requirements 

106.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities and detail 
requirements indicated in this section. 

106.2 
Processing and Shipping Orders on Weekends/Holidays 

To provide timely and seamless support to the TlC, our team remains 
available and flexible above and beyond standard hours. The following 
graphic shows how orders always follow the same process - no matter 

how they are generated. Because of this, the TlC can be confident that 
our processes are rigorously fo llowed for processing and shipping Instant 
Tickets, whether orders are placed normally or under specia l circumstances. 

Confidentiality Claimed 
Not released 
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Our new order automation tool. ,takes holidays, weekends, and peak 

sales periods into account when scheduling processing and delive ry. We 

designed the software to create proper order amounts to plan around and 
compensate for these special circumstances. 

To meet the Lottery's demands, our warehouse team combines flexibilitywith 

a dedicated level of support in that team members keep standard hours but 
are al ways available. Standard operating hours for GTECH's Instant Ticket 

Warehouse are 8:00 a.m. to 5:00 p.m., Monday through Friday. But in the event 

that demands require the team to work beyond normal hours, they can 

and will operate overtime from Monday through Friday, and on Saturdays, 
Sundays, and holidays to ensure that all deliveries are made to retailers on 

schedule. 

Retailers will also find support for ticket ordering, even on weekends or 

holidays. When Instant Ticket Specialists (ITS) are unava ilable, retailers can 
call the ir orders in to the National Response Center (NRC). Our NRC staff takes 

the orders, and delivers the orders to an ITS when they resume business hours 
to review and process the orders. 

supplies retailers with two to three weeks of inventory, which means 

that retailers will rarely need to place a last-minute call to order tickets. 

Ordering and distribution plans are created and adjusted to meet the TLC's 

Instant Ticket Game Plan, ensuring retailers are properly stocked with Instant 
Tickets to meet player demand even, and especially, on holidays, weekends, 

and other peak sales periods when players purchase the most. 

106.3 
Documenting Deliveries 

In 2009, we successfully shipped 5,730,331 replenishment orders and 

2,871,020 packs in initial distribution to the TLC's retailer base. We delive r 
Instants with precision and attention to detail from the very second the ticket 

orders are picked up by the carrier to the moment a pack is confirmed by the 

retailer at his or her terminal. 
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Procedure and Process to Document the Delivery of Tickets 

We follow a dependable process to document the delivery of tickets and 

obtain signed delivery receipts from individual retailers. Because each order 

is checked into the carrier's tracking system, the TlC can track the movement 

of each order using the identification tracking number on the carrier's 

Website. And because each retailer must sign the carrier's electronic pad upon 

delivery, the retailer's signature is available in electronic format online on the 

carrier's Website immediately for any order. 

Security Grid 
(Automated Management Through System Statuses) 

Instant Ticket rules-based security grids not only provide full traceability of 

packs and tickets as they move through the Instant Ticket life cycle, but they 

also ensure the integrity and security of these packs and tickets by enforcing 

status movement rules. While many pack and t icket status changes require 

human intervention to move to the next status, some status changes are 

triggered by system event or time. Following are a few examples of statuses 

used to manage Instant Tickets. 
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Confidentiality Claimed 
Not released 

Maintain Written Proof of Ticket Orders 

Exceeding your detail req uirement for written proof of delivery wi thin 

four business hours, another safet y feature is the carrier's signature 

tracking, which allows you to view the receipt signature in electronic 

format immediate ly after delivery. To ensure retailers receive thei r Instant 

Ticket orders on time and to provide an extra layer of resolution support, 

GTECH's ITS staff, LSRs, and management have visibility into Unconfirmed 

Orders exception reports generated through 

The Unconfirmed Orders exception report displays individual retai lers, by 

territory, representative, or other specified criteria, whose I nstant Ticket order 

packs are in an Assigned status for a designated period of time. LSRs will 

receive a mobile version of this report through . When viewing 

the Home screen for a reta iler, the LSR w ill be alerted by the number of 

Unconfirmed Orders (if any) to review these orders and assist in the resolution 

of the issue. Many times, Instant Ticket orders are found w ithin the store, and 

the issue is resolved then and there. 

This level of real-time visibility into the status of orders 
provides greater accountability and security of Instant 
Ticket orders and ensures Texas Lottery Instant Ticket 
games are available to sell at the right time. 

Instant Ticket Delivery 
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This level of real-time visibility into the status of orders provides greater 

accountabi lity and security of Instant Ticket orders and ensu res Texas l ottery 

Instant Ticket games are avai lable to sell at the right time. For information on 

how ticket packs are securely returned, or how their statuses are managed 

in other rare events (such as ~ lost" tickets), please turn to Section 9.3.1 , 

Warehouse Instant Ticket Return Verification, and specifically Requirement 

1 09.3, Instant Tickets in Various Statuses. 

106.4 
Delivery Plan for Geographically Remote Retailers 

Our ticket order delivery plan is a direct product of ou r extensive experience 

with the unique shipping demands associated with a sta te the size and 

range of Texas. To ensure tickets are delivered to remote areas in the most 

expeditious manner, ticket orders are packed, staged, and prioritized based 

on geographical delivery zones. Our general operating ru le for remote area 

ticket shipping is Ufarthest first,· meaning those packages identified as being 

shipped to the farthest, most remote areas of the state are the first packages 

out the warehouse doors. Remote shipments for Initial Distribut ion orders 

are color-coded fo r each zone whi le in the warehouse to alert warehouse staff 

to move them quickly from the packing lines to the designated delivery trucks 

for long-d istance delivery. 

Processing Daily Ticket Orders 

As the TlC has read in Section 9.2, New Instant Ticket Delivery and 

Storage, we process all daily ticket orders received w ithin the next working 

day to ensure ticket deliveries arrive on time. Our ca lendars are set and 

scheduled for orders received for processing at the centra l distribution 

warehouse Monday through Thursday to deliver to retai lers within 36 hours 

of order receipt. Any orders received for processing at the central distribution 

warehouse on Friday are delivered to the retail location within 72 hours 

of order receipt. 

9.3 -9 
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106.5 
Packaging Instant TIckets for Delivery 

The GTECH warehouse team thoroughly prepares both procedurally 

and materially for each day's packaging work as described in Section 9.2, 

Requirement 103.3, Staging and Distribution Plan. To plan for the next 

day's orders, Warehouse Manager Dwayne Tatum and his team pre·stage the 

materials needed. They assemble the anticipated number of shipping boxes 

and make sure that packing tape - in different colors to distinguish initial 

distribution games from dally replenishment games - is readily available. 

The materials used are: 

Right-sized boxes for proper ticket placement. 

Tamper-proof secure bags. 

Packing tape color-coded for easy recognition. 

Ready-to-print labels for delivery and tracking. 

Figure 9.3 - 5: 
Packing Orders 

Efficiently Filling Orders: 
GTECH's processes and procedures are 
designed to be as efficient as possible to 
get the right tickets to the right retailers 
at the rig ht time. 
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Alysia Friday and BAE: From Partnering w ith GTECH to 
Preparing Kids for School 

Once the proprietor of a small office supply company, Alysia Friday now owns and 
operates an industry-leading packaging and manufacturing-services business 
called Business Assets Enterprises (BAE). Within the highly competitive packing 
and shipping industry, Alysia is one of just a few African American women to ru n 
such a large and flourishing enterprise, and she attributes this success to her 
relationship with GTECH. 

Figure 9.3 - 6: 
Alysia Friday 

Entrepreneur and Philanthropist: 
Alysia Friday bu ilt her p acking and 
shipping enterprise with the help of 
GTECH, and cont inues to be an adive 
member of her community, 

GTECH and BAE: Coming Together Through the TLe's HUB 
and Mentor Protege Programs 

Years ago, a GTECH staff member suggested Alysia look into a packing and shippi ng 
company. Determined to win GTECH's business, Alysia drove to the San Antonio 
Gaylord (now Temple-Inland) plant every day to learn as much as possible about 
packing and shipping, until she had a competit ive yet profitab le f irst product bid. 
BAE's first offering to GTECH was a small, two-pack box, but a determined Alysia 
had bigger plans. Today, the company manages GTECH Texas' packing and 
shipping supply inventory on site - no small feat, since about 20,000 packages 
move through t he site each day. 

"I've been waiting for an opportunity to tell the nation that I've found out what true 
partnership means by working with GTECH. Through good times and bad, GrECH is 
the one customer that I know will always be by my side." 

- Alysia Frid ay 
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Giving Back 

Upon solidifying her business, Alysia wanted to give back to the community. In 
2004. she returned to the public housing complexes on Austin's East Side. where 
she grew up, to distribute school supplies. The following year, she founded Reach 
Back to Launch Forward, a nonprofit organization that helps children start each 
school year right - with a day offun and school supply distribution. And ofcourse, 
GTECH Texas is BAE's largest contributor. donating approximately $3,000 in 
supplies annually, with staff members readily pitching in to help out at the event. 
In 2009, Alysia and Reach Back to Launch Forward served 955 school ch ildren in 
five communities! 

Figure 9.3 - 7, 
Reach Back to Launch Forward 

Getting Ready for the Big Event: 
Volunteers help sort and distribute school 
supplies to the school children of Texas. 

Invoice/Ticket Order Document Procedure 

With our one-touch-packing procedure, the automated technology we 

use allows one person to complete all of the picking and packing per order. 

This decreases errors and expedites our packing process. At the same t ime 

the Pick Pack manifests are printed, a carrier shipping label is automatically 

printed with the delivery address and tracking 10 number. The current 

shipping manifest, which is included in each ticket order package, has been 

approved by the TLC and provides all information necessary for successful 

shipping and receipt of Instant Ticket orders, but we understand that this 

document format is subject to TLC approval. 

Instant Ticket Delivery 
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Communication and/or Marketing Pieces 

As is currently the case, GTECH w ill continue to support Texas opera t ions 

by packing communication and/ or marketing pieces w ith ticket orders as 

required by the Texas Lottery. We discuss these items in depth in Section 9.S, 

Promot ional Item and Point of Sale (POS) Verification and Receiving, and 

Section 9.6, Promotional Merchandise Inventory. 

106.6 
Preventing Omitted or Other Defective Packs from Being Shipped 

Omitted Packs Process 

Typically, Instant Ticket manufacturers include a f ile of omitted packs wit h 

t he delivery of a new Instant Game or reprint of an existing game. With 

p reventing omitted 

packs from bei ng shipped is as simple as loading this file in t o our system . 

As packs are processed fo r inclusion into orders, the system cross-reference s 

every pack against the Omitted Pack fil e, w hich includes but is not li mited 

to inappropriate ly wrapped packs, mis-cut packs, or other d efective packs, 

and will not allow omitted packs to be included in the completed order. 

Th is process ensures that we have pulled any omitted packs inadvertentl y 

delivered to the warehouse, before t hey are set to be packaged and 

shipped out . 

Defective Packs Process 

Defective packs requi re visual inspection by thoroughly t ra ined eyes. As we 

discuss in Section 9.2, New Instant Ticket Delivery and Storage, certain GTECH 

Texas warehousi ng and d istribu tion functions re ly on stron g individuals, 

using crit ical thinking and know-how_ During the packing process, our 

team visually inspects each and every pack. Because each t eam member 

has extensive training and multiple years of experience in Texas fo r Lotter y 

distribution, they know w hat signs t o look for in a defect ive pack. 

Finding Defective Packs 

In 2009, 43,921 packs were returned from the field as defective. Of those packs. 
30,071 - or 68.38 percent - were from Game 1203, Lucky 13. Th is game was 
printed with a latex issue that made it difficult for players to scratch, a type of 
defect that is undetectable through visual inspection. When you take into 
consideration that the warehouse shipped 8,601,351 packs in this same year, 
t he remaining defective packs retu rned from the field equate to only 0.16 
percent of all packs sh ipped! 

9.3 - 13 
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Our orders are secured and checked for omitted and defective packs before 

they reach the field through our double redundancy process. We balance our 

processes between our strong system and our strong people. 

106.7 
Methods, Procedures, Hardware and 
Software for Monitoring Inventory 

GTECH Texas: Focus on Monitoring 

Our methodology makes the clear link between field data and inventory 

in order to support your game plan and overall marketing goals. This 

necessitates more than a simple review on a spreadsheet of what tickets are 

in a warehouse and w hat is in the field. We designed various pieces of our 

software to sync with reports and information available at various locations. 

Below, we detail our procedure for monitoring inventory that makes use of 

our software and hardware. This aids in our ability to make predictions on 

what should be moving and provides the TLC with transparency into our 

support of your plans. 

Information Redacted Monitoring Software and Reports 

§SS2.101/466.022/SS2.139 To help the TlC gain visibility into operations. 
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offers a variety of reports as described in Section 7.9, Reporting. 

does more than just provide insight. It allows you to run 

reports, cross-reference data, and view at a variety of levels - even down to 

the individual retailer level - so you can note trends and optimize inventory 

appropriately. 

ThE offers you the freedom to create reports 

that you find important, right when you need it. All Instant Ticket data is 

available to the TlC for analysis through the 

Our software allows users to combine data in unique ways - ways that were 

previously just not possible. And as your supporting vendor, we will create 

reports that are specific to your needs. For instance, you can view a specific 

retailer's price points, distribution of tickets, and history of sales, all through 

the power of 

Following are a few examples of the various kinds of monitoring reports 

available to TLC through our tool kit. All these reports are available for lSRs 

via to make actionable decisions. 
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site team to perform thorough analysis going forward to make actionable 

decisions, based on detailed information, for the highest impact on sales. 

Of course we will continue to provide the reports that have aided success 

thus far, with advantages of the built into them: 

The Oa Vinci Report: Offers the TLC a high-level report that aids 
in predicting when games are going to close, whether they reach 
their level (85 percent) or show a poor sales trend. As the TLC 
knows, the Oa Vinci report is often used by the Instant Ticket 
Product Manager to help guide informed decision making on 
game life. Monitoring sales trends is a snap with the 

Da Vinci Report. 

Market Penetration Reports: Offers the TLC a second-level, 
greater detail view into how many game packs are distributed 
in the field. It provides a snapshot of inventory, allowing users 
to drill down by district and LSRs to see game penetration. 
Analysis of this report helps identify Instant Ticket games that 
are not se lling well in certain areas and allows for reallocation 
of these games to faster-se lling markets. 
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And the best part? The TLC can mon itor all of these pack movements 

from your desktop and see what the LSRs see and do in the field. For more 

information on this procedure and more, please turn to Section 9.2, New 

Instant Ticket Delivery and Storage, and Section 8.4.2, LSR Ticket Retrieval, 

Transfers and Returns. 

9.3.1 
Warehouse Instant Ticket Return Verification 

Confidentiality Claimed 
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Partial pack ticket returns follow a similar process as full pack returns, 

replete wi th customized automation and focused manual handling for 
extra care. Please see "Full Pack Ticket Returns," previously in this section, 
for a description of how partial packs move from retailer to warehouse. 

Special Handling of Partial Pack Returns 

Once the partial ticket packs are set aside for manual scanning, a dedicated 

clerk will check and scan the first and last ticket, ve rifying that the same 

amount and range are returned as recorded by the LSR in the field. This 
va lidates that the partial pack quantity matches. The status then changes to 
Returned and GTECH hands over partial packs to the Lottery. 
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We set clear parameters in our returns processing system, so that the system 

will not allow partial packs to be assigned to an order (reassigned). Once in 

Returned status, partials will never return to full status. They are held in the 

Returned Goods cage of the warehouse pending the reconciliation of the 

game after it is closed, under Lottery supervision. 

Finally, the TLC will have visibi lity into partial pack returns throug h the 

. Partial pack reports will be pulled from the 

system and given to the TLC for viewing and processing. 

Table 109 
Warehouse Instant Ticket Return Verification 
Response Requirements 

109.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the ro les, responsibilities, and detai l 

requirements indicated in this section. 

109.2 
Documenting and Storing Partial Packs of Returned TIckets 

As the TLC has read in Sect ions 8.4.2, LSR Ticket Retrieval, Transfers and 

Returns, and 9.3.1, Warehouse Instant Ticket Return Verification, we follow a 

rigorous procedure to document and track returned tickets. Through reports 

created in the ,the TLCcan verify that all partial 

packs received and manually scanned into the Lottery Ga ming System have 

been relinquished for storage and reconciliation. 

Process to Track and Store Partial Packs 

Previously, in Section 9.3.1, under t he heading Partial Pack Ticket Returns, 

we detail t he tracking and secu rity procedures we follow to ensure partial 

packs make a clear line back to the warehouse and that associated statuses 

are changed along the transit. Per the TLC's requirements, once partial packs 

are manually verified in range and count and sca nned as returned into our 

system, we hand them overto the TLC's supervision. Any and all partial packs 

will be held in the TLC's Returned Goods cage pending the reconciliation of 

the game after it is closed; only the Lottery has access to this area. 
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Manual Returns Within 21 Days 

GTECH will return all manual (damaged, defective, etc.) full or partial pack 

tickets to the cent ral distribution warehouse and process them for credit 

to the reta iler'S account within 21 days from retailer pickup. For more 

informat ion on manual returns, please refer to Section 9.3.1, Warehouse 

Instant Ticket Return Verification. 

Full Pack Returns Within 21 Days 

GTECH further agrees to return all full pack ticket returns (processed by 

terminal at reta iler) to the central distribution warehouse within 21 days 

from retailer pickup. For more information on manual return s, please refer 

to Section 9.3.1, Warehouse Instant Ticket Return Verification. 

Partial Pack Returns Within 21 Days 

Finally, we will return all partial pack ticket returns (processed by terminal at 

the retailer) to our central dist ribution warehouse within 21 days from retailer 

pickup. For more information on manual return s, please see Section 9.3.1, 

Warehouse Instant Ticket Return Verification. 

109.3 
Instant Tickets in Various Statuses 

Procedure for Handling Instant Tickets in 
Various Statuses for More than 60 Days 

The TLC wi ll have visibility into every aspect of the business w ith our 

integrated solution set. This is especia lly criti ca l when it comes to tracking 

tickets in varying statuses. 

together provide integration for tracki ng and locating Instant 

Tickets in various statuses. The following table list s the various statuses 

and provides a description of each status and the corresponding GTECH 

processes and procedures. 
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Our commitment to securing and locating Instant Tickets speaks for itself. In 

2009. we recovered 87 percent of all Lost Retailer packs. 

Recovering Packs 

In 2009. 2001 packs in Lost Retailer status were recovered. That's 87 percent of 
all Lost Retailer packs. 

Change from "Hold" Status to "Stolen Warehouse" Status 

GTECH agrees to change pack status from Hold to Stolen Warehouse if, at any 
time during the return of an Instant Ticket pack to the warehouse, the pack 

is placed on Hold status for more than 90 consecutive days or at the end of 

va lidation date for the game, 

Change from "Lost Warehouse" Status to 
"Stolen Warehouse" Status 

We agree to change a pack placed on Lost Warehouse status to Stolen 

Warehouse if that pack is on lost Warehouse status for more than 90 

consecutive days, at the end of va lidation date for the game, or if a validation 

is attempted. 

Change from "Lost Retail e r" Status to 

"Stolen Retailer Non-Chargeable" Status 

GTECH agrees to change a pack from l ost Retailer status to Stolen Retailer 

Non 4 Chargeabie if, at any time during the return of an Instant Ticket pack to 
the warehouse, the pack is placed on lost Retailer status for more than 90 

consecutive days, at the end of va lidation date fo r the game, or a validation 

is attempted after the pack is placed in lost Retailer status. 

Change from "In Transit" Status to "Stolen in Transit " Status 

If an Insta nt Ticket full or partial pack is placed on In Transit status for more 

than 30 consecutive days, we will change the pack status to Stolen in Transit, 

Responsible for Instant Tickets and Instant Ticket Packs 

GTECH maintains responsibility for damage to and/o r loss of Instant Ticket 
packs and Instant Tickets in our care or custody. 
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9.3.2 
Stolen and Damaged Instant Ticket Reporting 

Stolen and damaged Instant Tickets pose a seri ous risk to the TLC's brand 

image, retailers, and players. We handle these cases quickly, consistently, and 

professionally to help mitigate some of this risk, insulate your retailers from 

potential financial liability, and ensure players enjoy the Lottery experience 

they have come to expect. 

Table 112 
Stolen and Damaged Instant Ticket 
Reporting Response Requirements 

112.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles and responsibilities and deta il 

requirements indicated in this section. 

112.2 
Damaged and Stolen Ticket Processing 

GTECH has a thorough procedure for managing a situation in which a 

pack oftickets, or a range of tickets within a pack, takes a different path from 

the standard life cycle. GTECH's has been designed to support these 

unusual situations in a clear, consistent manner, minimizing the need for 

manual or off-system programs. Our staff is trained to handle situations 

arising from damaged or stolen tickets with thorough execution. 

Instant TIcket Delivery 
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Damaged Ticket Processing 

As detailed in Section 109.3, Instant Tickets in Various Statuses, previously in 

this section, GTECH proposes a secure, traceable solution to processing and 

tracking damaged Instant Tickets through our manual returns process. 

By processing damaged tickets in the same manner as other manual returns 

(with the exception that the TLC must first approve the damaged packs to 

be returned), the TLC and GTECH ensure transparency and security of these 

packs. In some circumstances, packs may be damaged beyond game and pack 

recognition. In these instances, the electronic return form will allow 

LSRs to put in as much detail as possible about the damaged packs being 

returned to provide a record to cross-reference upon receipt. 

Once received in the warehouse, damaged packs are relinquished 

immed iately to TLC personnel for processing and reconciliation. As with all 

other manual returns, specialized exception 

reports can be created to assist the TLC with the tracking and reporting of 

damaged pack returns throughout the process. 

Stolen Ticket Processing 

We take stolen tickets seriously, which is why our NRC is available 24 

hours a day, 7 days a week, 365 days a year for the intake of reports and the 

documenting of stolen and/or damaged tickets. When a retailer ca lls the NRC, 

our hotline staff act immediately. We follow a set procedure to gather all of 

the appropriate information, contact our operations staff, and have the ticket 

status changed in the system to Stolen. Our NRC staff even looks up the 

inventory to review and determine which tickets from a pack or range have 

been stolen. 

Thefollowing outline isa live set of procedures the NRC follows when a retai ler 

calls about a stolen ticket(s): 

Verification of retailer information. 

Completion of Stolen Instant Ticket Report form. 

Ticket Status Process. 

Verification of Status Process. 
Texas Stolen Ticket Database Entry. 

Documentation of Call. 

Client Services Management Application. 
Podium Log. 
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Using ,authorized staff will mark full and/or partial packs of tickets as 

either Stolen or Missing, as appropriate. Once so marked, tickets from these 

packs will no longer be eligible for validation. However, winning tickets from 

any portions of the partial packs that are not marked Stolen or Missing will 

remain eligible to be cashed and/ or claimed. 

When tickets are reported stolen or missing, an authorized user assigns a 

unique case number to the incident. This facilitates the progress of an 

investigation by enabling the loss or theft to be easily tracked. As the 

investigation proceeds, findings will be entered under the assigned case 

number. Authorized users use this case number to monitor the progress of 

the investigation. 

The Stolen Ticket Case Status screen shown in the following figure is used for 

this purpose. 

Confidentiality Claimed 
Not released 
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Additional ly, all attempts to cash a ticket from a pack or range of tickets th a t 

have been marked as stolen or missing will show up on the system 

} that is provided to the Lottery Security. Furthermore, in the event a 

sto len ticket or pack of tickets (in Stolen status) is returned to the central 

distribution warehouse, we immediately send them to the Lottery. 

Confidentiality Claimed 
Not released 

Accountability 

also supports t icket-level accountability for sto len and partially sett led 

packs (returned tickets). Authorized staff can mark full packs, mu ltiple ranges 

of tickets within a pack, and even individual tickets as Stolen or Returned . 

Tickets from packs or porti ons of a pack so marked that are presented for 

va lidation will not be approved for prize payment. Winni ng tickets from th e 

remainder of these packs will continue to be eligible fo r va lidation. Typica ll y, 

is config ured to perform a settlement automatically when 

a partial pack is either returned or marked Stolen. Th is simplifies accounti ng 

in these situations by automatically charg ing the reta iler for the part of t h e 

pack that had been sold or not sto len. Manual adjustments are not required 

in these situations. 
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9.4 
Instant Ticket and On-Line Ticket Stock Destruction 

Introduction 

Ensuring the integrity of the TLC is something GTECH does each and every 
day, and an essential part of doing so is ensuring the proper destruction of 

Instant Tickets and On-Line Ticket stock. GTECH goes to great lengths to rna ke 

certain that closed Instant Games and On-line Ticket stock are not accessi ble 

to the public. We begin by ensuring close coordination wi th the TlC. 

In 2009, GTECH worked with the TLC to destroy more 
than 380,000 pounds of material- the equivalent of 
nearly 130 U.S.-produced automobiles. 

In itiated only by the TlC and operating as a fully transparent process, 
destruction is carefully monitored and occurs several times throughout 

the year. In 2009. GTECH worked with the TlC to destroy more than 380.000 

pounds of material- the equivalent of nearly 130 U.S.-produced automobiles. 

This important undertaking is one that we do not take lightly. GTECH sees 
to it that complete destructions are handled properly. 

Table 114 
Instant Ticket and On-Line Ticket Stock Destruction 
Response Requirements 

114_1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles and responsibilities and detail 

requirements indicated in this section. 

Instant TIcket and On-Une TIcket Stock Destruction 
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114.2 
Ticket Destruction 

Destruction at Your Discretion 

GTECH will continue to welcome the TLC's engagement and strictly abide 

by the Lottery's requirements fo r the destruction of Instant Tickets, On-Line 

Ticket stock, and other materials. All decisions, requests, and approvals are 

managed by the Lottery while GTECH provides the destruction services. 

GTECH ini tiates the destruction process only when directed by the 

Lottery, as the determination of which games are to be destroyed and when 

destruction should occur is completely at the TLC's discretion. Games and 

stock held by the TLC prior to destruction include partial returned packs, 

which are secured until the game is closed, and unissued and normal returned 

packs, which are placed in GTECH's warehouse area. Partial On-Line roll stock 

is also held in the locked, secure area, and is released for destruction by the 

Lottery when there is enough to destroy. 

Once a game has been closed and the reconciliation of packs is completed, 

the TLC provides GTECH w ith the appropriate information for destruction, 

such as pallets to be shredded and pack number ranges. Based on the 

Lottery's schedule, GTECH then sets a date and time for destruction. Both 

parties jointly sign a form that logs the items to be destroyed. 

The TLC's involvement in the destruction of materials is evident t hroughout 

the entire process. TLC sta ff is present when games and roll stock that have 

been released to GTECH for destruction are loaded onto trucks for delivery 

to the destruction site, and as the games are transported, Lottery and GTECH 

staff members follow the truck to monitor the transfer. Following destruction, 

a certificate is signed by all parties, and each retains a copy to ensure proper 

documentation. 

114.3 
Destruction of Instant and On-Line Ticket Stock 

To maintain the integrity of the Lottery and its processes, ensure security, and 

avoid conflict of interest (or perceived conflict of interest), GTECH uses an 

independent vendor fo r shredding and destruction of Lottery material. All 

third parties have worked together to ensure that these processes are 

efficient and strictly adhered to. 

Instant Ticket and On-Une Ticket Stock Destruction 
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The sensitive nature of this task requires GTECH to ensure the highest leve ls 

of security throughout each step of the way, especially considering the 

volume of materials that proceed to destruction. In 2009, the TlC and GTECH 
oversaw the destruction of more than 380,000 pounds of paper materials, at 

a cost of between $0.'8 and $.33 per pound for an average of nearly $0.26 

per pound. The fo llowing figure quantifies each of the seven shreds in 2009. 

All destruction and disposal has met State of Texas environmental 

requirements and will continue to do so for the next contract period. 

Figure 9.4 - 1: 
2009 Instant Ticket Shred Record 

Date Weight (lb.) 

2/28/2009 53,188 

4/3012009 38,500 

5/31/2009 40,177 

6/30/2009 35,218 

7131/2009 114,389 

8/31 /2009 17,450 

9/30/2009 81,080 

Total 380,002 

Proof of Destruction: GTECH facilitated the destruction of thousands of pounds ofTexas 
lottery materials last year. 

Destruction of Unsold, Returned, or Unused Instant Tickets 
and On-line Ticket Stock 

lottery materials that are not used, such as packs of games and On-line roll 

stock that are partially used by a retailer, packs that were never issued to the 

field, and so on, are all securely disposed of. 

Destructions are scheduled several times throughout the year; however, 

unsold, returned, and unused Instant Tickets and On-line Ticket stock may 

come into the warehouse at any time. Because of this, GTECH provides a 
secure location for these materials to ensure that they are not accessiblewhile 

being stored. The lottery will reconcile, box, and lock partial packs and roll 

stock in the TlC's protected area within GTECH's warehouse, where they will 

stay until the next round of dest ruction is scheduled. 

Instant TIcket and On-Une TIcket Stock Destruction 
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Below are the steps that GTECH and the TLC follow for the secure destruction 

of material s. 

Figure 9.4 - 2: 

The TLC and GTECH's Destruction Process 

9.4-4 

Materials 

• nc ilnd GTECH witness the Io<>di ng of m<l le.ials on !lucks 

• TlC and GTECH monitor transportation to destruction site 

Process Makes Perfect: By following these necessary steps, GTECH ensures the secure 
destruction of sensitive lottery materials. 

Instant TIcket and On-Line Ticket Stock Desb'Uction 
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Step One: Receive Not if ication from the TLC 

Upon notification from the TLC of materials that are ready for destruction, 

GTECH organizes the process to take place. A form that logs the items to be 
destroyed is presented to GTECH, and both parties agree and record the 
event. 

Figure 9.4 - 3: 
Sample Notification from the TLC 

Movillg Instant Ticket Inven tory 

I.AK:ATIO)'!: Fro",: CITC" w.rtb,ts 

CommclltI; 11 
~ 

To: IrpD MOMOI,; , 

_""of--"TIf ...... __ 

Proceed to Destruction : The report provided by the TLC lets GTECH know exactly which 
items to destroy. 

Instant Ticket and On·Une Ticket Stock Destruction 9.4-5 
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GTECH then schedules the destruction dates and supplies them to the TLC. 

Step Two: Schedule Destruction 

Information Redacted GTECH will schedule a pickup of the materials to be destroyed. When 
§552.101/466.022/552.139 scheduling occurs, a Destruction Report will be generated within the 

9.4-6 

Step Three: Materials Pickup and Transportation 

On the scheduled destruction date, GTECH's materials identified by the TLC 

will be picked up at the warehouse. Both the Lottery and GTECH witness the 

loading of the materials onto the trucks and will monitor the transportation 

to the destruction site by following the vehicles containing the materials. 

Step Four: Destruction 

GTECH's approach to destroying these materials in the most secure way is to 
group them together, so that all "like" materials are destroyed at the same 

time. For example, all Instant Tickets will be shredded together, roll stock will 

be jointly destroyed, and even the cartons transporting the materials will be 

disposed of. 

Destruction Equipment 

Thedestruction equipment used is secure, thorough, and capable of handling 

the large volumes of Lottery materials as presented by the TLC and GTECH. 

Tickets are cross-cut and double-shredded in just one pass - this is the only 
machine in Texas offering a proven process that the Lottery has already 

valida ted. This machine, which is one of three with this capability, is used 

specifically to meet the needs of the TlC. 

Once the destruction is complete. a Certificate of Destruction, as shown next, 

is drawn up and signed by all parties present. 

Instant nc.ket and On-Une ncket Stock Destruction 
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Figure 9.4 - 4: 
Sample Signatures and Certificate of Destruction 

Bd~a$ina Sili:Datures Bg;eivin& §ili:natures 

~~ iJw , l£u6o. 9,,,: .Q ic1 ~ , IIu,DQ 
Lotte Re ren otli live Dille LoUt Re Rsen tll li"t Ol le 

o .:J2-;fitr /l.-ot-/O G"d'" /. 1. 0" ; <7 

Securil Re ntlliin Dil le Seeurll t rnulalive Dale 

/ L //:t.-~o 
~P'~"";.' 

I-,$-jf" 
GTE cwnll ti"e 0 • Dlle 

1/ V /-J# _/O 

ecei"in Rt rnenative Dale 

"' lRON MOUNWN" , ........... _ ... -....-

CERTIFICATE OF DESTRUCTION 

Iron Mountain certifies that all materials related to the 

shredding services included on this invoice have been 

shredded per the terms of the customer agreement. 

""-''''~ IT - 7«11 ....... ~ 
, ............. - - r.,Hk,.../';:;'u)..:!k 

1<T'oIOice DaM 
,?/ - ;:;0_ /0 

c- T .. /'H 

_,m<:>HII O:lO<M __ -.....M~ ___ • ___ .. __ '" __ .. ..,._"""""'"-

Life Cycle Complete: These signatures and certificate formally document the destruction 

of Lonery materials as initiated by the TLC and GTECH. 

Instant TIcket and On-Line TIcket Stock Destruction 
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Destruction of Other TLe Materials 

The destruction of other materials, such as promotional coupons and void 

tickets, will be handled by GTECH upon TLC request. 

Strict Security 

The TLC, which plays a significant part in every step of the destruction process, 

can be confident that GTECH fully considers the security of destruction and 

takes the proper precautions when carrying out its procedures. By keeping 

the entire process transparent and following the Lottery's destruction 

requirements, GTECH sees each game's life cycle through to the end. 

Instant Ticket and On· Line Ticket Stock Destruction 
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Promotional Item and Point Of Sale (POS) Verification 
and Receiving 

Table 116 
Promotional Item and POS Verification and Receiving 
Response Requirements 

116.1 
Roles, Responsibilities and Detail Requirements 

,!:. GTECH----

GTECH acknowledges and accepts the roles, responsib il ities, and detail 

requirements indicated in th is section. 

116.2 
Receiving, Storage and Distribution of Promotional Items 

Delivery and Insta"ation of Materials 

GTECH will deliver and/or install promotional and POS mate rials to retailer s 

as d irected by the Texas Lottery. 

Every promotiona l campaign undertaken by the Texas Lotte ry represents a 

significant investment of both resources and capital . The ant icipated retu rn 

on that investment is only realized by complete accountabili ty throughout 

the entire supply chain life cycle for each and every promotional and POS 

advertising item - from init ia l order to the poin t of contact w ith the Lotte ry 

player. Timely distri bution of t hese items into the retai l environment is vita l 

to support ing new campaigns and game launches. If fie ld execution is not in 

synch with the Product Team's incent ive programs or the Ad vert isi ng Med i a 

flights, then the impact of the POS is limi ted. 

Promotional Item and Point Of Sale (POS) Verification and Receiving 
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Success in managing just such a supply chain is a dai ly deliverable for GTECH 

Texas. To date, GTECH's rate of Instant Ticket delivery accountability and 

accuracy fo r the delivery of Instant Tickets in Texas stands at 99 percent. This 
commendable record of success is the resu lt of our unique knowledge of your 

business and our Texas-customized technology and processes. These same 

attributes will again deliver a high standard of performance in the integrated 

supply chain management of the lottery's promotional and POS items. 

GTECH's Integrated Supply Cha in Management 

GTECH will receive, verify, store, and distribute promotional items and POS 
materials through its Integrated Supply Chain Management process. This 

process begins with receipt of a purchase order for such materials from the 

lottery to the GTECH Central Warehouse Database. As soon as the purchase 

order is received, an order record for the particular merchandise is created. 
Upon delivery by the supplier, GTECH will Inspect the merchandise on receipt 

according to the parameters determined by the lottery (e.g., inspect every 
third box of merchandise, inspect five items from every box received, etc.). 

GTECH's rate of Instant Ticket delivery accountability 
and accuracy in Texas stands at 99 percent. 

All material will be received and stored initia lly in the central warehouse. 

Through an ORDER>FULFILL and RETURN>ACKNOWLEDGE methodology. 

promotiona l and POS items will then be distributed to e ither one access point 

or a combination of access points including District Warehouses, DistrictSales 

Representatives, and/o r retailers as dictated by the lottery's promotional 
campaign requirements. 

Confidentiality Claimed 
Not released 
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The true complexity of this supply chain model is only realized in the real-time 

operations of launching, promoting, and sustaining game sales. With at least 

five points of access, 400 Instant Games (on average) in the field at any 

one time, seven On-line Games, and a new game launched regularly, the 

execution of a precise and sophisticated supply chain business process is 

critical to ensuring maximum efficiencies for the Texas Lottery. 

The number of potential points offailure within this supply chain can multiply 

with each variable of product and point of access. Our success in managing 

the distribution of your Instant Tickets confirms our ability to proactively 

manage against potential points of failure, foreseeing and avoiding 

disruptions in the delivery process. 

We know from our experience in managing your Instant Ticket inventory 

that success in verifying, receiving, tracking, and distributing product 

requires precise coordination, business expertise, dependable technology, 

and adherence to proven processes. The complexity and magnitude of 

the undertaking is significant. Distribution operations must be properly 

sequenced to enable the required interdependencies. And - at all times­

the investments of the Texas Lottery must be protected and traceable. 

Our automated, integrated supply chain management process will duplicate 

for all Lottery promotional and POS items the product traceability and 

distribution accuracy currently realized in managing your Instant Ticket 

products. The process allows: 

Information Redacted 
§552.101/466.022/552.139 

Product tracking access to the Lottery for all product inventory 
and statuses via the GTECH 

9.5-4 

Step-by-step accountability for each phase of the product life 
cycle from initial purchase order placed by the Lottery to 
delivery to the retailer via an ORDER>FULFILL and RETURN> 
ACKNOWLEDGE methodology. 

Total collaboration through the central repository of the central 
warehouse database to each potential point of access to 
products: suppliers and Lottery staff, central warehouse staff, 
District Sales Managers/ district warehouse, LSRs, and retailers. 

Expansion of product management opportunities through 
connectivity between the central warehouse inventory 
database and LSRs via the 

Promotional Item and Point Of Sale (POS) Verification and Receiving 
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The key input to the entire promotional/POS tracking process is the Lottery's 

strategic promotions plan, which will be led by the Lottery Products team and 

the Advertising team. With the approved promotions plan in hand, GTECH's 

integrated supply process will account for each and every promotional orPOS 

advertising item at every step of the supply chain. 

Our supply management process is designed to optimize and automate the 

Lottery's inventory control process. The operational improvements and 

advantages of our methodology include: 

Increased accountability in terms of use and placement of 
promotional/ POS materials at all levels. 

Cohesive management from District Sa les Manager to LSRs for 
maximum effectiveness in promotions/ POS support. 

Proactive control of promotion/ POS inventory to fully 
support campaigns. 

Significantly improved accountability for special event items 
through creation of a Special Event 10 that tracks event items 
ordered and returned by LSRs. 

Improved placement of materials via in-the-field collaboration 
between LSRs using GTECH's to redistribute materials 
for maximum impact. 

Efficient, auditable, and accountable order fulfillment at every 
operational level - at the central warehouse, at district 
warehouses, from the warehouse to the District Sales Manager, 
from the warehouse to LSRs, from the warehouse to retailers, 
between LSRs via , from the LSR to the District Sales 
Manager, from the District Sales Managerto the warehouse, and 
from an LSR back to the warehouse. 

Promotional Item and Point Of Sale (POS) Verification and Receiving 
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Added Advantage: A Powerful Promotion Analysis Tool 

Perhaps one of the greatest benefits of our detailed promotions and 

pas item-tracking tool will be the promotions/PaS item database that 

wi ll develop over time. We wil l be able to measure the effectiveness of 

promotions by analyzing the correlations between promotion products 

and retailer locations/ sales. With this data in hand, we wi ll be able to increase 

ongoing efficiencies in the use of lottery promotion dollars to improve 

sales and decrease costs. Data analysis will allow for assessment of which 

promotions were successful, which should be imptoved upon, and where 

certain patterns appear that may be indicators of best practices for 

future opportunities. 

Because we will have the data, we can perform cross-functional sales analysis 

across the entire supply chain and target promotions to better drive sales as 

well as discover where promotions/merchandise may have been ineffective. 

You will be better able to budget and plan upcoming events, as you will have 

visibility into all existing inventory levels. You can have confidence that all 

goods are accounted for and records for invento ry placement are accurate. 

116.3 
Process for Verification, Receiving and Ongoing 
Inventory of Promotional Items 

Receiving Activity and Warehouse Location 

GTECH's process for verification, receipt, and ongoing inventory of 

promotional items begins wi th our audit of all incoming inventory. Once 

items are verified according to the lottery's orders to the supplier, GTECH 

will log receipt of the items into the central warehouse database. 

We will continue the current practice of auditing incoming inventory. As 

part of this process, we verify the match between our purchase orders and 

the lottery's purchase orders. Based on order tracking, GTECH will know 

where any item is at any given moment. We will reconcile ourtracking records 

quarterly and verify the inventory of promotional items, no matter where an 

item is in the system. 

Our inventory system will function as a virtual warehouse function. We will 

know where these items are located, when they were received, and where 

they were shipped. Our process wi ll comply with the lottery 's requirements 

for verifying and receiving all Texas Lottery property delivered to GTECH's 

facilities including district offices and warehouses. 

Promotional Item and Point Of 5ale (P05) Verification and Receiving 
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GTECH will use data from this system to provide the Texas Lottery with 

monthly, perpetual promotional item inventory. 

The receipt/ve rifi cation process will begin with the receiving activity. When 
the goods are received at our warehouse, the items will be entered into ou r 

inventory tracking system. Critical tracking data to be entered at this point 
will include: 

Verification that shipments received match original 
purchase orders. 
Update to Purchase Order (PO) status. 
Quantities received. 
location of receipt for all goods received. 

After a purchase order is recorded, and the goods are shipped to our 

warehouse, we wi ll perform a Mreceiving- function that includes the following: 

Inspection of materials sh ipped. 
Recorded ownership of material shipped. 
Rejection of any damaged goods received. 
Placement of accepted goods in a secure storage area of 
the warehouse. 
Update of the inventory system by entering date, quantity 
received, and location. 
Log of current records and stored images of Bill of Ladings in 
our system. 
Issuance of a Field Receiving Report to the TlC within five (5) 
days of receipt of goods. 

Secure Storage Space 

As we have for nearly18 years, GTECH will maintain secure storage at its 
warehouse locations for all promotional materials, equipment, and POS. 

Promotional inventory is stored in a separate, secure area, called a "cage." 
Access to this area is limited to the District Sales Manager and Swing 
Representative. 

The District Sales Manager and Swing Representative will access this 

area when storing a promotional item shipment they have received or for 

allocating promotional items to LSRs for retailer promotions or any Lotte ry 

function as specified. Control and distribution of all promotional materials is 
the responsibility of the GTECH Promotions Coordinator. 

Promotional Item and Point Of Sale (POS) Verification and Receiving 
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Figure 9.5 - 4: 
Secure POS Storage 

Protected Materials: Promotional 
inventory, such as the item pictured here, 
can be secured in the caged area of 
GTECH's wa rehouse. 

Your GTECH Marketing Professionals 

Promotions for Texas Lottery retailers lie in good and capable hands with 

GTECH Marketing personnel, as described in the following paragraphs. 

Shannon Plum, Marketing Manager - 15 Years of Experience 

Responsible for retailer-focused, strategic marketing and fi eld plans, 

Shannon w ill manage the overall strategy for all retai ler promotions. She will 

work closely wi th the Promotions Manager/Coordinator to ensure that all 

Texas Lottery promotions are delivered in a timely manner. 

Promotional Item and Point Of Sale (POS) Verification and Receiving 
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TBH, Promotions Manager/Coordinator 

The Promotions Manager/Coordinator will be the primary liaison between 

GTECH and the Texas lottery for all retailer promotions (Selling Events, lone 

Star Spins, Customer Appreciation Days, 2nd Chance Drawings, and Ask for 

the Sale). This individual will ensure that all retailer promotions are conducted 

as required and all retailer promotion evaluations are completed accurately 

and then submitted to the Texas lottery for review. 

The Promotions Manager/Coordinator will oversee the promotional item, 

POS, equipment inventories, and promotional item receipt policy for 

all shipments, as well as ensure that all promotional items are secured, 

transferred, and distributed according to all Texas lottery guidelines. 

They will assist in coordinating annual Texas lottery audits of promotional 

items in all GTECH district warehouses and run a variety of statewide weekly 

reports, verifying them for accuracy, and sending them electronica lly to 

high levels of management for the Texas lottery, GTECH, and all district 

sa les offices. 

Confidentiality Claimed 
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TLC System Interface 

We will provide a direct feed into the TLC SAGE MIP Accounting system. 

The transfer of information will enhance reporting annual inventory of 

measurements. This information is necessary forthe TLC to prepare its annua I 

financial statements. You will receive detailed inventory reports. Our reports 

will include the following detail: 

Purchase order number. 

Status of purchase order: 
Open purchase order (goods not received). 

Closed purchase order (goods received) . 

Item description. 

Quantity on hand. 

Location of goods. 

In delivering our integrated supply chain process to the Texas Lottery, we 

have combined the right technology with the best management processes 

and practices and personnel expertise to effectively execute a supply chain 

management system. We have extensive experience in managing the supply 

chain process - and can assure the Texas Lottery that it w ill continue to be 

properly and securely managed. 

Promotional Item and Point Of Sale (POS) Verification and Receiving 
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9.6 
Promotional Merchandise Inventory 

Introduction 

For each promotional campaign undertaken by the Texas lottery, success 

is dependent on the culmination of a multitude of details - a precise game 

portfolio analysis; an in-depth understanding of players' habits, interests, and 

preferences; and knowledge of what products and marketing techniqueswill 

best support the goals of a new campaign. Promotional merchandise serves 

as a fundamental tool in executing sales-generating campaigns and 

represents an important capital investment by the TlC. 

GTECH's Integrated Supply Chain Management system will protect the 
lottery's promotional merchandise investments by providing precise product 

tracking at every storage and distribution point. Our process captures all 

incoming and ongoing inventory details for all promotiona l merchandise, 

allowing the l otte ry to realize the maximum return on its promotional 

investment dollars. 

Our support of the TlC includes strict adherence to its extensive and 

highly detailed business processes. To enhance the service we provide, 

we have reviewed these processes and identified areas where our proposed 

solutions can increase efficiencies and add functionality in the coming 
contract. The insert on the following page, entitled Promotional Materials 

Tracking, illustrates how our solution will enhance your promotional 

materials capability. 

Promotional Merchandise Inventory 
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Table 118 
Promotional Merchandise Inventory Response Requirements 

118.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

118.2 
Process for Handling Incoming and Ongoing Inventory of 
Promotional Merchandise 

Consistency in asset management promotes both the greatest efficiency 

and the highest reliability in distribution and inventory processes. All of 

GTECH's asset management processes follow the same ORDER>FULFILL and 

RETURN>ACKNOWLEDGE procedures directly through the ES System Portal 

and Reporting and Analytics capability via the Enterprise Series (ES) Business 

Intelligence Suite. 

Confidentiality Claimed 
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Each inventory item in each asset category is logged to the appropriate 

tracking group within the supply management 

module. As is the case for every Lottery asset. including management of 

promotional merchandise, detailed itemized inventory recording occurs 

at every point in the life cycle of the promotion campaign. 

Processing Incoming Promotional Merchandise 

The process for handl ing incoming inventory begins with the placement 

of a purchase order by the Lottery's Marketing Manager. From the moment 

of order authoriza tion, GTECH's Merchandising Manager wi ll work in 

close collaboration with the Lottery Marketing Manager to record the type, 

number, specifica tions, and identified supplier of each piece of promotional 

merchandise. All data is logged tothe purchase order management database, 

the purchase order is produced, and the order is confirmed w ith the supplier. 

Each step in progression of order ful fillment, from supplier to shipment to 

the Central Distribution Warehouse, is recorded in the Purchase Order 

Management Database. 

Providing an automated method of document 
management ensures accuracy and expedites delivery 
of both product and status to GTECH and Texas Lottery 
personnel. 

Upon arrival at the Central Distribution Warehouse, promotional 

merchandise is inspected according to the guidelines established by the 

Lottery and logged as "received " into the Central Distribution Warehouse 

Inventory Management Database. As part of the intake process, GTECH's 

Warehouse Manager reconciles the received inventory w ith the original 

order with in the Purchase Order Management Database. When "items 

received" are confirmed to align with "items ordered,'" the merchandise is 

made avai lable for distribution to the field. 

This process is the same process identified for the distribution of all 

permanent promotional/ POS items detailed in Section 9.5, Promotional Item 

and Point of Sale (POS) Verifi cation and Receiving. 

Promotional Merchandise Inventory 
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Ongoing Promotional Inventory Management 

The real complexit y of inventory management of promotional merchandise 

begins at the point of distribution from the warehouse. From that point 

forward, the ever-changing needs of the marketplace inevitably affect the 

predefined distribution plan, mandating the need for a supply cha in system 

that is flexible yet precise in design. GTECH's Integrated Supply Chain 

Management system is accurate, transparent, and flexible, allowing fo r 

communication from each stakeholder along the distribution path. 

Ongoing inventory of all Texas Lottery promotional merchandise is tracked 

by location and recorded as being with anyone of the following: 

Central warehouse storage. 
GTECH LSR. 
GTECH District Sa les Manager (at a district warehouse). 
Retailer location. 

Confidentiality Claimed 
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As the illustration demonstrates, the distribution of promotional 

merchandise can be complex with many potential points of loss. Ironically, 

the greater the number of participants in the merchandise distribution 

process, the greater the potential fo r both losses and success in a promotiona l 

campaign. Involving as many stakeholders as possible to leverage each 

potentia l point of sa le opportunity ensures optimal field distribution. 

Nevertheless, the more that merchandise is exchanged, the greater the 

chance of misplacement. 

By requiring that all parties in the promotional merchandise supply chain 

adhere to an ORDER>FULFILL>CON FIRM and RETURN>ACKNOWLEDGE 

methodology, GTECH is able to bring the Texas Lottery a system that has t he 

flexibility to capture each promotion opportunity while providing a precise 

merchandise inventory tracking tool that protects the Lottery's investment 

in promotion campaigns. 

Added Accountability Through Rigid Oversight 

Overseeing the placement of all promotional merchandise is GTECH's 

Marketing Manager who is responsible for all allocations, including: 

Facility Allocations: A piece of promotional merchandise is 
assigned by the Marketing Manager to a specific district 
warehouse for distribution by District Sa les Managers. 
Merchandise is tracked in and tracked out as identified by 
location. 
Event Allocation: Multiple items are allocated by category such 
as a specific event or specific promotion. These items are then 
assigned directly by the Marketing Manager to specific LSRs in 
support of particu lar promotional events. 

Prize Package Allocations: The Marketing Manager allocates 
particular prize packages to particular retailers. Serialized 
tracking of items is monitored and includes verification of 
delivery at the retailer location to minimize security concerns. 
These allocations will include both Insta nt Ticket packs that 
retailers may win as incentives as well as Lottery provided 
prize packages. 

Promotional Merchandise Inventory 
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Using this process, we can precisely track and support the Lottery's directive 

to have particular promotional materials and Instant Tickets delivered to 

particular retail locations. In fact, it may now be possible to create specific 

bundled promotional packages, for specific key accounts, such as HEB. wh ich 

may include a collection of promotional items (pa rticular HEB stores may be 

targeted to receive 20 game packages of Game X with 40 T·shirts and five 

posters). With far more details available concerning which retailers received 

exactly which merchandise, how many and when, the Lottery will have 

far more precise and reliable feedback for future promotion planning (see 

Section 9.5, Promotional Item and Point of Sale (POS) Verification and 

Receiving, for additional information). 

Monthly Physical Inventories 

Conduct Inventory in Accordance with TLC Requirements 

In addition to the precise recording of merchandise location on a per order 

basis, GTECH w ill also perform physical inventory counts and reconcile the 

recorded balances with the physical counts on a monthly basis, or otherwise 

requested by the Texas Lottery. This procedure will be in accordance w ith all 

TLC requirements. 

Prepare Summary of Item Condition 

As part of our monthly physical inventory counts, we w ill note the condition 

of all goods in our system. This status information will be available through 

OUI reporting solution, giving the Lottery direct 

visibility into our warehouse to monitor all inventory status. 

Promotional Merchandise Inventory 
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Interface with Inventory/Financial Management System 

TLC System Interface - Perform Data Entry for Merchandise 

GTECH's system is capable offully interfacing with the Texas Lottery's 

inventory/ financia l management system. We w ill provide a direct feed of 

inventory results into the TLC's SAGE MIP Accounting system for ongoing 

account ing/auditing operation s. The transfer of information w ill enhance 

reporting for annual inventory measurements and enable TLC to prepare its 

annual financial statements. 

Available Reports 

In addition to the direct access to the status of promotional mercha ndise 

provided through the Graphical User Interfaces 

(GUls), the Lottery will also receive detailed inventory reports, including: 

Purchase order numbers. 

Status of purchase orders. 
Open purchase order (goods not received). 

Closed purchase order (goods received). 

Item description. 
Condition (status) of goods. 

Quantity on hand. 
Location of goods. 

Promotional Merchandise Inventory 
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Comprehensive Inventory Management System 

Our automated, lntegrated Supply Chain Management system provides 
reliable product traceability and distribution accuracy. The comprehensive 
inventory management system, capable of tracking incoming and outgoing 

inventory by location, allows: 

Product tracking access to the Lottery for all product inventory 

Information Redacted 
§SS2 . 101/466 .022/SS2 . 13~ 

and statuses via GUls. 
Step-by-step accoun tability for each phase of the product life 
cycle from initial purchase order placed by the lottery through 

9.6 -10 

to delivery to the retailer via a mandatory ORDER>FULFllL> 
CONFIRM and RETURN>ACKNOWLEDGE methodology. 

Total collaboration through the central repository of the cent ral 
warehouse database to each potential point of access to 
products: Suppliers and the Lottery Marketing Manager, Central 
Warehouse staff, District Sales Managers/ District Warehouse, 
lottery Sales Representatives, and Retailers. 
Expans ion of product management opportunities through 
connectivity between the central warehouse inventory 
database and the LSRs' handheld devices. 
Capability offully interfacing with the Texas lottery 's inventory/ 
financ ial management system. 

The Lottery's investment in the merchandise selected to support a successful 
promotion campaign w ill be protected and auditable th roughout the product 

life cycle. 

Promotional Merchandise Inventory 
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9.7 
Warehouse and Distribution General Requirements 

Table 120 
Warehouse and Distribution General Response Requirements 

120.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

120.2 
Process for Instant Ticket Order Processing and Packing 

To guarantee the most efficient workflow possible, GTECH's processes to 

accomplish Instant Ticket order processing and packing at its warehouse, 

as detailed in Part 9, Warehouse and Distribution, are fully streamlined. 

Consisting of manual procedures and convenient, automated tools, these 

processes have helped our warehouse staff achieve an average accuracy rate 

of greater than 99 percent. The insert on the following page, entitled Instant 

Ticket Order Process, illustrates these processes. 

Order Generation 

Whether o rdering new games or replenishing a retailer's three-week 

inventory. our 

ensures the right games are getting to the right retailers at the right time. 

Through GTECH's , orders are 

sent automatically to the warehouse for fulfillment the next morning. 

Warehouse and Distribution General Requirements 
DOCUMENT REDACTED BY TLC -124·10 

9.7-1 



GTECH' ---

9.7-2 

Order Fulfillment - Packing Orders Through Pick Pack 

Regardless of how an order is generated, all orders placed on a given day 

automatically display on the warehouse Pick Pack screen the next morning. 

Warehouse staff can view Initial Distribution or Replen ishment orders, sorted 

by geographical area, oldest order, or a number of other criteria . While 

the Pick Pack Order module automatically displays orders in a predefined 

sequence, it also gives warehouse staff the flexibility to modify this sequence 

to adapt to rap idly changing initiatives or process emergency orders 

as necessary. 

Figure 9.7 - 1: 
Your Current Pick Pack Line 

Packed and Ready to Go: Completed 
orders have been through the Pick Pack 
line and are ready for shipment to 
retailers. 

Information Redacted 
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Now, with automated scanning, the clerk assigns the pack to the ticket order. 

The system produces the order forms so packers will quickly see the manifest 

for the game, including game pack numbers and total value. The Order 

Fulfillment screen provides all the information warehouse staff need to fill an 

order, alleviating any breaks in the pack and ship flow. Included in the logic 

behind the Order Fulfillment module are visual cues to alert the packer to any 

discrepancies or issues in the order packing process. 

Warehouse and Disbibution General Requirements 
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To eliminate errors and expedite our packing process, our automated One 

Touch Packing procedure allows only one person to complete all of the 

picking and packing per order, minimizing the potential for human error. At 

the same time, the Pick Pack manifests are printed, and a carrier shipping 

label is automatically printed with the delivery address and tracking 

10 number. 

Information Redacted 
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The Order Fulfillment screen provides all the 
information warehouse staff need to fill an order, 
alleviating any breaks in the pack and ship flow. 

Inventory Conditions Preventing Order Fulfillment 

GTECH will notify the Texas Lottery, within one (1) hour, of any inventory 

conditions that may result in the inability to process retailer Instant Ticket 

orders for a particular game, as well as any general inventory issues. 

Pick Pack Conveyor 

With its ergonomic design and carefully planned-out space in our warehouse, 

our new Pick Pack conveyor belt system automates packages down the 

pack line. Packers used to have to walk away and push packages toward the 

trucks before this electronic conveyer belt was introduced. The new system 

significantly decreases the time and manpower required for replenishment 

orders. In fact, the conveyer takes orders all the way into the back of the 

distributing truck! 

Order Delivery 

Instant Ticket orders are expedited through the distribution chain, thereby 

reaching the retailer sooner, thanks to GTECH's innovative pre-sorting 

process and integration with shipping label generation. 

Warehouse and Distribution General Requirements 
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120.3 
Process for Preventing Theft of Instant Tickets and Rolls of 
On·Line Ticket Stock 

To prevent theft of Instant Tickets and rolls of On-Line Ticket stock, we base 

our security measures on the mature processes and best practices prevalent 
in both the lotte ry and computer industries. Specifically: 

In the lottery industry, GTECH closely monitors, and participates 
in, the activities of the World l ottery Association (WlA) Security 
and Risk Management Forum, the Multistate lottery Association 
(MUSl ), the North American Association of State and Provincial 
lotteries (NASPl), and va rious security seminars conducted by 
law enforcement agencies. 
In the computer industry, we follow the guidelines of the 
International Organization for Standardization (ISO) 27001 , 
Statement on Auditing Standards 70 (SAS70), and Payment Card 
Indust ry (PCI) standards concerning computer security. 

Our focus on security is broken down into three areas: prevention, physical 

security, and detection. 

Return of Instant Ticket Inventory 

Manual Pack Return Process 

Information Redacted 
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We handle manual returns, regardless of reason, with the utmost care and 

security until final processing in the warehouse. For damaged and defective 

packs, the TlC must grant approval before these packs are removed from the 

retailer's possession. Unlike standard, system-generated pack returns, packs 
included in the manual returns process are considered live and could result 

in validation of winning tickets. 

Warehouse and Distribution General Requirements 
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Confidentiality Claimed 
Not released 

Partial Pack Return Process 

Partial pack ticket returns follow a process similar to that for full pack returns, 

complete with customized automation and focused manual handling for 
extra care. Please see the subsection, Full Pack Return Process, above, for a 

description of how partial packs move from the retailer to the warehouse. 

Once the partial ticket packs are set aside for manual scanning, a dedicated 

clerk checks and scans the first and last ticket, verifyi ng that the same amount 

and range are returned as recorded by the LSR in the field. This validates that 
the partial pack quantity matches. The status then changes to Returned and 

GTECH hands over partial packs to the Lottery. 

Warehouse and Distribution General Requirements 
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So that the system will not assign partial packs to an order (reassigned), 

we set clear parameters in our returns processing system. Once in Returned 

status, partial packs are prohibited by the system to move to a sellable status. 

They are held in the TLC's Returned Goods cage at the warehouse pending 

reconciliation of the game after it is closed, under lottery supervision. 

As we aim to do with all areas of our business, the TLC will have visibility into 

Partial Pack Returns through the . Partial Pack 

Reports will be pulled from the system and given to the TLC for viewing and 

processing. 

Annual Instant Ticket Inventory and Audit Reports 

We have created a series of Instant Ticket reports to meet the TlC's annual 

Instant Ticket inventory and auditing needs. These include the following: 

Open Carton Report. 

Ticket Count Report. 
Short Carton Report . 

Each of these is available by game for all available inventory in the central 

distribution warehouse. 

Annual Instant Ticket Inventory Report 

We will provide the TLC with an annual Instant Ticket inventory report that 

will include the status of all inventory, by game and by pack. We will submit 

our inventory report to the Texas Lottery Controller 's office within two 

working days of the Texas Lottery's August 31 fi scal year end. 

An Individual retailer, LSR. or district office can track 
possession from the time a full or partial roll of On-Line 
Ticket stock leaves the retail location until the time it is 
relinquished to the TLC. 

On-Line Ticket Roll Stock Return Process 

To mitigate risk, we will handle On-line Ticket roll stock return processing 

carefully and according to stringent security standards, such as MUSL Rule 2. 

We handle both full and partial roll s, as detailed in the following paragraphs. 

An individual retailer, LSR, or district office can track possession from the time 

a full or partial roll of On-Line Ticket stock leaves the retail locat ion until the 

time it is relinquished to the TLC. 

Warehouse and Distribution General Requirements 
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Full Rolls 

Full rolls are documented on the form by the bar code number 
and returned to the district office within five days. They are 
returned to the district office, except in the case of a Change of 
Ownership. 

Rolls are scanned upon receipt and stored in a secure storage 
area in the district office. 

From the district office, full rolls are redistributed to another 
retailer. 

Partial Rolls 

Partial rolls are recorded on the same form using the first visible 
serial number on the back of the roll. 

Partial or non-bar coded rolls will be verified by the District Sales 
Manager (DSM) and sent to the centralized warehouse with 
documentation. 

Partial or non-bar coded rolls will be returned to the centralized 
warehouse w ith a copy of the form using the same procedures 
as above. 

It is important to note that the D5M will verify that all rolls with a bar code 

on the form are documented correctly. All rolls (bar-coded or non-bar-coded) 

that cannot be scanned back into the district office will be returned to the 

centralized warehouse along with a copy of the ticket roll stock return form. 

Once received at the warehouse, rolls (full and partial) will be verified and 

relinquished to the TLC for destruction. 

Staff Training - Prevention at Its Best 

All GTECH employees assigned to our Texas warehouse are required to 

participate in and successfully complete a series of training sessions. These 

sessions include tra ining focused on security and conduct and include 

the follow ing: 

Security. 

Fire safety. 

GTECH Code of Conduct. 
TLC rules, regulations, and security procedures. 

General warehouse procedures including inventory control. 
Use and operation of our 
distribution system. 
Receiving procedures. 

Distribution procedures. 

inventory and 

Warehouse and Distribution General Requirements 
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Figure 9.7 - 2: 
Certified Employees 

Trained and Knowledgeable Staff: 
GTECH wa rehouse employees are 
req uired to complete training sessions in 
a variety oftopics. 

Refresher train ing and individual instruction are held when necessary. GTECH 

procedures require that all employees receive annual updates on certain 

topics, including, but not limited to: TLC rules, regulations, and security 

procedures; GTECH Code of Conduct; fire; safety; and security. We ensure 

every member receives training that will aid in prevention and detection of 

unauthorized. suspicious, or fraudulent activity. 

Verification Process - Prevention in Action 

We will cooperate and assist with physical inventories conducted by the Texas 

lottery Auditors or authorized designees. As a matter of due diligence, 

Lottery staff will continue to be present during the following activities: 

Delivery and receipt and/or return of Instant Ticket games 
from/to the Instant Ticket manufacturer. 
Loading of Instant Tickets ass igned for destruction. 
Destruction of all returned On-line Ticket roll stock and 
designated Instant Tickets. 
Control of partial pack return storage. 

Warehouse and Distribution General Requirements 
DOCUMENT REDACTED BY TLC -12-4-10 

9.7-9 



GTECH' ---

9.7 -10 

Physical Security 

As detailed in Section, 6.6, Facilities Support Services, all of our warehouse 
locations maintain strict security procedures. Security guards are in place at 
the centralized warehouse in Austin to ensure compliance with all security 
procedures. The security features at the central distribution warehouse wi ll 
allow for remote monitoring from the Texas l ottery headquarters and 
dedicated space. 

Figure 9.7 - 3: 
Secure Warehouse 

Clean and Auditable: The sensitivity of 
lottery products warrants an organized 
and secure facility. 

Our field service offices and warehouses also comply with MUSl Rule 2 and 
(ontain the following security features: 

Access-control devices at all entrances with intrusion detection 
alarms. 
Enclosed cage with double-locking system to secure roll stock. 

To enhance security, roll-stock-enclosed cages are secured with two physical 
locks. Each lock and each person is designated as an -A" or "8- group. The 

two-man rule requires one person from each group to be present to unlock 
the secure cage. Additionally, security cameras capture all activity, ensuring 
a complete audit trail. 

Warehouse and DIstribution General Requirements 
DOCUMENT REDACTED BY TLC -124-10 



Information Redacted 
§552.101/466.022/552.139 

Instant Ticket Storage 
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Conversion 
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I Invited Option Icon 

This icon indicates where we have responded to an Invited Option. 

Specified Option Icon 

This icon indicates where we have responded to a Specified Option. 

Offered Option Icon 

This icon indicates where we have proposed an Offered Option. 

New Innovation Icon 

This icon indicates where we describe a new, GTECH-designed product or 
feature that represents GTECH's commitment to industry innovation. 

Exceeds Icon 

This icon indicates areas in which GTECH exceeds the requirement. 
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By starting early, we've completed 80 percent of your system 
conversion, including all Texas lottery business rules and 
processes and "'as-is" functionality. 

Thanks to our emulation software, you r new communications 
network and terminals will go live as soon as they are installed 
in a retail location. Thus, Texas Lottery retailers will be t he 
beneficiaries of new sales devices prior to the conversion of 
your central system. 

The certifications we have achieved govern our testing process 
through transparency, verification, and sign-off of vital 
a rtifacts to ensure that the system we give you to test has first 
met our own stringent standards. 

Through our experience with comparable projects, we are able 
to identify risks early and then evaluate them throughout the 
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Texas Lottery Core Values ... 
Honored 

Integrity and Responsibili ty: Business rules are the 
foundation of the TLC operation, and we have already 
identified, documented, and converted more than 7,000 
discrete rules to minimize risks associated with a 
conversion of this scope and size. 

Innovation: To identify and convert the 7,000 business 
rules, we took on the task of identifying and documenting 
more than 120TlC business processes to ensure absolute 
alignment between our two organizations. 

Fisca l Accountability: Because a major portion of work ( \ 
associated with a traditional conversion will be completed .J 
prior to the start of the transition, our respective project 
teams can focu s on implementing new functionality and 
system enhancements, increasing their efficiency and 
boosting your productivity. 

Customer Responsiveness: The methodical conversion 
plan that we are proposing, which includes retailer 
training and new equipment installations, guarantees 
minimal disruption to the TLC, its retailers, and its players, 
all the while protecting your revenue stream. 

Teamwork: Our GTECH Texas team, comprised of more 
than 320 individuals, as well as our assigned transition 
team, will work closely with the TLC to achieve our 
common goal: the successful, on-time implementation 
of your new Lottery Gaming System and all related 
solutions and services. 

Excellence: This Conversion Plan is custom-made 
for the Texas Lottery and will be managed by two 
experienced project managers as well as our GTECH 
Texas General Manager. 



Conversion Plan 
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10.1 
Conversion Plan 

A Conversion Almost Two Years in the Making 

By the time proposals are submitted in response to the Texas Lottery 's 
RFP, GTECH will have expended more than 100,000 hours - that's 11 

man/person years - on your gaming system conversion. It is important to 

achieve a seamless conversion that will not disrupt the Lottery's complex, 

daily operations and revenue stream, 50 we took the extraordinary step 
of converting the majority of your system (approximately 80 percent) 

in advance. 

Certain basic facts about the sheer volume that makes the Texas Lottery one 

of the largest in the world are generally known: 

$3.6 billion in annual sales. 
1.15 billion transactions. 
Nearly 17,000 retail locations. 
9.1 million Instant Ticket packs activated annually. 
$3.2 billion worth of active Instant Ticket inventory on the system 
at anyone time. 

Other facts that are critical to your Conversion Plan are only found through 
vigorous research. For example, the Texas Lottery operates according to: 

More than 7,000 discrete business rules. 
120 discrete business processes. 
Thousa nds of customizations made to the system. 

We know this because of the extensive pre-award efforts we have already 

completed, as shown in the following figure: 

10.1 -1 
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Figure 10.1-1: 

Information Redacted 
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Pre-Award Activity = Conversion 80 Percent Complete 

Action Taken Pre-Award Activity Completed 

Identified • All Texas lonery business rules and 
business processes 

Performed · Extensive business process analysis and mapping 
• Analysis of Texas lottery policies and procedures 
• Analysis of Texas lottery future requirements 

and needs 
• Customer interviews to gain valuable insight into 

your requirements 

Developed • More than 30 Software Requirements 
Specifications (SRSs) 

· More than 15,000 test cases 

· 

Single TIcket Accounting, and more 

Tested • The converted business ru les and processes on 
the new system before migrating them to 
the system 
System balancing and invoicing 

• System capacity and performance 
• System features and functions against 

documented business processes 

Implemented · New, unified reporting solution 

Preserved • All Texas lottery business rules and functionality 

Achieved • Third-party certification of the system from 
Deloine & Touche 

Completed · 80 percent of system conversion, including all 
Texas lottery business rules and processes and 
other "as is" functionality 

The result? The Texas lottery's Conversion Plan is far ahead of where a 

traditional 12-month plan wou ld start at contract award. Thefollowing figure 

demonstrates the difference. 

Conversion Plan 
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GTECH's Texas Conversion Plan vs. Standard Conversion at Contract Award 
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The Benefit of Being Ahead of Schedule. With so much of the conversion already 
completed pre-contract. the Texas l ottery will have more time to test its new system 
throughout the conversion period - beginning at contract award. 

Our early conversion tasks give you more time to test your new system's 

functionality, stability, performance, and reliability, and suggest changes 

well before Go Live, As a result ofthis and other aspects ofthe Conversion 

Plan detailed within Part 10, Conversion, we have significantly reduced or 

effectively removed major risks from the process. Your conversion will be 

seamless. For all intents and purposes, much of it is complete. 

) 

~ 

Our Conversion Plan for the TlC w ill include all activities needed to transition 

from our current system to a new GTECH ga ming system by August 31, 2011. 

During conversion, GTECH will continue to provide contract services to the 

TlC at a consistently high level without interruption. 

10.1 - 3 
DOCUMENT REDACTED BY TLC -124-10 



.' GTECH ---

10.1 - 4 

Table 123 
Conversion Plan Response Requirements 

123.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 
requirements indicated in this section. 

123.2 
Conversion Plan and Process 

The Process of Creating the Texas Lottery Conversion Plan 

Operation of the Texas lottery depends on an intricate weave of 
interdependencies between human resources, sales, and technology. Its 
conversion will require the most robust methodology for aligning and 
managing risk and multiple streams of work. A one-size-fits-all Conversion 
Plan will not suffice. 

And that's why we started converting so early - to bring you the following 
ultimate benefits: 

Identification of the more than 7,000 discrete business rules. 
Identification of the 120 discrete business processes. 

Generation of more than 30 SRSs. Information Redacted 
Execution of more than 15,000 test cases on your §552.101/ 466.022/ 552.139 
converted system. 
Early capture and testing of your ~as is" functionality, including 
screens, report s, and online data, on a new system. 
Careful management of interdependencies fo r efficient 
carryover of your daily business operations to the new system. 
Immediate Go Live for communications and retailer equipment, 
beginning seven months before system conversion, thanks to 
completed emulation software that enables the new terminals 
to communicate with the existing system. 
The ability to tap into a deep pool of more than 300 existing 
Texas-experienced, Texas-based management and staff, and the 
full support of the organization's corporate resources. 
The opportunity for the lottery to have additional time to 
va lidate our results and test the system's capabilities. 

This approach reflects and upholds the TlC's core va lues (per RFP Section 1.5, 

Our Core Values) - maintaining integrity, innovation, accountability, and 
customer responsiveness - that are the mainstays of both of our businesses. 

Conversion Plan 
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We are committed to this plan, which wi ll also offer transparency throughout 

to allow the Texas Lottery to review and monitor progress. We know of no 

other instance in which the majority of a system conversion was completed 

prior to proposal submission. 

We know of no other instance in which the majority 
of a system conversion was completed prior to 
proposal submission. 

This section provides an overview of the building blocks - relevant 

experience, the process, highlights, and resourcing - of GTECH's Conversion 

Plan for the Texas Lottery. 

Relevant Experience 

Previous experience with ucomparable"lottery conversions is critical 

evidence of our ability to contribute to the Lottery's Conversion Plan in a 

meaningful way. Only a handful of U.S. and international lotteries can be 

considered comparable to Texas in size or scope. Please refer to the following 

figure, which depicts the comparable experience GTECH wil l br ing to the 

Texas Lottery's Conversion Plan. 

Figure 10.1 - 3: 
Relevant Experience: Successful Conversions of 
Comparable Lottery Systems 

Jurisdiction 
Terminals at Last 

Vendor (from Vendor) 
Conversion (approximate) 

New York-2010*, 2002, 1993, 1987 18.500 GTECH (from GTECH system) 

Michigan - 2009 11.000 GTECH (from GTECH system) 

California - 2004,1993 19.700 GTECH (from GTECH system) 

United Kingdom - 2009 26.500 GTECH (from GTECH system) 

Poland - 2002. 2006 (terminals) 12.000 GTECH (from GTECH system) 

.. Underway 

First-handTexas Lottery experience also adds a meaningful dimension to your 

Conversion Plan and process. We've used everything we've learned in Texas 

over the past 18 years, and combined this knowledge with our mature project 

management organization and process, to create your Conversion Plan. 

Conversion Plan 10.1 - 5 
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Iterative Process 

The Conversion Plan will consist of thousands of individual tasks. The creation 

of the plan will be an iterative process that needs ongoing input from both 

the Lottery's and GTECH's teams. The first activity after contract award wi ll be 

to schedule and orchestrate the project kick-off meeting for TLC and GTECH 

project team members. This will start the process that w ill eventually result 

in the finalization and the lottery 's approval of the Conversion Plan. 

While your RFP requires us to provide a detailed Conversion Plan within 

4S days of contract award, we present one, in the form of a Microsoft 

Project Gantt chart, w ith this proposal. Please refer to Exhibit 19, Detailed 

Conversion Plan and Time Chart, which is located in the Exh ibits Volume. 

We expect to use this version of the plan to gain the Lottery 's input toward 

development of the final Conversion Plan. We wil l update it based on your 

feedback and re-submit it for your final approval. We will also provide you 

with Microsoft Project so that you can easily monitor project activity. All other 

supporting schedules and documents will be developed using Microsoft 

Office applications, which we w ill also provide to the Lottery. 

Overview of the Conversion Plan 

Management and execution of the Conversion Plan is also an iterative process 

involving multiple. concurrent. and interdependent work streams, plans, 

processes, tools, and artifacts. The following pages contain a high-level 

overview of the major ConverSion Plan tasks, followed by a description of its 

highlights and benefits to the Lottery. The tasks are grouped according to 

those listed in Response Requirement #1 in Part 10.5, Conversion Milestones. 

A detailed account of our proposed TLC Conversion Plan can be found in 

Part 10.4, Conversion Plan General Requirements. 

Construction 

Requirements 

Information Redacted 
§552.10 1/ 466.022/ 552.139 

Another proposer will have to begin the process of learning about your 

lottery and planning the customization to their baseline system during the 

requirements phase. GTECH will present the TLC with an test system at 

contract award, already loaded with current Texas Lottery functionality that 

has been converted to the format. As you va lidate current functionality, 

we will work wi th you on the requirements definition tasks that focus on the 

enhanced functionality. This will enable you to have a system at Go Live that 

incorporates enhancements and exceeds your basic requirements. 

Conversion Plan 
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Facilities 

Our Conversion Plan calls for maintaining the TLC's Primary Data Center (POe) 

operations in GTECH's Data Center of the Americas (DCA) in Austin, Texas, 

and moving the Backup Data Center (BDC) from its current location to a site 

in the San Antonio, Texas, area. The central distribution warehouse will remain 

where it is. There will be other facilities as we ll, including the 14 facilities 

across Texas that will serve as bases for warehousing, training, and field 

service operations. 

Computer Hardware and Software Installa r~,?Jrmation Redacted 

(Infrastructure Platform) §552.101/466.022/ 552.139 

GTECH wi ll finalize the production specifications for the computer hardwa re 

and software that will comprise the new gaming systems. With an test 

system already built to the TLC's required specifications, the TLC wi ll have the 

opportunity to see first·hand how features wil l work on the new system and 

to make changes as necessary during the conversion period. 

Communications Network Activities 

The Conversion Plan includes a communications strategy that ensures 

coverage regardless of a retailer's location or logistics. We will connect 30 

percent of your retailers using GTECH's Inside technology (either 

a combination of VSAT +3G or two diverse 3G networks), and the remainder 

using single source VSAT or Frame Relay connections. 

Terminal Platform 

GTECH wi ll develop and build the lottery's new network of retailer 

sales, mid·range, and handheld terminals, and provide an array of 

peripheral devices. 

Lottery Vending Machines (LVMs) 

GTECH's terminal platform wil l also include the implementation of 

3,500 LVMs. 

Equipment Delivery 

All equipment, including communications devices, retailer terminals, 

infrastructure hardware, etc., will be shipped to Texas and stored in 

warehouse and regional facilities in preparation for installation. We use 

secure carriers to ensure that all equ ipment arrives safely and undisturbed. 

10.1 -7 
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Information Redacted 
§552.101/ 466.022/ 552.139 

Software Engineering 

The test system we will present to the Lottery at contract award was 
developed from the extensive "as is" system analysis we have already 
completed. In doing so, we have preserved your business rules, business 
processes, and historical data that are not expected to change. GOing 
forward, GTECH will develop your new technology solution based on 

results gained from your being able to use the test system to exercise 
functionality, validate requirements and, basically, bring the SRSs to life 
early in the conversion process. 

The test system we will present to the Lottery at 
contract award was developed from the extensive 
"as is" system analysis we have already completed. 
In doing so, we have preserved your business rules, 
business processes, and historical data that are not 
expected to change. 

The development of the software is critical to the content and quality of the 
final gaming system solution as it goes through all stages, from planning and 
testing to production. Through th is process, we will work with the Lottery to 
modify and fine-tune the solution until it meets all of your requirements and 
expectations. Although we have already converted the Lottery's rules and 
regulations on the new system we have built, we will further enhance or 
modify the system as necessary to conform to the Lottery's business rules and 
reg ulations prior to conversion. 

Installation 

Conversion Plan 
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User Training 

Retailer Training 

Information Redacted 
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We will provide Train the Trainer training to GTECH resources who will train 

the Texas Lottery's retailers. Retailer training will be scheduled to occur just 

prior to installation of the communications network and retailer terminals so 

that retailers can immediately use what they have learned. We will conduct 

classroom-style training, the TLC 's preferred training method. The handful of 

retailers who have to travel more than one hour to reach a training class will 

be trained in their stores during the installation visit. 

GTECH's world-class training organization is composed 
of trainers who are Subject Matter Experts (SMEs); they 
work closely with the software and hardware developers 
that create the technology behind our customer 
solutions. 

Lottery Staff and End-User Training 

The Texas Lottery 's management and staff will receive training that will 

ensure the continuity of its business operations. Keeping GTECH as your 

Lottery operator means that there will be little change in familiar processes. 

The modifications made will be enhancements that make your jobs easier 

and help the Lottery to operate at a more efficient level. Since your new 

system will be available for testing earlier than with any other proposer, you 

can begin training and becoming proficient on your new system sooner. 

10.1 - 9 
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GTECH's world-class training organization is composed of trainers who 

are Subject Matter Experts (SMEs); they work closely with the software 

and hardware developers that create the technology behind our customer 

solutions. They will provide classroom training for all Lottery staff and end 

users on general operating procedures, Lottery equipment, and inventory! 

financial functions. Each class will focus on the specifics of using the 

applications that GTECH is providing, and will include hands-on practical 

exercises and online activities with a training system that will emulate the 

production environment. Ongoing refresher training will be available online. 

Data Conversion 
Information Redacted 
§552.101/466.022/552.139 

With a large sample of your data already converted and synchronized on 

the test system, our operations staff will focus on converting your daily 

transactions and historical data files in the weeks leading up to Go Live. 

GTECH will convert all data files into an compatible format, and then 

run the transactions on the new system. 

Parallel Processing 

After converting all remaining static transaction and historical data to the 

new ES-compatible format, we will perform approximately two weeks (two 

invoice periods) of parallel processing. This will ensure that all data on the 

new system Is synchronized with the existing system with complete accuracy 

to further ensure a seamless conversion at Go Live. 

Handling the Unexpected During Parallel Processing 

Developing and managing a project of this size and scope brings with it the 
understanding that there are some things you can't control. For example, 
during the parallel processing phase of our 2002 conversion in New York, the 
Lottery experienced its highest jackpot to date. In the course of synchronizing 
data between the existing and new systems at end of day for a two-week 
period, GTECH's new system processed 36 million additional transactions, 
without a hiccup. This is especially important in Texas, as the system will be 
ready even if there are high Powerball· and Mega Millions· jackpots. 

GTECH will be able to demonstrate the results of parallel processing before 

contract award. This exercise, along with all parallel proceSSing that will be 

performed during conversion, is a vital link to consistency for Texas lottery 

retailers and Lottery staff with respect to data. By ensuring that the data is 

accurate, we are preserving and protecting their key financial functions and 

the lottery's revenue stream. 

Conversion Plan 
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Documentation of the Proposed System 

Throughout conversion, GTECH will provide the Lottery with system 

documentation including, but not limited to, the follow ing: 

SRSs. 
Software Design Documents. 
Release Notes. 

Test Plan. 

Test Cases. 

Test Incident Reports (TIRs). 

Weekly Status Reports. 
Test Summary Status Report . 

Business Cycle Test Script. 

Operations Support 

We w ill support the conversion and ongoing operations with a depth 

of resources, inctuding experienced professionals from the data center, 

software, and engineering. For more information about GTECH's proposed 

operations support, please refer to Sect ion 4.3.2.b, Data Center/Operations. 

Highlights and Benefits of the Proposed Conversion Plan 

The highlights of our Conversion Plan enable your management, staff, and 

retailers to do their jobs, during and after conversion, with no interruption. 

From the moment you award the contract, GTECH's proposed Conversion Plan 

will differentiate itself from the plans of other proposers, with: 

Information Redacted 
§SS2.101/ 466.022/ SS2.139 

Early requirements validation: The requirements task will be 
performed using an test system loaded with converted TLC 
data, not a start-from-scratch baseline system. 

Equipment live on installation: Communications devices and 
retailer terminals will be installed and will go live on instaffation, 

Conversion Plan 

early in the conversion process. Existing eqUipment w ill be 
removed immediately. 

Requirements Commence on a "Converted" System 

As shown in Figure 10.1 - 2 on page 3, our proposed conversion plan for the 

Texas Lottery d iffers significantly from a standard conversion process. For 

example, your requirements will begin at a very advanced stage. The 

following figure depicts the difference. 

10.1-11 
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Figure 10.1 -4: 
Difference in Requirements-Gathering Task at Contract Award 

GTECH's Proposed Texas 
Standard Conversion Process 

Lottery Process 

• Two phases: · Requirements gathering 
- Validating current begins at the beginning, 

requ irements and using baseline 
functiona lity system specifications 

- Incorporating requirements 
for system enhancements 

· Begins at contract award but • Takes approximately three or 
at a very advanced stage, four months or approximately 
creating more time in the 4,000 hours, beginning at 
schedule for QA and UAT contract award, to gather and 

document your requirements 

• Al ready incorporates your • Takes time to learn about your 
business processes and their business processes, 
interdependencies understand their 

interdependencies, and 
incorporate them into 
requirements documentation 

We're Ready to Work on System Enhancements 

While other proposers will begin the requirements task with the question, 
NWhat do you dor GTECH will begin by asking "With your 'as is' functionality 
already converted, what else do you want in your new systemr 

The first step in the requirements process will be to val idate the converted 

functionality already res iding on the test system, including, for example: 

Graphical User Interfaces (GUls) . Information Redacted 

Preserved functionality. §552.101/ 466.022/ 552.139 

Additiona l functionality. such as Business to Business (B2B), 
lottery Services Portal (lSP), Sing le Ticket Accounting, sales 
force automation, expanded retai ler services, retail er sa les 
terminal applications, a consolidated reporting solut ion, 
and more. 

Business rul es. 

Histori ca l data. 

Reports. 

Conversion Plan 
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This effort ensures that we will not have to start from scratch. Rather, we will 

provide you with an system and set of SRSs that wi ll enable us to begin 

discussing system enhancements as soon as you award the contract. Within 

a standard conversion process, those discussions might not be able to take 

place until months or even years after your new system goes live. 

A Built-In Quality of Evidence 

In creating this opportunity forthe TlC, we have preserved all previous decisions. 
We have made decisions only when the business rules were clear. Thus, we are 
ready to proceed at contract award with a built-in quality of evidence. 

Ultimately, these steps will provide the roadmap for enhancing or modifying 

the Texas Lottery 's system and achieving a stable system at Go live with the 

least amount of risk. The main risk that remains is the conversion of retailer 

equipment and the new system itsel f. As the following pages attest, our 

strategy reduces that risk as well. 

Early Migration of Retailer Equipment 

Another significant advantage to our proposed conversion plan will be the 

implementation and migration of the major gaming system components, 

including retailer terminals, peripherals, and communications network 

devices. As described earlier in this section, your major new components w ill 

go live on the existing producrion system as soon 05 they are installed, thanks to 

emulation. This is a huge advantage for the TlC, because it means you will 

not have to wonder on August 31,2011, whether another proposer 's network 

connections, terminals, and new system will work at sta rt-up. Any problem 

at that time can cost the Lottery millions in sales. 

Retailers Are "Live" Five Months Before Go Live! 

Between September 1, 2009, and February 28, 2010, GTECH gradually installed 
and introduced the New York lottery's new communications devices and 
retailer terminals and equipment into the 16,600-retailer network. All installed 
devices are successfully communicating with and operating on our legacy host 
systems, with new system Go live still five months away! There was no 
interruption of sales and no barrier to the almost simultaneous 
implementation of Powerball in New York. 

10.1 -13 
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For the TLC, this demonstrates that your sa les and revenue-generating 

activities will continue uninterrupted as the major components of your new 

system are being upgraded. This approach also benefits the TLC's daily 

operat ions, as the following regular daily activities will continue with 

no impact: 

Lottery Sales Representatives (LSRs) will continue to follow their 
schedule of two visits per month per retailer. 

Changes of ownership can be handled. 

New retailers can be added. 

These highlights of GTECH's proposed TLC Conversion Plan only begin to 

demonstrate the significant differences between our proposal and the 

higher-risk, logistically difficult approach other proposers may say is best 

for you. 

Low or No Adverse Effect on Retailers, Players, 
and the Lottery 

Our proposed Conversion Plan will culminate in the seamless system 

conversion with little or no impact to any users of the TlC's gaming system. 

For example: 

Audience Effect 

No Delays for 
TLC Departments 

We propose to go live with the new system on Sunday, 
August 28, 2011. The fact that it is a Sunday will 
automatically lessen any impact on TLC departments. 
Please refer to the paragraph entitled On-Time 
Completion of Conversion after this figure for details. 

The risk of coming up without key system functionality 
is eliminated because major components will be 
introduced into production in advance of Go Live and 
throughout the project life cycle. Outside of the agreed 
upon schedule there will be no unnecessary curtailing 
of gaming hours in order to convert the system - we 
don't have to. 

Conversion Plan 
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Audience Effect 

Key Conveniences New communications devices, terminals, and 
forTLC Retailers peripherals will be live in production early, so there will 

be no retailer equipment issues when the new system 
goes live. 

· In the majority of cases, there will be only one visit 
to the retailer sites necessary to install the 
communications devices, terminals, and 
peripherals 

• Once the new terminal is installed, the old terminal 
will be removed. There is no need to have an idle. 
offline terminal sitting on or under crowded 
countertops or in a back room for weeks or months 
before it can be started up 
and used 

• There are no additional tasks placed on busy 
reta ilers on Go Live day. They simply come to work, 
sign on their lottery terminals, and proceed with 
business as usual 

• The task of parallel processing, which we propose 
to perform for two weeks to ensure accuracy of 
converted data, is designed to minimize any 
conversion impact to retailers and players 

As a result, players will be able to purchase and validate 
their tickets during business hours at any nc retail 
location throughout the conversion period. In addition, 
we will perform every task for retailers in a manner that 
is convenient for them and enables them to remain 
focused on their primary business. 

Playing Ticket sales and validations w ill not be affected during 
Opportunities or after the conversion. It is critically important that no 
for Players player is turned away when purchasing, checking, or 

validating a ticket. 

TLC Vendors and Our Conversion Plan will preserve the business 
SulKontractors processes that TLC vendors and their subcontractors 

follow on a daily basis. For example, the flow of Instant 
Tickets from the ncs vendor to the warehouse. and the 
shipping involved from the warehouse to the retailers 
w ill be unchanged. 

Conversion ptan 10.1 -15 
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On-Time Completion of Conversion 

We will manage your conversion to a successful conc/usion - going live with 
full functionality within the agreed-upon time frame. While the current 
contract ends on Wednesday, August 31 , 2011, and thus the RFP requires the 

new system to go live no later than that date, we believe that it's in the best 
interests of the Lottery and its retailers to conduct the Go Live in the early 
hours of Sunday, August 28, 2011 . Sundays are characterized as low-volume 
sales days and, in Texas, Sunday is the start of an invoice period. We believe 
that these two facts will make an August 28, 201 1, Go Live more convenient 
for the Lottery, its retailers, and its players when compared to a mid-week 

conversion that could impact high-volume sales. 

123.3 
Project Management Process 

Everything you have read thus far in Section 10.1, Conversion Plan, could not 
happen wi thout exceptional project management maturity, leadership, and 
expertise. GTECH's project management organization operates with one 

major goal in mind - to ensure timely and seamless conversions with no 
interruption to sales or services. We will present our proposed project 
management process and structure, as well as our proposed project oversight 

structure, to the Lottery for review, comment, and approval. Our project 
management process will also include working with any third-party 

representatives designated by the TLC as part of the oversight of the 

conversion project. 

GTECH's project management organization operates 
with one major goal in mind - to ensure timely and 
seamless conversions with no interruption to sales 
or services. 

GTECH's project management process has been perfected over 20+ yea rs of 
global deliveries and as part of a continuous improvement program. Our PMO 
strives to be the best in the business, in terms of both individual and group 
qualifications as well as quality deliveries and a "customer first" approach to 
what is normally a stressful time for Lottery employees. We are confident that 
our attention to detail and experience presents the TLC with the optimal 
choice to lead this conversion. 

Conversion Plan 
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Overview of Project Management at GTECH 

As we present an overview of our Conversion Plan and project management 

process, we direct the TLC's attention to those areas from which we derive 

the expertise to plan and execute your project. They include: 

Overall and relevant experience. 
Mature organization. 
Sound and proven processes. 
Tools. 

Overall and Relevant Experience 

We bring to the Texas Lottery the lessons learned from the nearly 150 system, 

product, and service projects we have completedjust since 2000, as indicated 

in the following figure. 

10.1 - 17 
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Figure 10.1 - s: 

Informat ion Redacted 
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GTECH's Conversion/Implementation Experience 
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Mature Organization 

The Program Management Office (PMO) consists of more than 2,500 product, 

project delivery, and service personnel who are allocated across GTECH's 

eight global regions. By regionalizing our structure, we offer our customers 

critical continuity of and access to specific resources, from the start of the 

project through the contract period. The regions are depicted in the 

following figure. 
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Figure 10.1 - 6: 

Program Management Office (PMO) Regional Structure 
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PM III 

PMIIISPM 
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SeniorlPrincipal PM 
PM III 

PM IIISPM 
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America 

Regional l ead: 
Jorge Abreu 
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PM III 

PM Il/SPM 
SPM 
PA 

Bob Beauparlant, International Technology Solutions 
EMEA 1 EMEA 1 EMEA2 EMEA3 Asia/ Pacific 

(UnitM Kingdom) 

RegioMl Lead: Regional Lead: Regional Lud: RegionalLod: Regional Lead: 
TlID Beata Piwko Mark Fitzpauick Jarek Dabrowski Mike Fraatz 

PMOTeam Leader: PMOTeam Leader: PMOTum Leader: PMOTeam Leader: PMOTeam Leader: 
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PM III PM III PM ttl PMlII 
PMIVSPM PM II/SPM PMII/SPM PMIVSPM 

SPM SPM SPM SPM 
PA PA PA PA 

Software PrOject Management Affinity Project AnalystTeam 

Team Loder: Senior PMlSPM Project AnalystTum: Tei:hnology Manager 

Expert Resources in All Corners of the Globe: The structure of thi s organization 
and the oversight it provides ensu re that each project receives the appropriate level 
of experienced leadership and continuity between project and ongoing services 
throughout the life ofthe contract. 
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The PMO standardizes project management practices, facilitates global 

project portfolio management, identifies and mitigates risk, and 

determines methodologies for repeatable processes. 

Relevant Experience for the Job 

The project management team GTECH has assigned to the Texas Lottery 
conversion bring more than 300 years of relevant experience. Fourteen of the 
assigned project leaders are already based in Texas; collectively, these 
individuals bring more than 60 years of Texas Lottery experience to this job. 

We look at each implementation project from every possible angle. We then 

create a plan that meets that lottery 's stated objectives and ensures minimal 

impact to its retailers, players, and revenue. The PMO reports directly to the 

Global Technology Solutions organization, which is accountable for 

delivering all services and solutions. 

PMO Benefits and Responsibilities 

The PMO is responsible for the following: 

Defining, planning, and controlling GTECH project management 
standards and best practices to ensure compliance with 
Capability Maturity Model Integration (CMMI) software and 
Project Management Institute (PMI) standards. 
Working with core project teams in a mentoring and consulting 
capacity to guide project delivery teams in achieving project 
objectives. 

Monitoring all active project teams and facilitating executive 
status reporting for all projects. 
Ensuring quality in terms of deliveries executed on time, on 
budget, and with high customer satisfaction. 

Maintaining a repository of project· related information for 
reference. 

Training project managers, mandating Project Management 
Professional (PMP) certification, new Project Manager (PM) 
on~boarding , and conducting monthly Lunch & Learn sessions 
for professional development. 

Escalation point for projects with immediate access to GTECH 
executives for quick problem resolution. 

10.1-21 
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The PMO provides the following benefits: 

Project Support: Provides project management guidance to 
project managers in business units. 
Project Management Process/Methodology: Develops and 
implements a consistent and standardized process. 
Training: Conducts training and certification programs. 
Internal Consulting and Mentoring:Advises employees about 
best practices. 
Project Management Software Tools: Selects and maintains 
project management tools for use by employees. 
Portfolio Management: Organizes a series of projects into a 
single portfolio to review project objectives, costs, schedules, 
resources, and risks. 

"The Lottery and GrECH delivery teams worked in a partnership to deliver the product 
we expected. While it was a challenging project, it was handled professionally and 
was quite successful." 

- Anita Wooten, Deputy Commissioner of Administration, Michigan Lottery 

Sound and Proven Processes 

The Conversion Plan GTECH prepares is built around the Integrated OeliveryModel 
(10M), which has five distinct phases as depicted in the following figure. 

Figure 10.1 -7: 

Integrated Delivery Model 

J 
, INITIATlNO 2 PLANNING 3 EXECUTING 4 CONTRC>U.1NO 5 CLOSING ({< 

~7:" 

Project managers follow the five phases to ensure the project follows 

our standards and industry best practices. The following figure provides 
an overview. 

Conversion Plan 
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Figure 10.1 - 8: 
Integrated Delivery Model Steps 

Phase Description of Steps 

Initiating • Opportunity capture 
• Technical strategy 
• Costing 
• Proposal 
• Contract negotiations 

Planning • Gap analysis 
• Requirements 
• Risk analysis 
• Resourcing 
• Scheduling 

Executing • Coordination 
• Implementation 
• Go Live activities 

Controlling • Change management 
• Risk management 
• Financial management 
• Schedule management 
• Reporting 
• Compliance 

Closing • Internal transition 
• Customer transition 
• Post-project review 
• Tool closure 
• Budget closure 

There is much more to the 10M than an overview of its major phases. For more 

details about the reSUlting steps and actions, please refer to Section 10.4, 

Conversion Plan General Requirements. 

Project Condition Reporting (ProCon) 

To ensure successfu l functioning of all systems and software at the time of 

Go Live, we employ an oversight and escalation procedure, Project Condition 

Reporting (ProCon). ProCon ensures ·all eyes· avai labilit y of key resources 

and Senior Management during the Go Live period. ProCon was developed 

by GTECH as a mechanism to facilitate resource availability, identify project 

r isk, formalize escalation and management procedures, and provide accurate 

project status reporting during a project 's most critica l phases. 
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For more details about ProCon, please refer to Section 10.4, Conversion Plan 

General Requirements, Table 130, Subsection 130.4.a, Project Management. 

For more details about GTECH's approach to conversion risk management, 

please refer to Section 10.4, Conversion Plan General Requirements, Table 

130, Subsection 130.4.g, Risk Management and Mitigation. 

Tools that Are Pertinent to the Project 

Another key to effective project planning and management is the set of 

available tools we use to plan, schedule, and manage project activities. 

Shared Tools 

MS Project: Project schedule planning, tracking, and reporting. 

Internal Tools 

Documentum: Document repository and version control. 

Clarity: Project financial forecasting/ resource tracking and 
labor allocation. 
System Analysis and Programming (SAP): Financial planning, 
tracking, and reporting. 

processMax: Process workflow tool for softwa re and QA-related 
processes to ensure CMMI compliance. 

MS Outlook: Email and calendar. 

PMO Website: Affinity information and source for processes, 
templates, forms, and policies. 

PMOCalendar: Calendarfor all active projects, information, and 
scheduling. 
DOORS: Requirements capture and management. 

Wiki Website: PM Frequently Asked Questions. 

eRoom: Weekly project status reporting. 
Information Redacted 
§552 .101/ 466.022/552.139 

Collaboration Tools: MeetingPlace, video conferencing. 

Quality Center: Quality management . 
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. GTECH.com: Program and process management. 

OPSWare: Configuration management. 
Allen Brain: Code management. 

Project Management with "Clarity" 

GTECH's PMO uses a tool called Clarity, an application that is integrated with 
Microsoft Project. Through this tool, we now manage and maintain all project 
implementation plans in accordance with Work Breakdown Structure (WBS) 
elements for reporting and forecasting project hours per resource. Clarity 
further assures the l ottery that we will successfully manage its conversion 
project on time, and with full transparency throughout. 

Conversion Plan 
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Project Manager Quality 

All of our project managers are required to achieve PMP certification from 

the PMI. PMI is the internationally recognized organization that governs 

standard principles and procedures for project managers worldwide. The 

PMP certification is the project management profession's most globally 

recognized and respected certification. The high number of PMP-certified 

professionals at GTECH demonstrates the value we place on project 

management experience, education, and continual quality improvement. 

We invest in our project managers annually to complete advanced project 

management certification courses (e.g., risk management, problem 

resolution, organizational finance, etc.). 

The high number of PMP-certified professionals at 
GTECH demonstrates the value we place on project 
management experience, education, and continual 
quality improvement. 

The benefit of a PMP-certified project manager lies in the understanding 

that managing a project requires more than schedule management. It 

also encompasses quality and risk management. We like to point to risk 

management as a value to the Texas Lottery. Our expertise in establishing 

contingencies and mitigation strategies means that risks are less likely to 

impact your conversion process. 

123.4 
Proposed Conversion Staff 

Identify Conversion Staff 

Information Redacted 
§SS2.101j466.022jSS2.139 

Barb Tedrow, your full-time Conversion Plan Project Manager, is and wi ll 

remain an integral member of the Texas leadership team long after the project 

is done. Michael Thornton, your corporate Conversion Plan Project Manager, 

brings a wealth of prior large-scale, global project conversion delivery 

experience (e.g., Camelot Interactive, and Wisconsin, GTECH's first-ever 

conversion to 

experience to the team. 

) as well as PMO organizational management 
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Highly Qualified Proj ect Team Leaders 

Your project team leaders, Barbara Tedrow and Michael Thornton, have been 
selected from among the more than 100 certified Project Management 
Professionals (PMPs) and 13 Cert ified Associate in Project Management (CAPM) 
professionals in our project management organization and elsewhere within 
the company. 

Experience matters to the TLC, And there is no other proposer that ca n provide 

the level of experience needed to achieve a successful conversion of a 

Texas-sized system. The team we propose, which is also discussed in Section 

4.3.2.f. Transition Team, will be ready to work on the day you award the 

contract because: 

They are Texas-experienced. Of the full -time conversion staff, 
more than a dozen have worked in some capacity on the Texas 
Lottery account. 
They are already based in Texas. Having that level of 
Texas-experienced personnel and expertise close by means 
that issues are identified and problems solved quickly by people 
you know. 

Each local team member is paired with corporate 
counterparts. The corporate resources will support the project 
through their expertise, accessibility, and ability to escalate 
issues or provide additional resources. 
Their project work is regionalized. They are assigned to the 
Western region in which Texas is located and, as such, offer 
continuity of access and service during conversion and 
throughout the contract period and any extensions thereafter. 

They are committed to success in Texas. As native Texans or 
long-time residents, their commitment to their home state is a 
significant plus when compared to teams made up largely of 
personnel from out of town or outside the United States. 

Experience You Already Trust 

GTECH gives you the advantage of a team of Texas-based, TLC-experienced 
people, including Hal Walker, Eric DeFazio, Nick Watts. Jim Brannon, and more, 
and the support of Regional Lead Andy Haley and corporate project 
management resources and executives actively engaged in the management 
and overall oversight of the Texas project. 

Full-Time and Other Conversion Staff 

Please refer to Exhibit 1, Resumes, which is located in the Exhibits Volume, 

for the resumes of our proposed conversion staff. 

Conversion Plan 
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GTECH has assembled counterpart teams from its Texas and Corporate 

organizations to ensure that your project is managed by people who know 

your operation, are subject matter experts with in their respective disciplines, 

andlor can access senior management or any additional resources t he project 

may require. The following insert, Transition Team Organizational Chart, 

depicts the core project leadership team that w ill be assigned to the Texas 

conversion on a full-time basis until their respective re sponsibilities have 

been completed. 

Each of the people assigned to these roles, as described in the followi ng 

figure, is critical to the conversion's ultimate success. The figure designates 

which personnel are assigned to the project on a full-time or otherwise baSis. 

Figure 10.1 - 9: 
Description of Conversion Staff Roles 

Texas 
Experience 

Corporate 
Experience 

Resource Resource 

Barbara · 15 years at GTECH, 8 as Michael • Total of 15 years at 
Tedrow* project manager Thornton GTECH 

Based in Texas · PMP-certified 

· Most recent project was professional 
Michigan l ottery conversion · led PMO for 3 years 

· PMP-certified Former director of 
operations for 
GTECH-California 

Nick • 11 years at GTECH Dan · '9 years at GTECH 
Watts* • Designed and developed O'Conneli · Technology lead for 

sales force automation 2009 U.K. conversion 
solution 

· Implemented Business 
Process Management 
framework 

· Designed Single Ticket 
Accounting and activat ions 
at the point of sale 

· ConverSion experience in 
Finland, the United Kingdom, 
New Zealand. South 
Australia. Western Australia. 
and New South Wales 

· Information Technology 
Infrastructure library 
(ITILl-certified 
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Project Texas 

Experience 
Corporate 

Experience 
Role Resource Resource 

Network Hal · 24 years at GTECH Dustin · 7 years at GTECH 
Rollout Walker* · Instrumental in ISYS· Larson · NRO Senior Project 
Manager conversion for TlC's Manager 

16,000 retailers • Conversion experience in 

· Regular interaction with New York. Michigan, 
NRO, NRC, and sales force West Virginia, South 
functions Dakota, Florida, and 

many other U.s. and 
international sites 

Software Jim 11 yea rs at GTECH Joyce · 14 years at GTECH 
Project Brannon· · PMP-certified professional Johns · PMP-certified 
Manager · Successful system and professional 

software rollouts in Chile, · Conversion experience in 
New Jersey, Oregon, nearly 10 GTECH sites 
Missouri, and more 
CMMI software upgrades in 
Washington, Missouri, 
IllinOis. Minnesota. and New 
Jersey 

Terminals Hal · Oversaw I$Y$ conversion David · 10 years at GTECH 
Project Walker* · Oversaw ITVM upgrade, and Modelane · Responsible for 1TVMs 
Manager Self-Service Terminal (SST), · Experience in New York. 

Enhanced Parallel Port (EPP). New Jersey. Michigan. 
and GamePoint installations and Florida 

• Currently leading 
Connecticut project 

Retailer Charles · 18 years at GTECH Jonathan · 11 years at GTECH 
Training Howard· · Sales and training Dumont · Langevin learning and 
Project experience in Texas and Project Management-
Manager other GTECH sites certified 

• Widely experienced 
(28 U.S. and international 
sites) 

Infrastructure David · 13 years at GTECH Javaid · 6 years at GTECH 
Project Schwalm· · l eads local team of 1 0 senior Vendal · PMP-certified 
Manager Information Technology (IT) professional 

professionals · Experience includes New 

· Projects include Texas York, Michigan, 
satellite hub, data center Colombia, West Virginia, 
conversion, sales and QA Kansas, Kansas Video, 
staff relocation, Annual Mexico, Virginia, Oregon. 
Technology Planning Cycle, and Manitoba 
PowerbaJf-Mega Millions 

· ITIl-certified 
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Project Texas 

Experience 
Corporate 

Experience 
Role Resource Resource 

Communica- Patrick · 22 years at GTECH Tom 19 years atGTECH 
tions Project Moore· · Texas projects include West · Total of 30 years 
Manager satellite communications for technical and field 

the first Texas ticket printed engineering experience 
on a lottery terminal for the · Technical advisor on 
Texas AMBER Alert, more than 40 GTECH 
installation of a 4.5- meter projects, including Texas 
satellite earth station. Texas 
l one Star project, expansion 
ofTexas wireless retail 
locations from 232 to 5,300 
sites 

Facilities Ga ry · 1 year at GTECH Quentin · 2 years at GTECH 
Project Mcilroy· · Experience with SOC Chafee · 24 years of construction 
Manager buildouts in Wisconsin. New and development 

York. and New Jersey experience 

· Managed DCA power · Oversaw electrical and 
upgrade and bui lding cooling expansion 
expansion project at the DCA in 

Austin 

Operations Eric · '2 years at GTECH John · 20 years at GTECH 
Support DeFazio· · Direct responsibility for Anderson· · Experience w ith more 
Project SAS70 audits than 30 conversion and 
Manager · Conversion experience in startup projects 

California. Israel, France, · Expert ise includes site, 
United Kingdom, and more QA, operations support, 

and infrastructure. 
Director of the DCA. 
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Project Texas 

Role Resource 

Quality Ray 
Assurance Castillo· 
Project 
Manager 

Requirements Homer 
lead Diaz· 

Human Daisy 
Resources Bolivar· 
l ead 

Informat ion Redacted 

§SS2.101/ 466.022/ SS2.139 

Experience 
Corporate 
Resource 

• 16 years at GTECH Ken Perry 
• Multiple software and IS 

certifications 
• Experienced at engineering 

integration and system tests 
for systems 

• Supports UAT and software 
release management 

0 14 yearsat GTECH Doreen 
0 Certified Business Analyst Deluca 
0 lead analyst for California 

Extension and Oregon 
conversion. 

0 Analyst for United Kingdom 
system conversion 

0 2 years at GTECH Dorothy 
0 Served Texas and six other Costa 

sites 
0 Works on Texas lonestar 

newsletter, iSpeak 
0 Provides monthly reports to 

thenC 
0 Certified HR professional 

Experience 

13 years at GTECH 
0 Recent project work 

includes New York, New 
Jersey, Michigan, West 
Virg inia, South Dakota, 
United Kingdom, and 
Finland 

0 Experienced in CMMI and 
the Standard CMMI 
Appraisal Method for 
Process Improvement 
(SCAMPI) 

0 Certified for NASPl 
Standards Initiative (NSI) 
Best Practice for Quality 
Assurance in 
Requirements Definition 
and Development 
Process 

0 13 years at GTECH 
Recent project work 
includes United 
Kingdom, Oregon, New 
York, West Virginia, 
Michigan, South Dakota, 
Chile, Saxony, Beijing, 
Taiwan Sports Betting, 
Virginia. North Carolina, 
Kansas, and New Jersey 
Oversees the group that 
will w rite Texas lottery 
requirements 

0 12 years at GTECH 
0 Supports the Western 

Region on issues relating 
to compensation, 
organizational planning, 
performance 
management, 
recrui tment and staffing, 
employee relations, 
safety, and training and 
development 

· Indlcates full-time assignment to the Texas l ottery's conversion proJect. 
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Your conversion will be managed by cert ified professionals whose project 

management expertise has been honed from yea rs of relevant experience, 

They will use project management best practices and too ls and keep you 
always apprised and engaged. We will also offer continuity of service to 

the Lottery in that members of the team that deliver this project wi ll continue 

to be accessible to the Lottery during conversion and th roughout the 

contract period. 

Other Conversion Staff 

As indicated in the previous figure, we have assembled a project team 

that consists of Texas-based and corporate resources. The corporate tea m 

comprises the "other staff~ that may not be assigned to the TLC conversion 

project on a full-time basis. 

In summary, the Texas Lottery can be confident that GTECH's conversion 

planning, project management processes and organization, and assigned 

conversion staff will, in cooperation with the TLC, perform a seamless 
conversion that upholds your core va lues and enables business as usual, 

both during the conversion and on the Go Live day. 
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10.2 
Integration and Testing 

Introduction 

The Texas lottery will gain a huge advantage with GTECH's Conversion Plan. 
Duetothe fact that we began converting your large, complex gaming system 

more than 18 months ago, you will be able to have a test environment 

ava ilable as soon as you award the contract. Thanks to our precontract wo rk, 

yo u will be able to begin exercising the system right away on a system alread y 

capable of selling tickets. 

We have processes, personnel, and tools in place to support the lottery's 

acceptance tests. We wi ll have the testing site facilities at our Data Center 
of the Americas (DCA), in Austin, which is within 30 miles of the State 

Capitol, and we wi ll provide the ab ility for the Texas lottery to test from 

its headquarters building. The testing facility will contain all necessary an d 

req uired compute r hardware, communications hardware, software, and at 

least six test sales terminals representing each planned retailer sa les terminal 
type and appropriate attachments. It wi ll also include six additional non-sa les 

terminals insta ll ed and operatio nal for integration, system, and acceptance 

testing to be completed prior to the scheduled conve rsion. 

We will schedule acceptance testing support into the Conversion Plan to begin 

no later than June 1, 2011. We will a lso support your acceptance testing of the 

Backup Data Center (SOC) in the San Antonio area, and the requ ired Internal 

Control System (lCS) interfaces, which will take place prior to conversion. 

Table 126 
Integration and Testing Response Requirements 

126.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and deta il 
requirements indicated in this section. 

Integration and Testing 10.2 - 1 
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126.2 
Integration and Testing Process 

Our Conversion Plan forTexas includes all of the tasks required for integration 
and testing of all of the components and applications of your new lottery 

gaming system. 

GTECH uses established guidelines for integration and testing processes. 
These guidelines provide directional and operational guidance for our 

delivery teams, Certified to level 4 of the Capability Maturity Model 
Integration (CMMI-DEV) for life cycle software services, GTECH's Texas 
conversion team will leverage the CMMI best practices and the Project 
Management Body of Knowledge (PMBOK) for Project Quality Management 
and International Organization for Standardization (ISO) 9001 and 9126 
fundamentals for Quality Planning, Assurance. and Control processes 

and procedures. 

GTECH benchmarks its certification level against 
companies such as Accenture. Oaewoo, Lockheed 
Martin. Ricoh. Siemens Automotive, and more, across 
a broad spectrum of industries. 

GTECH benchmarks its certification level not just in the lottery industry but 

against some of the best companies. such as Accenture. Daewoo, Lockheed 
Martin. Ricoh. Siemens Automotive, and more. across a broad spectrum of 
industries. The full list can be found at http://sas.seLcmu.edu/ pars/pars.aspx. 

Overview of the Integration and Testing Process 

GTECH's approach to system delivery integration and testing is to iteratively 
build and test the system, and assess and replan as necessary throughout the 
delivery. The steps we follow are presented in the following list: 

1. Planning: Project planning, risk assessment, quality strategy, 
and test planning. 

2. Requirements: Business process decomposition into technical 
requirements. 

3. Build-Test-Correct (BTC): Feature development. and 
functional and integration testing. 

4. Functional System Testing: End-to-end feature/ function and 
business process tests. 

5. Non-Functional System Testing: Production-ready 
performance, anomaly, and security testing; data conversion; 
and parallel processing against production system and data. 

6. Acceptance Testing: Customer/ business (user) acceptance. 

Integration and Testing 
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GTECH governs this process through transparency, ve rification, and sign·off 

of vital artifacts created by the process itself. Artifacts may include planning 

documents, such as the Conversion Plan, Software Development Plan, and 
Test Plan; they may include specifications such as Software Requirements 
Specifications (S RSs), designs, and test cases; and they may include status 

documents, such as metrics, the Traceability Matrix, and test results. 

Although not a complete list of the full Integrated Program/Project 

Management artifacts, the following processes and artifacts specifically 

relate to GTECH's integration and testing processes forTexas. Many artifacts 

are updated and maintained throughout the remaining phases as situations 
dictate, and therefore are repeated within multiple phases. 

Integration and Testing 

1. Planning: 

Project Plan. 
Risk Plan. 
Test Plan. 
Configuration Management Plan. 
Acceptance Criteria and Acceptance Test Plan. 

2. Requirements: 

SRSs and Reviews. 
Non· Functional (Integration, Capacity, Availability, 
Security, Data/ File) Test Requirements. 
Traceability Matrix. 
Metrics and Key Performance Indicators. 

3. Build·Test-Correct: 

BTC (Release) Plan. 
Designs and Reviews. 
Test Cases and Sets. 
Test Construction Status. 
Test Execution Status. 
Pass Rates. 
Traceability Matrix (Requirements). 
Software Release Notes. 
Bug Details, Statistics, and Find/ Fix/Close Rates. 
Key Performance Indicators. 
Phase Readiness Reviews. 
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4. System Testing: 

Functional System Test Script and Logical Day Scenarios. 
Performance, Anomaly, Failover, Backup, and Security 
Test Cases and Sets. 
Data Conversion Test Cases. 
Parallel Processing Test Cases. 
Test Construction Status. 
Test Execution Status. 
Pass Rates . 
Bug Details, Statistics, and Find/ Fix/Close Rates. 
Key Performance Indicators. 
Phase Readiness Reviews. 

S. Acceptance Testing: 
Acceptance Test Cases, Sets, Script, and Scenarios. 

Test Construction Status. 
Test Execution Status. 
Pass Rates. 
Traceability Matrix (Requirements). 
Bug Details, Statistics, and Find/Fix/c lose Rates. 
Key Performance Indicators. 
Phase Readiness Reviews. 

At the heart of GTECH's integration and test approach is the BTC method, an 

iterative approach to creating software and verifying it against the Lottery's 

business requirements to ensure that any defects are corrected as early as possible. 

The following figu re depicts how the BTC cycle will assure the Lottery that 

the new system will match its requirements. 

Integration and Testing 
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Figure 10.2 - 1: 

Integration with Build-Test-Correct 
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This methodology will Build. Test ,md Correct the software in logical portions with the goals being to: 

1) Iteratively build/integrate the system fNture/function. 
2) IdentItY defects as early as possible and correct major bugs Immediately 10 ensure progress. 
3) Prioritize (and correct) less critical bugs to futu re BTC cycles to sustain development momentum. 
4) Plan a final BTC cycle after completion of featureJfunction development to correct outstanding 

bugs in preparation for System Test. 

Ready forTesting : GTECH will use Build-Test-Correct for software integration to ensure 
that the system matches the Texas Lottery's basic and customized requi rements. 

Release Notes 

We will provide release notes for each release of software we present to the 

Lottery for testing. Our release notes will demonstrate good conf iguration 

management practices, and every release will be identified by a version 

number. Anychanges w ill be clearly defined. GTECH wi ll provide release notes 

during the conversion period, and throughout the enti re contract. 

The following paragraphs provide an explanation of GTECH's release 

notes guidelines. 

Release Notes Guidelines 

Release notes, a re lease description document, must be prepared to identify 

the content and any changes made for each software relea se. Release notes 

are required because they detail the content and all the changes made In a 

particular software release. This helps the tester andlor the TlC to determine 

which areas and/or items must be verjfjed or retested. 

Integration and Testing 10.2 - 5 
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Release notes enable software engineers to convey to the test group (and 
others) the exact code that was changed, the reason the code was changed, 
and any special testing conditions that the test group should exercise. 
Information relating to the code reviews and design reviews for the released 

software must also be included within the release notes. 

Release notes are required for all software and firmware deliveries. There 
are no exceptions. Release notes must be supplied to the test group before 
software is released fortesting. The test group will reject any software release 
if release notes are missing or incomplete. 

Quality Management 

The PMBOK model for quality management provides insight into GTECH's 
preparat ion and execution of project quality management activities and is 
comprised of three main process areas: 

Quality Planning: Identifies which quality standa rds are 
relevant to the project and determines how to satisfy them. 
Quality Assurance (QA): Evaluates overall project performance 
on a regular basis to provide confidence that the project will 
satisfy relevant quality standards. 
Quality Control (QC): Monitors specific project results to 
determine if they comply with relevant quality sta ndards and 
identifies ways to eliminate causes of unsatisfactory 
performance. (Source: PMBOK. ) 

The following pages describe these processes and their benefit to integrating 
and testing the Texas Lottery's new system. 

Quality Planning 

Quality planning sta rts at the inception of the project. GTECH Subject Matter 
Experts (SMEs) assess the scope of the project and the quality standards required 
to meet Texas Lottery requirements. They then translate them into a plan of 
activities, tasks, staffing, resources, and control measures to ensure the proper 
conduct, oversight, and reporting of quality assurance and control activities. 

The following figure depicts the Quality Planning Process that is part of our 
Integration and Testing Process. 

Integration and Testing 
OOCUMENT REDACTED BY TLC -12-4-10 



Figure 10.2 - 2: 

Quality Planning Process 

Business Process U~ary 

llC System and Security Requirements 

n.c Integration and Test Requirements 
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Activity 

Quality Planning 

Outputs 

Acceptance Criteria 

Test Plan 

Architecture and Other Relevant Standards Risks 

Quality Assurance 
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GTECH applies a structured approach to management information and status 

reporting during a project. This will ensure that we are providing appropriate 

quality assurance transparency to internal GTECH management and Texas 

Lottery personnel. Such a structure also facilitates continuous monitoring not 
only of the project's health and progress but also of the quality of your new 

system as the deliverable components progress through 

their respective requirements definit ion, des ign, development, and test phases. 

Quality assurance activities occur throughout the project life cycle. It is 

im portant to constant ly monitor the current status of the project through Key 

Performance Indicators and metrics, reassess risks, and make necessary 

adjustments to the plan to ensure success. 

The following figu re depicts quality assurance in the Conversion Plan. 

Int&gration and Testing 10.2 - 7 
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Figure 10.2 - 3: 

Quality Assurance Process 

Activity 

Quality Assuraoce 

Outputs 

RiSks 

Test Plan 

Software Development Plan 

Status Reports 

Phase Readiness Reports 

Quality Control 

GTECH's approach to quality control and testing methodology is designed 

from acceptance and drives backward th rough the different phases of the 
conversion project life cycle. The reason for this approach is to ensure we are 
primarily and continuous ly focused on assessing the quality and status of 
your new system fro m the end-business-user perspective w hile maintaining 
the security, data integrity, and other essential system standards that you 
have set forth . 

As the most experienced technology provider in the lottery industry, and w ith 
'8 years of service to the Texas Lottery, GTECH knows that one of its primary 

. objectives has to be to provide you with the tech nology t hat will drive your 

~n;~;~~~7~6~~g;~;~~2.139 business in the most efficient and effective manner possible. We be lieve your 
new system will achieve that goal, and our integ ration and testing processes 
are geared to ensure your business processes have been implemented to meet 
your requirements. Therefore, establi shing acceptance criteria and accepta nce 
tests up front will enable the Texas Lottery and GTECH to collaborate and 
establish the proper expectations for system acceptance. As a result, there will 

be no doubt. once acceptance has been successfully achieve d, that all risks 
have been addressed for going live wi th your new system. 
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The following figure depicts our quality control process for Texas. 

Figure 10.2 - 4: 

Quality Control Process 

Activity 

Project Scope Quality Control 

Business Process Ubrary 

FuoctionalJNon-FullC1ional Requirements 

Test Plan 

Tr3Ceability Matrix 

Software Development Plan 

n.c System and Security Requirements 

n.c Integration and Test Requirements 

Architecture and Other Relevant Standards 

The test design process applied by GTECH delivery teams is built around 

industry best practices for test portfolio management and adheres to our 

CMMI-OEV framework. The guidelines prescribe a consistent approach to test 

design to ensure test reusability, enhanced management, and customer 

visibility into the quality of the software deliverables. 

The following figure provides a detailed look into how the test design process 

combines integration and test planning, BTC, and the three quality phases. 
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Fig ure 10.2 - 5: 
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Tools 

These guidelines will help us to implement a requirements-based approach, 

whereby business processes captured in the Business Process Catalog are 

decomposed into technical requirements and captured within DOORS, 

GTECH's preferred requirements management tool. In addition to serving 

as the trusted source for all Requirements Definition and Management 

processes, including Change Control, DOORS serves as the main input fortest 

coverage analysis and construction. 

How DOORS Improves on Past Requirements Tools 

DOORS is more reliable and not likely to experience 
downtime issues. 

It also has an active user community through which GTECH 
can participate in solving problems. 

It improves response time through its database des ign. 

It has flexible output formats that do not require the use of 
complex macros. 

It helps avoid work-around solutions thanks to its robust 
and flexible features. 

GTECH uses industry-leading, top-tier tools for manual and automation 

testing of functional requirements. Documentation for using these 

tools provides the overall end-user instruction for tool features. The test 

automation suite/ tool maintains an extensive online documentation library 

comprising application user guides, tutorials, articles, user discussion forums, 

alerts, news archives, and educational services. GTECH uses a majority of 

these standard practices out-of-the-box with very limited customization 

limited to workflow, fields, and lists. 

Each project maintains strict requirements management, induding change 

control, of approved customer requirements. The requirements are housed 

within the DOORS requirements management tool, where they are exported 

to the t est management tool for test design and management activities. The 

requirements structure in the test management tool is kept consistent with 

the structure synchronized from DOORS, whose structure is based on each 

application's SRS. Any necessary changes to requirements will go through our 

Change Management process, and with full accountability. 

Integration and Testing 10.2 - 11 

DOCUMENT REDACTED BY TLC -12-4-10 



_< GTECH' ---

10.2 -12 

Testing Support Personnel 

We apply a collaborative approach to quality, with all functional areas 

contributing to a successful quality assurance program. The QA Lead role, 

along with the Lead Business Analyst, System Engineer, Technical Leads, 

and Software Project Management, is responsible for achieving a high-quality 
delivery. For Texas, this means that the quality of your system will be driven 

by people like Ray Castillo, Homer Diaz, Nick Watts, Jim Brannon, and other 

long-time, Texas-experienced technical resources. This team, and thus 

the Texas Lottery, will have the support of corporate testing and technical 

resources to assure you of a new gaming system of the highest possible quality. 

Our testing support personnel will be capable of modifying the system and 

the support systems during acceptance testing. They will be assigned to 

the Texas lottery on a full-time basis (at least 40 hours per week) during 

acceptance testing. Each of them is alreadyfamiliar and experienced with the 

hardware and software being tested. 

GTECH's Texas-based QA team will prepare and complete the QA Test Plan 

through peer review approval using the template provided. The QA lead and 

the team will then analyze requirements in the test management tool to ensu re 
attributes are correctly set and allocate the requirements to the appropriate 

Test Engineer personnel for construction and execution of Test Cases. 

QA Test Engineers design manual tests within the test management tool using 
standard practices for Test Case construction. Those practices include but are 

not limited to the following: 

Clearly describing the intent of the test. If the test proves an 
error is presented, the description must identify the error being 
injected and the ability of the system to present an error 
message when the action is complete. If the test proves a success 
scenario for a function, the description mUst include these goals. 
Ensuring preconditions and additional instructions needed for 
preparing to execute the test are clearly articulated. Examples 
include predecessors (datasets), ticket stock, terminal printers, 
signs, etc. All preconditions must be identified. 
Adding Post Conditions, when applicable, to ensure explicit 
expected results most directly matching the intent of the test. 
Other statements may be made if multiple expected results 
occur; however, the first statement must cover the main intent 
of the test. 
Identifying applicable Values to Required Test Fields to ensure 
the test is carried out within control limits. 
Adding Instruction Steps and Expected Results. 

Integration and Testing 
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Tests are then mapped to the source requirement. As a standard practice, 
GTECH Test Engineers strive to achieve a three-to-one relationship between 
Test Cases and requirements. This three-to-one relationship, although not 
always applicable, ensures that we are covering normal flow(s) of a feature 
or func tion, alternate flow(s), and exceptions (error handling). It has proven 
to be highly successful in identifying not only defects that may have been 
introduced in the coding phase, but potential design and/or requirements 
defects that may have been overlooked. 

The test management tool facilitates linkage of test coverage to 
requirements for traceability, which is at the heart of GTECH's methodology 
for requirements-based testing. Transparency is provided through standard 
report capability inherent within the test management tool. This will assure 
the Lottery that requirements are traced throughout the testing phase, and 

thatwe will report out on testing progress and system readiness via successful 
test execution. 

Once tests are constructed, reviewed by senior Test Engineers and approved 
for execution, they are arranged in sets to facilitate the execution stage. 
Aligning test sets to match the software release schedule ensures an efficient 
test management approach to successively integrating system functionality 
through an iterative STC process until all requirements have been delivered 
and tested. 
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GTECH Test Engineers are encouraged to design a series of tests that will 

have a high likelihood of finding errors, a high likelihood for reuse, and a 

low likelihood for rework. The steps toward achieving this goal include 
implementing black·box Test Case design techniques that exercise the 

requirements of the software and implementing white-box Test Case design 
techniques that exercise the internal logic of software components. The 

black-box strategy bases tests on requirements documents and functional 

design specifications. The white-box strategy bases tests on internal design 

specifications or code. The following list identifies a breakdown of the 

recommended test methods. 

Black-Box Tests: Provide functional requirements coverage. 
Ensure coverage for equivalence classes and code path 
coverage as well as boundaries between equivalence classes, 
the edges of each class, and beyond the edges. 
Risk-Based Tests: Provide sufficient coverage on high-riskareas 
of the system using generic risk lists. 
Usability Tests: Design tests ensuring the intended user can 
meet his or her goals using the system being tested. 
White-Box Tests: Design tests covering the internal actions of the 
system such as daily processing or protocol handling, focusing on 
interfaces not typically covered by client applications. 
Scenario Tests: Build test sets that are realistic and that combine 
multiple features similar to what a real user would attempt. 

For Texas, it is important to note that the test management tool contains 

functionality that enables us to design automat ion test suites around a 
business process. Manual tests, as described previously, are used as the basis 

of coding the business process components using the test automation 

suite/ tool. Once the components are coded, Test Engineers are able to build 

business process tests that target a specific business process, trace it to 
system requirements, and execute automatically via interface control of the 
test automation test tool. Execution status is sent back from the tool to the 

test management tool and collated with manual test results to provide a 

Single, cohesive view into test results. This is meaningful to the Lottery as it 
will enable your management, staff, and retailers to perform "business as 

usual" during and at the time of conversion. 

Integration and Testing 
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The Benefits of Test Automation 

GTECH has made significant investments in the use of technology for test 

automation. Although the primary goal oftest automation is to expand test 

coverage, an additional benefit is to decrease the test duration to achieve the 

test coverage. The decrease in testing time is accomplished by eliminating 

manual labor by leveraging simulators to send the multitude of (and eve r­

expanding) permutations of wagers and transactions that cater to the TLC's 

sophisticated players. 

Improvements and Efficiencies from Test Automation 

For recent system deliveries for New York and New Jersey, GTECH has 
implemented test automation tools to increase coverage of transaction 
permutations covered during system testing by , 0 times w hile decreasing the 
time to accomplish this coverage by more than SO percent. 

Information Redacted 

§552 .101/ 466.022/ 552.139 
The automation tool portfolio that our QA Test Engineers currently use 

contains tools to automate gaming functions, in itialize core 

) functions through remote 

procedure calls, and export selected reports to a user's PC for balancing 

configurable financial data across a report set. 

GTECH builds a set of industry·recommended test automation tools that 

facilitates the delivery of quality solutions and services. This automated 

process has decreased manual Test Case definition time from weeks to hou rs. 

With the implementation of QA and engineering best practices for all its 

automated testing of software product lines, GTECH delivers lottery solutions 

with exceptional quality and within minimal time lines. The automated game 

matrix provides the ability to automatically create game transactions based 

on your game matrix via a transaction sim ulator real·time connection 

with the GTECH . Test automation provides a great 

opportunity to automate within product and in solution deliveries, thus 

reducing the overall effort required to perform quality testing in product, 

implementation, and services projects. 
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We recognize the importance of implementing a secure, controlled and 
well-organized quality program. Having personnel and testing resources 
committed to our deliveries ensures that proper oversight and control 
are maintained for the test environments and the software configuration 
management required to meet your needs. We will support your testing 
efforts until you deem the system ready - when all hardware and software 
items are installed and configured to operate in the lottery's environment 

and according to the lottery's standards. 

We will support your testing until it is successfully completed - in otherwords, 
when all components of the system have been tested and all significant issues 
identified during testing have been resolved by GTECH and validated by the 
lottery. The lottery will have our support in developing and agreeing upon 
detailed criteria to be met prior to the system being accepted and put into 

production. The following section describes our acceptance testing process 
and criteria. 

126.3 
Acceptance Testing Process and Criteria 

Within this section of the RFP, the Texas lottery has provided many detailed 
requirements regarding its expectations for acceptance testing and criteria. 
Within the RFP, you have also requested that proposers provide further 
insight into proposed acceptance testing processes and criteria. GTECH 
acknowledges that the Texas lottery will take a comprehensive approach to 
acceptance testing and will conduct any acceptance testing that the lottery 
deems necessary. We will work with you as you determine any acceptance 
test as passing orfailing after the results determine whetheror not you accept 
an application or a change to an application. 

As described in the previous section, we will perform and document extensive 
self-testing, debugging, security testing, and quality assurance on all 
software prior to submitting it to the lottery for acceptance testing. All 
software we submit to you will be fully operational and principally ready 

for production use, and the lottery reserves the right to reject the software. 

Integration and Testing 
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Any system we present for acceptance testing will be identical to the gaming 
system. If the Lottery requires documentation of the nature ofthe system, 
GTECH will provide it. The system will have all security controls and 
encrypt ion schemas in place during all tests. The system used for acceptance 
testing will also have working interfaces that are identical to those in the 
production system. 

GTECH's Approach to Acceptance Testing 

We would like to propose an approach to the acceptance testing process 
that we feel makes efficient and effective use of validation and verification 
techniques widely accepted within the technology industry as a whole 
and consistent with the lottery industry 's best practices as described in 
the NASPL Standards Initiative (NSI) Best Practice for Quality Assurance of 

Product Development in the lottery Industry. This best practice provides a 
set of processes and procedures that address quality assurance requirements 
throughout the hardware and/or software production cycle - from 
requirements specification through design, implementation, and testing, 

Integration and Testing 

to acceptance and deployment. NSI has defined the scope of this best 
practice set generally enough for many software and hardware production 
environments while addressing several quality assurance aspects that are 
specific to the lottery industry_ These consist of the following: 

Requirements Definition: The requirements for the system 
or system components must be defined, documented, 
agreed-upon, and approved by both the supplier and customer 
of the system. Best practices need to validate that this process 
happens, the correct information is specified, and the right 
processes are used in reaching agreement between vendors and 
the Lottery. 
Development Process: We use a development process that 
covers design, implementation, testing, problem tracking and 
resolution, change control management, and release and 
installation. The process needs to include adequate 
documentation and approval phases. 
Acceptance Testing: We utilize a defined acceptance testing 
process and plan that is typically agreed upon during 
requirements definition and carried out in a controlled 
environment during acceptance test execution. 
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GTECH is currently certified under the NSI Quality Assurance Best Practices 

for Requirements Definition and Development Process. By applying these and 

the NASPl best practices for acceptance testing, both the Texas lottery and 

GTECH will benefit through the use of consistent standards and terminology 

common to the lottery industry. In addition, they will follow an approved and 

repeatable method for the purpose of meeting the goals and objectives of 

the lottery through hardware and software deployment. 

NSI's suggested method for creation of an Acceptance Test Plan includes the 

following steps: 

Analyze the product to be tested (in this case, the system 
conversion), including performing a risk analysis. 

Determine the testing strategy. 

Identify entry, suspension, resumption, and acceptance criteria. 

GTECH has provided various acceptance testing support throughout our 

history, including in Texas. Our acceptance testing support ranges from 

operation support of the system while the customer conducts testing, to 

actual conducting of acceptance testing test cases and reviewing results w ith 

customers. GTECH w ill have on-site, dedicated QA, software, infrastructure, 

and User Acceptance Testing (UAT) resources available to support your team 

during UAT. 

Acceptance Testing Criteria 

The following pages contain the criteria for this verifi cation method. 

Acceptance Test Phase Entry Criteria 

1. Phased delivery of applications into acceptance testing must be 
agreed upon by the TlC in which case the following criteria will 
be applicable to each application entry point. 

2. Requirements, designs, and test plans have been reviewed and 
approved. 

3. Funct ional, Non-Functional, In tegration, and System Test Cases 
have been reviewed and approved. 

4. Functional, Non-Functional,lntegration, and System Tests have 
been conducted; unless not specially otherwise agreed by the 
customer, 100 percent of test cases have been 
attempted/completed and at least 95 percent were successful. 

5. No Critical (High and Medium) defects from Functional, 
Integration and System Test phases remain open. 

6. Acceptance Test Plan, including test cases, has been reviewed 
and approved. 

Integration and Testing 
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7. Acceptance Test environment(s) are available, configured, and 

running with approved software version(s). 
8. Consumables, Instant Test Tickets, Manifests interface files, 

converted files, and other data files, etc., necessary for 
Acceptance Test activity are available. 

9. Data conversion scripts, if necessary, have been provided. 
10. Deployment package has been prepared by the Integration 

Engineer, including version verification and storage. 
11. Software release notes have been reviewed by the customer. 
12. System acceptance criteria that must be met in order for the 

Lottery to accept the Lottery system or system components 
have been documented, reviewed, and agreed. 

13. Acceptance Test readiness review has been completed and the 
Lottery representative has authorized commencement of 
acceptance testing based on this review. 

Acceptance Test Suspension Criteria 

1. At least one outstanding Critical/ High defect that prevents any 
progress to be made by the acceptance test team, i.e., all testing 
is blocked. 

2. At any time if the amount of defects raised against the amount 
oftests conducted exceeds an acceptable range of outstanding 
Test Incident Reports (TIRs) (Medium = 20 and Low = 30). 

3. If a significant amount of downtime occurs on the systems and 
a resource is not available to fix the systems. "'Significant 
amount" is defined by a simple majority, i.e., >50 percent over 
any 48-hour period. 

4. If development requires time and usage of the test platforms for 
defects investigation. 

S. If any major Change Requests (CRs) are raised that need 
requirements to be changed, thus significant areas of testing to 
be replanned. 

6. If any major CRs are raised that need architecture to be changed, 
thus significant areas of testing to be replanned. 

7. The LotteryTest Manager has approved the suspension decision 
(evidence to be attached). 

8. The Project Manager has approved the suspension decision 
(evidence to be attached). 

9. The Project Board has approved the suspension decision 
(evidence to be attached). 

Note: Ifthe criteria description is satisfied for any ofthe items from 1 through 
6, then the Acceptance Test phase will be suspended, with the proviso that 
criteria 7, 8, and 9 are met. 
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Acceptance Test Resumption Criteria 

1. Any outstanding Critical/ High defects that prevent any progress 
to be made by the acceptance test team have been resolved, 
fixes accepted by the acceptance team, and regression has 
successfully passed. 

2. The test suspension criteria have been rechecked and have 
passed a review. 

3. The amount of defects raised against the amount of tests 
conducted is wi thin a satisfactory percentage, Le., less than 
Medium = 20 and Low = 30. 

4. The environment readiness checklist has been rechecked and 
passed the review. 

S. All resources req uired for testing are in place. 
6. A point of resumption has been agreed upon promptly and 

communicated, i.e., the entry point fo r first test to run in a 
planned test run. 

7. It has been agreed that no or minimal regression testing will be 
conducted from the first test run entry point. 

8. The Acceptance Test Manager has approved the resu mption 
decision (evidence to be attached). 

9. The Project Manager has approved the resumption decision 
(evidence to be attached). 

10. The Project Board has approved the resumption decision 
(evidence to be attached). 

11. Has the li ve date changed to account for the unforeseeable 
suspension? 

Note: If the criteria description is satisfied for a ll items ' to 7, then the 
Acceptance Test phase will be resumed, wi th the proviso that criteria 8, 9, and 
10 are met. 

Integration and Testing 
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Acceptance Test Phase Exit Criteria (Production Deployment) 

1. Final Regression Testing Verification met. 

2. Unless not specially otherwise agreed, no Critica l (High and 
Medium) defects from acceptance test remain open. 

3. Unless specifically otherwise agreed, 100 percent of acceptance 
test cases have been attemptedlcompleted and 98 percent 
were successful. 

4. Operations documentation and/or any changes to operations 
procedures have been verified and accepted by operations staff. 

S. Data conversion scripts, if necessary, have been tested successfully. 

6. Production deployment package has been prepared and 
verified by Integration Engineer, including version verification 
and storage. 

7. Software release notes have been reviewed by Integration 
Engineer and Quality team members. 

8. Production Deployment Scope matches planned deliverables. 

9. The Production Deployment Plan has been reviewed, verified, 
and approved. 

10. All functional support resources have been identified and are 
available for production deployment. 

11. Change Request has been submitted to and authorized by 
Production Change Authority Board for release to production. 
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126.4 
Proposed Integration and Test Plan 

GTECH employs a single, overall Test Plan based upon Institute of Electrical 

and Electronics Engineers (IEEE) Standard 829, the standard for system 

test documentation used as the template for all GTECH deliverie s. This 
Test Plan template, presented in Exhibit 17, Test Plan Template, located 

in the Exhibits Volume, includes sections to capture relevant information 

to describe how the quality activities are conducted and managed. The 

following list is provided as an overview of the Test Plan contents: 

Processes, Procedures and Guidelines. 
Team Structure, Management, and Organization. 
Software Work Products to be Tested. 
Test Environmental Needs. 
Software, Tools, and Utilities. 
Test Data Requirements. 
Test Approach. 
Test Phases. 
Defect Tracking. 
Test Milestones. 
Resources and Training. 
Quality Deliverables. 
Acceptance of Externally Developed Software. 
Criteria. 
Defect Severity Definition. 
Source Control. 
Integration Test. 

Readiness. 
Suspension and Resumption. 
Completion. 

System Test. 
Readiness. 
Suspension and Resumption. 
Completion. 

GTECH's integration and testing process includes numerous dynamic 

verification activities, which are performed during the execution of the 

system software and dynamically check its behavior. Verification is a review 

process that determines if the release conforms to its specification. In 
addition to the functional test methods described previously, the testing 

activities described in the following pages, and called out in the Test Plan, 

are employed by GTECH delivery teams during a conversion project. 

Integration and Testing 
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Unit (Component) Testing 

Unit (or component) testing focuses on the boundary conditions for developed 

(or revised) software and tests both sides of each boundary. Software 
developers are responsible for developing and maintaining a Unit Test suite to 

ensure unit functionality and testability for entry into integration phases. 

Baseline Acceptance Tests (BAT) 

Also know as Shakedown or Smoke Tests, BATs are short test sets used to verify 

the readiness of a software build. Covering one or two logical test days, these 

sets are intended to exercise the major deliverables in an integrated test 

environment and prove that the software is stable fo r testing. These sets ca n 

be used on any build. If each step passes, the test cycle wi ll begin. This act ivity 

is to ensure that there were no issues with the build and no major functionality 

was broken while deploying new software into the test system . A report will 

be sent out after BAT is finished, notifying the team that the test cycle has 

begun. If the BAT fails , each development discipline will need to correct the 
critical defects and rerelease to the BAT team. 

Component Integration Test 

Upon successful completion of the BAT, a multidisciplinary team begins 

component integration testing. This effort is an extension of the BAT 
activities. Integration Tests are used to ve rify that the deployment of all 

system components/disciplines is functional prior to commencement of 

other test activities. As a result, the Integration Test environment must 
be able to support an end-to-end configuration including all impacted 

third-party components. For example, depending on the scope of the 

convers ion project or batch project, an integration environment would 

Integration and Testing 

need to include new channels, new Wide Area Network (WAN) providers, etc. 

Non-Functional Test 

Non-functional testing is the testing required to ve rify systemic requirements 

that do not relate to features or business functionality provided within a 

release. Testing activities include: 

Anomaly. 
Takeover. 
Performance and Volume. 
Communications. 
Regression. 
Data File Conversion. 
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Non-functional testing may occur in parallel or in conjunction with other 

testing activities. 

Performance and Volume Test 

Accomplished with the use of simulation tool s, the intent of these tests 

is to monitor the system and software behavior under a large volume of 

transactions. This testing will include a mix of transaction types and several 

levels of volume. System response time and behavior will be monitored 

during peak loads. Anomaly situations, e.g., Takeover Tests, may also be 

performed while the system is under load. 

Load Test: Tunes the system to optimize response times, system 
capacity and system resources. 

Stress Test: Ensures the system meets peak load requirements. 

Soak Test: Ensures the stability of the system over a prolonged 
period of sustained load. 

Anomaly Test: Verifies the resiliency of the system under a 
sustained load. 

Load, stress, and soak testing can be accomplished on a scaled-down version 

of production and then modeled up. With each new build, a new baseline test 

can be performed on the scaled-down environment and the model re-run 

to extrapolate to production. Modeling has accuracy limitations; however, 

the capabilities within this space have improved significantly and many 

companies rely exclusively on this approach to Capacity Management. 

Alternatively, Load, Stress, and Soak Tests can be performed in an environment 

that is identical to production, thereby eliminating any inaccuracies and 

providing high confidence in the production system's capacity. 

Performance and volume testing may run in parallel with other test activity 

as long as the functional verification has progressed to ensure the integrity 

of the software; that is, if the software isn't stable enough or has a high defect 

count still open, then additional builds may be required. In that case, if 

performance and volume testing is accomplished too early, then the results 

may no longer be applicable and tests will need to be rerun. Performance 

Tests may also be run early in the development phase to identify performance 

issues. The purpose of this would be to address the issues in the design before 

the System Performance Test. 
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Communications Test 

There are several forms of communications testing, including functional, 
anomaly, performance, and live network testing. live network testing 
consists of using an environment as close to the "live" configuration as 

possible. Using the actual live network is the most effective environment. 
Utilities, like loop-back, are often used to create traffic in a live environment. 
This testing is used to fine-tune communications parameters to best suit the 

live network configuration. 

Communications testing may run in parallel with other test activity as 
long as the functional verification has progressed to ensure the integrity of 
the software; that is, if the software isn't stable enough or has a high defect 
count still open, then additional builds may be required. In that case, if 
communications testing is accomplished too early, then the results may no 

longer be applicable and tests will need to be rerun. They may be run in 
parallel with functional testing. 

Conversion Tests/lnterface File Test 

There are two forms of conversion testing - static and dynamic. The goal 
of these tests is to ensure that the software wi ll be "fit-for-purpose" when 

deployed into production and properly handle existing production data. 

Static Conversion Test 

Static conversion testing consists of taking data files from the existing 
production system, converting the data files through tools generated by 
the project team into system formats that are suitable for the new system, 
and verifying the converted data. This activity verifies the funct ionality of 
the conversion utilities on an actual customer data set. Static conversion 
testing may also be conducted on test data created in a non-production 
environment. Howeve r, the latter approach introduces more ri sks, since 
production data includes far more permutation of actual data than can 
be created in a test environment within reasonable time frames. 

Projects whose scope includes conversion may require conversion/interface 
file testing to be confirmed prior to execution of Functional Tests or in 
conjunction with functional testing as the software stabilizes. 
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Dynamic Conversion Test 

Dynamic Conversion Tests augment Static Conversion Tests by incrementally 

reprocessing production data files on a system that has achieved sa ti sfactory 
ve rification of the initial Static Conversion steps. After reprocessing 

production data files, ve rification is performed to compare results against the 
current production reports. This type of testing verifies the new software and 

conve rsion routines, successfu lly matches results seen in production, and 

ensures that new funct ionality is "fit·for·purpose." 

Your Proof is in Our Performance 

GTECH's testing plans results will match what you will see when the new 
system sta rts up: 

Static data conversion . 
• Parallel processing. 

Business Cycle Test and Balancing (Business Processing Test) 

Also known as business process testing , Business Cycle Tests consists 

of scripted scenarios that ve rify system behavior under normal business 

wo rk flow. Scripted logical days are performed to verify that a ll business 

transactions are performed in an organized fa shion. This will ve rify the release 
fulfillment of the customer's business logic and accounting procedures in 

alignment with both existing and new capabilities as identified in the SRS. 

Financial data is balanced throughout the system and the business rules are 

exercised in a manner consistent with opera tions. 

The purpose of the Business Cycle Test is to valida te that the hardware and 

software components can operate in accordance with the SRS, use cases, and 

the System Requ irements. 

The Quality Engineering team along with the assigned operations and site staff 

will execute scripted Test Cases that will mirror the normal everyday operation 

and business ru les that will exist for Go Live. The test team will completetesting 

of invoice periods. The number of periods will be predetermined to account 

for game and business logic to ensure maximum coverage. Starting on an 
invoice day, which is a Sunday, the team will roll the system through the 

planned number of logical days, concentrating on all business/operations 
procedures and balancing. Test cases containing all major functionality will be 

distributed throughout the logica l days to be executed. 

Extensive balancing of a ll gaming and accounting reports will be performed 

during Business Cycle Tests. 
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Regression Test 

All test scripts, data, and results wi ll be mainta ined and ava ilable for 
reg ression testing as needed. The amount of regression testing that is 
performed is based on impact and risk analysis. All builds will be ana lyzed for 
their impact to previously tested software. To minimize risk, a final regression 
test on frozen software is recommended. Depending on the scope of the 
project and/or production release, regression testing may include running of 

simulators, and re processing of production days and test days. The duration 
and extent of the Regression Tests will be determined by the contents and 
impact of new requirements or defect fixes being delivered. 

126.5 
Backup, Recovery, Failover Process and Test Plan 

We will test the abil ity of the backup gaming system to take over tota l operati o n 
of all Texas Lottery products, associated systems and function s, and then return 
operational control to the production system. With GTECH's systems, these 
actions happen automatica lly and transparently to system users. 

GTECH implements a sing le overall Test Plan (described in the previous 
section) of all test activities conducted during the conversion project. Th is 

approach allows a holi stic view for quality planning, QA, and QC activities, 
and enables our conversion teams to assess ri sks, schedules, and maintain 
oversight of various dependent and concurrent activities that comprise a 

successful convers ion. 

For backup, recovery, and failover test ing, the following descriptions are 
provided. We see these tests as critical for every conversion project. In recent 
conversions in South Dakota, Arizona (I nstants), Michigan, and West Virgin ia , 

these tests have proven to reduce the risks associated with introducing new 
hardware, systems, and software into production. 

Anomaly Test 

Anomaly testing addresses the system's reaction to, and recovery from, 
va ri ous abnormal conditions. Anoma ly testing consists of various types of 
fau lt and interruption injection. Abnormal conditions, such as power and 
hardware failures, are created to test the system's reaction and its ability 
to recover, and its abi lity to preserve data. Quality Engineer ing, Integrat ion 
Engineering, central systems resources, communications/networks, 
operations, and infrastructure/ IT resources execute these tests. Anomaly 

testing covers many facets of the system, as described in the remaining pages. 
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Anomaly testing may run in parallel with other test activity as long as the 
functional verification has progressed to ensure the integrity of the software; 
that is, if the software isn't stable enough or has a high defect count still 
open, additional builds may be required. In that case, if anomaly testing is 

accomplished too early, the results may no longer be applicable and tests will 
be rerun. 

Reprocessing and Recover Tests 

The four forms of this anomaly testing are: 

Midday Recovery: During a test day, the system can be killed 
and started again. The host system will reprocess from the 
checkpoint and database conformity will be confirmed. This 
testing is conducted with a variety of gaming transactions, as 
well as draw processing. 
Full·Day Recovery: Th is is done from saved files to verify a day can 
be rebuilt/reprocessed starting from the nightly backup tapes. 
N·Plex Reprocessing: In a duplex configuration, the backup 
system is reprocessing all transactions from the primary. This 
testing verifies all systems process each transaction correctly. 
Media Backup/Recovery Testing: To complement the full·day 
recovery, this effort validates the media backups and the ability 
to restore multiple aspects of the environment; thus, validating 
our media backup procedures/software and restore 
proced ures/software. 

Each of these test types will be conducted twice (excluding the full-day 
and media backuplrecovery); once to reprocess from checkpoint files, and a 
second time to reprocess without checkpoint files. This second variation will 
reprocess all transactions in the Master Journal File (MJF) in the ES Transaction 
Engine. Reprocessing and Recovery Tests are conducted with the system 
under various load conditions and accomplished with the use of simulation 

tools to include a mix of transaction types and several levels of volume. 

Integration and Testing 
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Takeove r (Redundancy) Te st 

This is a crucial form of anomaly testing that consists of several machines in 

an N-plex envi ronment. This must be a duplex configu ration at a minimum. 
These tests verify the redundancy of our systems and their ability to service 

di saste r/anomalies across systems and sites. This will be planned for onsite, 
and coordinated with Facilities, Operations, Quality Assurance, developers, 

communications resources, and any applicable third party. This includes 

N-plex config urations between the primary and backup data centers. 

Takeover tests are also conducted with the system under various load 

conditions and accomplished with the use of simulation tools to include a 
mix of transaction types and several levels of vo lume. 
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10.3 
Implementation and Migration 

Introduction: A Strategy That Removes Risk Before Go Live 

When a lottery has nearly 17,000 retailers, implementing gaming system 
components is a huge job. Such an important undertaking requires not just 
the manpower and skill to install t he equipment but also the knowledge and 
expertise to plan for the big picture, i.e., logistics, training and equi pment 
installation schedules, and tracking. It's an added advantage to the TlC if that 

implementation can present immediate and significant benefits at the l ottery 's 
all-important front lines - the retail locations. 

GTECH's proposed st rategy for the implementation and migration of you r 
lottery gaming system components, e.g., hardware, software, terminals 
and communications network, ca ll s for communications devices, retailer 

terminals, and peripherals to go live into the current production system as 
soon as they are installed. That means they will go live between March 1 and 
August 25, 2011. and then migrate seamlessly to the TlC's new system on 
August 28, 2011. 

... communications devices, retailer terminals, and 
peripherals will go live into the current production 
system as soon as they are installed. 

In fact, as we write th is proposal to the TlC, those benefits are already 
evident in the state of New York. One of onl y a handful of lotteries that 
can be considered "comparable" to the Texas lottery in size and scope, the 
New Yo rk lottery has just implemented its new communications and reta iler 
terminal network in 16,600 retail locations. We propose to use the same 
implementation stra tegy in Texas that was so successful in New York. 

Our Convers ion Plan for the Texas lottery gives you more t han an effective, 
low-risk strategy for implementing and mig rating gaming system components. 
It also gives you the benefits of carefully coordinated, interdependent ta s ks 
such as retailer training, and extensive, trusted resources such as our Texas 
Lottery sales force, who are on the job every day, working with your retailers. 

Implementation and Migration 
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Ultimately, what you get is: 

A seamless and low-risk conversion from one com munications 
network and retai ler terminal to another, with no disruption to 
your retailers or your sales. 
A retai ler base that is ready to operate their new eq uipment when 
it arrives, because they have already been fully trained - by familiar 
sales representatives whose mai n interest is helping Texas Lottery 
retailers succeed. 
Retail locations wi th productive retailers and happy players, 
poised for maximum sales. 

While the installations are going on, and as GTECH is busy building and installing 

your new cen tral system hardware and software, other interdependent tasks 

wil l need to take place. These tasks, incl uding the upgrade to the Primary 

Data Center (PDC) at the Data Center of t he Americas (DCA) in Austin and the 

construction of the new Backup Data Center (BDC) in t he San Antonio area will 

not interfere with the Lottery 's daily operat ions. All of these tasks will be 

documented in the overall Conversion Plan. 

Combined with our innovative system conversion, introduced in Sect ion 

10.1, Conversion Plan, and detailed in Section 10.4, Conversion Plan General 

Requirements, and with your approval of our proposed st rategy, we can assure 

the TLC that the im plementation and migration of retailer equipment will not 

disrupt reta ilers, sa les, or everyday Lottery operations. 

Table 128 
Implementation and Migration Response Requirements 

128.1 
. Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in thi s section. 

128.2 
Implementation and Migration Strategy and Process 

"Big Bang" or More Bang for Your Buck - Which Strategy Is Best 
for Texas? 

The benefits associated with our proposed implementation and migration 

strategies for the Texas Lottery's gaming system components and nearly 

17,OOO-retailer network will clearly differentiate potential proposers. 
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Non-incumbent proposers may propose a high-risk "Big Bang" strategy in 

which all new systems and retailer equipment have to go li ve all at once. We 

be lieve our proposed strategy will provide the seamless conversion you 

require, with high efficiency and ve ry low risk and. thus. will give the l otte ry 

more bang for its buck. 

Description of GTECH's Proposed Strategy 

For Texas, GTECH proposes a strategy in which one of the first steps is to 

develop new terminal application software. The application, which we call 

emu lat ion, will enable the new retai ler sa les terminals to communicate wi th 

and operate on the lottery's existing gaming system. Once the application is 

developed and tested, the newterminals can be installed and go immediately 

into prod uction. The fo llowing figure depicts the implementation at the 

retail locations. 

Figure 10.3 - 1: 

Conversion Strategy 

Business as 
Once the new communic<ltions devices are installed and tested. they go live. The 
installer removes the old terminal and peripherals immediately. The retailer keeps 
selling Lonery tickets, but now on a new retaj~sa les termlnall 

Easy and Convenient Installations: What could be more convenient for your retailers 
than new terminals that go live immediately and enable them to continue selling? 

Implementation and Migration 
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With this strategy, all of your retailers will be selling Texas Lottery tickets on 

their new equipment before the new system goes live. That means you get 

the benefit of your new equipment before the new contract period even 

starts. New terminal implementation will begin seven months before the new 

system is scheduled to go live, and, because only the new gaming system 

needs to be converted on August 28, 2011, the major risks associated with 

the Go Live day are significantly lessened. Please be aware that we have 

selected August 28, 2011, as our Go Live date because: 

It occurs on a Sunday, which has a limited number ofdraws and 
is the Lottery's lowest sales day of the week. 
It is the beginning of an invoice cycle. 

As your current gaming system provider, only we can propose this type of 

implementation and migration. It will bring significant benefits to the Lottery, 

most notably for the opportunity it brings for continuous sales and 

revenue·generating activity during conversion. 

Evidence of Success 

The following figure lists other lotteries for which GTECH has successfully 

used a strategy similar to the one it proposes for Texas. Please note that the 

names of jurisdictions comparable in size and scope to Texas are highlighted. 

Implementation and Migration 

DOCUMENT REDACTED BY TLC -124-10 



Figure 10.3 - 2: 
Other U.S. Lotteries Converted by GTECH Using a Similar 
Implementation Strategy 

GTECHO ---

Customer Retailers ConversIon Date 

NewYork* 16,600 2010 

New Jersey* 6,200 2010 

Michigan 11 ,000 2009 

Oregon 3,100 2008 

Kansas 1,800 2008 

Arizona 2,600 2006 

Washington 3,800 2006 

Missouri 4,300 2005 

Wisconsin 3,200 2004 

California 19,700 2004 

Minnesota 3,300 2003 

Georgia 7,800 2003 

• Under way 

Proven Strategy Reduces Risk: GTECH has used this strategy to successfully implement 
new gaming systems in more than a dozen domestic jurisdictions, including those of 

comparable size and scope to Texas. 

Terrific Terminal Conversion in Texas 
The statewide conversion of 16,600 retailers from Tiffany terminals to Isys· and 
GVTs in 2002 was not without roadblocks from weather and normal logistica l 
problems. Still, GTECH completed the project almost a month ahead of 
schedule. 
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Why Not a Big Bang? 

What is a Big Bang? It is a conversion method most often proposed by 
non-incumbent providers. It means exactly what its name indicates: a method 
that has everything - all new gaming system components - going live all at 

once, with the flip of a switch. It is a risky method in which the major impact 
happens all at once. The only problem is that the impact - to retailers, players, 
and sales - isn't always positive. 

Here's how the Big Bang works: 

New communications devices and retailers terminals are 
installed next to existing equipment in the retail locations. 
Retailers must keep them on the countertop or find a place to 
store them for weeks or even months. All equipment remains 
off-line. 
On the Go live day, when the switch is flipped to start up the 
new gaming system, the retailers must sign on to the new 
terminal, which must then communicate over the new network. 
All ofthe equipment at your retail locations and the new gaming 
system have to start up and work all at once. 

The impact of the Big Bang can be far-reaching: 

To retailers, the second off-line terminal can get in the way and 
impact their ability to serve their customers. 
To the lottery, sales will be at risk if there are any issues at all in 
the new system, with any of the terminals, or with any of the 
communications devices. If there is an issue, it needs to be found 
and corrected. 
To players, frustration can happen when they cannot validate 
their tickets or purchase certain kinds of tickets because the new 
terminals or new system cannot yet accommodate them. 

Recent Big Bangs performed by other proposers in Ohio and elsewhere 
experienced issues such as: 

Ten percent of retailers did not have equipment connected. In 
Texas, that would mean nearly 1,700 retailers! 
Multidraw tickets could not be purchased or validated because 
the new terminal could not recognize the bar codes. 

Both of those scenarios could cost the Texas lottery millions of dol lars in sales 
and contributions to the Foundation School Fund. More importantly, such 
issues could cost the lottery the good name it enjoys with its many 

constituencies. 
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Comparison Shows Clear Benefits 

The following figure compares GTECH's proposed implementation strategy 

to the Big Bang. 

Figure 10.3 - 3: 
Snapshot of Conversion Strategies 

Strategy Description 

GTECH-Recommended GTECH's proposed conversion strategy is an implementation model in 
Strategy which GTECH first develops a new terminal application to work with the 

existing central system. The newterminals and communications networks 
are rolled out incrementally, swapping out the old for the new, and then 
converting the central system later during the delivery 

Big Bang Strategy An implementation model in which new terminals are installed in 
an off-line (non-selling) mode in retail locations. The new terminals, 
communications network, and central system are converted all at once, 
overnight, on the scheduled Go Live date, after which the old terminals 
are removed from the retailer sites. Operation of the existing system 
continues as communications equipment and terminal installations are 
performed 

Clear Distinction between Strategies: Compared to a Big Bang. the conversion strategy 
proposed by GTECH is well-suited to the needs of the TLC, its retailers, and its players. 

The following figure depicts the advantages of our early deployment strategy 

versus the Big Bang. 
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Figure 10.3 - 4: 

ConverSion Strategy Difference 

! 
CommunICations Installed 

~ 

Communications Installed 

1 Off ..... 1 I 

! 

New Terminal Installed 

m::rlI!l!III 

New Terminal Installed 
I Off.U~) 

Go live Date 
~ New Centr<ll System I 

Retailer Re5pOflsibilitiH: 
• Unplug old terminal 
• Moveold terminal 

• GTK" 
• PI.ce new tennlnal on countertop 
• Plug in new lefminal 
• Sign on/test new terminal 

• Competitor 

• 

Live V5. Off-Line: The new GTE(H retailer sales terminals will go live upon installat ion. 
With other proposers, the new term inals will sit idle (taking up counter space or storage 
space) and not generate sales until the entire system goes live months later. 

The next fjgure depicts the difference in strategies by the date when each 
major component goes live. 
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Figure 10.3 - 5: 
Go Live Date of Major Components: GTECH vs. Competitors 

Major Component GTECH Component Go LIve 
Other Proposers' 

Component Go live 

New Network March 1, 2011 - August 2S, 2011 September 1, 201 1 
Communications 

New Retailer Terminals March 1, 2011 - August 25, 2011 September 1. 2011 
(and peripherals) 

New Gaming System August 28. 201 1 September 1. 2011 

Clear, Immediate Benefits: The TlC, its retailers. and its players wi ll see immediate 
benefits from GTECH's early conversion of communications equipment and 
retailer devices. 

When your retailers open for business on August 28. 201 1, and their players 

stop by to play Texas Lottery games, it will be business as usual. Not only will 

nothing limit your ability to generate revenue, there will be no issues with 

ticket validation or the sa le of multidraw and exchange tickets. 

Operations Can Continue During Conversion 

With our Conversion Plan, you can add new retailers and handle changes of 
ownership during implementation and migration, without delay and without 
any blackout days. In addition, there will be no interruption to the regu larly 
scheduled retailer visits from our Texas-based, Texas-experienced sa les 
organization. 
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Respect for Your Retailers Before and During 
Terminal Implementation 

From our years in Texas, we know that convenience is important to 

your retailers. The strategy we propose for your conversion is optimally 

convenient for your retailers because it doesn't require them to f ind 

room on their crowded countertops or elsewhere in t heir stores for an 

idle, non-selling terminal. Most of them don't have the extra space, as 

depicted in the following photographs. 

Figure 10.3 - 6: 
Where Would the Second Terminal Go? 

No Room on the Retailers' Countertops: 
The Patranca Market in Austin, like many 
retail locations, has to use every square 
inch wisely (top photo) to promote 
different products and brands. At the 
QuikMart on IH 3SN, as in the Patranca 
Market, there is no room for an extra 
non-selling terminal on the cauntertop. 
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The nearly 17,000 Texas retailers just like these are food markets, convenience 

stores, gas stations, liquor and tobacco shops, and chain stores. They are 

located in major metropolitan areas, smaller towns, and some in logistically 

challenging locations. The impact to these small businesses and the TLC's 

revenues could be substantial if extraneous equipment gets in the way of 

their ability to do their daily busi ness. With average weekly online sales of $2 

million, your retailers should not have to worry about lost sales. 

Even before the retail locations receive their new equipment, we will provide 

retailer training in 47 convenient locations throughout Texas. Out of your 

retailer base, only a handful would have to drive an hour or more to reach 

one of the training locations. With the Lottery's approval, we will provide 

on-site training for those retailers at the time their equipment is instal led. 

Our goal is to ensure that every Texas Lottery retailer is prepared to operate 

his or her new equipment as soon as it is installed. Please refer to Section 6.S, 

Training. for more details. 

We never stop trying to find ways to make Lottery sales easy for busy retailers. 

This RFPchallenges us to achieve a successful conversion, and we will perform 

every task for retailers in a manner that is convenient and enables them to 

focus on their primary business. Tasks w ill include, but will not be limited to 

those in the following figure. 
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Figure 10.3 - 7: 

Focus on Retailer Convenience 

• Informing retailers ofupcoming changes. 

• Informing retailers of training venues and schedules. 

• Providing on-site training to remote retailers or those with visual or 
other impairments. 

• Coordinating training and terminal installatiOn schedules. 

• Ensuring installa tions make optimal use of counter space. 

If necessary, we w ill perform site surveys in retail locations deemed to 

require additional technical enhancements or services in order to receive 

their new equipment. Should site surveys be necessary, we welcome the 

lottery's participation. 

As described previously in this section, early installation of terminals bri ngs 

many benefits to retailers, including: 

Retailersatisfaction early on, as retailers will be fully trained well 
before the conversion. They'll notice the efficiencies of their new 
terminals right away. 
Retailers will begin using their new Lottery-approved sa les 
terminals for Lottery sales as soon as they are insta lled. With no 
gap between training and installation, a retailer won't forget all 
he or she learned about the new retailer sales terminals. 

We'll remove the existing terminals as soon as the new 
terminals are installed and functioning - a major convenience 
for the retailer. 

The new sales terminal w ill make retailer training easy for TlC retailers. Our 

world-class training organization will hold training at convenient locations 

throughout Texas. 

Implementation and Migration 
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Planning the Implementation and Migration Process 

We will begin the implementation and migration process with a plan that will 

include a schedule for all system components and terminals. Installation 

schedules for terminals will also include the network components, peripheral 

devices, and any self-service vending machines. The plan will indicate two 

implementation and migration strategies: one for the new gaming system 

components and the other for the equipment that will be installed at the 

retail locations. 

The creation of the plan will be a cooperative effort between ourTexas-based 

team, including: 

Nick Watts, Systems Engineer. 

Hal Walker, Network RolloutlTerminals Manager. 

Gary Mcilroy, Facilities Project Manager. 
Eric DeFazio, Operations Support Project Manager. 

Patrick Moore, Communications Project Manager. 

David Schwalm, Infrastructure Project Manager. 
Charles Howard, Retailer Training Project Manager. 

Each of these "leads" will work together to create an overall strategy and 

plan that prepares the new gaming system for migration; installs and migrates 

the retailer equipment, including terminals; and coordinates all activity 

with those areas responsible for facilities, training, change management, 

and tracking. 

With the Lottery's input and approval of the plan, our teams will get to work. 

Theircommon goal will be to achieve a seamless transition of equipment and 

services that enables the Texas Lottery to operate "business as usual" even 

as major components of the system are changed. 

Installing and Migrating Gaming System Components 

As introduced in Section 10.1, Conversion Plan, and detailed in Section1 0.4, 

Conversion Plan General Requirements, GTECH proposes an innovative 

and effective implementation and migration strategy for the Texas lottery's 

new gaming system components. The strategy, which involves pre-contract 

conversion of required functionality and early testing of converted TlC data 

on ar test system as early as contract award, will allow 

more time for Quality Assurance (QA) and the lottery's User Acceptance 

Testing (UAT). The result of this strategy will be the implementation of 

and migration to a new lottery gaming system that is reliable and stable 

at start-up. 

Implementation and Migration 
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Interdependent Tasks 

The implementation and migrat ion plan is comprised of many 

interdependent tasks for the development, installation. and migration of the 
gaming system components. While the details are contained in Section 10.4, 

we present a brief description of the milestone tasks associated with creating 
the Texas Lottery's next gaming system. 

Facilities: Insta llation of the new gaming system hardware and 
software depends on the timely completion of facilities tasks -
a new cage in the in the DCA in Austin and the new 

Computer Hardware and Software Installation 
(Infrastructure Platform): Installation of the gaming system 
also depends on the timely delivery of the system's hardware 
and software components. The infrastructure must be designed, 
developed, installed, and ready to test during the time frame 
designated by the Lottery. 
Telecommunications Network Activities: With the majority of 
your retailers connected using GTECH's Inside 
technology (either a combination ofVSAT +3G or two diverse 3G 
networks), and the remainder using either Single Source VSAT 
or Frame Relay, installing the communications network along 
with the new retailer sa les terminals will result in a smooth 
transition of retailer equipment. 

Informat ion Redacted 
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Retailer Training: It is imperative that we train your retailers 
before they receive their new sales terminals, especially since 
those new terminals will go live on installation. Our training 
group will plan and track training in concert with the installation 
schedule prepared and tracked by our Network Rollout 
Organization (NRO), which we describe later in this section. 
Data Conversion: Our operations staff will have converted 
much of your daily transactions and historical data files by the 
time the new system is installed. The early testing on the ES test 
system will prove that the files have been successfully converted 
and that they run successfully on the new system. This will mean 
that all Texas Lottery tickets can continue to be purchased, 
checked, and validated during the installation period and after 
system conversion. 
Parallel Processing: Parallel processing wi ll ensure that all data 
on the new system synchronizes with the existing system with 
complete accuracy after the conversion of all transaction and 
historical data to the new compatible format is complete. 
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All these tasks combined will provide the Texas Lottery with a successfu l 

implementation of and migration to a new gaming system in a way that 

enables the Lottery, its management and staff, and retailers to go about the ir 

business - and the business of rai sing revenues for the Foundation School 

Fund - without any disruption from conversion activity. 

What Is Best for Texas? 

Of the avai lable proposed strategies for implementation and migration of the 

gaming system components, we believe our strategy wi ll bring the TLC the 

highest probability of success w ith the least potential for ri sk and the least 

disruption to retailers and players. We believe it is also the most favorable 

strategy for achieving success on such a large sca le within the 12-month 

conversion time frame - August 12, 2010 to Septem ber 1, 201 1 - allotted by 

the Lottery. 

Seamless, Convenient Installations with Continuous Sales 
Between September 1, 2009, and February, 28, 2010, GTECH seamlessly 
implemented a new communications network and new retailer sa les terminals 
and peripherals in 16,600 New York Lottery retail locations. All of the 
equipment went live in production as soon as it was installed. There were no 
disruptions to sa les in New York as the new equipment was deployed. In fact, 
sales were able to increase as the installation period overlapped with the 
period in which GTECH successfully implemented Powerball in New York. The 
new system is scheduled to go live in August 2010. 

With th is implementation and migration plan for the system and its 

component s, the TLC assures it self of the following benefits: 

The ability to test busi ness processes, busi ness rules, and 
converted data on an actual test system shortly after 
contract award. 
The assurance that tickets from all current games can be 
va lidated, no matter which terminal or system they were 
purchased from, both during and after conversion. 
A Go Live day that is essentially free of risk; the start-up of the 
new system happens behind the scenes in the data centers as 
selling and playi ng at the retailer sites continues. 

Implementation and Migration 
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Planning, Tracking, and Transparency: The TLC's Assurance 

Planning and tracking a large conversion for Texas is not a job for just a few 

people. Given the size of your retailer network, we believe it to be a best 

practice to provide both a team and a set of processes that will effectively 

track our equipment implementation and migration and make it easyforyou 

to track progress as well. For that purpose, we introduce you to our NRO. 

Introducing the NRO 

The NRO is responsible for all phases of the retailer network and 

terminal delivery. Working closely with our technology organization, the 

NRO provides: 

Delivery costing based on network design and contractual 
delivery dates. 

Project planning. 

Logistics planning. 

Contractor qualification. 
Contractor management. 
An Operations Center (OPCEN). 

OPCEN Standard Operating Procedure documentation. 

Daily reporting. 
Invoice auditing. 
Budget management. 

Warehouse management. 

Network mapping. 
Quality assurance. 

Insurance requirements. 
Problem resolution. 

Jurisdiction-specific retailer informational packets. 

Each project has a primary NRO Project Manager (PM) assigned. In the case 

of the TLC's Conversion Plan, described in Section 10.1 , Conversion Plan, Table 

123, Subsection 123.4, Proposed Conversion Staff, we have assigned a 

Texas-based manager alongside a corporate manager who will support the 

effort. Hal Walkerwill be your point of contact for overseeing the installations, 

with support from Dustin Larson, Senior Project Manager, in our NRO. 

Implementation and Migration 
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We manage each project using standard NRO processes, procedures, and 

tools, to maintain uniformity. Most recently, we had 22 operators working on 

New Yorkand New Jersey installations, with the New York installation our fi r st 

ever for ce llu lar communications installation. 

Figure 10.3 - 8: 
War Room Setup 

Implementation and Migration 
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Seeing What the Installers See: The War 
Room operators have a table set with 
each piece of retailer equipment being 
installed in a particular jurisdiction. They 
can also see photos of communication 
installation examples. Ready access to the 
equipment and photos helps them to 
better answer installers' questions from 
the field. 
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The War Room 

The NRO offers operational and War Room management through the 

Rhode Island-based NRO OPCEN located in our West Greenwich facility. 

The OPCEN provides contractors, core teams, and customers with one 

central office for escalation and problem resolution. It is accessible through 

dedicated BOO-number lines and is staffed during operations hours specific 

to that jurisdiction. Because the OPCEN is multi-jurisdictional, the cost 

for staffing is fractionalized across the programs under management for 

the period invoiced. 

Added Expertise for the NRO. When 
Brian Conroy joined the NRO as a 
manager, he brought years of field service 
and training experience with him. It was 
his idea to recreate the retail environment 
in the War Room so operators could speak 
more proficiently about products to 
contractors. 

The NRO OPCEN is staffed based on the number of active deployments 

ongoing at any given time. The requirement for coverage will take into 

consideration the following: 

The number of active deployments taking place simultaneously 
and in parallel. 

The time zones of each active j urisdiction. 
The number of sites to be installed in each jurisdiction. 
The number of installers working in the field . 

The following photo shows how busy the fully staffed NRO can be during a 

la rge installation period. 

Implementation and Migration 
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Operating at Full Staff: The OPCEN 
currently has seating capacity to 
accommodate eight operators per shift. 

NRO operators are experienced at handling the duties of a War Room. 

They track contractors, installations, and the serial numbers of installed 

equipment, and they support the contractors in the field. The verification by 

a War Room operator is important, because the contractor is not allowed to 

leave the retail location until the War Room gives the okay. 

When temporary staff is needed to supplement the NRO operations staff, we 

make every effort to recruit people w ho have GTECH NRO experience. They 

have the product and process knowledge and, in some cases, estab li shed 

relationships with the contractors. 

Given these considerations, OPCEN coverage will be determined upon joi nt 

agreement by the NRO and project management teams to ensure adequate 

and complete coverage. Coverage can be adjusted in order to address any 

peak hours - for instance, mornings, when on-site calls are more frequent; 

midday, w hen issues are typically called in from the field; and mid- to late-day 

completion calls. It is anticipated that a typical wi reless communications 

deployment wou ld manage an average of 300 calls per day, assuming there 

are mult iple deployments. 

Working Together to Ensure Success 

The success of the effort to implement and transition your large retailer 
network will require interdependencies between the NRO; the War Room; 
GTECH's National Response Centers (NRCs) in Austin and Providence, Rhode 
Island; our Technology Training group; our sales organization; site services; 
field service operations; and the TLC. 

Implementation and Migration 
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Information Redacted 
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Attheclose of a deployment program, the NRO finalizes outstanding invoices, 

performs asset inventory and operational hand over to the services team, and 
makes the management database available to the site. Information collected 

during the deployment may be uploaded into the permanent services 

application or tool. 

Website Tool 

Connection to TexQs 

Implementation and Migration 
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The previous pages described the way in which GTECH will track the 

progress of retailer installations. The plan will coordinate many program 

interdependencies, beginning with our Texas-based training resources and 

our corporate training group to establish and track the schedule for retailer 

and lottery staff training. The retailer schedule is particularly important, 

given that the retailers must be trained prior to receiving their new terminals 

and equipment. The coordination of these tasks is one of the capabilities that 

enables the lottery to continue operating without disruption as the retailers' 

new equipment is installed and brought immediately into production. 

Without prior training close to the installation date, the retailers would not 

be knowledgeable enough to continue selling Texas lottery tickets from their 

new terminals. That would interrupt play and, ultimately, cost the Texas 

lottery valuable sales. 

Coordination of schedules is also critically important to the installation and 

testing of the new gaming system hardware and software in the data centers. 

At the in the DCA, we will establish new cages for the new Texas lottery 

system. For the backup system, the new will have to be built in order for 

the new gaming system equipment to be installed and tested. Thanks to the 

innovative development of the new gaming system described in detail in 

Section 10.1, Conversion Plan, and Section10.4, Conversion Plan General 

Requirements, coordination of tasks will be that much easier. 

The schedule for data conversion tasks, which GTECH performs electronically, 

will also need to be coordinated with the installation of the new system. 

Finally, the implementation and migration plan must accommodate 

coordination with call center services, which are provided to the Texas lottery 

through our NRCs in Austin, and Providence, Rhode Island. Call center services 

will be of great Importance, particularly to the lottery's retailers, as the 

terminal installations are under way. All interdependencies and coordinated 

schedules will be included in the implementation and migration plan and, 

thus, depicted in the overall Conversion Plan. 

Implementation and Migration 
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Additional Verification and Visibility 

For additional verification of Conversion Plan tasks and transparency for the 

TLC into our processes, we will provide independent verification to the TLC 

that the software on the new gaming system is the same software you tested 

and approved during UAT. Checksums are recorded at particular points 

throughout the process and any changes then noted in Release Notes. For 

verification, checksums are checked against QA test results, against UAT 

results, and also against production. If there are any issues, the software can 

be regenerated or recompiled on the development system and then 

checksummed. 

In addition, GTECH maintains a working relationship with Deloitte & 

Touche as its independent certified public accountant. The firm has years of 

experience working with GTECH and has an excellent working knowledge 

of the lottery industry. Deloitte & Touche's services are available to GTECH 

on an annual basis and, thus, will be available to GTECH 24/7 throughout 

the implementation period and at least six months afterward. During this 

same period and throughout the contract, we will provide the TLC with any 

equivalent Texas-based or corporate accounting and systems expertise to 

assist with the information contained in reports. 

In summary, there is little margin for error when converting one of the 

world's largest, most geographically spread out lotteries in a year's time. The 

conversion of the Texas Lottery requires a strategy that will lessen risk and 

focus on retailer operations and uninterrupted lottery sa les. The billions of 

dollars that make up your annual revenues (53.7 billion in 2009) and your 

contributions to the Foundation School Fund depend on it. 

Implementation and Migration 
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10.4 
Conversion Plan General Requirements 

Introduction 

Conversion of its gaming system and components is perhaps the most 

complicated project a lottery can undertake. Given the size and scope of 

the Texas system, the conversion in Texas w ill be one of the most complicated 

ever done in the industry. As introduced in Section 1 0.1, Conversion Plan, 

the Texas Lottery's conversion w ill require the management of multiple, 

concurrent, and interdependent streams of work. At a high level, the Texas 

Lottery's Conversion Plan must include conversion of the fo llowing: 

System. 
Retailer terminals. 

Communications network. 
Infrastructure. 

Deployment/ transition. 

For the Texas Lottery, a standard conversion plan simply won't do. 

The Conversion Plan GTECH proposes is highly customized 
for the Texas Lottery. It will help you achieve the seamless 
conversion you seek, with minimal risk, minimal disruption 
to your retailers, and maximum returns to the Foundation 
School Fund. 

TheConversion Plan GTECH proposes is highly customized forthe TexasLottery. 

It will help you achieve the seamless conversion you seek, with minimal risk, 

minimal disruption to your retailers. and maximum returns to the Foundation 

School Fund. Management of such a Conversion Plan also necessitates 

precision scheduling of thousands of individual tasks within the 12-month 

conversion period allotted by the Lottery. 

Conversion ptan General Requirements 
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Months of planning and work go into our lottery conversions. The typical 

conversion starts at contract signing and culminates with terminal and 

network installation, data conversion a nd ultimately with the implementation 

of the new system. Recognizing the complexity inherent in the Texas Lottery's 

conversion, we began conversion of the new Texas 

system more than 18 months ago. We combined our extensive knowledge of 

conversions worldwide with the experience gained working w ith the Texas 

Lottery for nearly 18 years. In doing so, GTECH has taken the extraordinary 

step of building and customizing a new system that conforms to nearly all of 

your existing business rules. And that system is available now. 

GTECH has taken the extraordinary step of building and 
customizing a new system that conforms to nearly all of 
your existing business rules. And that system is available 
now. 

With this unique approach to system conversion, GTECH is able to address all 

of your priorities through: 

Early completion of major tasks. We can provide the TLC with 
the opportunity to test converted TLC data on a converted 
system at contract award. This will give you a head start on 
validating requirements, more time for acceptance testing, and 
the assurance of a stable new system at Go live. 

Early retailer equipment Installation/Go Live. With terminals 
and communications already live in production beginning more 
than seven months before new system Go live, two ofthe major 
risks associated with conversion are removed. 

Immediate removal of existing equipment. With new reta iler 
equipment live upon installation, installers will remove the 
existing equipment as soon as each new installation is 
completed. The Lottery and its retailers won't have to wait for 
the equipment to be removed within the required 14 days. 

Our responses to the requirements of Sectionl 0.4 demonstrate that we know 

what it will take - and are prepared - to successfully convert your complex 

gaming system. 

Conversion Plan General Requirements 
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Table 130 
Conversion Plan General Requirements Response Requirements 

130.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles, responsibilities, and detail 

requirements indicated in this section. 

130.2 
High·Level Conversion Plan 

Starting Early to Minimize Risk 

The high-level description of our proposed Conversion Plan includes those 

tasks that are already complete. Completion of these tasks prior to contract 

award will enable the Texas Lottery to go live with a new system that exceeds 

its basic and required functionality. The benefits to the Lottery are significant, 

including having a system that has already preserved your business rules, 

validated those rules through testing, and preserved Lottery data through 

conversion to the new system. 

While this approach to conversion is unique to the size and complexity 

of the Texas Lottery, we have also applied lessons learned from our 

previous large-scale, complex conversions in New York, the United 

Kingdom, and California. 

Elements of the System Conversion 

System conversion will consist of a multitude of work streams designed 

to minimize the impact on the Lottery, its retailers, and its players. Starting 

almost two years early has allowed us the time to ensure that we ca n preserve 

all of your business rules and functionality and can safely and securelyconvert 

all your data to the new environment. This ensures there is continuity for 

retailers and, thus, continuity of sales and revenues. The follow ing points are 

keys to a successful conversion in Texas. 

Conversion Plan General Requirements 
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Preservation of Business Rules 

The Texas Lottery has 18 years of investment in customizations, rules, and 

reports that enable it to run its business every day. In planning early for your 

convers ion, we were able to preserve all of your current business rules. As 

described in Section1 0.' , Conversion Plan, th is was achieved through: 

A detailed business process analysis. 

A business rules analysis. 

A reporting analysis. 

An ~a s is~ technology analysis (current system functions). 

Our Preservation Assurance 

Any successful proposer will have to preserve your business rul es, starting after 
contract award, wit h requi rements gathering. With GTECH's Conversion Plan, 
t hat task is already done. 

Emulation Period 

Information Redacted Emulat ion software will enable the new retailer sales terminals to 

§5S2.101/466.022/ SS2.139 communicate w ith the existing gaming system as soon as they are 

installed. The emulation period is the period within the schedule when 

retailers will receive and use their new terminals and new communications 

network live in production with the old system until the entire network 

is deployed. These terminals will then connect seamlessly to the new 

10.4 - 4 

system when it starts up on the Go Li ve day. Please refer to Section 1 0.3, 

Implementation and Migration, for details about emulation and the 

installation of the new Lottery-approved retailer sales terminals and the 

new communications network. 

Conversion-Free Call Center Upgrade 

There is no conversion necessary for upgrading the Call Center solution to a 

new service management tool. The rollout of the upgrade is occurring now 

and will be ready by May 2010 for demonstration to the Lottery. The new 

upgraded system provides: 

A new automated dispatch engine. 

Mobility technology. 

A Web-based reporting interface. 

integration. 

Conversion Plan General Requirements 
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We also don't need to convert field service data. A continuous view of 

automated dispatch and mobility technology is available via the Web 

reporting interface. This interface has been upgraded and is in place and 
ready to go. It can talk to both the old and new systems, and will cut over 

seamlessly to the new system. 

Migration of Data 

A major system conversion task is migration of all data in the system, 

including preserving 36 months of historical data. The migration of data 

is done. We can demonstrate it to you during your site visit. We will show 
the Lottery that we have all 36 months of converted sales data ready for 
demonstration prior to contract award. The 36 months of data comprises 

pre-existing sales and operating data, including our own data, so that the 

Lottery and its retailers will see a continuity of data in displays and reports 

from before, during, and after the conversion. We are capable of exceeding this 

requirement at your request. We will gladly work with you to migrate all Texas 

Lottery data older than 36 months. 

The migration of data is done. We can demonstrate it to 
you during your site visit. 

Software Requirements Specifications (SRSs) 

At this time, we have already fully developed 30 SRSs. These are documents 
that other proposers would have to begin developing after contract award. 

We will have them available immediately at contract award to start reviewing 

with the Lottery. 

Test System Available 

An test system will be available at contract award. ltcan be used for tra ining 
and validation of requirements and converted data by Lottery staff. 

Test Cases Execution 

For most requirements, we can present a 1:3 ratio of requirements to test 

cases. The test cases from the base product have been fully customized for 

Texas and executed as such. The results will be available at contract signing. 

Conversion Plan General Requirements 
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Independent Validation 

As previously mentioned in our response, GTECH undertook the 

extraordinary step of converting the existing TLC central system to GTECH's 

new system. As far as we know, this is the first time a system has been 

converted prior to contract award. As a further indication of GTECH's 

commitment to the TLC for continuous high quality service, we contracted 

with the accounting firm of Deloitte & Touche LLP (D&T) in April 2010 to 

conduct independent testing of the newly converted system. 

It wasn't enough for us to make the claim that the system had been converted. 

We wanted to be able to demonstrate, by using an independent third party, 

that the conversion was complete and achieved the goal of converting 

the TLC's existing functionality. D&T's testing is still in progress as of the 

submission date of the proposal, and final results of its testing will be made 

available to the Lottery. 

The scope of testing conducted by 0& T includes compatibility of the 

functionality with the existing capabilities of the online gaming system, 

specifically concentrating on retailer functions such as the entering of 

wages, validations. and cancellations, as well as the accuracy of online and 

terminal sales reporting. After testing a wide variety of gaming features. 

D&T executed simulated retailer transactions and performed balancing 

procedures against expected results. GTECH technical staff subsequently 

applied the D&T simulated retailer transactions to the TLC's legacy ProSys 

environment and, similarly, performed balancing procedures. 

The Conversion Plan w ill also include an information sharing and 

communication plan, as well as expected participation from the Lottery. 

For more information, please refer to the heading entitled, Identifying and 

Defining Roles for all Involved Parties, later in this section, and to Subsection 

, 30A.d, Communications Strategy, and Subsection 130A.h, Transition 

Reporting (Type and Frequency), for more information. 

Conversion Plan General Requirements 

DOCUMENT REDACTED BY TLC -12-4-10 



Information Redacted 
§552.101/ 466.022/ 552.139 

~. GTECH' ---
Conversion Benefits 

Compared to the potential proposers facing thi s difficult and complicated 

conversion, GTECH wi ll demonstrate how the Texas Lottery will get a huge 

head start on its conversion. The following tasks w ill be done by the time you 

award the contract: 

Migration from one-to-one retailer-to-terminal relationship to 
one-to-many, with expanded chain functionality and enhanced 
reporting. We have migrated from one model to another 
through complex mapping, etc. Everything is done, automated, 
and ready to go. 
All existing promotions for On-Line and Instant Games have 
been converted and verified. 
All retailer updates, changes of ownership, and additions have 
been preserved throughout the conversion process. 

All claims and payment data has been migrated and preserved. 

All adjustments have been applied accordingly and invoices 
have been balanced. 

All Instant inventory and orders have been preserved. 
All On-Line ou tstanding w inners have been converted. 
All Instant high-/ mid- and low-tier winners and outstanding 
winners are available within the new system. 

Conversion Plan General Requirements 
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The following pages describe the major tasks associated with the 

system conversion, retailer terminal conversion, communications network 

conversion, infrastructure conversion, and deployment/ transition. All 

tasks will be contained in the detailed Conversion Plan, which we will 

submit to the lottery for approval within the timeframe specified by the 

Service level Agreements. 

System Conversion 

GTECH has begun developing a new technology solution 

for Texas. This so lution is built on an established baseline and customized 

according to Texas-specific requirements. Tasks related to the software 

platform include: 

Gathering, analyzing, finalizing, and va lidating all requirements 
for system software with your input. 

Developing all software related to point-of-access, 
administrative, and conversion requirements. 

Making and addressing any changes and additions, including: 
Closing gaps. 

Further customizations to existi ng functionality. 
Aligning with an appropriate schedule within you r allotted 
12-month conversion period that devotes sufficient time and 
resources to the final customization of your solution. 

GTECH uses the Build-Test-Correct (BTC) methodology to make its own 

gaming software integration testing more efficient and bring a more proven 

product to the TlC. Th is software development and testing approach cons ists 

of a series of agreed-upon software releases with an associated schedu le 

through which the testing of each milestone is met. This means that GTECH 

takes a proven working system through each BTC cycle, customizing and 

testing it according to the TlC's specifications and requirements. 

Conversion Plan General Requirements 
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Based on the current l ottery business rules and system functionality, 
GTECH has completed six BTC cycles on the new system. Because so much 
development and testing has already been done to customize the system 
according to Texas specifications, the remaining work is greatly reduced. 

We have already begun this task and converted some of the data. We wil l work 

with the lottery to determine the rest of the data that needs to be converted. 

Retailer Terminal Conversion 

The following tasks wil l not only bring new retailer sales terminals into 

the Texas lotte ry retail locations, but it will al so help both the l ottery and 

GTECH maintain good retailer relations throughout the conversion process. 

GTECH will develop and build the TlC's new network of touch screen retailer 

Conversion ptan General Requirements 
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Installation of the terminals will closely align with installation of the 

new communications infrastructure to enable on-site testing of both new 

technologies with little or no interruption to the retailer. Through emulation, 
the new terminals will be operational on the live system upon installation 

via the new communications network, and retailers can begin selling and 

validating Lottery tickets on the new terminals right away. Tasks associated 

with the terminal platform include the following: 

Develop specifications for the terminal along with the current 
data conversion system for demonstration purposes following 
contract signing based on your terminal requirements. 
Review and approve hardware, configurations. 

Place the order for new terminals after negotiations. 

Install emulation software into the current legacy environment 
(ready to go April 201 0). Install TP44 (August/September Batch). 

System-specific emulation software. 

New retailer sales terminal. 

New Player-Activated Terminals. 

New handheld terminals. 

Ship the terminals to Texas, where they will be staged before 
distribution for installation. 

Perform terminal download or preload of new software. 

Have the Network Rollout Organization (NRO) create a 
schedule for installation of communications and retailer 
equipment in parallel to minimize any disruptions or 
inconvenience to your retailers. 

Schedule and perform retailer training. 

Install the retailer terminals and peripherals in the nearly' 7,000 
retailer sites as the communications equipment is being 
installed. (We expect the installation of com mun ications devices 
and terminals to last approximately six months, with more than 
700 insta llations being completed per week.) 

Our NRO will be proactive in creating a schedule for 
installations that takes your retailers' businesses and 
busy schedules into priority consideration. 

Installations will be based on a well-planned, expertly tracked process 

developed by our NRO. Our NRO will be proactive in creating a schedule for 

installations that takes your retailers' businesses and busy schedules into 

priority consideration. We will provide the Lottery with a schedule for all 

retailers, for the delivery and installation of their retailer sales terminals and 

related system sales equipment. 

Conversion Plan General Requirements 
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Infrastructure Conversion 

GTECH will finalize the specifications forthe computer hardware and software 

that will comprise the new central systems, for duplex redundancy in the 

) and duplex redundancy in the 

,via the following tasks: 

A design review will take place, followed by the preparation and 
review of proposed infrastructure systems diagrams. The design 
review will be presented to the TlC for approval. 

GTECH will order the hardware, stage the equipment when it is 
received from the manufacturers. and then ship it to the 
respective data centers. Staging in the Data Center of the 
Americas (DCA) will be done in a new cage. 

Installation of the infrastructure equipment w ill be scheduled 
at all sites and will be performed by GTECH's experienced 
installation technicians. 
GTECH will perform Non-Functional Tests (load/Performance, 
Anomaly, Bare Metal, and Restore, etc .) on the equipment, and 
other tests as necessary. 

We wi ll deploy the Production release of software. 

De ploy m e nt/T ran s i ti on 

Once parallel processing tasks for On-Line and Instant Ticket data have been 

completed, the communications network and the retailer terminals are 

installed and operational on the current system, and all other components 

are in place. Then, we will execute the system cutover plan, which includes 

the following tasks: 

Migration of lottery interfaces. 
Final day's data conversion and parallel processing. 

Verification/ balanci ng. 
Terminal download. 
Go live on the new system. 

Our Texas-based Project Manager, Barbara Tedrow, and GTECH's project team 

will perform a pre-Li ve site-readiness review to ensure that all components 

are installed, tested, and functioning. Approximately one week prior to the 

scheduled Go live, we will set our Project Condition (ProConl procedure in 

motion to ensure that ·all eyes· - site, project, and corporate resources - are 

overseeing this most critical time period in the conversion process. ProCon 

is described in more detail in Subsection 130.4.a, Project Management. 
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The Conversion Plan will also include staffing, failover procedures, 

acceptance testing, and a security plan. For more details about these subjects, 

please refer to Section 4.3, Experience of Personnel, Section 10.2, Integration 

and Testing, and Section 7.8, System Security. 

Interdependent Milestones and Tasks 

In order for the aforementioned conversion tasks to be performed and 

completed, other milestones must be met. That is why the Texas lottery 

conversion is so complex. It requires experienced and mature project 

management personnel and practices. The following pages describe the 

milestones and tasks with which the conversion tasks are interdependent. 

Requirements 

Development of your new system depends on the accurate capture, 

validation, and management of every Texas lottery requirement. As 

described in Section 10.1, Conversion Plan, GTECH's Conversion Plan will 

put the requirements tasks ahead of schedule by the time the TlC awards the 

contract. With all current operating rules, business processes, and current 

requirements already available on a converted system, the lottery will be 

able to test that data immediately after contract award. 

With all current operating rules, business processes, and 
current requirements already available on a converted 

system, the Lottery will be able to test that data 
immediately after contract award. 

We estimate there will be a significant number of SRS documents for the TlC 

to review and approve. Based on the early work we have done using your 

current business rules and RFP requirements, we have 30 SRS documents 

ready to review. These include: 

Accounting. 
Altura- GT1200 Non-Play. 

Altura GT1200 - Games. 
Cash 5-. 
Daily 4-. 
Emulation - Altura GT1200 and Instant Ticket Vending 
Machine (lTVM). 

Emulation - Altura GT1200 Non-Play. 

626. 
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GamePoint. 

Host Reports. 

Instant Ticket System. 

ITVM. 
Ingenico. 

Lottery Vending Machine (LVM). 

Lottery Services Portal. 
Lotto. 
Mega Miffions-. 

Online Product Management (OLPM). 

OLTP ). 
On·line Game Functions (generic). 

Pick 3"". 

Player Services. 

PowerbaJJ- . 

Promotions. 

Retailer Services. 

Standard Point·of-Sale (POS) Reports. 
Texas Two Step. 

With input from Barbara Tedrow and the project managers of each di scip line 

involved, the Business Analysts (BAs) will work w ith the TLC to review and 

validate all of the requirements for existi ng functionality. Others will work 

with you to gather and document all requirements for system enhancements. 

We will use the DOORS requirements management tool to track the 

requirements we have already captured and add new or changing 

requi rements that have already been captured. 

We w ill work with the lottery's designees to validate the SRS 
documents and capture the new or modified requirements. 
Then we wi ll update the DOORS requirements tool. 

After an internal review of the requirements, we will seek your 
va lidation on current functionality requirements and present 
the finalized enhancement requirements to you for review 
and approval. 

The Lead SA will sign the approval forms along with the TLC 
and personnel from the project team. 

The Lead SA will then schedule and attend regular SA status meetings 
and will participate in regularly scheduled project meetings. 

After signoff is complete, the Lead SA w ill manage and 

communicate the change control process for the Lottery and 
the project team. 

Conversion Plan General Requirements 
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Business Analysts Throughout Conversion 

GTECH started this project with a team of business analyst resources as a 
demonstration of the importance of accurately capturing and managing 
your requirements. The BAs, who wi ll be supported by our Texas- and 
corporate-based project teams, wil l stay with the conversion project until it 
is completed. Our business analysts are expected to achieve SA certification 
through the endorsed education provider of the International Institute 
of Business Analysis (IIBA). 

The Story of DOORS: THE Requirements Management Toof 

Requirements management and development are integral to achieving 

requirements maturity. The task is best addressed using automated t ools 

designed for that specific purpose. DOORS: 

Provides a centralized repository for storing requirements for 
each baseline product and customer product. 
Manages software release documentation for each project's 
defined baseline. 

Stores requirements attributes such as requestor. release 
number, status, and priority. 

Manages change control, providing a history of changes made 
and allowances for reverting to previous versions of a 
requirement, if needed. 

Secures requirements with strict levels of authorization. 
Traces requirements and their links to other system components 
to facilitate analysis of change requests. 

Provides status tracking of each requirement. 
Facilitates team communications, particular ly electronic 
communications regarding requirements additions or changes. 
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Facilities 

Completion of infrastructure tasks depends on the completion of the facilit ies 
where the new system hardware w ill be installed. Because of the investment 

we have made in Texas over the past 18 years, we have the ability to integrate 

your new system and technology immediately without the need to construct 

as many facilities. Our Conversion Plan includes data center setups, such as 

continuing the Lottery's operations in the DCA in and the new 

. The existing Instant Ticket warehouse will 

remain where it is. Facilities tasks include the following: 

The in the DCA will be placed in a new cage, separate from 
the one that currently houses the Texas Lottery's . Both can 
co·exist during conversion. 

Construction will be performed on thE 
while the old system continues to run out of 

thE facility. 

The Real Estate team will work with real estate brokers to 
select a site for the new and execution of a 
purchase/ lease agreement. 

We w ill perform the design engineering task, w hich involves 
designing any updates to the space that has been designated 
for thE 

Construction tasks wi ll be performed. These beg in with seeking 
and obtaining the proper permits (e.g .• from t he state, t he Fire 
Marshall, etc.) and then building out the space according to the 
agreed·upon requirements and specifications. 
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Testing and Simulation 

After completing GTECH development of the software, we will perform 
internal Quality Assurance (QA) testing and then present it to the lottery for 

acceptance testing. Details are presented in Section 10.2, Integration and 

Testing. 

Development of Reporting 

The Texas lottery depends on many customized reports that help it analyze 

data to make the best buSiness decisions. With our integrated 

reporting solution, the Tle will have access to its gaming 
information collected by GTECH, including but not limited to retailer data, 

sales records, terminal maintenance data , and daily transactions, for both 

scheduled and ad hoc reporting. In addition, we will: 

Use our knowledge of your requirements, captured and 
integrated into DOORS, to build the repository of 
required reports. 
Organize the data warehouse to accommodate the need for 
occasional ad hoc reporting. 
Continue to develop reports that are important to the TlC. 
Train lottery personnel on how to use the application to 
manipulate information and create new reports from their pes. 
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Staffing Requirements and Commitments 

The planning and management of the Texas lottery's conversion will depend 

on proper staffing. As indicated in Section 10.1, Conversion Plan, we have 

created a project team that consists of both Texas-based and corporate 

resources. Our staffing of your implementation project is as critical a 

component as any other component of your new GTECH gaming system. 

We select the right people for the job, based on your needs and matched with 

their experience, expertise, and availability for the project period. With more 

than 4,500 staff worldwide, we are able to provide teams of professionals who 

will be dedicated to the project for the periods of time during which their 

roles are critical. Staffing tasks include the following: 

Ass igning a dedicated Project Manager to your project . We have 
identified Barbara Tedrow as the person who will fill this role 
and be your main point of contact for the duration of the 
implementat ion period. She will be supported by 
corporate-based Project Manager Michael Thornton. 

Filling the core position s with a Business Ana lyst, Systems 
Engineer, Infrastructure Project Manager, Software Project 
Manager, Training Manager, Finance Lead and other core roles. 
The names and qualifications of the project team members are 
presented in Section 10.', Conversion Plan. 
Supporting the conversion and ongoing operations with a 
depth of Texas-based, Texas-experienced resources, including 
data center, software, and operations personnel as we ll as 
Texas-based office, warehouse, and maintenance/repair staff. 
GTECH will provide our organization of 320 experienced 
personnel to support the project teams. 

Providing necessary operations personnel for post-li ve support 
for an agreed upon period to ensure that the TLC is sa ti sfied with 
the conversion and on-site software support for the duration of 
the contract. 

Clarity for the Project Management Process 

To help manage the project th rough the conversion plan, GTECH has 
converted to a new tool called Clarity. Through this tool, all project 
implementation plans will be managed and maintained in accordance with 
the Work Breakdown Structure (WBS) elements for reporting and forecasting 
project hours per resource. Our use of this new tool further assures the lottery 
that we will successfully manage your conversion project on time and on or 
under budget. 
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Lottery, Retailer, and Internal Training 

Conversion of the retailer equipment and the system are complete ly 

dependent on the training system users receive and when they receive it. We 

will provide Train-the-Trainer training to qualified trainers. Training will be 

scheduled to occur just prior to installation of the communications network 

and retailer terminals. This wil l ensure that retailers can begin using their new 

skills on their new terminals and equipment to sell and validate tickets on the 

live system as soon as their installations are completed, Tasks associated wi th 

retailer, Lottery staff and end user training, include the following: 

Information Redacted 
§552.101/ 466.022/552 .139 

Our Technology Training Group will perform a Training Needs 
Ana lysis (rNA) to determine the specific needs of your retailers; 
staff; LSRs; hardware, operations; and other users, including 
those located in the and the new 

We will then develop and present our proposed Training Plan 
to the TLC for its approval. 

GTECH wi ll rely on its knowledge of the Texas landscape and 
diverse retailer base to locate and secure appropriate and 
convenient locations for holding classroom tra ining sess ions. 
Your retailers w ill find the locations convenient - they w ill not 
have to travel far in order to reach their local session. Out of 
nearly 17,000 retailers, only six would have to travel more 
than an hour to reach their training location. 
Training of the Lottery's nearly 17,000 retailers wi ll be 
coordinated w ith the installation schedule of communications 
devices and retailer terminals. 

GTECH will train the Lottery's staff and end users in classroom 
style during the weeks leading up to the conversion date. Each 
class w ill focus on the specifi cs of using the applications (the 

,or any of the other 
applications that GTECH is providing). 
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lottery staff training will be particularly effective, as we will be able to use 

the converted test system to start working with the Lottery in several ways. 

We will: 

Work with them on development and va lidation of 
requirements by showing them the exact system they will 
be using. This should speed up definition of any changes 
and acceptance Isignoff of requirements. 

Start training them on the new Graphical User Interface (GUI) 
screens. 

Demonstrate at contract signing the terminal applications to 
allow us to roll into emulation as quickly as possible. 

Minimize re-training time by using a new system that already 
has preserved all the business rules and functions. 

In all, your staff will be fully trained on the gaming system applications and 

retailer sales terminals prior to conversion. 

Parallel Processing 

A successful conversion depends on accurate data; without it, va lidations, 

retailer accounting, and other processes might not be right. After final 

conversion of transaction and historical data to the new -compatible 

format, GTECH wi ll perform two weeks (2 invoice periods) of parallel 

processing to ensure that all data on the new system is synchronized with 

the existing system. This will assure the lottery that its new system will start 

up with completely accurate data. Other recent conversions by other 

proposers experienced va lidation and ticket sales disruptions due to data 

conversion issues. 

The follOWing figure shows how parallel processing works. 
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Validating Tickets During and After Conversion 

--~ 

The proposed retailer terminal, existing and new central systems, and 

proposed conversion strategy will easily enable validation of winning On-Line 

and Instant Tickets during and after conversion. This will take place whether 

the tickets were sold on the old or the new system . We have accomplished 

this task during previous conversions in New York, the United Kingdom, and 

California - jurisdictions that are comparable to Texas. As a result, GTECH 

assures the TlC that the data conversion and terminal replacement processes 

will ensure successful validation of any winning ticket without delay, and 

without any confusion on the part of the retailer or the player. 

There are many permutations, including but not limited to the following: 

Tickets purchased prior to conversion that can be validated 
after conversion. 

Multi-draw tickets good for draws after the conversion. 

Instant Tickets bought prior to the conversion. 
Any On-line and Instant Game coupons. 

Promotional coupons. 

Promotional tickets from online "Buy X. Get Y" promotions to 
validate after conversion. 
Advanced multi-draw tickets. 

Conversion Plan General Requirements 
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We can provide an Advanced Draw Report, reports for draws on the last 

day of the current contract, and draws for Day One - all on Day One. We 

will be able to demonstrate to the Lottery prior to contract award that our 

process for conversion will handle the transition of On-Line Tickets to the new 

system, along with low-tier, and mid-high-tier Instant Tickets for all active 

and historical games open for validation. We can also provide liability reports 

and a variety of other reports for your review. 

We can provide an Advanced Draw Report, reports for 
draws on the last day of the current contract, and draws 
for Day One - all on Day One. 

Reading of Bar Codes 

Conversion Plan General Requirements 
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Validation of Winning Tickets Sold Prior to Conversion 

The terminals will be able to check (to determine if it 's a winner) and va lidate 

tickets from the old online system when the barcode is scanned by the retailer 

or if the retailer manua lly enters the serial numbers, just as they are able to 

do now. While va lidations will remain the same no matter w hich terminal or 

system has generated the winning ticket, no winning ticket can be validated 

more than once. GTECH's system and the security built into 

its On· line and Instant Tickets will prevent any such fraudulent activity. 

The new terminal will accommodate any existing Texas·specific game 

bar code. 

Minimizing Confusion and Effort for Retailers and Players 

When a conversion happens, there can be no disruption tothe retailers' abil ity 

to sell t ickets - especially considering the average vo lume of weekly sales of 

Texas Lottery tickets. 

With GTECH's conversion strategy and new terminals, there w ill be no 

confusion for retailers and players who wa nt to va lidate w inning tickets. 

The new terminals will work immediately upon installation, which will begin 

approximately seven months or more prior to the Go Live date. Thus, retailers 

will be able to va lidate existing and new tickets immediately. GTECH wi ll 

validate w inning tickets sold prior to the conversion for as long as necessa ry, 

based on your business rules. 

Conversion with Uninterrupted Sales 

Only with GTECH's proposed conversion strategy can retailers continue selling 
TLC products even while major system components are being changed. This 
enables players to wa lk into any retail location to va lidate their tickets with no 
confusion and no interruption in sales or service. 

GTECH's proposed conversion strategy is unique because it enables all of 

the Lottery 's existing and newly installed retailer terminals to function live 

in production. 
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Consider the following examples, which show the benefit of our proposed 

migration strategy to the TLC and its players: 

A player purchases a ticket at Albertson 's on South Bell Street in 
Amarillo (which has the existing terminal). The player can either 
go back to Albertson's, go across town to Toot 'n Totum on Plains 
Boulevard, across the state to Best Food Mart on NW 24th Street 
in San Antonio, or to Empire Central Texaco on Stemmons 
Freeway in Dallas, to validate the ticket on the new terminal. 
Regardless of location or the location's terminal, the validation 
transaction will be the same, and will be successful. 

Similarly, if a player purchases a ticket prior to the conversion 
and forgets to validate it until after the Go Live date, the 
validation transaction will be the same, no matter which retailer 
he or she chooses, and will be successful. 

Identifying and Defining Roles for all Involved Parties 

From our experience in Texas, we realize your management team and 

others will be closely involved in the conversion project. We look forward 

to collaborating with all of them as we do today. 

The following discussion describes the various roles that your conversion 

team, other providers (e.g., Instant Ticket contractor, etc.), and retailers will 

play to ensure a successful conversion. We also provide information about 

the tasks for which our conversion team will be responsible. We will work with 

you to ensure that the project meets or exceeds your requirements and that 

you are always updated on its progress through meetings, reports, training, 

install forms, software data conversion, software requirements gathering, etc. 

The Lottery 

We believe we are aware of some of the tasks you will want to be involved in, 

as described in the following paragraphs. 

As a starting point, the lottery will work with its successful proposer to 

expand on and agree upon the Conversion Plan. The TlC will designate a 

time frame for contract award and contract signing that enables GTE(H 

to meet the deadlines in the Conversion Plan. We expect that you will want 

to monitor the conversion project, designate personnel to participate 

in project meetings, provide input, and perform reviews of each major 

milestone and deliverable in the development process. 
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Your IT staff, security staff, and other TLC personnel will be involved to defi n e 

your gaming requirements for software development. customization of 

the software application. acceptance testing. security and disaster recovery, 

training, facilities plans, and approval of consumable supplies. The TLC 

will also be responsible for timely approval of requirements and decisions 

so as not to negatively impact the agreed-upon schedule. This process w i II 

commence upon contract award w ith the scheduling of a project start-up 

meeting for key TLC and GTECH personnel. 

The Lottery's Contractors and Th ird-Party Providers 

Your Instant Ticket contractor will have responsibilities during the conversion 

project. This cont ractor will be responsible for working with GTECH and 

the TLC to produce tickets for all Instant Games that will be part of the 

active game mix at the time of conversion and into the contract period. They 

will also be responsible during the conversion period for ensuring ticket 

samples are available for testing. Finally, the Instant Ticket contractor wil l be 

responsible for ensuring that adequate numbers of tickets are produced for 

the current games and are delivered in a timely fashion to the warehouse. 

Your Internal Control System (ICS) contractor will be responsible for providi n9 

the ICS software and maintaining the equipment for the duration of the 

contract. This will include technical and maintenance support for the ICS 

hardware and operating system. 

The Retailers 

Your retailers will not be required to take any action, 
such as unplug, remove, or plug in their new terminals 
on the Go Live day. 

GTECH will purposely ask as little as possible of busy retailers during the 

conversion process. Your retailers will appreciate the fact that they w ill not 

be required to take any action, such as unplugging. removing, or plugging in 

their new terminals on the Go Live day_ They w ill be only minimallydisrupted 

during site vis its or delivery/ installation of their new communications 

network and retailer terminals. 
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Their only requirement will be to attend the training program scheduled 

within their region and to ensure that their clerks are trained as well. Some 

retailers will need to work with their landlords to gain the proper permissions 

for new communications installations and provide access to the roof or other 

areas of the building to enable any required site surveys and installations to 

take place. GTECH is ready to assist any retailers who need help in negotiating 

with their landlords. 

GTECH Responsibilities 

For our part, we will work with your designees to plan and manage the 

project effort. 

First, we will work with you to develop the final Conversion Plan. Barbara 

Tedrow and our Texas-based and corporate project teams will arrange 

and attend planning and oversight meetings and oversee any changes 

or adjustments to the schedule. Barbara and Michael Thornton will be 

responsible for reporting to the TLC and GTECH senior management to 

ensure that the TLC and the Program Management Office (PMO), and senior 

management are all kept up to date on project progress. 

The project team will be composed of GTECH-Texas staff and supported 

by GTECH-corporate project staff as necessary; together, they will provide 

support for your User Acceptance Testing (UAT) efforts. We will convert all 

TLC data and perform parallel processing for at least two accounting periods, 

which will ensure the accuracy ofthe converted data leading up to the 

scheduled start-up. We will also maintain oversight of the installation of 

communications equipment and retailer terminals. 

Facilities will be a GTECH responsibility. 

We will do everything possible, while performing conversion responsibilities, 

to not disrupt your retailers' businesses or your Lottery sales. 

Please refer to Section 10.1 , Conversion Plan, and particularly Table 123, 

Subsection 123.4, Proposed Conversion Staff, for details about our project 

team structure and our dedicated on-site Conversion Plan Project Manager. 
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Interim Facilities and Processes 

Our conversion for the Texas Lottery will not require the use of interim 

configurations or facilities. However, we will require staffing and business 

procedures with respect to the gaming system during the conversion period. 

These items will be included in the Conversion Plan and in the Conversion 

Plan schedule. 

Since many of the project team members are Texas-based, they will utilize 

their respective office space in Texas, which is also easily accessible to TLC 

staff for meetings and work sessions. The ~War Room,· where the planning 

and oversight of the terminal and communications equipment installations 

will take place, will be run out of Austin and will be supported by GTECH's 

Technology Center in West Greenwich, Rhode Island. Hotline operations will 

continue to run out of their existing NRC locations in Austin and Providence, 

Rhode Island. 

Interim Staffing 

GTECH will provide a project team of experienced, certified 

project management and conversion experts to work on and off site as 

their responsibilities warrant. The team members are identified in Section 

4.3.2.f, Transition Team. The War Room, which is described in Section 10.3, 

Implementation and Migration, may require additional temporary staffing. 

Interim Processes 

The Implementation Plan includes the development of interim processes 

such as disaster recovery plans. Disaster recovery plans will be in effect for 

both the primary and backup data centers, as designated in GTECH's current 

Disaster Recovery Plan for the TlC.ln the event of a disaster, either natural or 

man-made, these plans will ensure that events will not impact our ability to 

successfully launch your new gaming system on time. 

GTECH will be responsible for any costs associated with these interim items. 
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130.3 
Structure and Content of Process Documentation 

In Sections 10.1 , Conversion Plan, 10.2, Integration and Testing, and 10.3, 

Implementation and Migration, we provided information about the processes 

in place to assure the Texas lottery of a seamless conversion. As described in 

those sections, our Integrated Delivery Model (lDM), PMQ processes, data 

conversion processes, testing processes, and terminal and communications 

network rollout processes are all highly customized to accommodate the size 

and scope of the Texas lottery_ Our project management processes are 
transparent not only to keep the TLC updated on project progress but also 

so that we might document all issues, agreements, and action plans. Our PMO 

uses but is not limited to the following process documentation: 

Project Scope Statement: Provides a common understanding 
of the project scope among stakeholders as well as a 
documented basis for making future decisions. 
Project Work Breakdown Structure (WBS): Includes 
deliverable-oriented groupings of project elements that 
organize and define the total scope of work for the project. Each 
descending level represents an increasingly detailed definition 
of project work and is t racked to the lowest task level. This 
document wi ll se rve as the detailed plan for the duration of the 
project between GTECH and the TLC. 
Performance Measurement Baseline: Offers an approved plan 
against which deviations are compared for management 
control. 
Risk Management Plan: Identifies and tracks project risks 
throughout the life of the project. The plan includes a 
description of each ri sk, the probability of occurrence, the 
potential impact, and the chosen method or strategy for dealing 
with the risk to reduce impact. 
Change Control Process: This formal, documented 
procedure defines the steps and authorization requirements 
for when previous ly agreed-upon scope, artifacts, schedules, 
budgets, or any information that is being relied upon by 
others need to change. 
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We will customize this documentation for the specific challenges that will 

drive your Conversion Plan and allow you to closely monitor its progress. 

Conversion Plan and Time Chart 

In addition to the documentation listed here, we have the detailed Conversion 
Plan and Time Chart, in the form of a Microsoft Project Gantt chart. This is the 

main vehic le we will share with the TlC to use for project tracking and giving 

the TlC transparency and insight into project progress. We will provide the 

TLC with the Microsoft Project software. Before the plan is finalized, we wi II 

present it to you for your approval within the time frame specified by the 

Service l evel Requirements. Any changes to the plan will follow the proper 

method for making changes, and we will submit all changes to be approved 

by the lottery prior to their implementation. 

Test Documentation 

Please refe r to Section 10.2, Integration and Testing, for details about 
the test documentation and test results that are already available to 

demonstrate to the Lottery and that the lottery itse lf can test on an 

system at contract award. 

Installation Process Documentation 

Please refer to Section 10.3, Implementation and Migration, for more 

information about the installation process and tracking documentation. 

Process Guides 

For all project management-related processes and methods, we will provide 
you with process guides that you can review and approve. These processes 

include but are not limited to Change Management, Release Management, 
Performance Management, Service level Monitoring and Reporting, and 

Security requirements as defined in the RFP and in the contract. 
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130.4 
Project Management Methodology 

GTECH has a mature, professional project management organization 

to plan and manage the very large and complex gaming system conversion 

for the Texas Lottery. Our project leadership, which will comprise 

both Texas-based and corporate resources, as explained in Section 10.1 , 

Conversion Plan, has an average longevity at GTECH of nearly 10 years. The 

team also has certification in industry-recognized project management 

standards and processes and, between them, more than 310 years of 

project management experience. 

130.4.a 
Project Management 

In Section 10.1, Conversion Plan, Table 123, Conversion Plan Response 

Requirements, Subsection123.3, Project Management Process, we present an 

overview of our project management process, including the PMO, our 10M, 

and the tools we use to guarantee our customers a seamless and successful 

conversion. In that same section, in Table 123, Subsection 123.4, Proposed 

Conversion Staff, we present our project team structure. 

In response to Table 130, Conversion Plan General Requirements Response 

Requirements. Subsection 130.4.a. Project Management. we direct your 

attention to the project team process of project reporting and monitoring 

described in the following pages. Please also refer to Table·130, Subsection 

130.4.h, Transition Reporting (Type and Frequency), for more information 

about project reporting. 
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Project Team Process 

After contract award, the first three steps of our project management process 

will be to: 

Review for Gaps: We will evaluate our proposal against the 
final agreed-upon contracted deliverables to ensure all 
commitments are understood and planned for in the final 
Conversion Plan. 

Finalize the Conversion Plan. We will work with you or your 
designee(s) to review and agree upon the final Conversion Plan. 
The plan is presented in the form of a Gantt chart compiled using 
Microsoft Project. Your conversion team will always have an 
updated copy of the Gantt chart. 

Schedule Weekly Reviews. A kick-off meeting for the project 
team and your management and project team members will be 
scheduled immediately. As described later in this section, 
meetings will take place at least once each week to review 
project progress. 

Each project manager or "lead- from the various disciplines assigned to the 

project will have his or her own set of tasks specific to their deliverables. 

Barbara Tedrow will oversee the major disciplines and their tasks throughout 

the conversion period and will meet weekly with the leads to monitor their 

progress. She will begin a series of regular project management meetings 

with the managers of the various disciplines (infrastructure, software, 

training, etc.) who are involved in the project. This task also includes the 

preparation of materials for the kick-off meeting. 

The following figure depicts the tasks for which each major discipline will be 

responsible and which the project manager will oversee. Please note that 

their responsibilities follow the 10M process. 
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Figure 10.4 - 2: 
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With the completion of the following four tasks, conversion plans 

become actions; 

Generating the first project report. Copies wi ll be provided to 
TLC and GTECH attendees and to appropriate non-attending 
personnel aher the meeting. 

Finalizing the forecasting and assignment of resources for 
the project. We will review our assignments for Texas-based 
and corporate resources to ensure that the project is adequately 
staffed. 
Holding a Peer Review of the project workbook. At this point, 
we will begin monitoring the schedule, through Go Live and 
ending with our post-live support. 

Setting up a Network Rollout Organization War Room. We 
will plan and track retailer installations in our Austin facility, 
backed by the NRO War Room in our West Greenwich facility. 

PMO Monthly Review Meetings 

In addition to the Project Team's internal monitoring mechanisms, our 

PMO, described in Section 10.1 , Conversion Plan, conducts monthly in-house 

program reviews to ensure that each project is on track. These meetings 

highlight the project 's status and progress and provide an opportunity for 

the Project Team to request guidance or additional experti se from business 

unit leaders and Senior Management, if needed. 

Every project team receives the full support ofthe PMO, an organization with 

the management and mentoring experience needed to guide each project 

toward success. The PMO oversees all project teams, working w ith them in a 

mentoring and consulting capacity, ensuring standard delivery processes are 

used across projects, and guiding them in successful achievement of project 

objectives. 

The PMO reviews project status (schedule, issues, and risks) with a senior 

group of managers representing all deliverable groups (Project Management, 

Software, Quality Assurance, Systems Engineering, etc.). As a result, problem 

resolution and/ or escalation can occur on the spot, if required, to keep the 

project on track. Lessons learned can be equally applied across the portfolio 

where applicable. 

The PMO provides continuous executive-level reporting to GTECH Senior 

Management. This provides the Lottery with an additional layer of assurance 

that your project has the ongoing attention of our most senior-level 

executives. Through our PMO processes, Senior Management is updated on 

project status and can take immediate action as deemed necessary. 
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Process Compliance Reviews 

Every project is also subject to monthly process compliance reviews. 

Compliance reviews are a detailed audit of process adherence to ensure 

that the standard, proven project management delivery methodologies 

and best practices are being accurately applied to maintain repeatable 

delivery success. 

Our process model enables proactive management of the project. This 

means early detection of issues or risks to allow time for plan adjustments 

in orderto avoid or reduce impacts to scope, schedule, quality, and budget. 

These reviews are conducted by the PMO (specifically by the PMO Project 

Analyst) . The data from these reviews is used to determine weak process 

areas, weed out insignificant process, and identify additional training 

requirements. Actions are then taken to evolve our processes where 

needed and improve our Project Manager skills based upon performance. 

In the event that additional resources are required, GTECH maintains a 

complete database of the company's technical resources, their respective 

ski ll sets, experience, and availability. Through our Resource Management 

process, we are able to precisely se lect additional resources for the team 

based on the request of the Project Team. 

Managing Project Deadlines 

Our project management approach takes into account the inherent 

unpredictability of lottery implementations. Ri sk identification and 

management is an intrinsic part of project management. That is why we 

proactively analyze risk and the development of strategies to address and 

mitigate risks in case they actually occur. Proof of our ability to meet project 

deadlines comes from our experience in many lottery jurisdictions where we 

have encountered innumerable obstacles beyond our control. These have 

included typhoons in Taiwan, tornadoes in Louisiana, hurricanes in Florida, 

a major power outage in the Midwest, a roof cave-in from a snowstorm in 

Rhode Island - and stifl, GTECH completed the tasks and implementation 

on time without disrupting the games. 

Conversion "'an General Requirements 
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Keeping the Project on Track •••• No Matter What 

One of the best examples we can point to is our conversion of the large, 
complex operations of the Florida Lottery. Just as retailer training was about 
to take place, four hurricanes swept along nearly the same path across the 
state in a five-week period. The aftermath of the storms and the expectation 
of the next one on the horizon made it impossible to have reta ilers travel to 
their assigned training locations. Our project team was able to find alternative 
locations, including campgrounds, t hat retailers and trainers could easily 
reach. By doing so, t he training schedule and the network and terminal 
installations stayed on track, and so did the conversion. GTECH was also able 
to replace equipment damaged or lost by the storms without delaying the 
conversion schedule. 

Change Control Process 

GTECH employs a structured change control process to ensure that all 

proposed project changes are reviewed in regular Project Team Change 

Control Board meetings, and escalated to the PMO for Senior Management 

input as warranted. In t his way, GTECH is able to assure the Lottery that any 

cha nge to the project scope, schedule, or budget w ill be communicated and 

agreed upon before proceeding. 

At GTECH, change control is a formal process to be followed w hen the 

previously agreed-upon scope, artifacts, schedules, budgets, or any 

information that is being relied upon by others need s to change. Change 

control identifies the roles, tasks, and flow of communication that need to 

be established within a given project team for effective change management 

to take place. Th is includes the practices for requesting, approving, 

implementing, and communicating a change. 

An up-front conversion process may have certain elements that need to 

be changed. Once the specifications are agreed to, there might be changes 

to things that need to work differently. Such change is a natural part of the 

process. For example, requirements may need to be revisited. Or resu lts may 

not be as clear or robust as expected. Or, you may decide during the process 

that you want something that you hadn't previously requested. These items 

would be subjects for discussion in the change control meetings. 

Please refer to Table 130, Subsection 130.4.b, Business Change Management, 

for more details. 
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Project Condition Reporting (ProCon) 

To ensure successful functioning of all systems and software at the time 

of Go live, we employ an oversight and escalation procedure. ProCon. 

ProCon ensures "all eyes" - the availability of all key resources and senior 

management during your project's Go Live period. Using this process, we 

allow for an immediate response to any issue surrounding the transition to 

the new system. ProCon was developed by GTECH as a mechanism to facilitate 

resource availability. formalize escalation procedures, and provide accurate 

project status reporting during a project's most critical phases. 

Should an issue arise. the project manager would contact GTECH's 24-hour 

helpdesk (Duty Officer) to begin contacting resources via the planned 

escalation list and having them all dial into a pre-set conference call number 

to discuss the issues and brainstorm the resolutIon. By havIng all the key 

technical resources on the line, the resolution period is reduced, impacts to 

other areas are known and managed, and the implemented resolution can 

be verified in real time. 

The ProCon phase is set into action one week prior to the scheduled Go 

live and concludes approximately three weeks after the Go live has been 

successfully completed. Our experience shows that most issues that have 

arisen during conversion have been minor and usually solved within a couple 

of hours or, at most. a couple of days. Other proposers may promise su pport 

for 30, 60, or even up to 90 days after Go live, but we believe that a 

well-planned, we ll-managed, and expertly executed project should not 

require post-conversion support for such a lengthy period of time. 

Effective Resourcing with Clarity 

The PMO started using the Clarity tool in 2008 to enhance the integration 

between project resourcing and schedule management. With Clarity, we can 
cover project task planning, allocation planning, resource assignments, and 

schedule tracking at the task leve l through integrated timesheets. Although 

Clarity is only one of the many tools we use during the course of a conversion 

project, it is one of our core management tools. It allows GTECH to manage 

and quickly track the progress of a project and forecast potential resource 

constraints across the portfolio, as well as to quickly mobilize additional 

resources as necessary. 

Using this Web-based application has resulted in enhanced communication 

and productivity for our project teams and our customers. 
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130.4.b 
Business Change Management 

What the Texas Lottery refers to as Business Change Management is 

called Change Management or Change Control at GTECH, Change control 

described in the previous subsection, wi ll commence upon the primary 

contract signing with the customer, The only exception to this is for 

hardware configuration and software requirements. For hardware and 

software, the change control process (CCP) should begin once the 

configuration diagrams and requirements documentation are internally 

approved or formally baselined. 

There are two types of control entities used for the effective review and 

approval of change, as shown in the following figure. 

Figure 10.4 - 3: 
Change Control Process 

Entity Description 

Change Control 
Board (CCB) 

The CCB is internal to the project team and will generally consist of project 
core team members, the Program Manager, the General Manager, and in most 
cases, the Regional Lead and the customer. The purpose of the CCB is to verify 
the change assessment and utilize the Logic Tree and Change Approval Matrix 
outlined in this process document to determine if a higher escalation is 
required for approval of a requested change, If no further escalation is requ ired, 
the CCB will render a decision on the change request, log the results, and 
proceed as necessary, 

It is imperative that the project team establish its formal CCB at the beginning 
of the project, and then review the specific change control process with the 
customer. To facilitate this, project teams are required to use the uProject Change 
Process - Team Document" template. This template allows teams to customize 
their CCB rather than providing copies of this internal GTECH process document, 
In this manner, expectations will be set appropriately for managing change 
throughout the project 
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Entity Description 

Change Advisory 
Board (CAB) 

10.4- 38 

Changes that are not eligible for approval by the project team per the logic Tree 
and/or Change Approval Matrix will be routed from the project team through 
the PMO mailbox to the CAB. The CAB is made up of various managers, all 
reporting to CTO staff as well as Gaming Solutions representation. CAB meetings 
are regularly scheduled to occur on Friday of each week. All Change Requests 
(CRs) collected via the PMO mailbox prior to Friday will be included on the 
agenda. Emergency CAB meetings will be called if warranted as determined by 
the PMO. 

The PMO will manage the movement of the CR through the CAB approval 
process and returning results to the project team 

Change Control Expectations 

All changes impacting the project schedule, scope or budget/ forecast must 

be formally documented on a CR form and reviewed per this change control 

process. Specifically, the follow ing would be escalated to the CAB: 

A change to the Go-live/ transition date. 

A change to a major contractual milestone within the schedule 
(Le., start of UAT). 

A scope change with regard to features, functionality, or items 
with dependencies. 

A change that will affect any frozen or formally agreed-upon 
deliverables. 

A change affecting the project budget or forecast. 
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While all changes as noted above are expected to be formally documented 

and reviewed via the Project Team CCB, some changes will also requ ire review 

and approval by the CAB. 

Once a change request is submitted. the PMO wi ll: 

1. Review the CR to ensure all supporting data is included. 

2. Register the CR for tracking purposes. 

3. Determine if an emergency CAB meet ing is required or if the CR 
can be reviewed in a regularly scheduled meeting. 

4. Add the CR to the CAB agenda. 
5. Facilitate presentation of the CR to the CAB. 

6. Document any action items requi red and notify the subm itting 
team of pending required action before the CR ca n be 
processed. 

7. Document the CAB recommendation and escalate the CR to the 
Vice Pres ident level wi thi n the appropriate Solutions Team. 

8. Notify the submitting team of the CAB dec ision and/or 
escalation. 

9. Notify the subm itting team of any additional actions req uired 
before the CR can be processed. 

10. Document the decision for tracking purposes. 

Several deli verables support the change control effo rt. including: 

130.4.c 

Change Request Form: Captures all information needed to 
initiate. conduct, and communicate the change. 
Change Control Log: Tracks the life of the CR as it goes through 
the change process. 
Compliance Report: Provides information regarding process 
compliance to Solu tions Tea m management. 

Issue Management 

An issue is any event occurring in the present or that began in the past and 

is not yet resolved. Issues are items that are already beginn in 9 to affect project 
objectives or deliverables and require immediate attention and resolution to 

stop the effect. 

Issues are generally documented as part of status reporting, and specific 

action items fo r issue resolution are documented and tracked in a project 

actions items log. While issues are discussed in status meetings, we 
sometimes also schedule ad hoc meetings with subject matter experts {SM Es} 

to seek lessons learned from other project deployments that might app ly to 

a resolution. 
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All issues are shared with the customer during regular customer status 

meetings or conveyed as needed by the project manager depending on 

the level of urgency. 

The PMO has a sta nda rd issue-tracking document that project managers may 

choose to use to track issues in addition to the project reports. 

130.4.d 
Communications Strategy 

The PMO maintains a communications strategy that enables all parties 

involved in the conversion project to share critica l information. Like other 

project management processes. the communications strategy follows the 

IDM process and has numerous communications vehicles that are used for 

each step. 

We follow a Project Communications Plan template that includes. for example: 

Communications veh icle/forum. 

Project phase. 
Person responsible. 

Person(s) consulted. 
Audience informed (including the customer). 

Purpose/expected result. 

Examples of the communicat ions shared with customers from the 

Communications Plan include: 

Change Control Process. 
Disaster Recovery Plan. 

NRO Plan. 

Security Plan. 

Meeting agenda and minutes. 

SRS. 
Change Control Request Form. 

List of deferred items. 

Through the Communications Plan, we are able to give the TLC a consistent 

and transparent look into the processes and decisions that will determine 

the success of the Conversion Plan. Please refer to Exhibit 18, Project 

Communications Plan Template, which is located in the Exhibits Vo lume. 
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130.4.e 
Knowledge Transfer 

Training is one of the many disciplines in the Conversion Plan that is 

interdependent on other tasks. In order for the conversion to be successful. 

all users of the system must be successfully trained in advance. This includes 

Lottery management and administrative staff, GTECH-Texas staff, all technical 

staff, the Lottery's sales force, Call Center staff, and your retailers. Training 

schedules are found and tracked on the Conversion Plan, reviewed in regular 

project meetings, and documented in status reports. Knowledge transfer has 

its own project manager or ulead." And it impacts several audiences. 

First, through our local resources and corporate training group, led by 

Charles Howard and Jonathan Dumont. respectively, we will ensure that 

TLC management, staff. and specific users receive all the information they 

will need about the new systems and equipment to do their respective jobs 

every day. 

Second. we w ill train everyone who will come into contact with your 

retailers, including the sales force, LSRs, FSTs. and NRC operators. If there 

are issues on the front lines - for example, if a retailer has even a minor 

problem - then Texas Lottery sa les may suffer. Therefore, the people who 

support that retailer must be knowledgeable enough about the technology 

and functionality to quickly and efficiently solve the problem. 

Finally, when the conversion project is successfully concluded, the project 

delivery team w ill hand off to the Services team - the group that will provide 

the day-to-day operations functions for the TLC. There w ill be training fo r all 

areas of Services to ensure that they are able to provide necessary guidance. 

training, and troubleshooting for all ongoing function s. 

As detailed in Section 6.8. Training, we wi ll work with the TLC to develop a 

TNA in order to tailor all training sessions to contain the pertinent system 

components per each user group's role. 
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130.4.f 
Relationship Management 

As evidenced in Section 1 0.1, Section 123.4, Proposed Conversion Staff, the 
TlCConversion Plan will be planned and managed by an expanded team that 
features Texas-based managers who are supported by corporate project 
resources and by the GTECH-Texas account management team. In turn, those 
teams have direct li nks to the Western Region leadership of the PMO, to the 
leadership of our corporate Americas group, and to the top levels of GTECH's 

Senior Management. 

We have structured the resources in a way that positions familiar, full-time, 

Texas-based people as your regu lar project contacts. At the same time, TlC 
leadership and designated project team members can take any opportunity 
to contact Phyllis Mendoza, the PMO's Regional lead, who is also based in 
Texas, or any of the corporate-based project resources. 

Phyllis' role as Regional Lead is important to your project, as she will serve 
as the conduit between the Texas-based project team, the PMO's corporate 
project resources, and GTECH's corporate organization. She will partner 
with General Manager, Joe lapinski, his Assistant General Manager, Saysha 
Robinson, and Strategy Consultant. Ra mon Rivera, to ensure continuity of 

support. She will also interface with both the project team and the services 
maintenance team to ensure that your needs are being met during the 
conversion period. 

As described previously in Section 130.4.d, Communications Strategy, we 
will have regular customer status meetings and always keep you informed to 
ensure your awareness of deliverables, project tasks and schedules, customer 
dependencies, and the resources and oversight available to move your 
conversion toward a successful conclusion. 

130.4.g 
Risk Management and Mitigation 

Most lotteries are averse to conversion risk because of the potential impact 
it can have on retailers, players, and other constituencies, such as state 
legislators. We believe the Texas lottery is no different. 

Ri sks are the negative or posit ive results (expected va lue) of one or more 
future events. Generally, the term risk is used to express negative results 
typically in the form of costs, time, or the loss of some benefit. Positive risks 
are usually called opportunities. 
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A risk can be described as a future event expected to cause an impact on 

project objectives or deliverables. Once identified, risks can be managed to 

avoid or minimize their effect. 

Risk Management is the process where risks are ident ified, categorized, 

evaluated, analyzed, prioritized, and subsequently reviewed on a regular 

basis (typically every two weeks) . These steps, when performed as described, 

can prevent significant disruption to a project or, at a minimum, provide 

adequate time to prepare and plan for unavoidable disruption. 

[n the case of a GTECH System Delivery project, it is the responsibility of 

the primary project manager to work with the project discipline leads to 

regularly identify, review, evaluate, and communicate project risks. Risk 

communica tion is a key factor in managing ri sks; to gather as much available 

data as possible to combat the risk as well as to provide an important tool for 

senior management when evaluating the health and viabili t y of a project. 

The success of any lottery program depends upon its perceived integrity and 

public trust. Public trust can be won or lost at many levels and to varying 

degrees. That is why GTECH considers it critical to assess risks at many levels 

in your operations, and to create management plans to eliminate thei r 

occurrence or minimize their impact. 

GTECH's proposed risk management system protects 
every aspect of the Lottery's operations, including the 
system migration and start-up, and prevents potentially 
damaging acts from occurring. 

Our risk management system is a cornerstone of our proposal to the l ottery 

because it protects every aspect of the lottery's operations, including the 

system migration and start-up, and prevents potentially damaging acts from 

occu rring. We wi ll put all our ri sk management expertise to work to ensure 

that any risks to the migration and start-up of the new infrastructure will be 

identified early, planned for, and mitigated. 

In this section, we describe our approach to risk management fo r the 

Texas lottery's migration and start-up. 
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Approach to Risk Assessment and Risk Management 

We approach risk assessment and risk management at the pre-project stage, 

during migration, and at the new system start-up stage of our projects. We 

find that it is important to establish project risk workshops, both pre-project 

and at the project kickoff meeting. 

Pre-Project Risk Assessment 

Pre-project risk management involves our project team leaders, project and 

program managers, and the account team. 

Once we have assigned project management and the project team members 

from the various project disciplines, we convene a meeting or series of 

meetings to discuss potential risk to the project. The pre-project meeting 

for this TlC project was held in November 2009. All major disciplines 

were represented, including project management, software, terminal s, 

infrastructure, the Texas-based site team of Barbara Tedrow, Nick Watts, Hal 

Walker, Jim Brannon, and the others named in Section 10.1 , Conversion Plan, 

and senior-level Texas-experienced GTECH personnel like Alan Eland, Andy 

Haley, Tom West, and Shawn Yetter. 

Risk Management During the Contract Period 

As soon as the TlC awards the contract, GTECH's project management 

team will schedule and organize a project kickoff meeting. One of the most 

important items on the agenda for that meeting is risk management. At the 

kickoff meeting, we hold a Project Risk Workshop involving the GTECH and 

lottery project team members. 

The purpose of the risk workshop is to go through the entire project life cycle, 

from the initial technical strategy and solutions to the identification of actual 

elements of risk. The workshops result in a project that is more likely to 

succeed because all involved parties know, understand, and agree on the 

potential risks before the project is underway. 

Starting with the risk management plan that is devised at the pre-project 

stage, we wil l discuss potential risk with the lottery and compile a formal risk 

management plan that our teams will use to manage ri sk throughout the 

project period. Risk will be a topic at every project meeting, and we will 

provide copies of the plan to the lottery every time it is updated. 
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Risk Management Methodology 

GTECH's project management processes help us to anticipate and manage 

risk. The best result of risk management will be to reduce the probability 

and potential impact a risk will have on the budget, resources, and the 

project schedu le. 

Risk management processes include identifying, analyzing, and responding 

to potential risk to minimize the consequences of adverse events in the 

project delivery. Risk management reviews are also part of the process. Our 

risk management methodology for the Lottery will include the following 

steps. These steps also apply to ongoing risk management during the 

contract period. 

Risk Identification: Determining potential ri sks that are likely 
to affect the project. 

Risk Evaluation: Evaluating the ri sks and risk interactions 
within the project to assess the range of possible outcomes ­
probability of occurrence and potential impact. 
Risk Strategy: Defining control mechanisms and resolution 
planning in order to respond to a particular ri sk through 
Acceptance. Mitigation, Avoidance, or Transference. 

Risk Response: Responding to changes in risk over the course 
of the project in weekly project reviews - which strategy we are 
going to choose. 

When evaluating potential risks, GTECH looks at the project and all parties 

involved in the project . Therefore. our methodology w ill identify risks to the 

migration and sta rt-up, risks to the proper support of the system, and ri sks 

to our team and our company as your operator. The Lottery w ill find all such 

risks included in a formal risk analysis of the project . 

The risk management plan will address ri sk to the delivery and support of the 

system, as shown in the following sample ri sks. 

Examples of Project Risk 

Technology gaps. 

Manufacturing schedules. 
Shipping schedules. 
Timely staging of equipment. 
Timely configuration of equipment. 

Software development time frames. 

Resource availability. 
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Formal Risk Analysis 

There are basic ri sks to the project that come from lesser experience and 

expertise on the part of other proposers. GTECH will make sure that none 

of these risks has the opportunity to impact the project or the schedule. 

The following bullet points contain a sample basic risk and GTECH's 

solution (in italics). 

Project Management: Vendors without experience delivering 
large-scale conversion projects and who have not developed or 
worked with a conversion plan containing thousands of tasks for 
a project with the size and complexity of Texas will struggle to 
meet milestones and deliverables. GTfCHwili apply the experience 
it has gained in prior successful conversions of comparable size and 
scope to the Texas Lottery. In addition, GTECH's PMQ will oversee all 
project management activities according to proven 
industry·standard best practices which GTECH has utilized in many 
successful conversion efforts. 

Requirements. Lotte ry business needs are not completely and 
accurately documented, including version controls. Forvendors 
without experience delivering large-scale conversion projects, 
this could contribute to incomplete requirements in the 
conversion plan, resulti ng in missed milestones and 
deliverables. GTECH BAs utilize industry·standard processes and 
tools, such as DOORS, to make the requirements task accurate and 
complete. The Lead 8A will remain assigned to the project for the 
duration of the project to ensure consistency and tracking of all 
changes through a well documented change control process. 

Infrastructure. Unexpected technical problems or component 
funct ionality issues may cause schedule delays, quality 
problems, or a need for additional resources. GTECH is 
experienced in designing and then customizing sys tems for the 
needs of the Texas Lottery. All system designs are reviewed to 
ensure that potential areas of difficulty or bottlenecks are 
identified early in the Design Review Process. In addition, all 
infrastructure is thoroughly tested prior to start-up to ensure 
proper performance and adherence to Texas Lottery specifications. 
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Communications Network. Due to geography, seasonal 
weather, and other logistical considerations, no single 
communications technology solution can be used for each and 
everyone of the Texas Lottery's nearly' 7,000 retailers. These 
same considerations make communications installations 
challenging for vendors without experience delivering large 
scale conversion projects. In addition, the incorrect use and 
management of a third party to provide and install the 
communications network can contribute to delays and missed 
completion dates. GTECH has devised a solution that will provide 
coverage for any retailer type or location. In addition, GTECH has 
the expertise to ensure that the communications network wiff be 
procured and installed in a timely fashion in order to meet the 
conversion schedule provided by the Lottery. GTECH will utilize its 
proven NRO, including a Texas-based War Room to handle off 
scheduling and coordination of retailer installations, to smoothly 
and efficiently complete all communications network activities. 

Software and QualityTesting. The business needs of the Texas 
Lottery require broad scope and feature functions in the new 
system. Vendors with less experienced personnel may deliver 
lower quality in the new software that will hinder the system's 
ability to run all of the games, transactions, and retai ler 
functions. The new system must also handle the t ypically high 
volume of Texas transactions, and integrate properly with the 

. GrECH maintains dedicated 
and experienced software support resources in Texas. These 
resources are available upon request to assist with software design 
and development both during and following the project to ensure 
aff software meets or exceeds the needs of the Texas Lottery. In 
addition, rigorous and thorough Quality Assurance (QA) testing 
utilizing industry best practices, processes, and tools will be 
perfomed to ensure the highest possible quality of the system. 
Lastly, GTECH will support and assist the Texas Lottery in 
performing a robust and comprehensive User Acceptance 
Testing to ensure that the software meets off the Texas Lottery's 
requirements. 
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Retailer Training . Vendors w ithout extensive experience in 
providing comprehensive t raining to all retai lers may result 
in some retailers' inability to properly operate their new 
point-af-sale equipment. Working with GTECH's NRO, the 
Training organization will schedule training class days in regions 
to give the Lottery's nearly 17,000 busy retailers choices for 
training. Retailers who are unable to attend their local class may 
be accommodated by on-site, one-an-one training, or terminal and 
Web-based training alternatives. GrECH's Retailer Training 
Management System (RTM5) will track attendance to ensure that 
every retailer has been trained in the use of the new terminals and 
peripherals before his/ her equipment is installed. 

Data Conversion and Parallel Processing. Incomplete 
conversion of existing system data may result due to a 
proposer's lack of experience delivering large-sca le conversion 
projects. Other proposers have a less-than-successful track 
record of success with conversion and verification of data . 
GTECH has worked with the Texas Lottery for many years and 
during that time has helped customize many features of the 
Lottery's gaming system. This, combined with proven processes 
and experience converting large lottery systems, will provide data 
integrity and reliab ility for all existing data during the conversion. 
GTECH will utilize its proven parallel processing approach which 
verifies that all transactions processed on the old system are able 
to be processed Iden tical/yon the new system. Each day of parallel 
processing is like a trial conversion. If there are any discrepancies 
in the data between the two systems, parallel processing will 
identify the cause so the engineers can resolve the issue. The 
time-intensive task of parallel processing is critical to the success 
of the Texas Lottery's conversion. 
Final Preparation for Go Live. Vendors without experience 
delivering large-sca le conversion projects may experience 
terminals, communications devices, andlor centra l systems that 
do not start up and function as promised. A conversion strategy 
like the one proposed to the Texas Lottery by GTECH reduces these 
risks at start up by thoroughly reviewing all components multiple 
times prior to going live. GTECH utilizes proven processes including 
Readiness Reviews and ProCon to evaluate, monitor, and escalate 
any risks or issues during preparations leading up to and following 
the live date. GTECH's experience includes previous experience with 
other large, complex 1O,OOO+-retailer sites in the United States. 
Similar strategies and p rocesses have been employed in those 
conversions and they have all been highly successful. 

However, the complexities of the Lottery's requirements call for a closer look 

at the detailed aspects of this project. 
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We have provided a sample formal risk management template with this 

proposal in Exhibit 21, Risk Management Plan Template, which is located 

in the Exhibits Volume. 

GTECH is prepared to manage all risks associated with the conversion and 

start-up, as well as operational and business risks. GTECH welcomes the 

Lottery 's involvement in identifying risks to the Conversion Plan because we 

can draw much information from our experience with the TLC as well as the 

expertise of your management and staff. 
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130.4.h 
Transition Reporting (Type and Frequency) 

We believe our excellent and open working relationship with the Texas 

lottery is one of the reasons for the success of its daily operations. Although 

a major conversion of system components only happens once every 10 years 

or so, we have planned and managed many customizations and upgrades, 

induding the conversion to the ISYS· terminals, with you. We treat each 

project as a separate one in which we work with you until the job is done to 

your satisfaction. 

Your active participation in project monitoring and reporting is critically 

important to every project. Just as critical is the shared information that 

flows between all parties during the project life cycle to ensure that all steps 

are understood and agreed upon. Our processes are transparent for a 

reason. We need you to be able to see what is going on in the project so 

you can provide the kind of input that comes from a lottery that knows its 

business so very well. 

The following pages describe the regular reporting that we provide to the 

TLC and all project team members throughout the conversion period for 

oversight and monitoring purposes. Barbara Tedrow will ensure that the 

Lottery has the transparency it wants into the project through regular 

meetings and reports. Barbara will be supported in this task by Michael 

Thornton, and by the members of our Texas-based staff who are assigned 

to the Texas Lottery conversion. 

Regular Project Reporting and Monitoring 

The following pages describe GTECH's weekly meetings, weekly project 

reports, and additional reporting capabilities. Through these tools, we assure 

you that your project is progressing as scheduled and that there is adequate 
and ongoing oversight on the part of the project manager, the project team, 

the PMO, and GTECH's corporate Senior Management. 

Walkthroughs 

In add ition to the regularly scheduled project meetings and reports, we will 

conduct software walkthroughs, a required step in software organizations 

such as ours that are Capability Maturity Model Integration (CMMI-DEV) Level 

4 certified. Additionally, we encourage designees of the Lottery to observe 

at any time how the various steps of the conversion process are progressing. 
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Weekly Project Status Meetings 

To ensure clear lines of communication, we will hold regular meetings with 
you throughout the project to provide you with a general status update. We 
will also be available for additional meetings to address specific matters as 
they arise. The regu lar status meetings will review: 

The status of the tasks identified in the Conversion Plan. 
The milestones that have been completed. 
Dependencies on lottery deliverables, if any. 
Exceptions/cha nges to the plan or processes, if any. 
Risks to project deliverables, if any. 
Recommendations on how to proceed. 

Project Status Reports 

The project status reports will be used to help the lottery and GTECH 
collectively manage project tasks and schedules. Internally, we generate 
a report from each project manager meeting. Status of open issues is 
color-coded in a red-amber-green (RAG) formatted report. Time frames 
for milestone tasks created by the project managers from each discipline are 
reviewed. These reports are generated after the weekly project manager 
meeting and any ad hoc meetings that might take place. 

A sample report is presented as Exhibit 16, Sample Weekly Status Report, 
which is located in the Exhibits Volume. 

GTECH will also provide you with regu lar (usually weekly) written project 
status reports to enhance your understanding of the progress to date, as well 
as to report any exceptions. The status reports will include: 

A summary of the status of major deliverable areas. 
A summary of current exceptions and plans for resolution. 
A summary of proposed changes pending approval. 
A record of outstanding action items and aSSignments, both for 
GTECH and the lottery. 

These reports will be generated after each regularly scheduled or ad hoc 
meeting with the lottery, and after any discussions that result in a mutually 
ag reed decision. The Project Team will monitor and track the project 
timeline to identify potential issues as early as possible so that corrective 
actions may be taken to limit any negat ive impact and maintain the 
agreed-upon schedule. 
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Access to Project Records 

We will provide TlC designee(s) with access to project records to enable them 
to monitor project management tasks, schedules, and issues. In addition to 
the Conversion Plan, the 10M generates issue logs, risk logs, etc., that will 

provide transparency for the lottery into the progress of the conversion. This 
effort will begin at contract award and will continue through conversion and 
the entire contract period. 

130.5 
Detailed Initial Distribution Plan 

With GTECH as your successful proposer, there will be no need for an initial 

distribution plan for Instant Tickets, On-line Ticket stock, retailer sales 
terminals, and associated system sales equipment. point-of-sale materials, 
online play slips, promotional merchandise, playstations, signage and other 
materials, as required. With our integrated supply chain management 
process, GTECH has preserved all existing stock in the field, will maintain its 
central warehouse, and intends to continue to use our current Texas lottery 

distribution plan. 

Proposed Distribution Plan 

If the lottery were to cut over to its new system tomorrow, GTECH would have 
the471nstant Games and 7 On-line Games available, as well as the game plan 
for new content for old, new, and active games. This section describes our 
distribution plan for those games and for the equipment the retailers will 
need during and after conversion. 

Instant Tickets 

There will be no change in the way the Texas lottery 's Instant Tickets are 
distributed. Mechanisms exist now, including the existing warehouse and 
distribution channels, to move Instant Tickets during conversion and 
throughout the next contract period. 
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On-Line Ticket Stock 

On-line Ticket stock for the new terminals will be delivered when the 

new terminal is installed at the retail locations. Ongoing delivery of On-Li ne 

Ticket stock will be integrated into distribution of stock for the existing Isys 

terminal s. Current distribution patterns will continue through the emulation 

period to all retailers still using the Isys (current ticket stock) and to the 

retailers receiving the new sales terminals (new ticket stock). The existing 

system will track the serial numbers of all ticket stock during distribution. 

Retailer Sales Terminals and Associated Sales Equipment 

As described in Section 10.3, lmplementation and Migration, new 

retailer sales terminals and associated sales equipment (peripheral devices, 

consumable supplies, etc.) will be distributed and installed gradually, 

beginning March 1,2011. Terminals and other equipment will be shipped 

to Texas and stored in one of our 14 regional facilities until they are 

scheduled for installation. Installers will retrieve the terminals from the 

warehouse facilities and then followthe installation schedule created byour 

NRO with input from the Lottery. Terminals and equipment will go live into 

production as soon as they are installed. In all, the distribution of retailer 

sales terminals and associated sales equipment will total nearly 100,000 

individual pieces of equipment. 

POS Equipment 

POS equipment includes play slips and promotional material. These materials 

wi ll be distributed by our Texas-based sa les force, which comprises 150 

experienced personnel. Distribution w ill include current and new material s, 

as the switch to new terminals and equipment will happen gradually between 

March 1 and August 25, 201 1. 

Remaining Items 

Distribution of the remaining items, including playstations, signage, and 

other materials, will also be carried out through existing mechanisms under 

the responsibility of our Texas-based sa les force. Distribution will support 

both existing and new materials through the conversion p eriod as the new 

equipment is gradually delivered and installed. 
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Quality Control Procedures 

Quality control procedures for storing, distributing, tracking, and reporting 

on these items are built into the distribution plan we use now and will 

continue to use during conversion and in the next contract period. The 

following activities will enhance the quality of our distribution plan: 

After every visit by the third-party installers, an LSR will visit each 
retailer to inspect the site for quality of the installation. This visit 
will occur within two weeks of the installation of the new 
equipment. The LSR wi ll ensure that all POS - whether current 
or new - is in like-new condition, and will replace any items that 
fall short of that standard. 
GTECH District Sales Managers (DSMs) will follow up with 
randomly-selected retailers. Each DSM will inspect a subset of 
his or her LSRs' retailer base within his or her managed territory 
for quality of installation and compliance. 

Another layerofquality comes from inspection by the field audit 
analyst. His or her findings will be compared with those of the 
auditors who inspect the work of the NRO. 

When the current system transitions to the new system on August 28, 2011, 

it will be business as usual for all parties involved in the distribution of 

consumable supplies, retailer equipment, and other assets. This w ill also be 

true during the implementation and migration of the new communications 

network, retailer terminals, and peripherals. 

Ticket validations will not be affected by distribution of On-Line Ticket stock 

and Instant Tickets. The new terminals will validate both existing z-codes and 

the newer I 2 of 5 bar codes. 

For more information, please refer to Sections 7.3, Instant Ticket Game 

Management, 7.5, Retailer Management, 8.4.' , Retailer Visit, 9.5, 

Promotional Item and Point of Sale (POS) Verification and Receiving, 9.6, 

Promotional Merchandise Inventory, and 9.7, Warehouse and Distribution 

General Requirements. 
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10.5 
Conversion Milestones 

Conversion Milestones 

Introduction 

One of the results of a mature project management organization is the ability 
to capture all the detailed requ irements to ensure that each one is managed, 

met, or exceeded. The previous sect ions of Part 10 have laid out our proposal 

for safely and seamlessly converting the mUlti-billion-dollar Texas Lottery 

operation. While our Conversion Plan removes much of the conversion risk 

and accelerates the t ime frame in which the TLC might achieve enhancements 
to its new gaming system, there are still many major mi lestones to be met . 

Table 132 
Conversion Milestones Response Requirements 

132.1 
Conversion Plan and Time Chart 

The TLC will find a Conversion Plan and Time Chart, prepared in Microsoft 

Project and in Gantt chart format, in Exhibit 19, Detailed Conversion Plan 

and Time Chart, which is located in the Exhibits Vo lume. While we are awa re 
tha t the TLC requires the detailed plan within 45 days of contract award (p er 

Section 1 0.1, Conversion Plan, Detai l Requirement #11), we have prepared and 

present a detailed plan with this proposal. We expect to review this version 

of the pla n with t he TLC after contract award to arrive at a final Conversion 
Plan within the TLC's required time frame. 

The Conversion Plan clearly identifies tasks and major milestones on the 
critical path and designates all interdependencies between tasks. This pla n is 

the main tool that we propose to share wi th the TLC as a means for both of 

our project teams to track the progress of project tasks and sched ules. Th e 
mi lestone chart in this section was developed at a greater level of detail than 

that in Table 131. As required, we express a ll dates as the number of days from 
contract award. The detailed ConverSio n Plan includes accepta nce testing and 
security plan milestones. 

10_5 -1 
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Conversion Plan Major Milestones 

GTECH's detailed Conversion Plan and Time Chart identifies and includes 

the major milestones that must be accomplished for the conversion to be 

successful. The following figure contains a complete milestone chart based 

on our proposed Conversion Plan and the following major milestones to 

be accomplished: 

Construction. 

Equipment delivery. 

Software programming. 

Installation. 
Testing. 

User training. 

Data conversion. 

Documentation of the proposed system. 

Please refer to Section 10.1 , Conversion Plan, Subsection 123.2, Proposed 

Conversion Plan Process, for an overview of the major milestones. Extensive 

details about the milestones and their respective roles in the Conversion Plan 

can be found in Section 10.4, Conversion Plan General Requirements, 

Subsection 130.2, High-level Conversion Plan. 

The following figure provides a chronological time chart of the Conversion 

Plan milestones. It reflects the order and high- level layout of our milestone 

tasks within the project time frame. All milestones from Table 13', Section 

10.S of the RFP, have been included in this figure (and are indicated by bold 

type). The chart expresses time frames as the number of days from contract 

award, as required. 

Conversion Milestones 
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10.6 
End of the Contract Conversion Plan 

Introduction 

When the next contract period ends - either in 201 8 or after any o r all of 

the four possible t wo-year extensions - GTECH hopes to have another 

opportunity to serve the Texas l ottery. In that case, o r in the event that the 

Lottery should select another successful proposer, we wi ll consider it our most 

important responsibility to uphold the Lottery's integrit y throughout the 

transition. As such, we will work cooperatively w ith the lottery and any other 

parties to ensure a smooth transfer of operations to the lottery or to anoth e r 

successfu l proposer. 

Should we be privi leged to win another contract to provide a gaming system 

and services to the TLC, we w ill proceed to develop the next Conversion Pia n , 

system and services and, thus, will not need to transfer operations to the 

l ottery or another provider. Should the TLC se lect another provider, we will 

work cooperatively with your next Conversion Plan to ensure a complete 

knowledge transfer to the Texas Lottery and any designated entity forTexas 

lottery-specific functions, information, processes, and procedures. 

In the latter case, we will be responsible for managing the implementation of 

the End of the Contract Conversion Plan while the TLC and/or its designee, 

such as a replacement prOVider, manages the implementation ofthe Business 

Cutover Plan to new services. We w ill provide input to the Business Cutover 

Plan relating to the goods and services provided under the contract and 

regarding all activ ities required during conversion, including the overall 

transi ti on plan to move the services to the Lottery or a replacement provider. 

We will work cooperative ly and in a coordinated fa shion with the Texas 

Lottery and any replacement provider to manage the performance of our 

responsibilities, and will communicate regarding any circu mstances that come 

to our attention that may impact performance or responsibilit ies during any 

pOint of the conversion. Communication will be enabled through scheduled 

meetings and other communications as appropriate. 

End of the Contract Conversion Plan 
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Our response to the requirements in Table 134 provides details of how we 

will work cooperatively for the benefit of the TLC at the end of the next 

contract period. 

Table 134 
End of Contract Conversion Plan Response Requirements 

134.1 
Roles, Responsibilities and Detail Requirements 

GTECH acknowledges and accepts the roles and responsibilities, and detail 

requirements indicated in this section. 

134.2 
End of Contract Conversion 

Like the process we will use to create and finalize the Conversion Plan for 

the coming contract, the development of the End of the Contract Conversion 

Plan will be a cooperative and iterative process. We recommend that end­

of-contract planning begin within the last 12 months of the current contract. 

Initial planning will begin with the following steps: 

As the incumbent, we will schedule an initial meeting with the 
Lottery and any replacement provider. We would seek input 
from all parties regard ing the major milestones and t ime frame 
for transition tasks. 
From the results of the meeting, which will be documented in 
status reports, we will create the End of the Contract Conversion 
Plan. We will submit the Plan to the Lottery for review and 
comment and then revise the document according to the 
Lottery's comments. The final Plan will be presented to the 
Lottery for review and approval. 
We will meet with the Lottery and any replacement provider 
to determine roles and responsibilities. All tasks will be clearly 
laid out in the Plan, and we will engage in additional transition 
tasks and sub-plans, as necessary, as reasonably requested by the 
Lottery. These could include but not be limited to: communications, 
human capital management, business cutover, relationship 
management. contract management. asset management. 
financial management, and security management. 

End of the Contract Conversion Plan 
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Per the schedule mentioned previously in this section, we will 
work wi th the lottery, any replacement provider, and any third 
parties involved with the lottery's operations to finalize the 
milestones and schedule and for the t ransfer of provision of 
goods and services in coordination with the contract and the 
Business Cutover Plan. 

We will identify the management structure for overseeing and 
executing the End of the Contract Conversion Plan. The names 
of the entire end-of-contract team will be presented to the 
lottery within 10 days of the commencement of the End of the 
Contract Conversion Plan. 
The End ofthe Contract Conversion Plan will include a list ofthe 
clearly defined scope and extent of our obligations to timely 
handover activities. 

We will review and approve any End of Contract Conversion 
information that is to be delivered during the handover process. 
The information will include but not be limited to copies of 
process and procedure manuals. We will deliver all necessary 
information and documentation to the lottery within 10 days 
of the commencement of the End of Contract Transfer Period. 

Major End of the Contract Conversion Plan Tasks 

The final, lottery-approved End of the Contract Conversion Plan will reflect 

any system changes made during the contract. It will also contain any 

information relating to the assignment of various information and assets to 

the lottery or to a replacement provider, including: 

Contract. 

Asset purchase. 
Inventory. 

licenses. 

Network and system diagrams. 
Materials pertaining to our system, including memoranda, 
notes, records, drawings, manuals, and computer software. 

End of the Contract Conversion P1an 
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As indicated earlier in this section, the End of the Contract Conversion 

Plan will contain a list of milestones and schedules for transition activity. One 

of the milestones to be included in the plan will be the prompt removal of 

all equipment and materials from each retailer location and from lottery 

property aft er fina l conversion. The sched ule for this task will reflect 

the reasonable period set by the lottery. There wi ll be no equipment left 

behind, however we are aware that any equipment so left will be considered 

abandoned, may be disposed of by the lottery, and the costs deducted 

from any amounts owed to us or billed back to us. 

Our responses to the following response requirements provide 

some additional details about the aspect s of the End of the Contract 

Conversion Plan. 

134.2.a 
People Processes 

In an end-of-contract conversion, we have two important personnel-related 

responsibilities. Our first responsibility is to our employees. In Texas, they 

number 320, including the staff of the Data Center of the Americas (DCA), 

the National Response Center (NRC), and the Austin Technology Center (ATC). 

We invest in and are committed to recruiting and retaining the best 

employees and, in Texas, the longevity of our staff speaks to the fact that we 

have been successfu l. At the end of the next contract period, we will make 

sure we retain our employees in the event that we are selected again as the 

Successful Proposer. In the event that we must transfer operations to the 

lottery or to another Successful Proposer, we will ensure that our employees 

are compensated accordingly and prepared to continue employment at 

GTECH or with another company. 

Another GTE(H responsibility will be to provide technical and management 

expertise to the handover process. In the case of Texas, we will offer access 

to any of our available Texas-based or corporate resources that may be 

required for our ro le in the transition. If necessary, we w ill support assigned 

staff with resources from other GTECH sites. 

End of the Contract Conversion Plan 
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Per our people processes described in the previous paragraphs, we will 

supply whatever personnel resources are necessary to the end-of-contract 

conversion tasks, including knowledge transfer. In a scenario in which a 

replacement provider is converting to its new system components, there 

are two ways that our resources would be of service to the Lottery or the 

replacement provider in transferring technical knowledge. 

Required Technical Assistance for Gaming 
System Development 

The technical knowledge and expertise we have and will have accumulated 

as the time approaches for the end of the TLC's next contract will be available 

to the Lottery. Through our many years of service to you we have intimate 

knowledge of your systems and their upgrades; we are familiar with the 

evolution of your gaming system and know how you prefer to run yourlottery 

business. Thus, we will be able to provide technical assistance (operators, 

engineers, technicians, etc.) in helping you to understand the changes that 

will occur when we shut our system down. 

Our ongoing Texas staff will be instrumental in providing first-hand 

information in the areas of infrastructure, IT/central system, communications, 

software, solution architecture, and quality assurance. Corporate and 

conversion resources will also be available to provide technical assistance 

and information to the effort as needed by the Lottery. 

Technical Assistance for Transferring and Converting Files 

We are also aware of the importance of the assistance that may be 

needed when there are billions of dollars in online transactions and Instant 

TIckets that may require transfer and conversion. For technical assistance for 

transferring and converting files, GTECH will provide Texas-based staff who 

have hundreds of years of collective expertise working specifically with Texas 

Lottery data and files. They know your files very well and will ensure that the 

files are properly named, properly formatted, and populated w ith the 

appropriate data so that the conversion will go smooth ly. 
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Removal of Old Equipment 

We will provide the resources necessary for removing our equipment, 

including terminals, printers, information displays, peripheral devices, and 

point-of-sale and merchandising items from the retail locations. We will 

perform this service within the Lottery's stated guidelines and time frames. 

If the Lottery considers any of our materials abandoned and has to dispose 

of them, then we will incur the cost as a deduction from any amounts owed 

to us by the Lottery or, if no payments are due, as a charge billed back to us. 

Retention of Records 

We will work with the Lottery to determine the status of retained records. We 

will review the Records Retention Schedule and applicable Texas law before 

either handing over or destroying personnel, project. or operations records. 

134.2.b 
Management Processes 

The end-of-contract conversion will be the responsibility of our General 

Manager (GM) or his assistant. The GM and/or designee(s) may attend the 

regular conversion meetings and may designate various personnel as 

warranted during the conversion process. 

134.2.b.l 
Issue Management 

For GTECH, Issue Management is no different during an end-of-contract 

conversion period than it is during a contract period. An issue is any event 

occurring in the present or that began in the past and is not yet resolved. 

In this case, issues would be items or actions that may affect deliverables 

and require immediate attention and resolution to prevent any affect on 

the conversion. 

End of the Contract Conversion Plan 
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Examples of issues that might be the responsibility of an outgoing provider 

include the inability to provide conversion expertise or meet deadlines 

for providing data files. In end-of-contract conversions, GTECH has never 

experienced such issues as the outgoing provider. Should those or other 

issues arise that are our responsibility and not that of the replacement 

provider, we will generally document the issue(s) as part of o ur exit reportin g. 

While issues are discussed in status meetings, we can also schedule adhoc 

meetings with the TlC, the replacement provider, and our SMEs and discuss 

lessons learned from other project deployments to ensure resolution. We 

have an issue tracking document that can be used if the replacement 

provider's documentation is not sufficient. Issues wil l be conveyed by the 

GM or designee(s) to our corporate organization as needed depending upon 

the urgency of the issue. 

134.2.b.2 
Risk Management and Mitigation 

As stated earlier in th is section, we believe that our participation in an 

end-of-contract conversion would be to uphold the integrity of the TlC. 

One of the greatest risks to the project is delay. While we would not be 

able to con trol any delays caused by other providers or by the TlC itself, 

we would be able to preclude any delays due to fulfilling requests for 

data or other information. 

We will support the Lottery's efforts to achieve a cutover that does not 

interrupt gaming. As such, we believe that advance planning must be 

undertaken for any scenario that could cause the Lottery to be unable to 

sel l tickets at or after Go Li ve. There must be mutual agreement about the 

specific responsibilities of the involved parties. 

For example, a replacement provider w ill need files for data conversion. We 

will make every effort to provide such fil es in a timely manner. The files will 

be in the proper format and will be appropriately named and contain on ly 

the appropriate information so that the TLC or a replacement provider could 

work easily w ith them. We have participated cooperatively in this area in past 

handovers, and recently dealt with the consequences w hen another outgoi ng 

provider was not as cooperative or forthcoming. 

Another risk to the conversion is a lack of experienced support. We have 

addressed that risk in our response to Section 134.2.a, People Processes, with 

ourdescription of our available technical resources and the support wewo uld 

provide in an end-of-contract conversion. 

End of the Contract Conversion Plan 
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The most important thing to consider in preventing or mitigating conversion 

risk is to have a plan in place in advance. That way, ifit looks like the conversion 

project will experience the worst-case risk - that no sales can take place ­

there will be mutual agreements in place among the parties to take the 

appropriate action. In order to participate in such planning as it would relate 

to areas of our responsibility, we would need to be kept up to date on whether 

major milestone tasks such as testing are proceeding on schedule. 

134.2.b.3 
Exit Reporting (Type and Frequency) 

As a participant in the end-of-contractconversion, wewill provide all required 

exit reports to the TLC. We have a library of standard reports from which we 

can customize exit reports in accordance with the TLC's requests. 

We believe that one of the most important decisions to be made before the 

TLC determines its requirement for exit reports will be to determine if we will 

be required to hold data post live for the possibility that post-live reports will 

be needed. When that is determined, GTECH can work with the TLC to provide 

whatever exit reporting is necessary. 

As a general rule, we will provide a major status report at the time of hand over 

and will provide other local reports that may be identified in your technical 

hand over plan. 

134.2.c 
Technology 

We will be responsible for removing and disposing of existing GTECH-owned 

retailer devices (terminals, peripherals), and communications equipment. We 

perform this service for our customers as part of our contracts, for example, 

when a retailer closes or is terminated. We will adequately staff this effort to 

ensure that retailer business is not disrupted by the removal of equipment. 

We will remove all equipment within the time frame designated by the TLC 

at that time. 

End of the Contract Conversion Plan 
DOCUMENT REDACTED BY TLC -12-4-10 



~' GTECH' ---
134.2.c.1 
Handover Procedures 

The key to handover procedures is to plan in advance, including the 

following documents: 

The TLC and its replacement provider w ill need to identify any 
items that will be critical to the conversion (Go Live). 

The TLC and replacement providerwill need to providea specific 
timeline for GTECH to shut down the old system. 

There shou ld be a contingency plan in place in the event that 
the old system needs to be re-started after it is shut down. 

We will cooperate and provide any information the TLC requests for inclusion 

in the handover plan. 

134.2.c.2 
Tools, Software, Network Connections and Data Transfer 

Handover procedures for any tools, software, network connections, and data 

transfer will involve the following tasks: 

Early planni ng. It is imperative that the TLC and any 
replacement vendor identify critica l tasks and time frames as 
early as possible. 

Transfer or sale of tools and software . One example of a 
handover of a tool would be the test automation tool or any 
other tool that the TLC has purchased from or through GTECH 
during the current contract. The same wou ld apply for any 
software packages or applications that the TLC has purchased 
through GTECH. 

Network Connections. Assuming the replacement vendor wi ll 
install its own communications network with new equipment, 
we will meet with the TLC to review the circuits and current 
connectivity. The TLC or replacement vendor w ill be responsible 
for informing GTECH, as far in advance as pOSSible, about when 
communications should be shut down. There shou ld also be a 
contingency plan in p lace in the event that the old network 
needs to be re-enabled for any reason. 

Data Transfer. As described earlier in this section , we w ill 
provide data and files tha t the TLC wi ll need for the conversion. 
In order to receive whatever is needed from our system, the new 
vendor w ill need to provide a requirements document with 
information about specific file structures and a time frame for 
t heir delivery to the TLC or to the new provider. 

End of the Contract Conversion ptan 
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134.2.d 
License Transfer 

Information Redacted 
§552.101/466.022/552.139 
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