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About 

Camelot Global 

Camelot Global is a leading advisor and lottery solutions provider to lotteries around the world. 
Camelot Global, part of the Camelot Group of companies ‘Camelot’, is owned by the Ontario Teachers’ Pension Plan, Canada’s 

largest single-profession pension plan with over $150 billion (CAD) in net assets. 

As an operator and a professional services company, Camelot believes it is uniquely positioned to support the Arkansas State 

Lottery with their 5 year business planning process. This is down to our ability to use our operator understanding with our lottery 

industry knowledge, to provide a proven and pioneering plan for sustainable growth. Our team of experts come from both 

marketing and retail backgrounds and combine operational responsibilities in market with consulting experience from over 20 

lotteries from around the world.  

The approach applied by Camelot is similar to that of a consumer goods company in putting the consumer (or player) at the heart 

of the strategy. Growing net revenue requires changes in player participation levels, changes in marketing proposition and changes 

in retail strategy. The sales & marketing plan that will underpin the 5 year business plan will require in-depth research, subject 

matter expertise in strategy identification and then operator know-how in defining actionable activities for the lottery.  

In this RFQ response Camelot Global has detailed a 5 phase approach to the business planning and implementation requirements 

defined. The approach reflects the experience Camelot Global has gained from performing similar engagements in the UK and 

across North America. The team that is recommended as part of the RFQ response have extensive experience in delivering 

business plans and importantly the delivery of sustainable net revenue growth.  

Camelot Global’s proposed team has extensive experience in insight (research), game development, marketing/brand 

transformation and retail strategy/planning/execution. Richard Bateson will be the Executive Director – and has led similar 

business planning exercises in New York, Texas and the UK. Sam De Phillippo is a former Lottery Director of the Massachusetts 

State Lottery and has 20 years of consulting and advisory experience across the US. Duncan Malyon joins the team as a Senior 

Advisor to the project – and as the newly appointed Senior Vice President (SVP) for North America Duncan will bring with him over 

6 years of direct retail lottery experience and over 30 years of consumer goods experience in retail.  

The day-to-day project will be led by John Skrimshire, as Project Manager. John has 14 years’ worth of experience in the lottery 

industry and over 20 years in retail. John led the first engagement of work for the Bureau of Legislative Research to conduct a 

comprehensive review of the Arkansas Scholarship Lottery. Finally, Matt Osgood joins the team as VP Marketing & Brand, an 

experienced professional who has worked with California on their business transformation programme and has advised on game 

development and marketing strategy across Europe and North America.  

Along with the dedicated project team and advisory set, the Camelot Global Network will be available to both the project team 

and the OAL (Office of the Lottery) and ASL (Arkansas State lottery). The Camelot Global Network is over 800 professionals that 

work within the Camelot Group of companies and have in-depth knowledge of European and North American markets – and 

importantly understand the pitfalls and challenges that a lottery operator faces on a day-to-day basis. In previous engagements it 

is this experience, coupled with our consumer goods expertise that has been advantageous to lotteries in creating actionable, 

achievable and sustainable net revenue growth.   
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E.1 Business Organization  

E.1.1  - Full name and address of vendors organization and, if applicable, any 

branch office or other subordinate element that will perform or assist in the 

performance of the work hereunder  
 

The Camelot Group of companies (“Camelot”) has an excellent track record of managing and providing services to 

lotteries. Under the ownership of Premier Lotteries UK (PLUK), a portfolio company of OTPP, Camelot includes Camelot 

UK Lotteries Limited, the single-purpose vehicle which operates the UK National Lottery under a license granted by the 

UK Government-appointed Gambling Commission. It also includes Camelot Global Services Limited (CGSL), Camelot’s 

international lottery services division which is well established in providing services to Lotteries in the North American 

market and internationally since 2009. 

 

 

 

 

  

 

 

 

 
 

 

 

Camelot Global Services Limited (CGSL) – Sub-Contractor  
CGSL draws upon its long standing UK management and operations expertize to provide operation, consultancy and management 

services to Lotteries worldwide – previous and current customers include the California State Lottery, the Interprovincial Lottery 

OTPP 

Premier Lotteries UK ltd  

 

Camelot 

Business 

Solutions ltd  

 

Camelot UK 

Lotteries Ltd  

 

Camelot 

Commercial 

Services Ltd  

 

Camelot 

Strategic 

Solutions Ltd  

 

Camelot Global 

Services Ltd (Sub-

Contractor)  

 

Camelot Global 

Services North 

America Inc. 

(Vendor) 

 

Camelot Global  

Camelot 
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Corporation of Canada, the Atlantic Lottery Corporation, the Kentucky Lottery Corporation, the New York State Lottery, the 

Massachusetts State Lottery and the Irish National Lottery.  

Utilizing its global lottery experience alongside that of operating the UK National Lottery, Camelot treats lotteries as a consumer goods 

business that competes for the discretionary spend of consumers in the same channels – in store and online – as other consumer goods 

categories. This means Camelot harnesses every form of technology, innovation, and efficiency to enhance sales, drive profitability, 

expand the retailer base and appeal to more customers. As a result, our approach means more returns to government than any other 

in the world. Camelot Global uses and exports this experience to lotteries around the world, offering a range of products and services 

that help lotteries achieve the highest standards of operational excellence, drive innovation, and deliver sustained growth in net 

revenues for the long term.  

For the delivery of the requirements set out in the RFQ and resulting contract, CGSL will be a sub-contractor to its North American 

Subsidiary – CGSNA.  

Camelot Global Services North America Inc. (CGSNA) – Vendor  
CGSNA (“Camelot Global”) is CGSL’s North American registered subsidiary.   

CGSNA will be the contracting entity (Vendor) of any contract resulting from this RFQ. Delivery of the contract will be split between 

CGSNA and its sub-contractor CGSL. This sub-contracting arrangement allows access to Camelot Global’s UK and global expertise and 

its associates through a registered North American company qualified to do business in the state of Arkansas.  

 

E.1.2 - Describe whether the firm operates as an individual, partnership, 

corporation, joint venture, or other specified form of business organization as 

well as any information required by 3.9.A through 3.9.G  

Camelot Global Services Limited (CGSL) – Sub-Contractor  

Camelot Global operates as a corporation that provides consultancy and operational services to lotteries worldwide as described 

above. The following table provides the information as required by 3.9A through 3.9G.     

3.9 A&B - Name and address of business 
entity 

Camelot Global Services Limited (CGSL) 

UK Head Office  

Tolpits Lane 

Watford 

Hertfordshire 

WD18 9RN  

3.9 D - Primary Contact Details  Name: Richard Bateson  

Title: Senior Vice President Sales and Marketing  

Tel:  (+44) 1923 425270 

        (+1) 678 459 7227 

E-mail: Richard.Bateson@camelotglobal.com 

Fax: (+44) 01923 425307 
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Type of business entity CGSL is a corporation which provides consultancy and operational 
services to lotteries worldwide 

3.9 E - Place and Date of incorporation England and Wales – 27.05.1993 

Name and location of major premises Tolpits Lane 

Watford 

Hertfordshire 

WD18 9RN  

Name, address and function of substantial 
subcontractors 

n/a 

 

Camelot Global Services North America Inc. (CGSNA) – Vendor  

Camelot Global North America is a subsidiary of Camelot which provides consultancy and operational services to lotteries worldwide. 

The following table provides the information as required by 3.9A through 3.9G 

3.9 A&B - Name and address of business 
entity 

Camelot Global Services North America  

1800 JFK Boulevard 

Suite 300 

Philadelphia 

PA 19103  

3.9 D - Primary Contact Details  Name: Adam Barry 

Title: Vice President, Bids and Proposals  

Tel:  (+44) 7968 939 205 

E-mail: Adam.Barry@Camelotglobal.com 

Fax:  (+44) 1923 425307 

Type of business entity Corporation 

3.9 E - Place and Date of incorporation Delaware – 10/07/2008 

3.9 F – Qualification to do business in 
Arkansas  

CGSNA is registered with the Arkansas Department of State and a 
copy of our certificate can be located in Appendix 5.  

 

Arkansas Customer Number  - 216095215 

Name, address and function of substantial 
subcontractors 

Camelot Global Services limited – address as per above – Lottery 
Expertise  
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E.2 Financial Viability   

E.2.A  - Provide information demonstrating the Vendors financial viability, 

integrity and stability, including, but not limited to, annual reports and client lists 

for the past three (3) years.  
 

Audited Financial Statements and Client Lists for the past three years for Camelot Global Services North America Inc. (Vendor) and 

Camelot Global Services Limited (sub-contractor) are contained within Appendix 1 – Annual Reports and Client list for the past 3 years  

Overview of corporate structure, ownership control and financial viability   
CGSNA (Vendor) is a subsidiary of CGSL (sub-contractor) which provides consultancy and private management services to lotteries 

worldwide. CGSL is part of the Camelot Group of companies1, whose ultimate shareholder is the Ontario Teachers’ Pension Plan 

(“OTPP”). OTPP is the largest single-profession pension plan in Canada with CAD $150billion in net assets as of 31 December, 2014  

Please refer to E1.1 for a summary of Camelot's corporate structure. 

The financial viability of CGSL (and therefore CGSNA) is assured by the support provided by its parent undertaking, Premier Lotteries UK 

Limited ("PLUK"). As highlighted in the Directors' Report in the statutory accounts (provided in Appendix 1).  

Integrity and stability 
Camelot has a strong track record of integrity and stability. We would highlight the following key points to illustrate this track record: 

 Camelot has operated the UK National Lottery since 1994, in a highly-regulated environment, with an unblemished record of 

integrity  

 As noted elsewhere in the document, Camelot Global has worked with a range of major state lotteries who have provided strong 

references for Camelot Global’s work. These references can be found in Appendix 2 

 Camelot was awarded the World Lottery Association Responsible Gaming Award in 2012, illustrating its industry leadership in 

responsible play 

 Camelot Global has an established and stable management team. As noted in the resumes provided in Appendix 3, the Camelot 

team assigned to this engagement have 80+ years of combined lottery industry experience 

                                                                        
1 The Camelot Group of companies is comprised of Premier Lotteries UK Limited (‘PLUK’), Camelot UK Lotteries Limited (‘Camelot’), 

Camelot Business Solutions Limited (‘CBSL’), Camelot Global Services Limited (‘CGSL’), Camelot Commercial Services Limited (‘CCSL’) 

and Camelot Strategic Solutions Limited (‘CSSL’). 
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E.2.B – Provide the most recent financial statement, the most recent audit report 

of the vendors operations, and a disclosure of the Vendors internal financial 

controls and procedures for financial reporting as required in 3.9.M 
 

Audited Financial Statements and Client Lists for the past three years for CGSNA (Vendor) and CGSL (sub-contractor) can be found 

within Appendix 1 – Annual Reports and Client list for the past 3 years.  

Camelot complies with IFRS accounting standards as detailed within the Audited financial statements provided in Appendix 1. Camelot 

has a strong internal financial control framework supported by a central internal audit function, an audit committee and the presence 

of Non-executive Directors on the Board. The Head of Internal Audit and Risk reports into the Chairman of the Audit Committee to 

ensure the independence of the function. The internal controls include departmental risk registers which are updated regularly and 

feed into a formal quarterly review process facilitated by the Risk Department. Camelot’s Group Risk Register is also then reviewed 

quarterly at the Executive Risk Committee and finally at the quarterly Audit Committee meetings.  
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E.3 Vendor Disclosure    

Please provide details on the following disclosures for the Vendor and all 

Subcontractors:   

E.3.1 – All the states and jurisdictions in which the Vendor does business and the 

nature of the business for each state or jurisdiction as required in 3.9.H. 

Overview  
Camelot Global supports the lottery industry globally, with a particular focus on North America and Europe. Camelot Global’s vision is 

to be the world’s leading lottery solutions provider.   

Camelot Global’s live contracts   
Premier Lotteries Ireland  

Camelot Global Services Ireland (CGSI) provides on-the-ground expertise, support and assistance to the operator of the Irish National 

Lottery - Premier Lotteries Ireland (PLI), a consortium of OTPP and An Post (the Irish National Post office). The Camelot Global team in 

Ireland operate the gaming systems on behalf of PLI and provide technical support, as well as provide contact centre support for both 

retailers and interactive players. 

A key component of Camelot Global's Irish team is the iLottery function, which provides PLI with a dedicated and specialist interactive 

managed service to develop and grow the PLI digital channel. Camelot Global draws on its experience from the UK, where it provides 

the platform for Europe's largest interactive lottery, specifically, this means Camelot Global provides online marketing, web delivery 

and, in due course, a new digital technology platform for the Irish National Lottery. 

New York State Lottery  

From December 2012 Camelot Global commenced a 4 year contract with the New York State Lottery (NYSL). The first stage of this 

engagement was to conduct a thorough review of the NYSL’s commercial operations to create a 5 year business plan. This was 

completed in the 1st Quarter of 2014. Camelot’s additional consultancy has included the development of the RFP for the 2015 

advertising and media $90m per annum agency procurement / evaluation criteria and participation in the RFP review committee. 

Camelot Global maintains an on-going contract with NYSL to support the further refinement and implementation of the business plan 

to realize the forecasted growth in funding for State education highlighted within the business plan as required by NYSL. 

Massachusetts Lottery  

Camelot Global’s first engagement with the Massachusetts State Lottery (MSL) started in December 2012. Over the next 13 months to 

December 2013 Camelot Global conducted a comprehensive review of their existing technical lottery architecture and processes to 

define a future technical roadmap. This resulted in managing the subsequent Request For Information (RFI) and writing the issued 

Request For Proposal (RFP). 
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To date the Host Request For response (RFR) has been issued to vendors and is under evaluation by the MSLC. A terminal hardware 

RFR is also about to be issued to the market. Camelot Global’s consultancy contract with the MSL has been extended to enable them to 

use p their technical transition and to deliver it. Specific skill sets that they are interested in using, but remains subject to formal 

discussion and agreement during transition include: 

 Project, Programme and vendor management 

 Co-ordination of technical integration activities between their teams and the third parties 

 Test activities (manual and automated testing) from defining strategy through to execution of UAT 

 Support for management of retailer rollout 

The transition activities are likely to commence in the 2nd half of 2015.   

Atlantic Lottery Corporation  

Camelot Global has supplied consulting services to Atlantic Lottery since October 2013 and continues to operate as a preferred 

supplier.  The engagements to date have occurred over three phases beginning with phase 1 kick-off October 2013 and recently 

completed phase 3 in May 2015.        

To date, Camelot Global has been tasked with 3 phases of work:   

 To complete a full market evaluation and situational assessment of the eGaming business with growth potential and 

recommendations 

 To develop strategic planning and provide implementation support for identified initiatives 

 Instant Win Games launch strategy and recommendations including product, portfolio and marketing strategy    

All phases of the Camelot Global consulting engagement were delivered successfully.  Camelot Global conducted a thorough 

assessment of the market and environment through a series of interviews, document reviews and data analysis.  The reports at each 

stage were designed to present clear findings with actionable recommendations.  Atlantic Lottery have already implemented some of 

the recommendations with positive results while other recommendations are being implemented over the next few months.     

Camelot UK Lotteries Ltd. 

Provision of Technology and Sales and Marketing Services. Camelot Global has supplied technology services to the UK National Lottery 

since 2010. Camelot Global provides a wide range of services including, but not limited to; 

 Architecture – the on-going definition of the UK technical architecture, and the capture, documentation and maintenance of all UK 

business requirements relating to projects 

 Development – the development and maintenance of a number of UK technology platforms, including its new iLottery platform, 

its in-lane software and its scratchcard predictive ordering system 

 Quality Assurance – utilising a mixture of automation, crowd sourcing and more traditional techniques Camelot Global is 

responsible for the assurance of all Camelot systems including those delivered by third parties 

 Programme Management – the management and successful delivery of large scale programmes of work 

 Commercial Advice – advising the UK sales & marketing teams on insight (research), game design, marketing strategy and sales & 

marketing execution 



 

SP-15-0097 Commercially confidential  Page 11 of 57 

Camelot Global continues to deliver all of these services to the highest standards in a tightly regulated market.  

E.3.2 - All the states and jurisdictions in which the Vendor has contracts to supply 

gaming goods or services, including without limitation lottery goods and services, 

and the nature of the goods or services involved for each state or jurisdiction as 

required in 3.9.I. 

Please refer to Appendix 1 – Annual Accounts and Client List for the past 3 years that contains a full list of all contracts for both CGSNA 

(Vendor) and CGSL (sub-contractor) as well as the nature of services and jurisdiction.  

 E.3.3 - All the states and jurisdictions in which the Vendor has applied for, has 

sought renewal of, has received, has been denied, has pending, or has had 

revoked a lottery or gaming license of any kind or had fines or penalties assessed 

to the Vendor’s license, contract, or operation and the disposition of each 

instance in each state or jurisdiction. Disclose any lottery or gaming license or 

contract has been revoked or has not been renewed or any lottery or gaming 

license or application has been either denied or is pending and has remained 

pending for more than six (6) months, all of the facts and circumstances 

underlying the failure to receive a license as required in 3.9.J. 
 

Camelot Global (Vendor and sub-contractor) was created to support the global Lottery industry through providing industry-leading 

solutions and services to lotteries and lottery owners. As a result Camelot Global does not hold, nor has applied for or been denied, a 

gaming license and thus any associated penalties.  

Camelot UK Lotteries Ltd. has been the operator of the United Kingdom National Lottery (with sales of $11.7bn in FY 2014/15) l since 

1994 having won3 competitive tendering processes for the License.   

E.3.4 - All finding or plea, conviction, or adjudication of guilt in a state, federal, 

foreign, or international court or tribunal for a criminal offense other than a 

traffic violation committed by vendor or a person identified under Arkansas Code 

Annotated § 23-115-501 (b)(1) as required in 3.9.K. 

Camelot Global confirms that this is a nil return.   
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E.3.5 - All Vendor’s bankruptcy, insolvency, reorganization, or corporate or 

individual purchase or takeover of another corporation, including without 

limitation the assumption of bonded indebtedness as required in 3.9.L. 

Camelot Global confirms that is not bankrupt, insolvent, reorganizing or involved in any individual or corporate purchase or takeover.  

E.3.6 - All civil or criminal litigation or indictments which the vendor is involved 

and any joint ventures, strategic partners, prime contractor team members, and 

subcontractors involved as required in 3.10. 

Camelot Global confirms that it is currently not involved in any civil or criminal litigation or indictments.   

E.3.7 - Information on all conflict of interest with the products and goals of OAL 

that could result from other projects in which the Vendor is involved as required 

in 3.11. 

Camelot Global confirms there is no conflict of interest with the products and goals of OAL that could result from other projects in 

which the Vendor is involved. Camelot Global considers itself to be in a strong position to act and advise both independently and 

impartially for the benefit of the ASL and its consumers.      

E.3.8 - A list from Vendor and subcontractor(s) of all clients that were lost 

between January 2013 and the present and the reason for the loss as required in 

3.11. 

Camelot Global has not lost any clients between January 2013 and the Present.  

E.3.9 - All contract disputes involving an amount of thirty-five thousand dollars 

($35,000.00) or more the Vendor, and/or its subcontractor(s), has been involved 

in within the past two (2) years. Indicate if the dispute(s) has been successfully 

resolved as required in 3.11. 

Camelot Global confirms that it has not been involved in any contract disputes in the last two years. 
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E.4 Experience of the Vendors 

Organization     

E.4.A – Four (4) letters of Recommendation from the last two (2) contracts 

awarded that contain a similar scope of work as defined in the bid solicitation  

Camelot Global is delighted to provide the following letters of recommendation from past and current projects with a similar scope of 

services to that of this RFQ: 

 Mr Robert Williams – Executive Director – New York Gaming Commission  

 Mr Gardner Gurney – Acting Director, Division of the Lottery  

 Mr Arthur (Arch) Gleason – Kentucky Lottery Corporation - President and CEO. Arch is also available to provide a verbal reference 

to back up their letter of recommendation  

 Mr Pete Ramsey – Kentucky Lottery Corporation  - VP Sales  

 Mr Joey Cormier – Atlantic Lottery Corporation – Director Marketing and iLottery 

Please refer to Appendix 2 - Letters of Recommendation, for copies of all recommendation letters.  

E.4.B – Vendors should provide a detailed description of its organization, 

including employee capacity to undertake and successfully carry out the 

proposed services  

Camelot Global was originally created by bringing together a team of highly experienced Senior Managers from the UK National Lottery 

to work with lotteries in North America and Europe with a focus on growing net revenue returns. Camelot Global can now call on a 

wealth of experience across the organization developed not only through working in the UK National Lottery but also through working 

alongside many other lotteries. Our team also has great experience working in many other business sectors across Europe and North 

America such as consumer goods companies like Mars, Coca-Cola and Unilever, working in the finance sector and also in professional 

services such as Accenture.  

Camelot Global has a dynamic team with in-depth experience across all areas of the lottery business. We will deliver this engagement 

through combining personnel on the ground in Arkansas as well as utilizing the experience of our team in the UK.  

On the ground in Arkansas will be John Skrimshire a full-time Project Manager and the Retail Lead. Overseeing the project will be Sam 

DePhillippo a former Executive Director of the Massachusetts State Lottery. Alongside Sam we will deploy an Executive Team of Richard 

Bateson, SVP Sales & Marketing and our newly appointed SVP, North America Duncan Malyon. We will also be utilizing the great 
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experience of many other experienced personnel: Tim Haldenby, Head of Strategy, Matt Osgood, VP Marketing & Brands, Steve 

Davidson VP Insight, Andrew Lang, Corporate Development Manager and Tom Luff, Global Insight Executive.  

The team, and the OAL, will have the support and influence of the Camelot Global Network of over 800+ professionals that work within 

the Camelot Group of companies and have in-depth knowledge of European and North American markets – and importantly 

understand the pitfalls and challenges that a lottery operator faces on a day-to-day basis. 

Organization  
Camelot is one of the world’s most efficient lottery operators in terms of net revenue generated. Operating in the world's most 

competitive gaming market, Camelot has one of the highest returns to Good Causes and Government (net returns), generating over 

$54 million a week. Camelot Global has taken the proven consumer practices, strategies and processes employed in the UK by the UK 

National Lottery and successfully transferred this knowledge to markets around the world. Camelot Global provides expertise to lottery 

operators in both a consulting and management capacity to sustainably and responsibly grow net revenues for the long term.  

Experience and Credentials   
As a pure lottery operator, Camelot understands the skills and organization needed to sustain long term growth for lotteries within a 

complex regulatory structure. Since 1994 as operator of the UK National Lottery, Camelot has generated over $70bn for UK Good 

Causes and Government whilst ensuring the highest levels of probity, integrity and responsible play.  

Of critical importance for the OAL and the ASL is Camelot Global’s experience in successfully delivering similar projects to the 

requirements of this RFQ.  As outlined in E.4.F Camelot has a demonstrable track record of success in growing net revenue to state 

across a number of established North American lotteries. This means we are uniquely qualified to develop and implement a strategy 

for long term growth for the ASL. 

Employee Capacity and Deployment  
Camelot Global has a large team of multi-skilled professionals with a track record of effective lottery business planning, strategy 

development and large scale implementation of initiatives within a number of large North American lotteries.  As you would expect 

from a global business, the team is highly flexible, available to travel as required and ultimately is available as and when required by 

OAL and the ASL.   

As a further extension of the Camelot team we have the Camelot Global Network at our disposal – consisting of UK National Lottery 

resources and vetted 3rd party specialist experts as required – some 800+ individuals. As many of these experts have supported our 

global operations previously, Camelot Global can therefore certify the quality of these individuals and cultural fit as opposed to simply 

‘contracting out’.  

Camelot Global has an established and effective resource forecasting and monitoring process that involves weekly (and sometime 

daily) resourcing meetings with the Camelot Global Senior Management team to ensure that our experts are available when (and 

where) required and that potential ‘pinch’ points are identified in advance and mitigated.  Our dedicated Arkansas Project Manager, 

John Skrimshire, will manage this process as part of his responsibility to ensure the delivery of the RFQ requirements for the AOL.  

Camelot Global has provided resumes for all individuals who will manage and support the delivery of the business plan within Appendix 

3 – Resumes.  

Camelot will utilize its standard deployment methodology to deliver the requirements of this RFQ, those being:  

 An SVP grade individual will be responsible for the project at board level within Camelot Global and is ultimately accountable 

for delivery of the project  
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  The SVP will be supported by a number of Senior Managers, one of which being dedicated collocated fulltime Project 

manager who is responsible for the day to client/ vendor relationship and ensuring milestones and delivery requirements  are 

achieved  

Camelot Global’s Proven and Pioneering Delivery Approach  
Camelot Global will deploy its proven and pioneering delivery approach to the requirements of this RFQ – the delivery of a 5 year 

business plan.   Our approach has been developed and validated through our breadth of past consulting projects, all within the lottery 

industry and a number with very similar scope to that of this RFQ.  

Camelot Global has outlined its 5 phase delivery approach within Appendix 4 – Detailed Timeline and has also provided a narrative as 

part of E.6.A that covers each phase of delivery.  

Our SVP of Sales and Marketing, Richard Bateson will ultimately be accountable to AOL for the delivery of the requirements outlined in 

the RFQ and client satisfaction. Richard will be supported by Sam DePhillippo who brings a wealth of US Lottery Experience and John 

Skrimshire who will be the dedicated Arkansas Project Manager. John will be co-located with the ASL and responsible for the day to 

relationship between Camelot Global and the OAL/ASL, ensuring milestones and delivery requirements are achieved.   The wider 

Camelot Global Network will be an efficient blend of both co-located and UK based resources. This approach allows access to lottery 

specialists as and when required meaning that the OAL has access to capability it might not otherwise have with a fully co-located 

team.  

Experience in International Business Plan Development and Implementation 
Camelot has worked with lotteries from around the world since its inception in 1994. Sharing best practice and expertise with lotteries 

from the World Lottery Association and the European Lotteries, through to business strategy definition and planning within the US and 

EMEA regions. In 1998 Camelot was a shareholder of the South African National Lottery operator (Uthingo) and was an instrumental 

part of the successful lottery license award. In Europe Camelot was a founding shareholder in EuroMillions, creating and evolving it into 

the world’s largest multi-jurisdictional jackpot game with sales of $11bn in 2014 In North America Camelot Global has worked with the 

California State Lottery on business planning and has consulted with Massachusetts, Texas, Kentucky, the Interprovincial Lottery 

Corporation in Canada and its five provincial Lotteries: Atlantic Lottery Corporation Inc., Loto-Quebec, Ontario Lottery & Gaming, 

Western Canada Lottery Corporation, and British Columbia Lottery Corporation.  

Camelot’s proven business strategy, planning and implementation capability has seen both the UK National Lottery and the California 

State Lottery witness unprecedented growth. Core to Camelot’s operating approach is an understanding of the consumer; this provides 

a depth of understanding of sources of consumer spend and motivations to play. Camelot Global will bring to bear this approach and 

the experience of our strategy and commercial teams to work with the ASL to develop a 5 year business plan that will meet the 

challenge of increased competition for discretionary income purchases and identify innovative growth strategies that will sustain 

returns to Scholarships for the long term. 

Strength and Depth of Experience in the Global Lottery Market 
Camelot Global has been able to successfully introduce our ideas and experience to the Global Lottery Market and demonstrate 

transferability of our skills. In North America through our consulting engagements with US states such as California, Massachusetts, 

New York, Texas and Kentucky where we supported the implementation of a series of transformative sales and marketing initiatives. In 

California this helped to contribute to their growth in financial performance during this period s, reporting +$397.6m (+13%) for FY11 

vs. FY10 and +$932.9m (+27%) for FY12 vs. FY11; making California the fastest growing US lottery in both FY11 & FY12. 

In Massachusetts, Camelot has shaped their strategic plans and future technology vision, ensuring they are well placed to cope with 

the technical challenges common to many other North American lotteries. 
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In New York Camelot Global worked with the New York State Lottery to create a 5 year business plan to grow lottery sales and negate 

the competitive threats from casinos. 

In the state of Kentucky, since May 2014 Camelot Global has been engaged with the Kentucky Lottery Corporation in developing their 

retail operations including their field sales structure, key accounts team and Instants supply chain. The KLC have already implemented 

many of Camelot Global’s recommendations with very positive results. In FY2015 the Kentucky Lottery Corporation has experienced 

their best ever annual sales. 

Singular Focus on the Consumer 

In the UK, and through our engagements with California, New York, Kentucky, Texas and The Interprovincial Lottery Corporation in 

Canada, Camelot Global approaches the lottery category with a methodology that is grounded and proven in the consumer goods 

industry. This is reflected in every aspect of the development of our strategies and business plans. From game design, research, 

planning, sales, retail execution, advertising, and marketing, Camelot Global uses insight into consumer thinking to develop a thorough 

understanding of a Lottery’s current and potential players that forms the basis for all aspects of our product, marketing, and sales 

activities. The fundamental purpose of developing a Lottery through a “Consumer First” based strategy is to provide a clear 

understanding of the consumer, their lifestyles and needs for play both today and in future. Adopting this “Consumer First” approach 

will enable the ASL to build sustainable long-term growth through relevancy and research informed decision making. 

Growing the Player Base and Increasing Player Participation 
The real challenge for all lotteries in the face of increasingly strong competition is to broaden the player base through attracting and re-

engaging occasional, infrequent, and lapsed players and to acquire new players. Camelot’s overarching strategy is to make the lottery 

relevant to the population at large, by understanding and analyzing consumer’s needs through all levels of demographics. In the UK, 

70% of adults regularly play the lottery with over 50% of the adult population playing on a weekly basis. 

Social Responsibility through Increased Participation and Player Protection 
In demonstrating our credentials to carry out the proposed 

services Camelot always takes Social Responsibility very 

seriously both in the way Camelot UK Lotteries operates in the 

UK and in the extensive work the Camelot Global Network 

undertakes with other lotteries. Social responsibility is at the 

heart of every game, channel, and marketing initiative we undertake. Camelot’s commitment to social responsibility results in both 

higher profits and a broader player base that does not rely on any one demographic and ensures lottery relevancy to young and old 

adults alike. 

E.4.C – Vendors should provide proof of any credentials of its firm and 

description of past projects that illustrate such record  

Camelot Global has provided an extensive list of its credentials in section E.4.F.    
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E.4.D – Vendors should provide resumes of the managing individuals it would 

assign to this project. The Resumes should describe any relevant education, 

knowledge, training and experience 

Camelot Global has provided full resumes of Managing Individuals, as well as the wider team available to support the delivery of the 

requirements outlined in this RFQ, within Appendix 3 – Resumes. 

Additionally summary Bio’s of all Managing Individuals resumes contained within Appendix 3 are provided below.  

Managing Individual’s Bio’s  

Richard Bateson, SVP Sales and Marketing/ Commercial Director   

Richard is responsible for the sales and marketing division of Camelot Global, leading a cross-functional team in business development, 
bid management, business strategy, planning and execution. Richard was the lead Director overseeing key strategic projects in New 
York, Texas, Arkansas and Kentucky; he was also responsible for the delivery of the Irish bid and our consultancy contract with the 
Atlantic Lottery Corporation. Additionally he is responsible for Camelot Global's iLottery team in Ireland - providing digital lottery 
services to Premier Lotteries Ireland (PLI).  

Richard has almost 14 years' lottery experience both in B2C and B2B. As a marketing specialist Richard joined Camelot to set-up 

EuroMillions (Europe's biggest multi-jurisdictional lottery game). Over his time at Camelot Richard has worked in project management, 

regulation, insight, marketing and sales. In his last role, in Camelot UK, Richard was the SVP responsible for the marketing and digital 

department overseeing the growth of the UK National Lottery from a $7.4bn to almost $10.5bn lottery category (in four years) 

achieving record returns to government each year. Richard is also the President of EuroMillions (the world’s biggest multi-jurisdictional 

game) and chairman of the board for SLE (SCRL) professional services business to EuroMillions member lotteries.  

Sam De Phillippo, SVP  US Lottery Operations 

Sam is responsible for the development of consulting business opportunities in the United States and Canada. This involves day to day 

co-ordination, being the primary point of contact for lobbyists, consultants and advisors in those States that are of strategic interest to 

Camelot Global. He is also the subject matter expert in Camelot Global for the US Lottery market. Sam was the former Executive 

Director of the Massachusetts State Lottery from 1995-1998 where he achieved 5% in annual sales growth and a 10% profit growth. 

Sam has over 20 years' experience in the lottery industry. 

Duncan Malyon, SVP North America & Senior Advisor 

Duncan is based in the United States and leads our North American business. He joined from Camelot UK, where he was Sales Director 

and a member of the Executive Board. He has grown UK National Lottery sales in retail by $2bn (30%) over 6 years, while online sales 

grew by over $1 billion in the same time period. He was also responsible for the Customer Service and Logistics functions. 

Prior to Camelot, Duncan worked for Molson Coors, where he was Managing Director of their online business.  Previously he was Sales 

and Customer Service Director. He has also worked for Kraft Foods, where he held senior sales and marketing roles, and started his 

career with Coca Cola.    

John Skrimshire, Full-time dedicated staff Project Manager (Arkansas)  

John will be the full-time Dedicated staff Project Manager in Arkansas. He has worked for Camelot Global since 2013 and has 

developed extensive experience of working with lotteries in the USA. John was Project Director for the Review of the Arkansas 

Scholarship Lottery conducted for the Arkansas Bureau of Legislative Research from October to December 2014. Other engagements 

have included: The New York State Lottery, the Texas Lottery and the Kentucky Lottery Corporation. 
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Prior to joining Camelot Global, John worked for 11 years for Camelot UK Lotteries Ltd. From 2003 to 2012 he was Senior Customer 

Business Manager at Camelot UK Lotteries Ltd. He was responsible for managing a number of large Key Account retailers including 

Tesco Stores Limited, the UK’s largest retailer and one of the largest grocery retailers in the world. In the UK Tesco sell over $1bn of 

lottery tickets through their network of 3,000 stores. During this time UK National Lottery sales in Tesco grew by over £350m. Key 

initiatives included the launch of In-lane technology (National Lottery Fast Pay) in 2005 and the negotiation of National Lottery 

terminals into Tesco Express stores from zero stores in 2003 to over 1,200 stores by 2012.  

John’s previous experience has been at Lindt Confectionery, Danone Dairies and 6 years at RJ Reynolds Tobacco in a variety of Sales 

and Marketing positions. 

 

E.4.E –Vendors should provide its quality assurance program and a detailed 

description of how the quality assurance program will be applied to this project 

Camelot will use its Delivery and Quality Assurance Process to manage both sets of the requirements set out in this RFQ: 

 Business Plan 

 Implementation Support  

Camelot Global will utilize the tools and process outlined below during both sets of requirements, with the business plan focused 

around weekly reporting and the long-term implementation that of an agreed standards based KPI approach.  

Overview  
Camelot Global will bring our established and time-tested project management tools and capabilities to the delivery of the 5 year 

business plan for the OAL.  Through our prior experience, these standardized management practices have allowed us to successfully 

complete the largest strategic lottery transformations in the world on time and on budget as well as a number of very similar 

engagements with North American lotteries (please refer to Appendix 2 – letters of Recommendation as evidence).   

The Camelot Global Program Management team (Headed by our full time Project Manager – John Skrimshire) will oversee delivery of 

all commercial, operational and technology initiatives throughout the period of the engagement and will provide the OAL with visibility 

and assurance at all times.   

There are a number of elements and capabilities that comprise Camelot Global’s Delivery and Quality Assurance Process (see below 

diagram) that will be applied throughout the course of delivering the 5 year business plan. The foundation of Camelot’s own excellent 

track record has been its skills and expertise in managing inter-dependent commercial, operational and technology projects within a 

Program framework. The Camelot Global dedicated staff Project manager and supporting staff will have clear focus on ensuring 

Stakeholders are managed effectively throughout the business plan development process and that all subsequent projects are in full 

compliance with regulatory requirements.   
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Camelot Global’s Delivery and Quality Assurance Process 

 

Program Governance 

All programs of any size or complexity require strong alignment between business strategy, and the implementation path to achieve 

the desired outcomes over the life of the program. For OAL this alignment is critical to ensure the business plan development – and 

strategic initiatives beyond this - delivers to the desired potential, and give the confidence and visibility to the State that objectives are 

being met. In addition to strategic alignment there is a strong need for a formal mechanism to provide oversight and control during 

program execution. This mechanism will ensure the OAL and the Lottery's senior management are able to assess the program's current 

state to allow for adjustment of content and direction if necessary, as well as ensuring the State retains control over all significant 

business decisions. 

Camelot Global will propose a governance structure within which to execute program management. This governance structure will: 

 Provide active direction, periodically review interim results, and identify and execute adjustments to ensure the objectives of the 

business plan are achieved (which contributes to success of the overall business strategy) 

 Ensure that the tactical implementation priorities remain aligned to the longer term objectives of the business strategy 
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Define a touch point process for regular engagement with the State 

Proven Tools, Processes and Methodologies 
Supporting the overall Program governance will be a robust set of key processes that describe how the project management activities 

will be conducted by Camelot Global. These processes have been the foundation of successful program delivery for the United 

Kingdom National Lottery, have been successfully transported to California and New York and have complete transferability to the OAL. 

Reporting 
Formal reporting will be conducted via weekly Highlight Reports (as referenced in the Timeline provided within Appendix 4), reporting 

to an agreed set of milestones for the project. The Highlight Report will provide the status of the whole project across all streams of 

work. This will be done to a required level of granularity for effective project tracking (schedule, cost, risks, issues etc.) with the full 

coverage needed for highlight report consolidation. 

Individual project Highlight Reports will be rolled up into program level dashboards for review by Program Boards and the Steering 

Committee as required.  

Exception Reporting 
If it can be forecast that there will be a deviation beyond the tolerance levels set for the project in terms of effort, cost or schedule, this 

will result in an exception. An exception is most likely to originate from a significant change request, issue or risk. 

If an exception occurs, then a formal exception report will be completed that sets out the reason for the exception and the remedial 

activities to be taken in order to bring the project out of exception. The exception report is then reviewed and approved for action by 

the Program Board. 

Risk Management 

A comprehensive risk framework will be introduced to manage risk and to ascertain how it relates to the overall risk profile for the 

program and the OAL. Project risks will be evaluated for their absolute impact (multiplying the financial impact, were the risk to 

materialize, by the likelihood of the risk materializing). Controls will then be applied to the risk and subsequently re-scored, before 

planned treatments will finally be applied to the risk for it to be re-scored again. All risks in the Program will be articulated with 

reference to the business impact, rather than simple failure of a project milestone – in this way, focus will continue to be maintained 

on the ultimate benefits of the project. 

This risk management approach will allow the automatic escalation of risks from projects to the Program, and from the Program to the 

corporate level risk management processes. Escalation to the corporate level will be based on the score of the risk following the 

application of mitigating controls. Risk performance will be tracked at the Program Board and Steering Committee level using the risk 

scorecard, which will define movement in risk scoring, quantity of risks, adherence to action dates and provision of mitigations. 

Quality Management 

During ‘week 0’ the Camelot Global team will produce a quality Management Plan. The Quality Plan will contain exact lists of the work 

products that each work-stream will deliver and will be developed and signed off during the Start-up & Initiation stage of the project 

(Please refer to Appendix 4 – Detailed Project Timeline and Resource Model). The specific quality control requirements for each output 

will be defined in the Quality Plan and agreed with OAL. 

In addition to the quality control of products, quality assurance is also applied in the form of End Stage Assessments throughout the 

project lifecycle, Post Development Reviews at the end of the project to identify Lessons Learned and process compliance audits. 
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E.4.F - Vendor should provide proof it has a demonstrated track record of 

success in increasing Lottery revenue and profit in a jurisdiction in which Vendor 

was contracted to work within last 5 years. Proof may be in a financial chart form 

showing sales increase or in another form Proof should include the lottery name, 

years of increase, and amount of increase 

Introduction  
Camelot Global provides proof it has a demonstrated track record of success in increasing Lottery revenue and profit within the last 5 

years, through the series of case studies below:  

1. UK National Lottery – 5 year Business Plan and Strategy: This demonstrates how Camelot uses a business tool called ISPEX 

(Insight, Strategic Planning and Execution) in its business and strategy planning process. This has been fundamental in the UK 

National Lottery’s sales increasing from $8.7bn in FY 2010 to $11.6bn in FY2015 (+33%) 

2.  New York State Lottery – 5 year Business Plan: This demonstrates how Camelot Global worked with the New York State 

Lottery to write a 5 year business plan to help them counteract the impact of 4 new casinos opening in the state of New York    

3. Kentucky Lottery Corporation – Retail Operations Assessment:  This demonstrates how Camelot Global can grow sales in a 

developed retail market place. Through the Kentucky Lottery Corporation working alongside Camelot implementing many of 

our recommendations the Lottery has recorded a record years sales in 2015      

4. Arkansas Scholarship Lottery – Business Review: This demonstrates how Camelot Global were able to mobilize their network 

of experience to conduct a thorough review of the Arkansas Scholarship Lottery on behalf of the Bureau of Legislative 

Research     

5. California State Lottery – Business Planning and Implementation; This demonstrates how Camelot Global worked with the 

California State Lottery to review their existing lottery operations, identify opportunities to grow sales and net income and 

then help the Lottery to implement our recommendations. The case study is a good example of how a long-term strategic 

support partnership can deliver sales and net income growth  

1. UK National Lottery – 5 Year Business Plan and Strategy  
Background: 

Camelot operates in one of the most competitive gambling markets in the world. Camelot has been the operator of the UK National 

Lottery since 1994, and has created 3 of the top 10 consumer goods brands in the UK market place. 

Camelot has developed a business planning process to focus on keeping the brands and channels offered by the UK National Lottery 

relevant and attractive to UK adults. The business plan has to take into account the ever changing nature of the UK gambling market, as 

well as the new technology and online threats afforded to sports betting and casino style businesses. Camelot's aim is to 'shore-up' its 

player base and provide relevant and compelling games and promotions to UK adults - all with the view of increasing sales. 

The key objective of the process is to establish a 5 year “rolling” business plan for the UK National Lottery with the objective of growing 

sales, reducing operating costs and increasing returns to the UK government and associated good causes.  
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Delivery:  

Camelot adopts a business tool called ISPEX - Insight, Strategic, Planning and Execution - to conceive its new commercial strategy and 

business plan. 

The business planning process involves stakeholder buy-in from internal and external stakeholders, including the Gambling Commission 

(Camelot's UK regulator), from the outset. Ensuring all parts of the business are aligned to the common goal.  

Camelot uses insight to determine the key consumer and competitive-set understanding of the UK market. From this insight, ideation 

and strategy work streams are initiated from which core-growth platforms are established.  

The commercial team, on approval of the strategies by the Board, then plan and execute against the activities established from the 

process (following the planning and execution methodologies of ISPEX). As part of business planning, the enablers for the strategy are 

identified and a continued transformation of the UK business ensues.  

Outcome: 

The ISPEX process and appeal of the evolved Consumer First portfolio in the UK has led to Camelot achieving a record level of sales of 

UK National Lottery tickets of $11.6bn (£7.3bn) in FY 2014/15. 

Since the start of the 3rd Licence in February 2009 UK National Lottery sales have grown at a Compound Annual Growth Rate (CAGR) of 

5.6% and per capita sales have grown by 37.3% (+$49.92). 
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2. New York State Lottery – Five Year Business Plan  
Background: 

In July 2013 the Upstate New York Gaming Economic Development Act of 2013, passed legislation, which was subsequently approved 

by the State electorate, to authorize four upstate destination gaming resorts to enhance tourism development. 

In anticipation of the need to remain a relevant gaming option in the face of this increased competition, the New York State Gaming 

Commission Division of Lottery issued an RFP in September 2013 for market research regarding alternative approaches for the future 

of lottery in New York State. Following a competitive RFP process Camelot Global was announced as the successful bidder. 

The objective of Camelot Global's engagement with the NYSL was to provide alternative approaches for the lottery in New York State to 

maximise returns to funding for State education The initial term of the contract required Camelot Global to conduct in-depth market 

research and analyses to deliver a comprehensive five year Business Plan within 45 calendar days covering strategic approaches for the 

future of lottery in New York State. 

Delivery: 

Camelot Global developed the business plan using its bespoke strategy development and execution tool 'ISPEX', which places the 

consumer at the heart of decision making, ensuring that all strategies were built on insight or understanding of the NYSL's consumers 

and best practice. This approach has been successfully deployed and proven by Camelot Global in both the U.K., North American and 

European market places. 

In undertaking the development of the business plan Camelot Global carried out in-depth market research and analysis of New York 

State beginning with a macro assessment of the political, economic, social and technology trends ("PEST") as well as analysis of New 

York State Lottery sales including performance by game and channel and how the lottery's product offer compares against its peers. 

Camelot Global also conducted significant field research involving six focus groups surveyed across NYC and Albany, 1000 consumers 

surveyed via online questionnaire (both players and non-players), visits to 143 retailers throughout the State in locations including 

Albany, NYC, Buffalo and Syracuse and a futurology report into long-term consumer macro trends. 
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Outcome: 

The business plan was successfully delivered on time, in full, including 19 opportunities identified across the business to help the NYSL 

ensure continued growth and funding for State education. 

The business plan covered opportunities to improve games, drive excellence in retail while increasing online presence, improve impact 

of marketing campaigns, maximise spend effectiveness of high value suppliers and organisational and process changes to increase 

business efficiency. 

For each opportunity identified Camelot Global outlined timelines, revenue potential, resource required, cost of implementation and 

identified which opportunities were best suited to operation by the NYSL and recommendations for use of outside vendors 

Compared to a "do nothing" scenario the business plan developed by Camelot Global showed that following all the initiatives combined 

represented the opportunity for the NYSL to grow sales by $7.8bn producing an additional $2.6bn in returns to funding for State 

education in the next five years. 

Having completed the initial term of the contract Camelot Global will now work with the NYSL, at their request, on an hourly basis to 

support the further refinement and Implementation of the business plan moving forward to realize the forecasted growth in funding 

for State education. It is worth noting that our dealings in NY have stalled due to vendor interference and stakeholder bandwidth. This 

cannot happen in Arkansas. 

3. Kentucky Lottery Corporation – Retail Operations Assessment (Phase 1) and Follow-up Field 

Work and Analysis (Phase 2) 
Background: 

In October 2013 Camelot Global responded to an RFP from the Kentucky Lottery Corporation (KLC) for a Retail Operations Assessment 

and Related Services. This was awarded to Camelot Global in December 2014 and executed in April to May 2015. 

The deliverable was for Camelot Global to write and present to the KLC’s Executive a detailed review covering all areas of the Lottery’s 

retail operations. 

The key areas in focus were:  

 Identify priorities, issues and opportunities relating to the sales force organization and retailer management procedures 

 Examine different aspects of how the KLC Sales Force currently operates to uncover ways in which to grow the retailer base more 

effectively, work more efficiently, and turn measureable information into actionable ways to optimize sales 

 Define the  key parameters and opportunities to increase revenue and analyze field activities Determining how the retail estate is 

managed by the KLC’s Retail Team       

 Determine how the retail estate should be managed for the KLC’s retail team 

Delivery: 

Camelot Global completed the following activities as part of preparing the detailed report: 

 Reviewed all sales data provided by the Lottery 

 Engaged with KLC employees and key stakeholders across all Head Office functions 

 Conducted retail visits throughout the state of Kentucky across all types of stores and sectors 
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 Interviewed all members of the KLC’s Retail Management Team 

 Conducted field accompaniments with members of the Retail Team to understand all aspects of their job 

 Engaged with retailers and key retail stakeholders  

Outcome: 

The final report and presentation were delivered and presented on time in May 2014.  

The report made 7 recommendations focussed around 3 key areas. These were made to directly improve the KLC’s retail operations, 

shape their future retail strategy and deliver additional revenue to the Commonwealth for College Scholarships and Grants. 

As a result of the report Camelot Global were invited to submit a further statement of work to assist the KLC’s Senior Management 

Team in implementing many of these recommendations. This was approved in September 2014 and delivered in stages over the next 8 

months to May 2015. 

The KLC delivered record sales and revenue to the Commonwealth for the 2015 fiscal year. The KLC Executive attribute a high 

proportion of this growth to the implementation of many of the recommendations made by Camelot Global.      

4. Arkansas Scholarship Lottery – Business Review 
Background: 

In September 2014 the Arkansas Bureau of Legislative Research announced an agreement with Camelot Global to provide a review of 

the Arkansas Scholarship Lottery for the Arkansas Lottery Commission Legislative Oversight Committee, a committee of the Arkansas 

General Assembly. 

The deliverable was for Camelot Global to prepare a “Detailed Report” for the Bureau of Legislative Research and also present an 

“Executive Summary” in the form of a presentation to the Arkansas General Assembly by early-December 2014. 

The key areas in focus were:  In-depth review of the lottery business drivers, strategy review, business planning, organization review, 

governance review and recommendations for the future plan of the business including establishing core principles for the future 

organization. 

Delivery: 

Camelot Global completed the following activities as part of preparing the detailed report: 

 Desk based and retail research to develop a comprehensive Situation Analysis    

 A series of consumer workshops to identify key questions and validate over 50 hypotheses 

 Interviews with the key stakeholders from ASL’s Head Office                      

 Retail accompaniments with members of ASL’s Retail Team 

 Retailer interviews 

Outcome: 

Both the Detailed Report and Executive Summary were delivered and presented on time.  

The report identified opportunities for the Lottery to significantly improve its business and strategic planning processes, organization 

structure and highlighted significant revenue growth potential. 
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The key recommendations included: 

 Re-boot the Lottery’s image and brand 

 Reduce the number of games and focus on player needs 

 Review games offered versus needs and games in market  

 Establish an Insight (Research) Division to understand players and grow player-base 

 Employ brand activation 

 Instil marketing effectiveness and a Return On Investment (ROI) process within Senior Management 

 Follow an overriding strategy to move the Lottery away from a gambling organization to a consumer goods sales and marketing 
organization 
 

Compared to a "do nothing" scenario the report showed an opportunity to grow revenue to Scholarships (net income) by 

approximately $140m over the next 5 years. 

As a result of Camelot Global’s detailed report an RFQ has subsequently been issued in June 2015 for a Business Plan and Consulting. 

5. California State Lottery – Business Planning, Sales and Marketing Strategic Support 

Partnership  
Background: 

In July 2009, Camelot Global secured a 4-year engagement to provide consulting services to the California State Lottery (CSL) to help 

grow sales, transform the organization and so maximize returns to the State education system. Under the arrangement, Camelot 

provided CSL with a range of business consultancy and implementation support services, including: 

• Review of its existing operations, processes and proposals for improving CSL profitability  

• Development of Instants quarterly game plans, associated game designs and prize pay-out optimization  

• Development of CSL’s social responsibility strategy and stakeholder engagement plan 

• Development of marketing plans & advertising campaigns, brand frameworks 

• Introduction of econometric modelling to evaluate and inform media planning ROI 

• Introduction of merchandizing standards, retailer & sales team training, game inventory optimization, distribution planning, 

review of retailer incentives, retailer segmentation 

• Participation as a member on the RFP selection committee for determining the new advertising and media agencies for the $50m 

per annum account 

The objectives of the project were to provide understanding of the causes behind a 3-year sales decline, and in doing so, develop a 3-

year Business Plan (FY11 - FY13) to generate $2.25bn in incremental revenues and $780m in incremental net income, vs. a pre-

projected forecast by CSL, over the subsequent three years. Additionally, Camelot were required to implement proven structures and 

processes to drive sustainable growth beyond the 4-year engagement, through knowledge transfer and adoption of best practices 

throughout core Lottery departments. 
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Delivery: 

Camelot Global worked closely with the CSL management team to conduct a full situation analysis and to develop a 3-year Business 

Plan to grow sales and transform the organization. Camelot set out a broad range of initiatives to stem the decline and maximize the 

potential of CSL through optimization of the key commercial elements contributing to revenue growth and operational efficiency; with 

a focus on becoming a sales & marketing led organization with a ‘the consumer is our boss’ mind-set. 

Outcome: 

Camelot Global’s impact was dramatic with CSL’s reported lottery sales up $397.6m (+13%) for FY11 and $932.9m (+27%) for FY12; 

making CSL the fastest growing U.S. lottery in both FY11 & FY12. Ultimately the business plan delivered over $820m in incremental net 

income, an over-delivery of $40m versus forecast. 

Additionally, the adoption of Camelot’s social responsibility best practice, has seen CSL became the first U.S. lottery to achieve Level 3 

certification in the WLA Responsible Gaming Framework. 

The marketing process improvements, sales performance monitoring and retail best practice introduced by Camelot are now 

incorporated as business as usual within CSL operations. 

E.4.G - Vendor should provide proof that demonstrates knowledge and 

understanding of Lottery player reaction to changes in wagering opportunities 

within a jurisdiction or surrounding jurisdiction within last 5 years. Proof may be 

in chart, graph, narrative or other form 
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Introduction 

The following section demonstrates Camelot Global’s ability to change consumer behavior to 

increase sales growth through sales and marketing initiatives and activities. 

1. Add-On Games: EuroMillions (The UK National Lottery)  – Through understanding 

consumer preferences, their barriers to play and developing products to meet identified needs, 

Camelot has attracted new, infrequent and lapsed players to the Lottery. A relevant case study of this 

is the development of an add-on game to an existing game which increased the game’s sales by 40% 

in the 52 weeks from the add-on game launch 

2.  Refresh of Multi-Jurisdiction Game: EuroMillions (EuroMillions Community) – EuroMillions is a 

multi-jurisdiction game launched in 2004. It is now played across 10 European lotteries, 3 currencies 

and 2 different time zones. Camelot led a multi-jurisdiction, cross-project team to develop options for 

further enhancements to the EuroMillions game in 2011. These enhancements delivered a 63% 

increase in sales across the EuroMillions community in the next 52 weeks    

3. Game Development and Validation: Lotto 6/49 (Interprovincial Lottery Corporation (ILC) – 

Canada) – The launch of a 2nd multi-jurisdiction game in Canada LOTTO MAX had an almost 

immediate impact on the legacy big jackpot game Lotto 6/49 with sales down 32% in 2 years. 

Through conducting an in-depth diagnostic of the Canadian big jackpot category and players Camelot 

Global submitted a range of compelling game concepts to turnaround Lotto 6/49. Through further 

research and validation Camelot made a recommended solution to the 5 Lotteries within the ILC that 

went live in September 2013. The results have been Lotto 6/49 sales have grown by up to 19% on 

base draw days   

   4. Instants Consumer Insight Programs: £3 Instants Game Launch (The UK National Lottery) – 

Through utilizing consumer insight Camelot identified an opportunity of an extended play Instants 

game that would be incrementally beneficial to the category. The £3 price point game was launched 

in March 2011. To ensure minimal cannibalization (steal) from other price point games Camelot used 

consumer research and insight to develop a well-defined differentiation strategy. As a result the £3 

price point is not only still within the portfolio of Instant games in the UK it represents 12% of all 

Instants game sales with average weekly sales of $16m 
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5. Retail Excellence: Site + Stock + Sell Program (The UK National Lottery) – Following a 

comprehensive review of Camelot’s retail operations retailers, lottery staff and consumers were 

confused at what the best execution was for the Lottery in stores. This lead to the launch of a new 

branded retail excellence program called Site + Stock + sell deigned to drive excellent in-store 

standards. As a result the retailers, the Lottery’s staff and the consumers are very clear on what a 

good lottery store should now look like. Through this increased focus on store excellence average 

annual sales per retailer  have increased by over $4,800 

6. Grow Retail Sales in an Internet Environment:  Increasing Retail Sales in a Multi-Channel 

Environment (The UK National Lottery) – Through continually engaging and listening to many of their 

now 50,000 retailers Camelot have continued to grow lottery sales in retail even in a multi-channel 

market.  Remaining focussed on a clear 4 point retail operations strategy Camelot have ensured that 

sales through other channels such as interactive are incremental and not just stealing from retail    

 7. Reacting to Changing Purchasing Behaviour:  Reacting to Retailer’s Needs and Changing 

Purchase Behavior (The UK National Lottery) – Camelot always continues to adapt to changes in the 

retail market to ensure it remains relevant to both retailers and consumers. Through conducting 

extensive research with retailers and consumers it was identified that a key barrier to consumers 

playing the lottery was the means of purchasing. In particular that consumers could not purchase a 

lottery ticket with the rest of their shopping. As are result Camelot worked with key retailers to 

design a technical solution allowing customers to purchase lottery tickets at every till point in their 

stores. Known from a development perspective as “Extended Means of Playing” or “EMoP” this was 

launched in 2012 with highly positive feedback and results        

1. EuroMillions Add-On Game – UK Focus: Guaranteed Millionaire Raffle add-on game – The UK 

National Lottery - New Product Launch - Case Study: 

Background:  

Camelot has attracted new, infrequent and lapsed players to the Lottery in the U.K. by understanding 

consumer preferences, their barriers to play and then developing products to meet identified needs 

and provide reasons to play.  
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To enable this Camelot invests in research to understand its consumers’ needs. Consumers purchase 

lottery tickets as they do other small-dollar entertainment items such as food, candy, and soft drinks. 

Just as in other Consumer Goods industries, to be successful, the first essential is to know the 

consumer and to respond to their needs with the best products. Camelot approaches the lottery 

business this way, taking care to understand consumer needs and develop relevant products. 

This approach to the lottery category has ensured the UK National Lottery portfolio of games has not 

remained stagnant, but has changed in response to market demand.  

An example of this tracking of game performance and consumer response – is illustrated by a case 

study in which Camelot responded to dissatisfaction with one important aspect of the EuroMillions 

games as it played out in the UK.   

The consumer insight from 2008 research of the UK National Lottery portfolio of games was that for 

UK players, there was the perception that ‘there are not enough EuroMillions millionaires in the UK.’ 

This perception was a barrier holding back many players, who played Lotto for the chance of a big 

jackpot win, but were not playing EuroMillions, despite addressing the similar need of ‘winning a life 

changing amount of money’. In fact only at the time less than 40% of Lotto players additionally 

played EuroMillions. 

Delivery:  

Camelot paid close attention to consumer feedback; developing and testing a range of options to 

come up with the best way to address the barrier to play of ‘not enough EuroMillions millionaires in 

the UK’ and create incremental revenue. 

Camelot addressed these key insights by introducing an enhancement to the EuroMillions offering, 

via introducing an add-on game that provided the consumer-led benefit of a “Guaranteed UK 

millionaire every draw”. The add-on game was funded by a 33.3% price increase to £2.00 ($3.00).  It 

is an enhancement unique to the UK and at that time the lottery world, not affecting the way 

EuroMillions is played in the other countries. 

The new game featured with every purchase of EuroMillions and the prize was allocated by a raffle 

mechanic every draw, so players were not required to do anything beyond check the extra raffle 

codes to see if they had won. 

Outcome:  
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The result for the first fifty-two weeks saw an increase of 40% in sales and was driven by encouraging 

lapsed players to re-engage with the games and attracting Lotto players to play. Despite the 33.3% 

price increase, overall lines sold increased. 

 

 

Fig.1 - 52 week pre and post impact on lines sold delivered +40% in sales 

 

Fig. 2 Millionaire Raffle in the UK delivered a step change in regular play and thus retained sales 
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Fig.3 The appeal of Millionaire Raffle helped step change UK within the community 
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Results as at end of 30th June 2015: 

985 UK Millionaires created & counting 

vs. 34 top tier UK EuroMillions winners between Feb 2004 - Nov 2009  

vs. 70 top tier UK EuroMillions winners since Nov 2009  

Over €2.6 billion in incremental sales generated 

Seismic shift in player behaviour – from the start of the UK National Lottery in Nov 1994 the most 

popular consumer purchase had been solus Lotto play; but post the  introduction of Guaranteed 

Millionaire Raffle add-on game the dominant player purchase was for both Lotto & EuroMillions; with 

over 50% of Lotto players adopting EuroMillions with the added Guaranteed Millionaire Raffle into 

their purchase repetoire 

Without tracking consumer attitudes and the extensive rounds of research that went into this 

product enhancement, such a successful step change would not have been possible, due to the risk 

of guaranteeing a £1m prize every draw. 

Based on this success, the innovative and compelling game proposition of a Guaranteed Millionaire 

Raffle game has since been replicated by other lotteries in France, Italy, Canada and UK main Lotto 

game. 

2. Refresh of Multi-Jurisdiction Game – Community Focus: EuroMillions May 2011 Community 

Wide Game Enhancement - Europe Based Draw Based Game - Case Study:  

 

Background: 

EuroMillions is a multi-jurisdictional big jackpot game operating across 10 European lotteries, 3 

currencies & 2 time zones. The game launched February 2004 in France, Spain and the UK. By 

October 2004, the founding partners were joined by second phase partners: Austria, Belgium, 

Ireland, Luxembourg, Portugal, and Switzerland. 
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The first full year of all ten lotteries contributing to sales, saw the total community deliver sales in the 

region of $4.5 billion per annum.  By the close of 2008 total EuroMillions community sales were in 

the region of $6.5 billion per annum but indications were that growth would soon be hitting a 

plateau.  

The original game design, envisioned on average the jackpot would be won every 4.7 draws, but by 

2007 the win rate had dropped to every 1.8 draws and in 2008 ran at every 2.1 draws. The 

EuroMillions community was concerned that this win rate was not healthy for the game proposition 

of being a ‘big rolling jackpot game’ and thus briefed the community Marketing Work Group (MAWG) 

to review the situation and make proposals that would return the game to delivering on its 

proposition and deliver increased revenues.  

Delivery:  

Camelot’s Matt Osgood, chaired the MAWG during this time and drove the facilitation of response to 

the brief by leading a multi-national, cross-functional project team to develop options for the 

EuroMillions game enhancement.  

At each stage of the process, Matt had to ensure community wide consensus at the MAWG to enable 

the progression to the presentation of findings, concepts and MAWG recommendation to the 

community Directors and CEOs to gain their sign-off of the recommended game changes for launch in 

May 2011. 

Matt initiated a comprehensive phase of fact finding from internal and externally available sources, 

alongside a comprehensive review of game performance and expected future performance. This 

review consisted of: 

Core game mechanics were short listed as jumping off points e.g. additional draw day, matrix 

changes combined with additional prize tiers, increases to prize pay-out etc. to illustrate likely impact 

on roll cycles, launch messaging, average win rate, expected sales increases, development time scales 

and player perceptions relating to each change 

Consideration of macro factors, ranging from any individual member lottery game enhancements and 

the evolving global economic crisis. Combined with our data gathering, the qualitative research 

informed the potential fertile and viable options to explore further, what players found positive in 

them, and the key watch outs that would need to be addressed 
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Game development workshops took place to form a range of differing potential game concepts, 

which were subsequently refined by cross-functional project team. The game territory assumptions 

were tested in particular for player perceptions with regards to appeal vs. barriers via qualitative 

research in France, Spain and the UK 

Outcome:  

The result for the total EuroMillions community sales for the fifty-two weeks prior to the first draw of 

the EuroMillions game enhancement on May 10, 2011 were $6.7bn.  Fifty-two weeks post the game 

enhancement, total community sales were over $11 billion (+ 63%) making EuroMillions the world’s 

largest multi-jurisdictional big jackpot game by annual sales. 

In the UK, before the enhancement average weekly spend on EuroMillions was approximately $4.80. 

Within the first 52 weeks of the enhancement this grew to $6.70 per week and in 2015 has settled at 

approximately $6.40 per week. 

3. Lotto 6/49 Game Development and Validation Processes – The Interprovincial Lottery 

Corporation – Case Study: 

 (Covering the enhancement to an existing game, introduction prize tiers and a price increase) 

Background:  

LOTTO MAX was launched in 2009, as a second multi-jurisdiction game in Canada, the new CAD $5 

had an immediate impact on the legacy big jackpot multi-jurisdiction game Lotto 6/49, by -32% in 

two years. On all counts whether it be starting jackpots, overall odds, value and jackpots levels 

reached, LOTTO MAX had been designed to better Lotto 6/49. In 2011 the 5 Canadian Lotteries 

sought solutions that: 

It must be complementary and differentiated from LOTTO MAX  

It must remain true to its considerable Brand Equity.  Elements of the Lotto 6/49 Brand Equity include 

the Lotto 6/49 name, the 6/49 game matrix, and the multi-million dollar jackpot offering   

It must be able to thrive on a long term basis within the new multi lotto game reality 

It must have the potential to achieve critical mass in every region and attract a new generation of 

lottery players as the Lotto 6/49 franchise continues to mature 
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It must provide recommendation as to whether the new Lotto 6/49 product enhancement ideas will 

target a) increased spend or play frequency by current or lapsed players or b) attract new players 

It will grow sales by additional CAD $6m+ per week over the first year, a 10%+ target 

Camelot was tasked to provide strategic direction to generate sustained, long-term growth in the 

Canadian lottery market and future-proof Lotto 6/49, an established game which has been running 

since 1982.  

The objective was to provide broad strategic direction and specific concept ideas for development of 

product design changes and concepts to help generate sustained long term growth within the 

Canadian lottery market. The key deliverable was the generation of a set of fresh new product 

enhancement ideas that would attract diverse user base and help increase spend and play frequency 

by current players. 

Delivery:  

Camelot Global has great experience in developing and validating ideas for the new product 

development process and in leading creative product development and idea generation sessions. 

Camelot Global was responsible for leading a new product ideation process with participation from 

executives representing ILC and the Regional Marketing Organizations across Canada. This included: 

Atlantic Lottery Corporation Inc., Loto-Quebec, Ontario Lottery & Gaming, Western Canada Lottery 

Corporation, and British Columbia Lottery Corporation. 

To deliver viable solutions, the Camelot team carried out a range of activities, including: 

An in-depth, 193-page diagnostic of the Canadian big jackpot category, which comprises Lotto 6/49 

and the newer LOTTO MAX game  

Interviews with key stakeholders across each of the five lotteries  

Retail visits and consumer qualitative research focus groups in Montreal and Toronto  

An ideas workshop with representatives from the ILC, the five Canadian provincial lotteries across 

Canada – Atlantic Lottery Corporation, Loto-Québec, Ontario Lottery and Gaming Corporation, 

Western Canada Lottery Corporation, and British Columbia Lottery Corporation – and their marketing 

agencies  

Stakeholder engagement  
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Refining and financially validating the workshop outputs and creating research stimulus  

The project culminated in Vancouver, where Camelot presented its approach, rationale and 

recommendations to Marketing Directors, Senior Vice Presidents and Managing Directors from all 

five Canadian lotteries for sign off 

Outcome:  

Delivering against the brief to ensure that Lotto 6/49 remained the same game players know and 

love, only better, Camelot submitted a range of differentiated and compelling game concepts for 

research and validation.   

The Camelot recommended solution, researched best with over 10,000 Canadian lottery players and 

went live in September 2013 at a new, increased price point of CAD $3 (from CAD $2). The enhanced 

Lotto 6/49 offered a new $1 million prize that's guaranteed to be won in each and every draw, 

jackpots that start at $5 million, and new free play prizes that can be won by matching just two 

numbers.  

 

Comparing Lotto 6/49 Sales/Jackpot before and after the launch, we can see that results were 

favorable for all jackpot levels in fiscal 2014. 

 

 

 

 

 

4. Instants Consumer Insight Programs – The UK National Lottery - Instants Case Study:  

Background:  

Base Draws Roll 1 Roll 2 Roll 3 Roll 4

Lotto 649 Wed Sat Wed Sat Wed Sat Wed Sat Wed Sat

F2012 4,801,407$    5,493,170$    5,608,064$ 6,087,891$    6,152,619$ 6,890,431$ 6,575,553$ 6,934,608$ 7,231,608$ 8,306,040$ 

F2013 4,773,595$    5,369,611$    5,364,877$ 5,943,157$    5,762,827$ 6,474,665$ 6,349,596$ 6,812,459$ 7,171,689$ 7,552,963$ 

F2014 Pre launch 4,676,389$    5,272,378$    5,264,658$ 5,907,235$    5,934,625$ 6,368,753$ 6,051,674$ 7,282,446$ -$              7,153,378$ 

F2014 Post launch 5,655,522$    6,262,835$    5,849,830$ 6,797,664$    6,884,325$ 7,165,012$ 6,631,208$ 7,692,912$ 7,675,463$ 7,797,299$ 

Increase (Decrease) from pre launch 979,133$       990,457$       585,173$     890,429$       949,700$     796,259$     579,534$     410,466$     n/a 643,921$     

Increase (Decrease) from F2013 881,927$       893,224$       484,953$     854,507$       1,121,498$ 690,347$     281,612$     880,453$     503,775$     244,336$     

Increase (Decrease) from pre launch 20.9% 18.8% 11.1% 15.1% 16.0% 12.5% 9.6% 5.6% n/a 9.0%

Increase (Decrease) from F2013 18.5% 16.6% 9.0% 14.4% 19.5% 10.7% 4.4% 12.9% 7.0% 3.2%

Source: OLG province 

sales 
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Consumer insight identified a large group of consumers that wanted Instant games which offered a 

slightly different play-experience and the introduction of extended play games would be 

incrementally beneficial to the category. The £3 price point was therefore introduced in the UK in 

March 2011. This may have seemed counter intuitive as a £3 game could potentially cannibalize from 

£5.However significant Instant category growth had been achieved in the UK (5 year CAGR = 9.6%up 

to and including 2010/11) with a well-defined differentiation strategy. Part of the growth was 

achieved by responsibly ‘trading up’ consumers to higher price point games. They were offered 

consumer propositions that were reflective of the stake.  

 

Delivery:  

The research showed a group of consumers that appreciated the extended play / time out moments. 

They enjoyed games such as ‘bingo’ and it was clear the current portfolio failed to offer games that 

deviated from standard ‘immediate gratification’ products. A combination of qualitative and 

quantitative research provided compelling evidence for a new range of products at £3, as well as 

market sizing, market potential and important consumer positioning. The £3 Instants product launch 

was well supported in-store, and also benefitted from above-the-line support in the form of TV. (c. 

360 TVRs) 

Outcome:  

Sales of £3 extended play games averaged c. $5.5m per week in FY2011/12. The price point has 

grown significantly since and nowadays creates approximately $16m in sales per week. In 2011, £3 

represented approximately 12% of total Instant game sales. Today the proportion of sales from this 

important price point has grown to c. 20%.  

5. Driving Excellence in Retail – The UK National Lottery - UK Retail Case Study:  

Background: 
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Following a comprehensive review by Camelot of the UK National Lottery’s retail operations in 2010, 

3 key stakeholders were identified relating to the role of the retail sales team: the Sales Management 

Team, the Retailer and The Sales Representatives. It was agreed there was inconsistency across each 

stakeholder on what the role of the Sales Representative was in dealing with their retailers and what 

the retailers should expect from their Lottery Sales Representative. This was having a negative impact 

on the in-store execution of lottery in retail whether it be the location of lottery merchandize, the 

range and display of Instant tickets or the retailers and the Sales Team working together to sell 

lottery tickets to the consumer.   

Delivery: 

As a result Camelot made the decision to change the way in which their sales team managed their 

retail estate. In 2010 this was approximately 26,000 retailers at the time which has since grown to 

nearly 50,000 retailers in 2015. 

In addition to changing their working practices Camelot also made the decision to brand the new 

processes to ensure it drove a consistent approach and theme across all areas of both their own 

business and all their retailers. At this point the Site + Stock + Sell approach was launched and 

branded as shown in the graphic below: 

    

Keeping things very simple the 3 headings of Site + Stock + Sell related to the location of the play 

stand and agreed point of sale materials (Site), the Instant tickets range and merchandising (Stock) 

and the opportunities to up-sell lottery games to the consumer either through display or other key 

actions (Sell). 
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As a key part of this approach Camelot designed a new scorecard that meant every retailer was 

scored out of 10 against 6 key criteria on every visit made by their Lottery Sales Representative. This 

information was then shared with the retailer and their staff to show how they could improve their 

store execution and grow sales. It also gave the Camelot UK Sales Management Team the 

opportunity to measure the progress of their sales initiatives and their respective Sales Teams. It 

provided a consistent approach across teams and their retailers, and became part of day to day 

lottery language. 

The graphic below shows the daily scorecard every retailer was scored against as part of Site + Stock 

+ Sell:  

 
  



 

SP-15-0097 Commercially confidential  Page 42 of 57 

The graphic below shows the scoring criteria as detailed on the scorecard and the weighting given 

against each criteria to make a score out of 10: 

 

Site + Stock + Sell was launched in the UK in 2010 and was extremely well received by all key 

stakeholders. It met the main objectives of being Simple, Focussed and Accountable.   

Outcome:  

Site + Stock + Sell quickly drove major improvements in In-Store Execution across the UK Lottery 

retail estate. As a result this focus on In-Store Execution continues to be used for all UK Lottery 

Retailers and whilst it has evolved over time it remains as one of the key ways the Lottery does 

business with its retailers. 

The chart below shows the % improvements made against each criteria of Site + Stock + Sell from the 

first visit to the end of its first full year (termed latest on the chart): 
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In addition and most importantly through detailed analysis Site + Stock + Sell has been proven to 

drive sales growth in retailers who achieve the highest scores out of 10. Across the entire retail estate 

the average uplift for every retail store was £4,800 per annum.  This equates to 1.5% absolute growth 

as a result of Site + Stock + Sell. 
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The chart below details the sales growth driven by Site + Stock + Sell: 

 

 

Camelot continues to have an obsessive focus on achieving perfect in-store retail execution driven by 

initiatives such as Site + Stock + Sell. 

This obsessive focus on store standards to drive excellence in retail and achieve perfect in-store 

execution is bought in to by all stakeholders. It has quickly been seen as a shining example of 

consumer goods best practice for maximizing the impact and visibility of a major consumer brand in 

the retail environment.   

This approach has now been successfully used by a US Lottery through a consultancy engagement 

between Camelot Global and the Kentucky Lottery Corporation (KLC). As a result of a comprehensive 

retail operations assessment conducted between April and May 2014 the KLC implemented a Score + 

Sell + Succeed program in the summer of 2014 as a brand new in-store standards program. 

The KLC includes this initiative as one of the key drivers of them achieving record sales and returns to 

college scholarship and grant programs in FY2015. 

6. Increasing Retail Sales in a Multi-Channel Environment - The UK National Lottery – UK Retail 

Case Study: 

Background:  

The overall benefit has 

amounted to an average of $92 

per store per week Equivalent to 1.5% sales growth 

per store 

Site + Stock + Sell adds $4,800 per store per annum 
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The UK National Lottery operates in a mass gaming market and the success of the games is 

dependent upon high levels of participation. 

In the UK those seeking a flutter are never far from a gaming medium – be that on the high street or 

in the interactive environment. Therefore in an environment such as the UK the Lottery needs to 

adopt a multi-channel approach to capture and hold players’ interest. 

Critical to the success of this move towards a multi-channel approach in the UK is to continue to grow 

sales within the largest segment which remains by some distance the retail channel. 

Through continually engaging and listening to retailers including the implementation of new 

initiatives such as Site + Stock + Sell as highlighted  in another case study, lottery sales have 

continued to grow in the retail sector whilst other channels such as interactive play have been 

launched. 

The objective has therefore been very clear, to continue to grow sales in retail and work with our 

retailers to maximize lottery sales in their stores to whilst driving incremental sales by providing a  

multi-channel approach for players ensuring they can play whenever and wherever they want to. 

 

Delivery: 

Camelot UK developed a very clear 4 point strategy on how to best manage their retail operations 

and therefore maximize sales. In the UK there are now approximately 50,000 lottery retailers. 

The 4 points are: 

Optimizing distribution  

Engaging retailers 

Delivering Excellent In-store Execution 

Adapting to Retail Trends 
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Through continually analyzing its terminal distribution Camelot ensures that distribution is optimized 

and the consumer is always close to a lottery terminal. In its desire to follows shopper trends 

Camelot also has a New Business Development team to seek out new retailer opportunities where 

Lottery is not currently available but players desire it to be. 

To engage retailers in effectively selling Lottery products Camelot has dedicated sales team of Field 

Reps, Telesales Reps and Key Account Managers. The Field Reps and Telesales Reps ensure retailers 

always have a contact point with the Lottery either face to face to over the phone, while a Key 

Accounts team is responsible for engaging major chain retailers at Head Office and Regional Level. 

This ensures there is strong advocacy towards the lottery whether from an independent “Mom and 

Pop” type retail store to a major grocery chain such as Tesco or Asda (part of the Wal-Mart family of 

stores). The resource is directed to ensure that they are most effective for that retailer, even to the 

point of implanting Camelot’s own key account managers to work based in retailers’ own head 

offices. 

The main obsessive focus in all lottery retailers for Camelot is to work with them and their staff to 

deliver excellent in-store execution. Since 2010 a new retailer store standards program was launched 

called Site + Stock + Sell to ensure a consistent approach across all key stakeholders. This is further 

detailed in the previous case study. Camelot has also worked with retailers around areas such as the 

look and feel of lottery equipment in their stores. This has led to more impactful equipment being 

introduced such as an Instants Ticket counter unit as shown in the enclosed photo to replace existing 

dispensers:  
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Through adapting to retail trends Camelot have ensured they are anticipating changes to the retail 

landscape and most importantly the lottery retail landscape. This can be in the form of understanding 

which retailers are performing best, where consumers are choosing to shop and understanding the 

key initiatives major retailers are working on. In this way Camelot can quickly adapt to new sales 

opportunities while also being able to identify any potential threats. 

Outcome: 

Multi-channel has been a key driver for lottery sales in the UK providing the opportunity for people 

to play wherever and whenever they want. Through the introduction of new channels Camelot has 

still achieved the objective to continue to grow retail sales. This demonstrates Camelot’s 

understanding of how to grow overall sales through investing in the right sales driving initiatives in all 

channels. 

Camelot have continued to invest heavily within their retail estate in terms of growing the retail 

estate, sales resource, innovative point of sale materials, play stands and promotions supported with 

initiatives to drive perfect in-store execution of its games and brand. 
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Since the launch of internet sales in 2003 both online and retail sales have continued to grow year on 

year. 

The chart below shows the indexed sales growth of the Retail and Interactive (Direct) Channels in the 

UK Lottery from the point of the launch in 2003 of the online/internet lottery channel.  

 

 

Camelot’s multi-channel strategy has been extremely successful in allowing consumers to play the 

lottery “any time, any place any how” and driving growth in retail and on-line.  

It is these credentials that have allowed Camelot to work with other lotteries in developing their own 

retail strategy.  

7. Reacting to Retailer’s Needs and Changing Purchasing Behaviour – The UK National Lottery – 

UK Retail - Case Study: 

Background:  

The retail market is continually evolving to better serve customers and save costs for retailers. 

In the UK Camelot, through working closely with retailers, understand that it is necessary to adapt to 

these trends to ensure the lottery remains relevant to both retailers and their customers - the lottery 

consumers. 
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Camelot conducted extensive research with some key chain retailers in the UK: such as WH Smith a 

major high street and travel hub retailer and Tesco Stores Limited the UK’s largest grocery retailer. As 

a result of this research conducted with many key stakeholders it was identified that a key barrier to 

playing the lottery was the means of purchasing. 

In particular many consumers did not play the lottery or did not play regularly because of the fact 

they could not purchase their lottery tickets at the same place they were purchasing all their other 

shopping. 

In addition to this retailers and their staff were concerned that in some outlets a single point of 

purchase can become problematic for serving lottery as on busy draw days particularly the lottery 

queue can impact the retailer’s ability to serve customers with other products. 

In response to this Camelot working with WH Smith in the UK have developed technology that allows 

consumers to purchase draw game lottery tickets at all tills in a store. It also enables virtually all the 

functionality of a Lottery terminal such as paying prizes and managing Instant ticket inventory. This 

significantly increased the number of access points to the lottery a consumer has in WH Smith stores. 

From a development perspective this was called Extended Means of Playing – “EMoP”. 
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Delivery: 

 EMoP was launched in WH Smith in 2012 with further roll-outs in other retailers such as Tesco Stores 

Limited following on afterwards. 

EMoP allows a lottery consumer to either scan a pre-printed card – known as a Fast Pay card, or 

choose a Lucky Dip (Quick Pick) pick their own numbers that can be entered by the retailer on the 

tills. 

The enclosed photo is of a Fast Pay card for the EuroMillions game. 

 

Through working with WH Smith as they have, Camelot have been able to secure excellent displays to 

support this new method of playing which was well received by players and staff alike.   

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://www.lottery.co.uk/news/85-million-pound-drop-1523.asp&ei=BLyjVaDvO4G2UKPvr8gB&bvm=bv.97653015,d.d24&psig=AFQjCNEY9vZaOSgqlES0vZ-tfKl0CvcP_Q&ust=1436880093524130
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Outcome: 

The development and launch of EMoP into WH Smith was a major project delivered on time and to 

budget. It involved working closely with key stakeholders from both Camelot and WH Smith and is a 

great example of Camelot understanding both future trends and their retailers’ requirements and 

being able to deliver against them. 

Lottery consumers were overall positive about the system thinking it easier and simpler with key 

benefits of speed, queue reduction and overall ease to play. Most importantly Camelot has 

developed a clear solution for the future through in-lane technology. 
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EMoP is now being rolled out to other retailers such as Tesco Stores Limited and the latest interest is 

from Asda Stores Ltd. the retail chain part of the Wal-Mart family. Camelot has been to Bentonville in 

Arkansas to discuss the opportunity with their own developers.  

For WH Smith it has enabled them to sell Lottery in stores that historically have not justified a Lottery 

terminal through being able to offer virtually the full Lottery functionality. 

 

E.4.H - Provide a list containing the names of each individual who will work under 

a resulting contract and his or her role in the project 

An established and dynamic team with experience of working together on similar past projects  
Camelot Global will provide a high performing staff team with extensive experience in all aspects of developing effective Lottery 

business planning, strategic solutions and large scale system implementation.  

Our team bring a wealth of lottery and consumer goods experience. Together the team has a track record of working effectively in the 

UK and internationally, demonstrating the transferability of its experience and skills through delivering successful engagements. These 

include the California State Lottery, New York State Lottery, the Massachusetts State Lottery, Canada's Interprovincial Lottery 

Corporation (ILC), the EuroMillions community, the award of the Pennsylvania PMA in January of 2013 and most recently the 

appointment of Camelot and An Post as preferred bidders for the Irish National Lottery.   

With more than 80+ years of lottery experience from our team, Camelot Global will work as a collaborative partner with the OAL in 

developing and executing all requirements of this RFQ. 

Full resumes of all the Camelot Global team are located within Appendix 3 

Summary Bio’s (Managing Individuals)   

Richard Bateson, Senior Vice President Sales & Marketing 

AR Role: Executive Director 

Richard is responsible for the sales and marketing capability of Camelot Global, leading a cross-functional team in business 

development, bid management, business strategy, planning and execution. Richard was the lead Director overseeing key strategic 

projects in New York, Texas, Arkansas and Kentucky; he was also responsible for the delivery of the Irish bid and our consultancy 

contract with the Atlantic Lottery Corporation. Additionally he is responsible for Camelot Global's iLottery team in Ireland - providing 

digital lottery services to Premier Lotteries Ireland (PLI). Richard has 12 years' lottery experience both in B2C and B2B. As a marketing 

specialist Richard joined Camelot to set-up EuroMillions (Europe's biggest multi-jurisdictional lottery game). 

Over his 12 years Richard has worked in project management, regulation, insight, marketing and sales. In his last role, in Camelot UK, 

Richard was responsible for the marketing and digital team (as Marketing Director) overseeing the growth of the UK National Lottery 

from a £5.1bn to almost £6.9bn lottery category (in four years). In 2011 Richard was elected Chairman of the Board of EuroMillions and 

President of SLE SCRL. 

Sam DePhillippo, Senior Vice President Government Relations 

AR Role: Senior Advisor and Government Relations 
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Sam is responsible for development of consulting business opportunities in the United States and Canada. This involves day to day co-

ordination, being the primary point of contact for lobbyists, consultants and advisors in those States that are of strategic interest to 

Camelot Global. He is also the subject matter expert in Camelot Global for the US Lottery market. Sam was the former Executive 

Director of the Massachusetts State Lottery from 1995-1998 where he achieved 5% in annual sales growth and a 10% profit growth. 

Sam has over 20 years' experience in the lottery industry. 
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Duncan Malyon, Senior Vice President, North America 

AR Role: Senior Advisor 

Duncan is based in the United States and leads our North American business. He joined from Camelot UK, where was Sales Director and 

a member of the Executive Board. He has grown UK National Lottery sales in retail by £1.3bn (30%) over 6 years, while online sales 

grew by £800m in the same time period. He was also responsible for the Customer Service and Logistics functions. 

Prior to Camelot, Duncan worked for Molson Coors, where he was Managing Director of their online business.  Previously he was Sales 

and Customer Service Director. He has also worked for Kraft Foods, where he held senior sales and marketing roles, and started his 

career with Coca Cola.           

John Skrimshire, Commercial Planning Manager 

AR Role: Project Manager 

John will be the full-time Dedicated staff Project Manager in Arkansas. He has worked for Camelot Global since 2013 and has 

developed extensive experience of working with lotteries in the USA. John was Project Director for the Review of the Arkansas 

Scholarship Lottery conducted for the Arkansas Bureau of Legislative Research from October to December 2014. Other engagements 

have included: The New York State Lottery, the Texas Lottery and the Kentucky Lottery Corporation. 

Prior to joining Camelot Global, John worked for 11 years for Camelot UK Lotteries Ltd. From 2003 to 2012 he was Senior Customer 

Business Manager at Camelot UK Lotteries Ltd. He was responsible for managing a number of large Key Account retailers including 

Tesco Stores Limited, the UK’s largest retailer and one of the largest grocery retailers in the world. In the UK Tesco sell over $1bn of 

lottery tickets through their network of 3,000 stores. During this time UK National Lottery sales in Tesco grew by over £350m. Key 

initiatives included the launch of In-lane technology (National Lottery Fast Pay) in 2005 and the negotiation of National Lottery 

terminals into Tesco Express stores from zero stores in 2003 to over 1,200 stores by 2012.  

John’s previous experience has been at Lindt Confectionery, Danone Dairies and 6 years at RJ Reynolds Tobacco in a variety of Sales 

and Marketing positions. 

Summary Bio’s (Delivery Individuals)   

Tim Haldenby, Head of Strategy 

AR Role: Strategy 

Tim is responsible for the five-year planning process for the Camelot Group of companies. This includes overseeing the annual strategy 

development process (from environment analysis/insight, through development of strategic options to presentation of the final 

strategy documents). Tim has also participated in a number of strategic projects during this period including; the finalisation of the 

financial arrangements for the Irish National Lottery licence, managing the financial aspects of the renegotiation of a strategic supplier 

arrangement and acting as strategy lead on Camelot Global's consulting assignment with the New York State Lottery. 

 

  



 

SP-15-0097 Commercially confidential  Page 55 of 57 

Andrew Lang, Corporate Development Manager 

AR Role: Strategy 

Andrew provides support for the five-year strategy planning and execution. He is also responsible for evaluating commercial 

opportunities for the company. Andrew has supported a number of key Camelot Global assignments, including game design modelling 

for ILC (Canada) and financial and strategic analysis for the New York State Lottery. Andrew provides regular market intelligence for 

Camelot Global - identifying new opportunities, carrying out initial scoping work as well as providing in-market support for current 

assignments. In addition, Andrew provides support to Camelot UK for its annual strategic planning process as well as advice on 

commercial projects. 

Laura Pearson, Head of Global Corporate Affairs 

AR Role: Corporate Affairs and PR Strategy 

Laura is responsible for Corporate Affairs for Camelot Global this includes all external and internal media relations, supporting all 

Government relations in Europe and North America and all aspects of marketing for Camelot Global. Laura has participated in a 

number of strategic projects which includes being the PR lead, pre, during and post our engagement; these projects include Arkansas, 

Kentucky, New York and Ireland. 

Steven Davidson, Vice President Insight  

AR Role: Instants and Brand Marketing 

Steve is responsible for overseeing the Insight team and all strategic responses for bid to operate and consultancy opportunities within 

Camelot Global. Steve set-up our proprietary insight database, manages all insight projects spanning North America and Europe. 

Recent consultancy work in New York, Texas, Arkansas and Kentucky includes a full business situation analysis, leading B2C insight 

research programmes, quantitative forecasting / modelling, trends analysis and running workshops to shape brand and channel 

strategies. 

Matt Osgood, Vice President Marketing & Brands 

AR Role: Draw Games and Brand Marketing 

Matt joined Camelot in 2004, working in a variety of roles in Retail and Brand marketing including: UK Marketing Manager of 

EuroMillions and serving as the Marketing work stream Chair of the EuroMillions community 2008 - 2010. Matt was responsible for 

marketing work streams within Camelot's partnership with the California State Lottery and he led Camelot’s engagement with the 

Interprovincial Lottery Corporation facilitating the product development process for the five Canadian lotteries. Other projects for 

Camelot Global include authoring the draw game and marketing strategies in successful bids for Ireland and Pennsylvania and in key 

consultancy engagements with the Atlantic Lottery Corporation in Canada, as well as Arkansas, New York and Texas lotteries in the US. 

Most recently he has been advising the EuroMillions community on a major game evolution for 2016 and providing marketing 

implementation support for the Irish Lottery. Prior to joining Camelot, Matt spent 10 years in the UK advertising industry, working 

across a range of Consumer Packaged Goods categories. 

  



 

SP-15-0097 Commercially confidential  Page 56 of 57 

Jack Murray, Senior Consumer Insight Manager 

AR Role: Consumer Insight 

Jack's key responsibility is to define and develop consumer and desk research to support strategy in consultancy/bid to operate 

projects. Since joining the team, Jack has been heavily involved in consumer research to understand issues, motivations, barriers and 

consumer response to specific key initiatives in lottery play in Ireland, New York, Arkansas and Ontario. 

Tom Luff, Global Insight Executive 

AR Role: Consumer Insight 

Tom joined Camelot Global in 2012 as a bid support assistant. Shortly after he moved to the Insight team to aid with critical thinking 

and insight surrounding projects and in the development of analysis models for lottery games. 

Adam Barry, Commercial Programme Manager 

AR Role: Commercial Programme Manager  

Adam heads up Camelot Global's Proposals Management and Project Management function. Adam has extensive experience in leading 

and managing projects and proposal ensuring implementation of strategy, stakeholder management, delivery and governance 

processes. During his time at Camelot Adam has been responsible for the management of the successful Premier Lotteries Ireland (PLI) 

bid for the Irish National Lottery. Following this he led the delivery of Camelot's engagement with the New York State Lottery to deliver 

a five-year business plan that included research into alternative approaches. Prior to joining Camelot Adam worked in the management 

consulting field as Head of Proposals for a large consultancy and prior to this as a consultant. 
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E.5 Project Management (PM) and 

Staffing      

E.5.A – Provide name, and title of the full-time dedicated staff Project Manager 

and other responsible individuals who will work under a resulting contract. 

John Skrimshire, dedicated full-time Project Manager  
John will be the full-time Dedicated staff Project Manager in Arkansas. He has worked for Camelot Global since 2013 and has 

developed extensive experience of working with lotteries in the USA. John was Project Director for the Review of the Arkansas 

Scholarship Lottery conducted for the Arkansas Bureau of Legislative Research from October to December 2014. Other engagements 

have included: The New York State Lottery, the Texas Lottery and the Kentucky Lottery Corporation. 

Prior to joining Camelot Global, John worked for 11 years for Camelot UK Lotteries Ltd. From 2003 to 2012 he was Senior Customer 

Business Manager at Camelot UK Lotteries Ltd. He was responsible for managing a number of large Key Account retailers including 

Tesco Stores Limited, the UK’s largest retailer and one of the largest grocery retailers in the world. In the UK Tesco sell over $1.6bn of 

lottery tickets through their network of 3,000 stores. During this time UK National Lottery sales in Tesco grew by over $400m. Key 

initiatives included the launch of In-lane technology (National Lottery Fast Pay) in 2005 and the negotiation of National Lottery 

terminals into Tesco Express stores from zero stores in 2003 to over 1,200 stores by 2012.  

John’s previous experience has been at Lindt Confectionery, Danone Dairies and 6 years at RJ Reynolds Tobacco in a variety of Sales 

and Marketing positions. 

E.5.B - Identify the role and anticipated percentage of time allocated of each 

individual in the proposed work effort. 

Camelot Global will deliver the requirements of this RFQ through a blend of both co-located and UK based resources to ensure the 

most efficient model for the OAL whilst allowing access to the Camelot Global Network of lottery experts.  

All resourcing and allocation of time will be finalised and agreed at the negotiation stage however, our current assumption is that 

individuals will be assigned to delivery of the project under 1 of the following scenarios:  

100% dedicated to the Project - A number of key individuals, such as John Skrimshire, will be dedicated to the project full time. These 

individuals will be totally submersed in all aspect of the project and will provide input across all work streams. It is proposed that these 

individuals will be co-located with the OAL/ASL in Arkansas for the duration of the project and implementation.   

50% dedicated to the Project – The majority of key Subject Matter Experts (SME’s) such as Brand marketing (Matt Osgood), Draw 

based Games and Instant principal (Steven Davidson) consultants will fall within this category. These individuals will be co-located and 

where effective also support from the UK in the most efficient blend.  
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25% dedicated to the Project – Camelot Global will utilize a number of specialist resources throughout the project as and when 

required. These individuals and their skill sets/ experience will be harnessed at specific milestones to support the team for example to 

lead the strategy sessions listed within our work plan (appendix 4). An example is Tim Haldenby – an experienced strategy Principal 

Consultant who has worked on similar project in New York and leads the UK strategy process.  Individuals in this category will be co-

located as and when necessary whilst supporting from the UK where efficient.  

10% dedicated to the Project – These are highly specialised and experienced individuals that Camelot Global may call on from our 

Global Network of specialists to enrich delivery and provide independent challenge.      

During the Business Plan Project and as the requirements move to that of implementing, and therefore realizing the net revenue 

upside identified, Camelot will also seek to recruit highly experienced and skilled local resources within Arkansas as required. In 

recognition of our commitment to the local economy where a need for a generic, non-specialist, capability is identified Camelot Global 

will evaluate the options to hire individuals from the local workforce.  
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E.6 Work Plan and Timeline       

E.6.A - Describe in detail the work plan and methods you will use to evaluate OAL 

and to recommend actionable plans. 

Overview 

Camelot has developed a detailed, credible and realistic plan to deliver the detailed and implementable 5 year business plan required 

in this RFQ in an efficient 14 week period – A large format version can be found in Appendix 3.  

Whilst the development of the final Business Plan (and implementation Plan) will span across this 14 week period it is important to 

highlight that this period also contains the realization and implementation of quick win initiatives identified from week 7.  This ensures 

that the Lottery is able to begin to realize the maximum possible upside in net income growth without delay.  

Whilst the direct requirements of this RFQ is the development of a 5 year business plan, the development of the business plan will not 

on its own deliver growth in net revenues. Increases in net revenue will only come for the efficient and effective implementation of the 

initiatives identified as part of the 5 year business plan. To this end Camelot Global has specifically identified an Implementation Plan 

work stream within the work plan. As a result, the implementation of the business plan will not be delayed until the end of the 14 week 

period but will instead be phased to start from week 7 so that the implementation is already up and running when the business plan is 

concluded, thus ensuring a seamless transition between business plan development and implementation.     

Principles  

Camelot’s work plan is designed to utilize existing information and data were available as a base. For example, the Business Review of 

the ASL delivered previously by Camelot in December 2014 will be an important document as well as any ‘new’ data that has taken 

place since December 2014.  

The work plan is separated into 6 key work streams. 

Before implementing these work streams there will be a “Phase 0” to set-up our organization on the ground in Arkansas which we 

anticipate will take 1 week. 

The 6 work streams are as follows:  

 Insight and Hypothesis  

 Strategy and Sales and Marketing Planning  

 Enablers and Draft P&L  

 Business Plan  

 Implementation Plan  

 ASL Requirements  
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The work streams are proven to ensure an end to end delivery of this project. There is also a set-up and organization phase which is 

Camelot’s preparation in market to ensure the engagement starts off in the most productive and time efficient manner for the OAL / 

ASL.  

Note to reviewer - The work plan currently assumes a start date of September and is based on generic 5 day weeks and subsequent 

delivery days. Once an exact date is agreed the plan will be adjusted accordingly to reflect exact dates 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The above is screenshot of the work plan provide in a large format within Appendix 3 and the basis of the narrative of each phase 

below 

‘Set Up and Organization’ (Week 0) 

Having agreed a commencement date with OAL, Camelot Global will deploy a Pre-Delivery team during ‘week 0’.  It is Camelot Global’s 

assumption (and recommendation) that the delivery team will be co-located with the ASL to ensure access to stakeholders and 

information.  

This pre-delivery team will be led by the full time dedicated Project Manager, John Skrimshire, and its objective is to ensure that the 

Camelot Global team and OAL/ ASL is ready to commence delivery off the 14 week business plan development process. The team will 

work with the OAL/ASL to agree a final scope of works and detailed delivery plan that is then approved by all parties and forms the 

‘base work plan’ that any amendments can be cross referenced against and agreed as required.  

Additionally, the team will work with stakeholders to schedule requirements and meetings such as interviews and collection of existing 

data to build the projects ‘data warehouse’. The Team will ensure that logistics such as security passes and IT requirements are in order 

and that the Camelot Team is compliant with any policy and requirements that it is required to comply with.   

Milestone – Camelot Global and OAL/ASL ready to commence delivery of 5 year Business Plan.  
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Phase 1 – ‘Collection and Review of Existing information’ (week 1 – 2)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Phase 1 will commence with a welcome and introductory meeting between OAL/ASL (and key suppliers and vendors) and the co-

located Camelot Global team. This is an opportunity for everyone to introduce themselves and briefly cover off their role in the project 

and the agreed delivery work plan.  

Our co-located team will then begin the process of collecting and analysing exiting data from both OAL/ ASL and substantive suppliers/ 

vendors to ASL. Analysis will focus on extrapolation of Hypotheses including those from the report completed in December. Analysis 

will be supported by the Camelot Global Network of experts in the UK with the added benefit of being able to utilize time zone 

differences and access to our central data warehouse of global lottery data. One of the key areas of focus will be to evaluate and 

refresh our understanding of existing research available to the ASL.  This will allow the Camelot Global team to begin to scope out 

future insight requirements in support and validation of hypothesis.  

As well as collecting and analyzing data the team will undertake stakeholder interviews with key ASL stakeholders and vendors which 

will be scheduled during week 0.  These interviews will focus on any developments that have taken place post the December Business 

Review process or additional areas of focus that have been identified. Particular areas of focus will include Marketing Processes, Retail 

Processes and Operating Procedures   Notes will be taken in confidence and shared with those in attendance to ensure an accurate 

representation has been captured.  
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Phase 2 – ‘Defining Hypothesis and Insight Requirements,’ (week 3– 5)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Having completed phase 1, the Camelot team will define the working hypothesis and subsequent insight requirements to validate 

them. These outputs will be split into three sub work streams of activity:  

 Consumer – development of a 3rd party research agency brief for both Qualitative and Quantitative consumer research. A process 

will be undertaken to identify and on-board the correct 3rd party agency to undertake the works with the choice of agency will be 

closely coordinated with OAL/ASL. The successful agency will be directed, managed and supported by the Camelot Global team, 

specifically our expert insight professionals (Steve Davidson and Jack Murray)  

 Retail – a 3rd party research agency, directed, managed and supported by the Camelot Global team, will be determined to map 

existing retail and retailer opportunity in market as well as at future research trends to determine the optimal estate and possible 

future expansion. In developing the brief for this work, new forms of retail and retail technologies will be considered  

 Marketing – a brief will be developed for existing marketing (and media buying agencies as appropriate) and potentially 3rd 

parties utilizing the Camelot Global’s marketing experts (Matt Osgood and Richard Bateson) to determine marketing effectiveness 

and media usage in Arkansas – as well as maximising value and processes with current marketing vendors and substantive vendors  

Finally, during this period the Camelot Global team will agree the Business Plan format and layout with all stakeholders to ensure that 

the final output is exactly as expected.  
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Milestones: 

 Insight Requirements and Hypothesis defined  

 Report delivered to OAL/ASL summarising insight requirements, reviews and working hypothesis  

 Approval of insight requirements signed off for commencement of Phase 3   

 Report delivered to OAL/ ASL detailing all research requirements and briefs as well as proposed 3rd party agency to deliver  

Phase 3 – ‘Validation and testing of hypothesis through insight and implementation of quick wins’ (week 6 – 13)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Phase 3 will see the undertaking of consumer insight fieldwork consisting of Qualitative and Quantitative research.   

During this period a number of Strategy Sessions will take place. These sessions are part of Camelot Global’s proven and pioneering 

delivery method whereby all experts are brought together in intense and productive ‘scrum sessions’ to work through and summarise 

initial findings from research and analysis from all activities across lottery operations. Ultimately, these sessions validate the working 

hypothesis.  The sessions continue as more insight becomes available and therefore hypothesis become further validated. In 

conjunction with the strategy sessions, during this phase the Camelot Global team will develop a financial model and a draft profit and 

Loss account based on past and current data that will allow the forecasting of the business plan initiatives.  

One of the key milestones of Phase 3 is the identification and implementation of immediate quick win initiatives in week 7.  By 

identifying these immediate quick wins as part of the 14 week process OAL/ASL can maximize the growth in net revenue before the 

completion of the 14 week Business Plan period. It also means that there will be a seamless transition between business planning and 

implementation. Camelot Global’s experience means that we are unique as a vendor in being able to identify and implement these 

immediate quick wins as part of the 14 week process rather than upon completion of the business plan.   
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Drafting of the Business Plan output will commence during this period and continue to be refined until finalization and delivery.  

Milestones: 

 Commencement of Consumer and Retail field work  

 Report delivered to OAL/ASL detailing quick win and implementation plan  

 Start of immediate quick win implementation begins  

 Qualitative results received  

Report delivered to OAL/ ASL detailing synthesized Qualitative results   

Phase 4 – ‘Finalization and Delivery’ (week 13-14)  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Having concluded the validation of hypotheses through insight in phase 3, phase 4 is about finalizing the business plan, modelling the 

outcomes and completing the detailed implementation plan that is critical to the OAL/ASL realizing the upside potential identified 

within the business plan.  

The Implementation Plan will consider the resources, costs (capital on BAU) and forecast P&L. 

Phase 5 – ‘Presentation and Implementation – realizing upside’ (week 15 and onwards) 

The Camelot Global team will deliver a detailed and concluding presentation to the OAL/ASL as well as taking questions and feedback. 

Camelot will also seek to agree next steps on implementation with the OAL/ ASL.  
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Camelot Global will also work with the OAL/ASL to ensure a seamless transition between Business Planning and implementation to 

ensure that potential net revenue upside is realized as quickly and efficiently as possible.  

Milestones: 

 Experience shows that the transition from planning to implementation is a key milestone, if not the key, in any strategy 

process and is historically one of the highest areas of risk (missing potential up-side in net revenues)  

E.6.B - Describe how much time and assistance required from the OAL to 

complete your analysis and recommendations. 

As part of the detailed project timeline contained with Appendix 4 Camelot Global has identified, to the best of its ability  at this stage 

of the process,  the assistance that will be required as part of the 14 week process from the ASL (blue worsktream). The timeline 

contains a specific work stream named that ‘ASL Requirements’ that provides a description of the envisaged requirements.  

Whilst Camelot Global has endeavoured to provide as much detail as possible at this stage, ultimately ASL assistance will need to be 

finalised during Phase 0 when the Camelot Global team begins to liaise with the ASL.  As outlined above in section E.6.A the main 

objective of Phase 0 is to ensure that all parties are clear on requirements, scope and the delivery plan including each parties inputs 

and dependencies.  

Camelot, as a lottery operator itself, is very aware of the pressures that come with running a lottery operation. Whilst it is not currently 

possible to detail all of the assistance that will be required from the ASL (and in Camelot’s experience of similar engagements any 

Vendor that states in can do this at this stage is misleading the OAL and ASL) The Camelot Global team will always work to ensure that 

the impact of the 14 week process son the ASL is as minimal as possible. Our team will always ensure that any assistance requests are 

raised in as timely, flexible and an efficient manner as possible.   

E.6.C.1 - Provide a detailed description of each major event, task, or decision 

point in your work plan, as well as the time estimated (in terms of person hours 

and elapsed days) to complete each major component. 

For clarity and consistency, Camelot Global has addressed the requirements of this section as part of its detailed response within 

section E.6.A that describes every stage of the Camelot Global work plan.   

E.6.C.2 - Provide a detailed work plan/time line developed with a business 

planning tool such as Microsoft Project, which should be submitted as a MS 

Project file or portable document file (pdf) on flash drive. Provide time estimates 

including allowance for Lottery review and revisions to the Business Plan. 

Please refer to Appendix 4 – Detailed project Timeline and Resource Model  
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E.6.C.3 - This work plan should provide a brief discussion of the subject matter, 

including important considerations, alternatives or methodologies, as applicable, 

which clearly demonstrate your understanding of the work effort required if 

awarded a contract through this bid solicitation process 

For clarity and consistency, Camelot Global has addressed the requirements of this section as part of its detailed response within 

section E.6.A that describes every stage of the Camelot Global work plan.   
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E.7 Additional Information and 

Comments        

The Vendor should provide any additional related information and/or services 

that are believed to set them apart from their competitors. This may be 

submitted as an attachment and should be no longer than 2 pages. 
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