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do not have the regulatory environment
to offer this yet. We’re helping to drive
the convergence in international markets,
with lotteries expanding product lines and
deploying VLTs as new ways to engage
players in lottery. We expect that trend to
continue, and as it does, it becomes even
more important for our company to be
integrated. Since joining IGT a year ago,
I’ve taken on a global role in bringing
our lottery and gaming marketing teams
together to ensure synergy across IGT
communications, and, just as importantly,
to better support customers with their own
marketing and roll-outs as needed.
Paul Jason: How do you integrate all these
different functional areas?
Renato Ascoli: We’re still evolving and will
always pursue continuous improvement,
but we’re very excited about the juncture
we’ve reached today. The first step in our
journey was to impose discipline and
structure to the organization.
Dallas Orchard: We have implemented
processes that enable more effective functioning of a newly combined multi-billiondollar enterprise. After four years, gaming
product development is now a highly
efficient, streamlined process that facilitates
collaboration between all our design studios
on four continents. Global communication
is dynamic, and collaboration is much
easier because we all think of the outcomes
as being owned by the player. It’s the focus
on the player that unlocks the potential
of each individual in each of the regional
studios to produce games that meet the
needs of all varieties of game preferences.
All the output from the studios undergoes
relentless quality assurance as it is integrated with compliance, sales, marketing,
distribution, and game design. The players
are the product experts that bind the
relationship between sales, game design,
and development, which is why we leverage
extensive player focus-group testing prior
to releasing our games. My main job is to
facilitate the feedback loop of information
that flows back and forth between all these
different functional areas, the whole process
being designed to support collaboration and
continuous improvement.
Wendy Montgomery: No part of the
company is excluded from this effort to
connect and communicate across the
different areas of specialization, so that
we’re all pulling in the same direction and
keeping the player as the central focus.
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Paul Jason: You’ve
all mentioned
players as a
primary focus.
How much do
fundamental player
tastes and preferences vary across
gaming segments
globally?
Renato Ascoli:
Knowing the
player is the key to
creating great games
and also to forging
innovative pathways
and solutions that
meet the needs of the operator, the vendor,
the retailer, and the player. Being in all
game categories and all regulated gaming
markets around the world gives IGT a
unique perspective on player behavior.
Take questions such as, Why do I play? or
Why do I buy a ticket? What happens if I
win? How do I want to be rewarded? What
factors might incline me to play again?
What is the cadence or rhythm that we
might try to create that would complement
the player’s natural impulses?
As we look across the different gaming
sectors, there are certainly many commonalities to these behavioral dynamics. Crossover
is also happening in the B2B marketplace,
in the way that games are delivered to the
consumer. For instance, IGT was awarded
the opportunity to deliver sports betting
in Rhode Island, and we believe that the
consumer and the operator will benefit
from our ability to integrate the back-office
infrastructure that enables the games to be
accessed by the consumer.
Paul Jason: And how about your direct
customers – government lotteries, casinos,
and other operators of games-of-chance?
Are there mechanisms that facilitate direct
and ongoing input from them?
Renato Ascoli: The voice of our customers
– the lottery and casino operators –informs
every aspect of our business operations. We
host Customer Advisory Boards (CABs),
and every two years we invite our lottery
and gaming customers to participate in
an extensive satisfaction survey. We also
host regular lottery customer workshops in
both North America and the international
markets, which give us the chance to focus
together with lotteries on market research,
retail initiatives, and instant game innovation. Above all, we want to hear both the

positive and the negative feedback. We learn
from both, and we especially appreciate
guidance and constructive criticism on ways
to improve or enhance the value we deliver.
At many of these events, customers see our
facilities, visit with the teams who make
it all happen, and get a true feeling for the
energy and passion of IGT people and our
workplace culture. We make ourselves accountable and transparent, and I think our
customers really enjoy getting to know our
teams on a more personal basis. We strive to
always exceed our customers’ expectations,
and our guiding light is the consumer,
because if the products and services we
provide excite and delight players, we know
we are fulfilling our mission.
Paul Jason: In a sense, then, operators,
players, and retailers are all a part of your
product development team?
Renato Ascoli: Yes, and the one thing
we ask from them all is ruthless feedback.
That’s our mantra. I was appointed CEO
four years ago, just in time to participate
in the Gaming CAB for 2015, and frankly,
with respect to our gaming customer
relationships, IGT was not in a great place
at that point. Management at that time
was more focused on pursuing deals for
replacing whole casino floors and central
systems with new product. We shifted
the strategic focus to be on innovation,
producing great games and cabinets that
appealed to a broader range of player tastes
and preferences, and helping operators
maximize their profits by partnering with
us to pursue a player-first strategy. We communicated our vision to the CAB in 2015,
and we asked them, our best customers, for
guidance. Their answer was that IGT had
lost its edge in the important category of
video slot games. IGT had pioneered and
focused on video – as opposed to standard

mechanical reels – as the future of casino
gaming, had held a proprietary lead in the
marketplace, and we were being told we’d
lost that lead.
This was the introduction to my new
role as head of IGT Gaming, and it was
not the feedback I had hoped for. We
immediately designed the plan to turn
the business around by going back to the
basics – first by enlisting guidance from
customers and players, then executing a plan
to restore IGT’s reputation for being the
market leader. We applied a principal that
I call being “rationally inefficient,” and that
involves spending extra time and resources
in the beta-test mode prior to launch. We
implemented a disciplined program with
uncompromising metrics, which had to be
met prior to launching a new game or new
cabinet. If the product didn’t succeed in realworld market assessment, it was sent back to
the studios to be re-worked and re-tested.
Paul Jason: And what are the results over
the past three years?
Renato Ascoli: I am pleased to say that
we’ve made meaningful progress in many
of our product segments. In core video
for example, our games routinely appear
on the monthly Eilers-Fantini reports in
leading positions, and the same is true of
our Megatower and CrystalCurve cabinets.
Our Scarab game, for example, held the
#1 position in the Eilers-Fantini reports for
several consecutive months – something that
just was not happening a few years ago.
Also, IGT has also been awarded many of
the major casino central systems contracts
over the past 18 months, with Encore
Boston, MGM Springfield, MGM National
Harbor, Ocean Resort Casino, and others.
Additionally, our customers are benefitting from our systems bonusing apps and

leveraging them to differentiate their casino
floors and maximize the ROI of their IGT
investments. For example, Station Casinos
recently ran two, enterprise-wide player
promotions through our systems technology
and they were so pleased with the results
that they elected to mention them on the
company’s quarterly earnings call. Together,
GTECH and IGT central systems technology create a powerful combination. And
our work is never done. We are adding new
features to differentiate us even further. For
instance, mobile is now integrated and is
becoming a big part of the land-based casino
gaming player experience. We offer gaming
customers mobile integration through
IGT’s Cardless Connect®, a revolutionary
Bluetooth payment solution that allows
players’ smartphones to become their loyalty
card. Players simply tap their phone to any
gaming machine to card-in. And for lottery,
our award-winning PlaySpot™ interactive,
tethered wagering solution enables play on
a mobile device while meeting legislative
requirements in jurisdictions that prohibit
online sales and play.
The important thing is that we have
transformed our relationship with gaming
customers. They have seen our commitment
to doing it right, to taking all the right steps
to produce and deliver what they asked for.
Paul Jason: It seems like such a challenge
for an organization to create a foundation
for this kind of open-minded problem
solving and integration.
Renato Ascoli: We want everyone to
have a clear picture of what it means to
be a Customer First company, because
having that common perspective reduces
challenges. We’re committed to sharing
subject-matter expertise, ideas, and efficiencies to enable both IGT and our customers

to respond more quickly to changes in
the market. The more we as a company
are prepared to respond to the trends
and changes, the more we can support
customers in meeting those same demands.

Cari Blomquist demonstrates the Hex Breaker game on
the CrystalCurve cabinet. Hex Breaker is one of many
games created in IGT’s Core Studio that introduces
innovative game mechanics to add an exciting twist
and entertain players in a new way.

Importantly, this approach extends to the
role we can play in increasing sustainability within and beyond the industry.
Just as the radical focus on quality control
proved to be the right path, so too is IGT’s
genuine embrace of social responsibility,
diversity and inclusion, and sustainability.
Among many recent advances, the Reno
chapter of WIN with IGT – our Women’s
Inclusion Network – launched in April
of this year, and the Las Vegas chapter of
the group, launched in 2018, was recently
named “Diverse & Inclusive Team of the
Year” by Women in Gaming. Five years
into our journey since the merger, we’re
excited about the larger role we can play in
protecting the environment and optimizing
our workplace culture to support all our
stakeholders’ success.

Integrating Sustainable Practices
In alignment with IGT’s commitment
to operate responsibly, the company
has made a significant investment in
integrating sustainable, environmentally
sensitive manufacturing, operations, and
facilities management practices.
For example, the facility housing
IGT Reno’s 165,000 square feet of
manufacturing space has been certified
LEED Gold (Leadership in Energy and
Environmental Design) until 2025,
based on its leadership in energy and
environment design. The plant is ISO
14001 certified, ensuring that IGT is

limiting its environmental footprint across
manufacturing and operations.
“The process of earning ISO 14001
certification for Effective Environmental
Management (EMS) includes the
application of methods and standards
that optimize performance in every aspect
of the business,” says Marco Tasso. “It
causes us to think creatively and with an
open mind about how we might do things
differently to produce better outcomes.
We are more efficient, effective, and
productive today for applying the
principles of sustainability and EMS.”
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