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The Pennsylvania 
Lottery just shattered 
records again, 
contributing more 
than $1 billion to the 
Commonwealth’s 
Lottery Fund to benefit 
older Pennsylvanians for 
the eighth consecutive 
year. In 2018-2019, 
the first full year 
of its new iLottery 
offering, Pennsylvania 
Lottery digital games 
contributed more than 
$381 million to the 
Lottery’s $4.5 billion 
in total sales, and an 
estimated $31.3 million 
in profit.

Known for its history of innovation in player 
convenience with self-service vending 
and cashless lottery play, the Pennsylvania 
Lottery launched iLottery in May 2018 – it 
is the most successful iLottery program in 
North America to date.

Merv Huber-Calvo, Director of Growth 
Marketing at Scientific Games, joined the 
company in early 2018 to collaborate with 
lottery customers exploring iLottery and 
provide strategic marketing expertise. He 
and his team work closely with customers to 
grow digital lottery games without eroding 
the popularity of traditional instant games. 

He leverages his background in horseracing, 
where he has more than a decade of 
marketing experience in online wagering, to 

develop robust marketing plans 
that include affiliate programs, 
bonusing strategies, conversion 
tactics and retention deliverables. 

“It is exciting to be part of the 
Scientific Games iLottery team 
and the innovative games, mobile 
apps and digital programs 
we offer,” he explained. “The 
industry is on the cusp of 
exciting developments with more 
consumers seeking online and 
mobile lottery and interactive 
entertainment. Scientific Games 
is uniquely positioned with the 
experience and expertise to 
help state lotteries engage with         
these players.” 

In 2014, the company launched 
the first digital instant lottery 
game in the U.S. and it has created 
more than 700 digital interactive 
games and promotions since the 
early 2000s.

Meet players online

To protect beneficiary funding, 
it is critical for lotteries to 
have an online solution for the 
growing numbers of players 
who seek other forms of                                              
digital entertainment. 

Recent projections indicate that 
iLottery has the potential to be 
a $6 billion* opportunity in the 
U.S. within the next five years. 
Players of online games tend to 
be younger adults and prefer a 
mobile experience. 

To date, 11 of 46 state lotteries 
in the U.S. actually sell games 
online. Even lotteries that 
can’t sell games online for the 
immediate future are engaging 
with players on digital channels                 
including mobile.

“The Pennsylvania Lottery 
aggressively laid the 
groundwork for a successful 
iLottery launch for years,” 

Huber-Calvo said. “More than 
700,000 players had downloaded 
their app before digital games 
launched in 2018 to enter second-
chance promotions and stay 
connected with the Lottery and 
its games. They already had a 
sizable and engaged user base 
for their traditional games sold         
at retail.”

Provide solutions for 
retailers
 
A common concern of state 
lotteries when considering 
iLottery games is that it will 
compromise the success 
of traditional games, which 
historically drive sales and returns 
to beneficiaries. 

“One of the most challenging, 
and rewarding, aspects of growth 
marketing is the development of 
successful affiliate programs,” he 
explained. “In Pennsylvania, more 
than 9,700 retailers, typically small 
and family-owned stores, sell lottery 
games. These retailers were naturally 
concerned that their sales would 
be impacted by online/mobile 
games. We were thoughtful and 
strategic in approaching them with a                 
rewarding solution.”

This solution involves a two-fold 
approach. The first is to make a 
strong connection between retail 
and online channels. An affiliate 
marketing program with a robust retail 
component gives retailers a reason – 
ongoing monetary incentives for every 
player they refer and those who play 
games via online/mobile – to promote 
iLottery as well. 

The second approach is to identify new 
players who aren’t already purchasing 
games at retail. In Pennsylvania, at the 
time, data showed that more than 55% 
of iLottery players were not members 
of the Pennsylvania Lottery’s large VIP 
Players’ Club, indicating that they were 
potentially new players.

Aggressively introduce new 
games and bonusing

“Our in-house content team develops 
the industry’s most dynamic and 
engaging games,” said Huber-
Calvo. “When you pair that with 
our entertainment-packed library 
of licensed properties, and our 

ability to aggregate leading third-
party game content, we can quickly 
introduce exciting games and keep                        
players engaged.”

“To date, we’ve been able to introduce 
a compelling new online game every 
10 days, on average,” he shared. “And 
our content pipeline is picking up pace. 
We plan to launch at least one new 
game every week during the holiday 
season when we see peak activity.”

Player reinvestment bonusing 
strategies also keep interest high. 
“Traditional lottery interactive 
programs commonly run just a handful 
of promotions all year,” said Huber-
Calvo. “In Pennsylvania for example, 
on the iLottery side of the business we 
can and do frequently run six to eight 
promotions plus hundreds of highly-
targeted bonusing automations each 
day for players.”

Rich data insights inform everything 
from game introduction to bonusing 
and promotions. 

“Through our segmentation and 
automation, we can target the right 
message, with the right incentive, to 
the right player, at the right time, on 
the right channel.”

Build on responsible 
gaming foundation 

As a leading advocate for responsible 
gaming, Scientific Games intentionally 
designs its programs and games 
to comply with best practices and 
standards to prevent problem gaming.

Huber-Calvo explained, “The 
responsible gaming feature set within 
the iLottery platform powered by 
Scientific Games is built to exceed 
minimum expectations to protect 
players. We offer the most robust set 
of tools players may use to monitor 
and responsibly manage their levels 
of play, from two to three-day cool-off 
periods to options for self-exclusions. 
They can also set spend limits and 
manage other behaviors to monitor 
play within their personal limits.”

iLottery has the potential to 
drive significant sales – and 
returns to beneficiaries– for 
state lotteries. The experts 
like Huber-Calvo behind 
Scientific Games’ innovative 
iLottery games, platform and 
affiliate program are helping 
lotteries help navigate this 
$6 billion* opportunity in                                     
the U.S.

*Scientific Games forecast based on industry                              
sales performance. 
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