Speeding the Path to Play

After speaking with thousands of lottery players across the world, IGT discovered
powerful insights into their journey with the lottery. At every stage, there are
moments that can make the difference between keeping or losing a player.
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infrequent players of large drawings.

Don’t Return

It can be a hard climb, but rediscovery marketing
programs can bring some back on the path.

Poor odds, a feeling of time and
money wasted, or the desire to
spend their money elsewhere
may determine how frequently
players engage with the lottery.
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A Blended Qualitative and Quantitative Approach: IGT’s For the Win, A Global Study of Player Motivations began with a multi-stage, 10-country research protocol in November of 2016. The first stage consisted of 10 qualitative, moderated focus groups that included 90 participants from Argentina, China, South &
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Africa, the United Kingdom, and the United States. The second phase began in December 2016 and included a 26-minute online survey of 8,040 lottery and non-lottery players in Argentina, Belgium, Canada, China, the Czech Republic, Finland, Mexico, South Africa, the United Kingdom, and the United States.

For more information about IGT’s For the Win, A Global Study of Player Motivations, please contact: Gerard Caro, Senior Director of Marketing Insights, Gerard.Caro@IGT.com



