Zooming into the Age of
Digital Transformation
The “new normal” is not so different than it was going to
be already, with or without the pandemic crisis. Trends
towards the new normal were already marching forward.
The health and lock-down crisis has just accelerated our
adoption of technology and the mass-market embrace
of Digital Transformation.
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age we are in now wherein data and
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decision-making processes. In this Age of
Digital Transformation, the full capabilities
of digitization are being deployed to impart
truly transformational impacts on how
we shop, how we produce and consume
things, and how we improve our lives. The
digitization of the Information Age is to
Digital Transformation as Machine
Learning is to Artificial Intelligence or Big
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evolution is that these big historical
stages become shorter and shorter. By
any measure, the age of Industrialization
lasted well over a hundred years. We
are still in the early stages of the Digital
Transformation age and can expect it
to take longer to run its course than the
Information Age because its purpose is
so much more ambitious. The pandemic
crisis is, though, radically accelerating the
process of moving from the early-adopter
stage to mass-market acceptance. For
instance,
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more quickly than they would have been
had there been no COVID-19. As an industry, we need to recognize this reality and

Describe some of the characteristics of Digital Transformation.

The Information Age was about the capture and broadcasting of information. Digital Transformation is about the conversion
of massive amounts of data into useful,
actionable business intelligence. It will inform and transform the whole process of
developing games and promotions while
enhancing the whole player experience.
Think about the way Amazon focuses on
delivering more value. A collateral impact
of the COVID-19 crisis and its a
ermath
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will fall behind our competitors and the

Universal Player Experience is achieved

trending expectations of the consumer.

with a full integration of the technologi-

Doing that clearly represents the highest

cal tools so that the player thinks of it
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as a singular user-interface that enables

build the future that will excite and engage

everything he wants to accomplish. The
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Social Distancing will be a more prominent part of our mind-set going forward.
That is a direct result of the pandemic
crisis and would not have been a part of
the “new normal.” But let’s deconstruct
the specific impacts of the crisis and this
new thing we call “social distancing”. How
exactly does the desire for social distancing manifest itself in behavours and the
products that enable those behaviours? I
would say that nothing has really changed
– the products we need for social distancing are already available, we just need to
be ready to deploy them. Self-serve gaming kiosks and in-lane checkout, cashless
currency and paperless ticket technologies are just some of the products that
enable social distancing. Those products
and behavioural trends were already picking up steam before the crisis and would
have continued into the future with or
without the pandemic. Again, the crisis is
accelerating the mass-market adoption of
these behaviours, and that is a critical difference and impact. I think we – retailers,
lottery operators, and technology partners
– should work hard to be ready to meet the

integrated player experience enables a
seamless

migration

across all distribution channels, communications

media,

and game categories.
The

technological

platforms and player-interface become
integrated so they all
feel like one universal
player experience. Instore gaming kiosks,
TVM’s, the shopper’s
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