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On March 31, Shoutz announced 
that LotteryHUB is now the official 
mobile app for PowerBall and Mega 
Millions—the two largest and most 
popular U.S. lottery brands.

“Now 120 million players a month 
will be in one national community—
not only does it create a new com-
munity platform for the lotteries 
themselves, but it creates new business 
opportunities. One of those opportuni-
ties is advertising,” said Brad Duea, the 
new President of Shoutz.

Previously SVP, Marketing for 
T-Mobile USA, Duea has spent his 
career at the forefront of the digital 
and mobile revolution including stints 
as president of Napster and VP for 
Roxio, Inc.

“Historically, lotteries have been 
distributed and marketed by the state. 
That makes it very difficult to aggre-
gate a large audience that’s addressable 
by national brands. Now one platform 
delivers the two largest national lot-

tery brands and that creates national 
reach,” stressed Duea.

What this means is that national 
brands can now easily reach lottery 
customers on LotteryHUB. “Not only is 
this a very large audience—120 million 
monthly players and mass market—
but players check their lottery numbers 
on this app with a virtual shopping list 
in their mind. They are dreaming about 
what they will buy when they win the 
lottery, such as a new home, a new car, 
electronics or a trip. These brands are 
very excited about engaging with that 
audience,” said Duea.

The second thing is most lottery 
players go into a retail location at least 
twice a week. “When they do that, they 
are visiting 240,000 locations with na-
tional brands right in front of them,” 
said Duea. “Now these brands have a 
way of engaging with these players to 
become their preferred brand.”

As example, Duea cited a Redbox 
marketing campaign ran on Lottery-

HUB. “Redbox did the video pre-rolls 
on our app before the live draw,” 
said Duea. “Their goal was to get in 
front of consumers to promote a new 
film called Riddick starting Vin Diesel. 
Redbox was able to have direct engage-
ment right before the draw. Riddick 
became the number one title following 
this campaign. This is a real world ex-
ample of an advertiser interested in the 
lottery player and a specific example 
of a product that can be purchased at 
a convenience or grocery store.” 

 “When you look at the digital 
advertising business, it is a $50 billion 
industry. Now the lotteries have their 
chance to get their share of that spend. 
Lotteries have been a top 20 advertiser. 
Now they can receive revenue from 
other consumer brands. Shoutz and 
LotteryHUB do all of the sales and tech 
work. We do all the ad sales. We handle 
the content with the agency. We sell ad 
space and share the revenue with the 
lotteries. This is a total shift.”

LotteryHUB Now Official Mobile App for Powerball & Mega Millions
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After a long wait and many hours dis-
cussing the potential of mobile in the 
lottery space, 2014 looks like the year 
that the consumption of instant games 
on mobile devices could start compet-
ing with desktop. 

“Although the potential to offer E-
instants on mobile has been very real 
since the advent of smart phones, it has 
taken a long time to figure out how best 
to offer it to lottery customers,” said 
Simon Bucknall, COO, Instant Win 
Gaming (IWG). “The aim has always 
been to find a solution that works 
across platforms and devices giving the 
widest possible distribution to lottery 
customers but with the all-too-frequent 
updating of operating systems and 
handsets, it has been a difficult prob-
lem to overcome.”

IWG has already been involved in 
one launch this year that included a 
mobile offering with another two about 
to come online. 

“The incoming data seems to sug-
gest that the hunger for content on 
mobile is as strong as for desktop,” 

said Bucknall. “Could it be that lot-
teries now have the ability to capture 
the highly desirable younger market?” 

With so much riding on the suc-
cess of mobile, these are the key issues 
that IWG discussed with its clients in 
preparing its catalog for mobile chan-
nels. Bucknall detailed the seven key 
considerations below:

1. App or web? Each has pros and 
cons. Take a look at how players are 
already accessing your content and 
make an informed decision. 

2. Define the devices: As discussed 
in point one, look at your lottery’s 
existing traffic and understand what 
your customers are using, then make a 
best guess at what devices to include to 
appeal to the broadest audience. 

3. Test thoroughly: Once you’ve 
defined your device list you'll need 
to build a test plan that’s appropriate. 
IWG does this in house because it gives 
the firm more control and a greater 
ability to fix problems. 

4. Choose your games carefully: Not 
all games are suitable for mobile. Shoe-
horning games that work on desktop 
into the mobile doesn’t guarantee 
they’ll work. 

5. Filesize: Optimization is key. You 
can control file size but not downloads 
speeds or connectivity so work hard to 
optimize your games. 

6. Don’t ignore the practicalities: 
Focus on what you have an obligation 
to deliver and how you can handle 
this in a mobile environment—games 
rules, instructions, prize tables. All 
need consideration. 

7. Finally, remember this is part of 
your overall product portfolio. Focus 
on how it will complement the other 
games you offer as a lottery both on 
desktop and in retail.

Crafting a Mobile Strategy When Launching eInstant Games


