| EL INDUSTRY DAYS ORGANISED BY HOSTED BY SUPPORTED BY B
| S BRIDGING / iy |
A ANITINEANTC 7> lotreres £Wol £1.C201 ASSOCHTICH HIES
I bu I‘ I I I‘ : I‘ I D v FOR THE BENEFIT OF SOCIETY LOTERIE NATIONALE " Qei d Q I
JUNE 7-10, 2026 | MARRAKECH

From Retail to Digital :

Turning Constraint into Growth
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Let start with a simple belief.
The future of gaming is hybrid.
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‘ ‘ The most successful gaming companies will be those that seamlessly integrate physical retail
experiences with digital innovation, creating a unified ecosystem that serves all player preferences.




The Challenge We Face

! Market reality check : Traditional barriers still dominate the landscape
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CASH IS STILL RETAIL IS STILL TRUST IS
DOMINANT CENTRAL EVOLVING
In- many markets,. Physical Physical stores remain the Online payment trust is
currency remains the primary point of contact for growing but still faces
primary and preferred customers significant barriers in
payment method K JAN many regions )
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@ The real question :
“=" Do we force digital adoption? Or do we build bridges?

’ Aggressive approach === hybrid approach
Push customers toward digital platforms by Create seamless pathways between retail
removing physical options and mandating and digital, allowing gradual transition at
online adoption. customer pace.
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In Morocco, we chose to build a bridge

A simple bridge connecting retail trust with digital convenience



That bridge is called TICKIT

Based on a very simple idea

TICKIT
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To allow players who already trust retail
to access digital ...without changing their habits
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3 steps, simple process

STEP 1

STEP 2

STEP 3

f

. Physical touch point

Players buy vouchers in retail
outlets they already trust

9 Any retail location

f

. No friction

Create online account instantly
with voucher code

@ Takes 30 seconds

f

. Immediate access

Begin playing immediately —
no bank card need

; Instant access
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A strategy built on 4 bold choices

\_ Retail > digital synergy Y,
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\_ Zero friction approach Y,
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1. DON’T OPPOSE RETAIL 2. REMOVE FRICTION. 3. ONBOARDING IS A 4. ALIGN INCENTIVES
AND DIGITAL RADICALLY JOURNEY - FOR REAL
Accelerate Simplify Progressive Win-Win
PoS becomes a digital No bank account i
- i Redesign the model
@ entry point required. ° Enable trial & discovery o g
Retailer becomes a No heavy onboarding -
Retailers earn from
@ driver of transformation o upfront. 0 Gradual engagement digital activity
Physical presence builds i '
truyst 0 o !\IO complex registration 0 Trust built progressively Network becomes
journey. acquisition channel
\_ Shared success model Y,

\_ Gradual engagement .
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The turning point

When your retail network wins, starts pushing your digital business,
transformation becomes shared and sustainable



The results

Transformation that is embraced — not resisted.

Digital adoption New audiences

Channel synergy Account migration
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What we learned, 4 key lessons

1. OMNICHANNEL IS
CUSTOMER EXPERIENCE

Omnichannel is not an
organization model.
It’s a customer experience
strategy

Unified customer journey

-
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Optimization\ [ Scale\ f Sustainability\
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2. FRICTION IS THE 3. INCLUSION IS 4. NETWORK MUST
SILENT KILLER GROWTH STRATEGY WIN

Every unnecessary step
costs users. Friction is the
silent killer of adoption

Streamlined processes
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What you simplify,
you scale. Inclusion drives
growth.

\_ Broader market reach )

Tickit is not only a product innovation.

It’s a different way to think about transformation

If your network doesn’t
win, your transformation
won’t last.

\_ Shared success model )
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@ The Mindset shift

Instead of asking :
“HOW DO WE BRING PLAYERS TO DIGITAL?”

We asked :
“HOW DO WE BRING DIGITAL TO WHERE PLAYERS ALREADY ARE?”

. Not walls . Not control . Not alone

Connect retail and digital Let retailer become digital Shared success drives
seamlessly champions adoption
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Thank you



