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Consórcio Mineira da Sorte

A Young Company with Tradition, Experience and Innovation

• CMSL operates the Minas Gerais (Brazil) state lottery under 

authorization from LEMG, the public lottery company
• Our portfolio: 

• Instant games – Raspadinha

• Draw-based game – Trem das 11
• LEMG has more than a century of lottery heritage in the state

Established in July 2023, CMSL is a joint venture between BrightStar and 

Scientific Games to operate the Minas Gerais state lottery and responsibly 

develop the Brazilian regulated market

Who we are (CMSL)



Planning and Engagement

Detailed planning and 
preparation to reach our targets 

(timeline and quality)

Team Engagement
MSL team engagement by demonstrating the 
benefits for the company, personal growth 

opportunities, value creation for society, and 
enhanced player safety

Projects Creation
Development of the project program, comprising 10 projects and 

51 subprojects, each with detailed content including 
implementation guidelines, information sources, deliverable 
formatting standards, and evidence provision requirements

Preparation for Certification
Thorough certification 
preparation with DRG 

reviews, focusing beyond 
Level 3 on continuous 

improvement

MSL TEAMS WORKING WITH STRATEGY, 
COMMITMENT AND ACTION

Our Program Structure to WLA RGF Journey

Project Execution
Weekly monitoring of each project and 

subproject, fostering group knowledge-sharing 
and mutual collaboration to enable timely 

adjustments and course corrections

WORKING WITH COMMITMENT, RESPONSIBILITY, TRANSPARENCY AND PRIDE



Our Program Structure – Project Tools 

Main Project

Subprojects



Our Program Structure – Project Tools 

Main Project

Subprojects



Our Program Structure – Project Tools 

Project Guide

Project Guide –Details for each project



• Retail network – two types of clusters:

ӯ Mixed merchandise locations (supermarkets, 
drugstores, bakeries, newsstands, convenience 
stores etc. – with untrained staff

ӯ Partner counter / kiosks – MSL staff

• Minas Gerais Culture

ӯ Strong family influence and high trust in local 
merchants

ӯ Communication that is plain-spoken, modest in tone 
and visibly endorsed by the retailer travels better than 
abstract corporate messages

ӯ CMSL avoids sensationalism, foregrounds the 18+ 
rule and odds transparency, and uses short, practical 
tips that can be repeated by staff

• Illicit market pressure

ӯ “Guaranteed win” and easy money narratives

ӯ Confusion about what is regulated and what is not

ӯ CMSL counters with clear signposting that 
distinguishes the state-authorized lottery from illicit 
offers

Our Operation Context and Our Challenges

• How to train and inform our retailer 
network about Responsible Gaming? 

• How to impact the players on RG best 
practices that differentiate CMSL from 
other players that are not committed 
with RG?

CONTEXT CHALLENGES



Our Communication Architecture

Direct messages to 
the retailers about 
RG (quiz, posters, 

Retailers

Public awareness 
through social 
media, TV and radio 
campaigns

Players

Formal training as 
replicators on RG 
messages and how 
to train the retailers

Sales Reps

Strong training, RG 
tools, partnership 
with specialists, 
clinics, active 
participation on RG 
program

MSL Staff

Awareness of the 
importance of RG 
for our business 
and partners, 
suppliers, media

Stakeholders



How We Message and Measure?

• Instrument: 20 pages book with 
information, games and contact 
information for clinics and health centers

• Distribution: 100% of retailers and 
thousands of players

• Measure: 100% distribution

Responsible Game Book



How We Message and Measure?

• Instrument: Quiz with 5 cards with questions about RG

• Distribution: 100% of retailers

• Incentive: award of R$ 100,00 for each retailers that answered correctly all the questions

• Measure: 95% answered

• At retail, we pair simple, memorable messages with a quiz and reward. We track completion 
and knowledge gain, then spot-check behavior via mystery shopping and PDV interviews

Responsible Game Quiz



How We Message and Measure?

• Instrument: direct research with retailers and 
players

• Target: 100% of retailers (interviews done by the 
sales representatives)

• Measure: 95% answered

• Each channel carries a specific RG message 
and a built-in measurement loop so we can see 
exposure, comprehension, and action

Responsible Game Interviews with Retailers and Players



How We Message and Measure?

• Instrument: Game webpages

• Measure: number of clicks

• Instrument: Call Center Health Channel

• Measure: number of contacts in Call Center 
seeking help

CMSL Sites and Health Support Information



How We Message and Measure?

• Instrument: Social media

• Measure: number of clicks and 
interactions from players

Social Media



How We Message and Measure?

• Instrument: Podcast about RG with specialists

• Measure: number of views for each program

PODJOGO тRG Podcast



How We Message and Measure?

• Instrument: TV Show and TV advertizing

• Measure: number of persons impacted by 
the advertising

TV Show and Advertising



Outcome and Impact KPIs
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• Automation of data collection

• Dashboard creation for C-level and Stakeholders information

• MSL already signed contract to offer 4 free therapy sessions for players

• Develop with the health clinics KPIs to evaluate success of this initiative

BI Development

Treatment

Stakeholders 

Information

Retailers

Continuous 

Improvement

• Receive information from main stakeholders about RG implementation, 

specially CMSL suppliers

• KPIs development to evaluate stakeholder's adherence to the program

• Continuous improvement program

• Develop new communication approaches to reach more players

Player 

Treatment

Next Steps

Actions to 

Improve RG 

Measurement



Responsible Gaming for us is 
more than a certification: It's 
institutional protection, an 

investment in reputation, and a 
demonstration of ethical 

leadership in Brazil 
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