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PGRI Introduction: When INTRALOT decided to enter the Asia market
back in 2004, it was with the expectation that the emerging Asian gaming
market would soon become the land of opportunities for the gaming sector.

Today, after nine years of hard work, major investments in the region, and a
strategy that focuses on sustainable long term growth, INTRALOT has man-
aged to establish a strong presence in several countries and become very
well positioned in numerous others. The investment of human capital and the
experience of global operations is just as vital to developing a market as prod-
ucts, services and materiel. With six local offices joining forces in Asia Pacific
region, INTRALOT now offers world-class, industry-recognized gaming solu-
tions and services to five countries.

Marios Mitromaras, General Manager of INTRALOT Asia & Deputy Manag-
ing Director of Asia Pacific talks about how the Company’s motto “gaming
industry is a marathon, not a sprint” is being implemented in the Asian region
and explains why the Company has sharpened even more of its focus on
China, with a population of 1.5 billion people.

The story is not just about INTRALQOT. It is about the gaming consumer markets
in Asia, how they differ from other global regions, how the shapers of public policy
are positioning Asian countries to build a responsible and sustainable growth in-
dustry that focuses on recreation and fun more than winning a big jackpot.
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you please give us a brief overview of IN-
TRALOT's activity in Asia?

Marios Mitromaras: We first entered
the Asia markets in 2004. During our first
years in the region our ambition was to set
the basis for a long term operation. We were
driven by the corporate vision to enter into
new markets and offer INTRALOT’s inno-
vation across many geographies and to pen-
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In Asia, INTRALOT was first settled in
China and then expanded its operations in
Taiwan, Korea, Malaysia and Philippines.
Through a variety of large-scaled and de-
manding projects, the majority of which
were assigned to INTRALOT following
competitive international tenders procured
by licensed organizations, INTRALOT has
managed to become a dominant player and,
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most importantly, a trend-setter in the region,
bringing state-of-the art technology and op-
erational expertise that has supported its
partners in their endeavors to modernize the
Asian gaming market.

Today the company has established offices
in Beijing, Seoul, Taipei, Hanoi and Hong
Kong. We also provide our technology (s/w
& h/w) in Malaysia and Philippines.

The majority of INTRALOT’s employees
in the region are local professionals with an
excellent academic background and deep
knowledge of the local markets and cultures.
We thus have a globally recognized and
tested portfolio of gaming solutions that our
people in the countries undertake to custom-
ize and adapt to the local needs, all with the
resources and support provided by INTRA-
LOT’s Athens Headquarters. As in all regions
including Asia, we implement INTRALOT’s
operational strategies and expertise that have
been acquired over decades of global experi-
ence, but with a keen focus on the local gam-
ing culture, as it is very well described in the
phrase “think global, act local.”

What is the strategy of INTRALOT going
forward in China?

M. Mitromaras: China has always been
a target market for INTRALOT. China is a
“tough” market with its own “codes”. En-
tering and establishing an operation there
has not been an easy ride for INTRALOT.
We needed to convince our Chinese col-
leagues and partners that we are a long
term investor, so locals could trust and do
business with us. While we established our
first offices in 2005, our first major projects
did not launch until 2012, after seven long
years of business development.

We are proud to have become the only in-
ternational company in China that is a certi-
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