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MESSAGE FROM THE PRESIDENT

Dear Ravers,
I recently had the honor of being involved in the Romero Awards at BNP
Media Gaming Group’s Casino Marketing Conference at Paris Las Vegas on July
23-25.
No, I wasn’t a judge, although I read every submission in detail. I wasn’t the
organizer of the program, either – Chris Faria of Raving, with great help from
BNP Media Gaming Group, made all of it magically happen.
My official role was the Master of Ceremonies for the Awards Breakfast during
the Casino Marketing Conference. But more than that, I see myself as cheerleader, quality control inspector, and “keeper of the Romero flame.”
You see, we have held nine Romero Awards competitions over the years, and
have evaluated over 1,000 submissions in six different categories from well
over 100 different gaming organizations.
And I have been absolutely blown away by the (ever-improving) quality, innovation, diversity and
RESULTS of all those Romero nominees and what they did for their respective organizations. But
this year, it struck me WHY casinos really participate in the Romero Awards.
We had numerous requests for photos, duplicate trophies, and more information – so casino
properties could shout about their success. We had inquiries about judging criteria – so entrants
could be better prepared for next year. We had notes from winners – describing the joy their
awards brought to their marketing teams.
I guess I should be happy that we receive up to 150 Romero nominations every year (I know John
Romero is thrilled with that level of participation), but I’m not. That’s because I still hear industry
colleagues tell me they are too busy, or they don’t want the competition to see their best stuff, or
“corporate won’t let us.”

Cover model: Doctor Deb Hilgeman, Raving Partner, VIP and
Senior Marketing, stands in front of her 100+ year-old home in
Gulfport, Mississippi, with Thor, her rescue Doberman. Ask her
anything about power tools, since she rebuilt this home after
living through Katrina (while at the same time completing her
Ph.D.). Deb has been working with Raving for the past decade,
and when it comes to research, marketing, and understanding
VIPs … she’s the lady! Read more about her research on page
19.
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To all of you who have these reasons for not
participating in the Romero Awards, let me just say
that you should never be too busy to honor those who
drive your revenue, your competitors already know
what you’re doing anyway, and corporate? – maybe it’s
time to let an innovative property take the lead for your
company.
I look forward to seeing your gaming company get
involved in the Romero Awards next year. As John himself might say,
“Let relentless logic and measureable results be your
guides.”
Sincerely,

Dennis Conrad
Chief Relationship Officer
Raving Consulting Company
dennis@ravingconsulting.com
775-329-7864
PS – Submissions for the Romero Awards
are taken electronically starting in early
Spring 2014, and due by April 30, 2014. For more information, go to
www.casinomarketingconf.com. We’ve also featured some “winning” promotions from this year’s competition … look in our promotional section of this magazine starting on page 20.
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How Do You Motivate Those Players …
Who place less value on loyalty program memberships?
By Gary Galonek
Webster’s definition of
Loyalty: “State, quality, or
instance of being loyal;
fidelity.” We tend to throw
this word around a lot,
usually in reference to a
significant other, political
party, sports team, or even
our favorite coffee shop.
In the casino world, with
increased competition
it seems on every street
corner, the word has never been more relevant, and
operators are finding it necessary to attract and retain
more loyal patrons, at an ever escalating cost. And while
the focus is often on the higher ranked players, these are
fewer in number and higher in cost and maintenance to
keep happy.
If you talk to enough casino marketing executives, you’ll
hear many different opinions on the merits of loyalty
programs, from a “necessary evil” to a trip-driving force.
These mixed feelings fuel the heated discussion as to
whether loyalty programs create loyalty, or encourage
customers to shop around, thereby discouraging it. One
of the most comprehensive studies on the subject, titled
“The Effectiveness of Casino Loyalty Programs – Their
Influence on Satisfaction, Emotional Connections, Loyalty
and Price Sensitivity” by University of San Francisco
Professor Jonathan Barsky, admits to a certain degree of
inconclusiveness in his results. He breaks loyalty program
members down into three main segments:
• “Elder Elites” – Roughly 11% of the market, these
are predominantly older male, higher income earning
patrons who spend an average of 17 room nights
per year in a casino. This group gives high marks
for friendliness and helpfulness of staff, and writes
more online reviews than it reads. “Clearly, the
elite membership creates a very engaged group of
customers.”
• “True Blue” – About equal in size to Elder Elites, this
group is more balanced in terms of gender, income,
and age. While they take fewer trips, they consider
themselves just as loyal, making them desirable
to casino operators, although they value their
membership less than Elite Elders.

• “Unmoved Members” – At roughly one-third of
the market, this huge group represents the largest
segment and represents both significant risk and
opportunity. They give consistently more mediocre
scores on their casino experiences and report the
lowest likelihood to return to a property of all three
segments. They tend to place the least amount of
value on their loyalty program membership.
While this last group may not represent the high roller
segment so coveted by many operators, it is the largest. So, how do you move those unmoved members?
First off, you must know your product. Why would you
want to frequent your property if you didn’t work there?
The answer is easy in the case of the destination resort
casinos/racinos. In the MGM Resorts International “M life”
Program or the Caesars Entertainment “Total Rewards”
program, there are a myriad of dining, entertainment and
shopping experiences to draw you in if the gaming alone
can’t do it, or you need something else of interest for a
spouse or significant other. But what if you don’t have
a 5 star hotel, award-winning spa, or championship golf
course? Then focus on what you do have!
• Property Amenities – You may not put too much
stock in your parking garage, buffet or casino lounge,
but there should be a tier in your program that gets
you free or discounted access to all of them, or at least
a free drink or cup of coffee every now and then.
• Special Events – Get creative with your tournaments
and events to draw these mid-level players in. A purse
party for the ladies around Mother’s Day, or a tailgate-
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themed giveaway during football season might do the
trick.
• Power of Partners! – You may not have a retail outlet
or even a gift shop, but that shouldn’t stop you from
partnering with neighboring businesses or a vendor that
can offer you a merchandise or travel rewards program
that honors your patrons’ points. Patrons love choices,
so give them options as to how they can use their
points like real currency and they will appreciate the
relationship more.
Luxury vs. necessity rewards. Sure, cruises on the Rhine
are nice, as are Rolex watches and Louis Vuitton handbags,
which are highly sought-after and fun to fantasize about.
Your elite players may only be interested in those trophy
type items or experiences. But more often than not, it is the
more utilitarian awards that are appreciated by your average players. Think function over form and watch them perk

up when they see a Keurig coffeemaker or iRobot vacuum
that they can purchase with their points or is their gift of
the month offer based on their level of play.
We all know the power of word of mouth endorsements,
and in the casino world these can often be tied to the reciprocity theory. Human nature makes it likely that a patron is
likely to respond to a positive action with another positive
action. If you properly invest in them, they will invest in
your property. This will come in the form of repeat visits,
increased spend, and recruiting family and friends to share
in the experience with them. Negative reciprocity is the
inevitable result of a bad experience or the perception that
the casino was not concerned with their level of play. And
while this person may never make their way to your high
limit gaming area, you would be hurting if a few hundred
or thousand of them took their loyalty elsewhere.
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How Not to Shoot Yourself in the Foot Twice
While Managing Point Reinvestment
The idea here is NOT to give out more and more and more!
By Nicole Barker
What do we do about players who
tell us that they receive more from
other casinos? We hear about free
play. We hear about parties and
giveaways. We hear about comps.
It’s impossible to compete against
the phantom über casino that
seemingly gives everything away.
There is a hidden competitive and comparative factor
that pits one casino against the other. To understand it
requires math, which is not something an entertainment
seeker takes the time to think through beyond his ability
to accumulate quickly.
The hidden rubric? Points. Everyone has them. It’s the common
currency of our business. It’s also one of the two most powerful
means for our players to gauge how we value their patronage.
The first gauge of worth? Free play. The monthly mailer delivers
free play coupons that send a very clear message of worth a
player viscerally understands. The second?
Points.
Hidden and powerful, unsold,
yet abused: point reinvestment
is set behind closed doors and
can be given away haphazardly
as if its cost was irrelevant. Points
are the dark horse of our set of
reinvestment options, an unheralded reward with tremendous
potential.
When was the last time you
made an effort to sell your points
program to your existing customer base? Points are the
most ignored, maligned, mismanaged and undersold
aspect of a rewards program. Where did we go wrong?
Instead of agonizing about whether to raise or lower free
play coupons in direct mail by $5, shouldn’t we ensure
that our points program works on all cylinders?
The following are a few pointers on points.
1. Get the right people in the room to set point
reinvestment
We first shoot ourselves in the foot when we set up our
points program. Buy the apple cart for millions of dollars,

set its price, then expect marketing to push the proposition to market. That’s how we put the cart before the horse
when it comes to point reinvestment. The purchase of a
player tracking system is frequently a decision made by
operations and management. Rarely is marketing involved
in setting the value of coin-in to points and setting the
exchange from points to downloadable free play or cash.
Down the road, market pressures call the exchange rates
into question. Should we readjust how much coin-in is
required to earn a point? Should we change the exchange
rate from points to downloadable free play or cash?
Change the exchange rates too often and your customers
will get confused. Grossly inflate your exchange rate and
tracked play tanks.
Marketing needs to take a seat at the table in order
to represent the key player segments that will ultimately benefit the most from the
points program. High volume, low
worth players benefit the most from
a points program. Though their
total monthly theo is high, their
average daily theo is too low to
garner weighty free play coupons
in direct mail. These are the players
who need to feel confident that
the countdown to the next point
will bring them closer to a tangible
benefit in exchange for their loyalty.
The marketer needs to walk the reinvestment decision-makers through several scenarios
where different player types will feel that thresholds for
both earning a point and cashing in on points carry value
for them in a timely manner.
2. Extend the conversation about points
We shoot ourselves in the foot again when we fail to sell
our points program to our players.
Two minutes at the players club during the sign-up process accomplishes very little. The means by which a player
earns a point and redeems a point play a key role in the
entire branded delivery of your reward program. To what
extent does your property make it easy to earn a point?
To what ends does the property go to make it easy for the
player to monitor point accumulation and seek redemption? Compared with local competitors, what has your
6
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property done to either recognize loyalty faster or deliver
rewards that are more valued? All point programs are not
created equal. All point programs are not a necessary evil.
Sell it like you mean it. Give your front-line personnel the
means to differentiate why earning points at your property is faster, easier, more efficient, more advantageous, or
the pathway to a better selection of rewards and recognition than the property next door.
The tools to sell the program are endless. Don’t let your
property signage gather dust. Carve out space in your
monthly mailpiece to sell the program. Feature threshold
promotions where points are the yardstick for the size
of the prize. Celebrate the measured march towards the
next tiered card status when only a smattering of points is
needed for a player to reach the next level.

earning points fun. If you don’t overinvest in the delivery
of your base set of programs, you will have the reinvestment wiggle room to deliver rewards in the form of shortterm programs that change as your market and player
interests change.
All in all, remember to sell the clarity and value of your
program. Review how you deliver points and what each
player type receives in one day, one month, and one year.
The idea is not to give out more and more and more, but
to shower your players with fun that inspires more play.
Ensure that during each visit a player is watching his point
accumulation and feeling the thrill of marching towards
something of value. It’s the emotion of feeling rewarded
that is the goal. The math of accumulation and redemption will be absorbed if you take the time to creatively
place benefits along the way.

Existing customers need to understand how your point
program compares favorably against the competition.
New customers need to understand that if they pay
attention to the countdown, something great will happen
every 25 or 50 points. All players will quickly develop a
sense of how many points they earn in a trip and how
that affects their direct marketing coupons, comps, and
tier status. Help them get to that level of understanding.
3. Avoid price wars that use points
New casinos are popping up left and right. With that
comes an intense pressure for point inflation. Your neighbor to the north will offer three point multiplier days
every week next month. Your neighbor to the south will
double down and give away a point for every $1 of coinin. Your neighbor to the east decides to give away points
like comps and free play. And your neighbor to the west
is launching players to the next tier in the shortest time,
using an obscenely low number of points.
Counter all four tactics and your CFO will spin you on
a spit. Inevitably, a competitor who offers too much of
everything will not be able to sustain his program. You
will lose trips in the short-term when players binge on
excessive rewards next door. A stable program that is easy
to understand and doesn’t change every six months will
maintain your business in the long-term. In the midterm,
you need promotions and other guerilla tactics to make

With over 40 years of industry experience,
All Star has established itself as a preferred
partner for loyalty program solutions, special
events, and promotional gift sourcing.
Get your FREE Player Loyalty Kit
and learn how to motivate and
reward your casino guests.

(800) 526-8629 x8850
www.incentiveusa.com
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Five Myths and Realities of
Database Marketing for Casinos

Why gambling is not a behavior that we can influence in the same way a
company can influence a new car purchase
By Carole Molnar
By anyone’s measure,
casino gaming is a maturing business. According
to the American Gaming
Association website, forty
states have some form of
casino gaming, be it Commercial Casinos, Racetrack
Casinos, and/or Indian
Casinos. More are in the
pipeline. A patron living
almost anywhere in the
U.S. is within a two-hour
drive of a casino. Almost every casino has a slot system
and players club to record patron behavior and incent
return visits. One could hypothesize that virtually all of
the “profitable” casino customers in the U.S. are already
identified as members of at least one casino’s players club
loyalty program.
This level of our maturity raises some compelling questions about brand loyalty. Are there new profitable gamblers being created to help keep pace with supply? Do
players increase their gambling budget when the number
of casinos in their market rises? Do trees grow to the sky?
As the last question implies, the answer to these questions is no. While it’s true that new gamblers are born
every day, gambling is not a behavior that we can influence in the same way a company can influence a new car
purchase or what brand of cereal to buy. The fact remains
that a percentage of the population will never gamble,
no matter how many casinos we build. Likewise, there
is no way we can compel customers to increase their
gaming budgets in order to keep pace with the supply.
You simply can’t create a gambler, and you can’t make a
patron spend more than he wants or is able to spend.
INFINITE COMPETITORS, FINITE CUSTOMERS
Whenever you have a mature category that has reached its
saturation point and all of its most desirable customers are
loyal to more than one brand, an interesting dilemma must
be confronted: The only way to increase share of market
is to increase share of customer. This means that the
database becomes front-and-center in terms of importance
in the marketing mix. Unfortunately, there are many mis-

conceptions that come with its popularity. Here are the five
most commonly held myths and corresponding realities.
MYTH 1: Database marketing for casinos is like filling a
leaky bucket – you must add customers faster
than you lose them.
REALITY: It is cheaper to fix the holes than to
keep filling the bucket. Recognized
research indicates that small lifts in customer
retention result in huge revenue gains in a
matter of a few years.* Fixing the holes in a
leaky bucket means that every casino must
have: 1) an early warning metric in place to
identify changes in the play patterns that
signal a potential defector, and 2) a proven
offer strategy in place to minimize chances of
defection. Filling the bucket means finding new patrons who are going to convert
to profitable rated players. Because of the
category maturity and saturation, this is going
to cost more and take longer than ever to
develop. It doesn’t mean that casinos should
stop advertising to attract new customers. It
means that every new-customer marketing
strategy, including advertising, should be
conceived through the eyes of a new-member
campaign. Quantified objectives should be
established so that the new-customer offers
are developed to attract the quality and value
of players who are most likely to convert into
profitable loyalty club members. When using
mass media to attract new customers, it is
important to realize that the offer is where
the leverage is in finding players of the right
quality.
MYTH 2: The only way to build customer loyalty is to
give free play and comps.
REALITY: Gaming centric incentives are still king,
but the better the patron, the greater
the impact of soft benefits. There are two
components to loyalty: rational and emotional. Free play offers and comps are an economic or rational driver of loyalty. Emotional
8
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reasons work through a player’s ego. These
include recognition, preferred treatment,
and exclusive privileges. Recognized loyalty
marketing research indicates that as customer
value increases, so too does the importance
of emotional or soft benefits.** This is because
the economic rewards are undifferentiated
from the competition, and because “soft”
recognition benefits are more difficult for
competitors to duplicate exactly.
MYTH 3: Database marketing will validate the Pareto
Principle (80/20 Rule): There can only be a
finite percentage of highly profitable patrons
in each database.
REALITY: The Pareto Principle is pliable, and
database marketing can influence it.
Chances are good that there are average and
below-average patrons in your database who
display some behavioral characteristics that
resemble best patrons. These patrons have
an above average likelihood to be the best
customers of your competitors. Statistical segmentation techniques can help you identify
these patrons. A careful strategy of increasing
reinvestment ratios against these players can
result in increasing your share of customers
to ultimately create more “best customers.”
The other important factor to keep in mind
is that database segmentation doesn’t begin
and end with a customer’s ADT. It is important to segment on the basis of “what value a
player receives from a company” in addition to
“what value a customer gives to a company.”
Therefore, make sure that your segmentation
strategies and offers acknowledge patron
preferences in addition to patron profitability.

integrated with effective customer service
programs. We call this “brand and database
integration.” The key is to recognize that every
casino has two sustainable competitive advantages: brand and database. No one can copy
the way your customers feel about you, and
no one can steal the information you keep on
them. Integrating the two is at the heart of
contemporary direct marketing. For a casino,
it means providing an on-property experience
that is consistent with the value of the patron
in your database.
MYTH 5: A finite number of patrons with an increasing
number of gaming choices means evershrinking market share.
REALITY: More choice doesn’t necessarily mean
more satisfaction. The battle for market
share is won or lost on the individual customer
level. The key motivator is relevance. The
casino that uses powerful analytic tools that
combine patron redemption data with transactional data has the best chance of being
most relevant. Remember, no one can copy
the information you have on your customers.
If a competitor offers a high-end dinner comp
to steal one of your best customers, however,
that customer only visits during midday hours,
the offer lacks relevance. As they say, knowledge is power!
*The Loyalty Effect: The Hidden Force Behind Growth,
Profits and Lasting Value. F. Reichheld Frederick—Boston:
Harvard Business School Press, 2011
**Loyalty Trends for the 21st Century—The Mid-Life Crisis
in Loyalty Marketing. M. Cappizzi, The Colloquy Group, COLLOQUYtalk, colloquy.com, December 2003

MYTH 4: Effective database programs are all about
delivering the right offer to the right patron at
the right time.
REALITY: This is only 50% of the equation. Patron
experience is the other half. The most effective database programs are those that are
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I’ll Do It Later, or It’s Not in My Backyard …
And other stupid assumptions I’ve made lately
By Christine Motta Faria
I spent the entire three-day Labor
Day weekend inside putting up
tomatoes and zucchini from my
garden, as well as baking and
canning (anyone need chili beans?
How about refried beans? Escabeche jalapenos? Zucchini bread
and pickles?).
Believe me, it has killed me to give
up three boating weekends in our short summer season,
due to the smoke of two fires in California, including the
Rim Fire that’s over 150 miles away. Reno and the surrounding area have been choked. We’ve had a few hours
each day to get outside before the smoke comes rolling
in again. (You can see the wall of smoke moving in to
my neighborhood in the picture to the right, and John
Ascuaga’s Nugget encased below).

Note to self:
1. Disasters aren’t convenient or predictable.
2. Food supplies can’t be so basic that you’d rather risk your
health than eat what you have stockpiled.
3. It might not happen in your backyard, but the impact
of a disaster can be long-reaching outside the initial
community (supplies, smoke, etc.).
The bigger picture
My whininess is just plain petty compared to what some
folks are going through. As I write this, the Rim Fire (close
to Yosemite, California), which began over a month ago, is
about 80% contained, still gushing smoke, and still a threat.
Our good friends, the folks at Black Oak Casino Resort,
saw 200-foot flames less than five miles away from their
resort. The picture below shows a DC10 flying over Black

Yup, “Ms. Smarty-Pants I could be a survivalist” felt compelled
to go the store, into some pretty toxic air, resulting in red
eyes, a headache, and screwed up sinuses. We’d be living
off my garden, but due to gastrointestinal boredom, and
because I hadn’t stuck to my lofty goal of keeping a 30-day
supply of food in the house, I had to go out into the muck.
I Iet my pantry dwindle down to a pretty unappetizing
three-year old can of crab meat, ten pounds of rice, and a
few cans of garbanzo beans.
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Oak Casino Resort Marketing and Entertainment Manager
Al O’Brien’s ranch, located in the Central Sierra Nevada
Mountains.
Black Oak Casino Resort is like many Indian gaming properties and is located in a somewhat remote area, which
presents its unique challenges.
In our publications and at conferences, we discuss PR
strategies during times of crisis and how to use electronic
media to communicate with staff and guests. I was curious (and concerned) how the Black Oak folks were faring
and started following their Facebook page and their
website for more information (which was better than
what I was picking up from our local news).

graded helicopter landing pads, enabling the helicopters
to reload retardant in close proximity to the fire. The Hotel
at Black Oak Casino Resort opened its doors to Cal Fire
and other responding agencies that used it as their base
of operations. Our Conference Center was used for periodic update meetings and daily fire maps were printed
from our large output printer. We provided food, toiletries,
entertainment, and additional support to fire crews that
peaked at over 5,000 firefighters, first response teams,
and law enforcement personnel representing jurisdictions
from all over California.”
What was the key to their plan? Director of Support
Services, Aaron Moss, defined the steps Black Oak Casino
Resort took in creating an Emergency Action Plan.

How did Black Oak’s emergency plan function in
reality?
On the personal front, Al (pictured right) had to move
his twenty-five plus horses to a temporary location and
loaded up his motorhome with personal and family items.
But because he’d been through another huge fire some
years ago and had confidence about the equipment and
crews that were being committed to the fire, he wasn’t
expecting the worst.
As far as the casino, Black Oak Resort and the town of
Tuolumne were placed under voluntary evacuation,
“Which required many decisions to be made testing our
evacuation planning,” Al shared. Team members were
communicated with through text messaging. Guests
could check Facebook and the website for up-to-date
information.
Did the plan on paper work in reality?
According to Al, due to prior planning and because of
strong pre-existing communication channels and relationships between the tribe, casino and the community,
the Tuolumne Band and Black Oak Casino Resort were
able to take a much larger role in efforts directed towards
fighting the fire.
“Our Tribal Fire crews not only provided Reservation structure protection, but our trained wildland firefighting team
joined the fire break effort. Economic Development crews

“First, you’ve got to establish key roles and responsibilities.
Know what person or group will be responsible for each
task and establish ownership for success:
• We used the Directors and GM as Command Staff for
all business related decision-making, such as shutting
down certain areas of the property to allow staff
affected by voluntary evacuation to take care of their
homes and families, among other things.
• Marketing was used for text, email, Public Relations and
Web communication, including many emails directed
to the info site of our website on a daily basis looking
for information not only about the fire but also our
current promotions, Club benefits, and general Casino
information and events postponed by the Emergency.
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• Human Resources took responsibility for internal
communication with the team. They sent out daily text
messages updating Team Members on the incident
and fielded phone calls from Team Members.
• IT was responsible for providing maps and electronic
communication to the incident command so that
decisions could be made.
• Team Member block meetings were an integral
part of a plan to answer direct questions from those
impacted by this type of catastrophic event. Because
of road closures, we found that we needed to establish
a location off-property to have this type of meeting
for those Team Members unable to pass through
law enforcement checkpoints because of incident
evacuation policies.”
Now that they are living and breathing this plan, what did
they think they could improve upon? Aaron shared:
• “The importance of cell phone numbers for all Team
Members as the most efficient communication
tool. While we had most numbers available for our
database, we still had just home numbers for many.
Pre-employment information should include cell
phone numbers for addition into our communication
program to ensure an immediate information link to
Team Members.
• A Social Media Policy that provides clear guidelines for
Team Members to communicate during an emergency.
A situation such as this can create opportunities to use
Facebook, Twitter, and other Social Media to effectively
communicate factual information to the team and
reduce the spread of bad information.
• An understanding of evacuation routes not just
from our building but from the larger incident area,
including safe evacuation routes for guests and Team
Members from our parking structure to make sure
evacuation wouldn’t interfere with response teams and
would not create a traffic jam.”
Thanks to Al and Aaron for sharing with our Raving
readers the live process they went through during the
devastating Rim Fire. Our thoughts are with you and your
community during this challenging time.

More Raving Resources: Raving Online!
Why is Raving the one trusted source for gaming
education and consulting? Our clients will tell you
that our information is always leading-edge AND
brought to you (either in person or through our
writing) in a way that “feels like a friend is walking
us through it.”
Go to www.ravingconsulting.com when you are
looking for:
• The true cost of free play
• How to develop a strong seniors program
• Current statistics on what VIPs really want
• All you need to know about ROI
• Upcoming conferences and tradeshows
We have an enormous library online, on just about
every topic that marketers and operators face in
their day-to-day business. Even we can forget
about the depth of information our team has gathered over the last 15 years that is still pertinent to
today’s casinos.
And if you don’t see something, email
amy@ravingconsulting.com – Amy Hergenrother
will be happy to send you the data you are looking
for.
And, once again, I have been given a gentle yet subtle
reminder to be more diligent in following my OWN
emergency action plan. Do better than me, okay?
PS – If you’d like a copy of my
emergency action plan (which is quite detailed and good
info, I must say, that’s if you stick with it), just email me
at chris@ravingconsulting.com (if you are reading this by
hard copy, or click on the links in the article). Also, if you
have tomatoes coming out of your ears or zucchini you
let grow way too big, don’t compost yet. I have some
great recipes for you.
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Gaming and Entertainment
Timing is everything
By Kell Houston
It all comes down to time. According to several of the more experienced and successful Marketing
Directors out there in the gaming
business, it’s all about time. Your
customer has a certain amount of
time allotted for fun and entertainment when they walk through
your doors. It’s very important
that their experience with you has
been pleasurable and enjoyable to them and profitable to
the casino. There are only so many hours in the day and
with things being the way that they are in today’s world,
there is not enough extra time or money lying around.

decision for you. A show catered to your older clientele needs
to be finished up early enough so those folks can drive home
safely. Most of that crowd prefer not to drive at night. Those
same people tend to avoid the weekends and they have more
time on their hands. This customer is looking for value and
will really be attracted to a package deal that includes a meal
voucher or buffet pass. Plus you can always give them match
play coupons with their purchased concert event ticket and do
a prize drawing in the casino following the show for everything
from autographed guitars to other sorts of merchandise. Building a weekday afternoon program for these seniors might take
some work, but in the end you can really help your midweek
business. You will find that they will come and make a day of it
in your casino. That’s great for your business.

When a customer enters your casino, they come with
the hopes of winning some money, but in reality, they
are coming to get away from it all and have a good time.
They will spend time in your restaurants, your lounge,
your gaming floor, and your entertainment venue. If you
have a hotel, golf course or spa, they will be enticed to
make it a getaway weekend. Each part of their casino
experience is a use of their time.

Time of Day

The Bottom Line – The Gaming
When you factor in entertainment in the form of a concert, you can only expect a small return from ticket sales,
and a lot of those tickets may be comped tickets, so getting your customers in and out of the concert in a timely
manner is important.
Your gaming floor is where the money happens; you
want your customers spending most of their time on the
floor. The scenario you want to create with your concert
entertainment is to keep it in the 60-75 minute range.
That means no opening acts, no long “Willie Nelson” type
shows. The experienced acts that have played casinos
successfully have learned this over the years and will typically have a set length that works within those timelines.
You want to make it easy for people to take in a show, and
also have time left for dining and gaming.
Day of the Week
Many casinos would like to drive business on weekdays, however, the kind of concert you are presenting will help make that

You know your weekends are going to be busy, so when
you put a show on a Friday or Saturday night, you are
going to be swamped. Keeping the show start time early
means your customers will be more likely to hang out
after the show, since it’s too early to go home and too
much of a hassle to go somewhere else. For a Friday night
show, you would want to start a little later, say 9pm, so
people have enough time to get home from work, clean
up, and head out. Saturday has always been considered
more of a date night, so you tend to have more couples
out together. A 7pm or 8pm show time works well on
Saturdays. This allows people to get there for a dinner reservation, see the show, and hang out on the gaming floor.
Again, keeping the show in the 60-75 minute range, and
getting people in and out of your event center is the goal.
The Freshmen Set
Your younger customers will gravitate to your cabaret or
lounge on weekends, especially if you have a good dance
band playing or a strong club scene with a DJ. They like
this environment. Keeping this part of your entertainment program current with what works in your region is
very important. This is an ongoing branding that needs to
stay consistent. Typically these customers come in for the
evening. You are their destination for their night out.
•

Typically casinos run bands Friday and Saturdays in these
cabarets from 8 or 9pm – 1am. Keeping the breaks a
little longer (around 30 minutes) allows more movement
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•

in your cabaret/lounge. Customers tend to meander in
and out between the gaming floor and dancing. A good
live music program with great bands is worth your time,
energy, and investment. This creates the “fun” factor. The
good bands will help you by marketing themselves to
their fanbase. When they play your casino, they bring their
fans. Those fans can become regular customers for you.
When you try to put cheaper or lower quality bands in
your cabaret to save money, you can very easily ruin your
brand and your reputation.
Electronic Dance Music (also known as EDM, dance
music, club music, or simply dance) is a set of percussive
electronic music genres produced primarily for

environments centered in dance-based entertainment,
such as nightclub settings. This kind of entertainment
really draws your younger demographic. This is a
continuous blast of songs and song mixes that segue
from one song to another. This is the kind of scene you
see in Las Vegas clubs that also provides bottle service. It’s
an intense environment and depending on your region,
will vary based on the strength of your brand regionally.
Remember quality and consistency is important when
building and maintaining your brand. Your customer has
many choices for his or her time and dollars. Make every
minute in your casino a great experience for your customer. This guarantees repeat business.

Contributors
Nicole Barker — In partnership
with Raving Consulting Company,
she works with casinos across the
country to harvest potential from
patron databases in order to finetune the segmentation, messaging,
and programming of multimedia
and multi-channel campaigns.

Tracey Chernay — Tracey

Chernay, Executive Vice President,
Casino, Gaming and Lottery, is
responsible for developing and
executing TransAct’s global business
strategies for TransAct’s Global
Casino, Gaming and Lottery division.
Ms. Chernay is also responsible
for managing and directing the
Epicentral® Software Development
and Technical Team worldwide.

Dennis Conrad — Chief

Relationship Officer of Raving,
Dennis has over 35 years of casino
experience, including keno writer,
bartender, dealer, floorperson,
gaming instructor, special events
manager, casino marketing director,
gaming institute director, and
corporate vice president of employee
training and development.

Christine Motta Faria

— Raving’s VP of Operations &
Communications has been one of the
company’s core marketing writers since
2001. Chris has had a lifelong passion

for finding and sharing unique stories
of people and places through her
travels and daily life. She enjoys nothing
more than incorporating writing and
photography into her multifaceted role
at Raving.

Rob Gallo — Rob Gallo, Raving
Partner, Online Casino Gaming, is
considered to be one of the founding
members of the online gaming
industry. Rob offers significant expertise
and experience in successfully
implementing varying marketing
methodologies across the globe. He
has the ability to effectively strategize
new markets and identify viable
opportunities within the online gaming
sector.
Gary Galonek — National

Sales Manager Gaming, All Star
Incentive Marketing, Raving Partner.
After four years as an Account
Manager with NCR Corporation,
Gary joined All Star in 1990. In 1998,
All Star was awarded the Foxwoods
“Wampum Rewards” loyalty
program, at the time the largest of
its kind under one roof. That was
a precursor to Gary landing new
casino loyalty program and special
event & promotions business at
a number of high profile gaming
companies, including MGM Resorts,
Mohegan Sun, Turning Stone, Isle
of Capri, Chickasaw Nation, Trump

Casinos, and many more. Gary
is a cum laude graduate of the
University of Massachusetts School
of Management.

Winnie Grand — Winnie has
studied the casino industry since the
early 60s. With a Masters Degree in
Psychology, she has been interested
in the psychological aspects of
gaming, along with the growth and
development of the industry. She
and her husband, a retired physician,
travel to casino destinations for much
of the year. She has written for Strictly
Slots magazine and is an active
participant in the gambling scene.
Deb Hilgeman, Ph.D. — An

experienced casino marketing
executive & consultant, Deb was
founding GM of Mississippi Gaming
News until Hurricane Katrina
devastated the state’s casino industry
in 2005. Deb developed and taught
the first casino marketing course at
Tulane University. She has an M.S.
degree in International Relations and
has currently completed her Ph.D.

Kell Houston — Raving has

worked with Kell since 2001, and
throughout the years, we have not
only valued his friendship, but his
integrity. That combined with his
gaming savvy approach to utilizing
entertainment as a tool to drive

folks to the casino floor, makes
him a perfect fit for Raving clients.
Kell is the Owner/President of
Houston Productions, with offices
in Las Vegas, Minneapolis, Seattle &
Vancouver, BC. Houston Productions
is a proven industry leader in
casino entertainment buying and
consulting. Houston has worked
in all aspects of the entertainment
industry over the past 30 years,
focusing for the last 15 years on
Indian Gaming.

Carole Molnar & Jay Sarno

— Carole Molnar and Jay Sarno
are both 25-year business veterans.
Along with their revolutionary
software program DataAce, they
provide Raving clients with the tools
to identify their best customers and
form a strategic plan to engage
those with the best potential.
Carole is a database marketing
strategist, who has developed and
implemented successful customer
retention programs for a number
of leading gaming clients. Jay is
the tactician, building the rigorous
analytical models that provide
solutions to complex data problems,
from the initial assessment and
monthly packages to many one-time
special projects.
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Higher Levels of Play, More Time on Device,
and More Satisfied Players
An “Epic” new tool for casino marketers
By Tracey Chernay
On the casino floor, the enthusiastic
mood of the slot crowd was infectious
– it felt like one minute to midnight on
New Year’s Eve. Players were laughing,
high-fiving, and cheering each other on.
Most importantly, they were hitting the
Play button on their respective games
at breakneck speed. What had them so
excited? The possibility of their game
printing a random free play reward.
Marketing to your customers while
they’re at a slot machine – direct marketing doesn’t get
any more direct than that. And it works. Players want to
be rewarded for the time and money that they spend
feeding a machine, even if they don’t win the big jackpot.
The casino described above has seen a 27% increase in
new club enrollments for the first two months following
installation of their new promotion/bonusing system (as
compared to the previous six month average). A promotion/bonusing system provides a novel approach to

BlueWater Resort & Casino chose TransAct Technologies’
Epicentral® Print System as their promotion/bonusing
system. The Epicentral system enabled the casino to
develop fine-tuned marketing programs that touch their
customers at the most opportune time – when they’re
seated at the slot machine. Working in conjunction with
their player tracking system,
BlueWater Resort & Casino
currently uses the promotion/bonusing system to
provide players with a variety
of customized promotions.
The types of offers that can
be executed via a promotion/bonusing system are
virtually limitless, based
on any number of flexible
criteria, such as: uncarded player time on device, coin-in,
carded player data, rated player level, earned promotions,
or randomly awarded rewards.
Looking to bolster midweek visits, typically a slow time
of the week for gaming properties, BlueWater Resort &
Casino developed a coupon that rewarded players (who
reached a certain point value milestone during their
play) with free play vouchers redeemable for play on
the following day. Results thus far are trending at a 40%
redemption rate of the coupon.

casino direct marketing – an on-site coupon, delivered
via a slot machine, that supplies instant and immediate
gratification to the player.
And they’re not alone; results are consistent across casinos
that implement a promotion/bonusing system – higher
levels of play, more time on slots, and delighted players.
Understanding the value of providing their slot-playing
guests with a great gaming experience, BlueWater Resort
& Casino in Parker, Arizona, was searching for a multifaceted tool that would benefit players, influence play, and
increase player loyalty – all while driving more time on
device. No short order. And to add one more requirement to the mix, it needed to be automated.

A compelling coupon that drives response could be, for
example, one that persuades customers to visit more
frequently, as in BlueWater Resort & Casino’s case, or one
that drives an increase in spend (one casino saw a 73%
uptick in coin-in for a single one-hour unadvertised promotion). Yes, that number is correct – a 73% increase in
coin-in. That certainly equates to more time on device.
Looking to increase loyalty within their population of club
members, BlueWater Resort & Casino designed a coupon
that rewards club players with free spins to win either
$100 cash or $100 in free play (depending on the tier
level of the player). The number of points required to hit
the milestone is relatively low, thus encouraging members to play frequently for a chance to win. Redemption
rates for the coupons are over 85%.
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Additionally, TransAct installation engineers were able to
seamlessly integrate Epicentral with BlueWater Resort &
Casino’s casino management system, allowing marketing
and other personnel at the property to monitor player
activity as it happens and adjust their promotions as
required.

Cross-property spend can also be driven by recognizing players through automated offers for discounted
meals, drinks, shows or gifts. Recently, in an effort to
boost slot play on the first three days of each week, a
casino with a promotion/bonusing system targeted their
platinum-rated customers with a free dinner coupon.
Players amassing the requisite number of points were
rewarded with a free dinner at the end of that same week.
To date, redemption rates of the coupon are averaging
roughly 30%.
Consider also, from an expense management perspective, that
the targeting of on-property players with marketing material at
a slot machine, specifically tailored to that particular player, is a
powerfully cost-effective supplement, or even a substitute for
traditional mailers traveling through the postal system.
The first casino in the Southwest to install Epicentral,
BlueWater Resort & Casino deployed the system on over
500 games. “We are excited to offer yet another enhancement to our players’ casino experience through targeted
promotions made possible by the Epicentral Print System,”
said Art Navarro, General Manager of BlueWater Resort
& Casino. “The system gives our marketing personnel
tremendous flexibility to create effective promotions and
valuable coupons in real-time so that we can ensure our
customers receive the most rewarding experience possible from their visit. Our employees are excited by the
possibilities that Epicentral brings to our business, and
our guests are the prime beneficiaries of that increased
excitement.”
Easily assimilated with present on-site infrastructure, Epicentral works with a casino’s existing population of games
and their existing slot management system because it
operates with a separate and distinct connection to the
printer. As a result, the system can be deployed to connect to all existing slot machines, regardless of the game’s
manufacturer.

Bart C. Shuldman, Chairman and Chief Executive Officer
of TransAct Technologies, comments, “The introduction of the Epicentral Print System at BlueWater Resort
& Casino marks another successful installation of this
advanced promotion and bonusing system. The addition
of BlueWater Casino’s branded ‘EPIC Rewards’ promotional
program, through the deployment of Epicentral, to their
THEclub player loyalty program will enable them to run
enhanced, personalized promotions right at the gaming
machine and fully realize the economic benefits that
Epicentral brings to their operations.” Epicentral is now
installed live on over 5,000 slot machines throughout the
United States.
Raving is proud to introduce TransAct as our
newest Marketing Partner.
Visit us at G2E Sept 24-26 • Booth #2617

CASINOS WIN
WITH EPICENTRAL .
®

PRINT SYSTEM

Bottom-line benefits for casinos:
• 100% increase in lower-tier player Average
Daily Theo (ADT) on day of random award
• 73% boost in coin-in for single one-hour
unadvertised promotion
• 40% redemption rate of coupons that encourage
mid-week visits
• 30% bump in new player loyalty club enrollment in
less than 90 days
• 25% increase in players qualifying for
top-tier status
www.TRANSACT-TECH.com

877.748.4222
©2013 TRANSACT Technologies, Inc. All rights reserved. Epicentral Print
System and Epic 950 are registered trademarks of TRANSACT Technologies, Inc.
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Can Social Gaming Translate into
Real-Money Gaming?
How not to be left behind
By Rob Gallo
At a basic level, the choice has
been pretty straightforward
for online gaming operators:
social or real-money? The
two models are like night
and day, and the industry
is full of experts who know
and navigate the differences
between them, overcome the
obstacles inherent to each,
and market to their disparate
demographics accordingly.
Until now, that is. With the imminent regulation of online
real-money gaming well beyond its current legal havens
in Delaware, Nevada and New Jersey, the next stage is
here, and it’s a little more complicated – for operators,
the “challenge round” if you will. Just how this stage will
unfold remains to be seen, but plans are already afoot,
online remodelings are already underway, and we at least
know what we’re looking at: the emergence of a new,
hybrid platform that incorporates features from both realmoney (RM) and social gaming. In fact, let’s just go ahead
and call it that: real-money social (RMS) gaming. For now
though, choosing a name is less important than knowing
what it is. So, what is it?
As our immersion in social media deepens by the day,
the RMS models now being explored by land-based
operations like Connecticut’s Foxwoods Resort Casino
are, in part, a response to that immersion. They’re a way
to add newer elements of an increasingly rich, nuanced,
play-for-fun social gaming experience to the RM atmosphere currently embraced by more serious gamers. Of
course, it also works the other way; with geographically
expanded RM options on the horizon, RMS represents a
kind of transition for the social gamers.
From a press release jointly issued with provider
GameAccount Network (GAN) and published this year in
the Wall Street Journal:
“The Mashantucket Pequot Tribal Nation (MPTN),
owners and operators of Foxwoods Resort Casino,
and GameAccount Network announced today an
agreement for the formation of a partnership aimed
at pursuing online gaming opportunities in the
United States. … The parties will initially focus on
play-for-fun online gaming opportunities in the US,

and in the event that legislation is enacted allowing real-money wagering, the parties will utilize
GameAccount’s cutting edge technology and
platform to ensure a safe and fair game for all players.
… In 2013, Foxwoods.com will launch a compelling
virtual Internet gaming offering, future-proofed with
an automatic upgrade path for real-money Internet
gaming should regulation permit.”
Currently, those play-for-fun social gamers are connoisseurs of an online world that’s truly gamified, with a
steady stream of spectacle and rewards that keeps them
entertained and coming back for more. It’s a lot of fun,
and it’s a great model for social players and operators
alike. However, as we well know, this is also a world
totally removed from the nonsocial RM universe, with its
real-world mathematics and real-world payout frequencies based on meticulously calculated probabilities.
In other words, the uninitiated social gamer who is used
to striking it rich with play money could face a rude awakening after jumping into the RM realm. Here, designers,
operators, and dedicated players tend to focus more on
the math; the games are more judicious with the payouts,
and use certified random number generators (RNG) to
determine how those chips fall – same as the land-based
slots. For a real-money gaming newcomer, those social
game-style rewards and bonuses come around rarely,
if at all. Presumably the new Foxwoods/GAN offering is
talking about a real-money math model in a play-for-fun
environment that’s been more “socialized” for that player’s
comfort.
This might be the perfect recipe for RMS, and time will
certainly tell over the coming months. Operators who
stray from the true RNG and attempt to increase the
monetization of their social casino games by manipulating the return to player percentages may be faced with
player conversion problems when legalization of online
RM gaming comes knocking. As the saying goes, “It’s
all fun and games until someone gets hurt.” If after RM
legalization migrating players end up feeling cheated by
the legit but less accommodating math used in the social
gaming systems, anger is sure to follow, and they’ll soon
be out the virtual door.
How does an operator avoid this scenario? Foxwoods and
GAN are still working that out, but there’s an alternative
path being explored by the likes of MGM, in partnership
17
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with 2012 startup developer Playstudios with myVegas.
It is a more indirect transition strategy that prepares for
widespread RM legalization by continuing to draw players
into the land-based operations and building that crucial
customer database.
The rationale is this: if social gamers are to be brought
around to the patience level that future real-money slot
play will demand, it has to be done gently. The frequency
of those social gaming rewards can’t just drop off
overnight. Those rewards will come in other forms – for
example, points that accumulate with player deposits,
and that can be put toward real-life land-based draws,
such as MGM’s live shows at the actual Vegas casino. As
such, this is a system much more akin to frequent flyer
miles than gambling. Those reward points are earned
in direct proportion to player deposits, not according to
lucky paylines or anything else related to the outcome of
their online play, which would be illegal. So, if Player X
and Player Y each pony up, say, $10 for 1,000 virtual credits, then they each get 10 points towards that land-based
live show or breakfast buffet – even if Player Y ends up
making a virtual killing on the slots, while Player X doesn’t
fare nearly as well.
From a separate WSJ article, published upon announcement of the plan and partnership back in 2012:
Playstudios plans to offer prizes – including hotel
stays at MGM properties and tickets to Cirque du
Soleil shows at MGM casinos – for playing or posting
on Facebook about the games. Legally, prizes can’t
be based on wagers or winnings, but [Playstudios
CEO Andrew] Pascal said he believes it is legal to
award prizes based on loyalty points similar to the
ones that are awarded by hotels and airlines. …
MGM sees the project as a marketing tool, and it will
have access to Playstudios’ customer-information
database.
So, what is the upshot for casino operators looking towards
the RMS future? Hit the ground running. If you haven’t
already, seriously consider educating your people and
your players about what to expect from the coming race
to real-money gaming legalization. In competitive terms,
it’s going to be a great race, and you don’t want to be left
standing at the blocks after the starting gun goes off.

LIFT
FOR
SERVICE

On and off. On and off. On and off.
“Would someone PUHLL-EASE turn
off that service light?!?”
“Ah, they probably just hit the button
by accident. It can wait.”
Fact: 40% of the time that the service button
is hit, it was an accident.
Fact: The other 60% of the time, your guests
do need help.
• PROBLEM SOLVED: The solution is so simple, and
so inexpensive, you might be suspicious.
• The guest must lift the guard to request service. No
hitting it on accident with their drink or instead of the
wager or cash-out button.
• Where these guards have been installed, there has
been a 40% reduction in service requests/change
lights. That is thousands of times less per week that
the attendants have to run to games; and thousands of
minutes that can be spent servicing guests for what
they really need.
• The cost? Less than a couple comped cocktails.
What are you waiting for? Try a couple of dozen; test
an entire section – guaranteed, you will see the results. Call Jason Newkirk today at 800-688-9630 or
email jasonnewkirk@slotserviceguard.com.
Please contact your
regional representative
from Patriot Gaming
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What Drives Loyalty?

Four key elements that every casino marketer should take to heart
By Deb Hilgeman, Ph.D.
If you’ve tried using your
airline frequent flyer miles
recently, have you noticed
that it takes more points to
get a free flight and that there
are more restrictions on using
your rewards? A recent article
in USA Today said that there
is a “tectonic shift” occurring
in the world of travel rewards
due to the “cancerous growth”
of loyalty programs. Both
Delta and United Airlines have revised their programs so
that only the biggest spenders get the best rewards. This
is a trend that other industries are following, and gaming
companies are starting to get onboard.
Consider that the average American belongs to 18 loyalty
programs and is only active in half of them. The 2011
COLLOQUY Loyalty Census reported that LP memberships
increased 16% in two years and exceeded two billion. In
the U.S. alone, the dollar value of LP points issued and
sold was $48 billion, yet only one-third of those rewards
were redeemed by members. These statistics not only
support the popularity of these programs, but also the
problems they create.
American Airlines started the loyalty program “boom” in
1981 when they launched the first frequent flyer loyalty
program. Casinos and a host of other industries quickly
followed suit because all businesses want loyal customers.
The reality is that most loyalty programs really don’t
create loyalty because they’re based on rewards that are
duplicated by our competitors. Our customers are getting
similar offers from several casinos they visit, so in essence,
we’re buying a visit rather than creating emotional bonds
that lead to long-term loyalty. The result is that our loyalty
programs aren’t a competitive advantage and have simply
become another cost of doing business.
Casinos need to look beyond the metrics we pull from
our database, such as reward redemptions, frequency of
visit, and theoretical win. What these databases can’t tell
us is how loyal our customers are and what we’re doing
that creates loyalty, or what we’re not doing that could be
building loyalty. By learning what makes our customers
loyal, we can allocate marketing dollars more effectively
by refining our loyalty program rewards and processes.

While the loyalty formula varies somewhat from casino to
casino, there are four basic elements that apply to every
loyalty relationship. Research with more than 1,100 casino
players shows that satisfaction, trust, commitment and
gratitude each play an equally important role in generating customer loyalty. Researchers recognize these as
the key antecedents of loyalty, so the higher you raise
your scores on these key elements, the more loyal your
customers will be.
1. Satisfaction occurs when consumers feel that
a transaction or service meets or exceeds their
expectations.
2. Trust is based on the consumer’s belief that the
company has reliability and integrity.
3. Commitment can be defined as the consumer
believing that an ongoing relationship is important
enough to warrant maximum efforts at maintaining it.
4. Gratitude is an emotional appreciation for benefits that
are received, and a desire on the part of the recipient to
reciprocate to the giver.
These four elements are two-thirds of the loyalty formula,
according to research results, and these are things that
you can manipulate and control. Other factors that influence customer loyalty, such as location, could be beyond
your control. You may have customers that are only loyal
to your casino because your location is the most convenient. If another casino opens next door to you, those
customers could migrate.
We can equate loyalty with market share to estimate how
much revenues would increase if we were to achieve
greater customer loyalty. For example, assume that
you have 10,000 high frequency, “loyal” players in your
database, they also visit competitors twice per month,
and have an average theoretical win per visit of $100. The
total revenue lost to competitors per month from your
“loyal” customers would be $2,000,000. If you could capture just 10% of that lost revenue by increasing loyalty, it
would increase your casino win by $200,000 every month.
Using that hypothetical example, it is easy to see why
casinos are literally dumping money into their loyalty
programs with free play offers, food discounts, and
other incentives to drive visits. The problem is that your
competitors are sending your customers similar offers, so

continued on page 24
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PROMOTION ANALYSIS GAMING AND NONGAMING

ARKANSAS
Oaklawn Racing & Gaming (Hot Springs) –
Cauldrons of Cash

Wanting to build some hype leading into Halloween,
while not investing too much money, Oaklawn created
an e-promotion. Guests received an email with variable
entries into a cash drawing on each of the three nights
leading up to Halloween, which culminated on October
31 with a grand prize drawing and, of course, a costume
contest.
“Oaklawn has been an active participant for
the last several years in the Romero Awards,
held during the Casino Marketing Conference.
This year they took home ten awards, including
a Gold for the Cauldrons of Cash Promotion
(pictured above, left to right: Brandon Scott, Kim
Baron, John Romero, and Bobby Geiger). One
judge commented, ‘Well-executed promotion
and way to grab an audience away from competitors while taking advantage of a holiday.
Also nice because it gets employees involved.’
“Following is the information submitted by the
Oaklawn team:
Casino Revenue Results
Three non-promotion dates were used to determine
expected revenue. Any revenue above that amount
was attributed to the promotion. ROI was 375% and the
coin-in for those three days was more than double the
baseline average.

Explain the distinct competitive advantage
obtained
While most venues in the area devoted all of their
resources to October 31 only, we were able to build
excitement leading up to the holiday and, in turn, create
urgency to be at our event rather than any competitors.
Other Measurable Results
Tracked head count for the three days was up 78% compared to the baseline head count, and the coin-in was
up 18% when compared to corresponding days of the
previous year.
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How did the promotion or event enhance the
casino’s relationship with its customers, employees and community?
The event essentially created a three-day costume
celebration, with guests and employees dressing the part
for each day of the promotion. In addition to having a
guest contest, we also had an employee contest where
some of our most frequent guests decided the winner.
“We’ll be featuring more award-winning Romero
promotions throughout the year in this publication, as well as our Raving Flash! Reports.
Romero participants encourage learning from
each other and adapting their winning promotions to make them your own. The Romero
Awards are held in conjunction each year with
BNP Media Gaming Group’s Casino Marketing
Conference. Submissions are taken electronically starting in early Spring 2014, and due by
April 30, 2014. For more information, go to
www.casinomarketingconf.com.”

COLORADO
Fitzgeralds Casino Black Hawk, now called
Saratoga Casino Black Hawk (Black Hawk) –
Jackpot Meal!
A while back, Fitzgeralds sent out a “Congratulations on Your
Recent Jackpot” letter
and offer to recent winners of taxable jackpot
amounts. Recipients
were invited to come
on out and “relive the
win,” and were offered a
complimentary dinner
for two in either Don
B’s Steakhouse or the
Shamrock Café. Guests
were asked to call the
Casino Host Office to reserve the offer and make reservations, and the offer was good for a month-long period.
“As a whole, I think casinos have done a pretty
good job of celebrating jackpot winners’ good

fortune – from on-floor celebrations, to commemorative photos, to jackpot winner parties,
to special dinner offers like the one highlighted
here at Fitzgeralds in Black Hawk. The concept
is a good one, tap into that jackpot winning
moment to create a special reason to make a
return visit. Next to a casino guest’s kids, there
is probably nothing more personal or fondly
remembered than a jackpot win at their favorite
casino. Casinos have done well targeting this
jackpot winning audience (and sometimes they
may not fit the standard ADT [average daily
theoretical] requirements) without sending a
potentially negative message that ‘Hey, we want
you to give some of that jackpot money back.’
“So, those words of praise having been uttered,
I believe there is greater opportunity for
casinos to innovate and harness the power of
the ‘jackpot winning moment,’ the most magical experience in our industry. I believe them to
be unique (with no guarantee that they would
work), but someone somewhere may have
attempted these ‘Jackpot Based Trip Drivers’
already:
• Win Again and We’ll Double It – the concept
is to invite jackpot winners back to their
‘favorite lucky machine’ and for a two-hour
period, if they win an amount equal or greater
to their last jackpot win, you double that
jackpot. However, do the math carefully here.
• The Buffet Jackpot – allow jackpot winners
to bring up to ten friends to a buffet jackpot
in honor of their good fortune. The jackpot
winner gets a bonus for every jackpot won by
those friends during that visit.
• The Wave of the Winning Wand – a jackpot
winner is invited to return as the centerpiece
of a casino floor promotion, where they wave
their ‘winning wand’ for short periods of
time over individual machines or banks of
machines. A glorified hot seat promotion,
bonuses are provided for the winners and the
‘wand wavers.’
• The Bobblehead Winners – after a 10th (or
20th or 30th) jackpot, a guest becomes part
of a bobblehead giveaway, where for a day,
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or a week, or a whatever, casino guests earn
points for the ‘Lucky Linda’ or ‘Jackpot Jerry’
bobbleheads (for example).
• The Million Dollar Jackpot Party – previous
jackpot winners return for a one-minute play
on their jackpot machine and a chance to win
$1 million (insured, of course) if they hit the
top jackpot on their machine in that minute
time period. Again, do the math carefully.
• The Night of Luck – all jackpot winners are
invited back for a special VIP evening, but this
time the target audience is the entire universe
of non-jackpot winners, who are invited to
come in and have ‘The Luck Rub Off on Them.’
Aggressive use of ‘luck items’ for participants,
including standard luck fare (rabbit’s feet,
shamrocks, dragons, Buddhas, etc.), as well as
sharing the personal ‘good luck charms’ of the
jackpot winners in attendance. A total ‘luck
fest!’
“Slot jackpots are special moments. See if you
can use them to create more of those moments,
and perhaps a little luck will descend upon your
casino revenues.” – D.C.

MISSISSIPPI
Silver Slipper Casino (Bay St. Louis) – Mudbug
Madness
Mudbug Madness was a
month-long caption contest/
promotional giveaway on
the Silver Slipper Casino’s
Facebook page in March
2013. The caption submission
period was the first two weeks
in March, then the top ten
entries were chosen by the
Silver Slipper Casino Marketing Department. Voting on
the ten finalists went through
the last two weeks of March
and ended on March 28. Contest was open to all Facebook fans 21+ years of age. The Grand Prize included: a
crawfish boiling pot and burner set, two Silver Slipper
beach chairs, a crawfish table, and one sack of crawfish.
The uniqueness of the contest is based on Silver Slipper’s

geographic location. March - April is the peak time for
crawfish during the season. Many people in South MS
and South LA have crawfish boils on Easter Day, which
was three days after the end of the contest this year. The
winner did have a crawfish boil with her family because
she won the Grand Prize.
“Silver Slipper was awarded a Gold Romero for
this promotion, this past July during the Casino
Marketing Conference. Our judges comments:
‘Lots of credit for target marketing and being
creative. Not being from the area and being a
city folk, I had to look up mudbug. Now I know.
Nice all-around campaign.’ And ‘I really like that
this property was able to tie social to gaming
revenue. It is possible and should be applauded!’
“Following is the information entered by Victoria
Langlinais, Advertising and Publicity Manager,
submitted on behalf of the Silver Slipper Marketing Team:
Casino Revenue Results
The main intent of this promotion was to drive our
customers to ‘like’ our Facebook page and to create some
incremental gaming trips to our casino. We were able to
drive 88 gaming trips and a net profit of over $5,000 just
from the customers who entered the contest. In addition,
this promotion drove over forty people to our players club
to become New Members at the Silver Slipper Casino.
Explain the distinct competitive advantage
obtained
In our market, there are very few long-term Social Media
based promotions at casinos. The success of this promotion is based on knowledge about our target market of
the fans on our Facebook page, as well as our geographic
location. Most entries were from Southeast Louisiana,
28% male and 72% female.
Other Measurable Results
Over the course of the 29 day Mudbug Madness promotion, the Silver Slipper’s Facebook page had 421 new likes
(a 13% increase), 2,482 engaged users, and a total reach of
45,653. We had fifty unique submissions for the contest.
How did the promotion or event enhance the
casino’s relationship with its customers, employees and community?
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We promoted this Mudbug Madness giveaway in our
Direct Mail, which encouraged our patrons to like us
on Facebook. With new photos, questions and updates
posted nearly every day, we are able to engage our
patrons through Social Media. We are getting more inquiries about upcoming entertainment, restaurant venues,
etc. With our Advertising & Publicity Manager having
access to these messages 24 hours a day, patrons receive
quick responses to their questions or concerns.
“We’ll be featuring more award-winning Romero
promotions throughout the year in this publication, as well as our Raving Flash! Reports.
Romero participants encourage learning from
each other and adapting their winning promotions to make them your own. The Romero
Awards are held in conjunction each year with
BNP Media Gaming Group’s Casino Marketing
Conference. Submissions are taken electronically starting in early Spring 2014, and due by
April 30, 2014. For more information, go to
www.casinomarketingconf.com.”

NEVADA
Silverton Casino Hotel (Las Vegas) – Guilty
Pleasures!
Silverton celebrated
the Grand Opening of
its new Gift Shop, Guilt
(“Eats. Sundries. Gifts.”),
with a VIP invitation
to the opening, along
with an offer of a free
bag of the “world
famous Garretts gourmet popcorn.” Invitees
had an eight-hour midweek, midday period to present their
invitation at a gift table in front of Guilt.
“I do think it’s a good idea to celebrate the opening of a new casino gift shop. I also think it’s
smart, a ‘must’ even, to invite your best players
to such a grand opening. And I think a bag of
gourmet popcorn is an effective ‘hook’ for this
event. But what really caught my attention here
was the name of Silverton’s new gift shop, ‘Guilt.’

What a great name for a store that no doubt
features a lot of guilty pleasures, as Garretts
Gourmet Popcorn would indicate.
“It got me thinking about some of the other
catchy and descriptive names that I have seen at
casinos, including:
Jitters – a coffee outlet
Picasso’s – a fancy restaurant
Cravings – a deluxe buffet
Hitters – a proposed name for a sports-themed
slot area
• Your Club – a casino players club
• Total Rewards – another casino players club
• VIBE – a restaurant bar
• Rehab – a Sunday afternoon pool promotion
• Pink Taco – a Mexican restaurant
• One Drunk Puppy – wine tasting event
“There definitely is something in a name,
whether it’s catchy, just says what it is, or
appeals to a particular customer segment, like
the ‘hip and cool.’ With that in mind, I hereby
present you with some names (I believe them to
be heretofore never used at a casino) that might
just have ‘promotional emotional’ value:
•
•
•
•

• ‘Jaws’ – the slot or video poker machine that
won the most money for a casino in the prior
month
• ‘Stuffed’ – an all-you-can-eat casino buffet
• ‘Glow All Over’ – a casino day spa
• ‘Dump the Rack’ – casino party pit
• ‘Hear Here’ – a casino newsletter
• ‘Jack Pot’ and ‘Sweet Pee’ – his and her
restrooms (OK, I got a little carried away there)
“There’s something in a name. Use them to tell a
story, create a brand, or heck, to just have a little
fun. That’s what casinos are all about.” – D.C.
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NEW YORK
Tioga Downs Casino (Nichols) – Ugly Sweaters
Last year, during the Holiday Season, Tioga Downs Casino
held a Holiday Sweater Party and
invited their best customers to
compete in “Our Most Outrageous
Holiday Sweater Contest.” Guests
received two tickets to the event,
which included light appetizers,
music, two drink tickets, and a
chance to compete for three cash
prizes for the most outrageous
sweaters ($1,500, $1,000, and $500,
for 1st, 2nd and 3rd Place).

“As someone who has been
told that I have more than one outrageous
sweater (commonly called my ‘Cosby sweaters’), you’d figure that I just HAD TO highlight a casino sweater contest. And you’d be

right. But my personal preferences aside,
who wouldn’t like to be there to see Ugly
Sweaters? Or Ugly Dogs. Or lousy singers in
an ‘Un-Talent Show.’ Doesn’t it just sound like
fun?
“Actually, I first heard about an Ugly Sweater
Contest at the Silverton in Las Vegas and it
wasn’t associated with the Holiday Season,
so the concept can be even broader than
just a Christmas promo. And the ‘ugly genre’
could include socks, ties, coats, and a whole
range of clothing items.
“And while it may sound like more fluff than
a serious revenue-driving casino activity, just
remember that anything that cuts through
the clutter, or makes your guests smile, or
ultimately drives that damn ‘incremental trip,’
is a good thing, whether that’s a sweater, a
dunk tank, or some goofy gift. Just find out
what that is for your customers!” – D.C.

What Drives Loyalty? continued from page 19
you’re each “buying” visits but not increasing loyalty.
The airline industry started this loyalty program mass stampede and thirty years later it is making major changes by
focusing benefits on the most profitable tier of customers.
All flyers can still earn miles, but the best benefits are
reserved for the top tier of customers and it is now more
difficult to qualify. The lesson here is that every customer
counts, but when it comes to handing out rewards, LPs
need to be more discriminating in order to increase
profitability.
The casino industry needs to take note of this change
because our loyalty programs are arguably the most
generous on Earth. We need to keep seats filled, so every
customer is important and we can’t lose sight of that. At
the same time, however, we need to realize that casinos
have a large segment of customers who will never be loyal
and will continue to merely shop offers. Those are the
customers who will respond to drawings and promotions,
regardless of which casino is offering them. This is part of

the casino entertainment experience and it has to remain
in the budget, but we can’t expect mass appeal promotions or mailings to drive loyalty.
Casinos need to follow the example of the airline industry and focus on building loyalty among its top tier of
customers. This is the market segment that has the greatest revenue potential, and will respond most favorably
to loyalty-building measures. There are ways to increase
loyalty among your best customers, but you have to look
beyond your database and exit surveys. Consumer loyalty
research is becoming more advanced and sophisticated, as
well as becoming more reliable for predictive analysis.
You can be sure that Delta and American Airlines did
extensive market research before making major changes
to their loyalty programs. That type of research is available
with even a small casino budget, so allocate some 2014
marketing dollars to find out what you can do to make
your best customers more loyal.
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A GAMING EXECUTIVE‘S GUIDE TO READING

Raving Recommended Reading Review
By Dennis Conrad
Book: Addiction by Design: Machine Gambling in Las Vegas, by Natasha Dow Schüll; published
by Princeton University Press
When someone takes a deep, dark look into the innards of an industry, I guess all you can ask
is that they be fair. Although some may disagree with me (perhaps even violently so), I believe
Natasha Dow Schüll in her book, Addiction by Design, has been fair.
Not that it won’t make executives in the gaming industry uncomfortable. It surely will.
Anthropologist Schüll, an associate professor at MIT, conducted fifteen years of research in Las
Vegas for her book. She visited casinos, interviewed gamblers, attended gaming trade shows,
read numerous gaming publications and published works (heck, I am even referenced in the
darn thing), went to Gamblers Anonymous meetings, met with senior gaming executives, and
generally got “slot machine savvy” in this seminal, 400(plus) page academic work.
Schüll has certainly shed light on why gamblers play slots and why some play to excess. She has highlighted things that
manufacturers, operators and marketers do to make slot games “more attractive.” And whether you think these gaming
industry features, campaigns, programs or designs for these “one-armed bandits” are smart or sinister, I guess depends on
your perspective.
Sure, there are problem gamblers. Sure, there are slot games that can be addictive. But there are also very popular slots that
bring a lot of joy, anticipation and yes, entertainment, to “normal” people who play them.
While I am not quite sure how Natasha Dow Schüll frames “perspective” in her compelling book, Addiction by Design, I am
sure of one thing. You should read this book. It will give you a deeper understanding of the gaming industry and the devices
we count on to entertain customers and feed our families.
And from there, you can make your own judgements.
Dennis ‘ Rating:
3.5 out of 4 Thumbs Up!
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SAVE THE DATE

Raving Conference & Events Schedule
Raving‘s Cutting Edge Table Games Conference
Paris Las Vegas, Las Vegas, NV, November 18-20, 2013
Produced by Raving Consulting Company for BNP Media

www.tablegamesconf.com

International trade show and conference specifically focused on table games, featuring
Casino Journal‘s Best New Table Games of 2013 Competition.

Raving’s 16th Indian Gaming National Marketing Conference
Morongo Casino Resort & Spa, Cabazon, CA, January 27-29, 2014

www.ravingconsulting.com/indian-gaming

The only marketing conference dedicated to tribal gaming. Be sure to check out the
new half-day seminar that’s being offered, called “Creating a Stronger Indian Gaming
Workplace: Perspectives on High Trust Demand in a Low Trust Environment.”

Raving at NIGA
Booth #423, San Diego Convention Center, San Diego, CA, May 12-14, 2014

http://www.indiangaming.org/events/tradeshow/index.shtml

We’re headed to San Diego and look forward to visiting with you on the trade show
floor. Make sure to attend our always-popular workshops.

Raving’s Host Development Conference
Paris Las Vegas, Las Vegas, NV, July 14-15, 2014
Produced by Raving Consulting Company for BNP Media

www.hostdevelopmentconf.com

The day and a half conference that concentrates on how to drive revenue and grow
business by using advanced sales techniques and data.

Casino Marketing 2014
Paris Las Vegas, Las Vegas, NV, July 15-17, 2014
Produced by Raving Consulting Company for BNP Media

http://www.casinomarketingconf.com

International marketing conference and trade show – featuring the Romero Awards.
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Why Free Play

Continues to be this VIP player’s favorite promotion
by Winnie Grand
Over the last few newsletters, I have talked about several
types of promotions that we see increasing in popularity.
These promotions included events that have an extra
“kicker” to the base offer, either a bigger and more valuable gift or an increased amount of free play for achieving a certain level of play. We also looked at the “series”
promotions that reward participants with more entries
into a big drawing at the end of the series if they attend
more of the series events.
We like all of these events, but there is another one
that we like even more – I call this the Free Play event.
Basically, it works like this: mailers are sent to the invitees,
which give a certain free play amount that is being
offered, along with the dates that this free play is available
for redemption.
Pretty simple! A nice feature is that this free play is usually not available for just a few days, as is the case with
the series events or tournament events. We are usually
given many days to choose from – usually four to twelve
days of the month. This makes planning for our gambling
“getaways” much easier. This is especially helpful as we
often get the schedule for this free play for two or three
months in advance.
Some of our offers are a monthly amount. We have been
getting these offers for a while and we do like these. They
also help in our planning, but it seems that they are for
a lesser amount than the targeted dates offers. From the
viewpoint of the casino, it seems these promotions offer
little flexibility in order to draw customers to the casino at
the most advantageous times.
It would seem that the targeted dates would be much
better for the casino since they would be able to offer the
free play on dates that they expect to be slow. They can
also offer more or fewer dates as needed to better fill their
casino.
Another advantage for the casino is that they can send
offers of varying amounts based on any criteria they
desire. They can pick different dates for different levels of
players if they choose, or they can mix it up with different
levels coming at the same time.
From our viewpoint, there is another thing that we like
about the targeted free play. That is that there is no registration or other planned events to have to attend. We just
show up, do our play, and pick up the money. Of course,

this money is almost always in the form of free play and
that is alright by us. We are going to be playing anyway!
Of course, this simplicity is also to the advantage of the
casino. They have no events that have to be planned, no
extra staff for the events, no food menus to plan! Usually,
the customer picks up the money at the cage, so no extra
staff is needed at a separate location.
One of the biggest advantages for the casino is that they
can invite as many people as they want – the more the
merrier! If they have a slot tournament, they are limited
to a certain number of participants by the structure of the
tournament.
The casino can spread the money that is usually spent
on prizes in a tournament among the customers who are
invited for the targeted free play event. This tournament
money is usually a substantial amount, so the free play
amounts offered should be enticing!
In summary, we like these free play offers because they
are simple and allow us to plan our visits in advance. We
like that we don’t have to attend planned events during
our visit. The casino has even more reasons to like these
free play offers.
It allows them to target their offers to bring in customers
when they are most needed.
It allows them to target their offers to different levels of
customers.
It allows them to invite an unlimited number of customers.
It requires no extra staff or event planning.
Of course, I realize that there will still have to be some
effort put into this event. The mailers will have to be
planned and decisions made about who receives what.
However, the casinos are already actively analyzing the
issue of offers for their customers and likely have criteria
already in place to determine offer levels.
Probably the casinos will not totally eliminate the
“big events,” and we really wouldn’t want that. A nice
sprinkling of tournaments and parties would still appeal
to a wide range of customers. However, I contend that
these free play targeted events would be a good “bread
and butter” base for any casino.
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