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MESSAGE FROM THE PRESIDENT

Dear Ravers,
Raving has been a proud supporter of Indian gaming almost since its inception, and a NIGA Associate Member for over a dozen years. Our work in Indian
Country is the work that gives us the biggest sense of pride and fulfillment.
So, as you read this after the Holidays, I need to tell you about a holiday that
you probably missed – Native American Heritage Day.
Is it an official holiday? Yes, it was signed into law by President Obama a few
years ago.
When is it? It is the day after Thanksgiving (and here you thought that day was
Black Friday).
What happens on that day? Well, not much yet. But then again, Martin Luther
King, Jr. Day started slowly and took a while to become a real holiday.
Do Native Americans like having a national holiday? Well, yes and no. In
talking with some of my Native American friends, I get opinions that contain
a sense of pride (“Finally”) and others that feel it is mere tokenism from the
dominant culture (“Throwing us a bone”).
Well, I’m here today to say that it is time to celebrate Native American Heritage Day in a big way every year. How? I’m
not sure (I have some ideas), but I would look to tribal leaders to point the way. It is an opportunity to inform, build
understanding, and celebrate in a unique and respectful way – a way that is truly American; in fact, it is “First American.”
So Happy (belated) Native American Heritage Day! My hope is that it becomes a day of tremendous pride and we
can finally “kick to the curb” our national “day of shame” on that same day – Black Friday.
And if any tribal leaders want to truly celebrate and grow Native American Heritage Day – count me in.
Sincerely,

Dennis Conrad
Honored to Work with Tribes
Chief Relationship Officer
Raving Consulting Company
dennis@ravingconsulting.com
775-329-7864
PS – If you want to gain more knowledge and build more relationships in Indian gaming, be sure to check out Raving’s 16th Indian Gaming National Marketing Conference on January 27-29, 2014, at Morongo Casino Resort Spa in
Cabazon, CA. There’s still time to sign up!

Cover model: Did you know that there is actually a guy who
sincerely cares about what kind of soap ends up in the new
hotel he just built for you? Read about our newest partner, John
Stewart, the CEO of Encompass Develop, Design and Construct,
LLC on page 3. Shown here with Dexter Lezama, Encompass
Construction Manager.
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Five Low-Cost, High-Impact Ways to Design a
Successful Casino
Or how to avoid a cold dip in the pool through Popular Mechanics and Plexiglas
By John Stewart
Introducing Our Newest
Partner …
John Stewart and his team
at Encompass can transform
an empty field, an old bingo
hall or a tired casino, from
drawing the blueprints to
choosing the perfect type of
soap for the hotel shower
(and absolutely everything
in between). As their name
indicates, they’ll take a dream
from the feasibility study to the grand opening and beyond.
We asked John to share some insights from nearly thirty
years of development, design, construction and operations in
the hospitality and gaming field.
When I was twelve, my parents bought a house in the
country near Louisville, Kentucky, that had a small swimming pool in the backyard. It was an inviting amenity for
a kid, until I discovered that the owners had neglected
to invest in one small but important feature – a working
water heater.
After a few bone-chilling dips, I began to think about how
to change my family’s experience. With the guidance of a
Popular Mechanics article on solar-powered water heaters
and some low-cost materials – plywood, Plexiglas, and
plastic pipe – I engineered and built a low-cost solution
that made a huge improvement in my family’s free time.
More than forty years later, that’s the same basic guidance we at Encompass give our clients: focus on the small
details that can make a big difference for your customers.
Here are my top five suggestions:
1. Spend your dollars on things that your customers
touch.
When designing a construction project and developing
an operating budget, you have to make dollars and sense
decisions. So let your hands guide you.
Things like the handles on the front door, the forks or
plates in a restaurant, and the shampoo bottles in hotel
rooms create a lasting impression. What your customers
touch often means even more than a carpet design or a
soffit color.

When we worked with Churchill Downs to create The Mansion, an exclusive, upscale experience at the storied thoroughbred racetrack in Louisville, we focused a lot of design attention
on the first impression the members-only enclave would make
on the clientele. As a result, you’ll feel the weight of the bronze
in your hand when grabbing the one-of-a-kind Mansion door
handles, and the splendor of the floors under your feet as you
walk across water-jet-cut marble.
Your restaurants may look like a million dollars, but if
the diners are holding sheet-metal stamped forks and
eating off of the same white china plate they’d find at a
cafeteria, you lose points and return business. Don’t leave
what seem like small details to a food-service equipment
supplier.
And when it comes to hotel rooms, take a page from the
top hotel chains and splurge on amenities that make
people remember their experience. An easy-to-use ironing board or a shampoo bottle that doesn’t require pliers
to open can make a huge difference for older customers.
A few extra touches – premium coffee, fresh-baked cookies, turn-down chocolates, or bath-towel origami – will
set you apart from the pack.
2. Design at least one thing that’s unique.
You don’t have to be unique everywhere, but make your
place one-of-a-kind somewhere. Include a feature that
customers will talk about with friends when they return
home, a place they’ll pose for an iconic photo, a destination to linger and admire.
It doesn’t need to be an extravagant, “over-the-top” element, like a Dale Chihuly glass sculpture. While those are
lovely, there just isn’t the need to make such an investment in many places outside of Vegas.
It could be a feature like the center bar we worked with
our team to design for the Akwesasne Mohawk Casino
and Hotel in upstate New York. This popular gathering
place is on an elevated platform that provides a view of
the surrounding area, with vertical fireplaces built into the
bar itself. Above patrons’ heads, hundreds of glass balls
strung on fishing line form a light fixture that looks like
an ocean of floating bubbles. The price tag for this “water
meets fire” element was small compared to the lasting,
defining impact it gives a casino focused on natural elements.
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your housekeeping team to clean all areas in the same way.
Don’t tolerate a greasy kitchen floor in your restaurant.
Don’t allow trash cans in the employee parking lot to overflow. Make sure the back of your house shines like the front.
When your employees enjoy their workspace, they’re
more likely to enjoy their work, stay on the job longer, and
treat your customers as guests in “their” home.
5. Select a great team.

3. Tell your customers where to go.
Stranding customers in a dizzying maze of blinking lights, table
games and slot machines is the old-school approach to casino
design. Easy-to-read directional signage that guides your guests
from one experience to another is essential for today’s casino.
You want customers to find that slot machine they love,
to locate the restroom without wandering, and to make
it back from the restaurant to the playing floor. Signs can
be both elegant and functional. Make sure they are well-lit
with large letters in a clear font. Don’t allow the last thing to
be installed in your facility to be the first thing that diminishes a customer’s experience.

Find a great owner’s representative. Your first investment.
Then have them find you the best design team, the most
experienced construction manager, the procurement group
that focuses on gaming, the food service team that creates
magnificent places, the finance consultants that bring in
the money with consistency. The list goes on for creating a
team of excellence.
Keep your focus on the ultimate goal and build a team of
trust and excellence. A great team will save you money and
time today and well into the future. They will also come up
with creative ideas, like heating a pool with the sun’s energy,
and make a big difference for you and your customers.

4. Design for your workforce, as well as for your
customers.
The people who often make the biggest difference in a
customer’s experience are the front-line staff. Their attitudes
about the space they occupy for eight to ten hours each
day can quickly spread to the customer.
So design with employees in mind, too. If they park in a
dimly lit parking lot, walk past a trash-strewn loading dock,
and enter the casino through a narrow corridor with bare
concrete floors, how can you expect them to greet your
patrons with a great attitude?
Good design for employees means more than a comfortable
break room with the same seating that you have in the restaurant and amenities like a refrigerator and microwave. It means
developing a clear and concise plan to keep these spaces functioning as they were intended. The plan should include training
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Die Tiers Die

Why tiered card systems have rarely worked in Casino Marketing
By Nicole Barker
You’re up. You’re down. You’re
in. You’re out. We’ve been playing emotional ping pong with
our players and it’s time to stop.
It’s time to harken the demise of
tiered cards, and usher in a more
safe and sane usage of Points,
Player Development, and Direct
Mail.
Why don’t tiered cards work?
We specialized in gemology over gripping benefits
Sapphire, Gold, Emerald, Ruby, Diamond, Quartz: to a
player, it’s all cubic zirconium. We have imitated carded
programs to death and completely sapped the value
proposition. Too many levels under the banner of all sorts
of gemstones; it’s baseless branding. American Express
started it. The green card was a mark of status and wealth.
Down the road, American Express muddied the message
with purple, black, and red colors, and other lowered
tiered entreaties. On the casino floor, we let rewards
trickle up and down the tiered levels to a point where it
means little to flash a card in order to jump a line or enter
a party: the lines are still too long and the parties too big.
We set marathon standards for pedestrians
Blindly we set earning pathways that take a year for our
core set of customers to attain. Rarely did we differentiate
between hurdles set for local, regional, and national customers. Frankly, it takes too long to jump from one tier to
the next for marginal gain. Don’t worry, the airline industry has botched this as well. We reward loyalty after
it has been demonstrated for a year.
The reward is then enjoyed for
a period of time and wiped
away if it is not maintained. We
rely on Direct Marketing and
Player Development to pick up
the temporal slack. However, our
broad strokes let the erratic players hang too long and the high
volume/low value players slog
away beyond a reasonable
period of patience.

A jump from one tier to the next carries little gain
Valet parking, express lines, member parties, and meager
discounts are parceled thinly across multiple layers. At
the core, people want to be treated with an extra level of
attention, courtesy, and respect. Loyalty is an exchange
of gracious thanks and welcome. When you put a dollar
figure to what a player has dedicated to this form of
entertainment, the mass of tiered rewards falls flat. A
tiered program becomes a failed means to automate a
broader VIP program. The attempt institutionalizes grace
with procedures without the personal delivery. It’s vapid.
The IN crowd resents the NEW crowd
Our players know each other with or without a card
in hand. The same crowd sees one another playing,
they hobnob at events, they share a wink at drawings.
Entrance into VIP events used to be clearly based upon
status, and now is more frequently based upon ADT.
Hard-earned, top-tiered cardholders balk at the new
recruits who crash their events according to math they
are not privy to. Player Development personnel are
rewarded based upon courting new players who haven’t
been around long enough to earn a card, leaving the
cardholders with the top cards languishing in maintenance mode. Why earn a card if entrance to the most
coveted events is given out in exchange for one or two
intense sessions of play?
A crack in the road, a moat, and the Grand Canyon
Did we do the math before we set the tiered card earning
requirements? If we got bored, did we
monkey with the requirements behind
the scenes? Did we evaluate what our
competitors were doing and take a
more effective path? Each property
has its own set of core customers.
There are natural breaks between
play patterns. The art in setting tier
breaks depends upon recognizing
the natural worth breaks according
to ADT and Total Monthly Theo, and
then setting a time frame in order to
define when regular visits reflect loyalty.
For the player, there should be clear stages of reward,
where each stage can be conquered like crossing a crack
5
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in the road, understanding that the Grand Canyon will not
cut them off from worthwhile benefits in the short, mid,
and long terms.
Bend the rules and break your promises
The final nail in the coffin of tiered card programs resides
in how the programs are deployed. We set the parameters. We explain the rules. And then we let the promotion
and demotion periods slide. We gift the threshold players
tier status when this is exactly the group the tier program
was built for, as a means to incent a tad bit more loyalty in
order to gain a step up in value. A clear-cut program with
clear-cut rules earns a mutual level of respect, so long as
we don’t fall prey to changing the targets along the way.

What happens next?
Blunders aside, can we bypass the development of a
tiered card program entirely and march directly to a
modern deployment of loyalty strategy?
In the next installment, we will discuss our original intentions when initiating a tiered card program. Then we
will cover ways to either save or solve for a tiered card
program.
See Nicole Barker present “Die Tiers Die” in person at Raving’s
16th Indian Gaming National Marketing Conference, January 27-29, 2014. Go to www.ravingconsulting.com/indiangaming and register today.
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and her husband, a retired physician,
travel to casino destinations for much
of the year. She has written for Strictly
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Losing Players?

A simple secret to decrease player attrition
By Adam Smithline
There are many things you
can do to try to keep your
best players. You can train
your team to provide highly
personal service, you can
upgrade the benefits that you
offer your top tier, you can
improve the quality of your
hotel, amenities and entertainment, and much more.
While all of these are important strategies, there is something else you can do in addition to these techniques
that will yield an improvement in retention in most cases.
As with most good “tricks,” the secret is simple, and you
may soon be asking yourself why you never thought of it
before. In order to retain players who have enjoyed your
property with some frequency, you simply need to pay
attention to them. Yep, that’s it, just pay attention.
1. Observe your players
So, what does it mean to pay attention?
It starts with observing. In this case, you
want to take a careful look at all of your
rated players, and identify the ones
you consider most important from a
financial point of view. This shouldn’t be
difficult. You can use their lifetime ADT
to get a feel for their bet size and time
on machine or at the table. Then you can
count their trips in the past year to understand how often they visit. These simple
measures, often referred to as monetary value
and frequency by database marketers, are the
keys.
2. Observe your players over time
But observing once isn’t enough. Paying
attention means observing over time.
Given that the problem we are trying to
solve is that players reduce their play over
time, we need to keep observing so that
we can see these changes in behavior. For
whatever reason, a loyal player may decide

at any time to move their play to a competing property. If
you want to win them back, you first have to identify the
change. If you are monitoring ADT and frequency, then you
can just as easily monitor changes in these measures. You
are looking for a sudden drop in either measure, but more
than likely it will be a decrease in frequency.
3. Interact with those players at key times
The last part of the puzzle is to show your best players
that you are paying attention to them. The timing really
matters here – you are going to get the best results if you
reach out to players as soon as their play drops off. While
your casino marketing efforts most likely already involve
some regular player direct mail, in this case you want to
switch up your message a bit due to the circumstances.
The idea is to first notify the player that you are aware
of their drop in play; second, tell them you don’t want
to lose them; and third, ask them to come back to your
property.
Raving’s resident marketing expert,
Doctor Deb Hilgeman, offers these fantastic tips to
consider as you craft your retention strategy:
• Before notifying the player, do your
homework to find out as much as you can
about him/her. What is the player’s worth?
What was their play pattern before they
dropped out of sight? What comps/offers
did they use – hotel, restaurant, golf, etc.?
Develop a one-page form that has all of
the player’s relevant information, and keep
your notes on it.
• When you notify the player, do it by phone.
Have an experienced host make the call to
determine why the player hasn’t been in
recently. I’ve called inactive players before,
only to have a spouse answer and tell me
the person had died. If you don’t have hosts
at your property, designate a person with
excellent phone skills, and empower the
employee to make decisions.
• Be open and friendly when you call.
Tell the player you’ve missed seeing him/
her, and ask why they haven’t been in. A
7
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common complaint I’ve heard with inactive VIPs is that
they had a bad experience with an employee. Find out
what happened and make sure it’s addressed so that it
doesn’t happen again.
• Be prepared to make an offer based on what the player
likes – free meal, hotel night, whatever you can offer
that aligns with the player’s worth. Send the offer
immediately with a handwritten note.
• Try to set a date and time when the player will return.
Make sure the player gets VIP treatment during the
visit.
Some players can’t be won back, but many will respond
if they feel appreciated or value the offer you make. By
acting quickly, you have the best chance to build on the

momentum that you already have with the player. Yes,
it’s expensive and it takes work, but consider how much
you’ll otherwise spend on new player acquisition to find
one new player with the same potential value to your
property.
Meet Adam and Greg of the Opticity team at Raving’s 16th
Indian Gaming National Marketing Conference this January.
Visit www.ravingconsulting.com/indian-gaming for more
information.

You’re either maximizing
player lifetime value.
Or you aren’t.

www.opticity.com
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What Do Orgasm, Gambling, Exercise and
Generosity Have in Common?
And why is this important to your casino environment?
By David Kranes
Question: What do orgasm,
gambling, exercise and generosity
have in common? Answer: Under
neuro-imaging, they all make the
brain’s pleasure center light up.
Some years ago, researchers at the
University of Oregon connected
subjects to brain-monitoring
devices, then deposited real
money in each subject’s online bank account. The subjects had two basic choices as to how to spend/save this
money. They could give it to a local food bank … or keep
it for themselves. Everything remained anonymous. So, if
a subject chose to be charitable, he would get no outside
affirmation for that choice.
The counterintuitive surprise – for researchers and, I’d
suppose, many of us as well – was that the majority
of wired subjects chose giving to the local food bank.
When they did so, the pleasure center in their brains lit
up. Again: this was done in total anonymity. No one was
getting virtue-points from his or her neighbor. A majority
chose giving over keeping. Generosity is pleasure-giving.
Our imaged brain tells us so.
What, then, is the application of this – the revelation
that generosity is a hard-wired pleasure – to casinos and
casino environments?
The application is certainly a two-way street. (1) Players
seek out those properties perceived as being generous.
(2) Players have the instinct to be generous in a generous environment. We give in those places where we are
given. Giving where you are given will, for most, feel like a
win-win situation.
We see this borne out in gamblers’ language. “They’ve
tightened up” is a phrase often used to describe a casino
property that’s perceived to have withdrawn its generosity. Thus, “tightness” and “openness” become words that
mark the endpoints of a generosity scale. And these
words are helpful to floor designers because they are also
physical and spatial. On a physically tight floor, movement
and comfort are forced and difficult. On a physically open
floor, movement and comfort are unselfconscious and

easy. A physically tight floor may be quickly translated
into a floor with little give, little generosity. A physically open floor invites players’ feelings of casino-giving,
player-receiving.
Certainly, a casino is not a food bank. Customers would
never mistake a casino for a charity. Still, the point
remains: generosity is a hard-wired, pleasure-prompting
impulse. In the best sorts of social environments – even
when they are commercial – generosity feels like it’s
abundant … and seems to flow in two directions. Such
environments are open, clear and direct. If possible,
nothing is hidden. The floor is not a maze. There are no
impediments or barriers that stop the flow and pleasure
of a generous impulse. Nothing is negatively surprising.
Here are some questions for any casino management
to answer. All of these questions relate to a customer’s
impression and growing conviction as to whether a given
casino is a generous or selfish environment:
1. Is your foyer (entry) space clear and open? Does it extend
a welcome? Does it say, “Nothing up my sleeve. Look
around.”?
2. Is your casino floor legible? Can a player stand almost
anywhere on the floor and read the “maps” of that floor’s
overall layout? In other words: are you offering players
clear-and-open access to any of the pleasure-choices
they might make: table-play, slot-play, dining, drinking,
lounge-entertainment?
3. Are all of your staff – dealers, floor personnel, servers,
management – trained to extend the spirit of generosity
toward your customers?
4. In any instances of dispute – games, food service,
mechanical malfunction – are the significant staff trained
to resolve the dispute generously in favor of the customer?
5. Do your promotions reflect a breadth of generosity –
rather than a narrowness of generosity that’s extended
only to a “lucky” few? The most generous promotions feel
like they’re fun for all.
Generosity pays. A few years back, Barona Resort & Casino
chose to eliminate transaction fees on all of their ATMs.
It was a generous move, which, on the surface, seemed
risky, seemed to eliminate hundreds of thousands in
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fee revenue. But generosity begets generosity. Pleasure
begets pleasure. The fee-less ATMs attracted players. ATM
use increased. Gaming revenue increased. Day after day,
all throughout Barona’s casino, lights were going on in the
pleasure centers of satisfied customers’ brains.

Click here to read more about David’s new manual, “WANT
YOUR CASINO GUESTS TO STAY AND PLAY LONGER? How
to recreate your gaming spaces through pleasure zones” –
available through Raving Consulting today.

The leave-me-alone, push-away line used to be, “I gave
at the office.” Let’s hope to change that to: “I gave at the
casino. …Because they gave back to me.”
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JANUARY 27-29, 2014

775-329-7864

Morongo Casino Resort Spa, Cabazon, CA

Take Your Tribal Gaming
Career to the Next Level
By improving your skills, deepening your knowledge and
expanding your expertise, you’ll create more value for your
property and for yourself!

General Managers, Department Heads and
Marketers, join Raving for an unforgettable
three days of learning at Raving’s 16th
Indian Gaming National Marketing Conference and our new half day program Creating a Stronger Indian Gaming Workplace.

REGISTER TODAY

Register by January 7 to save on TWO PROGRAMS if
you are READY TO MAKE A POSITIVE CHANGE in 2014.
Kick off the New Year re-motivated and with tools
that will make an impact to your NEW Half-Day Progra
CREATING A m
casino’s bottom line.
STR

775-329-7864

Register online www.ravingconsulting.com/indian-gaming

ON
INDIAN GAM
ING WORKGPELR
Visit the w
ACE
ebsite for
mo
re info.
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The Ultimate “How To” for
Event and Concert Planning – Part I
From special “riders” to dealing with demanding tour managers
By Kell Houston
When it comes to events and
concerts, there are five areas that
your Casino Entertainment Director along with your Marketing
Director, has got to be intimately
familiar with:
1. Planning
2. Procurement
3. Contract and Rider Negotiation
4. Advanced Prep
5. Day of Show Plan
In this article, we’ll cover points 1-3, and leave Advanced
Prep and Day of Show Plan for Part II, which you’ll see in
the April 2014 issue of this magazine.
Planning: Being prepared for an event or a show, starts
with that first discussion. In my July 2013 Solutions article,
we discussed in detail why entertainment is often the
most misused and misunderstood program in casinos
today. Your planning session needs to start determining
for each event if your goal is ticket sales, customer satisfaction, or gaming revenue:
• What do we want to accomplish?
• What is our budget?
• What are the realistic costs?
• Does our idea fit these parameters?
Procurement & Offer: Now that the above criteria have
been agreed upon with your team, it’s time to find the
right act in order to accomplish your goal:
•
•
•
•
•

Do you have a specific date, or can you be flexible?
Is your event or concert set on a specific genre or type?
Is it a specific act or event?
Is your budget realistic?
Have you reviewed the requirements and costs (both
internally and externally) – are these realistic for you?
• Can your expectations be met?
At this point, the offer gets submitted and you have to
wait for confirmation. Sometimes this is quick, which

could mean within 48 hours, and sometimes you have to
sit and wait for weeks. There are so many factors that go
into confirming an artist. If you are doing regular shows,
you are most likely in the “flow,” and you are already aware
of the options and the routing. If you are doing occasional shows, you are not on everyone’s radar. This usually
means a longer wait, unless you have an experienced
buyer.
It’s important to always have an expiration date on your
offer. The length of time you can sit waiting for a confirmation can be problematic, and while that offer is out,
your hands are tied. You cannot submit multiple offers
and just choose between whoever accepts first. An offer
to an artist is a commitment until the offer is accepted
or expires. You do not want to find yourself with several
accepted offers for the same event.
Contract & Riders: Next up, once the offer is accepted,
you will be receiving a contract and a rider. Depending
on the level of the act, you could also be contacted by
their Marketing and PR people, about everything from fan
club pre-sales to information about how to market and
advertise your show.
Here is where the real fun begins. How you manage and
handle this part will make the difference between having
a smooth, easy show, or a total “day from Hell”:
• The Rider – this is where the artist lets you know what
they need, from production, to the legal requirements,
to hospitality, accommodations, etc. Keep in mind
that everything in this rider is negotiable – from the
hospitality requests, to the production and backline
requirements.
Advertising & Marketing details are usually
outlined in the rider. Keep in mind that only
approved pictures, audio and video can be
used. Sometimes outside companies, like Tour
Design, have already prepared radio spots and
ad mats for purchase. However, if you have a
strong, capable, outside vendor that does your
advertising, you can let them know. You will still
have to submit your materials and marketing
plan to the management for approval before
you can start advertising.
11
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Hospitality can be very intimidating, so let’s start
with the meal requests. Instead of catering the
meals, use food vouchers or meal comps. Group
members can order room service, eat when
and where on-site they want to. Always exclude
alcohol. Dressing room catering can be a real
challenge. The approach I take is to cross off all
of the alcohol, and then start looking at what
the property can reasonably do. Then it’s time to
go through this with the group’s tour manager
or road manager. Before you go out and find
or buy all the stuff that they have on their list,
find a middle ground. Some of those items are
very important, some are not. You want a happy
group. Bus catering is another issue. Many times
the buses will need ice and water. That’s always
okay. But when it comes to stocking their bus, I
always note that the property does not do bus
stock. After-show food – always refer back to
the food vouchers or meal comps.
Production rider – you want the show to look
and sound good. Depending on the size of your
room and your stage size, the production rider
may be more than you really need for the room.
This is where your production company vendor
needs to really have your best interests in mind.
They need to negotiate and find a workable
compromise. There are a tremendous amount
of hidden costs in this part of the rider, and you
need a competent and experienced production
company with strong industry relationships.
This is where I see discrepancies in costs, varying
from a reasonable cost to 2-3 times more than
needs to be spent.
Now the real fun has just begun. Stay tuned for Part II,
which will be coming out in April.

If you want to learn more about riders and contracts, join me
at Raving’s 16th Indian Gaming National Marketing Conference this January, for my workshop, “How to Expertly Deal
with Entertainment Mishaps and Concert Scenarios,” where
we’ll talk about what happens if the Artist is on-property or
in the backstage area doing illegal drugs? What do you do if
the Artist is present at your property, but gets sick and can’t
perform? What happens when the weather is so bad that
you want to cancel the date, but the Artist is showing up and
ready to perform? Visit www.ravingconsulting.com/indiangaming for more information.

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.
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Building Loyalty with Your Players

How to get there with a little help from the Six Million Dollar Man
By Tracey Chernay & Susan Grinnell-Reed
The candy-free checkout lane at the
grocery store: an oasis of safety for
anyone who has ever had a young
child accompany them on a shopping
trip and been subjected to the “Pleasssseeee can I have a Snickers bar?”
barrage. Being grilled during crossexamination on the stand is a cakewalk compared to the persistence of a
seven-year-old looking to score some
chocolate-covered happiness.
The next time you’re in a grocery store, or any store for
that matter, look closely at the items displayed in the
checkout area. You’ll find things like chocolate, batteries,
travel-size bottles of aspirin, drinks, and tissues. Retail
experts know that the point of sale or checkout is a critical
component in their customer’s overall experience. This is
the point where the store has to finish strong and follow
through on delivering a positive, rewarding shopping
experience – hence the ingenuity of providing a candyfree checkout.
Successful retailers prove, by offering a variety of musthave (or perceived as must-have) items at the checkout,
that they understand the customers’ needs and cater to
them. You may consider that pack of batteries an impulse
buy, but the smart folks in store management know that’s
not really the case. They’ve done tons of research that tells
them that you grabbed those batteries because you want
to be prepared should you lose power in a storm and your
flashlight needs to be in working condition. The need for
fresh batteries may not have been the primary motivation for your trip to the store, but it did fuel your purchase
decision while you were there.

cognitive level, but the emotional part of them wants a
payback. They want to be compensated for the time and
money that they’ve given to the casino, even if they don’t
win big or hit the jackpot.
This is where you embrace and respond to your customer’s need for validation. You need to capture the player’s
confidence that she’s going to be rewarded, somehow,
with something of value that will make her want to come
back again and play at your casino. Reflect upon the
strategies you’re currently using or have used in the past.
Which ones are/were the most successful? Examining the
campaigns that elicit the most response or engagement
from your players will allow you to isolate their behavior
trigger(s).
Once you know what motivates your customers to return,
use the better, stronger, faster treatment (any Six Million
Dollar Man fans out there?) to create even more impactful
campaigns. For example, chances are good that your slot
players historically react well to free play offers. If that’s
the case, step up the campaign by implementing random
free play bonuses.
Properties that have done so have seen time on device
and average spend increase by significant margins – well
beyond the face value of the free play coupon. What’s
more, for a good percentage of players, just the experience of receiving the award right at the game is enough
to make them continue playing so that they can recreate
the thrill of “winning.” Not only will they play more on that
particular occasion, but they will have had such an enjoyable experience that they’ll make a concerted effort to
come back and play the slots again at the property.

That’s all well and good, but what do candy bars
and batteries have to do with casino marketing?
It all boils down to loyalty. Understand your customers’
needs, cater to those needs, and reward them with what
they want. Happy customers become loyal customers.
And loyal customers bring repeat business.

The property in question demonstrated to their customer that they understood the customer’s need (to win
something), met it (free play), and then topped it with
a random free play bonus. Not only have they won the
customer’s loyalty, but in the process they increased the
amount of time that customer spent at the slot machine
– more coin-in.

I’ve written in previous pieces that no one realistically
expects to win every single time they sit down at a table
game or slot machine. Players understand that on a

Let’s consider another possibility. Examination of past
promotions reveals that your slot players respond well
to promotions in which they can “earn” entry tickets for
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prize drawings. The more they play, the more tickets they
receive, and thus increase their chance of winning. Now
apply the Six Million Dollar Man theory. Take the promotion to the next level by giving your players a way to
continue their quest for the prize, support a local charity,
and boost your midweek visits in the process. Define the
promo guidelines so that on Wednesdays your property
will match, dollar for dollar, whatever your players deposit
into the machines. The sum of that match is then donated
to the charity of choice.
You’ve addressed your customer’s need (again, to win
something), met it (entry tickets), and then topped it by
giving the customer a feel-good opportunity to donate
to a worthy cause. And, by running the program over the
course of several Wednesdays, you’ll experience a nice
uptick in activity for what is usually a slow time of the
week for play. By speaking to your customer’s altruistic
side you’ve increased the likelihood that customer will
return on successive Wednesdays to win something for
themselves and, at the same time, support a good cause.
Speaking to your players’ needs and exceeding their
expectations is really the key to acquiring loyal players. Use the information you have from past successful
promotions to gain insight into what motivates your
players to make the decision to game with you. A firm
understanding of their needs and knowing what makes
them tick – combined with a healthy dose of creativity –
assures you’ll provide experiences that make your players
want to come back for more.

CASINOS WIN
WITH EPICENTRAL .
®

PRINT SYSTEM

Bottom-line benefits for casinos:
• 100% increase in lower-tier player Average Daily
Theoretical (ADT) on day of random award
• 87% loyalty club coupon redemption rate
• 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.

Meet Tracey and the TransAct Team at Raving’s 16th Indian
Gaming National Marketing Conference this January. Visit
www.ravingconsulting.com/indian-gaming for more information.
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Why Are So Many Casinos Bulk Buying
Promotional Items …
When giving your players a lot of choices is better for everyone?
By Gary Galonek
Flashback: Atlantic City, 1984.
Come to Boardwalk Casino on Saturday, November 18th, and pick
up your turkey basting pan (while
supplies last)!
Flashback: Las Vegas, 1994.
Cordless phone Friday! First 1,500
patrons to enter the casino …
Flashback: New Mexico, 2004. It’s
burger time with our George Foreman grill giveaway!
Flash-forward: Any Casino USA, 2014. Come visit us on
Sunday, June 22nd, and choose a gift from a collection of …
In case you haven’t noticed, one of the most recent trends
in gifting for casino event giveaways and promotions is
the gift of “choice.” As we have become accustomed to
in our real world purchasing endeavors, telling us what
we want vs. asking us what we want or need is frowned
upon (not a reference to Obamacare, but if the prescription fits …). The idea that 4,000 of your patrons can show
up for a Saturday gift event and all walk away happy with
another toaster oven, 49-pc. tool set, or a no-name MP3
player, has long since left the building.
Yet despite this trend, why are so many casinos still bulk
buying a single widget to give away?
• Purchasing people hate choice. It takes the
power out of their hands to negotiate amazing deals

by dangling large orders in front of vendors and
may involve cutting multiple purchase orders after
the event. Truth is, with such low margins on most
electronics and housewares today, there isn’t much of
a cost difference between purchasing 200 or 2,000 of
an item.
• Less thinking. It takes far less marketing time or
merchandising skills to pick a single item, rather than
display a number of items. Or to install web-based
terminals for patrons choosing from hundreds or
thousands of items, than it does to drag a bunch of
pallets in to an event space, cut them open, and give
the stuff away.
The reality is that the gift of choice should be embraced
because it is appealing to players and event coordinators
alike.
• Despite the uncertainty of what will be redeemed,
there is no worry of buying too much or too little of an
item.
• Receiving staff will love you. If you’ve never been at
a loading dock when a tractor trailer of “stuff” arrives,
you’ve missed some serious grinding and gnashing
of teeth, not to mention some colorful language.
Unloading, storing, and eventually moving dozens of
pallets of these priceless gems is difficult and tedious.
• Event staff will love you. No need for an army of events
and promotions staff with box cutters to arrive at
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the ballroom in order to break down the pallets and
master cartons, leaving behind a mound of corrugated
cardboard, shrink wrap, and shipping pieces, not to
mention a few cuts and lots of dry hands!
• Most importantly, patrons love it! Instead of gambling
on that 1 in 20 chance you’ll give them something
they need, you are ensuring that they will choose
something they want. This item is not likely to be
regifted, and will linger around the house providing
“trophy value” for the recipient.
The last thing you want your patrons to think is that
they got stuck with a purchasing department’s closeout
opportunity of the month from some shady product
source. We’ve seen this stuff end up being refurbished
goods, having scratched out retail tags on it (or worse,
they are still there showing how they were marked down
to half of their initial value!), in damaged packaging, etc.
And most importantly, avoid no-name brands! We are a
brand-conscious society, and offering patrons well-known
brand choices will leave a better taste in their mouths and
feeling more valued than no-name knock-offs will.

your next giveaway. Better yet, create a cyber café with
comfortable chairs and web portals in the event space
where patrons can sit down and choose from dozens or
hundreds of items at a product picking site in the budgeted price point. Now that’s a choice event!

To bulk ship or drop ship? Execution of gift events
where choice is involved can get tricky. Ideally, you
choose a vendor that can drop ship to the patrons’ homes,
adding more value to their casino experience. This makes
more sense as the value of an item increases. My general rule of thumb is that if the individual drop shipping
charges exceed 20% of the value of the item (this typically
happens at around $50), then drop shipping is not the
most cost-effective way to go.
Many clients want to offer choice and drive a second trip.
In this scenario, the vendor would coordinate the ordering from the event and ship in bulk back to the casino for
patron pick-up. This even allows for the opportunity for
individual gift wrapping, as was the case for a recent “Pick
a Purse Party” at a Midwest casino. And for those casinos
near the Canadian border, this is a cost-effective way
to let your patrons from north of the border participate
in your giveaways. Freight duty and taxes for a U.S. to
Canada drop shipment are cost-prohibitive.
So, get your merchandising hats on, or bring in those of
that persuasion, and display a number of exciting gifts for
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When 2 + 2 = 5

Understanding the variable math models being used by some virtual casino
game developers
By Rob Gallo
No, they are not changing Einstein’s theory of relativity, or
shifting the immutable laws
of physics. They are merely
augmenting the mathematics of virtual (play for fun) slot
machine payouts to make the
games stickier. Right, wrong
or indifferent, it’s happening,
and so long as the 2, 2, and 5
do not contain real money
dollar signs in front of them,
what’s the harm? According to some, plenty!
First, let’s answer the question of who “they” are. Then
we’ll look at why they want you to believe 2+2=5, and
why it’s harmless for consumers to believe in such a
mathematical anomaly. Then let’s peel back the onion
and take a peek into the variable math models being
used by some virtual casino game developers, and the
impact that has in the market.
The “they” is referring to some of the social game developers in the space who are creating virtual slot machine
games to target the masses of players who enjoy them.
The purpose of this article is not to point fingers or name
names, but to bring to the forefront the fact that it is happening, and what effects it may have on the industry.
Social casino games gained popularity a couple
of years ago with the advent of Zynga’s wildly
popular Texas Hold’em Facebook app. Realizing
that there was a market in the “play for free” social
gaming world, other operators followed suit with
the introduction of casino style games. The biggest
such developer is Double Down Interactive, and
the launch of its Double Down Casino app on
Facebook changed the space forever. Since then
(circa 2010), the social casino market has become
a saturated, highly competitive, and yet still a
highly lucrative business. Real casino operators can
no longer afford to look down their noses, since
the potential to make money in this platform is
evident. As a result, most of the top social casino
games are now owned and developed by real
casino operators or gaming manufacturers.

adjusted to more than 100% in many instances. Some of
these algorithms are designed to give the player a sense
of winning big early on in the game, and then tightening
up later on during the course of play. So, if there is no real
money involved, what’s the harm …? Ah, but there IS real
money involved, and it’s not chump change. In 2012, the
social casino gaming space generated $1.7B and is expected
to grow to $2.4B by 2015, according to H2 Gaming Capital.
Is this a casino operator’s dream? Maybe so. Although it is
only a very small percentage of the monthly active users
who deposit real money in order to buy virtual chips
(between 1% and 3%), with no chance of a player ever
withdrawing because it’s not real gambling, this sounds
dreamy. Then it begs the next question, if there is real
money going in, should it be regulated?
To Regulate or Not to Regulate?
Developers point out that social games are not the same
as real money gambling, which is strictly regulated in
those jurisdictions where they are licensed to operate.
And with state regulators focused on real money gaming
in order to help with budget deficits, little attention has
been given to the social gaming arena. Think of your
Congressional leaders choosing between regulating
real money gaming in their constituency and minding
the Candy Crush epidemic, and it’s easy to see why they
would not give it a second thought.

To create more “stickiness” and keep players in the
games longer, the mathematics on the return to
player (RTP) in some of the slot style games are
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Seemingly, the social gaming industry is attempting to
self-regulate. In October 2013, the International Social
Games Association (ISGA) released the first “Best Practice
Principles” for game development. It is currently being
implemented, and the principles cover five areas:
• Adhere to necessary laws and regulations
• Are transparent in their functionality
• Treat purchases and payments responsibly
• Manage player privacy appropriately
• Use appropriate advertising models
Noticeably missing is any reference to the mathematics
behind the RTP models. According to the ISGA, they will
need to do more research in order to understand how social
gaming will affect how people play and pay for games.
What Are the Odds?
There is a bit of “He said, She said” in the fact that there are
different math models and algorithms at play early on in a
player’s life cycle of a social casino game. To highlight this
fact, I solicited some feedback from game developers in
the sector. Since I am limited by word count in this article,
I cannot recount the entire thread, but it is well worth a
read. http://lnkd.in/Abz2Ce
To summarize, many have said that the mathematical
odds in social games are “adjusted” based on certain algorithms, and that is giving players false expectations. It’s
obvious that an RTP of 100%+ is not a sustainable business model in the real money world, but with no chance
of real money withdrawals in a virtual social casino, you
can get away with it for a longer period of time. So, the
biggest factor in the space is drawing a definitive line
between the two. In a previous article, I wrote about the
blurred lines between real money and social gaming,
based on the fact that many traditional casino operators
and suppliers are now getting into the social gaming
space. From a self-regulating perspective, there is a general consensus among the top tier real money gaming
platform providers that if they are going to develop a
social casino brand based on a well-known slot game
found on the floor at a physical casino, it WILL have the
same exact odds in the virtual environment.
While we may all yearn for simpler times when we knew
for sure that 2+2=4, players in today’s day and age must
keep on their toes for the look and feel of “new math.”

Losing your
data analyst
totally sucks.
We make getting back on
your feet suck a lot less.
Every day your casino marketing team is
without data, it’s impacting today’s revenue.
Did your data analyst QUIT? Did the ﬁnance
department carry a bigger stick and steal her?
If you don’t have an understudy ready to step
up, you’re in big trouble.
Our data geek will customize your data in
user-friendly spreadsheets and matrices. On
top of that, she’s a casino marketer too, and
can interpret that data to assist you in your
strategic marketing decisions: promotions,
player reinvestment percentages, free play
alternatives, direct mail …
Short-term emergency help,
month-to-month support, training,
software … you get the picture. Raving is part
of your team, for whatever you need.

Contact Amy Hergenrother today at
EMAIL:

amy@ravingconsulting.com

PHONE:

775-329-7864

Raving Consulting | 475 Hill Street, Suite G | Reno, NV 89501 | ravingconsulting.com
Tel: 775-329-7864 | Fax: 775-329-4947 | Email: ravingknows@ravingconsulting.com
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Cruisin’ the Coast

Mississippi casinos revved up classic car event that rules the road
By Deb Hilgeman, Ph.D.
In 1995, I was the Marketing Director at Boomtown
Casino in Biloxi, MS, and our
GM was a seasoned casino
guy from Reno. He had great
memories of a Reno classic
car event called Hot August
Nights, that started in 1986.
That, he thought, would be
a great way to boost gaming
revenues after the Labor Day
slowdown on the Mississippi
Coast, so he took his idea to the MS Casino Operators
Association and they loved it. Yes, we stole the idea from
Reno, but we made it our own with a classic car event
called “Cruisin’ the Coast.”
Cruisin’ the Coast has become the biggest
special event in the state of Mississippi,
with an economic impact of more than
$20 million. “Gaming money, fuel,
hotel rooms, restaurants, and all those
numbers are impressive. People
come here to have a great time. It’s
a big impact because of the ripple
effect throughout the economy,” said
Executive Director Woody Bailey.
All this resulted from a humble beginning
in 1996, with an event that barely generated
media coverage for the 374 registered classic cars from
neighboring states. For the first three years, the event
lost money. Local casinos pledged financial support, and
volunteers provided labor and support. The event was
cancelled for one year in October 2005, after Hurricane
Katrina had hit two months earlier with incredible devastation that destroyed casinos, homes, businesses, and
lives. Cruisin’ the Coast resumed the following year and
has continued staggering growth.

The game plan hasn’t changed its basic format of registrants getting a card that is stamped at various venues in
the beach towns that line the Coast. Completed cards are
entered into a cash drawing on the last day of the event.
This keeps the cars moving so that it’s a constant parade
of antique, classic and hot rod autos. Each city venue is set
up as a mini-festival with live music, food vendors, and a
chance for spectators and participants to see the vehicles
up close. Twelve host car clubs provide more than 700
volunteers.
The event expanded to encompasses three counties and
eight cities in the Coastal region. Bailey said, “Our model
has worked very well. Having the money to get things
started, together with the right mix of community and
tourism people, has seemed to be a good mix. Some
events seem to work better than others, but it requires
staying power and hard work to start an event like this
and keep it going.”

The 2013 event had 7,042 registered cars from 44 states,
and at least 3,000 non-registered cars. From one end of
the 30-mile Mississippi Coast on the Gulf of Mexico to the
other, the beautiful old cars cruise the beach highway for
what is now a week-long event. Radio stations play oldies
music, residents dress in poodle skirts and bobby socks;
and casinos offer a poker run, car giveaways, and free
concerts.
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As Cruisin’ the Coast has grown, the honors and awards
have followed. Cruisin’ the Coast received the Governor’s
Excellence in Tourism Award as Festival/Event of the Year
in the State of Mississippi. Cruisin’ the Coast was also
named the recipient of the “Shining Example Award” for
Best Festival/Event of the Year by the Southeast Tourism
Society, one of the “100 Events for the Year” for 2001 and
in 2011 by the American Bus Association, and was also
named a Southern Travel Treasure by AAA’s magazine,
AAA Southern Traveler. In 2007, the Automotive Restoration Market named Cruisin’ the Coast the 2007 Restoration Event of the Year.
Part of the success and appeal of Cruisin’ the Coast –
“America’s Biggest Block Party” – is that it’s family-friendly.
The original intent of the Coast casinos was to create
an event that would increase tourism, gaming revenue,
hotel occupancy, and community economic impact. It
exceeded those early expectations, and the question
now is just how big it can grow. “Looking at where we
were in 1996 with our start and where we are today, it’s
just hard to believe,” said Bailey. “I just never dreamed that
we would be doing what we’re doing today.”

We took a concept that worked in Reno and made it
our own. What can your casino – and your competitors
– create that could enhance gaming revenues during a
slow season and benefit your community?
We copied a successful event from another market, so
here’s a good resource for you to scope out events that
could work in your market: www.topeventsusa.com. The
site features links to the top twenty national events, state
and city events, event themes, and featured events. From
all of us in Mississippi: Thank you, Reno – we loved your
event concept! (Of course, they probably copied it from
somewhere else).

What the Mississippi Coast casinos started is a success
story that began with small steps and continued to
evolve. It wasn’t a new idea, and it wasn’t even our own.
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How to Provide Services Through a Business Model
When there is often a political agenda
By Marin Denning
As a new contributor to the
Solutions Magazine, let me
introduce myself. My name is
Marin Denning, and I live in
the great state of Wisconsin
– Green Bay Packer country! I
am a member of the Oneida
Tribe of Indians of Wisconsin,
and the proud father of four
children. I have a diverse
background in the area of
tribal services, boards, committees and commissions. I have lived and contributed
to these responsibilities in rural and urban communities.
I have also had the great honor of being asked to emcee
at many Pow-Wows across the country, and I am passionate about cultural practices. While I cannot represent all
Native American beliefs, value systems and political representations, I can talk from my training and experience.
One of my hardest lessons as a young manager was to
reconcile the trials and tribulations of providing services
from a business perspective, while being buffeted by
the winds of politics. Many tribes in America have not
separated their operations and administrative functions
from governmental operations. The result of this kind of
marriage between politics and business can lead to many
sleepless nights and being hard on oneself. It can also
result in the kind of job and lifestyle satisfaction that has
no equal. In those brilliant moments when communities,
business interests, and government actually line up for
positive contributions? Easier written than done.
My recent experiences in listening to offline conversations
between gaming employees have been a great reminder
of something I learned long ago that still helps me today;
THREE STEPS BACK, TWO STEPS UP.
There is great frustration in working with a business
interest, like Native managed casinos where elected
tribal leadership is not separated from the business(es) of
the tribe. You want to make it work, but tribal elections,
gossip, nepotism, internal and external disputes, paired
with the vicissitudes of a tribal election can create barriers
for many managers and frontline workers. Managers who
expended hours and budget for long-term strategic plans
suddenly see newly elected officials eager to separate
themselves from their predecessors. The elected officials

will abandon those plans, sometimes without any notice.
Frontline people are put in precarious positions, especially
tribal members who are pressured to either participate in
the politics of the day or asked to provide insider information that they may or may not possess. This is when
THREE STEPS BACK, TWO STEPS UP can work.
ONE STEP BACK
One of the most important steps in understanding what
is happening is to know that you are not alone. There are
many managers and frontline people who have been in
these exact positions. Seeking their wiser counsel in some
of these situations could be vital to help. That counsel
could come from the most unexpected places, so choose
your trainings, contractors and conferences with the
unique challenges of your workplace in mind.
TWO STEPS BACK
The second step is to realize that the way you look at
the world and understand it is not how all people see
it. In this case, the Golden Rule just might be your worst
enemy. What is unusual for you might be common for
others. For me, learning about myself, how I think, how I
function in the world, helps me realize that when things
feel personal, more often than not it is just a process that
I am not familiar with … yet. Finding a mentor who can
provide insights into my cultural understanding, communication style, weaknesses, and gifts is vital.
THREE STEPS BACK
The third step back for perspective is to realize that while
government and business look to serve, the process to
actually do it is often wildly different. In business, your
job is often defined as showing a profit. You can work
in teams to figure out problems, and work efficiently
and hopefully quickly to solve them. Modifications to
your plans can be made as your plans move forward. As
distracting whirlwinds happen, you can remind yourself
and your teams to not give in to distractions, and instead
concentrate on the goals.
In government, it’s very different. Political whirlwinds
can take away momentum on previously agreed upon
projects because the electorate wants answers, now!
There are diverse groups and individuals who are often
functioning at cross purposes with the same work, but

Continued on page 24
21
Raving Consulting | 475 Hill Street, Suite G | Reno, NV 89501 | Tel: 775-329-7864 | Fax: 775-329-4947 | ravingconsulting.com

PROMOTION ANALYSIS GAMING AND NON-GAMING

NEVADA
Various Casinos – Party with Your Host!
Several Nevada casinos recently conducted VIP events that
included personal involvement from specific members of
their casino host teams. These included the following:
• Battle of the Hosts $40,000
Slot Challenge (Atlantis Casino
Resort Spa, Reno) – VIPs were
invited to compete as a team
with other players who shared
their host. There was a $10,000
individual grand prize and
$11,000 in team prizes in this
tournament format. At the
Awards Dinner, participating
Atlantis hosts squared off against each other in a
tournament style “Slot Challenge,” and the winning
host’s VIPs each received $100 in free play.
• $60,000 Battle
of the Hosts Slot
Tournament (Golden
Nugget, Las Vegas)
– Golden Nugget
hosts acted as “Team
Captains” for this VIP
Slot Tournament. There were two captains per
team and their team names reflected popular
sports (Golf, Basketball, NASCAR, etc.). VIPs
competed in two slot tournament rounds, plus
could play in optional re-entry rounds. There were
$50,000 in team prizes and $10,000 in individual
prize money, paid in cash, promo chips, and free
play. There was a “Meet Your Captains” Cocktail
Reception with ten drawings for $100 in free slot
play, and an awards ceremony.
• Lacey and Marge’s Birthday
Bash Weekend (Silver
Legacy Resort Casino,
Reno) – VIPs were invited
to celebrate the birthdays
of hosts Lacey Damron
and Marge Matteoni.
The invitation included

Friday night Hot Seat Drawings, a Saturday night
“sumptuous dinner party with a little flair of the
Rat Pack era and exciting drawings.” There was a
chance to win $1,000,000, and invitees were asked
to dress in all black, all white, or both.
“Based on all of our work in Player Development
and Host Training, I can tell you that there has
been a tremendous trend in casino marketing
towards VIP events with a central focus on the
casino hosts and their ‘names in lights’ on the
event. And why not? These are the casino executives who have the closest relationships with
a casino’s best customers. What VIP would not
show up for their host’s birthday party or to play
on their slot tournament team with a chance to
win big bucks?
“Host VIP events of this type, as well as other
programs involving senior executives (hosted
dinners, meet ‘n’ greets, ‘executive invitationals,’
blue ribbon panels, etc.), speak to the important
principle of ‘relationship building.’ These are the
types of activities that speak directly to ‘loyalty.’
“Any casino can have a 20% or 30% ‘reinvestment percentage.’ Any casino can have a slot
tournament and give away $10,000, $50,000,
or even $100,000. Any casino can ply their VIPs
with free rooms, killer meals, and top shelf
drinks.
“But only one casino can celebrate Marge and
Lacey’s Birthday. Only one casino can pair Julie
and Steven with VIPs on a NASCAR slot tournament team. And only one casino (yours!) can pair
your unique host personalities with your unique
guests to watch sparks fly and relationships get
deeper.
“If you are not pairing your casino’s best relationship developers with your best customers to
drive revenue and increase loyalty, then you are
missing the boat. In fact, why not have a boat
cruise hosted by your ‘sailboat nut’ PD Manager
and invite all of your water-loving VIPs?” – D.C.
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PENNSYLVANIA
Presque Isle Downs & Casino (Erie) – Chicken
Tac Toe!
On Sundays, Mondays and Wednesdays last August, Presque Isle held
its “Chicken Tac Toe” promotion. The
first 750 players to earn 500 points
on those days, beginning at 6 AM,
got to play Tic Tac Toe against a live
chicken between 10 AM and 10
PM on that same day. Guests could
win free play and cash prizes up to
$1,000. The Presque Isle direct mail newsletter promoted
the events with “Cluck Yeah! It’s Here!” with a logo of a
chicken wearing sunglasses.
“And here I thought the ‘Chicken Challenge’ type
events (first tried at the Tropicana in Atlantic City)
had disappeared, but here we see its return at
Presque Isle in Pennsylvania. And why not? It’s fun,
unique, interactive, and always seems to work!

times,’ including Mondays and Wednesdays. It
had enough of a first prize to generate participation ($1,000) and (no doubt) lots of free play
secondary prizes. And its ‘Chicken Tac Toe’ logo
was cool and spoke to great fun.
“I don’t know how expensive it is to bring in this
chicken promotion (there are companies that do
this, one is called Feathers University). But I do
know that if you can be unique, interactive, fun,
and give your guests a ‘shot to win,’ you don’t need
to be chicken about trying new things, you won’t
lay an egg, and you’ll leave your guests clucking!
Plus, you’ll make some real scratch!” – D.C.

WEST VIRGINIA
Mountaineer Casino, Racetrack & Resort
(Chester) – Fred’s Wine List
A recent visit to Mountaineer Casino’s La Bonne Vie Steakhouse revealed a wine list that included a section called,
“Staff Preferred.” On this particular menu was included a

“If you are not familiar with Chicken Tic Tac Toe,
it involves a live chicken on a tic tac toe board
in a plexiglass pen. Guests press an electronic
button to choose their ‘X’ square and the chicken
pecks at the board to make its ‘O’ selection
(actually being fed at the same time). The whole
process is actually controlled by a computer
chip and the guest is actually playing against a
pre-programmed computer with predetermined
results and creates a strong illusion that the
chicken is actually playing. Thus, just like with a
slot machine, a casino can set a ‘payback percentage’ for its chicken game.
“I have actually played the Chicken Challenge
when it was in Reno several years ago. The chickens are well-treated (they work short shifts!)
and the game is a ton of fun. The casino where I
played used it to attract customers and generate
players club signups. That is not a bad chick tac
toe strategy, but I like Presque Isle’s better.
“First of all, Presque Isle made its players earn
500 points to get chicken playing privileges. It
limited the days, the times and the numbers of
‘chicken challenges’ each available day, thus
creating a sense of urgency, competition, and
‘limited time offer.’ It targeted ‘opportunity
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selection of four wine favorites (in the $50-$250 range)
of Kevin, Fred, Josh, Jerrod, and Jeremy, no doubt servers
at La Bonne Vie. Josh’s preferences included a Penfolds
Shiraz from Australia (2003, $98), a Chateau St. Jean Blend
from Sonoma (2002, $125), a Brown Cabernet Sauvignon
from Napa (2004, $182), and a Caymus Special Selection from Napa (2005, Magnum, $550). Mountaineer has
received the Wine Spectator Award every year since 2004.

“But at La Bonne Vie at Mountaineer, ‘Fred’s
Wine List’ truly seems like an inside tip. I ate
there and our waiter assured us that the servers
had sampled every wine on their recommended
list. There were wines listed for every price range
(except for really cheap wines) with an assortment of red and white wine. And best of all, they
didn’t have to discount the damn stuff!

“This ‘Fred’s Wine List’ selection falls under the
category of the ‘Inside Tip’ or the ‘Tip of the Day.’
I have seen a few of these over the years, and
they always seem like a good idea. Everyone
likes to feel like an insider, that they are getting a
great recommendation for something really cool
or something of value from someone who really
knows.

“Although our server at La Bonne Vie didn’t have
his own ‘list,’ he was enthusiastic about the selections (and their genuineness) of the others. Can
you imagine how enthusiastic Kevin, Fred, Josh,
Jerrod, and Jeremy were when they were recommending wine to guests? Or how much their tips
may have risen?

“I remember getting one ‘Tip of the Day’ a few
years ago at a Las Vegas Strip property (I don’t
remember if it was at check-in, or at the Players
Club, or in my room). I recall it was something
pretty pedestrian, like a buffet mention or a bar
drink mention, and there was a $1.00 discount
attached to it. Hey, that’s not an Inside Tip, it’s
more like a coupon!

“Inside Tips are great potential sales tools. Just
be sure to make them truly ‘insider’ stuff – when
the best time to use the fitness center is, the ‘to
die for’ dessert item not on the menu, when the
golf course rates are half price, the day the lobsters arrive on property. Everyone wants to be in
the know – let them in, and I guarantee they will
be more loyal.” – D.C.

Continued from page 21
that is a part of consensus-building in government. There is
a division of powers that slows work, and the fixed terms of
elected politicians can create safe havens, or wreak havoc
for plans that may be unpopular.
Facts and metrics in politics can also be misapplied and
misunderstood. Realize that you’re working in an environment that may on the outside look like they are headed for
common goals, but the way they get there and the time
they take can be vastly different. So, learn about how tribal
governance works in theory and practicality. Since most
tribes are different, don’t assume that one tribal process is
like another!

TWO STEPS UP …
The last two steps are the most difficult, but the easiest to
write. While taking that one step up to be dispassionate
and gain perspective on what is happening, remember
that second step up is to remain passionate about what
you are doing.

24
Raving Consulting | 475 Hill Street, Suite G | Reno, NV 89501 | Tel: 775-329-7864 | Fax: 775-329-4947 | ravingconsulting.com

A GAMING EXECUTIVE‘S GUIDE TO READING

Raving Recommended Reading Review
By Dennis Conrad
Book: WANT YOUR CASINO GUESTS TO STAY AND PLAY LONGER? How to recreate
your gaming spaces through pleasure zones, by David Kranes; published by Raving
Consulting Company Press
It’s funny how Raving publications are born. Recently we were sitting around
the Raving office thinking about how to help a Raving client who is considering
buying an old casino and would need to re-engineer the space.

WANT YOUR CASINO GUESTS
TO STAY AND PLAY LONGER?
How to recreate your gaming spaces
through pleasure zones.
By David Kranes
“The pit is packed. Strangers cheer each other. Feels like sexual
tension, but it’s more than that. It started when I walked through
the door … I’m sexy, I’m blessed, I’m lucky tonight. I’m in the
right place at the right time.” How do you change a typical casino
atmosphere of noise into music....disorientation into comfort....
cramped into expansive....anxiety into pleasure? This is a must
read collection for any casino executive that is serious about
making their gaming space more profitable.

“David Kranes!” we all shouted at once, and we already knew that we had some
of his articles sitting in the Raving archive vault.
But what a treasure trove of casino space wisdom we discovered as we went
searching for Kranes writing! Hundreds of pages and scores of articles!

RAVING CONSULTING COMPANY PRESS  RENO, NEVADA
Copyright 2013 Raving Consulting Company

So, we decided to compile it into one seminal Kranes masterpiece. And by the time you read this review, it should be ready.
And just look at some of the Kranes topic titles:
• Are Your Casino’s Sounds Making a Happier Player?
• How Your Coffee Shop Can Affect Your Customers’ Gaming
• Remodeling Through Service
• Breathing Space and Break Space
• Dealers as Coaches
• If Casino Architects Were Players (Parts I, II and III)
• Discovery and Surprise
• Ten Questions Any Tribe Building a Casino Needs to Ask
• How Slot Machines Tyrannize Casinos
• and much, much more
I’ve known David Kranes for nearly two decades. He is the most original, innovative and insightful observer of casino environments who has ever lived. Period.
Get and read this Kranes collection. ‘Nuff said.
Dennis’ Rating:
5 out of 4 Thumbs Up! Yes, 5 out of 4!

NOTE: Contact me at dennis@ravingconsulting.com if you wish to receive a few complimentary sample articles from the
new Kranes publication, as well as information on purchasing and pricing.
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SAVE THE DATE

Raving Conference & Events Schedule
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.

Raving‘s Cutting Edge Table Games Conference
Paris Las Vegas, Las Vegas, NV, November 17-19, 2014
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 2014 Competition.
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Simple Fix-Its for Service and
Operation Issues
That can instantly improve your guest experience
by Winnie Grand, Raving’s High-Roller Contributor
I think I am pretty easygoing and don’t get easily annoyed,
but I have to admit that, over the years, there are a few things
that I find pretty annoying, that I believe are pretty easy fix-its.
In no particular order, here is a summary of those things.
The waste of heating and cooling energy:
This seems to be a hard one for hotels to get right. Our room
is nearly always either too hot or too cold when we return at
the end of the day. I know they are trying to be smart about
this by having housekeeping set the thermostats at certain
temperatures when they leave, but they seldom set it to a
reasonable temperature. We really don’t need our room to be
62 degrees, even if it is over 100 degrees outside!
The fancy new controls that turn the lights off and close
the drapes when you press “all off” are supposed to help
against the desert sun and the colder winter days. The thermostat is also automatically adjusted, but is seldom set at
a reasonable temperature that negates the gains from the
closed drapes. When you return and press “all on,” that really
means that all the lights will be turned on – even those
that you don’t need or want. We often stay in multi-room
suites and have to go around turning off all of the lights
that we don’t need when we return. Maybe “all off” is helpful since many people are not careful about turning off the
lights, but I suspect that this benefit is lost when the “all on”
turns on unneeded and unwanted lights!
By far the most annoying thing about the use of energy
is the cooling of the hotel hallways – these are almost
always freezing, even during the summer. I can only
imagine the thousands of dollars that are wasted in the
cooling of these hallways! Surely something can be done
to better regulate this area.
Large servings at restaurants:
Maybe some people don’t find this annoying at all, but
often the orders we get in the restaurants are very large. I
always ask about the orders for french fries because these are
sometimes large enough for several people. Salads are also
often served in huge bowls – much too large for one person.
I guess Las Vegas is proud to be known for these excesses!
Your only defense is to split an entrée or salad with another
person – if you are with a person who shares your tastes!

2013, with its need for many electrical outlets. One place
that is important for an outlet is beside the bed so that
our phones can be plugged in at night. Unfortunately,
these outlets are usually being used for other bedside
needs, like the lamps and clocks. Rarely do we find easily
accessible plugs by our bedside.
Another place that it is important to have outlets is by the
desk, if your room has that piece of furniture. As hard as it is
to believe, we have stayed in some rooms where there was
not an outlet within reach of the desk. A nice feature we have
started seeing in some rooms are the outlets that are found
in the base of the lamps. We really like this because the outlet
is so easy to get to, and we don’t have to crawl around on the
floor or move furniture in order to reach a plug.
All of our electronic gadgets require juice and we really appreciate outlets being provided for us in convenient locations.
Luggage racks:
Almost all of the hotels we visit provide a single luggage
rack. I never understood this because there are usually
two people staying in the room! The rooms always have
two robes, so I don’t think the hotel expects the room to
have a single occupant. I guess they just think that one
person can put their suitcase on the floor!
Skimpy linens:
We love staying in the hotels that shower us with lots of
linens in the bathroom. Several of our favorite spots don’t
do very well in that regard though. Often, there will only
be two washcloths – I guess we are only supposed to
wash up once a day! Two of each bath towel, washcloth,
and hand towel for each of us is just right. I know some
hotels are trying to cut down on the use of linens,
but guests go to hotels in order to be pampered, and
adequate linens are really valued.
Poor bathroom planning:

Missing or insufficient plugs for electronics:

We sometimes wonder if the people who design the
interiors of hotel rooms ever actually stay in those rooms!
Some of our bathrooms have very little sink space. Travelers
always require lots of room around the sink – remember
that we are traveling with all of our bathroom supplies.
Many times we find that space to be in short supply.

Most hotels are behind the times on this and provide
plugs more suited for the 80’s – not the modern world of

Well, enough of my annoyances! The amazing thing is
actually how many things are done just right!
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