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Are promotions an answer to marketing
challenges faced by gaming companies
today?

What is working and why?

Is there a solution for every market?
Will players come if the offer is right2
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Promotions, working in concert with a
balanced marketing plan can bring result-
driven success to any of the “Big Three”
marketing challenges:

« Increasing Revenue/Reducing Expenses
« Driving Player Acquisition and Retention
e Competition
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 The Big Three

Incr uisition and Retention, Competition

What issues do casinos face now when deciding on how to commit
marketing dollars?
The choices:

Be less/more aggressive with offers to players

Rethink Special Events

Re-evaluate cash/comp back in the players club

Continue running programs that have been successful in the
past, expecting/hoping for the same result

If you are not aggressive with your marketing plan, what can you
expect from your competition?
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Ideas That Work

Gas Cards

Airline Vouchers

Mortgage Payoff Promotions

Credit Card Payoff Promotions

Re-Evaluate RFBE Offers

Prospecting

Quik Reports Online Cash Advance Providers
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» E-Marketing
» Text Messaging
» Bar Codes On Cell Phones for Redemption
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Email Promotions

In the average casino database, how many customer records include accurate email
addresses? 20%, 30% ?
* Whatis one of the best ways to incentivize players to provide that information?

They’re not sitting still.
Here are some examples...
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Gas Promos Are Big This Year!
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2008 vs. 2007
Nevada

Sept 08 vs. Sept 07

Club signups, up 4%

Total new acquisition gaming days, up 12%

Avg. number of gaming days/new acquisition, up

Monthly aggregate slot EP for new acquisition, up 7%
Aggregate acquisition expense per new player, down 25%
Individual acquisition expense per new player, down 28%
Total profit from new players, up 10%
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Washington

lllinois

— Slowing
Economy, Competition and Weather
- Reporting numbers were up on drawing days
in October.
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Nevada

* Observations

Casinos are weighing their options during these
tough economic times. The situation requires them to
be more creative and far more open to new ways to
generate revenue.




