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Sponsored by JAPAN READY TO CONSIDER 
INTEGRATED RESORTS BILL

Japan is finally set to debate the future of integrated resorts in the country as the 
government has finalised its bill that would allow for three such developments.

The IR Implementation Bill was submitted to the Japanese Parliament (DIET) 
on 27 April by the governing Liberal Democrat Party (LDP) and its junior coalition 
partners the Komeito Party. It now faces debate in the DIET before it can be 
approved into legislation.

The bill includes strict regulations to curb opposition arguments which centre 
on increased addiction opportunities for Japanese residents. These regulations 
for local residents would include limits on weekly and monthly visits to three and 
ten respectively and a $55 24-hour casino entry fee. 

The aim of the bill is to bolster state revenue and the Japanese tourist market. 
The government has set a target of 400,000 tourists by 2020 and 600,000 by 
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THIS WEEK IN 
NUMBERS

Loan agreement secured by a�  liate 
operator Better Collective to � nance its 

strategy of M&A.

Additional percentage 
stake purchased in 

Maltese company Almor 
Holding Limited by 

online gaming operator 
Cherry AB.

2030. As a result of these targets and existing concerns surrounding 
gambling addiction in the country the proposed integrated resorts replicate 
the Singaporean casino model which deters local residents from participating 
in gambling.

Further regulations include limiting casino floor space to 15,000 square 
feet or 3% of the entire resort’s land area. The government would also tax 
gross gaming revenue at a rate of 30% and fine operators $4.7m for acquiring 
a license fraudulently.

Despite these strict regulations many analyst predict that Japanese integrated 
resorts could match and even surpass those of their regional competitors in 
Macau. This belief is supported by international casino operators and Japanese 
prefectures that are all vying for the right to participate in the potentially 
lucrative developments.

Osaka has established itself as one of the prime candidates for an integrated 
resort. The prefecture’s Governor, Ichiro Matsui, has already stated that: “If the bill 
becomes law as quickly as is possible, we’ll promptly draw up a schedule to open 
up the facility”. His aim is to open a casino by fiscal year 2024 at the latest. This 
ambitious target has helped make Osaka Morgan Stanley’s most likely candidate 
for a resort. 

International operators such as Melco Resorts have already begun to invest 
in Japan in preparation for the bill passing. The company opened its Osaka 
headquarters earlier in April, while Caesars Entertainment created a ‘Japan Advisory 
Committee’ and MGM launched a Japanese website to promote its services. 
Sheldon Adelson, CEO of the Las Vegas Sands and Melco Resorts CEO, Lawrence 
Ho, have both already stated that up to $1bn could be invested in developing an 
integrated resort in the country. This is a price that both Las Vegas Sands and Melco 
are willing to pay.

The LDP will be aiming to get their bill approved by DIET before the 
end of the current Parliamentary session on 20 June.
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27.6%

7.5%

Rise in gaming revenue reported in Macau 
during April, according to new � gures 

released by the Gaming Inspection and 
Coordination Bureau (DICJ).

Drop in operating pro� ts reported by 
Paddy Power Betfair during Q1 2018

Issuance fee payable 
by any sports betting 
operator wishing to 

operate in New Jersey 
under a new sports 

betting bill being debated 
by the states senate

$500,000

£201.1m

12% 

Revenue 
reported by 

the Jockey Club 
during 2017.

$41.3m

Worldwide gaming company Scientific 
Games has announced the promotion 
of Barry Cottle to the posts of President 
and CEO, replacing current President 
and CEO Kevin Sheehan.

Cottle, who currently occupies 
the CEO role at Scientific Games SG 
Interactive division, will assume his new 
role on 1 June, with Sheehan remaining 
with the company as a senior advisor. 
He has also previously served as Vice 
Chairman of Deluxe Entertainment 
subsequent to holding executive roles 
at Zynga, Electronic Arts, Disney and 
Palm Computing.

Ronald O. Perelman, Chairman of 
the Board of Scientific Games, paid 
tribute to Sheehan, saying: “I want to 
thank him for his strong leadership and 
tireless efforts that led to the company’s 
success over the last two years and I 
look forward to continuing to work with 
him as a senior advisor to the company.”
Sheehan paid tribute to his team, 
adding: “I’m proud of what we have 
accomplished over the past two years. 

I want to thank the Scientific Games 
executive team, my friends and 
colleagues at MacAndrews & Forbes and 
all of our employees for their hard work 
and commitment.”

Scientific Games posted a 12% rise in 
its revenues during Q1 2018, but also 
made a loss in other areas due to its 
corporate refinancing and acquisitions. 
Cottle’s main task as President and CEO 
will be to ensure that Scientific Games 
returns to financial stability over the 
next 12 months.
In its second high-profile appointment, 
Scientific Games has also announced 
Tim Bucher as Executive Vice-President 
and Chief Product Officer across all of 
the businesses divisions.
Bucher, who previously served as 
Senior Vice-President and General 
Manager of Seagate Technology and 
has previously been involved in several 
companies within the technology 
sector which have been taken public or 
been acquired by tech giants including 
Apple, Microsoft and Dell.

sCiEntifiC gamEs makEs DoUblE ExECUtivE appointmEnt



Gary Shaw, CEO at Nektan, con� rming 
the appointment of Jane Ryan and 

Michael Byrne as COOs of two of the 
campany’s divisions

“We’re thrilled to announce our latest 
senior appointments. They are two highly 

capable individuals who will no doubt apply 
their wealth of industry experience and 

commercial acumen to grow our B2B and 
White Label businesses.”

A letter from the Mashantucket Pequot 
tribe, which argues for tribal exclusivity 
in any sports betting roll out in the US 

state of Connecticut

“If the legislature authorises sports betting 
in a manner that constitutes a video 

facsimile or video game of chance, such 
an authorisation would lift the moratorium 
under the tribal-state gaming compacts.”

Wynn Resorts CEO Matt Maddox, 
testifying in hearings before the 

Massachusetts Gaming Commission 
(MGC), the company later agreed to 

drop the Wynn name from its intended 
Boston Harbour development

“Steve Wynn is not Wynn Resorts. 
This company is not about a man. It hasn’t 

been about a man for 18 years.” 

THE WEEK IN QUOTES

LeoVegas has agreed to pay a penalty 
package totalling £600,000 ($817,000) 
over issues relating to their handling 
of customers that reached the end 
of their self-exclusion periods and 
misleading advertising after the UK 
Gambling Commission’s (UKGC) recent 
investigation into the company.

The online gambling operator was 
found by the UKGC to have been 
offering 41 advertisements which 
failed to meet regulatory standards. 
These failings revolved around the 
lack of inclusion of significant offer 

lEovEgas finED ovEr £600,000 by UkgC
limitations and the lack of visibility 
and clarity within those adverts to 
present such limitations. 

The investigation also found that 
LeoVegas failed to reimburse the 
accounts of 11,205 customers that 
had opted for self-exclusion services. 
Additionally 1,894 customers received 
marketing material from the operator 
following the end of their self-
exclusion periods despite never 
giving their approval. 413 customers 
were then allowed to access their 
accounts within 24 hours of their self-
exclusion period running out without 
any form of dialogue between them 
and LeoVegas.

LeoVegas have agreed to pay an  
£600,000 cash amount to the UKGC. 
The company will also divest its self-
exclusion accounts funds by returning 
them to players or by making 
payments to socially responsible 
causes. A one-off £13,000 ($17,670) 
payment will also be made to the 
UKGC to help cover costs. 
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Pennsylvania- Where fans of daily
 fantasy sports can now play legally, 

following legalisation by the 
state’s senate.

winnErs

Americas Cardroom and WPN - both
 websites were targeted in a DDoS attack 

which crippled their operations for six days 
running, causing the cancellation of 

a number of tournaments on the site.

Mr Green- the online gaming operator 
revealed a 38% spike in its revenue 

during the � rst quarter of 2018, with 
revenue topping $43.75m.

Crown Resorts- whose Crown
 Melbourne operation was � ned 

$226,000 by regulators following issues 
with its electronic gambling machines

losErs

THIS WEEK’S 
WINNERS AND LOSERS novomatiC ag salEs soar 

past $3bn
Worldwide gaming company NOVOMATIC 
AG has revealed sales during 2017 topped a 
record $3.03bn.

The company attributed the impressive 
sales figures to its Gaming Operations 
segment, which accounted for 63% of the 
company’s total revenue, which topped 
$1,920m during 2017.

The same could not be said for the 
business’ Gaming Technology segment, 
where sales decreased albeit slightly to 
$1,133m from a 2016 high of $1,146m.

However, the strong performance from 
the Gaming Operations segment meant 
that overall sales increased 11% from the 
previous year, helping the company to 
achieve $74.3m in consolidated net income 
after tax. Cash flow operations decreased 
from $519m in 2016 to $507m in 2017. 
However, the EBITDA increased to $710.4m 
in 2017 compared to $709.1m in 2016.

Harsher regulatory regimes in both 
Austria and Germany hit the company’s 
operations. The entire NOVOMATIC Group 
which includes NOVOMATIC AG, ACE 
Casinos Holding AG and Gryphon Invest AG 
achieved record total sales of $5.93bn.

all ChangE at thE top 
of rank groUp
The Rank Group has appointed John 
O’Reilly as their new Chief Executive Officer 
as the company looks to expand its digital 
offerings in a bid to attract a younger 
demographic as the popularity of bingo 
halls dwindles in the UK. 

A veteran of the online sector, O’Reilly 
spearheaded the growth of digital services 
at Ladbrokes and the re-launch of the Coral 
brand online.

O’Reilly said: “I am excited to be joining 
Rank, a company synonymous with the 
UK gaming industry. Rank has very strong 
brands which resonate with customers and 
a growing digital offering and I look forward 
to building on this strong platform and 
taking Rank onto its next stage.”

Ian Burke, Chairman of Rank, added: 
“John brings a wealth of gambling industry 
experience, particularly in digital, and I am 
delighted that he is joining the board of 
Rank as its Chief Executive. His impressive 
reputation and track record for delivering 
growth mean he is well-equipped to drive 
our performance going forward.”

Rank Group also confirmed Alan Morgan 
to a full member of the board of directors.
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The Asian gaming industry enjoys its 
moment in the sun later this month
with the popular G2E Asia Expo. Now 
in its 11th year, the 2018 event builds 
on its reputation as Asia’s must-attend 
gaming show, expanding by almost 
30% from the 2017 edition. 

Organised by the American Gaming 
Association in partnership with Reed 
Exhibitions, the event sees 220 of 
the biggest names in Asian gaming 
showcasing their products and services 
in over 37,000 sqm of dedicated 
exhibition space, with the three-day 
event expected to welcome over 
15,000 local and international operators 
to the Venetian hotel in Macau.

Exhibition sEgmEnts
The 2018 G2E Asia conference program 
is segmented into three areas: Digital 
Content and Technology, Integrated 
Resort Technology and Business Solutions 
and the Parts and Components Pavilion.

With integrated resorts seemingly 
being the weapon of choice in 
Asian gaming, the Integrated Resort 
Technology and Business Solutions 
segment will focus on this and brings 
together companies offering IR-centric 
products, technologies and services that 
drive revenue and value from 

non-gaming sources. 
Digital content and technology 

forms the second segment of the 
expo, with the event showcasing digital 
content development and technology 
providers, while also featuring a 
dedicated forum devoted exclusively 
to digital content technology.

The final segment showcases 
the backbone of the industry: 
the parts and components of the 
electronic gaming machines, allowing 
industry stakeholders to meet with 
manufacturers, designers, research 
and development in both the slots 
and electronic table games industry 
giving attendees a unique opportunity 
to learn more about the nuts and bolts 
of the business.

ConfErEnCE program
The three-day event is packed with 
talks and seminars on the industry’s 
biggest issues but the undoubted 
highlight of day one is the Asian 
Markets Forum. Divided into two 
parts, the first focuses on the north of 
Asia (Japan, Korea and Russia) while 
the second part focuses on issues 
relating to the south (Cambodia, Nepal, 
Philippines and Vietnam).

One of the must-attend sessions on 

day two delves deeper into that great 
Asian gaming enigma: Macau, promising 
analysis and insight on how the 
gambling hub might change over the 
coming years.

Day three’s keynote address focuses 
on the other side of gaming: regulation. 
With regulations all over the world 
changing and evolving, this session is 
a must attend for anyone looking to 
discern the next big challenges in the 
regulatory arena.

nEtworking
G2E Asia 2018 features a number of 
networking events specifically tailored 
for individual industry job functions 
and areas.  Among the events included 
are:  the table games networking 
cocktail, the slots networking 
cocktail, digital content & technology 
networking cocktail, lottery networking 
cocktail and the new for 2018 gaming 
investment networking cocktail, which 
aims to provide a tailored networking 
platform for companies to present new 
projects to investors.

Perhaps the most exclusive 
networking opportunity of the three 
days will be the Presidents’ Reception, 
an exclusive, invitation-only event for 
senior executives.

g2E asia 2018 EvEnt prEviEw
15-17 may 2018, Venetian Macao, Macau

Sponsored by



Why did you think it was important 
to create an event focused entirely
on the Asian market?
There is a huge demand by the market.
Gross Gaming Revenue (GGR) across Europe 
for 2016 was $8.6bn and Las Vegas Strip 
revenues were at $6.3bn. Whereas, Macau’s 
overall income is much higher at $28.7bn, 
meaning it is still over 190% larger than the 
combined markets of Europe and the Las 
Vegas Strip.

Macau’s casino GGR rose by 20.4 % in 
August 2017 to nearly $2.81bn, marking 
the 13th consecutive month of year-
on-year GGR growth in the market with 
a foreseeable 10% total year-on-year 
expansion, according to reports by Macau’s 
Gaming Inspection and Coordination 
Bureau and investment research fi rm 
Morningstar.

By 2020, analysts predict the Asia Pacifi c 
region, including Russia, will see at least 17 
new casino developments.

It requires an event like G2E Asia 
to be the marketplace for the Asian 
gaming – entertainment industry, off ering 
a one-stop platform to showcase the latest 
technologies, services and products to 
industry professionals where they come 
to network, source new products and 
solutions, and learn more about the latest 
global industry trends.

What do you think will be the main topics 
of discussion at the show?
G2E Asia is a dynamic duo of business and 
education. G2E Asia 2018 Conference’s 
content-rich agenda, led by a line-up of 

high-level industry leaders, infl uencers 
and experts, gives direct exposure and 
understanding of today’s critical issues.

Topics for this year’s event include 
regional developments and the evolving 
market trends in gaming, integrated resorts 
and digital content and technology, off ered 
together with practical and cost-eff ective 
insights relevant to the challenges Asian 
operators face today.

Can you give us any insight into some 
of the exciting, inimitable events or 
presentations happening at the show?
G2E Asia is the only show in the region that 
off ers a wide range of events and exclusive 
networking opportunities.The show’s value-
added off erings enhance and expand visitor 
experience beyond the show fl oor. New 
additions to the event this year include:

The 2018 G2E Asia Awards, organised 
in collaboration with Inside Asian 
Gaming, will take place at MGM COTAI 
on 15 May. The awards represent both 
the gaming and non-gaming aspects of 
Asian entertainment. The awards aspire to 
recognise excellence and innovation, while 
celebrating operators, regulators, suppliers 
and service providers for their success and 
outstanding contributions to the industry. 

Additionally, the New Games Experience 
Tour creates an interactive show fl oor 
experience, where specially selected, pre-
registered visitors keen to take part can try 
out the newest games “real-time” by leading 
electronic gaming machine and equipment 
manufacturers.

From last year’s feedback, what were 
some of the mistakes you were looking to 
rework for the show this year?
There were not really any mistakes per se, 

but we understand that the industry wants 
more networking opportunities. 
We remain dedicated to connecting its 
people in the easiest, most effi  cient and 
innovative way. 

The newly launched Match Me program 
this year is an interactive business matching 
program that facilitates attendees’ meeting 
planning with exhibitors most targeted to 
their needs. 

Match Me optimises their visit with the 
benefi ts of fi rst-hand knowledge and a 
pre-planned meeting schedule – including 
company recommendations based on 
attendee profi le and interests, ‘Favourite’ 
lists and meeting request options. All of 
these help to create a maximised time spent 
at G2E Asia. 

This is paired with the G2E Asia App 
Mobile Match, exhibitors and visitors keep 
organised with anytime access to meeting 
schedules, with the added convenience of 
15-minute meeting reminders. G2E Asia’s 
interactive 3D fl oor plan helps visitors and 
buyers to more easily locate their targeted 
exhibiting companies. The 3D fl oor plans, 
or Way Finders,can be viewed at various 
eye-catching kiosk locations throughout 
the show fl oor. 

Lead Generation (Lead Gen) Scanner, the 

G2E Asia App’s newest feature function, 
provides users with an even 
more comprehensive digital visiting 
experience. Its two-way interactive function 
via QR code scan feature, allows exhibitors 
instant scan-save-and-review access to 
visitors’ badges; and for visitors, immediate 
views of exhibitor company profi les and 
products. Its convenient real-time, including 
post-show, access to relevant show data 
leads to greater overall effi  ciency, and ROI, 
for both sides.

Q&a with JosEphinE lEE cHief oPeratinG officer, reed eXHibitionS Greater cHina

“G2E ASIA IS THE ONLY SHOW IN THE REGION 
THAT OFFERS A WIDE RANGE OF EVENTS AND 

EXCLUSIVE NETWORKING OPPORTUNITIES.
THE SHOW’S VALUE-ADDED OFFERINGS 

ENHANCE AND EXPAND VISITOR EXPERIENCE 
BEYOND THE SHOW FLOOR”

Sponsored by
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Why is G2E so important for gaming
in the region? 
G2E is one of the main Asia Gaming shows 
of the year. It is important as it brings 
together many key decision makers, 
operators, suppliers, regulators etc. under 
one roof. Important conversations are had, 
greater understanding of the market and 
the trends impacting it are gained, and 
those in the know share their valuable 
insight with others. This helps drive 

progress – both in terms of market growth 
and the further roll-out of regulations and 
frameworks – across the region. 

What do you think are some of the most 
exciting developments in the Asian 
industry at the moment? And how are 
these developments aff ecting the work 
that you do?
Asia is a vast region, with tremendous 
opportunities for operators and suppliers 
across the continent. We have been working 
with both operators and regulators in 
South East Asia for many years. Gambling is 
engrained in many Asian cultures yet there 
is not always a regulatory framework system 
in place in many of these countries, which 
can lead to unsafe practices. 
However, the regulatory framework in 
Asia is beginning to change. Many Asian 
operators are obtaining European licences, 
like the AGCC licence and adopting best 
practices. The Chinese government is 
hinting at regulating the space in Hainan 
while clamping down on online gambling 
practices and we are all watching closely. 

India is a particularly interesting market 
with a population of approximately 
1.4 billion. Lawmakers, operators and 
service providers are all keen to embrace 
regulation, which is refreshing to see. 
Gambling is predominantly illegal, but 
certain games of skill such as rummy, poker, 
DFS and some sports betting (horseracing) 
are considered legal in some provinces. 
Rummy is the only game approved at the 
Federal level. 

I have just come back from India where 
I have been working closely with the 
All Indian Gaming Federation who are 
introducing a self-regulation model for 
skill games. We have spoken on many 
panels with them in Asia on harm factors 
related to games of skill, such as habitual 
play, normalisation, fi nancial loss and 
social isolation, and the mechanisms that 
should be in place to protect consumers 
and also the other elements of fairness 
and integrity, which are just as integral 
to games of skill as games of chance. 

In general, there is a lot more to come 
in the Asian space. 

Q&a with sUsan o’lEary cHief eXecutiVe officer, alderneY eGaMinG
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What are you most looking forward 
to about G2E Asia 2018?
G2E Asia has been an important 
international event that brings Asian 
gaming companies together annually. 
Firstly, we want to introduce the 
latest development of technology 
and services of BBIN to the industry. 
This event is a unique occasion to 
know what is happening around us 
in the industry. It provides us with a 
great chance to connect, interact and 
exchange ideas with other companies.

Why are Asia-focused events such 
as G2E Asia such important events 
for you as a company?
In Asia, this industry has always 
been very low-profile, so an 
international stage for companies to 
present themselves is sought after. 
Although BBIN has established a well-
known brand and diverse products 
throughout the years, we still hope 
to keep promoting and bettering 
our services in the industry via some 

iconic international events such as 
G2E Asia.

In the years that you’ve been 
attending, how has the show 
evolved and changed to meet
the needs of the industry?
This is BBIN’s sixth time participating 
in G2E Asia. We fi nd that the design of 
the exhibition space has been gradually 
improved and this year’s edition suits 
the exhibitors’ needs much better. 
Additionally, including the G2E Asia 
Awards in this event is a very smart 
move, as it shows this event connects 
very closely with the industry. 

What can visitors expect to see at the 
BBIN Technology stand? Have you got 
any exciting presentations planned?
‘Up for the World’ is the slogan of BBIN 
in 2018, which means ‘Keeping growth 
going internally and externally, and 
connecting the world perfectly’. 
As a HTML5 performing pioneer 
in Asia, BBIN keep innovating new 

technologies for multiple local 
payment methods and the 24-hour 
system of client service. We have also 
stressed app development in recent 
years. BBIN hopes not only to keep 
surprising our clients with the latest 
developments but also to bring deeper 
integration between E-lifestyle and the 
gaming experience.

Q&a with bbin, fEatUrED Exhibitor

“THIS IS A UNIQUE 
OCCASION TO KNOW 
WHAT IS HAPPENING 
AROUND US IN THE 

INDUSTRY. IT PROVIDES 
A GREAT CHANCE TO 
CONNECT, INTERACT 

AND EXCHANGE IDEAS”

Sponsored by
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Q&a with alEx CZaJkowski cHief MarKetinG officer, real tiMe GaMinG aSia

What are you most looking forward 
to about G2E Asia 2018?
There are of course so many online 
gaming shows year-round but G2E 

Asia is far and away our favourite. So 
many people seem to believe that 
Europe - or even the UK - is the centre 
of the online gaming world. Maybe it 
has been, but it’s not the future. 
Asia is. 
Our operators and prospective 
customers prefer to come to Macau. 
Much as we love London and 
Amsterdam, you can’t beat Macau.

What can visitors expect to see at 
the Realtime Gaming stand? Have 
you got any exciting presentations 
planned?
As a company, we are ‘more than 
just more slots’, we are real-time 
triggers based on a player’s behaviour 
that operators can configure to, for 
example, turn a losing session into a 
positive experience, or claw back a 
player’s big winnings. Or just add a 
jackpot, or ‘gamifcation’ features, to 
any of our games. We are focused on 
maximising a player’s lifetime values. 
Come see us and see how.

But of course we have new slots - 
unlike anything you’ve seen before. 
Our ‘Millennial Fish Attack in 4D’ is the 
first ‘first person shooter’ game made 
for casino action—and if the fish gets 
to you before you get to them, you’ll 
feel it through your phone. 

We’re also continuing our series of 
slots based on the films of Jackie Chan. 
And we’re building a new mermaid 
game around the beautiful Taiwanese 
‘Web J’ Sprite.

These are examples of our new 
content, and new formats, specifically 
designed for Asian players in the 
21st century. Everybody has a ‘Year of 
the Dog’ game, as do we, but no 
one is focused on flat-out developing 
new games for this important 
market. 
One size does not fit all; and we have 
native Chinese players, designers, 
programmers and writers who are 
dedicated to making interesting, 
exciting and relevant games for this 
exciting market.

https://www.gamblinginsider.com/click/gif-click.php?id=723


What are you most looking forward 
to about G2E Asia this year?
This will be Habanero’s third year as a 
participant at G2E Asia and we are very 
much looking forward to speaking to 
people about our great portfolio of slots. 
For me personally, it is my eighth G2E, so 
I’m really looking forward to catching up 
with some old friends in the industry. It 
is a great place to do business with some 
of those industry veterans – but also 

with newcomers. The industry is always 
changing and as a major supplier in the 
region we always try to keep things fresh.

What do you think are some of
 the most exciting developments in the 
Asian industry at the moment? And how 
are these developments affecting the 
work you do?
Over the course of the last decade we 
have witnessed tremendous technological 
changes. From download desktop clients 
we have moved on to mobile HTML5 and 
mobile apps. 

We have also seen substantial change 
in player behaviour and preferences. Once 
upon a time they would only trust live 
dealer in Asia, but they are now embracing 
RNG slots. In fact, we’ve seen an explosive 
growth in slots for the past few years and 
we believe the growth will continue. 
What is becoming apparent, however, 
is that player tastes are becoming more 
refined. These are a new generation of savvy 
players and their game choices are dictating 
the direction of suppliers like Habanero and 

how we conceptualise and develop our 
games for them.

What sort of business is Habanero looking 
to do at this year’s show?
Having established ourselves as 
one of the dominant RNG suppliers
in Asia, we expect to do brisk business at 
this year’s show. Markets are developing all 
the time and new operators are emerging 
to fulfil the player demand that increases 
every year. 

When it comes to slots they are looking 
for varied content, different themes, original 
features and maths models, and we are 
well-placed to deliver that having taken a 
great deal of care with the portfolio we
have put together.

Interestingly enough, our table games 
are enjoying significant traction among 
Asian players too. They seem to really enjoy 
them and the 11 we have so far account 
for around a quarter of our revenues. These 
will be joined next month by brand new 
American Blackjack and Raise It Poker, 
which is an exciting development.

Q&a with DaniEl long Head of SaleS, Habanero
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This is the fi rst year you will be attending 
G2E Asia, what were the reasons behind 
your decision to exhibit at this event?
The Asia–Pacifi c region is the fastest 
growing market. For example, it was 
dominating the global video game 
market for years and it is almost twice 
the revenue of the second-ranked North 
American gaming market. 
Asian consumers are the fastest to 
adapt to new technology. The spread of 
the internet in that region is viral, with 
increase in users of more than 30% in just 
the past two years.

As a global leader in providing 
technology for sports betting, BetInvest 
would like to share its expertise with 
the key local operators. The company’s 
strength is in being able to adapt its 
products to the Asian market and help 
companies succeed by providing them 
with quality local content.

An average sportsbook is like an airbag 
which works all the time except when 
you need it most, like in a car accident, 
therefore BetInvest makes sure the client 
receives the best one. Using IT technology 
to reach the market is effi  cient and 
diffi  cult at the same time. However, 
with more than 18 years of operational 
experience, the company feels ready to 
overcome any potential issues. 

What key Asian-focused industry trends 
are you seeking to capitalise on?
The mobile revenues are on the rise 
withmore than three-quarters of it 
coming from smartphone gaming. With 
smartphones getting more and more 
capable of running complex games 

combined with the fast speed of mobile 
internet, BetInvest focused on creating 
one of the fastest and intuitive to use 
mobile platform in the industry. It off ers 
great performance even under high load 
and in places with weak signal. 

One of the other trends in sports 
betting is real time analytics and risk 
mitigation. We have been able to achieve 
some really amazing breakthroughs, 
so what was formerly a diffi  cult task for 
our white label operators is becoming 
increasingly within reach.

What do you think will be some 
of the major topics discussed by 
attendees this year?
Augmented Reality is getting a lot of 
attention in the industry and rightly 
so–it creates an interactive experience, 
engaging the customer more intuitively.
Augmented Reality really lets players 
indulge their competitive instincts to 
drive engagement and I expect it to 
be a really hot topic during the event this 
month, and beyond.

Q&a with valEntyn kyrylEnko VP of buSineSS deVeloPMent, betinVeSt
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What are you most looking forward to 
about G2E Asia this year?
With Betsoft’s growing appeal in 
Asian markets, we’re excited to attend G2E 
and introduce our roadmap to existing 
clients and prospective partners. We 
will also be showcasing our newest hits 
-Sugarpop 2: Double Dipped, and the 
mystical classic Tiger’s Claw. We are also 
extremely excited to be unveiling a sneak 
preview of an upcoming product, 

Max Quest, a genre-bending adventure 
game that is sure to impress with its 
innovation. At a time when the market 
is proliferated by new slot games with 
diff erent themes, Max Quest will off er a 
wholly new gaming experience
while retaining the excitement 
for traditional players.

What do you think are some of 
the most exciting developments
in the Asian industry at the 
moment? And how are these 
developments aff ecting the 
workyou do?
Progressive jackpots stand as one of the 
strongest trends across all Asian markets. 
From Legend of the Nileto the newest 
Reels of Wealth, featuring four progressive 
jackpots accessible through a unique free 
spins bonus, Betsoft has no shortage of 
titles to fulfi l the jackpot driven demands 
of the market.

Betsoft also understand the unique 
challenges of some of our SE Asian partners, 
where their players are working with 

less-than-optimal internet speeds and 
limited bandwidth availability. In response 
to our Asian partner requirements, Betsoft 
presents the exceptional Vault platform, a 
special downloadable product that gives 
pre-loaded access to our rich games on your 
desktop platforms. 

This will increase the ability for players 
with slower connectivity to still experience 
all that Betsoft has to off er.

What sort of business will 
Betsoft be looking to do at this 
year’s show?
Betsoft will be looking forward to meeting 
with current partners to understand their 
diverse business challenges and adapt our 
product accordingly. Betsoft’s development 
teams work consistently to innovate, 
off ering the community of providers
and players with content that will 
diff erentiate their brand from 
the competition. 

Please contact us to set up a meeting 
time, times are fi lling up fast and we’d 
love to meet you there. 

Q&a with annamaria anastasi MarKetinG director, betSoft
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US STOCK UPDATE 
The following three stocks hit 52-week highs in the US:

$277.15

Melco Resorts $32.25

Tropicana $70.75

Churchill Downs

NEVADA, LAS VEGAS STRIP RISES
Nevada gaming revenues exceeded $1 billion for the third consecutive 
month, up 3.37% in March. Downtown fell by 14.18%, its worst year-
over-year comparison since November 2012. Baccarat play was strong 
once again, up over 50% for the second straight month. 

In addition March’s calendar had one extra weekend date this year. 
March played host to one of the most lucrative events of the year 
for the US sports betting industry in the form of ‘March Madness’. 
The college basketball knockout tournament is a real punter’s 
favourite and 2018 saw a record of bets placed on the sport topping 
$436.5m. $305.5m worth of those wagers were placed on the college 
tournament alone. Comparatively the Super Bowl, hosted in February, 
only managed to raise $158.6m for Las Vegas casinos. Despite this 
positive outlook the operators only won $38m from the wagers as 
opposed to $41.2m the previous year.

REVENUE ($M)MARKET

$573.944

$53.991

$23.836

$888.307

$51.796

$13.150

$106.987 -2.97

$64.604

CHANGE (%)

+9.10

-14.18

-9.37

+3.61

+3.00  

+3.15 

-5.98

NEVADA 1,024.317bn +3.37

Las Vegas Strip

Clark County

Downtown LV

North LV

Laughlin

Boulder Strip

Mesquite

Balance of County

$50.930 +0.20 

70.462 +2.10 

$195.426 -4.80

Reno

Washoe County

Las Vegas locals market

$12.102 +9.08 

$2.016 +16.12 

Sparks

Balance of County $5.414 +1.13 

North Lake Tahoe

REVENUE ($M)PROPERTY/MARKET CHANGE (%)

$14.578

$27.131

$18.649

$9.390 

$14.450 +4.49

-12.84

+5.35

+9.39 

$8.482 -2.58

+12.66 

South Lake Tahoe

Elko County

Wendover

Balance of County

Carson Valley Area

Other areas

US STOCK UPDATE 
The following three stocks hit 52-week highs in the US:

$277.15

Melco Resorts $32.25

Tropicana $70.75

Churchill Downs

https://www.gamblinginsider.com/click/gif-click.php?id=727
https://www.gamblinginsider.com/click/gif-click.php?id=727


anDrEw mastErs
director, XcM

Masters explores how operators 
can use data to ensure they are 

compliant with new Gambling 
Commission requirements and to

 obtain a single customer view 

The UK Gambling Commission (UKGC) 
continues to execute on its plans to make betting safer for 
consumers in the UK, recently announcing new rules on 
age verification and spending limits. 

The measures include banning operators from offering 
free to play games, requiring them to improve the speed 
and effectiveness of age verification, as well as setting 
limits on consumer spending until affordability checks 
have been conducted. 

This will cause additional headaches for operators, 
who are already having to strengthen fraud and anti-
money laundering protocols, as well as overhauling their 
approach to marketing, bonuses and promotions. 

Throw GDPR into the mix, and it is clear to see why most 
feel like they are fighting fires on many, many fronts. 

But instead of viewing these increasing requirements 
as pain points, they should be seen as an opportunity to 
improve the health of players, to take their experience to 
the next level, and to drive retention and loyalty. 

Data will play a crucial role in this, both in terms of 
improving age verification and affordability checks, as well 
as meeting GDPR requirements. Data can also be used to 
obtain a single customer view (SCV). 

BUT WHAT ACTUALLY IS A SINGLE CUSTOMER VIEW?
In its simplest terms, a single customer view is where 
all the data you hold about an individual is consolidated 
and stored as one single, clean, easy to read, record in 
your database. 

Data can come from a wide range of sources, 
including Playtech, Bede Gaming, Till Systems and 
social media.This is harder to achieve than it sounds; 
organisations often hold several records for the same 
customer given the multiple touchpoints they have 
with the brand – retail, online, mobile, website, 
customer support, social media, etc. 

For online gambling operators, however, I would argue 
they need to take this a step further and offer a ‘customer’s 
single view’, which is to say that any player is in the 
position to change how, when, and what type 
of marketing collateral they are sent. 

WHY IS THIS THE BEST APPROACH?
Operators obtaining a single customer view, and 
certainly those offering a customer’s single view, can 
get ahead of the regulatory curve. 

They can also improve their marketing methods. By 
creating a preference centre outside of the platforms 

and data warehouse, they can manage the player in a 
compliant and responsible way.  

At the same time, preference centres give players 
the ability to tell operators and marketers about their 
bonus preferences on a very granular level; by vertical, 
by type, by the time it is offered. It puts the power very 
much back in the player’s hands. 

This, in turn, helps to reduce churn. With more control 
over the messaging and promotions a player receives, 
their experience with the brand improves significantly; 
they feel like they are being treated as an individual. 

It also helps when it comes to GDPR; while many 
consider its introduction to be about a consumer’s right to 
be forgotten, it is also about their right to be remembered 
and sold to in a way they like by the brands they want to 
engage with. 

WORKING HAND IN HAND WITH 
OTHER PLATFORMS
Most operators have moved towards automated 
marketing platforms and systems, and while this 
has made marketing more efficient, it has also caught 
the eye of regulators and watchdogs. 

As the rules continue to evolve, I imagine operators 
will de-tune their automated marketing platforms, 
which take months and even years to learn consumer 
preferences, for fear of being seen to target punters 
too hard. 

But if connected to a preference centre, the 
performance and efficiency of automated platforms 
can be significantly increased, while the risk of ruffling 
regulator feathers is decreased.

In this situation, the preference centre acts as an 
overarching file that excludes customers based on their 
marketing preferences, wherever they are in the cycle. 

For operators, this means better customer 
engagement, cost savings on over-marketing and 
wasted bonuses, and full compliance with the new 
rules and regulatory requirements. 

When it comes down to it, SCV and CSV is all 
about fully understanding who the player is and their 
preferences, and then being able to meet those wants 
and need while being fully complaint. In short, it helps 
fight those fires. 

“PREFERENCE CENTRES GIVE “PREFERENCE CENTRES GIVE “
PLAYERS THE ABILITY TO TELL 

OPERATORS AND MARKETERS ABOUT 
THEIR BONUS PREFERENCES ON A 

VERY GRANULAR LEVEL”



naDia aDElstEin
MarKetinG ManaGer, 
GanaPati

Adelstein evaluates the rise 
and comeback of Anime, Manga, 

andhow this will fi lter into the online 
gambling industry

Manga. Anime. Ukiyo-e. These three terms have a few 
things in common. First off, they are all a form of Japanese 
art, with somewhat of a uniform style that may be 
reminiscent to some of us, as younger people. Specifically, 
Anime and Manga have had a strong presence in comics 
and cartoons throughout the Western world, and it seems 
this trend is on the rise, bigger and better than before. 
As our world comes closer together, we’re seeing many 
impacts on the online gaming industry, and with the need 
for improved, immersive content, the Manga craze has 
come in perfect timing.

BUT, WHY IS THIS RELEVANT?
If we take a look back throughout the previous two 
decades in the online gaming industry, Asian-inspired slot 
games have always been prevalent and popular, from all 
game providers. With so many various art styles derived 
from the Asian continent, we have seen more or less all 
of these styles represented in various slot games. 

Game providers, development studios and casinos alike, 
can all integrate this growing pop culture trend into their 
brand, in a way that both makes sense to their bottom 
line and brand image, while still ‘keeping up appearances’, 
remaining current to the industry and global trends.

Specifically, it is most relevant and interesting for the 
many game providers in the market. This global pop trend 
can be further explored in terms of new graphic styles, 
improved animation (naturally, increasing engagement by a 
milestone) and overall, completely new concepts for game 
mechanics. This is just the tip of the iceberg, as we see it.

All of the involved brands in the online gaming industry 
can also be most efficient by making strong business 
connections amongst their peers, an indirect relation 
to the rise of Manga and Anime, as this East/West world 
collaboration symbolises much of what is happening in 
the world (Hello, globalisation). The business world, as a 
whole, appears to understand the value of collaboration, 
steering away from the past style of heavy competition. 

I see this as only a positive, as we can do as all business 
people and entrepreneurs should; stick to our strengths 
and find those people who flourish at what you do not. 
This is, of course, not as simple as it sounds, but very 
effective if done right.

With this new-found inspiration, game developers are 
looking at slots, and the industry, in an entirely new way 
(as, perhaps, we all should be). An additional influence
to this trend and product change, is likely that of the 
rise in popularity of eSports, as this has encouraged the 
market to broaden their horizons on how they engage 
players. A simple click or tap on the screen just isn’t 
cutting it anymore. Online slots tend to be the most 
profitable product, so naturally, let’s find a way to better 
retain these players.

WHERE CAN WE SEE THIS TAKING PLACE, NOW?
The future’s path is clear and simple; games, specifically, 
slots, need to step up to the plate and become more 
immersive, engaging, in short, going through a 
revolutionary stage. It is absolutely crucial to be 
integrated with mobile, while we see many brands 
taking advantage of VR technologies, HTML5, HTML
3D, integrating these seamlessly on multiple platforms. 
A brand who develops a strong ability to tell a story 
through their brand, or specifically, through their 
games will get them all of the attention in this industry, 
by both their peers and, of course, the players! 

Not only are these interesting times in the online 
gaming industry, but most certainly, these are interesting 
times throughout the world. Information and trends move 
faster than ever, making it of high importance to get 
involved in a way which is relevant to your brand. But 
remember, don’t act too fast just to be the first at the 
table. Strategy and planning is everything.
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