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SCIENTIFIC GAMES BOOSTS REVENUE
Annual revenue increases alongside operating loss and net loss

Provider Scientific Games has reported 
a 64% increase in revenue to $1.79bn 
for 2014. The figure is up from last 
year’s $1.09bn, while revenue has also 
increased for the fourth quarter of 
the year, rising 41% year-on-year from 
$401.9m to $565.8m. 

Scientific Games completed its 
$5.1bn merger with fellow provider 
Bally Technologies on 21 November, 
and its Q4 2014 and full year 2014 
results include the outcome of 40  
days of operations for Bally following  
the completion. 

Despite the annual revenue increase, 
a yearly operating loss of $172.7m was 
reported for 2014, up from $18.3m, 
while an operating loss of $156.4m was 
posted for Q4, up from $67.5m in 2013. 

Full year net loss increased from 
$30.2m to $234.3m, while it also 
rose for Q4, standing at $47.1m in 
comparison to the previous year’s 
$3.5m. The firm said pre-tax expenses 
and items related to the Bally 
acquisition contributed $75.8m toward 
the quarterly loss.

Net loss per share for the full year 
rose from $0.36 to $2.77, while it 
increased from $0.04 to $0.55 for Q4.
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“struggle for sports leagues/DOJ was Q 
of ‘if this NJ partial sports betting repeal 

is no good, give example that WOULD 
be ok?” The Record’s John Brennan on 

the latest New Jersey sports betting court 
hearing [@BergenBrennan]

“As California continues to stall, most 
I know consider Pennsylvania to be 

state most likely to pass bill in 2015” 
Chris Grove of OnlinePokerReport.com 

[@OPReport]

“Since when do billionaires get 
to decide what goes in federal 

legislation? Isn’t that what elected 
officials are for?” Poker Players 
Alliance on Sheldon Adelson’s 

influence on RAWA [@ppapoker]
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Tweets of the week

FROM FRONT PAGE 
Attributable EBITDA increased from 

$382.5m to $556.4m for the year, 
while capital expenditures went up to 
$238.3m from $165.8m.

In terms of cash and cash equivalents, 
Scientific Games ended Q4 with 
$171.8m, up year-on-year from $153.7m.

Long term debt for the provider was at 
$8.5bn on 31 December, up from $3.2bn 
on the same day of the previous year.

Scientific Games president and CEO 
Gavin Isaacs said: “With the combination of 
Scientific Games and Bally, we are focused 
on becoming the partner of choice for 
gaming, lottery and interactive customers.

“To this end, we plan to launch an exciting 
array of new products across our Bally, WMS, 
Shuffle Master, Williams, Barcrest and lottery 
brands throughout the world in 2015. 

“At the same time, as we continue 
to invest in developing innovative 
new products and services to help our 
customers grow their businesses, we 
also are just as committed to quickly 
implement our integration plans 
to realise targeted cost savings and 
generate growing free cash flow.” 

 KEY POINTS
• Scientific Games’ annual revenue up  
64% for 2014
• However provider made an annual 
operating loss of $172.7m
• Results include Bally’s figures for the 40 
days after the merger between the two 
companies was completed

 POKER
POKERSTARS ACCUSED OF FRAUD 
Italian financial police accuse 
operator of moving money to avoid 
paying tax
Online operator PokerStars has been 
accused of a €300m tax fraud by 

the Italian financial police. Rome’s 
finance police accused PokerStars of 
using subsidiaries of its former parent 
company the Rational Group to avoid tax 
obligations between 2009 and 2014. 

Transfer pricing methods are alleged to 
have been used by PokerStars’ Halfords 
Media Italy subsidiary to transfer income 
generated in Italy to other subsidiaries in 
the Isle of Man and Malta, where gaming 
tax rates are lower. 

PokerStars Italy’s managing director has 
been accused of fraud and tax evasion to 
the tune of €300m.

According to Italian authorities, Halfords 
Media Italy wrongfully reported part of its 
revenues in order to avoid higher taxation. 

PokerStars head of corporate 
communications Eric Hollreiser said: “We 
have operated in compliance with the 
applicable local tax regulations and have 
paid €120m over the period covered by 
the audit.” 

 KEY POINTS
• PokerStars is alleged to have used 
subsidiaries of its former parent company 
to misrepresent its tax reports
• PokerStars Italy’s managing director 
accused by Italian financial police of 
fraud and tax evasion

 UK
UK PLAYERS ‘LOSE OVER £1.5BN  
ON FOBTS’ 
Data says nearly £8bn worth  
of bets placed in 2014
The Campaign for Fairer Gambling 
(CfFG) has estimated that £7.8bn was 
staked on fixed odds betting terminals 
(FOBTs) in high street betting shops in 
the UK last year. 

According to CfFG’s data, a total 
of £1.57bn was lost by players on 
FOBTs in 2014, while the research also 
claims that vulnerable gamblers lost 
approximately £626m on the machines 
in the same period. 

A spokesperson for CfFG said: “This is 
the third year that we have calculated 
figures to show the amounts gambled 
and lost on FOBTs – and the numbers 
continue to shock year on year.” 

KEY POINT
• Data released by the Campaign for 
Fairer Gambling shows that UK players 
lost billions on FOBTs last year
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 GUEST COLUMNIST
“GET BIG DATA WORKING”
 

by Corey 
Padveen  
Director of 
global social 
business strategy, 
t2 Marketing 
International

“There are virtually limitless 
applications for big data, but when it 
comes to your gaming businesses you 
need to ensure that your own big data 
is working towards achieving the goals 
you set for your business.

The beauty of social data is the fact 
that it is delivered to us in a highly 
useful format. We simply have to 
deduce what our social data is telling 
us, and turn that into an effective 
strategy or set of strategies. The set 
of strategies listed below are easily 
optimised through the strategic 
leveraging of big data from your owned 
social media (your gaming company’s 
branded social networks).

Content strategy
If there is one thing that your data is 
telling you it is how you should optimise 
your content for increased engagement 
and conversions. The gist of the concept 
is that your content strategy is the reason 
why your audience engages with your 
gaming brand, based on the types of 
content and the messages that you are 
publishing. Your content marketing is the 
process of leveraging that connection in 
order to acquire new players.

Your data is providing you with a world 
of insight into what types of content will 

resonate best with your target audience. 
Look for spikes in engagement and reach, 
correlations among those spikes, and 
identify exactly how you can craft content 
that you know will increase overall 
engagement with your brand. This is also 
designed to drive new players to convert 
in a shorter timeline based on campaigns 
that have generated significantly greater 
results in the past.

Social ad spend (where available)
John Wanamaker is credited with 
telling the world that half of his 
advertising dollars were wasted, he 
just couldn’t tell you which half. That’s 
no longer the case when it comes to 
the powers offered by social data. 
Your social data is telling you not 
only what demographics make up 
your largest audience, but also which 
demographics are most engaged with 
your content.

Based on these engaged audiences, 
consider how you want to spend your 
ad dollars. The targeting capabilities that 
exist within social advertising platforms 
are unparalleled. You can now pinpoint 
audiences by much more than age and 
location. Go as deep as interests, political 
affiliations, marital status and even 
pages with which they have connected.

There are virtually no limits to how 
targeted you can get (depending, of 
course, on where you are advertising 
and what products you can and 
cannot advertise). Use the social 
data you have at your avail in order 
to effectively target those audiences 
that have been most active with your 
brand (or your competitors).

Social campaign optimisation
We no longer need to wait for a 
marketing campaign to conclude 

in order to see complete results 
and optimise a program for better 
performance in a future campaign. 
We can now make all the necessary 
changes in order to optimise our 
performance and results in real time.

The data presented in your social 
ad campaigns tells you exactly how 
well a campaign is performing as it is 
taking place. This data should be used 
as often as possible in order to ensure 
that the ad spend discussed above is at 
no point being wasted.

Conclusion
Big data is exciting on a number 
of levels. Maybe one day, as some 
predict, it will be able to forecast 
things like natural disasters and 
epidemics, and change society for the 
better. On a smaller scale, there is a 
lot of value to your big data on social 
networks that most gaming brands 
are not leveraging.”

 
Corey Padveen is the director of global 
social business strategy at t2 Marketing 
International. Corey is Google AdWords 
Certified, Google Analytics Certified  
and a Certified Inbound Marketer. He  
is a founding theorist on the concepts  
of social equity and responsive  
branding as well as a keynote speaker  
at marketing and digital business 
summits around the world

Want to be a guest 
columnist in GI Friday? 
Write to: editor@ 
gamblinginsider.com

OUT NOW: Look out for the March/April issue of Gambling 
Insider’s print magazine, featuring a Retention Special as we 
gather expert advice on how to ensure customer loyalty and 
engagement across online, land-based and mobile gaming 
channels in an increasingly competitive environment 
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THE NOMINATIONS WINDOW FOR THE 
GLOBAL GAMING AWARDS 2015 HAS 

OFFICIALLY OPENED!

Global Gaming Awards 2015: Nominations open

Nominations are being welcomed across  
all 12 categories - which cover both the  

land-based and digital gaming industries - for  
achievements during the past 12 months

SUBMIT NOMINATION
CLICK HERE
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