
In the last year, we have seen operators partner up with franchises from 
across various US leagues. Fox Bet signing with the Philadelphia 76ers 
is one of the more recent examples. Even the leagues themselves have 
been bringing sports betting operators on board for what appear to be 
mutually beneficial relationships. So what are the parties getting out 
of the deal and are lessons of excessive marketing in Europe being 
ignored in the US?
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THIS WEEK IN 
NUMBERS For most operators, the goal is exposure. Fox Bet branding will 

be seen courtside and on LED signs around the 76ers’ home stadium. 
The team’s traditional, digital and social media assets will also be 
at the disposal of Fox Bet. The Stars Group-owned company will 
show replays on the 76ers’ social media accounts and become the 
Presenting Partner for the basketball team’s radio game broadcast.                                                 
That is plenty of platforms for Fox Bet to further push its branding.  

DraftKings, FanDuel and William Hill have all already partnered 
with the NBA, as has Fox Bet. The same four operators are also 
working with MLB. On the surface these deals make sense. The fee 
operators are paying will boost revenue for the leagues and franchises, 
more content will be generated based around wagers and leagues 
may even be able to grow their fan base through betting.

But will the franchises and leagues regret the decision to allow 
this level of advertising? It appears the US sports landscape is not 
learning from what happened with sports betting marketing in the 
UK and Europe.

Your average sports viewer in the US will probably be a fan of 
at least two different teams from two different sports. In some 
cases, the fan will support more teams than that, in others perhaps 
just one. But, either way, they will begin to notice a change in the 
advertisements around stadiums and sports in general. Logos 
of operators will line courts, fields and rings; their names will 
flash on scoreboards. This could, as it did in the UK, wear down the 
audience to the point of complaint and, just like that, the negative 
perception of gambling transfers to a new country.  

Then we move on to the recurring issue of integrity fees. It may 
eventually become more publicly known that leagues like the NBA 
and MLB are continually pushing for a percentage of operators’ 
revenue in exchange for use of their official league data. Those 
well-read on industry news will remember stories from the summer, 
where the leagues were accused of using their relationship with 
data supplier Sportradar to further leverage operators into paying 
integrity fees.

When this news becomes more commonly known, it may add to 
the crescendo of gambling advertising and push people to complain 
and force change. It is no stretch to imagine the public accusing the 
leagues of being greedy for revenue and taking it from whichever 
source they want, regardless of the industry or value in consideration.

What would be the final straw? In the UK, for example, broadcasts 
of the 2018 World Cup were plastered with operator adverts. This 
all led to the whistle-to-whistle ban, with operators volunteering 
to keep their broadcasted advertisements away from TV screens 
until the watershed. The value of repeated TV ads, especially to 
already-established global operators, is debatable. Marketing 
methods can be segmented and designed to target more specific 
demographics online, where most advertising budgets are 
now dedicated.

Further east in Europe and the outcome was more severe; Italy 
imposed a blanket ban on all sports betting advertising this year. 
Will the US land somewhere on this scale or will it figure out too 
much advertising can be a bad thing? We will have to wait and 
see but, for now, franchises, leagues and operators show little 
sign of slowing down.
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Betfred’s 
streaming deal 

with Sky Sports-
owned At The 

Races commences 
in January 2020 

2020

Française des Jeux’s 
acquisition of 
Bimedia is based 
on an enterprise 
value of less than 
€50m ($55.1m)

€50m 

The growth of 
William Hill’s 
online revenue 
for Q3

1%

Nevada’s gaming 
revenue for 

October, down 
4% year-on-year 

$1.02bn  

Revenue Playtech 
expects to 

generate in Asia 
by the end of the 

year ($127m)

€115m 



MALTESE CASINO OWNER ARRESTED IN JOURNALIST 
MURDER CASE
Maltese casino owner Yorgen Fenech 
has been arrested and released more 
than once in connection with the 
murder of anti-corruption journalist 
Daphne Caruana Galizia.

In 2017, Caruana Galizia was killed 
by a car bomb near her home, 
resulting in the arrests of three men 
charged with triggering the bomb.

Galizia was an investigative reporter 
who, at the time of her murder, was 
running an anti-corruption blog, which 
she had been compiling since 2008. 

Due to the anti-corruption nature 
of Galizia’s journalism, it is suspected 
other forces were involved in the 
murder, with alleged possible ties to 
mafia operations in the country.

This week, protesters gathered 
outside Parliament in Valetta 
demanding the resignation of Prime 
Minister Joseph Muscat, after he said 
he would consider a pardon for the 
alleged middle man in the case, now 
known to be Fenech.

Fenech is the former director of 
energy generating company Electrogas 

and former CEO of the Tumas Group, 
owner of the Portomaso Casino, 
Hilton Malta and the Dolmen 
Resort Hotel.

The businessman resigned from 
the two positions last week after 
being named “a person of interest 
in the case.”

His yacht has since been searched 
while he was detained by armed police.

Malta’s Financial Intelligence Analysis 
Unit also identified Fenech as the 
owner of a Dubai-registered company 
called 17 Black.

Earlier this year, the Council of 
Europe reported 17 Black made 
large monthly payments to secret 
Panama companies owned by senior 
Maltese officials, while receiving 
large sums of money from an 
Azerbaijani national.

Fenech was released on bail after 
the 48-hour time window for his 
arrest came to an end on three 
occasions, before being arrested again.

Fenech remains under “strict 
police surveillance.”

The annual tax 
revenue Virginia 

casinos would 
generate if 

regulated

$260m 

Wynn Resorts 
has dropped its 
$50 table game 
minimums at 
Encore Boston 
Harbor to $15

$15 

The maximum 
stake Ireland’s 
Minister for 
Justice, Charlie 
Flanagan, wants 
to set on gambling 
machines in the 
country ($5.50)

€5
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PAF DEPUTY CEO: HOW CAN WE SAY WE’RE BATTLING 
PROBLEM GAMBLING WITHOUT ACTUAL NUMBERS?
Paf’s Daniela Johansson is surprised 
no regulator or government has 
asked gaming operators to reveal 
the data behind their betting revenue.

The online operator’s Deputy 
CEO & Chief Responsibility Officer 
was speaking to Gambling Insider
exclusively for a feature in the 
January/February magazine.

The feature examines Paf ’s 
approach to safer gambling, with 
the state-owned company having 
imposed an annual “loss limit” of 
€30,000 ($33,000) per customer.

Paf recently announced this 
loss limit will be reduced to 
€25,000 in 2020 but other operators 
are yet to follow suit, nor reveal 
the exact breakdown of how much 
revenue they earn from different 
player segments.

Johansson told Gambling Insider: 
“We knew most gaming companies 
would be very afraid to show their 
numbers, but at least some of 

them could have stepped up to 
the challenge.

“I am also surprised no regulator 
or government has asked the 
industry for these numbers.

“This will surely change in the 
coming years when government 
regulators and media call for more 
transparency and openness.

“I mean, how can we ever truly 
say we are battling problem gambling 
if we don’t show any actual numbers 
to back it up?”

The full feature will be available 
in January and will also include 
opposing views which question 
Paf ’s approach.

Johansson added: “Criticism from 
within the industry is mostly about 
protecting the old ways. We cannot 
do business like we did before.

“We need to change, we need 
to be open about it and we need 
to discuss the real issues with 
problem gamblers.”

Online gaming - Employees saw average 
salary growth of 20% in the year to June, 

despite ongoing Brexit uncertainty

WINNERS

Française des Jeux  - Saw its share price 
surge to €23.10 ($25.60) after making 

its debut on the stock market

Melco Resorts - Announced it is likely 
to be conducting an international 

o� ering of senior notes

Ainsworth Game Technology - Expects 
to record a loss of AU$4m for the six 
months to 31 December (US$2.7m)

Payment processor Internet Banking Online  
- Was � ned¥29.4m ($4.2m) by the 
ChineseGovernment for links to

unauthorised gambling sites

LOSERS
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DRAFTKINGS RECEIVES APPROVAL FOR NEW HAMPSHIRE 
LOTTERY DEAL
DraftKings’ sports betting deal 
with the New Hampshire Lottery 
has received approval from the 
state’s Executive Council.

Governor Chris Sununu signed 
legislation in July 2019 authorising 
the New Hampshire Lottery to conduct 
sports betting, allowing as many as 
10 physical sportsbook locations, 
along with mobile sports betting.

DraftKings was selected for the 
agreement following a competitive 
bidding process.

Through the agreed contract, the 
New Hampshire Lottery will receive 
50% of gaming revenue from sports 
betting sales, with mobile sports 
betting expected to launch in 
January 2020. 

New Hampshire sports betting 
legislation allows individual 
communities to vote on whether 
to allow retail sports betting 
locations in their areas.

The cities of Berlin, Claremont, 
Franklin, Laconia, Manchester and 

Somersworth have all voted in favour 
of sportsbook locations so far.

Matt Kalish, Chief Revenue Officer 
and Co-founder at DraftKings, said: 
“We look forward to collaborating 
further with the New Hampshire Lottery 
to bring the DraftKings experience to 
sports fans in the Granite State.

“Our best-in-class mobile sportsbook 
and several retail locations throughout 
the state are sure to be a hit with all 
types of customers, as legalised sports 
betting continues to expand across 
the country.”

Charles McIntyre, Executive Director of 
the New Hampshire Lottery, said: “Today’s 
affirmative vote begins our partnership 
with DratKings and will offer our players 
an exciting opportunity to participate 
in sports betting with a trusted partner.

“The introduction of sports betting 
will broaden the appeal of the New 
Hampshire Lottery and engage new 
and existing customers, while generating 
millions of dollars in additional revenue 
to support education.”

THE WEEK IN QUOTES

“It occurs to me a new niche, 
or even a new online gaming 

vertical, may appear in the UK 
market: a fun, engaging, compelling 

game with low stakes yet a 
potentially high reward.”

Consultant Alex Czajkowski 
talks to Gambling Insider about 
the opportunity presented by a 
possible £2 ($2.60) online slot 

stake limit in the UK

Nick Smith, CEO at SportStack, 
describes one of the reasons 
for founding the company to 

Gambling Insider

“We don’t believe you should have 
to play a fantasy or free-money 
game to express your views on 

player performance, so that’s really 
where SportStack comes from.” 

https://gamingamerica.com


ENTERACTIVE HEAD OF BUSINESS DEVELOPMENT: 
RETENTION REQUIRES OPTIMISATION
Andrew Foster, Head of Business 
Development at Enteractive, believes 
operators still focus too heavily on 
acquisition figures and not enough 
on retention.

Speaking exclusively with Gambling 
Insider, Foster explained that, although 
he thinks the industry is improving, 
there is still a lot of work to be done 
in terms of reactivation.

He said: “I definitely think retention 
receives more attention now than it 
did at the beginning but there is still a 
leaning towards acquisition channels.

“It’s definitely getting better but      
there’s still a lot that could be optimised    
in regards to retention.”

When asked for the thinking behind 
Enteractive’s retention-focused 
approach, Foster explained there are 
a number of reasons to divert from 
traditional acquisition-first strategies.

He said: “Reactivation becomes more 
and more important as activation becomes 
more competitive and expensive.

“You also don’t always know the 
sort of traffic you’re going to get with 
acquisition. In comparison, when you 
reactivate a player, you already know 
their existing value or the value 
they’ve created for you as a business.”

This mirrors the thinking of Enteractive 
Co-founder Mikael Hansson, who 
spoke with Gambling Insider last month.

Discussing a recent American Society 
of Quality survey that found 68% of 
customers leave companies because 
they do not feel cared about, Hansson 
said: “If you look at ICE or SiGMA, I see 
people are still focusing on making a
cool product.

“No one is really targeting this 
68% - the ones who want real attention.

“You can’t really say you give them 
real attention by sending them spam 
emails or text messages. We have tried 
to automate a feeling which says ‘you’re 
important to us.’”

Foster was speaking to Gambling Insider 
for its Jan/Feb magazine. 

Global Gaming CEO Tobias 
Fagerlund on the operator’s 
76% drop in Q3 revenue to 

SEK 60.3m ($6.3m)

“Saying it was dark times would 
be a gross understatement. The 
regulator’s eagerness to show 
decisiveness, instead of offering 
guidance and support in how 
the new regulations should 
be interpreted, has led to 

the present situation.”

“What we do know now is we 
expect it to, and we’re designing 
it to, be very much like sports 

wagering is experienced in 
Las Vegas in any other place 

where it’s been legal.”

Montana Lottery spokesperson 
Jennifer McKee speaks to 
Gambling Insider about its 

hopes for sports betting
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STRIP SLIPS

Gaming revenue on the Las Vegas Strip fell 9.25% for 
October, halting a four-month streak of growth. 

Lower hold and table play plagued the Strip, with 
figures down double digits for blackjack and baccarat. 

Results were also partially hurt by a weak convention 
calendar and less major players from Asia during Golden 
Week, which major Las Vegas Strip operators cited in 
recent earnings calls.

The majority of growth has come from hotel revenue 
and high hold, the operators said. 

Outside of the Strip, downtown Las Vegas and the 
Las Vegas locals grew compared to last year, boding 
well for Boyd and Red Rock Resorts. 

Washoe County benefited from growth in Reno and 
Sparks, which offset a double-digit decline in North 
Lake Tahoe. 

Nevada once again regained the lead over New Jersey 
in terms of sports betting revenue in October, with 
$47.887 million versus the Garden State’s $46.394 million. 
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RACEBOOK AND
SPORTS POOL  

COMPONENTS OF 
STRIP PERFORMANCE  

TABLE DROP  
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CLAUDIA MELCARU
HEAD OF BUSINESS 
DEVELOPMENT, BF GAMES

Melcaru argues innovation 
has become an overused term, 

leading to needless layers 
overcomplicating gameplay

The online gambling industry has witnessed 
enormous development and innovation over the last decade. 
The online casino vertical has seen the most progress, as slot 
games have become increasingly more advanced, feature-� lled 
and animated.

Still, we continue to hear about the need for the industry to 
innovate to ensure suppliers stand out in a crowded marketplace 
and attract new generations with ever-changing demands. 
Although I fully understand the need to evolve the sector 
(especially as technology advances), I would argue innovation 
has become a widely overused term among both suppliers and 
operators, while simplicity in game development is underrated. 

At BF Games, our background is in land-based gaming, which 
means we possess knowledge of what players want in di� erent 
jurisdictions, often before we start o� ering online games in those 
countries. Although we can see player trends in certain territories 
that lean towards more complex games, overall, the more 
simplistic games are the ones that stay put on our top 10 list 
of most popular titles.

These include our more traditional fruit machine slots, also 
called steppers, which usually feature a basic reel and very few 
additional engagement tools. Many players prefer simple graphics 
and high volatility over complicated mathematics and graphics.

Some good examples of this are our classic slot games like 
Stunning Hot, Book of Ming and Fibonacci, which have become 
popular and performed well in Germany and other Central 
European countries, where the Nordic-style video slots don’t
have a huge following. 

We have also seen a plethora of in-play tools being developed 
by most suppliers, including jackpots, tournaments and 
leaderboards. Although these features can certainly help improve 
engagement, for certain players they are an annoying disruption 
to the � ow of the game.

Very often providers go way beyond the initial scope of the 
game, making it unnecessarily slow or overwhelming. Ancillary 

features should be used as an add-on to help build up the players’ 
relationship with a game, rather than be the main scope of it.

I believe the advancements we have seen in game 
development in many cases add needless layers that make 
gameplay too complicated, not only for new and intermediate 
players but also VIP players looking for big wins.

Many suppliers’ portfolios now contain titles that can be likened 
to video games. With dozens of new game launches from a 
number of di� erent suppliers every week, is it really the more 
advanced ones that have longevity and stand the test of time?

One of the most successful titles we have seen recently is 
NetEnt’s Starburst, which is a modern take on a traditional fruit 
machine with simple and uncomplicated features.    

The performance of a game of course depends on a multitude 
of factors, including the market it’s addressed to. Player 
preferences naturally di� er across geographies and this plays 
a major role in a slot’s appeal. More innovative, unique titles 
do have a place in operators’ portfolios and are perhaps more 
popular in some jurisdictions over others.

But suppliers should not lose sight of the foundation that makes 
a successful casino experience: entertainment. Drawing a parallel 
to the � lm industry, an easy-to-watch comedy will likely perform 
well at box o�  ces across the world because it o� ers a form of 
escapism. Meanwhile, a more niche and complex independent 
title is likely to gain interest from hardcore � lm fans, but not reach 
as wide an audience. 

The industry will inevitably continue to evolve over time, with 
suppliers needing to be agile and in tune with changing trends, 
but perhaps it’s time to slow down the race to innovate. Focusing 
more on the importance of knowing your players and localising 
content will cater to as wide a player base as possible. The key to 
succeeding with that is simplicity. 
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“I believe the advancements we have 
seen in game development in many
cases add needless layers that make 
gameplay too complicated, not only for 
new and intermediate players but also 

VIP players looking for big wins”
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