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Trafficology, [trah-fik-ol-uh-jee], verb , 1. The study of traffic, 2. Objective, the capacity to maximise revenue
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briefi ng

MALTA REGULATION CHANGES 
WITH NEW GAMBLING ACT

Malta’s new gambling regulations were 
finally put into action on 1 August after 
being delayed by a month.  

The delay was down to recommendations 
filed by the European Commission and one 
EU member state.

The Malta Gaming Authority (MGA) 
has not disclosed the specific objections, 
but took an extra month to alter 
the legislation.  

Malta’s new law is expected to 
strengthen the MGA’s supervisory 
role, specifically the compliance and 
enforcement functions, in line with 
developments relating to anti-money 
laundering and combating the funding 
of terrorism.

This new legal structure brings together 
laws for regulating all gambling activities, 
taking land-based gaming and online 
into one body of the law, to create a 
more streamlined legal system.  

The licensing has been simplified, 
consisting of just B2B and B2C licenses.. 
The B2C licensing  is categorised in 
accordance with the game type provided, 
but the new law is expected to eliminate 
the requirement of a new licence per 
class of games. 
This means that a licensee with a B2C 
licence can add new game types 
without having to go through the 
entire licensing procedure. 

Licence fees are to be introduced, and 
the point of supply gaming tax has been 
scrapped. There will be a relatively low 
starting licence fee of €8,500 ($9,850) 
and a variable licence levied on 
gaming revenue generated. 

The planned amendments to the new 
Gaming Act include increased consumer 
protection standards, responsible gaming 
measures and improved reporting of 
suspicious sports betting transactions.

Winners

losers

LeoVegas has 
agreed an 

affiliate software 
deal with 

supplier Wag.

TAG Media 
released First 
Look Games, the 
first provider that 
works with game 
developers and 
online gaming 
affiliates.

Operator Global Gaming has 
launched Global Gaming Affiliates, 

which will use the MyAffiliates 
tracking software. The program will 
accept Swedish and Finnish traffic.

Apple will remove iOS apps, Mac 
apps and all in-store app purchases 

from its iTunes Affiliate Program 
on 1 October.

evens

$16.4m 
Amount wagered 

by bettors in 
New Jersey in 

first two weeks 
of legalised 

sports betting

$76
bn
The predicted 

value of the 
online lottery 

market by 2022, 
according to a 
Juniper Study

€690m 
Amount wagered 

by bettors in 
France during 
the World Cup, 

according to 
regulator ARJEL

25%
Rise in attendance 

at this year's iGB Live 
show compared 
with last year's 

Amsterdam Affiliate 
Conference and 

iGaming Super Show



PASS NOTES
What has farming got to do with affiliates? 
Wrong type of moo. A Memorandum of Understanding (MOU for 
short) is an agreement between multiple people thatis not legally 
binding; it is seen as a gentlemen’s agreement, for want of a better 
phrase. This MOU focuses on advertisingandintellectual property
is a voluntary agreement facilitated by the European Commission, 
which limits advertising on websites and mobile applications that
infringe copyright or disseminate counterfeit goods.

Ok, isn’t IPR what I’m paying on my credit card? 
No, I think you mean APR. IPR stands for intellectual property rights, 
commonly known as copyright. 

So it’s just an initiative to protect a company’s 
intellectual property?
Yes pretty much; it is in place to ensure companies are protected 
from infringement on copyright from illegal/illegitimate sites.

So what does this have to do with the gaming industry? 
One of the groups to sign up is the European Gambling and
 Betting Association, which represents operators like Bet365 and 
GVC Holdings, so I guess they see it as quite important.

Gotcha, how will this affect affiliates then?
The new guidelines will see suppression on illegal websites utilising 
unauthorised ads, and will protect operators and customers from 
fake sites.

So more protection for customers, operators and 
affiliates, sounds like a win-win to me.

movers and 
shakersMOU on online advertising and IPR

BetterBetting announced a restructuring, 
with DAVID VANRENEN appointed Chair of 

the Foundation; SIMON COLLINS and VELVO 
VAHT joined the Supervisory Board; and 
experienced IT software architect STEVE 

GRAY was appointed CTO.

MARJA APPELMAN stepped down as Director 
of the Netherlands Gaming Authority. She took

her new post as Director of Housing Market 
at the Ministry of the Interior and Kingdom 

Relations on 1 August.

RODERICK SPITERI SCHILLIG joined Betsson 
Group as Head of Employer Branding and 

External Relations. 

briefi ng

Mark Rehorst-Smith, Head of 
Play, Bede Gaming, 

on its partnership with 
Gamevy

“The fact that great games 
developers like Gamevy are 
choosing to partner with us 

is testament to the power of 
our platform. We continue to 
expand the variety of content 
offered on our products and 
Gamevy bring exciting new 
games specialising in lottery 

and bingo. It’s fantastic to 
have them on board and live 

on the platform.”

“Opening the 
door to one of the 

world’s most popular 
cryptocurrencies is another 
step in making Sportsbet's 

competitive gaming products 
accessible for all. And with 

the World Cup drawing 
to one of its most exciting 

conclusions, Ethereum 
players will now be able

 to easily get involved in all 
the action.” 

Joe McCallum, Director of 
Sportsbook at Sportsbet.

io, on launching Ethereum 
integration on its site

Matt Cole, Managing 
Director of Blueprint 

Gaming, on the company’s 
expansion into Italy

“This year 
has seen us actively grow 
our presence in Europe’s 

regulated markets and I’m 
thrilled that our games are 
now live in Italy. The Italian  

online gaming industry 
continues to evolve and 
it was an important step 
for us to be involved in 

such an exciting territory."

Matt King, FanDuel Group 
CEO, on its sports betting 

agreement with IGT

"We are delighted to choose 
IGT's leading platform for our 
sports betting platform in 
New Jersey, starting with 
the recent 'go live' at the 

Meadowlands Racetrack. 
When we evaluated sports 
betting platform provider 
partners in the US, IGT was 

the ideal choice, based 
on the company's proven 
history in the space and 

the quality, reliability and 
flexibility of the sports 

betting technology that it 
has deployed for customers 

around the world."

quote unquote



the digits

Europe
Leading the way in Europe’s Top 20 was Sunderland-based 
operator Tombola, which has continued to post increasingly  
positive financial figures and has maintained its number  
one position. The company saw turnover surge by 24% to 
£73.7m for the year ended 30 April 2017. Phil Cronin,  
Tombola’s Founder and Chief Executive, said the figures  
came as the group “continues to thrive and grow its market  
share across the UK and Europe.”

Storming into second place was Sun Bingo, which  
climbed five places, overtaking Gala Bingo, Heart Bingo, Sky  
Bingo, Botemania and Mecca Bingo. A possible proponent  
of the operator’s rise could have been due to a new agreement 
reached earlier in the year. Starting on 16 July, Sun Bingo 
confirmed it was to become the lead sponsor of ITV’s daytime 
programme, The Jeremy Kyle Show.. Cronin said : "The Jeremy 
 Kyle Show is one of the UK’s prime daytime TV shows with  
over 3000 episodes to date. We are excited to be partnering 
up with ITV and we’ll be looking to build on our latest 
campaign of ‘Are you Gonna Bingo’ to deliver a fun and 
engaging message to a brand new audience.” 

For the most part, the movers and shakers in Europe’s  
list were relatively stable, excluding Rosy Bingo, owned  
by Broadway Gaming, which just made it into the list,  
climbing 68 places. In March this year, Rosy Bingo was  
born after Broadway Gaming decided to rebrand Rehab  
Bingo following investigations by the Advertising Standards 
Authority (ASA) into whether the name condoned socially 

Trafficology has partnered with data experts Casino City Press to provide  
insight into website and traffic trends across the gaming industry

irresponsible gambling behaviour. The operator’s climb up  
the charts is proof that a rebrand really can ignite a positive 
comeback story.

Africa
The continent’s Top 20 list this month is somewhat an  
entirely unstable affair, as not one operator remained in  
the same position. Bet365 Bingo climbed into first place, 
knocking Bingo Hall off its perch. While Bingo Canada not  
only made it into the top 20 list by leaping 72 places, it  
also made it to second position.

Some other big movers include Bridezilla Bingo,  
owned by Cozy Games, which jumped up through the  
ranks a whopping 218 places. The Bridezilla Bingo website 
describes itself as a place for brides to “unwind,” where it has 
“teamed up with supreme professional wedding planners.”  
While the website offers plenty of enticing promotional  
offers, this extreme jump up the list must mean there were  
a vast number of engagements and stressed out brides in  
the past few weeks.  

Meanwhile, Bingo Knights and Robin Hood Bingo each  
rose 79 and 76 spots respectively, making their debuts in  
the Top 20 list. Similar to Europe, Sun Bingo had a big impact  
this month, jumping 27 places, putting it in 16th position. 

A factor worth noting is that all of the sites listed in Africa’s  
Top 20 Bingo sites are English-speaking. 

Asia
The most notable mover in Asia’s Top 20 is the same as Africa’s,  
with Cozy Games’ Bridezilla Bingo jumping 296 places. It’s not  
only wedding season in Africa then. 

Asia’s only non-mover was Bet365 Bingo, holding tightly  
onto eighth position. 

Lady Love Bingo moved 145 places, putting it in 17th  
position, with Lucky Cow Bingo jumping 14 places - both  
sites are owned by Jumpman Gaming. In July, casino games 
developer Red Tiger Gaming launched a selection of its  
games with Jumpman Gaming. 

Red Tiger Gaming Chief Executive Gavin Hamilton said:  
“Some of our most popular titles are already on site and  
we look forward to unveiling plenty more as the relationship 
develops.” It looks as if this deal could have lasting benefits  
for the Jumpan Gaming sites, and it will be interesting to  
keep an eye out as to where Lady Love and Lucky Cow  
Bingo will be in a few months’ time.

Traffic report



Rankings are estimated using statistical data and should not be considered absolute ranking values. More than 
40 complementary top lists are available on the iGamingDirectory.com website operated by Casino City Press
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EVENT REVIEW

If you’re doing SEO the old way, then you’re playing the  
wrong game. SEO has changed and most people who do  
SEO the old way are missing the point. You need to look at  
the new way, and that’s how we get to mobile-first indexing. 

Google first announced mobile-first indexing about two  
years ago and we’ve waited a long time for it to roll out.  
Google has finally started to roll it out. You may have been  
sent notifications about signing up to a new search console,  
and this is part of the new mobile-indexing world. They want 
to help you move into this new way of looking at your website. 

The problem is that Google is telling you about it in one 
 way, but it's not telling you the full story. The full story is 
 about where Google has been spending its time and money. 
Google is spending a lot of time on things like Google Help, 
Google Assistant; things that aren’t like the traditional search 
methods we’re used to. You can often interact with these things 
by using your voice. These things can’t assume you’re using a 

keyboard or a screen, so Google needs to give us 
something that will work when screens or keyboards  
are optional.  

That is what I think mobile-first indexing is about,  
because if someone searches something along the lines  
of “the best hand in online poker,” Google can’t just list  
several websites. It has to give you an answer, and the  
solution that worked in the old web world is not a good  
solution in a voice-only context.

Even if Google did just give you a list of websites and 
that was a good experience, how would you click on that?  
If you then visited a website from your search, what would  
it do? Websites don’t work when there aren’t screens and  
there aren’t mice to click. Google has been spending so  
much time on these new things that it has been missing  
the point; the websites will not work the way Google 
 is going.

Cindy Krum, CEO of mobile technology provider MobileMoxie,  
speaking at this year’s iGB Live, thinks Google has been misleading  

people about mobile-first indexing

The truth about  
mobile-first indexing



Google sends out a lot of communication about crawlers, 
but all they did was change the primary crawler with the 
secondary crawler, and they’re now saying the smartphone 
crawler will be used for indexing. Google used to change its 
crawler indents all the time, so why did it take two years this 
time? Also, why is it saying it’s changing the indexing,  
when really it’s just changing the crawler?

BE ON GUARD
I want to tell you not to get sucked in by Google’s 
communications about what mobile-first indexing is,  
because I think it’s a distraction and it’s not the full story.  
It is trying to tell you it’s all about the switch of the user  
indent for crawling and indexing the web, but I think it’s  
more about the other things. Google’s official communication 

 says the only thing you need to worry about is to make  
sure that if you have an m. page and a www. desktop page,  
that they have the same links, navigation and link tagging  
and that they’re accessible to the same degree. That’s what 
Google’s official party line is. I think you should do that, for  
sure, but I don’t think that’s enough. I think we’ve really 
switched to entity-first indexing, because mobile-first  
indexing assumes you are searching on a mobile phone,  
but in reality, Google is focusing on Google Assistant and  
voice-oriented queries. 

With those types of queries, what they need is not  
a website per se, but they need entity understanding.  
Entities come before keywords, which describe entities. 
Google has this huge database of entities already, and  
they call it ‘Knowledge Graph.’ There are things you can  
look up that are static and that you can see, and Google 
has started moving to these things in a permanent way. 
Knowledge Graph was initially a concept of something  
that could compete with Wikipedia, but now Google is  
sharing links to Knowledge Graph panels as permanent  
links and as though Knowledge Graph was its own website.  
All of these concepts, like music videos, athletes, movie  
stars, they could all be linked to other things, and they  
have a relationship with Knowledge Graph. While Google  
was organising the web based on the previous model of  
indexing, it’s now basing things on Knowledge Graph.

IT’S NOT JUST ABOUT WEBSITES ANYMORE
Using just links to crawl and index the web does not  
make sense now, because some of the information Google 
wanted to organise wasn’t available to the crawlers.  
Now, Google can crawl and ingest lots of information in a 
much faster and more efficient way than it did by crawling. 
 The crawler has to go through all the links and all the code  
for the web. Google wants to find its best sources and put  
them to the top of its lists, and it can’t do this in the way it  
wants to through paid links, which Google has been trying 
to get out of for some time. If Google stops relying so much  
on the link graphs as ways to organise its brain, then it 
won’t get caught up with the vulnerability of things like  
paid links. 

There are a lot of things you may not realise Google  
wants to be able to show in search results that aren’t on 
websites. Things like businesses that don’t have websites 
are an example of this. You may have an independent Italian 
restaurant that does not need a developer. It doesn’t make 
sense for every company to build a website just so Google 
can crawl it and there should be other ways for Google to 
understand information and organise it, so long as it can 
associate with an entity as opposed to a URL. That then  
allows Google to organise the information of the world,  
and not just the websites of the world. 

The main lesson is that you need to verify your entity.  
I think the new-quality signals for mobile search are  
going to be engagement, multimedia businesses and  
entity association. This will help strong brands and will 
associate brands with all kinds of content. Google has  
listed all the different kinds of content it is recognising.  
When you do the same thing in apps, they are called 
indexables that they want to associate with entities. Build 
 out your Google entities and Knowledge Graphs, optimise 
your main entity content like podcasts and courses, then 
 use those tools like Google Market Finder, test those, and  
see how Google understands you as an entity.

Cindy Krum 

"Using just links to crawl 
and index the web does not 

make sense now"



What are some of the main challenges affiliates face when  
it comes to the content they create and publish?
Quite simply, the biggest challenge for affiliates is acquiring 
information and assets from games developers or operators 
anywhere near the launch of a new title. We feel this is a missing  
cog in the online gaming machine and to the detriment of 
developers and affiliates. The former wants publishers to  
write about its games and drive awareness among players,  
while the latter wants to provide its audience with up-to-the-
minute information and reviews. 

Compliance has become another big challenge of late, and does 
become an issue when game or product information is passed 
through operator departments down to the affiliate team. That 
said, most UK-facing businesses have this down to a tee now.

How can these challenges be overcome? 
We believe this is a classic case of operational Chinese  
Whispers. This is not ideal for smaller games studios, as  
they’re quite often ignored at the operator level; information  
and assets for their new games simply don’t get passed down  
to the affiliate team. 

First Look Games puts control of content, game  
information and assets back in the hands of developers  
and can be automatically passed over to affiliates prior to,  
or at, game launch. This maximises the opportunity for affiliates  
to generate content and reviews of their own in time for launch.

How has the affiliate industry changed in the past 12 months? 
Is compliance now a key consideration for affiliates?
Yes, compliance has become a key consideration for affiliates, as 
it now sits above player acquisition for almost every UK-facing 
affiliate program. This must be increasingly predominant in an 
affiliate’s day-to-day operations.

Regulators in the UK and beyond have made it very clear 
affiliates must play by the rules when it comes to the content  
they publish to players, and this is causing affiliates to drastically 
change their approach. 

How can affiliates ensure the content they are producing  
on behalf of their operator partners is compliant? Are there 
any dos and don’ts?
First Look Games assists from a game developer's  
perspective. Our compliance scanning partner, Rightlander,  
excels in providing operator partners with the technology  
to monitor affiliate compliance. 

 feature

My suggestion is to maximise the use of tools like Rightlander, 
ensuring all websites an operator partners with are scanned for 
discrepancies highlighted by the Gambling Commission and,  
now, most operator marketing guidelines.

With First Look Games, how do you plan to overcome  
the challenges currently faced by affiliates?
We take the operator out of the equation when it comes to content 
provision, but only because we are aware of time constraints at  
an operational level for the marketing of game content. 

Our target audience is publishers who market game content 
alongside operator offers and our technology allows game 
developers to easily share information. 

Our First Look Premium service does this - and more - when 
game developers are looking to launch a new game to market. 
These assets are uploaded to a separate location only visible to 
qualifying publishers; they must commit to a minimum amount  
of promotion to maintain access two weeks prior to game launch. 

This means they have first-look rights on game detail, allowing 
them to build out content and reviews before their competition and 
indeed operators which is great news in particular for SEO affiliates.

Alongside this, we offer game developers compliance scanning 
functionality for game titles in First Look Premium. This benefits 
the affiliates promoting the games too, as it further covers them 
from a legal standpoint. On top of this, we also offer copywriting 
and translation services to further expedite the production and 
distribution of reviews and content.

Bridging the gap
Tom Galanis, Co-Founder of First  
Look Games, discusses some of the 
challenges faced by affiliates when 
it comes to content, and how they  
can be overcome
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 feature

In an industry where there is often a lot of talk and not so much walk, 
Oren Arzony, Director at House Tech Ads, explains how the company’s 

new casino portal GamblersPick plans to buck the trend

Many argue the gaming affiliate industry is a particularly hard 
one to enter, due to the highly-saturated market. As a company 
that has been in the business for almost two decades, what are 
some of the biggest challenges you have faced and how have 
you overcome them?
Certainly, the affiliate sector boasts a number of established 
brands, but that is not to say that those networks with innovative, 
well-modelled ideas for driving traffic cannot cut through the noise 
and make their message heard. We operate Online Casino Reports, 
one of the leading multi-lingual online gaming portals in operation 
today. Having now been active for almost two decades, it is one 
of the most reliable and comprehensive portals on the web, and 
empowered us to achieve significant brand cut-through for the 
House Tech Ads network. 

One of the most significant hurdles to clear for any business 
in the online gaming industry is formulating an idea that no one 
else has done before. In Jackpots Finder and GamblersPick, we have 
done so successfully, in providing a site that tracks and alerts players 
about progressive jackpots, and a dedicated portal through which 
they can share their views.

We also navigated the challenge of building and nurturing 
a successful team of affiliate marketing experts, and it is on the 
back of their hard work that House Tech Ads has become a 
highly regarded brand in this sector. 

As you mention, you recently launched your new casino 
portal, GamblersPick.com, where you place a strong emphasis 
on building a community of players. What prompted you to 
create this affiliate site? How do you plan on curating this site 
to offer players information they won’t be able to obtain on 
any other large, well-established portals today?
While there are a large number of affiliates that drive high traffic 
numbers through high-quality content and offers from their 
partners, few have proved successful in giving players a voice. 

In launching GambersPick, we had identified a gap in the market 
for an affiliate website that provides a platform for players to share 
their views, and make all of their gaming experiences safer and 
more enjoyable. 

GamblersPick has been built from the ground up to cater for 
that demand, providing an intuitive, global forum through which 
players can share their thoughts, enjoy discussing their opinions 
with their fellow players and ultimately drive more rewarding 
online casino experiences for our users. GamblersPick also has all the 
information and commentary that online casino players have come 
to expect, boasting a large database of opinion pieces that is being 
consistently added to by knowledgeable, experienced online gaming 
commentators, as well as over 900 casino and 7,000 game reviews.

Over the coming months we are committed to continuing to 
develop and fine-tune the platform and filtering tools to ensure 
players are best equipped to find their ideal online casino.

In your opinion, what are the most significant trends in 
affiliate marketing and marketing tools we will see over 
the next 12 months?
I think the trend of consolidation will continue. The affiliate sector 
has been very acquisitive by nature over the last 12-24 months, 
with smaller brands being snapped up by established networks. 
To an extent, many networks are prioritising this over organic 
growth, and the current market conditions are resulting in many 
networks simply climbing on board the M&A trend as other brands 
are doing so. Organic growth must remain the core priority for 
networks aiming to lay the foundations of long-term profitability.  

Due to the increased scrutiny placed on the affiliate industry by 
regulators in various regions, how has this affected the way you 
go about providing content and driving traffic to your clients?
The crux of the greater scrutiny that has been facing the affiliate 
sector has in large part been driven by misleading promotion that 
has earned rebuke from regulators and operating partners. At House 
Tech Ads, we have always taken the utmost care in ensuring all 
of the information and promotions we run are accurate and up-
to-the-minute. As such, the manner in which we operate day-to-
day remains similar, but we are always evaluating and updating 
our practices to ensure players and our partners receive accurate 
and relevant information. 

What do you think are some of the most important factors 
when creating and providing invaluable content?
While it may sound obvious, there is no denying that far-reaching 
and accurate information must be the bedrock of a successful, 
content-driven affiliate website. It is also vital that these articles be 
relevant to players, and providing them with content that matches 
their favourite games and playing habits can elevate content above 
more run-of-the-mill competition. As such, producing content 
targeted to specific types of players, with offers linking to their 
favourite games and operators, can be considered one of the 
most important steps on the road to success in this business.

Cutting through the noise
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Kasino Curt: Birth,
death and rebirth
Former NHL player Sami Helenius is now a land-based casino  

affiliate, and argues against Finland’s gambling monopoly

Last October, I announced my plans to launch a casino  
affiliate site, Kasino Curt.

The plan was to run the business from Finland and target 
Swedish casino enthusiasts, but the site had to be closed  
down after the Finnish police contacted me in December.

Finland has a gambling monopoly, which it protects  
very, very aggressively - even, when “the aggressor” is  
not targeting Finnish players.

Among other things, they wanted to know if Finns  
could gamble on the sites we wanted to advertise on 
kasinocurt.com. Well, of course they could. Online  
casinos accept Finnish customers.

I won’t go into details about how irritated I was about  
the whole episode, as there are a lot of articles on that  
both in English and in Finnish. 

 cover feature

 Now we have re-launched the site with a different focus; 
instead of promoting online casinos in Swedish, we are 
promoting land-based casinos in Finnish.
 
DOUBLE-FACED GAMBLING MONOPOLY
Finland has somehow managed to convince the  
European Union (EU) that the aim of the monopoly system  
is to restrain the social and health-related harms caused  
by gambling.

What a joke it is.
If somebody from the EU Commission investigated the 

real motives behind the monopoly, it would be the end of 
the gambling monopoly in Finland. Just a quick visit to the 
country would show how Finland is trying to “restrain social 
and health-related harms.”



Slots can be found everywhere: supermarkets, kiosks,  
gas stations, bars and restaurants. The whole country is 
full of them.

It’s like Las Vegas without the glamour. Instead of seeing 
excited slots players, who are thrilled about the chance of 
winning the jackpot, one sees depressed old people and 
unemployed people who are chasing losses.

The National Institute for Health and Welfare (THL) estimates 
there are about 130,000 people with a gambling problem in 
Finland. That is a big number for a small country.

THL has said the slots should be removed from the 
supermarkets to reduce the harm that problem gambling  
causes. It has not happened. And it won’t happen, as these  
slots are such a huge source of revenue for the state-owned 
gambling company Veikkaus.

In addition to the slots, which can be found literally 
everywhere, there are Feel Vegas Clubs, which are basically  
small casinos, in all the big Finnish cities.

The biggest difference between Feel Vegas Clubs and  
the country’s only official casino, Casino Helsinki, is that a 
customer who is entering a Feel Vegas Club does not need  
to bring a passport or an ID, as registration is not required.

 This is how Veikkaus describes Feel Vegas Clubs: “Feel Vegas 
is a place where gambling and entertainment can be found 
in the same place. All Feel Vegas clubs have a wide selection of 
international slot games and table games. Together with the  
local restaurant operators, Feel Vegases offer a great place to 
enjoy your evening, regardless of your age and gender.  All Feel 
Vegases have an age limit of 18.”

Sounds like normal casinos without registration. To protect  
this gambling monopoly, which should not even exist in the  
first place, the Finnish authorities prevented us from promoting 
online casinos to people living in Sweden.

Sweden will liberalise the gaming market next year,  
which is great. We obviously knew that was going to  
happen, which is why our original plan was to promote  
online casinos to Swedes.

As far as my consultants are right, their gambling monopoly  
has never been as double-faced as the Finnish one.

Let’s hope the EU will force Finland’s hand, as the Finnish 
political parties are not going to liberalise the gaming market.  
Their ties with Veikkaus are too close.
 
CASINO GAMES AND BARS BROUGHT A GREAT  
HOME ADVANTAGE
During my days in the National Hockey League (NHL),  
I played for Calgary Flames, Tampa Bay Lightning, Colorado 
Avalanche, Dallas Stars and Chicago Blackhawks. After my  
NHL career, I played for Jokerit, Ilves and Pelicans in my  
home country, Finland.

As people reading this text are probably more interested  
in gambling-related stories than ice hockey, let me share  
you a funny story from my playing days in Las Vegas.

Before my NHL career took off, I was playing for International 
Hockey League (IHL) team Las Vegas Thunder between 1997  
and 1999.

We did not have a skillful team. On the contrary, our team  
was full of big, tough guys. Anyway, if my memory serves me 
right, we won about 80 or 90% of our home games.

It was mainly because so many players of the visiting teams 
could not resist the lure of the casinos the night before the  
game. I think many of them could not resist the lure of the  
drinks either. We had a very special kind of home advantage.

At times, we had about 10,000 fans attending the games,  
which is a huge number when you take into account these  
were not NHL games. According to the statistics published  

by ESPN.com, New York Islanders brought just 12,002 fans  
per home game during the 2017-18 season.

 NY Islanders is an NHL team, which is playing against the  
best players in the world. We were an IHL team facing players  
who were not good enough to play in the NHL.

While it’s true Las Vegas Thunder did not leave a big mark  
in the history of ice hockey during its existence (1993-1999),  
it’s interesting that many great players, such as Radek Bonk, Pavol 
Demitra, Curtis Joseph and Alexei Yashin, played for this IHL team.
 
WHY DIDN’T I FOCUS ON BETTING ON HOCKEY?
Knowing my background as a professional ice hockey  
player, Gambling Insider / Trafficology magazine asked  
me why I didn't choose to focus on sports betting content, 
but focused purely on ice hockey.

Honestly, that was not something I considered in the 
beginning. Perhaps I should have. None of my consultants,  
who are also my friends, suggested that either. I talked with them 
about it before writing this text though. It was an interesting talk.

We were quite surprised that people are surprised about the 
decision. A friend of mine pointed out that if a former NHL player 
gets involved in a restaurant business, he does not automatically 
open a sports bar.

Anyway, we all agreed  it would have been a good idea to  
focus on ice hockey betting, if we had targeted the US, Canada  
or Finland. Here are the three main reasons, why we chose 
another path for Kasino Curt:
 
1. Our original idea was to promote online casinos to Swedes.  
I am not especially well-known in Sweden. I don’t think Swedes  
are that interested in my comments on ice hockey.

2. We did not want Kasino Curt to be too tightly connected  
with my personal brand. If I am on a vacation or unavailable  
for another reason, we want the site to work normally.

3. We felt adding sports betting to a brand called Kasino 
Curt is easier than adding casino games to a brand such as 
samisbettingtips.com. Besides, we can still use my hockey 
expertise and contacts in promoting the website.
 
Like I said, we don’t know if our decision was the right one,  
but this was the decision we made at the time.

It’s interesting to feel like a rookie once again. When I started  
my hockey career, I was a rookie then. Now I am a rookie in the 
casino business.

In the hockey teams I played in, I always had great teammates 
and coaches, who could teach me a thing or two. In the casino 
business I have also met great people, who have taught me a lot.

"Finland has a gambling 
monopoly, which it protects 

very, very aggressively - even, 
when the aggressor is not 
targeting Finnish players"



Friday 25 May marked the initiation of the European Union’s 
(EU) General Data Protection regulation (GDPR) – the most 
important change in data protection regulation  
for 20 years. 

Below, Olga Finkel, a lawyer of WH Partners in Malta,  
and expert in gambling law and technology, discusses the 
demands of the legislation and how it affects gambling 
businesses in the EU. 
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Olga Finkel, Founder and Parter of law firm WH Partners, talks to Trafficology about 
how GDPR is affecting the gaming affiliate spaceis affecting the gaming affiliate space

GDPR: The first phase  
for affiliates

Now that GDPR is in force, what is the biggest change  
for gambling operators/gambling affiliates across the  
EU and how are they coping?
Although the concept of controllers and processors of  
data existed in previous data protection legislation, the  
fact GDPR introduces liability on both, together with 
substantial fines, means complying with the data protection 
legislation, in particular for affiliates, must not be taken lightly. 



In the GDPR-regulated world, an affiliate who has  
violated its obligations under GDPR is now directly liable, 
as opposed to the gambling operator being liable and then 
having to rely on and resort to a contractual remedy against 
the affiliate.

The gambling operators, in my view, largely embraced  
GDPR; some out of necessity and fear of liability only,  
but most genuinely adapted their practices to offer more  
control to players (and other data subjects they deal with), 
doing it in a way that minimises any negative impact on  
their ability to provide a personalised customer experience  
and drive revenues.

What are the most or least restrictive countries now  
for affiliates/gambling operators? Have some countries 
gone beyond the scope of the European directive  
and made it particularly difficult/easy for affiliates/
companies to operate? 
GDPR is a regulation which directly applies to all EU  
Member states, but there are certain matters which have  

been left up to the member states to regulate. For  
example, we are aware that in the UK, a fee must be paid 
by controllers to the Information Commissioner’s Office,  
unless they are legally exempt. While a consultation  
has been launched in the UK on whether such exemptions 
should be widened, in Malta, businesses are not required  
to pay any such fee. 

The Malta Gaming Authority issued guidelines on GDPR  
for gambling operators, drafted in conjunction with the  
Office of the Information and Data Protection Commissioner 
(‘IDPC’) that are to be read in parallel with operators’ legal 
obligations under Maltese gaming legislation and are without 
prejudice to such. The existence of such guidelines makes the 
operation of businesses within the gaming industry smoother; 
even more so when the MGA is committed to updating  
the document as time passes. The guidelines allow the  
use of soft opt-in for marketing purposes for the operator’s 
existing customers, which may not be the case in some  
other jurisdictions.

I doubt, however, thatan operator or affilate's choice of 
establishment will be made on the basis of the 
data protection obligations.

What are some of the major changes that gaming 
affiliates/gambling operators across the EU and in  
the UK need to be aware of now that GDPR is in force? 
One of the major changes is that the jurisdictional territorial 
scope has been replaced with much wider scope. The GDPR 
applies to any operator or affiliate which processes personal  
data of data subjects in the EU, regardless of where such 
operator or affiliate is located or established and regardless  
of whether the processing of personal data is taking place 
inside the EU or not. Thus, even operators or affiliates 
established outside of the EU but operating towards the  
EU market and irrespective of whether they provide real-
money gambling or whether any payment is required, are 
caught within the scope of the GDPR. This is so long as they 
process (collect, monitor, profile or process in any other way) 
data on data subjects within the EU. Those non-EU  
businesses processing personal data of EU data subjects  
must also appoint a representative within the EU.

GDPR places stricter requirements on the way consent is 
obtained by businesses from data subjects. It requires that a 
request for consent is unbundled from terms and conditions, 
is in an intelligible and easily accessible form, using clear and 
plain language, must not be presumed to be freely given, and 
data subjects must be given sufficiently specific and granular 
opt-in options, which cannot be pre-ticked.

For those controllers and processors whose core activities 
consist of processing operations which require regular and 
systematic monitoring of data subjects, a data protection 
officer must be appointed. In my view, at least the vast 
majority of the gambling operators would fall under this 
category. GDPR also introduces the requirement for a data 
breach to be reported by the controller to the relevant data 
protection authority within 72 hours of first having become 
aware of the breach. 

GDPR expands on data subject rights, such as the right  
to information, the right of access to own personal data,  
the right of rectification and also introduces new rights  
for data subjects. The case in point is the right of data 
portability, so that upon a request from the data subject,  
the controller must provide such data subject’s personal  
data received from him/her in a commonly used, structured  
and machine-readable format and transmit such data to 
another data controller, where technically feasible.

The regulations introduce substantial penalties for  
breaches. A fine of up to €20m or 4% of the worldwide annual 
turnover of the prior financial year, whichever is the higher, 
may be levied on a non-compliant operator or affiliate.

"The gambling operators, 
in my view, largely 

embraced GDPR"

Olga Finkel 



The use of ‘explicit consent’ has worried  
some gambling operators, as customers might  
use third-party tools to make their requests. It could  
also affect companies who employ algorithms designed  
to catch potential problem gamblers early, because this 
would require using data from customers who do not 
display any at-risk behaviours. What is your advice to 
operators hoping to comply with GDPR? 
It is important for a controller to differentiate between 
processing customer data itself or outsourcing it to a  
third party, as the latter carries a stricter requirement  
for specific consent, since such outsourcing – and therefore  
data disclosure - is normally not known to the customer.  
It is necessary to keep records of any consent obtained  
and of its scope, along with sufficient detail such as the  
time when the consent was obtained, from which channel  
and so forth, in order to be able to adequately demonstrate  
that the data subject has actually provided his/her consent,  
for the particular purpose.

While processing for certain purposes requires an explicit 
consent, processing for some other purposes may be carried 
without such consent. In particular, where the operator has 
an obligation under any particular law and the processing 
is carried out in order to fulfil such obligations, no consent 
is required. So, if the processing is carried out to fulfill one’s 
legal obligation in relation to problem gambling detection, 
then in my view, no consent is required. 

Moreover, in establishing the models, what is the  
norm and what is an anomaly, for the purposes of catching  
problem gambling behavior, data to a large extent at  
least can be anonymised, and this will remove the risk  
of inappropriate processing under the GDPR.  

The Gambling Commission noted some operators  
have concerns GDPR hampers their ability to meet  
their licensing duties. How can operators lawfully  
process personal data to meet obligations on  
customer exclusion, combat money laundering  
and promote social responsibility? 
The GDPR is not intended to be an obstacle for operators  
to comply with their regulatory requirements and act in  
the public interest. If there is a legal obligation to process  
data for a particular process – such as in order to ensure  
the compliance with the licensing obligation and the 
obligation to offer and respect the self-exclusion requests  
by the players - then such processing is not only justified,  
but mandated. 

This reasoning applies also when processing is  
necessary to fulfil a legal obligation or for the purposes 
 of detection, prevention or investigation of crime, as is  
the case for anti-money laundering processing and  
disclosure of relevant data to competent authorities. 
Naturally, even in these cases, the operators must assess  
the applicable retention periods and should not keep this 
data for longer than the relevant laws require them to do 
so. The operator should have an adequate record of its 
data retention policies as well as adequate records of its 
processing activities and have them readily available, in  
order to demonstrate compliance with its obligations and 
respond to any requests from regulators.

What are the other key things for gambling  
operators and/or gambling affiliates to remember  
about the regulations?  
It is important that gambling operators and affiliates  
analyse the personal data which they currently process  

and assess the purposes for which any personal data  
is processed, whether there is a legal basis for this  
processing, as otherwise consent becomes necessary. 
Carrying out a data protection impact assessment will  
also assist a business in identifying and minimising data 
protection risks. It is necessary also to go back and to  
establish this for existing customers, not just adjust the 
procedures for the new ones. 

Companies should also ensure the way that personal  
data is processed is transparent to the data subjects,  

who should be given adequate information in this  
respect, as well with respect to the data subject’s rights.  
Any data which is no longer necessary for purposes which  
it had been collected should be deleted and only data  
which is necessary should be kept.

Operators often use profiling tools on the customers,  
and these tools and the extent of the data should be  
assessed against the purpose of the profiling, so if it is 
excessive or intrusive, the quality of the obtained consent 
should be examined. It is also important to check if any 
automated decisions are routinely made by operators, with 
regards to the level of risk to the customer or the bonuses 
granted to the customer as examples, keeping in mind that 
the customers subject to automated decisions have the right 
to know about this and the right to object / request a human 
review of such a decision. Needless to say, privacy policies 
should definitely be revised. 

Investing in implementing technical and organisational 
measures to ensure security of personal data, documenting  
the data and its uses is also a must. 

Last but not least, to provide a competitive and  
compliant service, operators should normally work with  
various third parties and often share personal data with  
them. It is essential to ensure sub-contractors and suppliers  
are also GDPR compliant and that agreements are in place  
and adequately address GDPR-related matters.
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Simon, could you give us an introduction and overall 
history of the legal situation with regards to gambling 
in Switzerland?
SP: We had a referendum on the new gambling laws on 10 
June this year, although there are about 60 to 70 referendums 
in Switzerland every year. This was just one of many issues in 
Switzerland. The outcome was not one that many from the 
international community in gaming would have wanted, as 
the people voted in favour of blocking foreign betting sites 

feature

Legal experts Dr. Simon Planzer and Reuben Portanier discuss the gambling 
regulatory issues currently affecting Switzerland and Malta

and ringfencing the market, where online gambling can only 
be licensed to the domestic lottery operators and land-based 
casinos. This covers games of chance and does not cover 
games of skill. In that sense, Switzerland is an emerging online 
market, and for my clients, this has been one of the most 
interesting grey markets in Europe, simply because of the 
spending patterns of the players. We see significantly high 
spending patterns in Switzerland. Switzerland is about to 
move from a grey market to a regulated online market.

There is some confusion at this point about the timeline 
of events. The government is aiming to implement the law 
in January 2019, but this is not certain. Depending on a few 
factors, it may come into force in January 2020. The reason 
for this is a combination of primary law and secondary law. 
Primary law can only come into effect once the secondary
law has concluded, and the government can bring this 
law into effect when it has worked out the secondary law. 

MODERATOR: Dr. Mathias Spitz, Partner, Melchers law firm

SPEAKERS: Dr. Simon Planzer, Partner, Planzer Law 
Reuben Portanier, Co-founding Partner, Afilexion Alliance

Switzerland and Malta: 
The legal lowdown



Parliament also has a say on secondary law and has to  
be involved. 

The ringfencing issue has not been well received by the 
Swiss media, as it is seen as illiberal, but ultimately the view 
that prevailed is the one that revenue made from online 
gambling in Switzerland should remain in the country. In the 
weeks after the vote, we have seen an immediate increase in 
downloads from VPNs in Switzerland. Even though the law is 
not active yet, people are already starting to download from 
free VPN clients. 

What possibilities are there for online players? Essentially, 
the whole range of online operators can still operate there, 
but they have to partner with a land-based casino. There 
is no exclusivity clause either, as one land-based casino 
can have several partners. It doesn’t mean the casino can 
only have one platform provider or operator as a partner. 
Payment services, marketing, IT and all relevant parties will 
be important in this process.

There is maybe one particularity with regards to operators. 
The law requests you have a “good reputation.” That good 
reputation is linked to former market behaviour in the grey 
market. All operators should be aware of this, but the other 
participants in the market, like platform providers, are 
exempt from this. 

There are 21 licences for land-based casinos in 
Switzerland. How can the online industry cope with  
a market of this size?
SP: We will see different patterns. If you take a particularly 
big player, like for example, Novomatic, I would expect  
them to do many things in-house. But then there will be 
others who are not as big and will not be able to do as 
much in-house. A whole range of things need to be covered, 
from the operator’s side, from the supplier’s side, from the 
payment provider’s side, etc. 

To some extent, what the government has in mind is 
a bit different to what Belgium has done. In Belgium, it’s 
essentially leveraged to a deal between the online partner, 
notably the operator, and the casino, in terms of how they 
share their tasks. In Switzerland, there is an expectation by 
law that the casino will handle many tasks themselves. This 
is something that has to be addressed in the secondary law, 
and as it is, this wouldn’t be the best thing for business deals.

What will the tax regime be like in the regulated market?
SP: The tax starts at 20%, but this steadily rises, dependent 
on an operator’s gross gaming revenue. In my view, the tax 
is too aggressively progressive, but there has not been a 
final word yet, and certain aspects of this still need to be 
smoothed out.

What impact will blockchain laws have on the 
Malta market?
RP: Malta has introduced two frameworks which are not 
linked to each other, but have a coincidental relationship 
with each other. First of all, there is a new Gaming Act, which 
will cover a range of factors, from 1 August. In parallel, three 
pieces of legislation were passed two weeks ago in relation 
to the regulation of blockchain. The two frameworks are not 
supposed to be one framework, but there is not much of a 
crossover when it comes to blockchain technology and what 
could happen with payment services, cryptocurrencies and 
blockchain technology. 

With the gaming regulatory framework, there are some 
regulations in the Gaming Act that have updated what was  
in place since 2004. The principals have remained the same,  

“The ringfencing issue has 
not been well received by 

the Swiss media, as it is seen 
as illiberal, but ultimately 
the view that prevailed is 
the one that revenue made 

from online gambling in 
Switzerland should remain 

in the country”  
– Dr. Simon Plazner

Reuben Portanier 



“In time, we will see more 
and more regulation around 
cryptocurrencies, so banks 
will start to be more loose  
in the way they approach it 

and that will allow for  
more operators to use it” 

 – Reuben Portanier 

but certain elements have changed. The first significant 
change is that the licensing system has been simplified,  
as there is now a singular B2B and B2C licensing regime.  
That is definitely a good thing for operators and suppliers. 
There are certain elements within the new Act that address 
the issue of non-obligatory controls, and it will be quite 
interesting to see how the Malta Gaming Authority is  
going to implement that, but again, it is something which 
should be a good thing for operators and suppliers. 

Another innovation relates to start-ups and smaller 
companies. The new framework is allowing smaller 
companies to grow by making it easier for them to get  
a licence. There is also the regulation that relates to 
companies that have financial difficulty. There will always 
be a small percentage of gaming companies that have 
cash-flow problems, and the law is giving companies 
the opportunity to have an administrator that can help a 
particular business towards financial security. This also  
helps with player protection, because it helps operators 
protect player funds. 

There is another important element, which relates to the 
blockchain side. The new law allows for gambling to take 
place with cryptocurrencies. Malta is the first jurisdiction that 
has come up with a specific framework for cryptocurrencies. 
Other countries have some form of regulation, but Malta is  
the first to have an all-encompassing framework. The 
interesting point is that there will be licensing of exchanges, 
which will allow the exchange of regular currency to 
cryptocurrency and vice versa, so this makes things very 
flexible for operators. 

Initial coin offerings are going to be regulated, and this  
will be done in a way that you would expect with a regular 
IPO on the stock exchange. 

The MGA launched a consultation process a few months 
ago, to see how the regulated blockchain element can 
work with gambling operators. The MGA is trying to work 
out directives to see how exactly blockchain can work in a 
regulated gambling industry.

What has the feedback from the industry been like, 
regarding the new regulations? 
RP: The future is going to be in the payments sector. It’s still 
not that common for operators to be accepting blockchain 
payments, and there are a lot of issues regarding the 
legitimacy of those currencies. How do you make sure  
anti-money laundering (AML) protections are safeguarded? 
But with the new regulations in Malta, there are going to be 
a lot of obligations from an AML point of view. This will give 
far more credibility to the use of this currency. The future 
definitely points towards a more widespread use  
and acceptance of cryptocurrency. The banking sector  
is currently quite troubled when it comes to working out  
how to regulate cryptocurrency, but in time, we will see  
more and more regulation around cryptocurrencies, so  
banks will start to be more loose in the way they approach  
it and that will allow for more operators to use it. 

Today, I believe Switzerland is the best-placed jurisdiction, 
in terms of the banking sector accepting the crypto world.

Malta seems keen on challenging Switzerland in this 
regard, so what is the view from the Alps on this?
SP: The view is that we have the more beautiful mountains! 
But no, I think it’s a friendly competition and I think there 
is space for everybody. The focus might be a bit different 
in different countries. In Malta, it made sense to focus on 

cryptocurrency, because there is always going to be a bit  
of an overlap with the gaming industry. 

In Switzerland, it comes a bit more from the financial 
sector. FINBAR, the supervisory authority of the financial 
market, has come out with regulations and guidelines on 
these matters. I think what we see now is just the  
beginning of a large trend with regards to blockchain. 

Simon Planzer  
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Cashmio’s Chief of Happiness, Tobias 
Regnestam, tells Traffi cology what he 
enjoys outside of his work day

PLAY HARD

HOW DO YOU START EVERY WORKING DAY?
ARE YOU A MORNING BIRD OR A NIGHT OWL?
I am 100% a certified night owl, but I also realise the extreme 
benefits of getting up early. My day-to-day routine shifts from 
getting up at 6am, so I can have a morning workout before work 
during the week, to those few luxury days on the weekend when 
I don’t have to wake up to the dulcet tones of my alarm clock.

WHAT‘S THE WORST JOB YOU’VE HAD AND WHY?
My worst job was arguably exactly what I needed at the time, 
and was the only job I’ve ever been fired from. The worst part 
about the job wasn’t so much the job itself as the culture. I 
found myself in a team with a mentality of “let’s work as slow
 as possible” at a government-run university. 

Two months in and I was bored out of my mind. I ended up 
assuming the responsibilities of another position as well just 
to fill my days with things to do. After just a few more months
I was let go “due to cultural differences.” The moral of this story
is that my least favourite job gave me perspective, teaching 
me the value of being in the right kind of environment and 
like-minded people. 

WHAT ONE PIECE OF ADVICE WOULD YOU GIVE TO
YOUR YOUNGER SELF? 
I would tell myself: “There is time.” When I was younger I had 
the mindset that everything needed to be done today, now, 
yesterday. While it did allow me to get many things done, it
 also added a great deal of stress and I was not able to enjoy 
the successes along the way. 

WHAT’S THE BEST MOVIE YOU’VE SEEN LATELY? AND IF 
YOU WERE ONLY ABLE TO WATCH ONE FILM FOR THE REST 
OF YOUR LIFE WHAT WOULD IT BE?
I could make a strong case for basically anything Guy Ritchie,
but the best one I’ve seen lately would be Revolver.  It’s a 
run-of-the-mill action movie that also deals with ego and 
how it affects you. It’s quite intriguing. 

When it comes to one movie for the rest of my life, I´d have to 
say V for Vendetta. It’s the perfect mixture of simple action with 
some beautiful dialogues and a dystopian view on the future.

YOU’RE STRANDED ON A DESERT ISLAND AND YOU’RE 
ALLOWED THREE OBJECTS... WHAT WOULD THEY BE?
Of course they would be any three objects to take me back to 
civilisation! A satellite phone, GPS tracker and a huge bucket 
of water.

WHAT IS YOUR FAVOURITE CITY IN THE WORLD? 
Wow, there are so many! My favourite overall though would 
have to be Barcelona. I love the fact that you’re in a beautiful city 
while being right next to the water. The architecture throughout 
the city is amazing and its streets are wide enough to create that 
open feeling even when you are right in the centre. On top of all 
this of course we have the food that is simply amazing.

WHAT’S YOUR FAVOURITE GADGET AT THE MOMENT? 
WHAT GADGET COULD YOU NOT LIVE WITHOUT?
I´d have to say my Bose Bluetooth headphones, because 
they have amazing noise cancellation. When you live on a 
small island with 450,000 people, most who drive use their 
car horns at any given opportunity, so it can get quite loud 
walking about. My headphones allow me to have a small 
piece of heaven with me wherever I walk, or when working 
in an open-plan office.

WHO’S YOUR GREATEST INSPIRATION?
Although I have a lot of people in my life that inspire me in 
different ways, there’s a clear number one when it comes to 
being a positive inspiration for me and that is my dad. Early in 
life he found what inspired him. Allowing his passion to show
the way put him in a position where he excelled at everything 
he did, allowing him to work for himself and run his own 
companies from his early twenties onwards. He often works 12 
hour days, seven days a week at times just because what others 
would call work is a paid hobby for him. That is what I think 
everyone should aspire to achieve in life.
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