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Trafficology, [trah-fik-ol-uh-jee], noun , 1. The study of traffic, 2. Objective, the capacity to maximise revenue
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Trafficology has partnered 
with data experts Casino 
City Press to provide insight 
into website and traffic trends 
across the gaming industry. 
In this edition, we review 
affiliate programmes globally 
for March 2021. The below 
is a breakdown of the 
top 10 mobile casino 
sites by geographical 
region, including Global, 
Africa, Asia, Europe, Latin 
America and North America 
excluding Mexico
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Rankings are estimated using statistical data and should not be considered absolute ranking values. More than 
50 complementary top lists are available on the iGamingDirectory.com website operated by Casino City Press.
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GEO-MARKETING

Igaming CRM consultant Shahar Attias speaks about  
geo-marketing and how proximity dictates gravitational pull

99 problems but 
B&M ain't one

There’s an old saying in real-estate that the three most important 
words are: “Stay dressed, please”. But the naked truth is that reality 
is even simpler: it’s all about location. Now why would an igaming 
CRM consultant even be remotely interested in anything outside 
the internet? To me, location, location, location simply means that 
I hold a workshop in a different country, three times a month. 
Well, you may have heard about this COVID thing? It’s even 
been on the news, a couple of times.

Although I mostly work with online gambling operations, some 
of my clients also have an offline presence, mainly in the regulated 
markets. Clearly, 2020 was a stellar year for anything that’s digital, 
but the brick-and-mortar aspect of any omni-channel activity has 
dramatically declined, if not completely halted, throughout the 
vast majority of the previous year or so. 

Fast-forward to Q2 2021, and as the world is learning to slowly 
beat that damn pandemic and trust the scientific community, the 
need came to start driving traffic back to the casino halls. It doesn’t 
seem right to send players away from their gaming devices just so 
they can sit in front of masked dealers. But it’s a fact that players 

who are active on several verticals/venues are more loyal, and 
internal cross-sell increases wallet size, rather than generates 
product cannibalism. We CRM people aim to do exactly that.  
If you’ve got something that can somehow contribute to 
lifetime value, we won’t ask questions and we’ll do it. Even if in  
this specific case what we’ve got here is a user journey from the  
upside-down dimension. 

The case in question is within a single US state in which nearly 
all players are using native apps rather than Web/HTML5, and the 
regulator requirement is that each user will also install a third-party 
GPS tracking app that allows location monitoring in order to 
prevent unlawful play from across designated borders. Again, the 
request from CRM was to come up with a personalised campaign 
for existing users, and help push players back to visit the resort 
itself, specifically during off-peak (mid-week) days, and the main 
communication channel is going to be the push notification 
capability embedded within the official gaming app. 

What are the “stay dressed, please” when it comes to geo-marketing? 
Here are my three Ps: 
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Shahar attias

Proximity
Location is dynamic, at least with other people who actually lead 
some kind of social lives. As such, we can’t treat all users the same 
without first considering their whereabouts. So let’s build hoops 
around the final destination: half mile, three miles and 10 miles. 
The entry point can’t be too far away, otherwise our messages will 
lose their relevancy. Speaking of which, now we need to create 
different messages to be served according to the various hoops 
the user is breaching, or changing the tone according to their 
(hopefully) shrinking distance, since content should differ between 
10 miles away as opposed to walking distance. It’s simply a matter 
of jumping through different hoops.

Personalise
The key would be to be able to personalise the communication 
and make it more attractive based on the relevant info that  
we already have stored under their profile. It doesn’t have to be 
super segmented or advanced, but if we could have different 
sets based on male or female, big or casual spender and maybe 
even preference towards slots or table games play, it will help 
us to boost the conversion ratio. Again, in this weird marketing 
funnel, the stages are based on distance and the target is reached 
once the player is seated next to an old lady who plays Buffalo 
Slots. Much like the online experience, in which we alter the 
messages according to the time passed since the users’ registration 
combined with additional factors like logged-in right now vs. 
offline, demo game session result, failed deposit attempt and KYC 
status, this extra layer of personalisation allows us further flexibility 
with the content we create.

Periodical
In order to remain effective, we have to apply certain rules,  
like “no further communications for a certain amount of time 
and within certain hours." We have to keep it fresh. Since we’re 
now outside the virtual domain, we need to remember that 
some rude people may go through our hoops on their way to 
work, the supermarket, a yoga class or some other activities 
that non-gaming humans occasionally do. Unless of course, 
your players are yoga instructors with day jobs as cashiers in 
the supermarket; that could somewhat skew the analysis process. 
Anyway, we want the message to arrive not only to the right player, 
but, obviously, at the right time. 

To summarise, we should keep it fresh, relevant and interesting. 
Our user journeys are now based on different messages according 
to how far the players are from the property, who they are,  
and ensuring the send-out times fit the segment habits.
 • 10 miles away: “Missing some reels activity? Every Tuesday we 
run tournaments with thousands of dollars in giveaways”
 • 3 miles away: “Easiest 20 free spins you have ever had - join our 
Tuesday Slots Tournament tonight”
 • Half-mile away: “We are just few walking minutes away.  
Come and claim what’s rightfully yours”

Tweaking the parameters:
 • Adopting the content according to the day and time (late 
evening communications, for instance, can even be more  
adult oriented.)
 • Focusing on roulette or blackjack instead of slots, and adjust  
the “Start at as little as…” with recorded gaming history

 • Labeling it as “Ladies Night” instead of a Tournament or as a 
group discount offer on drinks 

Such a campaign is quite heavy on resources and there are many 
different options in order to fit the exact time and positioning. 
To begin with, there’s also a need to access a player’s device GPS 
and trigger movement through hoops as part of a hyper real-time 
journey. It’s not just big data, it's huge. The key problem is not 
even with data storage but with the way you can “weaponise” the 
connection between the different bits of info, which has different 
kinds of meaning according to the users’ dynamic location.

To conclude: the above is a very good way to begin to unlock a 
new aspect in our already super sexy & vibrant lifestyle as CRM 
experts, by paying attention to an additional parameter we tend  
to otherwise disregard: Life.

Bio:
As an iGaming CRM consultant with 20+ years of industry experience, 
Shahar Attias has helped both startups and publicly traded operators 
to optimize their Player Retention efforts, and can help your company 
to benchmark your internal marketing strategy, procedures and KPIs 
with the competition. Following senior executive roles with 888, 
Playtech and Pokerstars, he has founded Hybrid Interaction Ltd., the 
premier online gaming consulting firm, and has held more than 150 
successful projects across all verticals and through most jurisdictions, 
including online migration projects with brick-and-mortar casinos in 
the Dutch, Swiss, Georgian, UK and the US markets. Among his clients 
are Hard Rock NJ, Holland Casino, Grand Casino Baden, Horizons 
Casino, Groupe Barrière, Entain / GVC / BwinParty / Sportingbet / Bet.
pt, IGT, William Hill, BetConstruct, Pin-up.ru, EvoPlay, bgo, Win2day, 
Neto, DazzleTag and Platin. 
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SEO

Marcin Lewicki, SEO lead at Blueclaw Media, explains how to prepare 
for the upcoming Page Experience Google update

Preparing for PEG

How to prepare for the new Page Experience update
For many years, Google has been primarily focused on the user 
experience and with every update it makes, it drives the search 
giant closer to achieving its goal of providing a great web experience 
for all users.

In November 2020, Google officially announced a new update 
was set to be rolled out in May 2021. Google named this update 
the “Page Experience” update and noted it would focus on the 
set of signals that measure how users perceive the experience of 
interacting with a web page beyond its pure information value. 
This includes signals such as Core Web Vitals, which measure a real 
world user experience for loading performance, interactivity, and 
visual stability, as well as other signals such as mobile friendliness, 
safe-browsing and more.

However, while it seemed plans were firmly set in place for the 
Page Experience update to launch in May, Google recently made 

another announcement noting it will be postponing the rollout 
from May 2021 to mid-June 2021. This gradual rollout means site 
owners will be given more time to properly prepare and carefully 
consider the key factors for this update.

How to prepare for the new Page Experience update
While this update is technically new, it’s important for us to remember 
page experience has always been a factor and a big topic of 
conversation in the SEO world. Areas such as website speed, 
security and user behaviour are each ranking factors that have 
been discussed time after time, and all relate back to the overall 
page experience that will be focused on in this update.

For igaming operators and affiliates, this update is a prime 
opportunity to stand out from the competition by taking advantage 
of Google’s prompt; to ensure you’re providing your site’s visitors 
with a fast-loading, easy-to-use website, full of useful and relevant 



Marcin lewicki

content. If you have already been following Google’s guidelines, 
then you shouldn’t have too much to worry about; but for those 
starting from scratch, preparation for this upcoming Page Experience 
update will require a very detailed inspection of your current 
website, to identify areas of improvement based on the page 
experience factors outlined below: 

1. Core Web Vitals. How fast does your website load? As a 
general rule, your website should load within three seconds or 
less. You can use the PageSpeed Insights tool to identify areas 
of improvement on your Core Web Vitals, including Largest 
Contentful Paint (LCP), First Input Delay (FID) and Cumulative 
Layout Shift (CLS). *see Core Web Vitals image on next page

2. Quality Content. Is your content in line with the search 
intent? Do you provide the information your audience is looking 
for? Are you the go-to place for your topic or industry? Quality 
content is another important factor talked about for many years. 

The best way to identify the quality of your content, in the eyes 
of Google, is by asking yourself the questions on its content quality 
checklist. Do your research and provide sources of information when 
necessary. Simply become the go-to place for your topic or industry.
   3. Mobile-friendliness. How does your website perform on 
a mobile device? Regardless of which devices are being used 
the most by your website visitors, with Google’s heavy focus on 
mobile-first indexing it's crucial you ensure you’re optimising 
your website for mobiles first. Things like font size, spacing, easily 
clickable buttons, page loading speed, etc. are all signals Google 
looks for when deciding how to rank your site, so when optimising 
for mobile, these factors should take precedent. To improve the 
mobile version of your website, you can use tools such as Search 
Console or Google Mobile Friendly Test Tool to audit your site and 
identify areas of improvement.
   4. User Experience. Do your visitors engage well with your website? 
SEO and User Experience (UX) are different but have the same goal 
– providing users with the best experience possible. According to 
Search Engine Land, “Google sees and knows everything. Every touch 
point and interaction your visitors have with you (and you have 
with them) shows Google users are interested in and engaging 
with your content”. Therefore, user behaviour metrics like  
click-through-rate (CTR) and general clicks from page to page on 
your website do have an impact on the overall user experience. 
They clearly show that users are interested.

Making a good use of your H1, H2 and H3 tags is an easy way to 
impact both SEO and UX as they allow you to clearly display what 
kind of content is covered on each page. Additionally, ensuring your 
site has an easy-to-use navigation menu and website structure is 
another element that impacts both SEO and UX; as it allows you to 
ensure your site is easy for visitors to understand and navigate.

An extra tip when it comes to SEO and UX is to use reviews to your 
advantage. For igaming brands, your audience is full of passionate 
people. This means they won’t mind spending three minutes writing 
a review – especially after they’ve just had a favourable outcome. 
This is another signal that tells Google your visitors or customers 
are happy and interested.

SUMMARY
The Page Experience update isn’t necessarily anything new. Google 
has said for years its goal is to “help users find the most relevant 
and quality sites on the web” and that “the goal with these updates 
is to highlight the best experiences, and ensure users can find the 
information they're looking for”. With that being said, this update 
totally makes sense. Our job now is to ensure our websites follow 
Google guidelines and best practices so we too provide the best 
experience for our visitors.

For more information on optimising your site for the upcoming 
Page Experience update, reach out to our senior SEO team for a 
free 1-to-1 consultation.

Core Web Vitals
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ActiveWin

Warren Jacobs, MD of ActiveWin and CEO of Grace Media, describes applying 
the successes of 2020 as a springboard for growth, while actively engaging in 

CSR to focus on the greater good when you’re on a roll

Forward thinking

What kind of opportunities have you seen in the affiliate 
sector over the past year?
First of all, I think it’s important to recognise the good fortune 
that the majority of people who work online have had during this 
pandemic. Throughout it, the gaming industry has increased its 
requirement for social responsibility and monitoring of problem 
gambling. In terms of pure online, the affiliate industry has been 
fantastic over the last 12 months.

Can you pinpoint why that’s the case or what circumstances 
have occurred to make that happen?
People have been bound to their homes, only able to go out 
for essentials and not had the daily distraction of their usual 
roles to occupy their time in the same way. This has meant 
that the demand for entertainment and online video therapy 
has been very significant. According to research from Astound 
Commerce in their recent Covid-19 and the Consumer Report, 
online shopping rates are continuing to surge, growing 129% 
week-on-week in UK and Europe. We basically had a global 

captive audience. And that’s not just for gaming; it’s been for 
anything that’s relevant to online consumption or online retail. 

Of course, that’s come at a cost on the flipside as well.
Yes, absolutely.

How have you been able to manage that good fortune on 
one side but still be sympathetic to others?
You always have to be thankful for your good fortune, but for 
us it’s been more about monitoring and supporting the mental 
health of our employees and the well-being of our customers. 
We have a business that over the course of the pandemic has 
encouraged us and served as a catalyst to perfect technology. 
We have a business called Rdentify, which is essentially a machine 
learning intelligence technology, working seamlessly with web chat 
apps and technology. When a customer support representative 
is talking to a gambler, the technology can identify issues and 
increase the propensity of spotting people who have gambling 
habits or are in problematic scenarios. This is not something that 



customer support may necessarily find immediately, unless the 
person says he or she has a problem. Rdentify monitors every 
conversation that person has had and ties them all together 
without impacting GDPR or privacy because it’s all included.

So there are certain trigger words it picks up on.
Yes, exactly. It might not be a trigger that comes from the first 
conversation. It could come as a result of the first, second and third 
conversations together that paints a picture. However, those first 
few conversations invariably will be with different customer support 
reps and ordinarily won’t be logged, but the technology does it all. 
We’ve already managed to identify and help numerous people,  
and we’re now working with more companies that see the value  
in this product. Companies are seeing that by using the technology,  
it gives them another layer of responsibility. 

And if you were to make an assessment after the first call, it 
would be too much of a snap judgement or be too immediate 
to get a full picture or a customised case for an individual?
Yes, the technology operates a sort of traffic light system, so users 
don’t need to be an expert to understand the output. It also 
enables managers to see things in real time and respond quickly 
to potentially problematic customers, without any overkill that may 
put off good-value customers who are happy and in a good place. 

Was Rdentify something that was borne out of the pandemic 
or was it already in the planning stages beforehand?
Both. There were so many projects and things going on pre-pandemic 
with Rdentify. However, with the onset of the pandemic and 
the recognition that gaming was going to boom for us, this 
became the catalyst to really push this forward and to get it front 
and centre. You can’t just expect everything to be amazing.  
You have to understand and recognise that with more gamblers,  
there will be more people with gambling problems, and it enabled  
us to do something good. It’s built, it’s live and it’s monitoring 
thousands of chats every minute as we speak.

How has the importance of partnerships, both within and 
outside the company, been accentuated or become more of 
a priority over the past year?
Affiliates were very nervous to begin with because they didn’t know 
how it was going to impact them and the deals they had in place.  
What we found in terms of the brands we manage is that we’ve 
grown stronger with the affiliates we work with across ActiveWins, 
House Affiliates and the other programmes we manage, one of 
them through Grace Media where we have in excess of 100 white 
labels. We work with a lot of affiliates and the nervousness passed 
quite quickly when they saw that things were going to be stable. 

Do you see things stabilising now or will people eschew 
online once land-based operations get back on track?
There are a few factors to consider here. One is seasonal.  
Winter is over and as such, people tend to be outside socialising 
more and spending less time online. Also, with more places of 
work reopening, the furlough scheme ending and more people 
getting vaccinated, it’s inevitable that the numbers of people 
playing online at any given moment will reduce. For me, as easy 
as it is to say that won’t be ideal for business, I’m very happy 
about it. So we’re nowhere near a stabilisation in terms of the 
marketplace and what’s going on. There are going to be more 

ups and downs. Unfortunately, there will be more businesses 
that will go under. I think there’s going to be a very busy period 
for restructuring and corporate recovery in the finance sector. 
For us, I think it’ll continue to be good for gaming but perhaps 
not as strong as it was over the last year.

What is your risk mitigation strategy like in terms of how 
unpredictable things are?
For us, it’s all about being sure that the business is centred on 
risk mitigation as well as we can with as strong a compliance 
team as possible. We’re also going in a few different directions. 
First of all, we’re imminently going to receive our Gibraltar 
licence for Grace Media, which means we’ll be going international 
and growing in different markets. This will reduce a dependency 
on the UK market and economy. Also, we’ve now successfully 
tested and launched some apps and as a result, we’re able to 
offer them for white labels, which are going to increase revenue 
across the board as well as acquisition. So those are two exciting 
things we’re working on. 

And as you branch out internationally, what other markets 
are particularly attractive?
We’re still researching and reviewing it. The focus was initially 
to get the licence, but we’ve recently launched a bingo network 
in the UK with about nine brands and it’s continuing to expand. 
We’re not resting on our laurels and expecting things to continue 
the way they have over the last year.

But it has put you in a very competitive position.
It has indeed. 

wARREN jACOBS



Achieving full potential
Casino Guru

Simon Vincze, responsible gambling projects manager at Casino Guru, discusses 
the affiliate’s new Global Self-Exclusion Initiative – including the motivation behind it 

and the challenges in helping problem gamblers with one worldwide system

Can you give us an update on how Casino Guru has been 
progressing generally in recent months?
For the most part, business as usual. We keep doing what we do 
best – broadening and updating our database of casinos and 
bonuses, helping players with casino-related issues, and making 
our website better overall, bit by bit. Our community has been 
growing, helping our forum catch up with its competition that has 
been around for years.

That said, there are some things standing out from the overall, 
continual improvements and growth. We have recently launched 
two projects aimed at overall industry improvements outside of 
the scope of Casino Guru itself: the Global Self-Exclusion Initiative 
and the Casino Guru Academy.

How did the Covid-19 pandemic affect the company?
As we all know by now, online gambling has experienced massive 
growth in 2020, as global lockdowns forced people to stay home 
and land-based casinos to close. We have also experienced growth 
in terms of visitors coming to Casino Guru. Luckily, most of our  
day-to-day operation is not impacted by the number of visitors we 

get, perhaps apart from the Complaint Resolution Centre.
We had to strengthen the Complaint team to be able to assist 

the growing number of players who turned to us for help directly 
by submitting a complaint about an online casino. Then, there is 
the issue of being forced to work from home, but we dealt with 
it relatively well. Some of our team members have already been 
working remotely before, and others have adjusted reasonably well.

Can you tell us more about your recently launched global  
self-exclusion initiative?
A responsible approach to gambling has been one of Casino Guru’s 
core values from the very beginning. We did our best to run our 
website with moral values and players’ best interests in mind.  
As we grew, we started to look into potential improvements for the 
entire industry, which could benefit even people who have never 
even heard about Casino Guru. Laying foundations for change that 
can outgrow the direct impact of our own project…

One of the things we kept noticing was insufficient protection 
of vulnerable players across the globe. Self-exclusion can help 
addicted players limit their access to gambling, but its scope



being limited to a single casino or regulatory body restricts its full 
potential. Excluded players can still gamble in different casinos or 
look for foreign operators willing to let them play. While it is fine 
for some players, it is definitely not ideal for those who resort to self-
exclusion because they struggle with gambling addiction. That is 
why the idea to create a global self-exclusion system was born.

Obviously, this is something we cannot do on our own, which is 
why we launched this initiative. We started by increasing awareness 
of the issue and collecting feedback from industry professionals. 
The goal is to find people and organisations that see the value in a 
global self-exclusion system and join the initiative, working with us 
towards making online gambling safer for players from all around 
the world.

How will the scheme ensure it is consistent internationally 
across different markets?
This is, in fact, one of the issues we expect to face. Unfortunately, 
most high-level discussions about responsible gambling and 
regulations are held within the limits of single jurisdictions. To 
overcome this issue, we will need to persuade other entities to 
start looking at things from a global perspective.

We expect it to be extremely difficult – if at all possible – to get 
licensing authorities to implement global self-exclusion into their 
regulatory requirements. Instead, we hope to take the route of 
creating a new industry standard enforced not by regulations but 
by reputation. Single-operator self-exclusion and national schemes 
can coexist with a global self-exclusion system, and it can be up to 
players to decide to opt into it or not when self-excluding.

That said, we fully expect to encounter many issues related to 
individual regulators, their approach to responsible gambling,  
as well as their specific self-exclusion systems and regulations.  
At this point, we cannot tell how exactly things end up working out  
– we will have to wait and see.

What is wrong with the current self-exclusion options that 
exist in gaming?
As I already mentioned, the issue of current options is their limited 
scope. Players can exclude from a single casino or make use of 
regulator-wide schemes, but they can basically always find a casino 
where they can play. This is an issue for players who self-exclude 
because they are addicted to gambling and want to limit their 
access to it.

Addicted players can experience massive urges to start gambling 
again, scouring the internet for casinos that will allow them to 
play. We have seen a number of players who self-excluded from all 
licensed operators in their country, only to end up playing at much 
worse and much less safe foreign operators. A well-implemented 
global self-exclusion system could create an effective barrier that 
helps addicted players truly limit their access to gambling on a 
global level. And that is what we are trying to achieve.

Additionally, we see huge room for improvement in terms of 
making sure excluded players see as few gambling ads as possible, 
as well as a closer cooperation with professionals helping problem 
gamblers recover from their addiction. 

Given everything you’ve discussed above, what are your biggest 
challenges in successfully implementing this initiative?
I expect these challenges to change as we go along, so we plan 
to take it step by step. At the moment, the biggest challenge is 

to direct the attention of operators, regulators and other relevant 
parties to this issue, and show them the potential benefits of a 
cooperatively created global self-exclusion system.

However, I think the biggest issue we will face down the line 
will come down to technological implementation of the system. 
A system like this will have to work with sensitive information, 
which puts a lot of emphasis on data sharing, privacy and security. 
Additionally, with a number of entities involved, we will have to 
look for a solution that satisfies the requirements of regulators, 
operators and other members of the gambling industry. 

That is why the first phase of the initiative is about collecting 
feedback and discussing the issue, so that we can look at the issue 
from all the important angles and consider everything that needs 
to be considered.

Overall, what are Casino Guru's aims for the rest of 2021? 
In terms of the Self-Exclusion Initiative, we will continue spreading 
awareness of the issue, discussing it with relevant parties and 
looking for support. Then, we will move to the second phase of the 
initiative – working on increasingly specific plans and solutions with 
other entities that join the team.

We are also working on a global database of problem gambling 
help centres, which will allow struggling players from all around 
the world to easily find the help they need. Additionally, we plan to 
work on new courses for the Casino Guru Academy, helping online 
gambling professionals to be even better prepared to create a 
balanced gambling ecosystem online.

When it comes to regular operation, the goal is to just keep 
improving our website in terms of features, content, technological 
improvements; as well as the overall value we can bring to our visitors.

Simon Vincze



GAMBLINEERS

THE CRYPTO UPRISING

Although we are well past the 10 year-mark after Bitcoin came into 
existence, it still feels like we've only grazed the surface of what the 
market has to offer. With every new season being called the 'crypto 
boom' thanks to the ever-growing prices of crypto coins, more and 
more people discover the crypto market as a lucrative opportunity 
and decide to transfer at least some of their savings or even all of 
them to crypto.

The gambling community is no exception.

CRYPTO AND FIAT GAMBLING ARE THE SAME BUT COMPLETELY DIFFERENT
You could say that crypto players are only a subsection of the whole 
igaming community, and you would be right. But they are such a 
specific subsection that they caused an entirely new igaming sector 
to come into existence. The fact that they use a different payment 
option, and a very specifically different one at that, demands an 
entirely different approach, or better yet an entirely different casino 
or bookmaker.
    Imagine, if you wanted to play with USD. You probably wouldn't 
be satisfied with a UK-based casino that offered all its services in GBP 
or vice versa. Even if said casino accepted USD.

If you want crypto, you need to go fully crypto. So in order to cater 
to crypto players, casinos have to transform and affiliates have to 
adapt as well.

As it turns out, crypto players are not looking for casinos that only 
accept crypto, they want a bit more.

THE ROAD TO BLOCKCHAIN
Since it's not just Bitcoin we're talking about in crypto, but 
countless other coins as well, players rather look for the most 
attractive features offered by Blockchain or other crypto platforms.

Transparency, anonymity, speed and low transaction fees are 
most often pointed out when you compare crypto to fiat. So it's to 
no surprise that expressions like 'fast paying', 'anonymous' and 
'provably fair' casinos flooded the crypto part of the igaming 
community. A lot of players, especially the orthodox part of the 
crowd, take very seriously the speed and anonymity of crypto 
and expect nothing less from casinos and bookmakers.  
Players want to play using their e-mail address and their e-wallet 
and nothing else, they want to deposit fast (think in seconds) 
and withdraw fast as well.

So while a regular player might choose his credit card over  
a bank transfer due to the transaction speed difference,  
neither can compare with the speed of an e-wallet payment.  
And while regular players might have gotten used to uploading 
their ID and personal info to open their accounts, this became a 
large obstacle for every crypto player.

The number of crypto players will grow, casinos have to transform  
and affiliates have to adapt as well, says Adam Gros, the owner of  

the crypto affiliate Gamblineers



THE CRYPTO CASINO DISCREPANCY
When Bitcoin rose to fame things were simple: those who wanted 
to attract crypto players simply added Bitcoin to their payment 
methods (1st option). But as players' demands evolved along 
with crypto, so did all casinos who believed that crypto is 
the way to go. That meant all their services, promotions and 
basic terminology changed to BTC (2nd option). And in the 
last few years we have been witnessing the birth of blockchain 
casinos, where their entire infrastructure is based on the same 
technology that's running Bitcoin (3rd option).

While a casino can choose one of the three options that suits 
it best, affiliates are left to speculate what players mean when they 
say 'crypto casino'. Sometimes it seems that only accepting 
crypto as a payment option is a bit scarce. But then again,  
some of the most reputable brands fall into this category, 
which can't be dismissed so easily. On the other hand, blockchain 
casinos are so new and yet unregulated that they open up more 
questions than they answer.

THE RISE OF BLOCKCHAIN CASINOS
Blockchain casinos seem to have taken a similar approach to 
esports gambling sites. Dark, elegant and simple. Offer as little as 
possible but really make that pop out. That's why in blockchain 
casinos you can usually find only a handful of games, preferably 
in-house-made, cartoon-like graphics and public live chat for 
players to keep the need for professional support at minimum. 
Basically, the idea is to make the casino
look as if it's running itself and make you feel like the players 
are in control (like the case of peer-to-peer network in blockchain).

Whether blockchain casinos will be the future of crypto 
gambling, only a branch or won't last at all, is still too early to 

say. As a crypto affiliate, we are always a bit skeptical when 
working with blockchain casinos.

Not just because these casinos are new but also because the 
whole system behind them is new and untested on the market.

THE CRYPTO AFFILIATE
Being an igaming affiliate means a constant struggle to balance 
player demands, and casino performances and services, while 
trying to stay as objective as possible. To do that properly is not an  
easy task.

Being a crypto affiliate means the same thing while trying to 
focus on a few other aspects, offered by the crypto technology, 
as well.

I believe that the same is true for crypto affiliates as is for 
crypto players: they are a subsection to the igaming affiliate 
community, but a very specific subsection with unique perks 
and requirements.

To be a crypto affiliate you have to be a 'believer' to some 
extent. That means you must believe that the crypto market 
will endure and the prices will keep rising or at least won't crash. 
After all, all your earnings are in the form of   cryptocurrencies and 
thus subject to volatility.

So far it's been a great time to be a crypto affiliate from that 
point of view, but you must keep in mind that the tables can 
turn any day and you always carry the risk.

THE CRYPTO PLAYER
The very same thing drives most crypto players to play with 
Bitcoin or other desired cryptocurrency.

The term 'HODL' (hold on for dear life) has been a catchphrase 
in the crypto world describing the idea of believing in the 
crypto endurance and holding it instead of selling even when 
the prices go up. So if the idea of a fiat gambler is to make more 
money by placing bets, the idea of a crypto gambler is exactly 
the same while hoping for a price rise at the same time,  
giving the earnings an extra boost.

While that may be true for most crypto players, we can't dismiss  
the fact that crypto opened the doors into the igaming world to 
almost everyone, including those, who are otherwise not legal  
to roam there. Although crypto technology is transparent, it is 
also anonymous, meaning players can use that to their own
advantage, aided by the fact that Bitcoin is still a legal gray 
area in many parts of the world. Not to mention countless 
other cryptocurrencies.

THE FUTURE
Crypto technology, mainly blockchain, has already enabled 
casinos and affiliates to add some new features to their websites. 
Or in the case of blockchain casinos, all their infrastructure. 
Some basic things like 'provably fair' calculators can already be 
found, used to prove randomness of game results if the game is 
based on blockchain technology.

With the whole crypto sphere searching for new ways to be 
faster, safer and more versatile, it's only a matter of time before 
some of that is translated to the igaming world as well.

And as long as the crypto market keeps growing and countless 
new players are only being introduced to the crypto idea, 
the number of crypto players will grow and the whole crypto 
igaming community alongside them.

ADAM gros
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PLAY HARD

How was your recent Grand National experience and have you got 
any successful betting stories from over the years?
Successful betting stories are thin on the ground but not for 
the want of trying. I remember asking my dad to get 50p ($0.70) 
each way on Hedgehunter and he laid the bet himself to try 
and teach me a lesson – which backfired in both the short 
and long term. That was the last time I successfully identified 
the winner of the big race with a solo pick. 

This year, I threw my usual darts, many of them wide of the mark 
with the exception of a tiny each way stake on Balko Des Flos I’d 
forgotten about until I logged into an account a few days ago; 
which made it even easier to be happier for a winner I didn't have a 
penny on in the shape of Rachael Blackmore and Minella Times.

If you could own any horse in the world right now, which one 
would it be?
If any of my fellow White Diamond Racing syndicate members 
– including my mum – are reading, then the answer is that we 
wouldn’t swap our mare Really Super for anyone. My mum and I 
have been incredibly lucky in our first foray into ownership; which 
has already taken us into the owners & trainers at the Festival 

virtually, seen us win some black type on ITV racing and given 
us plenty of fun thanks to Amy Murphy, Connor and the team, 
all without breaking the bank. 

If I could take my pick of any other horse in training, I’d see if John 
Gosden would send Stradivarius down the road in Newmarket 
to Amy’s to pop him over a hurdle. In keeping with the theme 
of dual purpose fun, a horse like Tudor City of Tony Martin’s would 
be the perfect runner to help my mates and I from the Oakwood 
Park common room punting club realise another dream in the 
shape of a winner at the Galway Festival. 

If you could create the ultimate Grand National horse by 
blending together past winners, how would you go about it?
Tiger Roll almost has it all. I’d also throw a bit of Lottery into the 
mix (the first winner of the race in 1839) – who ran in the right 
colour on Merseyside and has the most apt name. Whatever 
minerals it took to win what the race resembled then would be 
a worthy contribution to the blend. National legend Leighton 
Aspell would come out of retirement for the ride with Dr Richard 
Newland on training duties. 

What's the funniest story you can think of during your career 
in gambling?
That's a question best answered in the pub. I know if you bought my 
old friends from the Imperial House days at Ladbrokes a couple of 
pints, you'd get plenty I'd probably prefer to keep out of print.

What's the first thing you'll do when industry trade shows are back?
Get on Skyscanner and look forward to taking off with the Press 
Box PR team, pitching up at some of the most fun cities on the 
continent, all in the name of work. 

We’re lucky to earn a living in an industry with so many 
opportunities to enjoy travelling and meeting people from all 
walks of life, under the banner of sports and entertainment.

Finally, how would you prefer to commute to work – in a 
Lamborghini or riding Minella Times?
Now that’s a PR stunt – spicing up the commute as we return to 
the office by offering a ride to work on a Grand National winner. 
If you needed any more convincing that Minella Times is the 
right option, you can also pretend to be Rachael Blackmore too. 

Press Box PR director Alex Donohue, 
a previous panellist on Affi liateCon Virtually 
Live, talks us through his Grand National 
betting stories, race horse ownership and 
turning up to work on horseback
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