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LEADERSHIP & INNOVATION

What Can You Learn from The

Flintstones?

As a casino operator, a lot actually.

By Rob Gallo

. If you remember the epi-
. sode when Fred, Barney,
Wilma and Betty went to
Rock Vegas, you'll notice
| thateven in prehistoric

- | times, the core function of
the casino was the same.
Giving players the value
proposition of entertain-
ment, enjoyment and
excitement, with the pos-
sibility of winning money is

the recipe for success.

With the exception of the Roulette wheel being made
out of a slab of granite, and the dice at the craps

table being forged from a piece of marble, the games
were pretty much the same. The house had, and still
has, an edge, and that’s why we're all in the casino
business. Fast forward to modern times, and while
fewer people are wearing lion pelts and loincloths

in the casinos, and the materials which the gaming
machines are made of have changed, the underlying
principles have remained intact.

What can we expect in the future? The delivery
method of gaming entertainment WILL change, and
we need look no further than the computer to see
how. The proliferation of digital gaming devices on
the casino floor has expanded in the past decade,
and now Internet gambling is making its regulated
debut in three of our fifty states... Yabba Dabba Doo!
Fred can now b-b-bet, bet, bet from his handheld
slate phone.

The nugget of wisdom from this reference is that
while times change, and the method of delivering
gaming excitement has changed, and will continue
to change, casino operators MUST adapt. So, what
can you be doing today in order to prepare for the
inevitable?

1. Learn from history

You may not need to go back as far as the Stone Age,
but look at your past history of players and conduct
detailed player segmentations. Create demographic
and psychographic buckets to categorize your
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players. The objective is to see how they may or

may not adapt to change. Meaning, if you have data
from before and after gaming changes, look at the
adoption rates from both a monetary and timeline
perspective. The idea is to learn how long it may take
for your existing players to make the migration to a
new gaming delivery method.

2. Open new channels

Recognize that the next group of players in your
casino might not be traveling to your physical prop-
erty YET, but they will. I emphasize the word yet,
because I don’t want you to be afraid of cannibaliza-
tion by Internet gaming. In fact, studies have shown
that online gambling has increased land-based

gaming activity.

There’s nothing like the real thing, but I digress.
Understand that your future customers will have
their gaming entertainment “itch” in a digital world,
and you need to be prepared to scratch it.

3. Knowing what to offer

Even though Fred and Barney drove to work on solid
stone tires, the wheels we use today were not rein-
vented, just changed with the times. The same holds
true for your online gaming offering. Stick with what
is tried and true from back in the day, and offer new
innovative games as a value-add. Speak to the demo-
graphic you are looking to attract in a language that
they understand, and use brands and features that
they are familiar and comfortable with.

You can spend an inordinate amount of time by
trying to find the perfect offering, but the only way
you will truly know what works and what doesn't,
is to get it in your customers’ hands. You know that
you want to appeal to the next wave of gamblers, but
how do you reach them without alienating them?
This is the age of honesty and transparency ... Get
your target demographic involved in the process.
This is exactly what the Social Casino operators are
doing. Get the software in the hands of the masses
for free, and then have pinch points in the game to
see where users are willing to spend money buying
virtual chips. This is extremely valuable metadata.
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4. Understand your regulatory environment

Based on your specific jurisdiction or compact, there will
be different considerations that you will need to be pre-
pared for. For the purposes of this article, we will assume
that real-money online gambling will NOT be legalized
or regulated in the majority of states or tribal nations in
the immediate future. That changes the content of what
you can offer as an online gaming solution to a play for
free, or social, gaming component. Having said that, there
are several different interpretations at the state and tribal
levels as it relates to any form of gaming, even if no real
money is involved. I suggest coordinating legal counsel
with an attorney who is intimately familiar with online

gaming in your jurisdiction.
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5. Newton’s law of motion

While developing a detailed and comprehensive plan,
developing a realistic budget, defining an overall objec-
tive, and setting specific goals for your online gaming
offering are critical, getting started is paramount. An
object in motion tends to stay in motion. Seek the guid-
ance of proven professionals in the online gaming space
who can help your casino staff create the strategy and get
it moving in the right direction.

To bring this article full circle and tie it back to The
Flintstones, I was going to offer up $100 to the first person
who could have told me Betty Rubble’s maiden name, but

Google spoiled all the fun.
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