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Dai’ sla, 

In the research we’ve compiled over the last three years through 
Raving’s Annual Indian Gaming National Marketing Survey and our 
Raving NEXT: Indian Gaming Analytics & Marketing Conference 
attendee surveys, one thing is clear: finding and retaining quality team 
members is at a critical point for our Tribal enterprises. The labor 
shortage is only going to get worse. We recognize that workforce 
development has two components: one being staffing and career 
growth in general, and then one being Tribal member development. 

Both issues must be considered.

You’ll see many articles in this issue and online at www.tgandh.com addressing benefit 
management, leadership training and support of higher education. We all must evaluate 
our compensation programs to remain competitive and quality employers. Truly, how 
can we differentiate our organizations as secure and rewarding places that embrace all 
team members, Tribal and non-Tribal members alike, to find careers, not just jobs? Inside 
these pages, we look at organizations that work in the Tribal gaming space that assist our 
team members – through internships, support groups, free training and easier access to 
education. 

As our gaming operations and other enterprises grow and mature, it is necessary that we 
address our team members’ future needs today. Our goal at TG&H is, always, to support 
you with articles by operators for operators, so you can lead your organizations and the 
industry.

Thank you, from all of us at TG&H, for your ongoing support and readership. 

Tsu tse wass,  

Brady Scott 
Editorial Board Chair 
TG&H Magazine
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GAMING OPERATIONS

Sometimes, when I ask a casino person what the price of a 
slot machine is, it’s common for them to reply with the slot 
hold or even the denomination. “That’s a dollar game with 

a six percent hold,” for example. What surprises me about these 
answers is that the number one factor that’s likely having the 
highest impact on a machine’s win per unit isn’t the denomina-
tion or the hold percentage at all, it’s the configuration of the bet 
panel. When I say bet panel, I’m referring to the lines and credits 
the guest gets to select when making their wagers. To me, this 
is the price of the game. It’s the price the player bets per spin on 
every wager, and the options we give those players to make those 
wagers is likely the largest factor affecting the game’s financial 
performance.

As a wild example, one time I was asked by a casino director 
if I could figure out why a penny game just wasn’t making any 
money. It was set up in a bank alongside a bunch of other penny 
games, but for some reason this game was always doing terribly. I 
love these types of challenges, so I went out onto the floor to look 
at this game and immediately saw the problem. This penny game 
had a bet panel with a maximum of nine lines and five credits per 
line. That means the maximum bet possible on this game was a 
measly 45 cents. Even worse, gamers have a fascinating habit of 
betting all the lines, but at the minimum credits per line, which 
meant most of the betting on this game was actually at nine cents 
a spin. This means that even if this penny game with a 10 percent 
hold was one of the busiest games on the floor and played all day 
and all night, non-stop, it would likely never clear $200 a day in 
win. This game will always be a dog.

My point is that it’s interesting to me how little attention we 
sometimes pay to the bet panels. If the price we offer on the game 
is too low, the win per unit will suffer no matter how popular the 
game is. It’s fairly common to see games removed from a floor 
for low win per unit that were actually extremely busy, extreme-
ly popular games with handle pulls way above average, but the 
minimum price to play was set too low, which dragged down 
the win per unit, leading to its eventual departure. It’s sad that 
popular games are often taken off the floor and away from guests 
because of low win per unit, when a simple price adjustment 
likely would have made the product soar.

In studying the bet behaviors of players, particularly on penny 
devices, I’d like to point out here that the vast majority of all 
betting slot players make on the games is going to be at the 
“minimum” bet of the game, or the maximum lines betting one 
credit per line. This is critical to understand whether a game will 
have a high win per unit or not. For example, if a penny game has 
a 30-cent minimum next to a game with a 50-cent minimum, 
regardless of theme, I’d be comfortable wagering that the 50-cent 
minimum game has a higher win per unit. Why? Because a vast 
majority of all betting happens at the minimum, and in this 
case the 50-cent game’s minimum is 67 percent higher than the 

30-cent game, meaning 
that you’re getting 67 
percent more win on 
each and every pull.

A little more about this 
betting the minimum 
phenomenon. For 
example, often when 
you look at the average 
bet of a penny game, 
you may see averages 
like 64 cents, 95 cents, 
$1.05, etc. Keep in mind 
that this is not the bet 
that people are playing 
per spin, this is the total 
average. If you break 
down and look at every 
spin that occurs on the 
slot machine, you’ll like-
ly see the vast majority of all betting will be at the minimum (max 
lines and minimum credits per line). A much smaller percentage 
of bets will be at or near the maximum (I love these folks), and an 
even smaller distribution of betting will be in between. What this 
means is that the average is primarily driven by the minimum, 
and the wonderful betting that some of the higher players are 
putting into the games is making the total average seem higher. 
Keep in mind that the minimum bet is king when it comes to win 
per unit of a good theme.

By paying closer and closer attention to the prices we charge 
per spin on slot machines, we can have a much better chance of 
hitting win per unit targets and selecting games that will drive 
win above the house average. Don’t forget to take a look at those 
panels; it’s one of the few things the players actually have direct 
interface with. When I walk floors today, I cannot help but stare 
at the slot screens, looking for the amount that the players are 
betting per spin. It’s second nature now. By far the most common 
observation is players betting the minimum. I’m sure you’ll see 
the same. Heaven forbid I pass a keno game where I’ll see some-
one plunking away for hours at just two nickels a spin! Ouch. 
That always hurts a bit. ♦

Michael Minniear,  Raving Partner, Data Analytics 
— Michael is passionate about the advancement 
of big data, artificial intelligence and data analytics 
technologies in the gaming industry with emphasis 
and experience in business development strategies, 
slot yield solutions, forecasting, service optimiza-
tion, and marketing. 

What May Really Be Driving Your 
Win Per Unit
Let’s look at your bet panels

By Michael Minniear 
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What’s the magic 
number? 

The casino marketing 
magic number is 365/24/7. You 
market your property 24/7 for 
365 days a year. Time doesn’t stop. 
Your casino property demands to 
be filled 365/24/7.

Casino marketing departments are 
like Lucille Ball on the conveyer 
belt, pushing out programs on 
a moving belt that goes faster 
and faster. Which brings me to promotions. Promotions are the 
“have-tos” of marketing. They have to be produced. They have to 
be executed. They have to produce results. Casino marketers are 
like chainsaw jugglers; keeping promotions flying and spinning … 
and you can’t afford to get it wrong. 

Let’s do the time warp again
The sad reality of promotions is the unrelenting march of 
marketers doing the same programs over and over again. The 
world changes every day. Marketers can fashion promotions after 
the new, the unique, the exciting and the trendsetting. People 
crave something different. Something fresh to get them out of the 
house and into your casino. Yet, thousands of casinos time warp 
the same promotions again and again. Promotional time warp. 
Ghostbuster promotions. It goes on and on.

The magic code is on the Internet
New promotions keep your property fresh and give guests a 
reason to return. You can draw new concepts from the news, new 
trends and cutting-edge forms of entertainment. If you’re out of 
ideas, use the promotional magic number and go to the Internet.

There are thousands of casinos in hundreds of markets. The 
not-so-secret secret is that every casino in the universe posts 
promotions on their websites. You can travel the casino universe 
from your laptop and seek out new and unique promotional ideas 
while sitting in your pajamas. It’s a simple, effective research 
project. As a bonus, most casinos post the rules along with 
promotions.

Questions to ask before every promotion 
When you try new promotions, how do you know they will 
work? Ask yourself the following questions to determine if a new 
promotion will be successful. 

How many times have we done this promotion before?

If your answer is “frequently,” it’s time to ditch that promotion 
for something new. It’s a simple approach. If you are honest with 
yourself, you will conclude that repeated promotions just give 
benefits to the same guests who happen to be sitting at your slots 
or tables when the promotion runs. 

Does it have a positive ROI?

Estimating the financial outcome of 
a new concept is not the easiest. You 
can always create a pro-forma based 
on how similar types of promotions 
performed in the past. A new idea 
can mirror a successful promotion 
from your archives. Then, take your 
shot. 

Is it in the budget?

Your promotional budget should 
contain some room to experiment. 

If not, your budget is built for mediocrity. It’s comfortable and 
predictable to design the future on the past. But it makes for a 
stagnant strategy designed to reward the same guests the same 
way with the same things. By discontinuing old promotions, you 
will find the funds to do new. 

Can we execute the promotion?

New is challenging. When you take that leap of faith, make sure 
that your team can execute the new concept. This generally 
means that you bring out the big guns, communication and 
training. A new idea requires building a new set of rules and 
processes. 

Sit down with your team and develop, write, plan, budget and 
process something that you have not done before. Once you 
have your plans, the next step in new promotional execution is 
to develop communications for your team and for the property. 
Hold communication meetings within marketing. Ensure all 
departments touched by the promotion are communicated 
with and informed. Lastly, take the concept property-wide and 
spread the word. Hold training sessions within your department 
and additional departments if necessary. Communication and 
training are the jet fuel of new promotions. Use them or you 
could see a good idea fall flat. 

The big red easy button 
It’s a breeze to hit the easy button, submit the rules and launch 
that program you’ve done since Yoda was a baby. But ask yourself, 
are you doing your best? Baby Yoda. Hmm. Now that sounds like 
a new promotional concept you can use! ♦

Tom Osiecki, Raving Partner, Advanced Operations 
and Marketing — As a highly accomplished casino 
operator and marketer, Tom has a proven track 
record of effectively analyzing casino markets 
and implementing strategic planning that yields 
optimum EBITDA using customer focused tactics. 
He is adept at organizing strategic marketing plans 
through the execution of branding strategies, 
channel management, media, digital, corporate 
communications, database marketing, sales, 
promotions and agency management.

The Promotions Magic Number 
Marketers, how to stop doing the same programs over and over again 

By Tom Osiecki 
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LEADERSHIP & HR

Last Fall, we gathered with our TG&H Board members 
to pinpoint topics that they felt were critical to 
discuss in 2020. Board Member Jason Younker 

shared, “Of all the investments we can make, higher 
education must be our priority. Not only must the fortunate 
Tribes invest in their college students, but also in scholars 
from other Tribes as well. Investment in Tribal scholars 

from other sovereign domestic nations is an investment in 
our collective survival.”

In this article, we asked Younker, who is the Assistant Vice 
President and Advisor to the President on Sovereignty and 
Government-to-Government Relations at the University 
of Oregon and a citizen of the Coquille Indian Tribe, as 
well as Raving Strategic Partner Patrick Horning, Senior 

Investment in Tribal 
Scholars is an Investment in 

Our Collective Survival 
Two educational thought leaders share the state of Native American  

higher education
By Jason Younker, Ph.D. and Patrick Horning
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Manager of National Tribal Operations for the University of 
Phoenix, their take on higher education opportunities and 
challenges for Tribes.

What is the current state of specialized programs for 
Native Americans for higher education?
Jason: Few public institutions have worked directly with 
Tribal governments to create specific programs to meet 
Tribal needs. There are 573 sovereign domestic nations and 
each has unique cultures, histories and academic needs. 
To expect a public institution to create new programs that 
are tailored to meet Tribal needs is likely unreasonable 
and cost-prohibitive. Despite these challenges, in my 
experience and after working with numerous Tribal 
governments across the country, Tribes have echoed 
the common degree needs: hospitality and resource 
management; environmental sciences; law; teacher 
education; and business. That is not to say that there are no 
programs out there that have been created to meet regional 
Tribal needs. 

What are the statistics of Native American students 
attaining degrees? 
Patrick: Studies have determined that Native American 
students tend to struggle with college (as a demographic) 
more than others. In a study conducted by Mosholder 
and Goslin (2013), for students enrolled in a four-year 
university, only 15 percent of Native American students 
earned a bachelor’s degree, while Asians, Whites, African 
Americans and Hispanics graduated at rates between 51 
percent to 24 percent. In addition, Thompson and Nitzarim 
(2013) also argued that Native American college students 
progress at a significantly lower rate than any other group, 
predominantly during the initial eight weeks of school. 
Their findings suggested that the primary causes were 
related to self-confidence and the stress associated with 
having no family on-site, which was prevalent for most 
students before leaving for college.

What are the critical factors that you have witnessed 
that lead to degree attainment?
Jason: A full tier of support, including Native 
undergraduates, graduates and faculty/staff. Most 
traditionally minded Native American students entering a 
four-year institution are going to experience exceptional 
culture shock. Cohort building or mentoring programs 
when students arrive are paramount! Undergraduates will 
look up to Junior and Senior students, who then look up 
to graduate students and graduate students emulate the 
successful Native American faculty and staff. We have 
learned for millennia by this process. If this infrastructure 
does not exist on a college campus, the odds are extremely 
challenging for Native students to find success. Native 
Americans often learn through observation, emulation 
and practice. Ultimately, knowledge transfer comes when 
an individual becomes a respected elder. If academic 
institutions can invest in cohort-minded and mentoring 
programs, Native American students will graduate 
successfully and on time.

Patrick: Providing a specific strategy that addresses and 

supports the cultural challenges that most Native American 
students tend to face has proven successful in the academic 
success for college students. In our case, we have a specific 
Tribal operations team that focuses on ensuring that 
students receive any applicable discounts, through our 
various partnerships, and funding from Tribes or Tribal 
enterprises such as casinos. In addition, the team helps 
prepare the student for class, taking into consideration 
possible cultural challenges and skill gaps. Once the 
student starts, we work intensely with them through the 
first four classes and as needed through the remainder 
of the program. This is part of the strategy we use that 
helps our Tribal students achieve higher progression rates 
than our non-Tribal students, despite the national trend. 
Fryberg, Covarrubias and Burack (2013) maintained the 
disproportionate levels of academic success amongst Native 
American college students significantly declined while 
overall academic success increased by up to 40 percent 
when the student’s sense of self (encouraged independence, 
choice and self-expression) increased and negative 
stereotypical beliefs and actions of classmates declined.

What are the unique challenges or issues that you 
have seen contributing to dropouts?
Jason: Many students, Native and non-Native, find 
themselves inundated with a large campus and a confusing 
culture change from their home communities. For Native 
Americans this is even more pronounced as we are the 
most isolated of underrepresented populations on college 
campuses. Sometimes students will choose a school 
without having visited the campus. Tribal governments 
that support campus visits are seeing greater success in 
graduation rates for their communities. At the very least, 
Native American students should attend schools that 
recognize and respect the sovereignty of Tribal nations. 
If there is a Native student association, a longhouse or 
meeting space where they can find cohort comfort, these 
schools graduate Native Americans at a greater rate than 
their peers. The reality is that Native American graduates 
become Tribal leadership. If academic institutions invest in 
Native scholarship, this breeds success within a Tribe and 
might pay dividends in the future. If academic institutions 
do not invest first, they will have a long wait until 
collaborative opportunities arrive. 

What makes Native American students different, 
and what support, programs and changes do you 
support moving forward?
Jason: At most public institutions, Native Americans make 
up less than one percent of the student body. We arrive 
at college with little experience. We are usually the first 
in our families to either graduate high school or attend 
college. Assistance from parents may not be available. In 
some of the more remote locations, adequate Internet 
and other technologies are extremely limited. How does 
a student submit the Common Application, the largest 
online college application, where you can apply to multiple 
institutions with one application, without Internet 
connectivity? How does a student apply for Federal 
Financial Aid, which is online, without assistance from 
a parent or guardian? How does a Tribal student apply 
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for college without adequate Internet access? How does 
a Tribal scholar prepare for college without a computer? 
No other population has these unfortunate circumstances 
to experience at the rate that Native Americans have. Just 
getting to college is challenging, and once you arrive on 
campus, then another set of challenges arrive. I am a strong 
believer that a university must send Tribal recruiters to 
reservations. Universities should be frequent and familiar 
faces on the reservation. A successful Native American 
alumni association will work wonders in recruiting as well.

Trade schools, vocational/technical schools and 
“non-degree” careers, where do these fit in? 
Patrick: No one school, degree, certificate or training is 
the best fit for every team member. Trade, vocational and 
technical schools play a part in the necessary knowledge 
for some jobs in the casino industry. It is important for 
team members to remember that non-degree or job specific 
trainings could be worth some college credits if they decide 
a degree is a good fit in the future. 

Jason: Vocational/technical school degrees are extremely 
empowering. Not only are these needed skills in our 
communities, but once these scholars are parents, they tend 
to encourage their children to attend a four-year school for 
formal college degrees. A degree at any level breeds a new 
generation of academic success. Our traditional cultures and 
communities were obliterated within a century of American 
colonialism. It will take many generations for us to rebuild.

Are there trends for future generations/post-
millennials that might not fit the current model 
of education: e.g. what are students saying is 
important to them, and how do universities adapt to 
these younger generations?
Jason: The bachelor’s degree is equivalent to a high school 
degree. A graduate degree is almost necessary to make 
a resonating impact within any community. That is the 
reality of America today. The first step for any Native 
student is to graduate from high school and then always 
keep higher education or vocational training in mind. 
Never say “never” to education because “never” is a very 
long time. The more education you have, the more doors 
that will be open to you. If a Native student is able to attend 
college, the only choice is where. You must attend. Each 
of us has ancestors who sacrificed and survived so that we 
have the choices we do today. Not becoming who you can 
disrespects the sacrifices of your ancestors.

Patrick: Meeting the student on their level is vital to the 
success of every student, especially those who do not 
fit in the traditional “college student” mold. This can 
incorporate cultural differences, location (rural settings 
vs. urban), strong or limited Internet access and ability to 
communicate or participate in class during work hours. 
Helping them achieve early academic success, at least 
through the fourth class, provides a solid foundation and 
eliminates the desire from many students to drop out.

Communication and access are two of the challenges that 
students often complain about. Forcing a student, especially 
the younger ones, to communicate via phone or email can 

prove frustrating to both the student and the school. Texting 
has proven to be very beneficial as students can reply 
immediately without opening their email or calling back. 

Online classrooms are becoming more mobile-user friendly 
so students can do homework and participate from their 
phone while on a bus, on break at work or just hanging out. 
Convenience and intuitive interaction are everything if 
schools want post-millennial students to engage.

Besides funding, how else can Tribes support 
their future generations in their quest for higher 
education?
Jason: Tribal governments need to advertise every position 
of leadership they have within the organization. College 
degree-attaining students will become the next generation 
of leaders. Tribal councils, it is your responsibility to make 
sure your nation survives into the future. That takes strategic 
investment, mostly through support and tracking of your 
best and brightest. When I returned to Oregon with my 
Master’s degree in Education, my Tribal council asked me 
to attend the University of Oregon and study anthropology. 
This was 1994 when Kennewick Man was the hot topic. 
My Tribe needed an anthropologist in the room to ensure 
that we were not the next victims of overzealous scientific 
inquiry. I recommend that Tribes identify their scholars 
early in their high school careers. Provide (paid) internships 
within the organization so that interns will understand 
the nature of our complex organizations and, from that 
experience, they might find a career path they enjoy. If a 
scholar goes to college, give them directed support. Always 
ask them to consider degrees in areas that the Tribe will 
need in the future. As students pursue their college degrees, 
place them in paid summer internships within their degree 
of study. Once a student graduates, they will be familiar 
with the Tribal organization or department. I have seen 
a remarkable change over the last 20 years where Tribal 
students are wanting to return to their home communities. 
They are taking more responsibility in the future of their 
Tribal government. In the past, college was where we lost 
our scholars. Today, successful Tribes are investing in their 
scholars to fill future positions, and they are mining colleges 
for other Native American scholars as well. ♦

Jason Younker, Ph.D. — Jason is a TG&H Advisor 
Board Member as well as the Assistant Vice President 
and Advisor to the President on Sovereignty and Gov-
ernment-to-Government Relations at the University of 
Oregon He received his PhD in Anthropology from the 
UO (2004) and returned to Oregon after teaching at 
Rochester Institute of Technology for a decade.  

Patrick Horning — Patrick is a Raving Partner for 
Leadership and Tribal Member Development a well 
as the Sr. Manager of National Tribal Operations 
for the University of Phoenix where he oversees 
all internal and external tribal related activities, 
processes and business partnerships.
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Quality properties have anticipated every guest’s needs 
by having the perfect guest room of everything you 
might want already in it, right? Not necessarily.

Knowing what is a required amenity and what is a “nice-to-
have” is hard, especially when you are trying to be competitive 
with the five-star, five-pineapple, five-orca, five-whatever 
quality hotel in your comp-set.

Everything that you add into the room has a cost; a very 
hard cost if you ask your controller. When you consider the 
convenience of having that item in the room, do you consider 
the realistic ROI that those items provide? ROQ, or return 
on quality, is measured subjectively. It is true that if you 
anticipate the needs of your guest, the ROQ is significant and 
their guest satisfaction is assured. However, did you consider 
that there is also a significant perception of quality that might 
not be what you anticipated?

I have stayed at a hotel property that was considered “luxury” 
in their quality level. The lobby was well-appointed, the 
attention to me upon arrival and check-in was exceptional, 

and when I entered my room, I felt like I was a VIP. The bed 
had six pillows and a decorative throw. There were leather 
pads with monogrammed notes and keepsake logoed pens 
at the desk, beside the bed and on the dresser. I had three 
televisions, complimentary bottled water and chocolate at 
turndown. The bathroom had six sets of thirsty towels, a 
separate bathtub from the walk-in shower and a secluded 
water closet for, well obvious reasons. The amenities on the 
counter left nothing for me to want from. There was soap for 
my hands, soap for my face and soap for the bath. There were 
two sets of spa-quality shampoo, conditioner and body wash. 
They provided me with a loofah, make-up remover, cotton ear 
swabs and balls, potpourri, a toothbrush, floss and a sewing 
kit, which I took home – because you never know when you 
are going to need one. I was in luxury.

Then it dawned on me … how does all of this affect what I am 
paying, and do I really need all of this to feel taken care of? 
What did this cost ME?

The controller calls this CPOR, or cost per occupied room, 
and yes, you pay for it. The above list at wholesale costs the 

Guest Satisfaction vs. Cost 
Per Occupied Room  

“My room has everything I want and so much I don’t want – it’s no wonder 
that the room costs so much per night” 

By Brett Magnan 
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hotel over $20 in raw costs, plus the labor and inventory to 
manage the expectation. With normal ROI expectations of 
your owner and controller, there needs to be a lift in rate 
by over $60 per night to cover the cost on a conservative 
measure. A 300-room hotel will spend $20 per room per night 
x 365 days per year at a conservative 70 percent occupancy 
– equating to $1.5 million annually in expense. With 
competition being as stiff as it is, hotels find it hard to charge 
the premium rate needed to justify those amenities – but 
debate on shedding them because it differentiates themselves 
from their competitor, and they fear that they will lose guests 
expecting to be pampered.

The alternative to anticipating every guests’ whims 100 
percent in the guest room is to be prepared, without stocking 
the rooms with items that either never get used, or just get 
taken home and placed in a bathroom bin as trophies. 

One of the best examples was a hotel that figured out what the 
bare necessities were for in-room amenities, but having a way 
of providing anything and everything that a guest might want 
through guest service. The room was well-appointed. There 
were three sets of thirsty towels, one pad and pen, two small 
bottles of complimentary water, shampoo, conditioner and a 
bar of soap. But what they had that the other hotel didn’t? A 
well-worded and purposefully placed card that asked, “Have 
you forgotten something on your trip? Please ask us, as we 
are prepared to supply you with anything you might need to 
ensure your stay with us is exceptional!” 

I tested it!

They have saline for your contacts, combs, curling and 
flattening irons, fitness equipment, baby care needs of all 
sorts, umbrellas, humidifiers and dehumidifiers, white 
noise machines, shoe shine service, first aid and mending 
kits, feminine and masculine hygiene needs, intimacy kits 
and playing cards, as well as snacks for those low in blood 
sugar at all hours of the day or night. They offered me 
alternatives to my pillows in case I wanted one firmer, softer 
or hypoallergenic. They provided aromatherapy and other 
comforts that went way beyond what I was expecting. They 
also knew who their travelers were and where they were 
from, offering slippers and bedside mats, along with oolong 
tea for Asian guests, power converters for others and even 
offering to customize the room for personal comfort whenever 
possible. Most of these items were complimentary, but not all 
of them. But to me that didn’t matter. I was so impressed that 
they thought through the concept of being a guest themselves, 
anticipating what might be requested, but not wasting the 
time and money to provide it to everyone – only to those who 
needed it. It redefined the luxury expectation.

Being everything to everyone is not luxury. Providing exactly 
what I need when I need it, individually to me – is true luxury 
and really differentiates from all the rest. ♦

Brett L. Magnan,  Raving Partner, Hospitality 
— Brett brings a wealth of experience operating 
high-quality hotels, casino resorts, spas, and food 
and beverage facilities. He is known for his planning 
and opening of new properties and is a trusted 
resource in the gaming industry with his reputation 
for hard work, innovation, teamwork, honesty, and 
integrity. 

The Impacts of an Industry – Tribal 
Government Gaming Paving a Path for 
Generations

By Chairman Ernest L. Stevens, Jr. 
The Indian gaming industry has steadily 
and responsibly grown over the past 
four-plus decades.  While traditional 
gaming is weaved in our cultural, social, 
and economic history throughout 
time, Tribal government gaming was 
started as a means to advance the 
economic growth by creating critical 
jobs for Tribal citizens. Through this, 
today’s Tribal government gaming 
industry has expanded to major resorts catering to neighbors 
and tourists alike. Through it all, our industry remains uniquely 
grounded to serving a purpose that honors our ancestors and 
our generations to come.

Indian gaming is not a profit-driven business with 
accompanying corporate boards, dividends, or emphasis on 
quarterly revenues.  Instead, Indian gaming is driven by Tribal 
governments solely dedicated to the Native communities 
they serve.  Providing a better standard of living ensures our 
future generations will have similar economic opportunities 
throughout Indian Country.

Today, there are 252 Tribal Nations engaged in gaming.  They 
generate more than $39.1 billion (gambling and ancillary) in 
gross revenue annually. While many of our operations remain 
workhorses for their community, serving as critical job creators 
for rural communities throughout the nation, some operations 
are world-class destination resorts. And in recent years, several 
Tribal governments have gone global. The Mohegan Tribe 
owns an interest in a casino in South Korea, while the Seminole 
Tribe of Florida is the sole owner of the worldwide Hard Rock 
brand.  

The Indian gaming industry is a net job creator.  Nationwide, 
Tribal government gaming generates more than 350,000 direct 
American jobs annually. When indirect jobs are included, 
our industry employs nearly 767,000 Americans. This means 
that all Americans benefit from these job opportunities, but 
it is important to note that Indian gaming is working to bring 
entire families back to Indian Country for the first time in 
generations. 

Revenues generated from Indian gaming work throughout 
Indian Country to improve education, health care, public 
safety and justice, and other essential community services. For 
more than four decades, Indian gaming has worked to rebuild 
roads, water and communications systems, schools, hospitals, 
community and cultural centers, and much more of our rural 
infrastructure. 

So, while the Indian gaming industry has come a long way, and 
in some cases is going global, we remain focused on a mission 
that constantly seeks to honor the sacrifices and endurance of 
our ancestors who always advocated to protect the Sovereignty 
of Indian Nations. This is paving a bright path for the next 
seven generations. ♦

NIGA SPOTLIGHT 
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Players clubs are the heartbeat of casinos. Their greatest 
value is the ability to identify unique guests and to 
measure and understand their individual behaviors. 

To have a successful players club, make sure that there is 
alignment between your guest and the loyalty program, e.g. 
the program supports the guest experience and not the other 
way around.

The basic benefits of using a loyalty program to obtain guest 
information are:

Growth: Acquire new guests, increase the spending of existing 
guests

Retention: Improve the natural churn rate of guests

These loyalty program benefits form the basis for all loyalty 
program initiatives.

To find the money in your players club, you must review your 
current program. There are four phases to walk through when 

reviewing your loyalty program: one, program review; two, 
analysis and testing; three, leverage your analysis; and four, 
guest management.

Program review
Program review can encompass a lot of steps. The key here 
is to review your strategy. Some examples of program review 
are: complete a SWOT analysis, review guest feedback, create 
a guest journey map based on a few key segments of your 
guests and look at your current communication methods. 
Once you have completed and documented the program 
review, the next step is analysis and testing. 

Analysis and testing
Some of the key analysis to complete would be the worth 
segmentation and frequency segmentation bell curves. This 

DATA ANALYTICS

Generating Additional Revenue 
Through Data Analytics 

Focus on players club  
By Lynette O’Connell 
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allows you to easily see how your cohorts break out in your 
database. Below is an example of a worth segmentation curve.

Worth segmentation allows us to understand the spread of 
spend across the database in a visual representation. The chart 
allows us to quickly see how we should be communicating to 
our guests and who that message should be coming from.

Frequency segmentation allows us to understand the spread 
of visitation across the database in a visual representation. 
The frequency chart allows us to quickly see the definition 
of high and low frequency at the casino and identify which 
segments benefit from driving incremental visits and which 
segments may have discounted trips.

Guest potential analysis gives insight about where there 
is opportunity to increase revenue through growth. This 
includes analysis that shows low frequency guests who are 
local or new guests recently signed up who have not come 
back within a certain time period.

Leverage your analysis
Now that you have information, put a strategy into place to 
execute on the learnings from the analysis. Start with tier 
alignment. Make sure that the tier levels at the casino line 
up with the cohorts on the graph created during the analysis 
stage. There should be a tier change for each of the cohorts. 
Is it too hard or too easy to move up a tier? Once you have 
reviewed the tiers, you may come to the conclusion that how 
guests earn tiers needs to be re-evaluated, or the results may 
show that the tiers are set up well. Other analysis shows the 
guests with potential. What would you do to drive a trip or 
increase spend from these guests? 

Guest management
The final and very important piece to a players club program 
review is guest management. Make sure that you develop a 
guest management plan. The plan should include how you 
differentiate your guest cohorts. Loyalty programs need 
to be designed with more targeted rewards; they need to 
communicate differently with different groups of members 
based on their value; and they need to provide greater value 
at higher guest value tiers, by rewarding best guests to 
encourage higher spending levels. Inherent in the tier levels 
of your program is the idea of recognition: “I’m a Gold guest.” 
Guests wear their recognition badge with honor. After all, 

it says that “I am important.” With each loyalty tier comes 
increased recognition. That recognition can be very tangible, 
e.g. bonus points, or intangible, e.g. special entrances or lines. 
Don’t underestimate guest recognition. What are you doing to 
address your guests’ cravings for recognition? 

Some ways to analyze your guest management is through 
your churn rate, guest retention rate and negative churn. 
Why should you care about churn? Reducing churn can 
increase profits anywhere from 25 to 100 percent. We all 
know that keeping your guests is significantly cheaper than 
the acquisition of new guests.

How is your churn? Do you need to focus on retention? Take 
these questions and build out a strategy to test changes. Make 
sure to measure your tests so that you know what works best.

The key to making your players club work is understanding 
your guests and improving how you provide value to them. 
To take it back to the beginning, make sure that your 
players club supports the guest experience and not the 
other way around.♦

Lynette O’Connell,  Raving VP of Data Science and 
Operations — Lynette’s expertise is comprised of 20 
years of high-volume gaming operations experience 
in CRM, database marketing, analysis, and loyalty 
club development. Lynette assists Raving clients in 
maximizing their data including evaluating marketing 
and system software, pulling data from this system, 
and making strategic marketing decisions around that 
data with easy-to-utilize reports and visuals.
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I recently had the honor of participating in a panel at the 
Raving NEXT: Indian Gaming Analytics & Marketing 
Conference with John Cirrincione, CEO and GM of the 

Santa Ana Star Casino Hotel, and Harold Baugus, CEO of Isle-
ta Resort & Casino. The session was called, Top Five Things 
We’re Getting Wrong Financially. I thought it would be worth-
while to share some of the discussion from the session; discus-
sion that was not about boring, financial issues as you might 
expect, but rather insights from experienced executives. 

1. Don’t confuse busy with making money 
The natural conclusion that people draw when they see a 
busy, bustling casino floor, restaurant or event venue is that 
they are making money because of all these guests. However, 
“busy” may simply be an indicator that your promotion is 
buying the business. Incentives such as free play may increase 
coin-in, but may result in lower net win when the additional 
cost is considered. “Busy” doesn’t necessarily ensure 
“profitability.”

2. Analysis should be holistic
The results of and conclusions drawn from the analyses we 
perform on various operations within the casino resort can 
easily be skewed if we don’t consider and include all relevant 
costs and other information. We may think a promotion or 
event was successful for the property, but did we include all of 
the incremental costs for all departments affected by it? If we 
just look at marketing or just slots or just food and beverage, 
we will overlook the impact on the property as a whole and 
likely draw incorrect conclusions. 

3. History is important, but not always accurate
We love to compare our performance to what we’ve achieved 
in the past. It gives us a sense of progress when the numbers 
look better than before. But what if the numbers don’t look 
as good? In the same way that we need to consider the 
whole when performing analyses, we also need to consider 
if comparing to the past makes any sense given the changes 
that may have occurred at the property. If you’ve added a 

hotel to your casino, your comparison is no longer apples-to-
apples. Certainly, we hope that the overall revenue and EBIDA 
have increased, but when we start looking at statistics and 
comparing them to the past, we no longer have comparable 
numbers. External factors may also have an impact on the 
comparability of current and prior periods. Temporary road 
closures, significant weather events and area economic events, 
like business closures or a downturn in a local industry, can 
also affect the comparability of period-over-period.

4. Promotional drafting
At times, we try to match or one-up our competitors in our 
markets, especially when it comes to free play. This is an 
expensive game to play. Rather than simply matching or 
one-upping a competitor, we need to carefully consider whether 
the promotion makes sense for our property at all. We may feel 
pressured to match their offer because “they’re so busy” or 
“they’re taking our guests,” but have we really evaluated whether 
they are truly profitable guests? Promotion chasers may take 
the free money and run. Carefully evaluate whether you should 
match the offers that your competitors are making. Don’t start 
something that will be difficult to take back.

5. Don’t let the budget run the business
Budgets are a part of life in most businesses. They can be a 
useful tool in planning and holding managers accountable for 
spending. However, the budget shouldn’t dictate the actions 
that we take when operating our individual departments or the 
entire property. There can be very good reasons for spending 
more or less than was budgeted. The business needs and the 
opportunities that arise should dictate our actions, not what is 
budgeted. This can often be difficult to understand for those who 
are in or came from a Tribal government background. For them, 
the budget is what they have to spend. In a business, the budget 
is a guide, not a boundary. 

We enjoyed participating in the panel and discussing things that 
we feel are relevant to us all. I think I can sum up the overall gist 
of the conversation in this way: think before you take action, and 
thoroughly evaluate every action that you take. Take the things 
you learn along the way into consideration when making your 
next decisions. ♦

Top Five Things We’re Getting 
Wrong Financially 

Insights for Tribal casino operators and marketers 
By Kevin Huddleston 

Kevin Huddleston, CPA, CGMA, CFF, Raving 
Strategic Partner, Accounting and Auditing and 
Partner, Finley & Cook — Kevin, a member of the 
Choctaw Nation of Oklahoma, provides outsourced 
accounting and consulting services for Native 
American Tribes and casino clients. Through his 
nearly three decades of working within the gaming 
industry, he is an expert in integrating the many 
financial systems unique to the gaming industry.



LEADERSHIP & HR

 

17Spring 2020

I’ve worked in the gaming industry 
for over 35 years, 27 of them in 
Indian Country, and throughout 

those years I’ve had the opportunity to 
witness a lot of giving to communities.

Many Tribes who dove into the sea of 
casino gaming many years ago have 
seen the impact of their successful 
enterprises, and their success has 
allowed for a tremendous wave of 
giving back. They’ve helped contribute 
to their membership, healthcare and 
education access, housing and elder 
services. Many have been able to donate 
to their bordering communities, local 
organizations and their fellow Tribes 
who perhaps have chosen not to take the 
dip into gaming.

Tribes who’ve experienced financial 
success and self-sufficiency say 
that they attribute their achievements to their value of 
education. Thriving Tribal gaming enterprises rarely cut 
corners on the budget when it comes to ensuring that they 
are delivering critical and timely training and education to 
their team members in all departments, including casino 
operations, hotel, retail, security, surveillance or regulation.

Unfortunately, many gaming Tribes do not get the same 
financial success in their home waters due to geographical 
location, product offering limitations, population density, 
etc. This results in a small to no budget line for training and 
continuing education. 

For this reason, BMM Testlabs developed the BMM 
Academy. We wanted to contribute to our Tribal partners to 
show our commitment to their success. We wanted to take a 
much different approach by making education and training 
accessible to everyone, without delivering a bill at the 
end of the class. Through the BMM Academy, we provide 
training and educational services that are customized to 
meet the needs of each regulatory body, without the need 
for gaming lab exclusivity. The curriculum provides a wide 
variety of subjects, including field audits, system audits, 
wireless security, remote access monitoring, forensics and 
incident response. Most importantly, we go to them so that 
more of the Tribes’ team members can participate and 
benefit from our training, all at no cost.

As an independent test lab, we ensure that games and 
systems are compliant with a jurisdiction’s relevant 
standards, as well as ensure that they are fair, reliable and 

robust. BMM sees new technology 
come through our labs globally, and 
we typically see that technology six 
months before it ever reaches a Tribe’s 
casino floor. That new technology 
comes with the critical need to provide 
insight to the regulator charged with 
the responsibility of ensuring integrity 
of the game, how it plays, how it pays, 
etc. With technology advancements 
developing at the speed of light, 
we offer regulators peace of mind. 
Especially for the Tribes who can’t 
afford to send their team members 
to the many paid training programs 
available in the industry. We present 
them with a customized, cost-free 
alternative. 

Mobile, Sports Wagering, Skill Based 
Gaming, Class II and Cyber Security 
are just a few of the subjects of our 

most requested sessions. In order to reach a broader 
audience and as many Tribal regulators and operators 
as possible, BMM rolled out our Regulatory Road Trip 
symposiums several years ago. BMM’s Regulatory Road 
Trip model brings BMM’s knowledgeable team members 
and fellow gaming experts on the road, visiting different 
regions of Indian Country, delivering a two-day conference 
covering current and critical relevant subjects. Guests 
from regulatory, operations and Tribal government are 
encouraged to attend at no cost. This past summer, we 
called upon some of our fellow gaming partners and 
industry professionals, such as US Bookmaking on the 
subject of Sports Betting, Synergy Blue to present on Skill 
Based Gaming, and American iGaming Solutions, whose 
focus was on Mobile and Interactive Gaming, with each of 
them providing their time and expertise by joining us for 
our Regulatory Summit to the states of Kansas and North 
Dakota.

The veins of giving run deep in BMM. ♦

Jodi DiLascio — Jodi is currently the Director of 
Tribal Gaming for BMM Testlabs and Board Member 
of NIGA and AISES. In her spare time, Jodi advocates 
for Native STEM advancement and is an active mem-
ber of Catalina Channel Swimming Federation. As a 
swim official, she takes marathon swimmers across 
the Catalina Channel. 

Staying Ahead of the  
Technology Curve 

How Tribal regulators are benefiting from access to critical education from one 
gaming vendor partner 

By Jodi DiLascio 
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First, for those of us who haven’t visited Turning Stone, 
give us a glimpse into what makes this casino different 
and why it should be on someone’s bucket list.

Turning Stone Resort Casino is an award-winning 
destination resort in Upstate New York, proudly owned 
and operated by the Oneida Indian Nation. Our world-class 
amenities include four hotels, two spas, five golf courses, 
more than 20 dining options, a Las Vegas-style gaming 
floor, a cabaret-style showroom, a concert arena and several 
nightlife venues. 

We are a 35-minute drive from Syracuse and just four hours 
from New York City, Boston and Toronto. Every year we 
welcome more than 4.5 million visitors from around the 
country.

Since its opening in 1993, Turning Stone has achieved 
the highest awards in the hospitality, leisure and gaming 
industries. In 2019/2020, these accolades included 18 “Best 
of” awards from Casino Player Magazine, including the 
highest honor of being named the No 1. Best Overall Gaming 
Resort. Additionally, Turning Stone is the only resort in New 
York to earn four Forbes Four-Star Awards and three AAA 
Four-Diamond Awards at one property. 

These honors are a reflection of the many qualities that 
make Turning Stone Resort Casino such a standout in an 
increasingly crowded gaming field. As a flagship entity of 
Oneida Nation Enterprises, Turning Stone exemplifies the 
best of what the industry has to offer: excellent guest service, 
top-notch amenities and an eye toward innovation and 
exceeding expectations. 

Since the state issued commercial gaming licenses in 
the last few years, your well-established casino is now 
surrounded by “heavyweights,” such as Resorts World 
Casino, del Lago Resort & Casino and Rush Street Gaming’s 
Rivers Casino & Resort Schenectady. What has the impact 
been on Turning Stone? How did you prepare for this 
increased competition? 
From the day we opened Turning Stone, we conducted 
business as if our competition was right across the street. 
The fact of the matter is that we have a 25-year head start on 
our new competitors. We’ve put more than a billion dollars 
into the ground in terms of our capital investments, and 
we have achieved the type of guest loyalty that can only be 
achieved through years of building relationships. Our goal is 

Turning Stone Resort Casino:  
A Standout in an Increasingly 

Crowded Gaming Field
Conversation with Ray Halbritter, Oneida Indian Nation Representative and 

Nation Enterprises CEO
By Christine Faria 
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to always be the newest and best casino in New York State. 
That mindset has motivated us to keep an eye towards the 
future – to get a sense of what social, political and cultural 
developments are on the horizon. It has also made us very 
good at anticipating what our guests want from their gaming 
and leisure experience – and then setting out to exceed those 
expectations. 

In everything we do – from capital improvements to 
property expansions and acquisitions – our mission is to 
innovate and expand upon what we have learned in the past 
to make something better in the future.

Your players must have been curious about the new 
properties opening up; tell us about your training, 
marketing and loyalty strategies that you would 
recommend to other Tribal properties that are facing 
increased competition. 
Experience has shown us that to be truly successful, 
exemplary guest service must come first. We could have the 
most spectacular facilities, but without genuine hospitality 
and care for our guests, Turning Stone would not be the 
business that it is today. 

Of course, people are going to try and check out new places, 
but what we’ve found is that has actually helped us in many 
ways. Our guests know to expect a certain level of service at 
our properties. With new properties it can be a crapshoot 
depending on the day. We have found that guests like 
consistency – especially when you are delivering a great 
product. 

Our guests also understand that we are not a commercial 
gaming enterprise; we are a Tribal gaming enterprise that is 
forever tied to our region. In other words, we are a captive 
industry, so there is an understanding that we are part of the 
community in ways that our competitors are not. 

Unlike commercial gaming enterprises, in every decision 
that we make, we consider its effect onto the seventh 
generation. With this consideration, we make sure that 
our projects and our partnerships are durable and lasting, 
and that they have the longevity to positively impact 
our community and region. That builds goodwill in the 
community, and helps us maintain loyalty from our guests. 

As Tribal gaming facilities are aging, it’s time for 
many properties to reinvest in infrastructure and 
new technology. Tell us about key technology that 
you have integrated into your hotel and gaming floor 
that has changed the guest experience. What capital 
improvements have been undertaken in recent years? 
Our innovative mindset has allowed us to develop strategic 
partnerships with companies on the cutting edge of the 
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gaming industry, as well as reinvest in 
our technology and infrastructure. We 
have recently worked with Scientific 
Games, the global leader in interactive 
casino and lottery gaming, to upgrade 
our TS Rewards program operating 
systems. 

In the last year, we starting 
collaborating with Caesars 
Entertainment to develop our state-of-
the-art sports book lounges. Caesars 
Entertainment is the gold standard in 
the industry, and we have been able to 
partner with them based on our shared 
vision of creating a one-of-a-kind 
luxury gaming and leisure experience. 
At Turning Stone, our sports book 
features a 500-sq.-ft. curved LED 
screen, custom-made luxury seating 
and special menus crafted by our 
award-winning culinary team.

Since its grand opening last year, The 

Lounge with Caesars Sports has been a huge success with 
our guests, and we are regularly updating our sports book 
amenities with the latest technology. 

We have also recently collaborated with an iconic Syracuse 
retailer to open our Commons at Turning Stone, a line of 
boutique clothing shops in our main hall that is integrated 
with our guest rewards program.

With regards to the labor market, the Oneida Nation 
is one of the largest employers in the area with a 90 
percent retention rate. You also mentioned that some of 
these team members drive an hour and a half to get to 
work. In today’s world of a multi-generational workforce, 
what are the key components that contribute to this? 

We have a workforce of nearly 5,000 team 
members. The positions that we regularly 
offer are diverse – from food and beverage to 
IT, and everything in between. 

Such a broad range of jobs attracts people 
of all ages and skill sets. Our team member 
benefits and starting salaries are competitive 
for the Central New York area, and we are 
always eager to promote talent from within. 
We have a robust team member-recognition 
program, as well as advanced training 
opportunities for interested individuals. 
All of these features help us retain a loyal 
workforce and motivate those who may have 
to commute long distances.

In addition to providing a wealth of job 
opportunities for residents, hiring local 
businesses has always been an important 
part of our business strategy. In 2019, we 
spent tens of millions of dollars on local 
vendors: construction and design firms, 
consultants, food purveyors and regional 

trade organizations. By working together with regional 
businesses and other community stakeholders, we help to 
ensure Central New York’s economic growth. 

For more information on Turning Stone Resort Casino 
visit https://www.turningstone.com/. Joel Barkin, VP of 
Communications, Oneida Indian Nation, can be reached at 
jbarkin@oneida-nation.org.♦

Christine Faria,  Executive Editor, Tribal Gaming 
& Hospitality Magazine and VP of Marketing, 
Raving — As Executive Editor, Chris oversees 
content development for Tribal Gaming & Hospitality 
Magazine and also serves as a contributing writer. 
In her role at Raving, Chris manages marketing and 
content for the firm as well as Raving’s tradeshows 
and signature conference, Raving NEXT.  
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At the time of this writing, there are 20 states and 
Washington, D.C., that have legalized sports betting. 
By the time this is published, there may be more. 

What is it that makes the game so much more interesting 
when there is a monetary result riding on the outcome? It’s 
the money! It is the reason that you sit on the edge of your 
seat with 27 seconds left in the game, the score 27-10 and no 
chance that the other team wins. It’s to cover the spread. As 
amazing as it seems, it was only  in Nevada where you could 
legally place that bet until 2018.

Now everyone wants to be part of the action. Casinos, racetracks, 
professional sports leagues, TV networks, prognosticators, 
states, even bars. When you look to partner with a retail or 
online provider, what will your priorities be? Here are five things 
to consider when you are looking to put a sports book in your 
casino.

Reputation 
What do you know about the companies that you are 
considering? Not only is their reputation important to them, but 
it is important to you, because now if something goes wrong, 
it is a reflection on your property because your name is on the 
front door. How long have they been in business? Where are 
they located, and who have they been in business with? Have 
they ever experienced any legal action against themselves and 
if so, how has it been resolved? Are they already working with a 
competitor of yours, and who takes precedence?

There are numerous companies out there, many from outside 
the United States trying to get a slice of the pie. It’s not that this 
is a bad thing, but be careful to do your due diligence in checking 
them out. Are their products built for the U.S. bettor (not as easy 
as it sounds)? Have they operated in grey or black markets? Do 
their promises seem outlandish, and will they be able to keep 
them when not everything goes the way it’s expected? If it’s too 
good to be true, it probably is.

Reliability & support
As much as anything, you want a system that functions. One 
that is stable, up and running with minimal downtime. If there 
are problems, what do they have for a customer support team 
to get it up and running? When your guests have problems, 
who do they contact and where are they located, and can you 
visit and take a look? Today’s online and mobile offerings are 
a result of industry consolidations, legacy technologies being 
re-appropriated or disparate technologies and services bolted 
together. Make sure that this technology is current and state-
of-the-art, while also being continuously upgraded for the U.S. 
markets. If your state allows for mobile, that technology is even 
greater at accommodating the demand for volume of speed to 
accommodate the amount of transactions.

Start early
The ability to start building the database early is critical. A 
product that helps achieve the end goal of building a high-quality 

Key Strategies for Choosing 
a Sports Betting Partner

Coming soon to your neighborhood … 
By Dan Stromer 
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database, while reinforcing your casino brand. Providing 
entertainment value to the consumer, staying engaged and 
driving increased visitation to your property with prizes won 
online, but redeemable at your casino with the use of social 
casinos or play for fun solutions. In some cases, these products 
are built on the same platforms as their real money offerings 
and even offer sports betting for fun. This makes the transition 
to real money online gaming even simpler when online sports 
wagering is approved in your jurisdiction. 

Having a partner for sports wagering should not only be a 
concern about how their benefit is being served. A partner 
should also be concerned with how their product is benefitting 
the casino as a whole. Is table game revenue up, food and 
beverage profits increased, hotel stays up and more slot play, 
and are you able to track this? It must be a mechanism that is 
contributing to the overall performance of the property.

Performance
Although sports wagering has only been available in the U.S. 
for a short period of time, look at who is performing well. Once 
again, as many new suitors are out in the sports wagering arena, 
it is hard to distinguish who is doing well. Look at the numbers. 
Those that are consistently strong in volume, that are showing 
growth and that are showing strong innovation and the ability 
to sustain that are companies that you should consider. Be 
careful of those promising unrealistic projections and throwing 
money at solutions, which cannot be done forever. There are 
many models that although volume is good, they may not be 
profitable with the ongoing expenses that are built into the 
business model.

What about acquisition and retention? How do you acquire a 
player more efficiently? Once you get them, how do you retain 
them more effectively? As with any solutions, they must be 
sustainable for the long haul.

Long-Term
Regardless of whom you choose for a partner, their products 
should fit with your forward-looking strategy beyond retail. 
This is only the beginning. Will their platform allow you the 
vertical growth required beyond just retail sports to online 
wagering, mobile, in-game wagering, slots, tables and social, 
and do it effectively? Do they have the innovation looking 
forward to develop these products and technology that will be 
required to deliver on the promises of today five and 10 years 
down the road?

All of these are questions that you will have to weigh carefully 
in deciding who you want to partner with. One thing for certain 
is that it is not going away. Looking at the early wagering in 
some of the first newly legal states, they are only growing 
bigger. The big events this fall and winter have been huge. The 
reality will be that if you don’t have it, someone else will. ♦

Dan Stromer, Raving Partner, Executive Tribal 
Development and Senior Operations — For the 
last 27 years, Dan has been involved in all aspects of 
casino operations including positions as a Table Games 
Director, Director of Marketing and for the last twenty 
years a General Manager. Dan believes that surrounding 
yourself with the right people and your ability to make 
those around you better helps to achieve that. 
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Mike Trask
Director of Product Marketing & 
Strategy 
Ainsworth Game Technology

“One of the biggest things 
that we have encouraged 
our Tribal casino partners to 
do is to periodically review 
slot footprints on a game by 
game basis with our Product 
Analyst. “We started to 
do this with our Class II 
footprint to understand 
how our AnyBet Progressive 
Jackpot levels impacted 
gameplay. It was successful 
enough that we have begun 

trying to duplicate the process on all kinds of games across 
sold and leased content in Class II, Class III, Washington 
State and Historical Horse Racing markets.

“The manufacturer reviewing the casino floor together 
with the guest can really help with understanding 
properties’ strategies and goals, which is helpful for both 
parties. Often there are areas for easy revenue increases 
with relatively minor changes to banking, configurations or 
content. It’s also important to explore the profitability of 
owned games in comparison to participation-style games. 
Every property is different and there is no one right answer. 
But often the slot providers can help optimize existing 
products to maximize player interest. It can be amazing the 
results to coin-in with modified bet structures, adjusted 
progressive levels or a simple content refresh.” 

GAMING & OPERATIONS

Ask the Expert Series: Slots 
How to drive more revenue on the slot floor

Every issue we’ve asked slot suppliers what tools and 
advice slot directors can benefit from that perhaps 
they’re not taking full advantage of. We’ve covered 

marketing solutions, progressive hit levels and banking 
strategies (please visit www.tgandh.com to view these 
insightful solutions). 

In this issue, we’ve asked our panel, “What are the top three 
things that Tribal casinos could change on the slot floor to 
drive more revenue?” 

James Starr 
President 
VGT an Aristocrat Company

“The first, second 
and third things we 
recommend changing on 
the Tribal casino floor 
are, in order, adding Class 
II games, adding Class II 
games and adding Class 
II games. All too often 
and in far too many places 
in the country, Tribal 
casinos are not taking full 
advantage of the Class II 
opportunities available 
today.

“States such as Oklahoma and Washington are leading 
examples where there is a healthy mix of Class II and Class 
III products. Tribal casinos can provide a better player 
experience by having a healthy mix of Class II and Class 
III games. Operators in all Tribal operations should look at 
the opportunity that Class II gives them to diversify their 
casino floor. A mix of Class II and Class III games provides 
an experience that is attractive to a wide range of player 
types and tastes.

“In recent years, Class II games from many suppliers, like 
Aristocrat and VGT, have been more thoughtfully designed 
to give the player a better overall gaming experience. For 
example, Aristocrat’s popular The Walking Dead franchise 
is being migrated into the Class II space with an all-new 
game that was created specifically for Class II. We’ve also 
launched Welcome to Fantastic Jackpots as a Class II 
only game and are moving VGT favorites such as Hunt for 
Neptune’s Gold from our legacy platform to our Ovation 
video platform, which allows us to create a better player 
experience for Class II. Expanding the Class II offering will 
empower operators to expand their offering to players who 
like a certain type of game, and to reap the benefits of Class 
II gaming.”

Dan Schrementi
VP Gaming Sales & Marketing 
 Incredible Technologies

“When it comes to driving 
revenue, Tribes have unique 
advantages over commercial 
operators. The best example 
of this is the ability to augment 
product on their floor with a 
mix of Class II. As technology 
has increased, the ability to 
add Class II product without 
diminishing performance is 
finally there, coming with 
many advantages to the 
Tribe’s bottom line. Another 
opportunity for Tribal 

operators comes from the need that slot manufacturers have for 
test bank data. 

“Tribes can be more flexible with what performance data is 
shared (and how often), and in return gain access to the newest 
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games sooner for an exclusive edge over their competition. 
Additionally, often machines used in the test are offered at 
advantageous pricing. My final suggestion for Tribal operators is 
using analytics to fine tune RTP and bet structure. Commercial 
casinos are under much greater pressure to lock RTP at the 
tightest rates, while Tribal operators tend to have more flexibility. 
It would be a mistake to not use BI tools to measure these metrics 
and optimize in ways that your competition cannot – dare I say, 
even if that means decreasing slot hold.”

Damien Greig
Executive Director, Product 
Management  
Scientific Games  
with contributions by Rob Bone, Vice 
President, Electronic Table Games and 
Mike Owen, Director, Sales

“The typical player in most 
Tribal casinos tends to be a 
‘local’ player who visits their 
favorite casino multiple times 
a week and wants to play 
games that have a medium 
to high volatility rating, a 
different win distribution 
to the entertainment time-
at-device style of games. 

The locals market games are usually designed for dual-screen 
cabinets and in recent years have crossed over to the ever-

Sharing information or simply directing traffic throughout the venue facilities, 
signage is an indispensable asset, both engaging and entertaining your 
audience. At the same time the signs create the atmosphere you aim to match 
your ambition and driving your gaming revenue. 

Gaming Support Signs specialises in providing solutions for all conceivable 
problems and situations and has become a front row player in the industry. 

Many of our products have been imitated by our competitors, something we 
perceive as being a great compliment to our achievements.

Interested in what we can do for you? 

Join us at booth # 1313 & 2235

gamingsupport.com

+1 (866) 426-0303
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March 24-27, 2020San Diego 

Convention Center
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popular vertical cabinet stream. Games can range from lines to 
ways to progressives to standalones and all come with proven 
game mechanics. Our new cabinet ‘Matrix’ that we are launching 
at NIGA was developed specifically for these types of games 
with this specific player in mind. This cabinet was optimized for 
the gambler with its ‘no frills’ aesthetics and proven content for 
the mature ‘locals’ repeat-play market, where players like their 
games with a bit more zing for their buck. 

“We would also recommend finding ways to introduce new 
products and innovations to the traditional high limit or higher 
denomination players. We see many rooms or areas with dated, 
albeit proven, product offerings, but few casinos are finding ways 
to introduce newer titles, brands and bet configurations to those 
areas/players for fear of displacing older, proven products. While 
we don’t recommend completely discarding the old, it would be 
helpful to find new ways to introduce the new.

“Finally, Bet Configurations can be optimized. Many products are 
configured with bet structures far beyond normal or established 
comfort levels of guests. When this happens, guests may be able 
to enter the game at a low enough cost to cover, however, they 
cannot scale their bets up to a level beyond one or two per line. 
For example, offering 50-line games at $0.01 at a one to two or 
even three per line may be just fine for most players, however, 
very few can play beyond this level and many games are set up to 
10 credits per line. However, when like configurations grow and 
denominations grow, these bets become unaffordable. In short, 
guests are looking for the most ways to bet $1 to $2.50 on average, 
but few can stretch beyond this.” ♦
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MARKET RESEARCH

A whopping 79 percent of Tribal casinos said that 
staffing challenges are, for the third straight year, 
the number one challenge they’re facing this year, 

according to Raving’s 3rd Annual Indian Gaming National 
Marketing Survey. The reasons why this is so very import-
ant are that team member turnover and poor performance 
affect the entire organization – not just workplace morale 
and team member performance, but also guest loyalty and 
satisfaction, and even the bottom-line profitability of your 
company. 

If you’re not familiar with Loyalty360 (www.loyalty360.
org), this is a great online resource for casino marketers. 
They recently published a white paper about employee 
engagement strategies that I think is among the best I’ve 
ever read. The article boils down this complex subject into 
four key areas: incentives, training, advocacy and culture. 

Loyalty360 conducted research that included speaking 
with senior-level marketing representatives across a 
range of industries. They asked questions germane to the 
guest loyalty space, and one of the most salient topics 
was employee engagement. Respondents were asked, 
“How does team member loyalty and engagement fit into 
the guest loyalty discussion?” While responses varied, it 
became clear that there are four main ways that brands 
have attempted to create more engaged team members. 
Understanding these methods can help your property 
improve several KPIs.

Number one: INCENTIVES
“The most basic method that employers have for getting team 
members engaged is offering incentives. While this method does 
not, typically, create the kind of deep emotional engagement that 
generates true loyalty, it certainly has its positives. There’s quite 
a lot to be said for giving bonuses, merchandise, discounts and 
other incentives to team members. Things like this tell them that 
there’s real monetary value in going above and beyond in the 
workplace.” 

Loyalty360 qualifies the use of incentives to enhance employee 
engagement by explaining the process as starting with an 
employee engagement survey, identifying issues, creating an 
action plan and offering incentives for reaching objectives. 
This is a short-term transactional approach that generates 
results, and it can lead to changing long-term behavior, which is 
transformational engagement. 

Number two: TRAINING
“Another method of fostering employee engagement is through 
training. Proper training, however, requires that brands have 
a well-defined culture, one that they want team members to 
internalize.”

Defining an internal culture and “walking the walk” is a 
top-down process. When respondents to the Loyalty360 
survey were asked, of six options, which area they could most 

Staffing is the Top Challenge 
for Tribal Marketers 

The four components of creating more engaged team members
By Deb Hilgeman, Ph.D. 
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improve in, a minor majority of almost 35 percent said that 
they could most improve in “culture from the top down.” 
The next most chosen option was “educating everybody in 
the organization,” at over 30 percent. Undoubtedly, brands 
understand that they need to train team members well and 
that, to do so, the C-suite needs to be involved. Proper training 
should teach team members what guests need and expect, and 
instill a greater desire to meet those needs and expectations. 
Training will have the added benefit of making team members 
more loyal to their employers.

Number three: ADVOCACY
“Urging team members to become promoters and advocates 
tends to increase engagement as well as incentives and training. 
This is especially important for frontline team members. These 
team members mediate all guest interactions, so getting them to 
advocate for a brand while doing so will have a huge impact on 
guest loyalty.”

To deepen engagement with team members, companies 
need to align them with brand values. This will enable 
team members to promote those values to guests. As team 
members do so, they will begin to internalize those values. 
This, of course, will deepen engagement and, in turn, 
improve their advocacy efforts. A critical component of this 
process is integrity. Is your company really exemplifying 
the values that you claim to have? If not, the trust with 
team members won’t form and team members won’t 
advocate for you.

Number four: CULTURE
“In addition to organizational integrity and transformational 
engagement, culture requires outlets for team members’ 
thoughts. Ensuring your team members have a voice enables 
them to take part in dialogue across your organization about 
matters that impact the current and future performance of 
an organization. If you have a strong team member voice, 
conversations will take place that are genuinely two-way.”

Culture serves as the foundation of all the other methods of 
employee engagement, from incentives to training to advocacy. If 
your company doesn’t have a statement of values, then you need 
to write one and base your processes around it. You also need to 
revisit that statement often to determine if it truly represents the 
culture that the company wants to exist organization-wide and 
that you’re living your culture.

Interested in other industry trends and recent feedback on 
marketing, labor and much more? Get your own copy of Raving’s 
Annual Indian Gaming National Marketing Survey being 
released April 2020 by emailing chris@tgandh.com ♦

Deb Hilgeman, Ph.D. , Senior Raving Partner, 
Market Research — Deb uses her extensive research 
knowledge and qualifications, combined with her 
casino marketing management experience, to deliver 
superior market research to Raving clients. Deb works 
with properties to determine how market research 
can take their operations and profitability to the next 
level by removing the guesswork in decision-making.

The workload can’t stop when you lose 
a critical position. 

Raving can fix that!
Every day you’re without an analyst, GM, director, marketing director, slot 
director, you’re losing revenue. Raving can save you the high cost of turnover 
and provide you with a full team of experienced and proven operators.
Contact Amy Hergenrother at 775.329.7864 or 
by e-mail amy@betravingknows.com today.
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No Longer the Only Tribal Women in the Room
Although our industry continues to evolve, myself and the 
two other founders of the United Women of Tribal Gaming, 
Margo Gray and Sonya Nevaquaya, have been involved in 
Tribal gaming for over 50 years combined, during a time 
when women have perhaps been underrepresented. We 
have experience on the vendor side, frontline and all levels 
of casino executive operations management. We have all 
been in the position many times of being the “only female 
in the room,” and most certainly the only Native woman in 
the room.

Over a year ago, we formed the United Women of Tribal 
Gaming with the mission of supporting all women in the 
Tribal gaming industry. We feel strongly that women, 
in particular, thrive when united and certainly can and 
should support each other in a way that has not always 
been apparent in Tribal gaming. We are Tribal gaming 
professionals supporting other Tribal gaming professionals. 
As one of the few female CEOs in Tribal gaming at that 
time, I felt a responsibility to help other women be the best 
they can be in our industry. There is so much opportunity, 
and sometimes we just need to be reminded that we can do 
it. 

During this time, we have held several inspiring meetings and 
events that give us the assurance that together we can and will 
have a positive impact on the talented women who work each 
day to strengthen our people, communities and businesses. 
In order to move forward, we know the importance of also 
honoring outstanding women who cleared the way for all who 
embark on our own journeys today.

Akwesasne Mohawk Casino Resort – Charity Golf 
Tournament 
For the second year in a row, the Akwesasne Mohawk 
Casino Resort held its annual Charity Golf Tournament to 
benefit the Ronald McDonald House of Burlington and the 
Saint Regis Mohawk Tribe’s Community Partnership Fund. 

The Ronald McDonald House is a home away from home 
for families with sick children. People from all walks of life 
are impacted by the charity. Parents of babies in the NICU, 
parents of small children with leukemia/cancer, soon-to-be 
moms who have to seek refuge in the Ronald McDonald 
House until they deliver their babies. Of the guests who 
populate the Ronald McDonald House on a yearly basis, 65 
percent were from Upstate New York, primarily from St. 
Lawrence County and Franklin County. For some the stay 
could be for a week, for others it could be months. Whether 
for a short stay or for weeks at a time, they provide families 
with the comforts of home, as well as the support of their 
dedicated staff and volunteers. Many Akwesasne residents 
have utilized the Ronald McDonald House.

The Akwesasne Mohawk Casino Resort, which is wholly 
owned by the Saint Regis Mohawk Tribe, is the economic 

Operators, Suppliers and Organizations 
Work Together for a Higher Cause

NIGA 2020 provides us with an opportunity to highlight a 
handful of the outstanding women in Tribal gaming during 
a powerhouse panel of leaders as we take a thoughtful look 
at the progress of women in Tribal gaming on March 25 at 
2 pm, “The Evolution of Women in Tribal Gaming.” The 
panel, moderated by Margo Gray, brings together a diverse 
panel of female leaders whose work has inspired each of 
us, including A. Gay Kingman Wapato, Executive Director, 
Great Plains Tribal Chairman’s Association; Elizabeth 
Homer, Attorney, Principal, Homer Law; Shannon Holsey, 
Tribal Advisor, Blue Stone; Mia Tahdooahnippah, CEO, 
Comanche Nation Entertainment; and myself, Pamela 
Shaw, Chairwoman, United Women of Tribal Gaming. 

For more information on the United Women of Tribal 
Gaming, please email UWTG19@gmail.com.
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Angel of the Winds Casino Resort – Saving Lives One 
Pint at a Time!
Each year we try to find new ways to give back to our 
community. We have fundraisers, food drives and roadside 
clean-ups, but last year we partnered with Bloodworks 
Northwest to help save lives one pint at a time! Bloodworks 
Northwest is a local non-profit organization that came 
on-site, and our team members got the opportunity to 
donate whole blood. The event brought 62 participants and 
28 first-time donors! Part of our mission statement is to 
make a positive contribution to the Stillaguamish Tribe, our 
team members and our community. All donations collected 
by Bloodworks Northwest help provide blood supply to 
over 90 hospitals in or near our community.

We were able to raise 45 pints of whole blood. Each whole 
blood donation is divided into three components, red cells, 
platelets and plasma, which can help three different

patients. Our whole blood donations from the blood drive 
helped save up to 135 patients! This event allowed us to 
come together and donate in a unique way. And to be quite 
honest, it just makes us feel pretty darn good helping to 

Gold River Casino/Delaware Nation – 2019 School 
Supply Drive 
Gold River Casino and its team members firmly believe 
that working together builds strong bonds between the 
communities and the Tribes. One of the many ways that 
they work with their community is their annual school 
supply drive. 

In July of last year, Gold River Casino held its third annual 
school supply drive. Guests were encouraged to bring in a 
donation of school supplies on Wednesdays in July. Gold 
River Casino would double their donation in free play up 
to $50. Last year they collected almost $10,000 in school 
supplies for the Anadarko Public Schools. This helps not 
only the families with their back-to-school expenses, but 
it also benefits the teachers because they can use their 
budgets on other more important items for their students.

Per Nancy Mace, Director of Marketing & Players Club, 
Lenape Entertainment, LLC, the casino will hold the 
school supply drive for 2020. “Our players club team 
members really enjoy this promotion. They work very 
hard to verify all donations. The guests enjoy giving 
back to the schools, and our teachers are so thankful for 
our efforts. It’s important for us to be involved in our 
community and give back whenever we can. We’ve had 
several companies offer to put together packets for the 
drive, but we have declined because our guests enjoy 
purchasing the items and dropping them off.” ♦

To donate or find out more about how to do a supply 
drive for your local school, please contact Nance Mace at 
nmace@goldriverok.com.

How do you give back to your communities? Tell us about 
your uncommon partnerships with suppliers that make a 
difference. Share stories of acts of giving your employees 
embrace. Send your submissions to Chris Faria,  
chris@tgandh.com today. 

engine for Akwesasne. The Saint Regis Mohawk Tribal 
Council strives to create partnerships and relationships 
with its neighbors within the surrounding areas, and this 
goal is carried to its gaming establishment. Akwesasne 
Mohawk Casino Resort values its community, its neighbors, 
its partnerships and entities that provide services to its 
community members, such as the Ronald McDonald House 
Charities.

The Akwesasne Mohawk Casino Resort 2nd Annual Charity 
Golf Tournament, held on June 27th, was able to raise 
$84,000. The recipients of the Golf Tournament are the 
Ronald McDonald House Charities and the Saint Regis 
Mohawk Tribe’s Community Partnership Fund. On June 25, 
2020, the Golf Tournament will be held once again. 

For more information, please contact Emily Lauzon, 
Assistant General Manager, at elauzon@mohawkcasino.com.

save lives! Due to the success we had in 2019, we will be 
holding multiple blood drives throughout the year. 

For more information, please contact Kelsey Benoit, HR 
Manager, at  kbenoit@angelofthewinds.com or 360-572-3811.
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Surveillance watches the casino, and that’s the way it’s always 
been and will always be. Gaming is just too important and 
too exposed to risk than every other area and department on 

the property, and it must be constantly observed and monitored. 

Or is it?

I’m not saying that gaming isn’t important. Of course, it is. We 
can’t afford to take our eyes off of it because something will 
happen. We know that.

What I am saying is that those other areas and departments 
we never used to worry about – now have their own issues and 
concerns. So much so that we have to make sure they get the 
attention of surveillance that they deserve.

Let’s just take a few moments to list some of the concerns that 
surveillance should be involved with:

• Risk management: Slip and falls, claims, liability of all kinds, etc.

• Emergency response: Robbery, fire, evacuation, active 
shooter, workplace violence

• Hotel: Crime, prostitution, sex trafficking, domestic 
violence, theft

• Retail: Theft and fraud (internal and external)

• Nightclubs/pools/lounges: Overserving, drugs, 
prostitution, fights, regulatory issues/fines

• Marketing: Promotion fraud, free play theft

The above is just an overview of what can happen and maybe 
already has on your property. The sad fact is that all of these things 
can happen just about anywhere. Most people think that this is 
why we have security, and it’s their role to deter and prevent these 
things from occurring. That is true. However, security can’t do it 
alone. That is where surveillance must come in.

Every item listed above requires intervention, support or 
assistance from surveillance. 

Let’s start with risk management: If you don’t have video 
telling your side of the story for a claim or injury, you may lose 
your case or have to settle. The managing of video to assist 
your risk manager is extremely important and must be done 
properly and thoroughly. Are you?

Until recently, emergency response was left to security to 
handle with no involvement from surveillance at all in most 
cases. Shouldn’t surveillance assist and provide information in 
a fire? Evacuation? Active shooter? Of course, they should, but 
are they aware of their role? They may not be, and even if they 
are: have they practiced what they need to do during a crisis?

The hotel can be a hotbed of criminal activity, especially in 
some jurisdictions. A large hotel will keep security moving 
the entire day. Unfortunately, theft, medical emergencies, 
fights and prostitution may be almost routine. Security 

can’t be everywhere; you need an active surveillance 
operation to assist.

Now add in retail, nightclubs and pools, as well as marketing 
and everything that can exist in those areas, and probably does 
in varying degrees, I think you can see why I say that it’s not 
just about gaming. Any one of those areas could have a serious 
incident occur that can become a significant event with grave 
and/or costly results.

Surveillance, along with security, must now protect the entire 
enterprise. Gaming is a critical component of the enterprise, 
but it isn’t the only one. There are a lot of surveillance people 
who realize this and others who do not. There are a lot of 
senior executives who don’t yet appreciate that our overall 
security needs and concerns have changed in this world 
of active shooters, workplace violence and ever-growing 
technology that allows criminals to steal more, faster.

Our existing business model for surveillance, and its strategy 
and tactics must adapt to our changing world.

So, what do we do?

First, surveillance must involve itself in all key concerns, 
operations and transactions on the property. 

When a slip and fall occurs, surveillance reviews thoroughly 
and provides all the information and video available when it 
occurs, not two years down the road when the trail is cold and 
key video wasn’t saved. 

Surveillance must join forces with security to develop a realistic 
emergency plan so that they can work together with first 
responders. Training and practicing are critical to responding 
properly to an emergency and should be done on a regular basis.

Consistent patrol in a prescribed format by surveillance of all 
areas of the casino, hotel, retail areas and nightclubs/pools 
is necessary to locate suspicious or criminal activity or other 
serious issues and concerns, and will greatly assist security 
with getting to the right place at the right time. 

Of course, we haven’t covered everything that can occur or 
answered every question. We have identified that security 
can’t work alone, and that surveillance must step up to the 
table. Thankfully, it can be done with the right training and 
focus. You can start today. ♦

Jen Boss CSP, IACSP, Raving Partner, Security, Surveillance 
& Fraud Investigations — Jen has fifteen years in the 
gaming and hospitality industry beginning her career 
as a Surveillance Agent and holding positions such as 
Security Training Manager, Risk Manager and Corporate 
Fraud Investigator & Analyst. She has worked as corporate 
liaison with federal and state law enforcement as well as 
regulatory agencies. She co-authored the IACSP white 
paper “Video Review, Investigation and Retention in Gaming 
Environments” and is on the Board of Directors for IACSP. 

The Continuing Evolution of 
Surveillance 

Let’s look at other areas besides gaming that we never used to worry about 
By Jen Boss 
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There’s no doubt that 2020 has arrived with new adver-
tising and marketing trends that will carry us into the 
next decade. The last decade has seen a shift in how we 

consume television as the consumer has taken control of how 
they consume video content. There are rumors in the industry 
that TV as we know it, could be dying, but these may be a bit 
exaggerated. Most likely it will not go away, it will just evolve.

Television today is still one of the most viewed forms of media 
and is evolving into digital media as well. Consumers still spend 
an average of over four hours per day watching TV. In the past, 
this represented the lion’s share of time spent with media, but 
within the last two years, digital has overtaken TV. Digital now 
represents a total of over five hours per day.

While hours spent with each medium are very high, most of that 
time is simultaneous usage as users are doing both at the same 
time. As consumer usage combines the two, the same is happening 
on the content side as OTT/Connected TV blends both traditional 
TV with digital media. And while this can be overwhelming, it 
offers casino advertisers many benefits as they can utilize this 
media mix to better reach their current and future players. 

What is OTT/Connected TV?
OTT stands for Over-The-Top and represents any TV content 
that is viewed over/via an Internet connection. 

According to Nielsen’s Q2 2019 Total Audience Report, adults 
18+ spent around 28 hours weekly consuming video. This usage 
includes Live TV + Time-shifted TV, as well as TV-connected 
devices (DVD, Game Console and Internet Connected Device, 
which would include Smart TV app usage). App/Web on a 
Smartphone/Tablet reported a weekly time spent of 30 hours 
and 52 minutes.

And while this represents a strong amount of time spent with 
video, of the $70 billion spent annually in the U.S. on television 
advertising, less than 5% is spent on OTT. National advertisers 
are slower to accept the new media avenue as it is difficult to 

obtain mass reach. However, consumers are embracing it, which 
will draw more advertisers to it in order to take advantage of the 
time and attention that consumers are giving to OTT. 

Source: The Harris Poll and OpenX nationwide study looking at 
consumer behavior around OTT video.

Benefits of OTT to casino advertisers
As national advertisers are slower to accept OTT, the medium is 
prime and ready for most casino advertisers. Unless your casino 
seeks national reach, OTT can provide a very strong complement 
to local and regional TV advertising, and provides a number of 
benefits to local advertisers.

From a reach perspective, unlike TV, OTT is not held to deliver-
ing to the full DMA (Designed Market Area) and offers a lower 
out-of-pocket cost for advertisers. OTT can be purchased on a 
state, county or zip-code level, which can be ideal for increasing 
overall reach or narrowing to heavy up in one local area. Ads 
can run using either 15 or 30-second messages, which can be 
purchased at different weights or frequency per area.

If looking to hone in on a particular area to build frequency 
and/or generate leads, OTT offers the ability to reach a casino’s 
current database/players exclusively. This provides the ability to 
use video to reach core players and drive a particular behavior. 
Whether you look to reach VIPs, certain club members or inac-
tives, OTT can deliver a unique message just to this audience to 
drive them back into the casino for an additional trip or increase 
their level of play.

With OTT, casinos have a unique advantage by being able to 
leverage their player database and use Addressable Geo-Fencing 
and IP Targeting. By leveraging their player database, casinos 
can increase trips, hotel stays, Theo and ADT, ticket sales … there 
really are no limits to leveraging your player database.

Now is the time to utilize OTT to your advantage to not only 
increase your overall TV reach, but to also leverage your 
player database digitally. The options are endless to help 
drive ROI in 2020.♦

Mark Astone,  Raving Strategic Partner, Branding, 
Advertising and Media Services, and CEO, Catalyst 
Marketing Company — Mark has spent many years 
studying and working within the casino industry 
and understands what it takes to drive gamers to 
increase a casino’s bottom line.

More 2020 Advertising and 
Marketing Trends for Tribal Gaming

How OTT (Over-The-Top) can benefit casino advertisers 
By Mark Astone
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Merkur Gaming Americas was 
formed in 2015 after over 
60 years of the Gauselmann 

Group serving 40 countries world-
wide, as a market leader in Europe 
and a well-established and successful 
supplier across Latin America and the 
Caribbean. 

We caught up with David Orrick, 
Director of Industry Relations, to 
get some candid insight about the 
unique challenges and opportunities 
of entering into such a competitive 
market, specifically the U.S. Tribal 
gaming arena. 

David, what have you found to be 
the key differentiators working 
with Tribal gaming operators 
compared to U.S. commercial or 
even foreign operators? 
We all know that gaming, in its global entirety, is a 
people business. In other words, a business dependent on 
relationships. I made my first ever visit to a Tribal casino, 
the Sky City Casino Hotel in Acoma, New Mexico, 18 years 
ago and I distinctly remember sitting in a rental car outside 
the property, feeling more than just a little nervous. In 
reality, I need not have worried. I was treated with nothing 
but courtesy and welcome. That indicated very clearly to 
me that treating people well, and with the same courtesy 
that I had received, was the access to successfully building 
relationships. The difference, I think, is that building 
relationships with Tribal operators can be a longer process 
than in the commercial sector, but I also believe, and have 
had proved many times, that relationships with Tribal 
operators are built on a long-term perspective bolstered by 
mutual trust.

One slogan that Merkur has used is, “Designed in 
America, by Americans, for Americans.” Share with us 
the research and insight you’ve learned about the U.S. 
slot player, and how your games uniquely satisfy this 
guest? What does an innovative and a guest-focused 
experience mean to Merkur for this market?
The slogan that you reference was used to counter the 
feeling that, as foreign – and new – market entrants, 
what we had in our product portfolio was “NIH”: Not 

Invented Here. Merkur Gaming Americas 
addressed that objection very directly 
with the creation of our own game design 
studio, Sunshine Games. Not only do the 
games that they have produced, and are 
continuing to produce, speak directly to 
American operators and players, but they 
provide what U.S. players are demanding 
today: greater gaming entertainment.

What truly differentiates Merkur from 
the large and smaller slot companies 
that already have a piece of the Tribal 
gaming pie? Marketing? Support? 
Technology? 
Truly, all of the above, and also the 
uniqueness of our offering. Merkur 
Gaming is part of Germany’s Gauselmann 
Group; a group that, as you stated in your 
introduction, will celebrate 63 years of 
innovation, success and experience this 
year. We are absolutely number one in 

our home country, a major supplier throughout Europe, 
well-established and successful in Latin America and 
making new inroads into Africa. What we are not, and this 
is where our 60+ years of international experience comes 
in, is to be so presumptuous and arrogant as to think that 
we can come into both Tribal and commercial markets, tell 
everyone how great we are and expect industry profession-
als here to simply tell us to open the order books. 

Make no mistake, foreign vendors are made welcome here. 
They provide new ideas, fresh innovations and variety on 
gaming floors. What is not welcome here are new foreign 
vendors that have not taken the time or made the neces-
sary effort to learn the specifics of the market, the vital 
“how things are done” here. As was said earlier, Merkur 
Gaming are new … but not newcomers. We have taken our 
time, experienced first-hand the various markets, done 
our research and built our contacts and our relationships. 
Now, this early in 2020 I am glad to report that we have 
achieved GLI approvals for many of our key, U.S.-designed 
products, and by the NIGA tradeshow we expect to have 
many more. That is our story to-date, but make no mistake 
that Merkur Gaming is here for the long run, and we have 
total confidence that we will be successful going forward. 
What I believe that we will find in Indian Country is that 
same courtesy and welcome that I first experienced those 
18 years ago. Check us out: we are ready! ♦

What a 63-Year-Old German 
Company Has Learned About the U.S. 

Tribal Gaming Market 
Insight Q&A with Merkur Gaming
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It’s really pretty ingenious. 

Look at a product that your 
business consumes and 

spends a lot on, and see if you can 
do it yourself. 

The Cow Creek Band of Umpqua 
Tribe of Indians in Southwestern 
Oregon was looking to expand 
their enterprises again. Already 
running the Seven Feathers 
Casino Resort and several other 
diverse businesses, including 
a mini-storage, travel center, 
creative agency, utility cooperative 
and their K-Bar Ranches (which 
cover over 5,000 acres of Tribal 
properties, on which are managed 
over 4,000 head of cattle, large 
alfalfa and wheat crops, and 
most recently crops of sugar 
beets), they looked at their coffee 
consumption.

At their casino resort and other 
Tribal properties, they were 
purchasing over 20,000 pounds of 
coffee a year! 

They asked themselves, “What would it take to roast our 
own coffee?” 

Through the help of Tribal member Kyle Kennington, VP 
of Business Development at UMPQUA Indian Development 
Corporation, who had previous experience in the coffee 
industry, the work began to create Takelma Roasting 
Company.

The business is succeeding with three employees under the 
mentorship and guidance of Kennington. Two are Tribal 
members, and in the summer, they employ at least one 
member of their Tribal Youth Group as an internship. They 
have been in operation for just over two and a half years now. 

During their first full year in 2018, they roasted over 35,000 
pounds of coffee. During their second full year in 2019, they 
roasted over 50,000 pounds of coffee. Not only are they 
supplying their own enterprises with coffee, but they also 
service a wide variety of wholesale customers from retail 
shops, restaurants, cafes, offices, hotels, casinos and much 
more.

It took close to one year of doing research, purchasing 
equipment, branding and learning the trade before the first 
Takelma coffee was ever served to guests. 

What makes their coffee different? According to Eric 
Albecker, Takelma’s Production Manager, they’re the only 
roaster in Roseburg, Oregon. Their quality stems from 
small batch roasting of specialty grade coffee. The green 

raw coffee beans are sourced from Atlas Coffee Importers. 
Finding a source that believed in sustainability and 
responsible business practices was critical to the team. 

Albecker was working in Portland when he heard about the 
project. As a Tribal member, he wanted to be involved and 
spent many an hour watching YouTube videos, learning 
how to manage production and gleaning knowledge from 
Kennington. “There was a time crunch with getting a coffee 
roasting machine; but three months after receiving it, we 
were already fulfilling orders for the casino,” said Albecker.

Albecker added, “As a Tribal member, it brings me great 
joy and pride to be a part of something like this and the 
opportunity to do what we do. We aim to craft quality, 
specialty grade coffee products while considering our effects 
on the world around us. We offer a wide variety of coffee 
products from individual coffee pods, to retail bags to cases of 
portion packs. Much pride and care goes into our products.” 

Insightful business folks, they see the opportunity to supply 
other Tribal casinos and gaming vendors with coffee. They 
even make great gifts for the holidays and for VIPs. And 
wouldn’t it be great to support another Tribal enterprise? 

The team at Takelma Roasting would like you to taste 
their Southern Oregon roasted coffee and is offering 
a special 25% discount for online orders if you use the 
code: magazine. Visit takelmaroasting.com. For more 
information, feel free to reach out to Albecker at  
eric@takelmaroasting.com.♦

What It Takes to Open a Coffee 
Roasting Company 
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FUTURE FOCUSED SERIES: CONSTRUCTION AND DESIGN 

Every issue we’re talking to folks who have assisted 
Tribal casinos with their visions, from bare dirt 
to hanging the perfect art on the wall. We’ll be 

exploring everything from new builds, additions, remodels, 
procurement and the technology and challenges that 
accompany these projects. To set the stage, in this first 
column, we asked our experts one question, “What are your 
Tribal clients saying is most important to them moving 
forward, and how do you get them there?” Here’s what they 
had to say:

Bob Gdowski, Principal, 
Director of Hospitality 
Design, JCJ Architecture
“The focus is inevitably 
always on tomorrow. Growth 
and relevance are the targets. 
The core of any successful 
master plan is providing a 
framework for future growth. 
Every plan we draw has an 
overlay that shows where the 
next hotel tower can go, how 
the casino floor can expand, 
how the conference center 
can expand and how an event 
or entertainment district 
can be added. While it is not 

important that we design what tomorrow looks like, it is 
imperative that we are planning for growth; that we are 
allowing a property to provide for what the market may 
demand in the future. Equally important is how a property 
maintains its relevance in an increasingly competitive 
industry. This does not mean generating a design that can 
thrive for decades, but rather bringing to market designs 
that help define a brand and experience; designs that start 
to embed storylines and narratives in their guests; designs 
that plant a memorable seed within every visitor. For Tribal 
clients that already have a following of loyal guests, the 
focus becomes one of expansion and evolution without 
ostracizing an established guest base. This becomes an 
exercise in aspirational design, creating experiences that 
may not fall in the comfort zone of an existing guest, but 
are seen by them as aspirational. In doing this, a property 
is able to expand their reach in terms of guest base, while 
at the same time maintaining and inspiring their current 
base.”

Jennifer Fleming, Principal 
– Interior Designer, Rice 
Fergus Miller
“Our approach to working with 
Tribal hospitality clients is to 
create a boutique experience 
that is unique to each Tribe, 
location and culture. When 
you think about a traveler 
choosing a boutique hotel 
over a large branded property, 
there is something personal 
and distinctive about what a 
standalone property offers you 
that, in most cases, you just 
don’t get from one of the big 

hospitality brands. We believe that Tribal hospitality is just 
that, a place where a completely unique design solution 
can be created that sets a property apart in an ever-growing 
and expanding industry where competition is on the rise. 
Crafting an experience for a guest that is one of a kind 
can be that draw to differentiate a property from the next, 
whether that is a branded property or the nearest Tribal 
gaming property. Flexibility and a focus on operations is so 
critical in any design solution, and unfortunately in many 
cases this is overlooked or value engineered out. When you 
think about the inner workings of a casino resort operation 
and the way people, product and services have to move 
and be housed in an efficient and effective way, this can all 
contribute significantly to the success of a property. Take 
the gaming floor of a casino as an example. When you think 
about the way that slot machines and technology have 
changed over the years, allocation of square footage per 
machine has grown. When planning, if you allocate more 
than industry average and the budget can afford it, you are 
automatically building in not only flexibility for slots and 
games to expand their footprints, but this also allows for 
the addition of games over time, which of course all hits 
the bottom line. The way guests interact with guest service 
is also evolving, so the addition of ticket redemption and 
service-based kiosks allows for a wider reach across a 
gaming floor. Rather than a centralized cage or players 
club, you can distribute those touchpoints across a floor 
and, in many cases, this can optimize and streamline 
staffing needs at a property, which in the service industry is 
always a huge challenge that most, if not all, of our clients 
face.”

How do You Help Your 
Tribal Clients Build for Next 

Generations?
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Chris Creasey, 
Director of Business 
Development, Tutor 
Perini Building Corp
“Design is always 
changing.  The first 
Tribal casinos, in some 
cases, there was not 
much thought put 
into the design, and 
some of the structures 
were temporary 
“tent” casinos.  When 
permanent structures 

were built, the design and theme started to reflect the 
vision they wanted.  Today everyone is looking for the next 
“new” idea.

I think one of the biggest things now is planning for the 
future. In early design layouts, nobody expected Indian 
gaming to take off like it has. When it came time to do some 
expansions, work was rather difficult. Everyone now has a 
better mindset of what could happen in the future, and they 
want to plan accordingly. As for the interior design aspect, 
I believe that designers are using materials that are fresh 
and exciting. They are also incorporating these elements 
in a way that they can be changed out in the future rather 
easily to accommodate where interior design will be years 
from now.”

Sam Olbekson, Principal and 
Director of Native American 
Design, Cuningham Group
“Tribal communities are proud 
of their unique cultural identities 
and the economic expansions 
that gaming facilities help 
generate. Tribes are demanding 
architecture that provides 
an authentic, respectful and 

contemporary reflection of their unique cultures. Preserving 
and expressing Tribal identity is critically important to cultural 
survival as Tribes look to long-term community development 
and cultural revitalization. This long-term approach is also 
being applied increasingly to gaming operations. Tribes are 
calling for their gaming facilities to master plan strategically and 
comprehensively for long-term potential growth opportunities. 
Too often, gaming facilities are not designed to allow for seamless 
and efficient expansions or the flexibility of new development 
opportunities as markets shift and grow. Creating comprehensive 
master plans that guide strategic future growth is critical to every 
design project before any individual expansion or renovation 
to ensure that Tribal funds are spent wisely and properties 
don’t develop in ways that hinder future growth. Gaming 
developments can be driven by both operational and cultural 
design goals. A Tribe’s unique cultural identity can help a facility 
differentiate it from other gaming properties and provide an 
opportunity to express a strong commitment to a culturally rich 
and thriving community.” ♦

Get valuable insights with separate 
views for the manager and host.
• Trend Analysis (TRIPS, ADT, THEO)
• Host Quotas & Performance
• Player Categorization and Prioritization
• Player Detail and Stats in One Location
• Player Investment Analysis

775.329.7864    RavingDASHBOARDS.com

Dont let your 
data drive you 
crazy. Let it drive 
your business!
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At the core of every casino organization with “wow” 
guest service, is a leadership team that has gone 
the extra mile to set the foundation. Likewise, poor 

guest service typically indicates a bigger problem. 

As our industry is evolving and changing, now more than ever, 
we need engaged team members giving our guests a reason to 
return. It’s important for brick and mortar operations to look 
at how well they develop their team members in such a way 
that they have a desire to exceed the guest’s expectations. 

Implementing a guest service program
Fifteen years ago, I was tasked with finding and implementing 
a guest service program at my property, 7 Cedars Casino. 
Partnering up with Raving, I learned that the goal of every 
guest service program was to create a loyal guest. So, when 
our guest is at home wondering which form of entertainment 
to partake in or which restaurant to go to that evening, they 
will pick an entity at your organization. In order to make 
sure that you create a loyal guest, you must exceed their 
expectations at every moment-of-truth interaction. This was 
such a fun learning curve for me, and I was excited to bring a 
guest service program to our casino.

Is your leadership team equipped to support a guest 
service program?
Our leadership team went through the process of developing 
our vision/mission and program standards. Implementation 
was a breeze, and I was initially happy with the results. But 
soon I could feel a shift. I started to hear team members and 
supervisors who were frustrated with this new program. They 
felt like they already had enough on their plates. I was starting 
to panic, not knowing what the solution was. Thankfully, a 
dealer came into my office and told me, “Paula, we really need 
this new program, but to be honest, I’m more worried about 
the person behind me than the person in front of me.” This 
was the first time that I had questioned if our leadership team 
was equipped to take on this new task and support our team 
members through this new process. 

Leadership plus guest service: you can’t have one without the 
other. I started to do research on leadership programs. I was 
looking for a program that had been successful in helping 
leaders change behavior in their team members. I attended a 
leadership training at our Tribal center and fell in love with the 
Learning Point Group’s Leadership System. There are quite a 
few very successful organizations using leadership systems like 
this, so I decided to see why they were so successful. 

The first thing I liked was how Mark Christensen, Learning 
Point Group founder and president, focused on frontline 
leaders. These are the people who really make or break the 
success of our organizations and team members. I heard a story 
of Nike bringing in consultants to find out why sales were low. 
The consultants said that the managers and directors were 
spending time on the day-to-day operations instead of on future 

development and strategic solutions to internal issues. They 
were told to give the tools to the frontline leaders to develop 
relationships with their team members so that they will be able 
to handle any issues moving forward. 

What it takes to create success in team members
Dynamic supervisors understand how to maximize performance 
with each team member. Team members need to know the 
mechanics of their job, as well as what it takes to create a lasting 
relationship with their guests. Each team member is also looking 
for maximum satisfaction in their job. They want to know that 
they contributed to the success of the department. We, as leaders, 
need to be able to find the balance between getting our needs met 
and the team member getting their needs met.

Creating a solution mindset throughout the 
organization
The first phase of developing any type of leadership program 
is creating an ownership mindset. Rather than blaming and 
complaining, we need all team members to “tuck and roll” 
when things get messy. Owners have a solution mindset. The 
mindset that the leaders in the department have is the same 
mindset that the team will have. 

After we develop this ownership mindset, we need to give 
our supervisors an opportunity to work on their strengths 
and weaknesses as part of their foundation. It’s important to 
identify areas that are hindering your success as a leader. For 
example, when I took my DiSC® profile, 

it said that I would stonewall a person if we didn’t agree. I was 
irritated with that, thinking that was a rude thing to do, and 
frankly, it’s wrong. I don’t do that! Well, that is what I thought. 
It’s an interesting thing when you become aware of a behavior, 
and it reveals itself more and more. I finally developed a 
process to keep me from stonewalling if you were on “the 
wrong side of Paula.” 

From this experience, learning the components of a successful 
guest service program and combining it with leadership 
training, our program has flourished over the last 15 years. 
I would challenge any Tribal casino to always think about 
leadership as a fundamental partnership with their guest 
service aspirations. ♦

Paula Allen, Raving Partner, Leadership and 
Tribal Member Development, Learning Point Group 
Partner, and Director of Leadership Development 
and Guest Services — Paula has extensive experience 
working at all organizational levels creating, promoting, 
and delivering training solutions designed to support 
the organization’s goals. An enrolled Tribal citizen of 
the Jamestown S’Klallam Tribe, she formulates pro-
grams for Tribes that put more focus on relationships 
with guests and coworkers, rather than the mechanics 
of the job. 

Leadership and Guest Service
Why you can’t have one without the other

By Paula Allen 
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A “stay interview” is a structured, informal discussion 
that a supervisor conducts with each individual 
team member in their department to learn 

the specific actions necessary to strengthen that team 
member’s engagement and retention with the organization. 

Stay interviews are solution-oriented and focused on each 
member of your team in a way that makes each person 
feel valued and heard
Think about what your team member might say if asked, “What 
do you look forward to each day when you wake up and come 
to work?” or “When was the last time you thought about leaving 
your position?” The answer may be hard to hear (so don’t 
engage in this concept if you aren’t ready), but how meaningful 
would it be to truly work with your team member from a 
solution-oriented place in order to assist them in finding their 
purpose at work or having a healthier work-life balance? This 
is not a conversation about performance – that is for another 
time – this is a conversation where you are putting your needs 
as a supervisor on the sideline and focusing solely on the needs 
of your team member in an effort to increase their level of 
engagement in the workplace. 

That is the best part about stay interviews … it is not HR work ... 
it is not about the supervisor; it is all about the team member. The 
frontline supervisor, the mid-level manager or the upper level 
executive conducts interviews with their team members. Just 
30-minute meetings are all that is needed to find out why the 
team member stays, and where they see themselves going in the 
organization.

A plan is developed and conversation is started
Retention and engagement are all about the conversation. Allow 
everyone to be heard and make each person’s day the best it can 
be. Sometimes stay interviews help a person who is not engaged 
understand where the next door will lead, and the supervisor 
can help them through that door. It puts the supervisor in 
the driver’s seat to become empowered in the moment. To be 
solution-oriented. To make changes at the team member level 
and build trust while doing so. Your plan should include three to 
five questions (read the full article online with sample questions 
at tgandh.com). 

The next step is to invite your team member to have the 
conversation
Remember that this is not about performance; this is an informal 
meeting to improve retention and engagement of team members. 
You might be thinking to yourself; how do I invite my team 
member to have this conversation without them feeling like it is 
a disciplinary meeting? Here are some suggestions to help out; 
first of all, it should be in-person, not via email or phone. If you 

make a regular habit of checking in with your team members 
in-person, use that opportunity to make the invitation. Begin 
with an informal opening, such as: 

“I would like to schedule some time to meet so that we can talk 
about how the job is going and I can find out what I can do to 
better support you” or “I would like to schedule some time to 
chat with you about the reasons you stay with us, so that I can 
understand what I might be able to do to make this a great place 
to work for you.” 

Now it’s time for you to 
learn what makes your 
team members want to 
stay or perhaps leave 
your team 
Take notes and practice 
active listening. If at any 
time the conversation 
stalls or turns to an 
uncomfortable situation, gently end the meeting and share that 
the conversation has been helpful and you would like to continue 
discussing the sentiments discussed. Give your team member 
a question that they can ponder and bring back for a follow-up 
meeting. 

When you have explored all that you can with the questions 
you have chosen, it’s time to end the conversation. Don’t forget 
that closing the conversation is just as important as opening 
it. Summarize the key points made by your team member and 
work together to prioritize what was learned during your time 
together. Share your commitment to the work produced during 
the meeting. Set a follow-up meeting to discuss progress that has 
been made. Be sure to end on a positive note.

Stay interviews are not about you or me, they are about 
the team member 
What is motivating them, what challenges might you be able 
to help them with to make their day better? Collecting this 
information and making even small changes, or even just 
listening to what they wish to share and building trust will go a 
long way. And there could even be a bonus result for the manager 
who is not feeling very engaged at the moment … you might begin 
to be more engaged … you might feel a bit more empowered … 
you can make a difference. ♦

Rachele Lyon, Raving Partner, Human Resources 
— Rachele is an experienced executive with over 
18 years of experience in human resources, safety 
administration, budget development, project 
management and organizational and strategic 
planning for organizations small and large.

Rethinking Team Member 
Retention and Engagement

How to master the “stay” interview
By Rachele Lyon
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For more than 50 years the Ainsworth name has been synonymous with 
the gaming industry. In 1995, Len Ainsworth founded Ainsworth with a 

commitment to become the leading manufacturer and supplier of gaming 
solutions.

Today, with global vision and exceptional leadership, Ainsworth provides the 
global gaming market with its outstanding range of gaming technology. It 
maintains key offices in Sydney, Las Vegas and Florida servicing customers in 
Australia, North and South America, Europe, Asia and beyond. 

The Company recently released its stunning new A-STAR Curve cabinet 
featuring a 43-inch floating infinity monitor, dynamic LED lighting and a 
state-of-the-art LCD button deck.

Product Focus
The new cabinet – Ainsworth’s first to launch in North America since 2017 – 
incorporates supreme engineering and a sleek modern design into an exciting 
new product for casino partners across the country. The all new A-STAR Curve 
offers an elegant design geared to attracting players on any casino floor. 

The A-STAR will launch with several unique game themes, including the 
bonus packed Vault of Riches; persistent state style Path to Wealth; and a 
pair of titles introducing the new Sliding Stacks game family – March of the 
Zombies and Diesel Dollars.

The introduction of the A-STAR is only the latest 
news from Ainsworth. The A640 portrait cabinet 
continues to be a player favorite highlighted 
by the proven QuickSpin series of wheel 
games. QuickSpin games offer an incredible 
entertainment gaming experience with high hit 
frequency wheel spins. 

This year the QuickSpin was nominated for 
two awards in the 2nd Annual EKG awards. 
MultiPlay Super Charged 7s was nominated 
for Best New Video Slot and Super Charged 
7s for Top Performing Core Video Reel 
Game. 

Expanding Markets
In recent years Ainsworth has expanded its 
offering beyond traditional Class III gaming. 
In 2016, the Company acquired Nova 

Technologies and began to enter Class II 
markets. Today, Ainsworth has around 

2,000 games in Class II markets. 

The Company began offering games on 
central determination systems in the 
State of Washington in 2017 thanks to the 

sponsorship of Tulalip 
Resort Casino. And in 2018 Ainsworth installed its first electronic terminals at 
Derby City Gaming, marking the Company’s entry into the Historical Horse 
Racing market. 

No matter which gaming market, Ainsworth aims to provide an incredible 
player experience and strong return-on-investment for operators. In fact, 
many of Ainsworth’s top performing products like QuickSpin and classic High 
Denom titles cross every market. 

Leadership in Place
Ainsworth recently announced several promotions among key members 
of its U.S. team. Deron Hunsberger was named Chief Commercial Officer. 
Hunsberger had been Senior Vice President of Sales and Marketing – North 
America since late 2017.

Hunsberger has more than 25 years’ experience in the global gaming industry. 
He will continue to be based in Ainsworth’s North American headquarters in 
Las Vegas and will be reporting into the Chief Executive Officer.

In addition to Hunsberger’s promotion, Ainsworth named John Archuleta 
as National Sales Director; promoted Kimberly Fields to Director of Sales – 
Business Administration; and announced Mike Trask will serve as Director of 
Product Marketing and Strategy. 

For more information, visit us.agtslots.com or call 702-954-3000. ♦

The New Shape of Ainsworth
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Eclipse Gaming has a long legacy of serving tribal communities and is 
uniquely positioned as one of only a few suppliers dedicated to Class 

II gaming. This deep commitment allows Eclipse to design and build our 
products with a core outcome in mind: to strengthen our relationships 
with tribal casino operators and to go beyond the game to help bring 
meaningful impact to their communities.  

“What differentiates Eclipse is how we partner with, and listen to, our 
customers in order to understand their goals and priorities,” said Tim 
Minard, Chief Executive Officer of Eclipse Gaming. “Our mission is to be 
much more than just a provider of great slot products to our customers. 
We want our performance to exceed our customers expectations, as 
well as, dedicate resources to give back to the communities of the tribes 
that we do business with. That is the foundation of our Going Beyond 
the Game mission.”

Recognized as a “gaming company to watch in 2020”, Eclipse is poised 
for strong growth. “We’ve built a strong executive team that can draw 
upon decades of collective experience leading top industry suppliers,” 
commented Orrin Edidin, Eclipse Gaming’s President and Chief Business 
Officer. “By implementing best practices within the organization and 
building a culture of innovation for our team, we’re prepared to take 
Eclipse to the next level.” 

Eclipse recently launched a new data-driven program which applies 
analytics and insights into game performance to ensure the right 
product mix that delivers the optimal value. This proactive, consultative 
approach, along with an exciting library of new game content on the 
Impact™ cabinet series offers an incredible value proposition for our 
customers. 

Eclipse recently introduced Cash Lanterns™, the first game in our 
innovative Anyline Progressive™ series. Featuring nine rapidly growing 
line-based progressives, a top progressive which can hit on any pay-
line, and high hit frequencies when banked together, Cash Lanterns is 
already proving to be a hit with players.

The new Gem Link™ series, which includes Diamond Mine Madness™ and 
Gem of the Nile™, provides entertainment with stacked wilds, a Hold 
and ReSpin bonus game and the coveted Link UP Plus™ bonus symbols 
which increase all Gem Link symbols and generate rewarding wins. 

Featured on the Impact 43™ portrait cabinet, The $ Vault™ is a classic 
three-reel game offered in both a 1-line and a 5-line version. Players are 
challenged to land three Bonus symbols, which unlock one of the three 
locks on the vault door and reveal the riches inside. When all locks are 
activated the player enters the Wheel bonus for the chance to win all 
three progressives off a single spin of the wheel!

It is an honor to work with Tribal casinos. We look forward to continuing 
to build strong relationships and helping to make an impact by Going 
Beyond the Game for our partners.

For more, please visit www.eclipsegamingsystems.com or call 
1.877.316.5100. ♦

Eclipse is Going Beyond the Game for 
Tribal Customers



TRIBAL 
GAMING
IS OUR SOUL FOCUS

EclipseGamingSystems.com

Going Beyond The Game

Relationship driven and deeply committed  
to tribal gaming, Eclipse creates games with  
a purpose — to generate powerful results that  
benefit our partners and directly impact the  
needs and objectives of their communities. 

Partner with Eclipse and together, we’ll achieve 
success  that Goes Beyond the Game.
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Bells ringing, lights flashing, horns blaring – the thrill of hitting a 
jackpot is just one of the reasons crowds flock to Indian casinos. 

Each patron can bet a little or a lot and whether they win or lose, the 
whole experience is fun. Losing is not an option for the 240 Tribal 
Governments operating gaming establishments across the US, though, 
and the stakes have never been higher. Three quarters of gaming Tribes 
devote all their revenue to Tribal government services, economic and 
community development, and the community they serve. Indian gaming 
creates over 600,000 jobs and fuels the entire economy of some 
low-income areas. Tribes can’t afford to lose because the future of each 
Tribal Nation and its people are at stake.

The success of Indian casinos is at risk every day, though. To operate 
a casino, Tribes bear the cost and logistics of starting, staffing, and 
running a facility while dealing with multiple levels of regulation. There 
a lot of moving parts. Beginning with our first Tribal casino client in the 
year 2000, Finley & Cook learned the challenges of operating a gaming 
environment first-hand. Over the years, we have provided tools and 
assistance for many Tribes and casinos who are working to profit their 
community through gaming. 

Today, over 50% of Finley & Cook’s team members are engaged in Tribal 
and Indian gaming accounting and services, and the firm is 40% Native 
owned and operated. Our success as a firm is directly tied to the success 
of our Indian gaming clients.  It is said that necessity is the mother 
of invention, and that certainly applies to the products and services 
offered by Finley & Cook.

Our clients need accounting systems suited to casino accounting 
because operating without the necessary controls and processes can 

literally put a casino out of business. Finley & Cook tackles that problem 
by providing customized accounting software to some of our clients and 
performing full outsourced accounting for others. Other requirements 
unique to Indian gaming include NIGC regulations, state-specific agree-
ments, and vendor contracts. Finley & Cook products and services help 
our clients succeed despite all the complexity.

For example, our GhostSentry firewall makes it easy for casinos to track 
and report vendor remote access, protect Tribal assets, and comply 
with difficult NIGC MICS requirements. Our latest product, Virtual Vault, 
electronically handles the flow of money through the vault and cage of 
the casino, eliminating the paper and manual processes that slow down 
operations, create audit problems, and cost time and money to maintain 
and audit. Virtual Vault gives casinos the control, compliance, and 
protection they need to succeed.

Tribes are betting a lot on the success of their gaming enterprise and 
can’t afford to lose. To minimize risk and ensure success, Finley & Cook 
will continue serving Tribal and casino clients with focus and dedication, 
innovating tools and techniques along the way. For Finley & Cook, being 
a Leader in Gaming is a long-term commitment to helping Tribes reach 
their goals and serve their people.

Visit us at CasinoSuccess.com to learn more. ♦

Innovating to Protect Your Operations 
& Revenue



Visit us at CasinoSuccess.com to see our services and schedule your own private consultation.

Kevin Huddleston
Partner

Join Kevin in-booth to discuss:

 · Casino Finance & Accounting
 · Integration of Financial Systems
 · Audit

Pam Reynolds
Senior Manager

Join Pam in-booth to discuss:

 · Sports Betting and the IRS
 · Title 26
 · Revenue Audit

Rachel Loudon
Manager

Join Rachel in-booth to discuss:

 · Going Paperless
 · Casino Operations
 · Casino Technologies

Doug Parker
Supervisor

Join Doug in-booth to discuss:

 · Sports Betting Accounting
 · Analysis
 · Tailored Staff Education

We have decades of experience innovating, minimizing risk, 
and ensuring success for Tribes throughout Indian Country. 

You need accounting tailored to the unique demands of 
Tribal casinos because operating without the necessary 
controls and processes can literally put you out of business. 
With stakes that high, close isn’t good enough.

We know you are betting a lot on the success of 
your gaming enterprise and can’t afford to lose.

Join us at NIGA, booth #1420, for in-booth expert consultations.
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Tutor Perini, a leading civil and building 
construction company, is one of the most 

versatile and successful companies in the United 
States. Founded in 1894, the company operates 
through three primary lines of business: civil, 
building and specialty contractors. Each group 
consists of wholly-owned subsidiaries with 
industry-leading expertise and significant 
portfolios in their respective fields. Engineering 
News-Record (ENR) ranks Tutor Perini Corporation 
#12 on their 2019 Top 400 Contractors list with a 
total of $5.5 Billion in revenue.

Tutor Perini’s building group is comprised of Tutor 
Perini Building Corp., Roy Anderson Corp., and 
Rudolph and Sletten, Inc. The building group has 
the benefit of immediate access to resources in 
many geographic regions and can draw upon 
company-wide resources and expertise.

Tutor Perini’s building group has put in place $5.6 
Billion in Native American construction, 7,000 
Native American hotel rooms, 2.8 Million square 
feet of Native American gaming space, and has worked with 22 Native 
American communities.

The company provides a variety of construction delivery systems – 
general contracting, construction management and design/build. Its 
commitment on a project begins during the preconstruction planning 
process, bringing expertise to design, procurement, construction 
sequencing and site-specific safety programs in order to establish reliable 
budgets, realistic schedules and safe working environments.

Tutor Perini Building Corp., with offices in Las Vegas, Los Angeles, 
Philadelphia and Fort Lauderdale, is a leading builder of Native American 

hospitality and gaming projects, offering expertise in building quality, 
on-time, on-budget projects throughout the United States. Major Native 
American projects include Choctaw Casino and Resort Expansion in 
Oklahoma; Pechanga Resort & Casino (several projects including recent 
expansion), Chumash Casino Resort (original casino and expansion), Table 
Mountain Casino & Hotel, Barona Resort & Casino, Graton Rancheria Casino, 
Morongo Casino Resort & Spa, and San Manuel Indian Bingo & Casino, all in 
California; Mohegan Sun expansion and MGM Grand at Foxwoods, both in 
Connecticut; and Seminoles Hard Rock Hotels & Casinos in Florida.

Tutor Perini self performs much of its work, often partnering with qualified 
local subcontractors and Tutor Perini’s Specialty Contractor Group – experts 
in structural, mechanical, electrical, HVAC and plumbing disciplines. These 

integrated service models provide a significant advantage 
in the building marketplace ... enhanced opportunities for 
growth through increased size, scale and management 
capabilities; immediate access to multiple geographic regions; 
and increased bonding capacity.

Our relationships with Native American Tribes, owners, 
architects, subcontractors and vendors are built on 
trust and teamwork, which has been fundamental to 
our success. Our philosophy, “Building Relationships 
on Trust,” recognizes the importance of teamwork. 
It rewards dedication and honesty. It values integrity 
over expediency. It defines our people as construction 
professionals for whom nothing is more important than 
advocating the best interests of the project. It is not by 
coincidence that more than 80 percent of the company’s 
business is from repeat clients.

For further information, please contact Chris Creasey, 
Director of Business Development, at (702) 792-9209 
or chris.creasey@tutorperini.com. You can also visit our 
website at www.TutorPerini.com. ♦

Leaders in Gaming
Construction

Pechanga Casino Resort Hotel Expansion

Chumash Hotel & Casino Expansion



CONTACT

Building Relationships on

Chris Creasey
Director of Business Development
offi ce (702) 650-4313  |  cell (702) 210-9513
email chris.creasey@tutorperini.com
www.tutorperinibuilding.com

TRUST
for Over 125 Years

5.6$

TRIBAL COMMUNITIES

TRIBAL HOTEL ROOMS

IN TRIBAL CONSTRUCTION

22
7,000

Billion

2.8
SQ. FT. OF TRIBAL GAMING SPACE
Million

22
SQ. FT. OF TRIBAL BUILDING SPACE
Million

**Come see us at Booth 1609 at the NIGA 
Trade Show and Convention** 
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Scientific Games leads the industry by creating great games, content 
and products that come together in a unique entertainment 

ecosystem powered by cutting-edge solutions, systems and technology. 
Through a number of innovations, the Company’s entertainment 
ecosystem evolves the player experience and enhances partners’ 
operations. 

One of the top innovations the Company is delivering this year is SG 
Vision: a breakthrough technology that can verify player age, support 
responsible gaming, enhance player loyalty programs and create 

personalized experiences for players. Importantly, this technology is 
available across the entire Scientific Games entertainment ecosystem 
including table games, electronic game machines, sports betting, 
lottery products, resort cameras and more. 

SG Vision is more than just facial recognition: SG Vision is computer 
vision that enables biometrics technology as well as object recognition. 
So, what does object recognition offer?

Imagine that a player walks into a casino and sits down at a table game. 
The SG Vision enabled table would recognize the player as a unique 
player, and verify that the player is of age to play. Next, SG Vision tracks 
the guests’ play with incredible accuracy for real-time player ratings, 
because SG Vision is also recognizing the number of chips on the table, 
the cards being dealt and the way the players and dealers are gesturing 
their hands. SG Vision will even recognize when the player’s drink is 
running low, and cue a server to check on the guest. 

Next, this player decides to visit an electronic game machine powered 
by Scientific Games’ SG Game Service, which allows multiple titles on 
the game. Because the patron now is identified in the casino, and spent 
some time playing cards, SG Vision will now recommend games the 
player may enjoy based on past play. 

SG Vision offers a way to simplify partner operations and enhance 
player experiences. For example, because a facial identification is 
registered through SG Vision, operators now have opportunities to 
enable new bonusing features and players rewards for anonymous 
players in addition to their tracked players. SG Vision can integrate with 
loyalty programs and allow players to register their facial ID for better 
rewards.   

Beyond tracking player experience directly at a game or machine, SG Vision 
can also be deployed on resort cameras around a property to provide a full 
picture of a player’s visit. All of this data can be combined into creating a 
highly personalized player experience with improved operations. 

All of this is possible thanks to the passionate engineering and product 
teams at Scientific Games who have been championed by Scientific 
Games’ Chief Product Officer, Tim Bucher. Since joining the gaming 
entertainment company mid-year in 2018, the Silicon Valley veteran 
has taken Scientific Games’ global entertainment ecosystem to the next 
level by combining dynamic content, comprehensive data and the latest 
innovations to help customers grow their business and delight their 
players. Drawing on his years of experience innovating at top companies 
like Microsoft, Apple, Dell and Seagate Technology, Tim brings outside 
technology influences to the gaming industry to create products, like 
SG Vision, that transform the gaming experience for both players and 
operators. ♦ 

Vision for the Future



The look and feel of the games and their individual components and displays are trade dress of Scientific Games Corp. 
and its Subsidiaries. TM and © 2020 Scientific Games Corp. and its Subsidiaries. All rights reserved.

Ultimate Cash Spin™ combines the 

popular Cash Spin® game with the 

innovative new TwinStar J43 Motion 

Wheel™ cabinet that allows players to 

grab the wheel and spin for free games, 

credit prizes, and progressive jackpots!

GET THIS INTERACTIVE 
GAME EXPERIENCE ON YOUR 
CASINO FLOOR TODAY!

GRAB THE WHEEL AND 
SPIN FOR CASH! 

ScientificGames.com

UltimateCashSpin_Ad_TribalGaming.indd   1 2/25/20   2:53 PM
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Since 2003, IDScan.net has developed technology for a safer 
and smarter world. Over the past 17 years, casinos have found 

many uses for its solutions that validate and collect information 
from government IDs—at the casino entrance, enrolling guests 
in loyalty programs, at hotel check-in, and at the cage. IDScan.
net has learned the security, compliance, and operations, issues 
that casinos face and has developed new solutions to meet these 
needs. The New Orleans-based company even opened a Las Vegas 
office in 2018.

IDScan.net has found a strategic partner in the Indian gaming 
community, with its technology deployed at more than 50 Tribal 
properties. The company’s mission is to enhance environments and 
experiences, and IDScan.net is proud to count Tribal casinos among 
those environments. One key reason for the successful relationships 
is the configurable and scalable nature of IDScan.net’s solutions. The 
company has installed the top-of-the-line technology that is used 
by large corporations across industries—including casinos—and in 
products that are both affordable and effective at properties with even a 
single entrance. This, along with a commitment to customer service, has 
made IDScan.net a trusted partner for dozens of Tribal casinos.

Innovation is a core value of IDScan.net’s, and the company’s undying 

commitment to innovation is proven by the evolution of its technology. To meet 
the gaming industry’s current and future needs, IDScan.net has added in recent 
years comprehensive ID authentication, facial recognition technology, and a 
mobile scanning solution that is quickly becoming the industry standard within 
casinos. In the future, look for IDScan.net to continue to innovate and to provide 
the best possible solutions for the gaming industry. ♦

Technology that Enhances
IDScan.net’s technology improves security, compliance, and the guest experience
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Konami Gaming, Inc. 
Konami Brings Future-focused Slot Games and 
Tech to 35th Indian Gaming Show

Guests at the Konami booth during NIGA 2020 
can experience future entertainment and casino 
technology designed to drive enduring results. 
With its 49-inch J-curve display, Konami’s 
DIMENSION 49J is featuring premium linked 
progressive series including All Aboard and 
Silent Hill, and its award-winning SYNKROS is 
showing next-gen player tracking and Title 31 / 
AML. Booth #1725.

Scientific Games 
Designed for Serious 
Gameplay
The TwinStar Matrix™ was designed for serious 
gameplay and cutting-edge content, boasting 
the power and performance to deliver lightning-
fast game response and crystal-clear graphics 
with sleek, game-focused styling. With a 
growing TwinStar library of proven performers 
and a robust pipeline of exclusive content, the 
TwinStar Matrix will be the foundation of every 
casino floor. Booth #1225.

Incredible Technologies 
Infinity Skybox® Ultra Rush™ 
Incredible Technologies’ Infinity Skybox® Ultra 
Rush™ titles are heating up slot floors across the 
country! Golden Steed™ and Sky Fire™ deliver fiery 
wins on a dual-screen experience. The Ultra Rush 
bonus triggers a Lock and Spin feature like no 
other. Progressive awards at any bet make Ultra 
Rush games an attraction for any player with any 
budget! Booth # 941.
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Gasser Chair Company 
Alto Series
The Alto Series is a refined product with the right 
features at the right price, resulting in a gaming 
chair that ranks high above the rest. The Alto series 
takes advantage of Gasser’s modular designs and 
newly expanded Youngstown, Ohio manufacturing 
campus to create an unmatched seating 
experience at an unprecedented value.  

For more information, visit www.gasserchair.com. 
Booth # 2035.

Eclipse Gaming 
Big Spin Mardi Gras
Indulge your senses with Spin Big Mardi 
Gras.  Dazzling graphics, showcased on 
the new Impact 43 portrait cabinet, and an 
entertaining pick bonus get the party started.  
A spin of the colorful Bonus wheel keeps 
players celebrating all night with credits, 
free spins and progressive jackpots.  Spin the 
wheel and let the good times roll!

For more information, visit  
www.eclipsegamingsystems.com.  
Booth #1917.

Gaming Arts, LLC 
Flappers & Dappers™
Old-school slot symbols come to life in Flappers 
& Dappers™! As part of the Dice Seeker™ series 
of video reels, this charming and vibrant game 
delivers an exciting gameplay experience that 
will have players on the edge of their seats 
with its persistent-style gameplay, free games 
feature, eye-catching characters, and more! 
Booth # 835.

AGS 
Orion Curves Cabinet
AGS introduces its new Orion Curves™ cabinet, 
featuring a 49-inch Ultra HD LCD curved portrait 
monitor and engaging game content. Launching 
with the Asian-themed Majestic Riches™ family 
featuring Sacred Dragon™ and Royal Phoenix™, 
both games feature a five-level jackpot bonus, up 
to six free games with retriggers, and stacked wilds 
featuring 3D animations for a cinematic game-play 
experience. Booth #1249.

Tutor Perini Building Corp.
Tutor Perini Building Corp. is a leading builder of 
Native American hospitality and gaming projects, 
offering expertise in building quality, on-time, 
on-budget projects throughout the U.S. Profes-
sional services include construction management, 
general contracting, preconstruction, post-con-
struction and design-build. TPBC’s success with 
new and repeat clients is based on its philosophy 
of “Building Relationships on Trust.” Booth #1609.

Gaming Support USA, Inc.
Gaming Support is focused on products that 
bring excitement to the casino floor: media sys-
tems that celebrate winners and bring the luck in 
winning back to the players, progressive jackpot 
systems that build large jackpots to attract play-
ers and beautiful casino signs that attract players 
to their favorite games. For more information, call 
702-752-6422  or email rakker@gamingsupport.
com. Booth #1313 and #2235.
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Concept 3 
Concept: 3 is a Las Vegas based casino 
marketing and consulting company. We 
are led and comprised of sales & marketing 
professionals whom are experts in creating 
and executing casino marketing strategies. 

This results in better product, better brands, 
better value and better results... just a better 
experience.
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Finley & Cook
We know you are betting a lot on the success 
of your Gaming enterprise and can’t afford 
to lose.

We have decades of experience innovating, 
minimizing risk, and ensuring success for 
Tribes throughout Indian Country. For more 
information, visit CasinoSucess.com. JJoin us 
on the floor for in-booth expert consultations. 
Booth #1420.

Ainsworth 
A-Star Curve
The new shape of Ainsworth arrives at the 
National Indian Gaming Association tradeshow. 
The A-STAR Curve features a 43-inch floating 
infinity monitor, dynamic LED lighting and a 
state-of-the-art LCD button deck. At NIGA, 
Ainsworth will showcase the new cabinet with 
a full suite of exclusive game content. For more 
information, vist us.agtslots.com. Booth # 1717.

IDScan
New Orleans-based IDScan.net is proud to 
exhibit at NIGA for a sixth consecutive year. 
On display this year will be Mobile Scanning 
Solution, which validates drivers’ licenses 
and passports with a simple scan. IDScan.
net will also demonstrate its Authentication 
Solution, with the new M500 scanner. For 
more information, visit www.IDScan.net. 
Booth #2005.

Rice Fergus Miller
Rice Fergus Miller is an award winning architecture, 
interior design, and planning firm dedicated to 
do meaningful projects that build and better 
communities. Their tribal projects have included 
master planning and design of hotels, resorts, 
restaurants, casinos, cultural centers, health clinics, 
housing, justice centers and schools. For more 
information, visit www.rfmarch.com.
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BACK OF HOUSE

A few months ago, I got a call from an old friend, 
John Warkentien. He had read one of our previous 
Back of House columns and couldn’t wait to tell me 

about a team member he recently started working with. 
John had just landed at Golden Acorn Casino in Campo, 
California. Just one hour east of San Diego, John took on 
the role of Director of Marketing, after semi-retiring from a 
casino four times larger in the same market. Golden Acorn 
provided him with what he’d been looking for in part two 
of his long gaming career: to help a smaller casino with 
loads of opportunity get to the next level. He was hired by 
yet another new transplant, Dr. Samantha McDonald, who 
had just taken the reins as General Manager.

What the two found was a gem of a resource: Danika Cuero, who 
held the interim marketing director position and is now their 
Strategic Marketing Manager. For 11 years, Danika had been the 
one constant for all things marketing and database throughout 
several changes in leadership. 

She started with the casino in 2009 when she was 19 after 
applying for a one-year intern position through her Tribe, the 
Campo Band of Diegueño Mission Indians. She shared, “During 
that year, you work in just about every casino position. You name 
it, I’ve done it. It opens your eyes to what the frontline team 
members really do, and that’s invaluable.” 

When she finally landed in marketing, she liked every aspect, 
especially seeing the numbers and evaluating what was actually 
contributing to the casino’s bottom line. “Being in such a small 
property, there would be days that I would host promotions or 
call bingo; there were so many different jobs and I loved them 
all.” Soon her interest peaked to learn even more. “There wasn’t 
a database coordinator at the time, and I always liked numbers, 
watching play and time on device, so I asked if I could be 
trained.” 

In chatting with Danika, her enthusiasm about learning is off the 
charts. And her attitude about her previous directors is a positive 
one, not a negative one as sometimes change and disruption can 
bring. “I learned something from everyone who has been in that 
position; it’s been interesting to see how everyone approaches 
work differently, their values, their ideas, how they view data.”

John has been so impressed with her drive to learn about 
everything in gaming and the way she relates to people. John 
added, “Danika is a strong female leader, and will continue to 
make huge impacts for her Tribe – I’m so impressed by her. She 
innately understands how to diplomatically handle people at all 
professional levels and ages. You respect her opinion, whether it 
is business or personal; she gives solid advice, as well as listens. 
One of her inherent skills is the ability to garner respect and trust 
from people; she’s passionate about acquiring all these skill sets 
across many fields; she’s interested in everything. She’s a good 
leader, very modest and humble, with a level of humility. She has 
an innate skill, that she shares with our GM Sam, to break down 
silo-ism; she works across all areas to get cooperation.”

A mutual fan club exists for Danika as well. “John is a generous 
and giving man; he doesn’t hesitate to share his knowledge. The 
ideas he comes up with! Even though he came from a much 
larger property, he has a way of making those ideas fit into our 
smaller casino and fit our guests. As a mentor, he’s very positive, 
and encourages me to be positive as well. I’m inspired to be that 
creative.” 

Working with her GM, she says, “Samantha is very confident 
and through her confidence, we feel confident. She’s very 
professional, but still very down-to-earth and I consider her a 
mentor. We talk about our guests’ play and overinvestment and 
she’ll ask me, ‘What do you think, Danika?’ She’s great at saying, 
‘Let’s test it,’ and going for it guns blazing.” 

Danika is also a mom who homeschools, and her partner is also 
in the gaming industry. When asked that age-old question that 
really only females get asked, she tells me that, “We make it work; 
when I’m at home, I’m at home. When I’m at work, I’m focused 
on work.”

What’s next for Danika? “I want us to be a destination stop; we’re 
just an hour from San Diego, really in the middle of nowhere. 
I want people to hear about us and say, ‘This place is amazing.’ 
I strive to grow the property larger. To add a hotel.” Her next 
career stop? “I’d like to be the casino’s Director of Marketing!” 

Watch out, John, this young woman is already a leader who 
inspires us – we can’t wait to see where her journey takes her. ♦

Back of House 
People Who Inspire Us: Danika Cuero  

By Christine Faria

Christine Faria,  Executive Editor, Tribal Gaming 
& Hospitality Magazine and VP of Marketing, 
Raving — As Executive Editor, Chris oversees 
content development for Tribal Gaming & Hospitality 
Magazine and also serves as a contributing writer. 
In her role at Raving, Chris manages marketing and 
content for the firm as well as Raving’s tradeshows 
and signature conference, Raving NEXT.  
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Visit RavingData.com or call us today at 775-329-7864

Getting the 
Data is Easy * 

*Understanding how to use that 
data to improve your operation 
is where Raving comes in.
When you factor in staffing and software 
challenges, interpreting a mountain of player 
and guest data into actionable steps  
can be incredibly difficult. Raving’s  
analytics team is on your side! We’re  
trusted operators that know gaming 
and hospitality.

5470 Louie Lane #102 — Reno, NV 89511

Youngstown OH 44505    USA   800.323.2234   330.759.2234   sales@gasserchair.comgasserchair.com

ALTO SERIES
SIT DOWN, STAND OUT.

BY GASSER CHAIR COMPANY

Visit Gasser and experience the Alto 

at NIGA, Booth 2035
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