
MARKETING 

Developing a Casino Marketing 
Plan That Works 
by Andrew Klebanow 

T he phenomenon of casino development in the U nited 
States is a fairly recent trend. Outside the jurisdictions 

of Nevada and Atlantic City, casinos have existed for little 
more than a decade. Initially, marketing plan development 
and implementation were not critical factors in the success 
of these early operations. Casino operators were able to 
open facilities and implement a variety of marketing programs 
based more on individual managers' personal experiences or 
to simply mimic what the competition was doing rather 
than develop marketing strategies and action plans based on 
their customer's needs and market trends. 

Today, a sizable number of Indian gaming properties 
operate in very competitive environments. As such, there is 
now a real n eed for casinos to develop and implement 
structured marketing plans. 

T he casino marketing plan is a working document that the 
gaming enterprise develops each year in order to plan its mar­
keting and advertising activities for the next twelve months. 

Blackjack and the Law 

Do casinos have the legal right to exclude 
players because they are skillful? What if a 
player who is told to leave comes back to 
play later? Can you be forced to show your 
ID? Can you legally use false ID? What if 
you are told by security guards to go into the 
"back room"? Is preferential shuffling legal? 
Can a casino legally restrict your bet 
spread? How can professionals take 
gambling losses off their taxes? What 
records do you have to keep to satisfy the 
IRS? Is it legal to gamble over the Internet? 
Are gaming laws different on Indian 
reservations? Everyone from the casual 
player to the full-time professional card­
counter will f ind useful answers to legal 
gambling questions in this 245 page book, 
Blackjack and the Law. This book brings 
together 14 years of the syndicated columns 
of Attorney I. Nelson Rose, recognized as 

~. 

Blackjack 
and the Law 

one of the world's leading authorities on gambling law, with the 
commentary of Attorney Robert A. Loeb, who has represented many 
card-counters in various legal disputes. ---------------------, 
0 Please send me Blackjack and the Law for $24.95 I Quantity: II 
0 NV residents add $1.81 tax (per book) 
0 Shipping & Handling 53.50 
0 Check enclosed, or 0 Charge my Credit Card: 
0 Visa 0 Mastercard 0 Discover 0 American Express 

Card# Expir Date 

Name 

Address 

City State ZIP 

Send to: 
RGE Publishing, Ltd., 2565 Chandler Ave. #8, Las Vegas, NV 89120 
Tel: (702)798-7RGE Fax: (702) 798-BRGE 

- ----------- ----- -----
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The plan clearly defines the property's goals and objectives, 
the strategies it will employ to achieve them and the specific 
action plans that will carry out those strategies. 

Special events calendars, promotions calendars, direct 
mail schedules, and marketing budgets presented to the 
tribal council are not in themselves marketing plans. Devel­
oped in the absence of a critical evaluation of the market and 
without clearly delineating the property's objectives, goals and 
strategies, they merely rehash what was done in the past. 

The total expenses associated with the marketing 
activities in a modern casino can easily exceed 20% of 
gaming revenue (slot club points redeemed for cash and 
camps, direct mail offers, discretionary comps, promotions, 
special events and advertising). As one of the single largest 
expenses of the gaming operation, it is critical that the casino 
plans how it will market itself, to whom it will market to, and 
to forecast the expected returns from those activities. 

The marketing plan clearly defines who the property's 
customers are and it defines how the property is positioned 
in the market. The plan analyzes trends in the market; it 
evaluates the competition and it reviews the property's past 
year's marketing efforts. It is the place where the property's 
mission statement is stored; it defines the property's goals and 
the fundamental strategies that will achieve them. It then lays 
out all of the marketing activities for the upcoming year with 
their associated costs and expected returns. 

The marketing plan provides the leaders of the gaming 
property with periodic "reality checks." Too often casinos 
allow competitors to determine the marketing playing field. 
An aggressive promotion by a competitor that targets a 
particular market segment is often followed by other 
competitors attempting to match or exceed that offer. The 
marketing plan reminds the casino 's managers which 
market segments the property competes for and the strate­
gies that it employs to attract those segments. The plan 
keeps the casino from deviating from its strategy and prevents 
it from chasing potentiallly unprofitable market segments. 

The single greatest challenge facing the casino marketer 
in the development and implementation of a marketing plan 
is finding the time to prepare the plan. Casino marketing 
directors are often too busy to sit down and write next year's 
plan. Developing an annual marketing plan takes time and 
few executives have the time to walk away from current 
tasks to plan for the future. 

Plans cannot be developed without the input of key 
executives of the gaming organization. Without the input of 

the slot director, table games director, food and beverage 
director and other key operations personnel, the plan will not 



be followed. By involving key directors in the 
plan's development, they will take pride in 
ownership and participa te in its implementa­
tion. 

Many managers in the gaming industry are 
not used to operating with a written plan and 
often rely on marketing techniques that they 
witnessed at other properties . Those may be 
inappropriate for the current property that 
they work in. When managers sit down and 
review trends in the market, participate in 
strategy formulation and action plan develop­
ment, they are more likely to stay the course 
and not deviate by implementing illogical 
tactics. 

What follows is a basic outline for building 
a comprehensive casino marketing plan. 

I. Executive Summary 

II. Situation Analysis 
A. Market Analysis 
B. The Competition 
C. The Customer 
D. T he Property 

III. Marketing Objectives and Strategies 
A. Marketing Strategy 
B. Mission Statement 
C. Goals and Objectives 
D. Other Strategies 

rv. Action Plans 
A. Advertising Plan 
B. Public Relations Plan 
C. Player Rewards Plan 
D. Direct Mail Plan 
E. E-Mail Plan 
F. Player Development Plan 
G. Special Events Plan 
H. Promotions Plan 
I. Conswner Research Plan 
J. Website Plan 
K. Marketing Calendar of Events 

& Promotions 

V Marketing D epartment Organization 

VI. Marketing and Advertising Budgets 

(Continued next page) 

Held At Indian Owned Hotels & 
Conference Facilities 

Expand your professio~al knowledge by j~ i ni~g us for o.ur 
highly regarded educational workshop senes 1n Compli­
ance and Game Protection. This series of workshops will 
expand your knowledge and increase your awareness of 
ever changing compliance issues. Atte~d ~he worksh.ops 
by topic as you need them or.earn qontmUing. Education 
Credits (CEUs) to earn a certificate 1n ~ompllanc~ and . 
Game Protection. Call today for deta1ls on attendmg or, 1f 
you choose, to begin earning your certificate! 

Feb 7-8 · Ak·Chin Casino & Resort, Maricopa, AZ 
Feb 7: Recognizing & Preventing Cheating, 

Both External & Internal 
Feb 8: Overall Casino Protection - From The Back 

Of The House To The Front Of The House 

April 8-9 - Tulalip Best Western, Marysville, WA 
April 8: SARC Reporting Procedures & Audits 
Apri/9: Customer Service and Communication Skills 

April 29-30 - Mystic Lake Casino Hotel, Prior Lake, MN 
April 29: SARC Reporting Procedures and Audits 
April 30: Environmental, Health and Safety 

Regulatory Requirements. 

March 2002 Indian Gaming 29 



MARKETING CONT. 

This outlined plan can be applied to any sized operation, 
from a 500-machine casino to a 3 ,000-room hotel-casino. 
During the next two issues this column will focus on the fun­
damental components of the casino marketing plan. When 
complete, the plan will give the casino a road map that will 
allow the property to meet its marketing objectives and 
achieve its financial goals. 

\Vhat one must remember is that, .once created, a mar­
keting plan is not etched in stone. It must be flexible to react 
to changes in the market. Yet it must adhere to its funda­
mental strategies so as not to let the competition dictate the 
marketing playing field . By defining realistic objectives 
and goals, creating sound strategies to achieve them, and 
designing and implementing detailed action plans, the 
property stands the greatest chance of fulfilling the casino's 
mission. + 

~­. Youmq_v~ 

Andrew Klebanow is a principal of Kleban01v Consulting, a firm 
specializing in consulting services exclusively to the gaming 
inudustry. Andrew can be reached at (702) 547-2225 or email 
klebanow®att. net. 

groups from 15 to 500 or trade with up to 1,000 participan:rs! 

.Marcy .Morris, ..American 1nd'ian §roup Safes .Manager 
1-Soo-523-2464, Ext. 7416 • www.cdacasino.com • etnai( mmorris@cdacasino.com 
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AREA WIDE JOB VACANCY ANNOUNCEMENT 

POSITION#: 02-02-07 OPEN: 02-11-02 CLOSE: OPEN UNTIL 

JOB SUMMARY: The Position is responsible for the 
conduct of all table games conducted in the casino. The position supervises 30-40 employees and is 
also responsible for conducting blackjack, craps, paddle wheel and roulette training courses for 
potential dealers and for the in-service training of current dealers. Position will oversee Poker ops and 
personnel. 

JOB QUALIFICATIONS: 
Bachelor's Degree in Business Admin, Mngmt or related field or min. of 5 years Table Games exp., Requireo. 
H.S. Diploma/GED or highest degree in Bus.Admn./Mngmt. Or related field, requ. If no Bach.Degree provided. 
2 years Table Games Mngr. Experience minimum, required. 
3 years supervisory exp. Minimum, required. 
Must possess strong organizational, problem solving and decision making skills. 
Must possess strong interpersonal skills with the ability to write and speak effectively. 
Knowledge of computers, may use computer in day to day workload. 
Must possess quality internal/external customer service skills & be able to work in a fast paced environment 
containing excessive noise, smoke and stress. 
Must be able to obtain a gaming license, adhere to casino substance abuse policy and pass pre-employment 
drug and alcohol testing. 

4 Bears Casino & Lodge of the Fort Berthold Indian Reserfvation gives preference in filling vacancies to qualified Natived American 
applicants. 4 Bears Casino & Lodge is an equal opportunity employer offering employment to qualified persons regardless of race, sex, 
religion, sexual preference or national origin. Veteran's preference is given. Please submit application, required documents & resume to fax: 
701-627-3138 or address: HR Dept. . 202 Frontage Rd., New Town, ND. 58763 or contact the HR Dept.@ 1-800-294-5454 ext. 7606. 
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