
ANDREW KLEBANOW 

E-Marketing to Casino Customers 

Email and the Internet have quickly become an integral part 
of the lives of most Americans. Most readers of this pub

lication rely on the Internet and e-mail for daily communica
tion with both friends and business associates. This behavior 
is no different for the general population. 

C urrently, it is estimated tl1at 61.2% of adults use tl1e Inter
net regularly. While it is generally assumed that younger age 
groups comprise the buJk oflnternet users, usage among older 
demographic groups has increased significantly. Today, tl1e 
47% percent of the US population over the age of 50 uses tl1e 
1 nternet regularly and their usage rate is increasing fas ter than 
yow1ger demographic segments. In 2000,45.8% of people aged 
55-64 used tl1e Internet. In 2003 tl1at number jwnped to 56.7%. 

As usage among key customer segments increases and as costs 
associated with direct mail rise, casin o managers have come to 
recognize that e-marketing will soon become a critical com
ponent of every casino's communications mix. This initiative 
is driven in large part in the belief that delivering an e-mail to 
a targeted customer costs far less tl1an trad itional mail. \Vhile 
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this is true, there remain real and significant costs with devel
oping and maintaining an e-marketing infrastructure. 

Minimum Requirements 
T he costs associated witl1 starting up an e-marketing pro

gram are dependent on a number of factors. A critical compo
nent is a casino management system whose player tracking mod
ule is capable of storing, sorting and retrieving e-mail addresses. 
Older systems can store e-mail addresses but there are often 
limits on the number of characters that can be stored in iliose 
Fields. To get around this problem operators store e-mail 
addresses in the "comments" field. That, in tum, limits the abil
ity of the operator to segment and sort e-mail addresses. 

Any effective e-marketing program requires a dedicated 
computer server to manage ilie e-mail process. In addition, the 
casino must purchase software to pull e-mail addresses out of the 
casino management system, sort ilie addresses and send the right 
messages to the appropriate player segments. More 
significant are the costs associated with hiring and training 
personnel to manage tl1e e-marketing process. J ust as direct mail 
requires a dedicated person to manage tl1e thousands of mail 
pieces that a casi no sends out each month, so must a casino 
dedicate a person full time to the task of managing its e
markcting progran1. Altematively, a casino can use an experienced 
advertising agency at start-up as an e-marketing manager unti l 
its infrastructure is in place and its staff is n·ained. 

Types of Offers 
T hough the concept of e-marketing in casinos is sti ll in its 

start-up phase, casino operators have already tested many 
types of o ffers and have identified those that yield the great
est results. These include: 

• Bar-coded offers tl1at players can print, bring into 
the casino and redeem for cash, premiums or mer
chandise. 

• Informational newsletters that can act as eitl1er a 
replacement or a supplement to the casino's monthly 
mailer. 

• Surveys that probe customers' experiences wjtJ, tl1e 
property. 

• Reminders of upcoming drawings, particuJarly for pro
motions iliat last several weeks. 

• Last minute alerts to sell any unsold tickets to upcom
ing concerts. 

• Frequent, personalized commw1ications to premium 
segments of the database from both hosts and the 
general manager. 



Common Mistakes 
Leslie Davis, ow11er of Davis Marketing, a firm that special

izes in database marketing and advertising to the casino indus
tly, points out several common mistakes casinos make when 
establishing an e-marketing program. 

First, casinos often fail to properly budget and fund their e
marketing programs. Second, there is a mistaken belief that, since 
e-marketing relies on computers, the accountability of manag
ing e-marketing should go to the IT Department. When this 
happens, the task of sending out offers may get postponed 
while IT staff addresses critical functional aspects of keeping the 
lT system running. T ime-sensitive material may get sent out 
late. Third, even when e-marketing falls under the accounta 
bility of the Marketing department, the casino often relegates 
the task to someone who has a wealth of other accountabilities. 
rn other words, casinos fai l to properly allocate the capital and 
human resources to make e-marketing effective. 

Develop Policies and Procedures 
Before beginning an e-marking program, it is incumbent that 

the casino operator develops a Policies and Procedures Man
ual to address customer concerns. T he need for such a man
ual wm become evident the first time the casino sends out an 

Many Nations, One Common Goal ... 

o ffer-based e-mail to its customers. How will the casino 
handle the customer who says that he/she did not receive an 
e-ma il offer but their spouse did? Who will be accountable to 
address those customer concerns? How will the casino deal with 
e-mails that arc sent back as undeliverable? Will the casino 
attempt to contact the customer or will th e customer's fi le be 
noted with an "undeliverable e-mail address" in their file? 
W hat is the procedure for customers who choose to opt out 
of the e-markcting program at a later elate? Who wi ll respond 
to e-mail inquiries? 

E-marketing can be an effective tool in a casino's market
ing arsenal. However, e-marketing wi ll not replace direct mail 
any time soon. Rather, its purpose is to supplement the suite 
of comnmnications that casinos usc to reach their customers. 
Done effectively, e-marketing can deliver a series of targeted 
and frequent messages to their database as relatively low cost. 
However, there are sti ll real and significant costs that a casino 
will incur in building and main taining an effective e-market
ing program. + 

Andnw Klebnnow is principal of Klebnnow Consulting. 
I le can be reached at (702) 547-222 5 or by e111nil nt 
KJebcmow@att. net. 

Sovereign Nations Scholarship Fund 

"Our concern is for all of Indian Country 
- not just our own tribe or the tribes that 
do well for themselves. Having a qualified 
Indian workforce in the next century is 
going to be important for all tribes in 
maintaining their sovereignty. " 

- Stanley Crooks. Chairman 
Shakopee Mdewakanton 

Sioux Community 

The Sovereign Nations Scholarship Fund was 
faunched in 2001 with a challenge grant of $900,000 
from the Shakopee Mdewankanton Sioux Commu
nity of Minnesota. We are asking other tribes to 
contribute until the fund totals $10 mi Ilion. 

By establishing the Fund, we hope to build an 
endowment that will help meet the higher education 
needs in Indian Country for generations to come, 
resulting in higher employment rates, increased 
incomes and a better quality of life in our 
communities. 
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