
play in order to determine the amount that the casino will 
theoretically win each and every time that person walks int o 
the casino . It is the foundation of all modern direct 'm ar­
..et ing programs and special events. Casino marketers will 
iden tify player segmen ts based on their dail y average the­
o re tical win , design campaigns and offers , estimate the 
number of players who will be t empted to visit the casino 
'or those offer s, and pr edict the amount of mon ey the 
casino will theoretically win from those players. These are 
compiled into a campaign pro forma. 

The most co mmon mi stake made by casino markete rs is 
to think that th eoretical win is an appro priate mea su re of 
actual campaign performance. Theoretical win is a tool to 
pr edict gaming behavior while actual win is the amount of 
money a casino actually wins from a particular campaign of 
event. If a campaign or special event is pla nn ed correctl y 
and the staff of casino marketing creates a so-called group 
within the system's player tracking module, then th e sys­
tem will be abl e to tra ck the actu al gaming perform an ce of 
all pe ople enrolled in th at group . If the staff does not, then 
all it can do is rely on th e campaign's pro forma to predict 
wh at the campaign actually did . 

Some casinos are also plagu ed with pr oblems within 

their casino management systems. The most common prob­
lem is the consistent variance between th eoretical win and 
actua l win. For a casino with a mature da tabase, the vari­
an ce between these two numbers is rarely more th an 10% . 
H owever, som e casinos are con sistently beset with variances 
in excess of 50 %. If thi s is th e case , marketers will resort 
to the number that seems more accurate. Any casino that 
suffers from this mal ady must contact its system vendor and 
re cti fy the problem. 

Handle, th eoretical win and actu al win all have their place 
as measurement tools in the operation and marketing of the 
cas ino enterprise . Ultimately, th e questi on that leaders of 
the gaming en terpr ise must ans wer is, " from whi ch num­
ber is cash derived to pay the bills and fund tribal services?" 
D oes cash come from handle, the amount of money the 
casino sh ould theoreti cally win or the am ount of mon ey that 
the casino actually win s from its customers? 

For all casinos, cash is derived from th e actu al amount 
of money won from gaming operations. + 

Andrew Klebanow is principal ofKlebanoio Consulting. 
He can be reached at (102) 547-2225 or email 
Klebanow@att.net. 

NTGC/R
 
(National 1i-ibal Gaming Commissioners/Regulators) 

SPRING CONFERENCE NanCE 
Where: Mohegan Sun (Uncasville, CI)
 

When: Monday fa Tuesday • March 8th fa 9th, 2004
 

Attend all of the following regulatory training seminars on March 8th. 
• Case studies/ internal investigations • Internal auditing 
• Surveillance techniques-what to watch for • Slot machine functions fa technology 
• Background investigations • Vendor licensing 

General session all day Tuesday March 9th with informative speakers 

NIGC Chairman, Phil Hogen for NIGC updates
 
NIGA Executive Director; Mark VanNorman Legislative updates
 

For registrati on information contact: 

l--lichad Bmwn. A.s si~t;Jnt Director orman Dcskosicr« Commissione'r 
Mohe-g;m 7;'ilnl Glming Commission \!le';;!" 7;'ihalGaming Commission 
One Mnhcg.1n 5lm Bl\~J. .)()OO Willows RO.1J 
Unca S\"ille~ CT06382 All' in<~ CA 91901 
86IlR62.R·IOS M9.65~ 1703 
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