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market r esearch firms to co nd uct pre- an d post-testi ng att i­
tude, awar en ess and usage studies . O thers m ay att em p t to 

identify permutations in gaming revenue an d correlate them 
to rec en t adve rtising campaigns . However, for the most 
part, casino advertising goes unmeasured. By utilizing demo­
graphic so ftware and mapping programs, the casino's adver­
tising team ca n design effective tools to measure the success 
of th ei r advertising effo rts . 

As wi th all software products, there is a learning curve. If 
a cas ino commits to purchasing these power fu l so ftware 
tools, it mus t also id en tify peop le with in th eir o rga n iza tion 
who wi ll u til ize the se program s and develop a sys te matic 
approach to ana lyzing the data and u ti lizing th e informa tion 
g leaned from the ana lysis . ~ 
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e asuring Results 
. Vhile direct mai l, if de signed and executed effect ively, is 

_ lv targeted , deli vering the righ t reward to the right cus ­
e r, advert ising o ften is no t . T his is because it is difficu lt 
pro h ib itive ly expensive to measur e the effec ts o f adve r ­

n g on a casino 's busine ss. Wea lthier casinos ca n utilize 

recent years the c osts of software that generate detailed demographic reports 
r any geography and demographic mapping software have dropped to the point 
ere any casino c an now justify their expense. " 
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As an example, with a database -mapping progra m, the 
I!l O advertising director can design more effective billboard 

-npaigns. If the goal of a particular ou tdoor campa ig n is 
re in force a da tabase-m arke ting m essage with b ill boards, 
c ific outdoor locati ons in neigh bo rh oods with hi gh con­

. i rrations of play er s can be iden tified and me ssages placed 
those billboard s. I f, o n the other hand , the goa l is to tar­

_ t new prosp ect s, this mapping program can eas ily id enti fy 
_.i5 where th e casino has a low penetration rate . T he 

o's adve rtisers can in tur n de liver a variety of adve r tis­
:- messages th rough outdoor, prin t and se lective broad cast 
_ iia, in order to increase penetration into tho se areas . 


