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Introduction: Randy Fine

e Managing Director and founder of The Fine Point Group
e Chief Executive Officer of Greektown Casino in Detroit, Michigan

e Former Corporate VP of Slot Operations for Harrah’s Entertainment, the
world’s largest gaming company

e Sole inventor of intellectual property behind the 2003 launch of Harrah’s
loyalty program

e Former CMO for Carl Icahn’s gaming companies; part of team that
transformed S300M into a $1.3 billion sale

e Former McKinsey & Company consultant

e Harvard MBA (Baker Scholar); Harvard undergrad
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Look Familiar? A Shrinking Market

YOY Market Revenue Growth
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. y A Losing Casino In a Shrinking Market
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3 It Doesn’t Have To Be This Way
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Doesn’t Have To Be This Way:

Revenue Drivers in the Casino Industry

Fine Point.



Marketing is like a towel full of water,
and most companies haven’t started
squeezing
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' N The FPG Framework for FAST Revenue Growth

PRODUCT OFEERS

REWARDS
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N The Complication: Internal Obstacles to Turnaround

PEOPLE SYSTEMS

CULTURE
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This is How We Do It

Fine Point.
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' 4 Slot Optimization Framework

Product Box
Price Chip Set
Revenue
Place Configuration
Promotion Marketing
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Product

Price
Place Configuration
Promotion Marketing
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FPG Relationship Marketing Model

FPG’s Proprietary Loyalty Customers can clearly
understand how to
CyC|e participate in marketing
programs

Reinvestment can
be varied by

LanIJ ty customer segment

—one size does not

fit all

There is enough information
for customers to feel a sense Transfer-
of control over how, when ability
and where rewards are
redeemed

Marketing programs “fit”
across all revenue streams

The program incents wallet-share
consolidation through targeted
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A Four-Dimensional Strategy

e We start with the foundation of WORTH -
expected revenue on a given visit

— Address customers differently based on how
much value they provide us on each trip.

— A S1000 customer, S100 customer, and S10
customer should get different communication

e A $10 customer might get no communication!

—
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Sample Worth Analysis

Top 22% of customers drive 69% of revenue.
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A Four-Dimensional Strategy

We add FREQUENCY

.

N — We should talk to customers

~ differently based on how often they

K visit

< e We want to get a one trip customer to

® come 2 or more times, and a 3 trip
customer to come 4-5 more times, etc.

[Q\|
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Getting one

more visit per

quarter from
these two

groups is

worth millions

O
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Sample Frequency by Worth

The bigger the player, the more frequently they come.

Trips/Quarter
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Sample Value Analysis

While a $1000+ customer is worth 112 A S0-49 gets six times as much
times a $0-49..... reinvestment as a $1000+
Cumulative Worth/Quarter Reinvestment Per Segment

12000 30%;
10000 25%;
8000- 20%/
6000- 15%
4000 10%
2000- 5%
0- 0%

0-49 50-99 100-199 200-299 300-399 400-749 750-999 1000+ 0-49 50-99 100-199 200-299 300-399 400-749 750-999 1000+

Ensure this makes sense....
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A Four-Dimensional Strategy

Add DISTANCE

e Gamingis areal
estate business —
location, location,
location

e [t takes more to
get a $100
customer who
lives 20 miles
away to visit
versus one who
lives two.

e Zip codes work even
better as not all
distance is equal
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- Sample Distance Analysis

But we don’t materially over-reinvest to

20+ guests come less frequently...
incent them to come more often..

Trips/Quarter Reinvestment Per Segment

SO B N W A~ 01 O

We should raise this!
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— 11 MIS550URI T oy U C Y, VIRGIHIA ]
- —a
.
Wip%ton-Salem _ Durham
gTulsa @Smﬂlli 11 @ c ! gRaleigh
r
3085 @g&ahuma - 306G g =815 s 27873
Amarillo @;harlntte.‘h Fayetteville
OKLAHOMA 47 =
ARKAHSAS Memphist, sg1s3 T ENME S SEE HORTH
i Chatt ¥
FA2E1 glittle Rock g LTE _ anooga AROLIHA
123 Huntsville : SOUTH CAROLIHAY 4
sLubbock 3 5 362 3009 mh\éns ‘
a2 Wichita ., i Cnlumhla 29578
Falls 38875 ¥ Augusta
TRERSD - G)Blrmingha + Atlanta g
_=Plano 38046 30229 2910
T FortWorthly O A
Abilene 75123 Dallas o, - MISSISSIPPI ALABAMA GEORGIA il
7560 | 2
Lereg Yy @.Iacksun
Montgomery Savannah
G)Wal:ﬂ i
39603 706
T‘}X A S b,
5943 15936 75944
6950 LOUISIAHA
44T
L 77399 A e FLORIDA = o dllahasses |i @Jacksﬂmﬂlle
73540 Taee0 Austin - Lafayette, @ fs3 4 w055 Atlantic
San Antoni Lm Beaumnont ;560 @ iz by
an Antonio ¥
A *  Houston ' 70340y . Hew Orleans 3648 AR gy OGN
70373 22634 32183 v
3a4g4" 3150732012
FTHES % 4 E’;Orlandu
3673 7 33as 32931
G ou ! o f M e x| ¢ o 33767 37hne 32910
Laredo 78341 @ L 32964
Corpus 33M5 G‘ampa 34979
Christi 34281, 33826 34951
34277, ‘sdzes 362 O THE
iV #3951 BAHAMAS
SOD’JH',TOa‘l] '3\1955—2‘326 MlCros0R Corporation andior ks suppliers. Al Tigits resened. Pomions © 1990-2005 instaliSnield Somware Comporation. All rignes resened. Cartain manping and direction data © 2005 MAVTEGQ. All Tiges resened. NAVTEG and NAVTE QO'\ m-‘}‘!a?e Wrademanks of NAVITEQ. 10 2005 Telke Allss Nort
America. in Al Tignes fesened el Ablzs 3nd Tek Allss NOTS AMErica 3re tragemans of Tele Atlzs 1z ) ———

A T




A Four-Dimensional Strategy

Add RELATIONSHIP

e Customers go through
a lifecycle

— We might offer a
new $200 customer
a better deal to
come back than we
offer a $200
customer that we
know comes every
month

— Similarly, we might
offer someone who
hasn’t been back in a
few months a better
offer than those who
come consistently

AN

time CANA

GAMI
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More Real Results...

Year Over Year Performance
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Questions?

Randall A. Fine
rfine@thefinepointgroup.com
(702) 965-2020
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