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Introduction

Great benefits

E
ffectively managing affiliates and communicating regularly with 

them ensures casinos maintain a competitive position within the 

egaming industry, and continue to innovate for the good of their brand.

The contributors to the EGR Affiliate Report share their views on 

fostering good relationships with affiliates, how best to do so, and why 

this collaboration is a critical part of being a successful casino/egaming 

provider.

As the experts featured within will demonstrate, the right affiliates and 

the right strategy towards marketing them drives penetration into new 

markets and informs a platform’s overall popularity and visibility within a 

crowded industry.

The report aims to provide the industry with advice on how they can 

help maximise the power of their affiliates, leading to great benefits for 

everyone involved. 

By Ross Law | Report editor
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Featuring: GoWild Gaming

GoWild’s heroic platform

Roger Katz, of GoWild Gaming, reflects on 

how the company works with its affiliates, 

and the big changes it has undergone in 

recent times

EGR Intel (EGR): What changes has GoWild undergone 

in recent times?

Roger Katz (RK): As GoWild hit the 10-year mark, 
we took this momentous occasion to start building 
for the decade to come – and this started with our 
offering. While we had a very fruitful run as an 
exclusive Microgaming operator, this relationship 
had both advantages and disadvantages for us, as 
much as our affiliates. 

The main advantage, of course, is that you have 
affiliates dedicated to Microgaming games, and 
this meant we were permanently listed on sites 
offering games within this segment.

The disadvantage from an affiliate perspective, 
however, is that you can’t be listed by everybody 
because you don’t have all the software providers 
they’re looking for. There are also some disadvan-
tages from a country perspective. Bettors within 
the Nordic countries, for example – a main focus 
area for many affiliates – prefer to play games from 
a broader range of providers, which is something 
we wanted to bring, to help affiliates penetrate 
those markets.

That’s why, over a year ago, we decided to change 
our situation and transform ourselves from being 
an exclusively Microgaming operation, to a multi-
gaming platform. We have moved from a single 
software platform, to a revolutionary igaming 
platform – the new GoWild Hero – with more than 
1,500 games from 20 top software providers includ-
ing Microgaming (but now in the Quickfire format), 
Net Entertainment, Evolution Gaming, Scientific 
Gaming, Yggdrasil Gaming, iSoftBet, and Play’n GO. 

Once the software providers were in place, we 
migrated all three of our casino brands – GoWild 
Casino, WildJackpots and AstroBet – to this new 

platform. We successfully completed migration at 
the end of Q2 17 and were able to retain 90% of our 
active player base and 100% of our VIP players in 
the process. In addition to unprecedented variety, 
the move to GoWild Hero moves us away from 
the common customer relationship management 
macro-segmentation approach. Now we’re able to 
deliver a far more effective, personalised gaming 
experience with tailor made offers, to very nar-
rowly focused groups of individuals, based on their 
precise preferences – an excellent advantage for 
affiliates in terms of players’ lifetime value.

Overall, the power of the new platform is a 
remarkable change because our affiliates can still 
promote GoWild through Microgaming streams 
as they have always done, while opening up huge 
opportunities to promote us in different fields and 
with different providers. As a result, the uptake 
we have experienced within the last few months 
has been nothing short of amazing. And from the 
affiliate point of view we get a lot of positive feed-
back because they are now finally able to push us 
with additional products, within a wider range of 
markets including the Nordic countries, Germany, 
and soon the UK where we’ve recently received 
licensing.

EGR: How have you been promoting these new changes?

RK: These changes are big news, and something 
we’re very proud of! As such, plans and progress 
have been communicated continuously throughout 
the transition period, and promoted accordingly 
throughout all the relevant channels. 

Press releases were instrumental for spreading 
the message to the industry as a whole, covering 
both the player and affiliate perspectives.

We’re also very proactive in distributing elabo-
rate newsletters to our affiliates. We send these out 
once or twice a month to make announcements, 
and show everyone where we’re at and what we’ve 
been doing. Amazing news of this magnitude, of 
course, has featured quite heavily within.

Roger Katz  
Marketing manager
GoWild Gaming

Roger Katz has 

extensive experience 

in the planning, 

management and 

execution of affiliate 

marketing strategies. 

He also has more than 

10 years’ experience 

in B2B sales and 

more than five years’ 

experience in the 

igaming sector.



7

A F F I L I A T E  R E P O R T

EGR: What has your experience been in marketing  

GoWild’s affiliate brands?

RK: I have managed the GoWild affiliates depart-
ment for the past five years in what’s essentially 
the role of affiliate manager. What I’ve always liked 
about us, and see as one of the key characteristics of 
our programme, is that we’re very responsive and ef-
ficient.

It may sound obvious, but I have always pushed 
my team to give people what they want as quickly 
as possible. I view this as one of our unique selling 
points within an industry where other providers are 
often not so fast in responding.

On top of this, we are highly creative and dynam-
ic. For example, every game that was ever released 
on Microgaming was actively promoted; we made 
sure our affiliates had the banners and loading 
pages for it on the spot. Also when affiliates come 
with a request for additional media, we always 
handle this as quickly as we possibly can, whether 
it’s standard, customised, or co-branded collateral 
they prefer.

We also have a uniquely flexible approach when 
it comes to the types of deals and payment struc-
tures we offer partners. As many of our affiliates 

can confirm, we’re always open to their suggestions 
when it comes to customising their ongoing com-
mission plans, and welcome different ideas for 
optimising earnings, as long as they make business 
sense for all parties.

Basically, I’ve always known that we are not the 
biggest provider out there, and as a result need to 
have these unique selling points in order to stand-
out in the industry, and fuel profitable, enduring 
relationships with our affiliates.

EGR: How do you promote yourself to your affiliates and 

vice versa?

RK: We have always had a strong two-way channel 
for communicating with affiliates. So even when 
it comes to mega changes, the way we promote 
ourselves remains the same. 

Our affiliates are also consistent in the way they 
promote us to the domains they serve. As you know, 
there are lots of very loyal players to affiliate sites. So 
if an affiliate advertises the broader changes we’re 
making – whether it’s a new game or our new plat-
form – our message is suitably relayed to the entire 
player community, with the fanfare it deserves.

EGR: How do you maintain strong relationships with your 

affiliates?

RK: I would say that 70% to 80% of our affiliates 
have been working with GoWild for a long time, 
and I can honestly say that we have genuine friend-
ships with many of them. Our modus operandi is 
to go to all of the conferences, so we see them regu-
larly and know them very well. This frequent face-
to-face contact with our affiliates has forged well 
cultivated relationships. During the first few years 
of my time as head of the affiliates department, I 
literally flew all over the world to meet all of my 
affiliates, and this contact has been the foundation 
of sustained loyalty.

Our affiliates also have dedicated account manag-
ers and we have daily contact with most of them – 
our lines of communication are open 24/7.

EGR: How do you anticipate marketing developing in the 

near future? What would you like to improve?

RK: When I first started the number of big affiliates 
was almost non-existent, though the spread of af-
filiates was much larger. Nowadays affiliates are far 
fewer and more consolidated, with the big players 
tending to simply acquire smaller companies. The 
same holds true for casinos.

That being said, GoWild, while on the smaller 
end, still has a lot to say, and offer. In addition 
to our new platform, we’re currently on the verge 
of going live in the UK. As we speak, our teams 
are laying the final groundwork to enter the UK 
market, which as you know, is a challenge in and 
of itself with a long list of rules and regulations to 
follow.

We’re very lucky in that UK players already know 
us and anticipate GoWild’s arrival. This brand 
recognition should play out well for us, as well our 
many affiliates who look forward to promoting us 
within the UK.

Our next focus will be to add sports betting to our 
product line. From an affiliate perspective, this will 
be a huge opportunity for more revenue streams. 
The bottom line is that we have a lot of work to do, 
with incredible growth on the horizon! 

Featuring: G
oW

ild G
am

ing

“We have moved from a single software 
platform, to a revolutionary igaming 
platform – the new GoWild Hero – with 
more than 1,500 games from 20 top 
software providers” 
Roger Katz  |  GoWild Gaming
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Michael 

Golembo
Sales and 

marketing director
EGO

Michael Golembo has 

been working in the 

gaming industry for the 

last 12 years. During 

this time as sales and 

marketing director of 

EGO and having the 

responsibility for all 

licensing and white label 

sales and marketing 

for popular parent 

company SkillOnNet, 

he is uniquely placed to 

advise and comment 

on all B2C and B2B 

aspects of the business.

Featuring: EGaming Online (EGO) 

Staying the course

Michael Golembo, of EGO, discusses 

what factors make for a good affiliate 

programme, advising clients, the 

company’s longevity, and all the recent 

M&A activity

EGR Intel (EGR): How has EGO weathered the storm 

and survived for so long in this competitive segment of the 

market?

Michael Golembo (MG): It’s all about the brands. Good 
brands lead to good results and good results build 
happy and long-term relationships. We have a lot 
of happy affiliate customers who joined on our first 
product launches and have stayed with us ever since.

EGO has probably the longest serving affiliate 
managers in the history of the iGaming business; 
four of them have been working for more than a 
decade each while our most recent recruit, the 
baby of the team, has actually been with us for six 
years. This highlights the longevity of the EGO af-
filiate platform. All our affiliate managers are pas-
sionate about the brands they represent, the con-
tact they have with their affiliate customers (many 
of whom are now considered friends) and, most 
importantly, the service they provide. Just think of 
the fantastic continuity that comes with dealing 
with the same experienced affiliate managers day 
in, day out, for months and years on end.  

Conversion is king and we are excellent at it. We 
have specific brands for specific markets. We have 
different kinds of casinos for different niche areas, 
and we still have a thriving poker/casino and sports 
product that has stood the test of time. 

These factors make for a roster of success and 
have helped EGO survive and thrive for as long 
as it has. 

EGR: Why should clients use EGO – what makes it stand 

out and draw interest in the first place?

MG: We have always had a range of good converting 
brands, but I think with the advent of regulation our 
skills in producing products that cater for specific 
markets and customers has really come to the fore. 

We have a hugely successful German brand, 
DrueckGlueck.de, running with TV advertising on 
our Schleswig Holstein licence. We also have an ex-
citing new casino brand, PlayOJO.com, that comes 
with no welcome bonus but with a bunch of USP’s 
and a massive TV presence that has seen it become 
a significant and popular brand in the UK, now 
moving into the Nordics. 

What other affiliate platform or affiliate pro-
gramme do you know that is running two enormous 
TV advertising campaigns at the same time? None. 

Another of our new brands does something quite 
special; it focuses on Japanese traffic but also ap-
peals to those who love everything Japanese. Luck-
yNiki.com comes in five different languages, and 
has been designed and developed by an expert team 
who love all things Japanese. 

We have embraced licensing and regulation to 
market and sell specific brands that work in specif-
ic markets, firstly building brand equity through TV 
and other offline channels and then ensuring that 
our affiliate marketing backs up all our efforts so 
we have all-round cover for acquisition. 

We are the perfect choice for affiliates. For what-
ever market you focus on as an affiliate, we can pro-
vide good converting casinos to work with. 

TV campaigns are a great driver of traffic, but we 
support this with localised promotions that capture 
the hearts and minds of your target players. 

EGR: What are the most important requests you receive 

from your clients?

MG: There is the affiliate triumvirate of requests: 
product, contact and service. All affiliate pro-
grammes are the same in this respect. What distin-
guishes one programme from another is how well 
you deal with these three things: 

“All our affiliate managers are 
passionate about the brands they 
represent” 
Michael Golembo | EGO 
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• Product – you have to have something that con-
verts and pays good commission.

• Contact – you need to be reachable at all times, 
day or night and even on weekends.

• Service – you need to provide an excellent service 
for all customers
In our experience, you have to get all three points 

right with full transparency and a great deal of flex-
ibility. There are simply too many competitors to 
allow standards to drop.

EGR:  What are the current best deals you offer clients? 

Can you do better in this respect?

MG: Sales is about performance with a little bit of 
branding thrown in. Why do we want top positions 
on a well-ranked website? For the increased traffic 
and for the added exposure for branding. For this 
we are willing to pay more, so all of our deals have 
to be flexible and tailored for both the immediate 
results (traffic) and the long-term gain in building 
the right relationship with affiliates who we believe 
are here to stay. 

All our brands run on proprietary software so we 
have flexibility on the deals we offer. But with big 
spend on marketing, especially TV, and having the 
right content from the biggest providers, margins 
get tighter and are reflected in the deals we can offer. 

There are many affiliate programmes driving prices 
higher and higher, but unless you have the product to 
warrant it, you will get found out very soon. You can 
overpay to get a first position but if you don’t convert 
well you won’t stay there for very long.

I believe our deals reflect the quality of the brands 
we have right now and what we expect to get in return 
in terms of traffic – both in volume and quality. 

EGR:  Is it, in your view, wise for affiliates to become casino 

operators?

MG: I have seen many affiliate customers of ours 
become operators over the years and, because our 
parent company also does white label deals, I have 
borne witness to the struggle experienced by some 
ex-affiliates to adapt to this very risky new business.

One thing is for certain: if you don’t have enough 
money to invest in opening a casino, it is going 
to be tough. Just because you can send 200 sign-
ups per day to 20 casinos, it doesn’t mean you can 
send them to your own casino and make the same 
amount of revenue. 

Casinos are risky and you sometimes need to dig 
deep when, for example, you have really big winners 
to pay out. Casinos are comparable to any new busi-
ness venture, but for some reason a lot of affiliates 
believe they can do it all with their own traffic alone.

Because EGO is uniquely placed in the affiliate 
business and we have a parent company that is well 
known for doing white label casino deals, a lot of 
my time is spent discussing this very same ques-
tion with many of our affiliate customers who want 
to make the jump to casino ownership. 

We are uniquely placed to give the right advice, we 
know all facets of running a successful casino and 
if we see that potential new casino owners have the 
right backing and the right investment, we are exactly 
the right company to make their dreams come true.

EGR: What do you think about all the M&A activity over 

the past few years? Do you think there will be any affiliates 

to work with besides the top four networks? 

MG: Consolidation in the affiliate business was in-
evitable but perhaps not on the scale that we have 
seen. In our opinion, none of the websites that have 
been acquired or taken over have actually been 
improved post-acquisition. What often follows is 
months of integration and streamlining, followed 
by a hike in prices. But these demands for higher 
fees are not justifiable to operators, so they either 
come off the network or stay on but lose money. 

In fact, some of the sites that formed part of 
these ‘mega mergers’ are now superfluous and are 
actually being sold back to smaller networks or 
given to third-party affiliates to manage. I expect 
more M&As on the horizon, but it’s going to take 
a long time for the main networks to get all their 
ducks in a row. When they do, however, it will be 
very frightening for us all. 

Featuring: EG
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Alan Brincat
Operations director
Quasar Gaming

Alan Brincat is the 

operations director 

at Quasar Gaming 

and OVO Casino. His 

passion for helping 

businesses develop 

online across all 

aspects of the gaming 

operation fl ows through 

in the expert industry 

knowledge he provides. 

A graduate of the 

University of Malta, he 

previously worked at 

Betclic Everest Group.

Alan Brincat, of Quasar Limited, refl ects 

on the strategies casino affi  liates can 

undertake to diff erentiate and stand out

The marketing landscape is a messy, chaotic place 
with more content and competition mounting 

by the day. We live in an age of promotional clutter, 
where consumers are continually bombarded 
across more channels than ever before. With 
the proliferation of more connected devices and 
increasing touchpoints, we have become accustomed 
to thousands of adverts and brand exposures daily. 
Ad and content blindness have become a prevalent 
phenomenon, making it diffi  cult to break through 
the sheer volume of spam and get noticed, let alone 
achieve subsequent interaction. 

Unlike sportsbook, or the poker vertical where 
events take place regularly, providing the operator 
with an opportunity to entice players to reach the 
same level of engagement with slot games, can prove 
to be quite a challenge. There is very little room for 
play beyond new game launches, big wins and con-
ventional promotions; in addition, the majority are 
competing with an almost identical game off ering. 
One might begin to wonder: how on earth do you go 
about creating a buzz with casino campaigns that ac-
celerate growth?

Knowing your audience 

The foundation of all good marketing activity is to 
know your audience. If you do not discern who your 
audience is, it is very hard to know what to say and 
how to say it. Be it a blog post, imagery, animation or 
infographics — if content has no clear audience, it is 
unlikely to have a distinct voice and the message can 
easily get lost. Generally, people do not like to be sold 

to or interrupted, and readily tune out any informa-
tion that might not be relevant to them. A great way 
of delivering targeted marketing is by aiming at dis-
tinct personas, and testing out marketing initiatives 
across multiple channels to observe how the audience 
reacts. Social listening and comprehensive business 
intelligence play a key role in analysing the outcome 
and fi ne-tuning future eff orts to become more per-
sonal, more engaging.

It is crucial to distil marketing messaging and 
strategies to deliver relevant content that hits the 
heart of the target audience (at the right time). One 
unique way in which we managed to pull this off  was 
by means of themed promotion. Through research, 
we identifi ed that a substantial portion of our data-
base had a keen interest in Biathlon. This was refl ect-
ed on Google Trends; during the fi rst quarter of every 
year the topic peaks well beyond casino keywords 
for our demographic. The business scope at the time 
was to cross-sell alternative game content to a loyal 
Novomatic user base. To hit home with something 
fresh, we hired an external company to design a cus-
tomised game with four animated shootouts. Every 
week players had to wager a set amount on preselect-
ed games to earn free spins and advance to the next 
stage by successfully eliminating all the targets to be 
eligible for the grand prize. The message here was 
driven home with an extensive multi-touch approach 
through email, SMS and retargeting with native and 
pop-up ads.

Value proposition 

Every marketing campaign must off er a value proposi-
tion that tells prospects why they should do business 
with you rather than your competitors. The benefi t of 
the product or promotion must be crystal clear from 
the outset and strategically positioned to meet a play-
er’s needs, or even forge the need by its very nature. A 
classic example is seen in jackpot games, where users 
can quickly be taken in by the potential of winning a 
life changing amount. Like lotto, this works well in 
luring in new players and breaking down entry barri-
ers, especially in casinos, where slot games can still be 

“If content has no clear audience, it is 
unlikely to have a distinct voice”
Alan Brincat | Quasar 

Cutting through the noise 

Featuring: Quasar
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a taboo. Value can also come in the form of educating 
customers or prospects — potentially through influ-
encers. Establishing a reputation as a thought leader 
can materialise into top of the funnel relationships 
that can be nurtured towards sales.

Leveraging the knowledge of our target audience, 
with a personal proposition that can spark interest, 
is exactly what we tried to achieve with our Big Race 
campaign last May. We managed to accomplish this 
by giving away the best tickets in the house to the 
most anticipated events in line with participants’ key 
interests: football, cars, gambling and music. The 
prizes tied to top spot on our leaderboard included 
VIP tickets to none less than the Champions League 
final, the Formula 1 Grand Prix in Monaco and two 
buy-ins to the World Series of Poker in Las Vegas. 
However this was not the end of it; putting our money 
where our mouth is was only the first step in making 
sure that the value was reachable to all. With most 
casino races, regular players rarely stand a chance 
against the more affluent high rollers. So, beyond the 
usual challenges on stakes or net win, we added an 
innovative twist with races on loyalty points and refer-
rals which are attainable by the entire user base.

Being different 

In the age of Snapchat, Instagram and Twitter, it is 
important to acknowledge a reality where people’s at-
tention spans are short and finite. Memorable visuals 
that stimulate curiosity or invoke emotional responses 
can be quite influential in improving CTR. Meanwhile, 
distilling content into easily digestible morsels such 
as punchy catchphrases or infographics can help over-
come laziness. This can also be facilitated through in-
teractive video content that can educate and sidestep 
the need to read anything in detail. Providing pros-
pects with the right information, on the right channel 
and in the right tone and form factor, builds trust in a 
brand. The opposite also applies. A case in point which 
we’ve experienced repeatedly is seen in money being 

wasted on chasing leads who have issues registering or 
depositing with progressive offers. Being out of touch 
with what each individual user is experiencing or strug-
gling with usually results in frustration.

In highly saturated niches such as online casino, 
there are very few ideas that have yet to be pur-
sued. To counter and stand out, one must establish 
a unique voice or perspective with the goal of being 
different. Time Attack was one of our most original 
online casino promotions to date. Players had to com-
pete in a different mission each week to win a seat 
in the High Roller Time Attack Challenge. Quasar 
Gaming was sponsoring the bankroll of one lucky 
player to go against the clock in a Max Bet frenzy. This 
included sponsoring a player with a €4,000 ($4,725) 
bankroll for 400 seconds. If the player won, he got to 
keep all of the unlimited cash profit and contribut-
ed to yet another viral video. But the smart part was 
tapping into alternative social media channels. The 
actual frenzy was streamed on Twitch and we made 
sure all the participants were watching; because when 
a user did not cash-out at a profit — the starting 
amount was distributed among all the other partici-
pants in the competition. 

Conclusion 

As competition intensifies, and profit margins shrink, 
effective marketing is crucial in extending LTV for 
the operator and affiliates alike. Strong retention en-
sures sustainable long-term revenues and can justify 
competitive cost-per-action deals. Cutting through 
the noise is about being responsive to new trends and 
technologies. It is also about optimising strategies 
which work, excluding strategies which don’t, and 
working with casinos that generate the highest uplift 
across all channels. By consistently thinking differ-
ently and creating compelling campaigns, anyone can 
cut through the noise. The return may not be meas-
urable with numerical precision, but you will know it 
when you see it. 

Featuring: Q
uasar
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Featuring: Income Access

Affiliate marketing: crafting 
customer experience

Sarafina Wolde Gabriel, of Income Access, 

reflects on what affiliates can do to create 

an effective customer experience

A ccording to Econsultancy’s 2017 Digital Trends 
report, 21% of company respondents and 

31% of agency respondents believe that creating 
a customer experience (CX) that is “easy, fun and 
valuable” will be the most important means of dif-
ferentiating themselves from competitors over the 
next five years. 

The challenge of developing a CX is that no single 
solution guarantees higher conversion and retention 
rates. Fortunately, egaming stakeholders are often 
willing to embrace inclusiveness when setting strat-
egy. Building on this receptiveness, we can identify 
three areas where affiliates and operators may focus 
– and potentially collaborate – to spark effective CX: 
teamwork, technology and user experience (UX). 

Teamwork 
Affiliate marketing’s continuous evolution as an 
acquisition channel is bolstered by the stamina of its 
stakeholders and their collaborative relationships. 
Affiliates and operators hoping to develop a valuable 
CX can harness that stamina to foster a culture 
of cross-functional initiatives essential to such 
an achievement. Each share the common goal of 
maximising conversions, which also provides incen-
tive to open lines of communication across their 
respective teams. 

Accenture Interactive’s Expectations vs. Experience: 
The Good, The Bad, The Opportunity, which is a study 
on CX transformation efforts in global enterprises, 
identifies several untapped CX opportunities regard-
ing personnel and team building. The report showed 
that only 42% to 48% of brands surveyed had some 
skills in CX (areas such as innovation management, 

data analytics, and customer journey mapping) while 
just 34% to 50% (across five categories) claimed to 
have “strong internal collaboration for improving 
digital customer experience”.

Applying these insights from the broader CX 
discussion, affiliates and their operator counterparts 
can position themselves to recognise gaps in the col-
laborative process and fill them accordingly. Ensur-
ing that the right people are brought together with 
access to relevant tools, serves to empower teams 
and contribute to a CX that strengthens acquisition 
and retention.

Writing in Chief Learning Officer, Heidi K Gardner, 
author of Smart Collaboration: How Professionals and 
Their Firms Succeed by Breaking Down Silos, explained: 
“On average, when product development specialists 
teamed up across three different business units, 
revenue from their customers was 160% higher than 
the sum of their individual sales in the prior year.” 

Gardner’s words could inspire a variety of applica-
tions in CX development; however, in the case of 
egaming, a deliberate cross-functional approach is 
emerging as more necessity than ‘nice to have’.

Big data & tech

Egaming stakeholders, long captivated by big data 
and how can it act as fuel for decision-making, know 
that its influence over CX is also expanding with 
technological advancements in areas like machine 
learning. The most important activity for affiliates 
and operators, when it comes to embracing this 
technology, is to be considerate with identifying 
needs and procuring suitable tools and personnel to 
address their unique challenges.

Qubole, the big data-as-a-service company, recently 
published its State of DataOps Report, which states 
that 98% of the 406 participating IT and data profes-
sionals “face numerous challenges with their big data 
initiatives”. Although there can be no technological 
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advancement without clearing a few hurdles, this 
statistic underscores the persistent complications 
associated with big data and its applications. 

Moreover, 78% of respondents indicated that 
they “deliver big data projects on a ‘project by 
project’ basis” as opposed to providing a self-service 
platform. These figures reflect a broad spectrum 
of digital marketers, data scientists and business 
developers who are clamouring for more effective 
and flexible means of converting big data into 
meaningful customer-focused initiatives. Given 
egaming’s data-heavy nature, affiliates and operators 
have much to gain from tools that could help them 
make more informed CX decisions based on user 
behaviour.

The leveraging of machine learning, like many 
other data-centric advancements in tech, can be a 
pricey proposition. However, as asserted in SAS’s 
2016 report, The Evolution of Analytics: Opportunities 
and Challenges for Machine Learning in Business, the 
cost is largely justifiable when considering potential 
gains. The report states: “Developing a data culture, 
implementing the required business processes, 
and investing in the appropriate technology… is the 
primary challenge of creating a data-driven organisa-
tion that can capitalise on the advances in machine 
learning.” 

UX

Affiliates and operators currently focused on 
collaboration and making informed data-based 
decisions will likely see the optimisation of their UX 
as a natural next step towards a rewarding CX. 

UX, which traditionally highlights usability, design 
and information architecture, is evolving by placing 
just as much focus, if not more, on the satisfaction 
gained from product interactions. With entertain-
ment and excitement both inherent traits of egam-
ing, affiliates and operators are in an exceptionally 
strong position to capitalise on that evolution and 
develop a UX that encourages brand engagement. 

According to Miklos Philips, UX designer for 
Toptal, those interactions are the lifeblood of a CX 
capable of establishing emotional connections. “As 
technology levels the playing field, almost anyone 
can bring together a team and technology to create 

functional and feature-rich everyday consumer 
products,” Philips recently wrote on Toptal.com. 
“What is a more difficult task, however, is having a 
deep understanding of your customers’ motivations 
and behaviour.”

The importance of these interactions, and more 
specifically micro-interactions, challenges egaming 
brands, and those in other sectors, to consider an 
appropriate mindset for success. As part of that chal-
lenge, affiliates and operators also need to consider 
the composition of their teams and the skills needed 
to create moments that foster brand loyalty and 
motivate customers into becoming advocates.

Combining empathy, familiarity and consideration 
of potential scenarios, egaming brands and their 
marketing partners can address the UX needs of a 
customer base that they are uniquely equipped to 
satisfy. And, while CX and UX are often divided as 
pre-acquisition and post-acquisition focuses, we 
can see how vital the latter is to a customer’s overall 
brand experience and subsequent endorsement.

When assessing CX and potential pathways to suc-
cess, we see a situation not uncommon in egaming 
or, more broadly, digital marketing: vast room for 
experimentation, collaboration and learning from 
other sectors. Affiliates and operators proficient at 
being simultaneously focused and flexible in their 
CX development will, in turn, provide customers 
and players with more rewarding, engaging brand 
experiences. 

Featuring: Incom
e Access

“In the case of egaming, a deliberate 
cross-functional approach is emerging 
as more necessity than ‘nice to have’”
Sarafina Wolde Gabriel | Income Access 
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