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Introduction

Above and beyond

T
he EGR B2B Winners Report 2021 features best-in-class service 

suppliers.

Throughout a year of extraordinary disruption across the globe, the 

providers in this report had to adapt as never before in order to continue 

servicing their partners.

Technology played a significant role while betting shops, bingo halls and 

casinos were shuttered, and this change necessitated a bolstering of the 

online service provision – a development undoubtedly accelerated by the 

pandemic and the conditions it created.

This report celebrates outstanding contributors, some of whom were 

winners in multiple categories from the 2021 EGR B2B Awards.

Herein the contributors highlight how they have adapted and evolved to 

meet the demands of their clients throughout this challenging period of time.

By Ross Law | Report editor
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The EGR B2B Awards celebrate and reward the very best service 

providers in online gambling, recognising the achievements of 

suppliers from all the major egaming disciplines

WITH THANKS TO OUR SPONSORS

HEADLINE SPONSOR DIAMOND SPONSOR
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\ Betradar

\ Relax Gaming \ Kambi
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\ BetConstruct

\ Vaix
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\ This year’s award ceremony took place at York Lawns in Regent’s Park, London
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\ NetEnt

\ Fresh Eight \ Better Change
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\ Gaming Innovation Group

\ Red Tiger \ EGR Global’s group head of content Niamh Gallagher on stage at this year’s ceremony
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Featuring: 1X2 Network  

1X2 Network: explosive growth 
that was worth waiting for

Kevin Reid and Rory Kimber look at what 
made 1X2 Network slot supplier of the year 
in its 19th year of operation

EGR Intel (EGR): Firstly, congratulations. What do you 

think it is that made the judges crown you slot supplier of 

the year?

Kevin Reid (KR): Thanks! I believe it’s the diversity of 

what we off er within our portfolio. We’ve got a lot 

of diff erent types of games thanks to the two-studio 

setup and that means we have a uniquely diversi-

fi ed portfolio with content that will perform well for 

every diff erent operator. 

We have to mention Branded MegawaysTM in par-

ticular. This innovative concept won EGR game of 

the year 2020, and if you include the branded slots 

we developed last year with the proprietary games 

from Iron Dog Studios and 1X2gaming, we launched 

91 titles, which is a remarkable achievement.

Rory Kimber (RK): I think the judges appreciated 

that we’re always trying to do something diff erent 

and take risks. When you look at the growth we have 

experienced, it’s clear the approach we’re taking is 

working. Joining forces with key operators has also 

given us even more of an insight into player prefer-

ences and trends; we move with this 50% of the time 

and then push the boundaries the other 50%. 

Our position as a leading content distributor 

played a part, too. Through 1X2 Network Partner-

ships, we have a platform that off ers 500+ slots, 

casino, table and virtual games from small, cutting-

edge providers that bring something diff erent. This 

allows operators to diff erentiate and off er players 

the next generation of games. 

EGR: Talking about  growth, after operating as you have 

for so long, what is it that pushed you on to another level?

KR: We have fi nally cracked the code when it comes 

to developing blockbuster content. 1 Million Mega-

ways BCTM was a real hit for us and came off  the back 

of two other strong titles. Once you’ve got momen-

tum, everything starts to fall into place.

We have also tweaked our internal processes so 

that we generate a lot more feedback as we take 

games from concept to launch, which has really 

improved the quality of our titles. We have a new 

framework and Branded MegawaysTM has of course 

really catapulted us.

RK: 1X2 has really matured as a developer. We have 

a clear understanding of what does and doesn’t 

work, we have struck the balance between innovat-

ing while delivering quality content. We have incred-

ible partnerships with operators, we’re certifi ed in a 

huge range of markets, have a powerful content de-

livery platform and aggregation, and simply have in-

credible momentum behind us. 

EGR: It does sound like you’ve found a winning formula to 

continue to grow in the future. Would you agree that you’re 

on the right track?

RK: Yes, I think things are set up well. We’re making 

strides forward every month and our client feedback 

is constantly improving. We have also added some 

big-name operators to our roster of partners and 

continue to push innovations such as Probability of 

Money Back (PMB) which aims to change the way we 

think about volatility. 

With Branded MegawaysTM, we’ve got a game that 

spends months in top positions in operator game 

Kevin Reid     
Chief commercial 

officer (CCO)
1X2 Network 

Kevin Reid is 

approaching a decade 

as the chief commercial 

offi  cer of 1X2 Network. 

He has a proven track 

record in maximising 

1X2’s distribution and 

allowing its range of 

products to fl ourish.

Rory Kimber     
Account 

management and 
marketing director 

1X2 Network 

Rory Kimber is the 

account management 

and marketing director 

at 1X2 Network. He held

roles at Red Tiger/

NetEnt and Sky before 

joining 1X2 Network 

in 2020. He oversees 

revenue from all current 

customers and the 

marketing operation.

Having such a long history means some 

of our relationships run extremely deep 

– we have partners who have been with 

us for over a decade, so trust builds up 

beyond the normal supplier/operator 

collaboration
Kevin Reid | 1X2 Network
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lobbies, but we’re always iterating the concept to im-

prove the player experience. 

KR: It’s all well and good having products like Brand-

ed MegawaysTM, PMB and the innovations we have 

developed within our games, but we need to spread 

the word more. There’s still plenty more we could be 

doing, and we also have the 1X2 Network Partner-

ships which is flourishing but with plenty of poten-

tial still to unlock.

We got to where we are today by pivoting and 

boxing clever, so we’re not going to blindly follow a 

path just because it brought us success in the last 

couple of years. We will remain focused moving for-

wards.

RK: He’s always like that. 

EGR: The story of 1X2 Network is definitely one of the 

more interesting ones in the B2B gaming world. How do 

you think your past has helped get you to where you are 

today?

KR: If you look at 1X2 Network across the years, 

we’ve had many different lead products including 

Virtuals, Content Partnerships, Distribution agree-

ments, Fruit Slots, 3x3’s, Premium Slots and now 

Branded MegawaysTM. We talk a lot about the lessons 

we learnt from each of these and believe we’re now 

the best we’ve ever been in each of these areas.  

Having such a long history also means some of 

our relationships run extremely deep – we have part-

ners who have been with us for over a decade, so 

trust builds up beyond the normal supplier/operator 

collaboration. This has really helped us understand 

the needs of our customers and work to deliver the 

games they are seeking. 

RK: Coming in to such a tight knit group as an out-

sider, it was clear that 1X2 was on the cusp of some-

thing great. It felt like everyone was pulling in the 

same direction and that there was a clear vision for 

the future.

Branded MegawaysTM helped us to get more atten-

tion and went hand-in-hand with some great content 

that left our production line at the same time. Once 

the ball started rolling, things moved quickly and 

we were suddenly releasing games exclusively with 

the likes of 888, Kindred, as well as Paddy Power. It 

has taken us some time to get here, but we have an 

incredibly strong foundation and unrivalled experi-

ence which will ensure we now stay in the top tier of 

developers. 

EGR: It’s great to hear about how your past played into the 

present day, but what about the future. What’s next?

RK: It’s no secret that branded games are a key focus 

moving forward as operators look to stand out from 

their rivals. We’ve produced the highest number 

of branded games over the past 12 months, with 

62 titles going live, and we expect to surpass that 

number in the coming 12 months. Of course, this 

won’t be limited to just Branded MegawaysTM either, 

but I can’t say too much yet!

That we can manage such a high volume shows 

that our branded games process is the smoothest in 

the industry, and we’re keen to leverage this to pro-

vide options and content to our partners.  

We also watch our rivals closely to ensure that our 

portfolio of games remains competitive and that 

we offer all the features that players have come to 

expect. This means adding new features and for-

mats, and this will be a key focus over the coming 

months; we will, for example, be launching high-end 

Hold and Win content. 

KR: The real answer is ‘Who knows?’ – and that’s 

what makes working at 1X2 Network such great fun. 

What I do know is this: we have got some exciting 

partnerships and market entries to be announced 

in the very near future. Once these have been an-

nounced, it will be very clear what the plan to push 

us to the next stage of growth is. 

We’ve never been afraid to take risks or make 

step changes. I can promise that the next 12 months 

will be a hugely important chapter in our incredible 

story. 
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Featuring: IDNow 

How operators can mitigate the 
impact of new regulations on UX

Roger Tyrzyk of IDNow considers what 
operators can do to overcome the 
challenges of new regulation

R egulations are a fact of life in many industries. 

For the gaming industry, complying with 

regulations is as much a part of doing business 

as having the right online platform or developing 

the right games. That doesn’t mean the changes 

brought in by the UK Gambling Commission make 

doing business easier. The new regulations are 

aimed at making gambling safer and fairer, with 

one of the key changes being increased strictness 

around age verification. That means new systems, 

new checks and new costs for gambling operators. 

At the same time, operators are faced with chang-

ing customer expectations. Users expect services to 

be available within minutes, not days, having spent 

the last year seeing more and more of their lives 

move online. Gambling operators must now provide 

an experience that is not just as good as competi-

tors, but that rivals the likes of Amazon, Netflix and 

other digital pioneers. 

Yet the new regulations make that hard to do so. 

Operators are now required to verify customer age 

before the customer is able to deposit funds, gamble 

using their money, use a free bet bonus, or access 

any ‘free-to-play’ versions of gambling games. This 

is a fairly significant shift, as operators could previ-

ously take 72 hours to verify customer age, with play-

ers using the platform during that time (although 

pay-outs could not be issued until verification was 

complete). This, among other changes, has had a 

huge impact on website operations, creating several 

issues that require significant work to overcome. 

Increased barrier to entry

One of the biggest obstacles the new regulations 

have caused is increasing the barrier to entry for 

customers. Previously, potential users could sign up 

to a website and instantly place bets, play games, or 

partake in any other activity.

Now, however, operators are required to verify age 

before providing access, meaning it is impossible 

for users to instantly play. While this was part of the 

regulations’ aim of improving gambling safety and 

fairness, it does have a dramatic impact on user ex-

perience. Players now have to deal with struggling 

to provide the required information, waiting for 

verification or even forgetting a website they signed 

up for altogether. At a time when users have more 

choice than ever before on how they spend their 

time and money, the net effect could well be a drop 

in the number of users signing up, and a similar 

impact on the overall conversion rates of signup to 

bets placed or games played.

Higher operating costs

It’s not just players that are feeling the effects. New 

regulatory requirements means new increases in op-

erating costs, both indirect and direct. The former 

is when the previously mentioned experience issues 

hit customer signups, while the latter covers the ad-

ditional expense of implementing new methods of 

verification. Yet, the latter has to happen – players 

will no doubt flock to websites that can verify their 

information the quickest, meaning speed will be key 

to attracting new customers.

With every customer having to be verified on 

signup before they can place a deposit, it will be in 

Roger Tyrzyk    
Director of UK/

Ireland and Global 
Gaming

IDNow 

As director of UK/

Ireland and global 

gaming at IDnow, 

Roger Tyrzyk enables 

customers from various 

industries to easily and 

securely onboard new 

customers. He has 

deep-rooted expertise 

in digitising identity 

and software services, 

particularly within the 

gaming and financial 

sectors.

Aside from the new gaming regulations, 

the events of the past 18 months has 

meant that the implementation and 

deployment of digital ID verification 

tools has become ever more important, 

as the need for user-friendly and fast 

digital processes increases 
Roger Tyrzyk | IDNow 
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every operator’s best interest to make the process as 

quick and painless as possible. For operators, that 

presents a choice – either hire more staff to manu-

ally verify player applications, or invest in a platform 

that can do the job for them. 

Man versus machine

Hiring staff may seem like a quick solve – simply ap-

point new teams and staff them up to verify details. 

Yet human agents are expensive – as well as renu-

meration packages, there are also the equipment 

and training costs. Plus, there is the increased risk 

of human error, particularly if teams have been hired 

quickly and shortcuts taken when it comes to train-

ing and upskilling. 

That leaves implementing a verification platform. 

Increasingly, this looks like the way regulators would 

prefer operators to go, with the UK Gambling Com-

mission recommending the use of artificial intelli-

gence or biometric applications to identify players. 

How does it work? AI checks security features 

on ID documents, with a key focus around security 

and uncomplicated application for the customer. It 

makes the process as straightforward as following 

simple on-screen prompts and completing verifica-

tion within minutes, boasting a conversion rate of 

over 90%.

It might sound like science fiction, but it is a 

very real and practical solution. Aside from the 

new gaming regulations, the events of the past 

18 months have meant that the implementation 

and deployment of digital ID verification tools has 

become ever more important, as the need for user-

friendly and fast digital processes increases.

Using an AI-driven verification platform, opera-

tors could sign up and verify users within minutes, 

with players guided every step of the way by the 

system. 

Of course, security is important. Any verification 

process needs to be manipulation-proof. Combin-

ing artificial intelligence and machine learning, plat-

forms can use biometric facial recognition and opti-

cal security feature verification, alongside dynamic 

video streaming. This process produces hundreds of 

images versus a single static image. 

In addition, while there would be no need to man-

ually check documents, platforms should also have 

specialists available for ad hoc, quality control re-

views to ensure the algorithm is getting the process 

right every time. This can include qualified agents 

making sure a customer really is who they say they 

are with video calls. 

Delivering growth in regulated environments 

Verification platforms can help gaming operators 

adapt to new regulatory regimes without incurring 

significant costs and still deliver an exemplary cus-

tomer experience. The use of advanced technologies 

such as artificial intelligence, machine learning and 

biometric analysis can reduce error rates and speed 

up response times to drive user sign-ups and im-

prove conversion rates. In other words, deliver exact-

ly what gaming operators need to continue to grow 

in a highly regulated, volatile environment. 
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Featuring: EveryMatrix 

Adapting throughout 
challenging times

Ebbe Groes, EveryMatrix founder and 
Group CEO, reflects on how the firm has 
adapted its service provision to meet the 
needs of its consumers

EGR Intel (EGR): The past year has forced sportsbooks 

to swiftly adapt to the challenging market conditions. How 

has OddsMatrix managed to keep its position?

Ebbe Groes (EG): The biggest challenge of Covid-

19 was the consequential halting of live sport. Our 

response was to invest massively in esports and 

this has turned out to be a positive move with a 

long-lasting impact. Since the return of live sport-

ing events, when some may have expected esports 

betting to gradually fall away in popularity, it has 

instead maintained its strong position within the 

OddsMatrix Sportsbook. 

Take FIFA, for example. Today, it occupies a place 

in the top-five best-performing sports on our plat-

form. It is easy to see the attraction of FIFA and 

NBA2k as betting propositions, as they mimic reg-

ular sports but at a much faster pace. What is par-

ticularly interesting is that sporting simulations 

within esports are consistently outperforming vir-

tual sports in online betting. We have high-quali-

ty streaming for almost all esports events we carry 

markets for, so the user experience is different 

from regular sports like football or tennis when the 

availability of streams is more sporadic, or virtual 

sports where the human element is lacking. 

In adapting quickly to the huge changes in the 

market, not only in offering new betting markets 

but also by restructuring our entire sportsbook, we 

have managed to align our business with the de-

mands faced by the modern operator. 

EGR: Let’s talk data. The judging panel said it was “easy 

to understand [your] dominance in many areas” in naming 

you sports data supplier of the year. How did you gain such 

an advantage in the areas they are referring to?

EG: Firstly, it was fantastic to get this win against 

some very tough competition within the category 

of sports data supplier. It is also positive in that it 

matches up with a strong focus we are placing on 

this area. We have recently released a completely 

new website for our OddsMatrix Sports Data Feed 

product, which explains exactly what we can do for 

operators. 

When major projects are up and running, it can 

be very difficult for some companies to change di-

rection quickly. When you have a company that can 

develop fresh technology on the go, as we have, 

then your in-built agility gives you an advantage 

when dealing with major disruptions in the market. 

We were able to pivot to esports more quickly than 

some of our competitors for this reason. In times of 

turbulence, sometimes the up-and-coming compa-

ny has a better chance against the incumbent.

EGR: Data needs of operators are continually evolving. 

What improvements have you made since rewriting the 

architecture of the sportsbook and what impact have 

these changes made?

EG: The sportsbook architecture we have today 

is quite different to what we had 10 years ago. In 

completely redesigning the platform, the biggest 

change we implemented was to modularise the 

entire structure. We ended up with one module for 

odds creation and another for settlement, to give 

just two examples. 

The new architecture also means that any chang-

es that we make to our sportsbook automatically 

goes out to our feed clients too. This happens with-

out us having to undertake any sort of develop-

ment work at all. For example, when we significant-

ly upped our esports offering, it automatically im-

proved the feed product.

The new architecture also means that there is a 

separate feed for settlement. A lot of work goes into 

this, as it means collecting results from all around 

the world, 24/7, from multiple sources, and trans-

Ebbe Groes   
Founder and group 

CEO
EveryMatrix 

Ebbe Groes, 

EveryMatrix CEO, 

is a quick-thinking 

entrepreneur with 

a successful track 

record in launching 

online ventures. Groes 

founded the company 

in 2008, and since 

then he’s grown the 

business from a start-

up to an established 

company, catering to 

several tier-one casino 

and sports betting 

operators in the igaming 

industry. EveryMatrix 

is a private company, 

currently employing 

over 600 staff across its 

nine offices in Europe, 

America and Asia.
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lating those results in real-time into winning and 

losing bets. 

EGR: What impact are new short-form sports having 

on the sports betting industry and how can these 

opportunities help bring in a younger audience?

EG: The task of capturing a new audience is very 

interesting. Some sites are trying to do this, but it 

is proving difficult to find the right formula. In my 

view, it is important to start from scratch and re-

think things completely. Many operators cannot 

do this within their existing websites and have to 

put out a sub-brand, in a similar way to specialised 

poker and bingo sites. You need to become relevant 

to any sub-culture to gain its interest, and this ap-

plies to esports as well.

There is no simple solution, and the industry is 

still finding its feet in this regard. As a B2B pro-

vider, we interface with many different operators, 

each with their own needs and demands. This pro-

vides us with valuable insights on what is needed in 

a modern sportsbook. Every time you implement a 

feature for one client, multiple other clients get it at 

the same time, for the benefit of all. You could de-

scribe it as the wisdom of a crowd. We are on a jour-

ney towards picking up new audiences, but it will 

not happen overnight. 

EGR: How can added functionality at no extra cost, for 

example the ability to tweak odds and cash-out margin, 

benefit operators?

EG: If you look at the modern-day sportsbook, there 

is a schism among operators: are you going to sit on 

your own tech and own all of it, or are you going to 

use a third-party? One of the main reasons opera-

tors want to own their tech is that they need to be 

able to control the user experience and make sure 

that it differs from everyone else on the market. As 

a provider, our job is to make sure operators can 

enjoy the same flexibility when using our software 

as they could if they owned it outright. 

This is where the benefit of odds tweaking and 

customisation comes in. If you look at two Every-

Matrix clients and compare them side by side, even 

an expert eye would not have a clue they were both 

working with us. 

It is tempting for those who have in the past run 

a successful B2C sportsbook to offer it around to 

various clients with minimal changes other than 

a fresh colour scheme. We don’t start from a B2C 

premise. Instead, we hand over control to our part-

ners to set their own odds, should they, for exam-

ple, choose to offer the best price in the market for 

a Premier League match one weekend as part of a 

promotion. We can also do the same with pay-outs 

where we can, for example, monitor all competi-

tor odds to make sure a client is offering the best 

margin for the end user. 

Flexibility sits at the core of our platform, and 

this enables operators to easily stand out in the 

marketplace.

EGR: Finally, looking towards the United States, some 

big operators have brought sports betting technology in-

house. As states continue to roll out legal sports betting, 

how much of the overall market remains open to a provider 

like yourselves?

EG: We have a team already assembled in Miami 

and we see the US as containing great potential for 

a provider that can offer the flexibility and competi-

tive advantages mentioned above.

Nothing is ever simple when entering new mar-

kets and of course, there are adjustments to make 

within a sportsbook going from a European au-

dience to a US audience. However, these changes 

pale when placed next to the changes that Covid-19 

brought about. With esports, we had to suddenly ac-

quire all sorts of background information that was 

needed on the front-end of the sportsbook, such as 

team logos and pre-game stats. The planned, grad-

ual transition to catering for a US-based audience is 

not quite on the same level.

With the sports data supplier award in the bag 

and given our growing presence in the US, it’s clear 

that there are plenty of good things happening at 

EveryMatrix, and we’re looking forward to sharing 

them in the years to come. 
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Featuring: Evolution Group  

The innovative supplier

Fredrik Bjurle, director of product at 
Evolution Group, reflects on its awards win 
and looks towards the future

EGR Intel (EGR): Evolution won awards for both 

innovation in RNG casino software and live casino 

supplier. What does this mean to the business?

Fredrik Bjurle (FB): To win the live casino supplier 

of the year for the 12th year in a row is a remarka-

ble achievement and one that we are all immensely 

proud of. Similarly, this is the first year we have won 

the RNG casino software award, and it’s an honour 

that we were recognised for our First Person RNG 

table games. 

We took our 15 years’ experience and knowl-

edge from creating live dealer games and added 

the latest 3D graphics to create the most authentic 

casino experience you can have outside a brick-and-

mortar casino. We have worked tirelessly on im-

proving these games over the last 12 months. The 

uptake has been fantastic as our operators have the 

ability to replicate their live casino environments, 

and the players love the recognisable user interface, 

which mirrors the live dealer version, as well as the 

GO LIVE button that takes the players on a unique 

journey to the live game.  

This year is unique as it is the first time we have 

celebrated additional wins from our NetEnt and 

Red Tiger brands in the following three categories: 

Innovation in slot provision – Joint winners 

NetEnt and Red Tiger for collaboratively develop-

ing Gonzo’s Quest Megaways™, Kulta-Jaska Mega-

ways™ and Dragon’s Fire INFINIREELS™

Mobile gaming software supplier – NetEnt

Mobile supplier – Red Tiger. 

We thank all our partners for their trust in us, 

by constantly pushing, promoting, and playing our 

games, for without them, none of this would have 

been possible. 

EGR: What key factors do you believe have led to your 

awards recognition?

FB: Our mission starts and ends with the play-

ers. This year, we have taken lots of time to review 

and perfect our product portfolio, ensuring that 

every element of the game is tailored to our players’ 

needs. We have looked at the product process and 

implemented changes without setting any limita-

tions on budget nor time, in order to get the best re-

sults and ensure a flawless player experience.   

Additionally, we have revamped our First Person 

(RNG) range of games, combining the best of RNG 

and live casino, by adopting the same strategy from 

15 years’ experience in live games. We looked at 

every detail in each game and utilised the best as-

pects from land-based to create the most authentic 

experience for RNG players. We created a consistent 

user interface and shortcuts so that players would 

be able to switch easily between RNG and live. Ad-

ditionally, we wanted to give players complete con-

trol. One example, in First Person Baccarat, is 

where players can shuffle the shoe and sort tables 

by the longest streak to reset the scores for a single 

table or all tables.  

Lastly, I feel it is our innovative approach which 

differentiates us from the competition and helps us 

pave a new road in the world of online casino.  

EGR: How do you think M&A has impacted your 

operations and how you innovate?

FB: We have rapidly reinvented ourselves as a single 

organisation that offers operators five exception-

Fredrik Bjurle   
Director of product 
Evolution Group  

Fredrik Bjurle, director 

of product at Evolution, 

has been instrumental 

in the game creation 

process. Bjurle has a 

strong background 

within IT and software 

development, working 

as head of games at 

GTech before joining 

Evolution Gaming in 

2009. He is responsible 

for overseeing the 

portfolio of Evolution’s 

games and their 

functionality.  

I feel it is our innovative approach 

which differentiates us from the 

competition and helps us pave a new 

road in the world of online casino 
Fredrik Bjurle | Evolution Group
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al brands that represent the pinnacle of online 

gaming: Evolution and Ezugi for live casino games, 

and NetEnt, Red Tiger and Big Time Gaming for the 

very best in online slots. By broadening our prod-

uct portfolio, utilising the NetEnt IP to reinvent 

some of our games and leveraging the newest inno-

vations to attract the next generation of players, we 

are building games which simply were not possible 

prior to the acquisitions. Additionally, another posi-

tive impact is that we are now a one-stop shop for 

all of the suppliers’ gaming requirements. As we are 

a collection of individual brands that provide dif-

fered services, we are working towards an integra-

tion API where our customers can have access to all 

our brands at one time, in one place. 

We are also lucky to welcome many new col-

leagues to the Evolution family, especially within 

the product team, which has increased the amount 

of expertise in this area, something that will and 

already has impacted the rate of innovation, as the 

more creative brains we have, the more new ideas 

we generate, something we are very excited to see 

bloom. 

Lastly, another positive impact of the acquisi-

tions is an expanding customer base, as the new 

brands become a part of our business, we are form-

ing relationships with new customers that we didn’t 

have previously. By working together with our 

partners, great ideas are born, which pushes us to 

ensure we stay ahead of the competition.   

EGR: What have been your key highlights from the past 

year?

FB: In the past year, we have expanded from a 

group with two specialist live casino brands, to 

now having five brands, covering world-leading 

live dealer gaming from our Evolution and Ezugi 

brands, and some of the industry’s most success-

ful slots from our NetEnt, Red Tiger and Big Time 

Gaming studios. 

In North America, we have expanded with two 

new studios this year in the US, in Pennsylvania 

and Michigan, and in Canada we have entered into 

agreements with some of the largest gaming provid-

ers in the country. We are determined to continue 

this trend and hope to be the first provider in every 

new state as they open.

In terms of products, we have revolutionised live 

casino with the creation of Evolution’s first ever 

slots-inspired live casino game, Gonzo’s Treasure 

Hunt™ and NetEnt has recently launched Starburst 

XXXtreme™, the long-awaited sequel of the all-time 

classic, with new features and functionality!    

EGR: What are you going to focus on in the next 12 

months?

FB: Over the course of the next few months, we will 

continue to innovate and expand our product port-

folio, bringing new games to an even broader spec-

trum of players. Our next big game is a unique addi-

tion to the live dealer game show category, a totally 

new concept that will thrill players and take them 

to exciting new heights with Cash or Crash! 

Additionally, the increasing popularity of our 

games across the globes means we will continue to 

expand our range of games catered to Asian players, 

with three new live dealer games launching before 

the end of the year. Although we cannot divulge the 

exact details now, keep your eyes peeled for some 

exciting new games. 
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Featuring: Worldpay from FIS

Worldpay, a leading payments 
partner for a reason

Alex Morgan-Moodie, director of vertical 
growth at Worldpay by FIS Global, explains 
what makes Worldpay the right choice for 
the industry

First of all, let me start by saying thank you. 

We’re thrilled to be recognised as EGR’s 

payments company of the year for 2021. We 

have a long and close relationship with gaming 

businesses, both online and offline, which is 

reflected in the fact that this is the third year in a 

row that we have received this accolade. 

Working alongside major players, along with 

smaller challenger companies making a name for 

themselves, has really set us up as a close partner of 

the gaming industry as a whole. And to know that 

we’re a respected name in the industry continues to 

mean a lot to everyone who puts the hard hours in.

So, what exactly do we offer the gaming market, 

and why were we once again chosen for this award? 

The world’s larger acquirer and the industry  

leader for gaming

One of the biggest factors behind our success is the 

wide-ranging nature of our relationships within the 

gaming industry. We work with hardware and soft-

ware partners, plus industry-leading merchants 

across all sub-verticals, and enjoy strong working 

relationships with all key regulatory bodies, indus-

try organisations and card schemes. This means 

we can react to changing regulations quickly, while 

giving our customers the maximum level of control.

Our award-winning team of in-house, vertical ex-

perts have decades of experience. Many come from 

within the sector itself, which helps give Worldpay 

unique insights into merchant needs. And every 

one of them is deeply committed to delivering the 

best for gaming companies. 

They’ll advise on individual scenarios and take 

into account the sheer breadth and depth of our 

platforms to find the right solution within the 

gaming space. This knowledge and expertise mean 

that we can work to understand the unique chal-

lenges of each business and we will do what we can 

to solve them.

Initial development to long-term support

Very often, you’ll buy what you think is the right 

product or service for you, then you’ll never hear 

from the supplier again. We don’t think that’s the 

best way of doing things. We work with our cus-

tomers from the initial development and consulta-

tion, find the best solution for them, then ensure it 

is implemented properly. Throughout this process, 

customers have a single point of contact they can 

speak to at any time, to ensure everything is exactly 

how they want it.

We’re there to answer any questions, present re-

sults at quarterly reviews, handle operational sup-

port and suggest ways to optimise results, based on 

best-in-class analytics, modelling and benchmark-

ing. Our position as the largest global payments 

partner to the industry gives us and our merchants 

unique insights that enable them to drive the right 

outcomes. Put simply, if there’s a way to improve a 

business’ sales conversions, we’ll find it.

Research and expertise leader

We are genuinely passionate about the industry, 

which is reflected in our approach and continued 

investment. We also keep our finger on the indus-

try’s pulse, commissioning research and generat-

ing reports that help drive understanding across all 

markets.

We’re heavily invested in thought leadership in 

areas such as consumer payment habits, as we seek 

to understand and share insight that’s designed to 

help power payment strategies and attract, convert 

and retain customers. For example, if you keep an 

eye on the industry, you might be familiar with our 

annual Global Gaming Payments Report, in which we 

Alex Morgan-

Moodie  
Vertical growth 

director
Worldpay from FIS
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joined Worldpay in 
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of vertical growth, 
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for one of the world’s 

largest online gaming 

operators and has held 

various positions within 

both the payments 

and corporate strategy 

functions, where 

he developed his 

understanding of the 

key role payments play 

in driving international 

e-commerce and 

worked with the 

executive team to 

develop and deliver key 

growth initiatives. 
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take a closer look at changing trends across 19 dif-

ferent markets. This annual guide is free, tailored 

specifically to the gaming market and packed with 

useful insights and developments regarding pay-

ment trends in different regions.

The report draws upon Worldpay’s decades of ex-

perience in providing global gaming e-commerce 

solutions to hundreds of gaming operators in mul-

tiple countries. It asserts Worldpay’s own view of 

the market, based on internal expertise, our own 

research, and third-party vendor data. This report 

also benefits from the strength of our growing team 

of payments and gaming experts based in the US, 

the UK, and around the globe.

From how optimised payments journeys can al-

leviate some of the challenges faced by increas-

ing regulatory complexity in Germany, to the rise 

of digital wallets in Latin America, the most recent 

report can help businesses adapt to trends and dif-

ferentiate themselves from rivals. As a result, this 

report has become a highly valued asset for many 

senior leaders and has helped many businesses 

shape their decisions for the years ahead. You can 

download it for yourself at https://www.fisglobal.

com/en/insights/merchant-solutions-worldpay/re-

search-and-reports/global-gaming-payments-report. 

Fast, flexible payouts

Quick payment, from and to your customers, is crit-

ical. Nobody wants to wait around for three working 

days in order to see their money. That’s why we’ve 

incorporated a variety of fast payment methods that 

keep businesses attractive and moving at the neces-

sary pace.

Our own FastAccess system has led to a drop in 

declines for insufficient funds, while our incorpo-

ration of systems like Visa Direct and Mastercard 

Send can result in faster payment, increased cus-

tomer loyalty, reduced cases of fraud and a reduc-

tion in merchant handling costs for gaming busi-

nesses.

We have you covered in disputes

Disputes are an unpleasant but essential part of the 

gaming payment trade. With chargebacks growing, 

and often proving too expensive to be worth fight-

ing, we’ve developed a system that ensures gaming 

businesses are fairly represented and protected 

against ‘friendly fraud’ chargebacks.

Our intelligent dispute management platform 

combats chargebacks. The disputes portal makes it 

easy to monitor any and all chargeback claims and 

submit evidence, while disputes deflector and de-

fender offer services to prevent chargebacks, recov-

er revenue and decrease operational costs. We also 

use smart analytics to spot chargeback risks before 

a payment is even made, giving businesses a further 

layer of protection against friendly fraud.

Support for gaming APMs and mobile wallets

Across large parts of the world, mobile wallets like 

Apple Pay, Google Pay and Samsung Pay are becom-

ing a hugely popular, convenient and unrestricted 

way for users to pay quickly, safely and conveni-

ently, without needing to type in their bank details 

every time. We support a wide range of regional and 

national APMs, so customers always have access to 

their preferred method of payment. 

Essentially, our support extends to wherever 

gaming transactions are supported, and we work 

with our partners to increase their geographical ap-

petite to the sector.

Here’s to 2022 and beyond

We’re proud to use our expertise to advance the suc-

cesses of our customers’ businesses and have no in-

tention of slowing things down for the future.

We know gaming, we’re experts in the regulatory 

requirements and we’re fully aware of the challeng-

es faced by those within the industry. We also rec-

ognise that gaming continues to evolve, and keep 

fully up to date with the industry to offer the servic-

es and the insight that’s required.

It is this agile approach that contributes to what 

we achieve. And, as we celebrate this latest award, 

we’re looking forward to continuing to be a success-

ful payments partner and hopefully winning more 

in years to come. 

Thank you once again, and we look forward to 

helping shape the future of gaming. 
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Featuring: GiG

The full service winners

Martin Collins of GiG discusses the 
company’s awards success

EGR Intel (EGR): What specifi c developments do you 

believe have led to your award recognition for full service 

platform of the year?

Martin Collins (MC): Over the last 18 months, we have 

been concentrating on placing more focus on build-

ing stronger relationships with our partners and 

on advancing our technology and skills to ensure 

we are continuously improving our off ering to our 

partners. 

Ultimately, we have always believed that we have 

had a market-leading solution, but our main goal 

has always been to help our partners to overcome 

some of the main challenges within the industry 

via our technology. The igaming industry is a fast-

paced industry, which is ever changing. We under-

stand that it is not enough to launch a product. In 

order to achieve a market-leading solution, it’s im-

perative that your product is adaptable, fl exible and 

timeless. That is not something easy to achieve, 

and doing so is not solely about creating innovative 

technology; having the right team and company 

culture in place are equally as vital.  

Initially, we mapped out a strong vision and 

worked to ensure that vision was valued company-

wide and fl owed through everything we do from 

our main strategy, bringing retail operators online, 

within regulated markets, to advancing and im-

proving on all of our solutions.

At GiG, our people are encouraged to challenge 

the norm to go the extra mile to ensure that when 

we build or advance on a product, every angle and 

scenario has been considered to ensure it is the 

best it can be. Research and development and cus-

tomer feedback is a huge part of our processes. 

Without feedback on what you are doing wrong or 

what can be improved, it is not possible to create a 

leading solution that achieves what it was intend-

ed to do. We don’t always get things right, but we 

always ensure that when we don’t we learn from it, 

adapt and improve.

Ultimately, I believe that we had a solid base to 

begin with, but this company-wide focus provided 

a freedom to understand where we were going with 

our platform solutions and what positive upturn we 

could deliver on behalf of our customers. I think 

this focus, coupled with the freedom of thought, 

was welcomed and, consequently, our platform and 

services have become very popular. 

EGR: How did the pandemic impact the company over 

the past 12 months and what innovations does GiG off er 

the industry?

MC: The pandemic certainly helped to accelerate 

our strategy. Retail to online was always a compo-

nent of our outlook with successes like Sky City 

in New Zealand and Hard Rock in New Jersey and 

Iowa. However, I believe that the pandemic not only 

gave retail concerns the opportunity to consider 

online, but also increased the requirement of the 

regulators to deliver their process more effi  ciently.

On the back of having more focus online, we cer-

tainly became a platform and service provider that 

everyone wanted to discuss their turnkey solutions 

with and our pipeline hasn’t settled since. 

At GiG, we recognise that there is no ‘one stand-

ard’ for all land-based operators, when launching 

an online operation, there is more to think about 

than the initial digital set-up. There are many pro-

cesses that will diff er from that of a pure land-

based operation and that is where our suite of man-

aged services come into play, off ering everything 

from 24/7 customer support and content manage-

ment to media support. This is something we have 

seen a growing demand for, especially from retail 

operations moving online for the fi rst time. Having 

the support and security of an extension to your 

team is defi nitely an aspect of our off ering which 

has gained a lot of traction lately. 

Martin Collins   
Director of business 

development
GiG

Martin Collins has over 

20 years of experience 

in digital markets with 

expertise in driving 

strategic growth and 

innovation. During his 

time at GiG, through 

both internal and 

external strategic 

analysis, he has driven 

positive improvement 

in performance, as well 

as helped identify and 

close new business 

opportunities. 

023-025_EGR_B2B Winners_2021_GiG.indd   23 20/08/2021   16:50



Untitled-1   1 20/08/2021   17:03



E G R  B 2 B  W I N N E R S  R E P O R T  2 0 2 1

25

In terms of innovation, we are continuously striv-

ing to drive operational efficiency through our in-

novative tech. There are two key product aspects to 

consider when purchasing GiG’s platform solution: 

logic and data. 

Logic is a rules engine that allows you to action 

any decision against any data feed and automate 

much of your operational process. This could be 

across your entire flow, from compliance to mar-

keting campaigns and segmentation. Across all 

areas of your business you can drive automation 

and subsequent operational efficiency without the 

need for coding knowledge or a developer. It works 

by absorbing messages by reading what players are 

doing both offline and online through any API call 

or stream. 

For example, if a player spins a game or makes 

a deposit, logic reacts in milliseconds to whatev-

er that player is doing. The front-end allows opera-

tors to drag and drop rules and building blocks in 

a flow chart-style design, allowing them to build 

their logic within these messages and tailor them 

to their players.

 Data is our ‘real-time’ solution that genuinely 

allows clients and any third-party providers, like 

customer relationship management (CRM) or af-

filiate platforms, to take action instantly and drive 

KPIs like conversion, lifetime value, as well as 

margin. When you couple the technological data 

solution with some of the artificial intelligence 

models they have built, not only does it help moni-

tor your brand’s performance but it can highlight 

issues with KPIs and actually take steps to mitigate 

any issues immediately without any human inter-

action. When you combine both logic and data, you 

have a scenario that is only limited by your imagi-

nation. 

From a services perspective, we have a ‘crack’ 

team across media acquisition, CRM and business 

operations, that deliver innovation on a daily basis, 

combatting difficult regulatory scenarios and, ulti-

mately, being the number one advocate of our tech-

nical solution, utilising the innovation to drive cus-

tomer revenue. 

Indeed, via our media team in Denmark, we de-

liver industry-leading acquisition on behalf of our 

customers. The CRM and casino team create cus-

tomer journeys and touchpoints that drives loyalty, 

and the business operations team are the glue that 

brings it all together and consistently works on a 

positive ‘customer experience’ via operational excel-

lence when they have to interact with the brand.

EGR: GiG recently signed a long-term agreement with 

PlayStar Casino to enter Pennsylvania, can you share your 

plans for expansion in the US?

MC: The US and all of North America is of signifi-

cant strategic importance to GiG. Having operated 

in New Jersey with Hard Rock since 2018 and having 

since expanded into Iowa, we have learned a lot 

about positive delivery across the various markets 

in the US. We believe this gives a fantastic competi-

tive advantage to help brands like PlayStar expand 

positively into markets that will help them grow 

and expand quickly and efficiently. 

As with our overall strategy, we want to remain 

focused and believe our unique retail to online so-

lution, offering full ‘digital transformation’ with 

our turnkey platform and managed services, will 

add value to any retail concern considering moving 

online.

EGR: What makes GiG’s offering stand out from the rest?

MC: What makes GiG stand out is our people (GiG-

sters) and their uniquely positive approach to de-

livering an incredibly complex scenario to our cus-

tomers. As regulation increases and complexity 

endures, uncertainty will commonly wreak havoc 

on the delivery of a project. However, armed with a 

‘can do’ attitude and willingness to work across the 

entire organisation and with the expertise within 

the customer, we truly believe we deliver an expe-

rience that is unique and worthwhile, building a 

long-lasting, fruitful relationship that is built upon 

adversity and can deal with any bumps in the road 

with strong positivity and a smile. 

What makes GiG unique is our people, a united 

effort and strong company culture are imperative to 

the success of any business/product, but this is not 

easy to achieve, however at GiG we are very proud to 

say that we have that. 
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\ GiG was awarded full service platform of the year in the 2021 ceremony
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Featuring: mkodo

Crucial optionality and adaption

Stuart Godfree, managing director and 
co-founder of mkodo, considers the fi rm’s 
recent awards win and the factors which 
have shaped its success

EGR Intel (EGR): mkodo won the mobile services 

supplier category at the EGR B2B Awards 2021. Could 

you tell us what it is you do for your clients?

Stuart Godfree (SG): We deliver world-class apps and 

digital products for mobile, online and retail envi-

ronments in the lottery and gaming sectors. Mobile 

technology moves fast, and we move with it. Com-

mitted to connecting forward-thinking businesses 

with ever-changing mobile technology, we focus on 

consistently delivering high quality, engaging prod-

ucts and user experiences to the market. Our cli-

ents include The Rank Group’s Grosvenor Casinos 

and Mecca Bingo brands, Canada’s British Colum-

bia Lottery Corporation (BCLC), Ontario Lottery and 

Gaming Corporation (OLG) and Western Canada 

Lottery Corporation (WCLC). We are honoured to 

have won this award and we are so proud of our fan-

tastic team, who work hard to help our clients off er 

outstanding web and app experiences to their cus-

tomers.

EGR: What makes for a successful app?

SG: The most fundamental thing is that an app 

needs to have a purpose and a cause. Once you’ve 

identifi ed that need, you have to create a beautiful 

user experience. A successful app needs to have a 

meaningful user journey, be functional and task-ori-

ented. This is the same for any industry, and if you 

look at the banking sector, their apps are extreme-

ly effi  cient and make it easy for customers to per-

form the task they came for without having to fi lter 

through a lot of unnecessary information. Where 

gaming diff ers is that developers are also trying to 

make that functional product enjoyable. We are 

starting to see animations and other nice touches 

to lift  the apps to a new level. Creating effi  cient user 

experiences while also being enjoyable is the sweet 

spot that we always aim for at mkodo when we build 

products for our clients.

An app should ideally be native rather than a 

wrapped version of a website as this signifi cantly 

enhances the overall user experience. Functionality 

must be elegant, navigation paths need to be obvi-

ous, and performance must be exceptional as people 

don’t have the patience anymore to wait around for a 

laggy product. This is where the middleware comes 

in which is a crucial part of app building, especially 

when ensuring data can be downloaded to the app 

without delay, ensuring faster performance. 

Digital products need to be built with a long-

term strategy in mind to ensure that changes can be 

made when needed without breaking existing fea-

tures. We always say that our developers don’t just 

write code, they write products, which encompasses 

all the components and features associated with an 

app – this delivers the future-proofi ng that is essen-

tial in everything we create. 

Beyond this, an app needs to be compliant with 

Apple and Android guidelines as well as being in 

line with the ever-evolving gambling legislation and 

regulations. It’s vital that developers stay on top of 

this evolution and adapt products where needed.

EGR: What does mkodo off er that supports an excellent 

user experience?

Stuart Godfree     
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An app should ideally be native rather 

than a wrapped version of a website as 

this signifi cantly enhances the overall user 

experience. Functionality must be elegant, 

navigation paths need to be obvious, and 

performance must be exceptional
Stuart Godfree | mkodo
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SG: We have a fantastic user experience design team 

which is invaluable. We analyse the market and stay 

on top of trends to ensure we constantly improve 

and enhance our clients’ digital product offerings 

with the end-user in mind. One thing that the in-

dustry has been rather lacking in, and that we have 

brought focus to, is accessibility. A huge portion of 

the population has some kind of impairment such 

as movement, hearing and vision difficulties that 

makes it harder for them to use digital products. 

The user experience becomes so important for this 

group of people and the industry could do more to 

ensure they do not alienate them. There are a lot of 

different design and usability elements to consider, 

from the colour contrast ratios and navigation tools 

to the font size and voiceover options, that could all 

help customers with certain needs. 

EGR: What’s next for mkodo in terms of the benefits it can 

bring to its clients?

SG: A key advantage that we have is in being able to 

utilise our expertise in creating products that offer 

a rich user experience, functionality, high perfor-

mance and elegant UI, while also making the apps 

enjoyable and fun to use. 

Another important area of strategic focus for 

mkodo is the creation of what I call the digital 

bridge, joining the digital online experience to that 

of the traditional retail experience. Retail is under-

taking a seismic change to ensure survival. In our in-

dustry, many operators still have a large retail pres-

ence, such as bookies, casinos, bingo halls and lot-

tery resellers. Often there is no connection between 

an operator’s retail and online business and a player 

can be a customer of both without a visible link. The 

retail sector needs to evolve and customer activity 

must be wedded to some form of digital element. 

In lottery, for example, there is often no associa-

tion between the land-based and digital operations 

and, to many operators, their players are not known 

to them. Lotteries therefore spend a lot of time and 

effort trying to understand who their customers are, 

which is crucial for any business. With an online el-

ement, it is easy to collect permission-based data 

to build a digital fingerprint of their customers. As 

most of us now carry a mobile device everywhere we 

go, the industry has the opportunity to create a con-

nection between retail and online with the mobile 

phone acting as this bridge I refer to. This is where 

mkodo can help. For example, by offering features 

such as the ability to build a ticket on your mobile 

and generate a barcode for in-retail purchase, or by 

utilising Bluetooth and beacon marketing technol-

ogy within the retail environment. 

Strategic deployment of these features and tech-

nologies helps operators increase customer engage-

ment and transforms the way players interact with 

lottery and gaming brands. 
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Featuring: Relax Gaming 

A benchmark for 
things to come

Simon Hammon of Relax Gaming reflects 
on the firm’s awards success

It’s been another year of growth and driving 

differentiation for us all at Relax, and our recent 

clutch of EGR B2B awards makes us hugely proud 

of everyone that is part of the Relax team. It’s 

humbling to have been awarded such accolades, 

but it also serves to reinforce the importance of 

our longstanding company ethos of providing 

the products that people want, in a manner that 

suits the fast-paced nature of a hugely competitive 

industry.

How we operate takes no small amount of talent, 

tenacity and insight, and there are many vitally 

important cogs in the overall machine, but at its 

core, what we do isn’t overly complicated: from 

a bedrock of technical excellence, we deliver a 

diverse, top-tier selection of products, at speed and 

in a simplified manner. 

With awards across all our current verticals, 

bingo, poker and casino, we feel our achievements 

this year have set a benchmark for things to come. 

Among many highlights last year, the success of 

Money Train 2 and its incredible performance 

was immensely rewarding. By far one of our most 

successful titles ever, a follow-up to the original, 

which was hugely well-received, confirmed that our 

feedback-centric approach to gaming is key. 

Our commitment and application of player 

demands is a significant part of what we truly 

believe sets us apart as we continue to drive 

differentiation. 

Iron Bank has been another such milestone, 

as we were selected for this custom build by 

CasinoGrounds, one of the leading platforms 

within the increasingly influential affiliate 

community. The game was devised for slot 

streamers as well as players, and designed 

according to CasinoGrounds’ detailed requests. 

Effective localisation approach

The feedback loop was invaluable here as we were 

able to draw inspiration and insight from people so 

closely linked to our players. We firmly believe that 

to create a great game, you must listen to criticism 

and be humble enough to take it onboard. End-us-

ers often identify flaws much more clearly than the 

producer, which is partly why this collaboration has 

proved so valuable.

We’ve taken this customised approach to every 

part of our business – and localised efforts are a 

key part of our relationships with our Silver Bullet 

and Powered By Relax studio partners. Now stand-

ing at more than 50 studio partners from around 

the world, we know that being faster, smarter and 

more effective works for both sides, and is the driv-

ing force behind our class-leading portfolio avail-

able to operators.

Our aggregation model was also celebrated for 

its performance throughout the year, which was 

further developed in 2021, resulting in our newly 

launched Relax Apex product. Providing our grow-

ing number of operator partners with an award-

winning library of more than 2,000 online casino 

games, at speed and with simplicity has allowed us 

to increase our market expansion at a pace largely 

unmatched.

Moreover, bingo was also recognised for its ef-

forts in 2020, as it continued its upward trajectory 

Simon Hammon  
CPO
Relax Gaming 

Simon Hammon, 

CPO of Relax Gaming 

since 2018, has 

been instrumental 

to the success of 

the company’s 

aggregation services 

and proprietary content 

portfolio. Under his 

leadership, Relax’s 

casino proposition has 

cemented a strong 

reputation for driving 

studio and partner 

growth, delivering 

unmatched speed to 

market along with rapid, 

simple integration.

Providing our growing number of 

operator partners with an award-

winning library of more than 2,000 

online casino games, at speed and with 

simplicity has allowed us to increase 

our market expansion at a pace largely 

unmatched 
Simon Hammon | Relax Gaming
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This latest project takes users on a journey from 

beginner to advanced levels, giving them tips and 

training as they go – a first for the vertical and a 

success among its players.

Poker also showed fantastic results in 2020. We 

believe that our personal-best financial results stem 

from the agility the team has shown, with a record 

amount of last-minute required software changes 

that called for immense technical know-how and 

prowess.

Equal to pandemic challenges

As a result of high playing rates, many sites expe-

rienced overloads and downtime during the first 

peak of the pandemic. In contrast, our systems en-

joyed 100% uptime regardless of the soaring num-

bers. Our teams, even while working remotely, suc-

ceeded in increasing server loads and refactoring 

bottlenecks in the systems before they escalated 

and became problems.

 However, the performance wasn’t limited to that 

alone: we were fast to migrate our partner’s Unibet 

Open live tour to online, even managing a catchy 

slogan “From IRL to URL!”. Additionally, following 

the postponement of the Euro 2020 tournament, 

we quickly launched another set of promotions and 

features to make up for the loss, making it our mis-

sion to devise a safe way for family, friends, poker 

clubs and other enthusiasts to enjoy online play to-

gether during lockdowns and social distancing.

But perhaps one of the most exciting develop-

ments was our release of Relax Apex™, a next-gen-

eration aggregation overlay designed to revolution-

ise the delivery of content while significantly dimin-

ishing QA and compliance efforts for operators. It’s 

a game-changing development. As a company re-

nowned for its technological architecture, we’re ex-

ceptionally proud of what we’ve achieved with it. 

The core goal for Relax Apex™ is to mitigate the 

fragmentation that the industry currently endures 

and not only does it provide a tool to cut through 

these complex challenges but it’s also a living prod-

uct that will constantly evolve to meet whatever 

shifts the industry experiences in the future.

Such thinking is what we plan to continue to 

bring to the table over the next decade – and we’re 

proud to be a company that is dedicated to elevat-

ing the industry with a model that is truly differ-

ent. We’re delighted to have been recognised for our 

hard work – and we’re excited to continue driving 

differentiation for the next 10 years. 
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Featuring: MuchBetter

The smart payments solution

Israel Rosenthal discusses the MuchBetter 
eWallet, which was recognised as the best 
payments solution at this year’s EGR B2B 
Awards

Since its launch in 2017, MuchBetter has become 

an industry name synonymous with innovative 

payment solutions, solving many challenges faced 

by merchants, including fraud, KYC, and regulatory 

compliance by creating a seamless experience for 

users without compromising security.

With its latest innovation in payments solutions 

win at the EGR Global B2B Awards under its prover-

bial belt – its second in as many years – MuchBetter 

has proved itself to be the preferred banking alterna-

tive for the B2B community as much as it has for the 

B2C retail environment. 

Meeting the cashless demand

With an increased demand for cashless transac-

tions, eWallet usage is enjoying a meteoric rise: 

mobile wallets attract 140 million new users every 

year, with the industry’s market size expected to 

reach £10trn by 2022. But this shouldn’t come as a 

surprise, as eWallet services offer a more conveni-

ent, innovative, and cost-effective way to pay for eve-

ryday transactions in comparison to more tradition-

al methods.

It’s not surprising then that eWallets – with their 

extra layer of security protection for players and op-

erators – are the fastest-growing segment for pay-

ment processing in the igaming industry, having 

well-surpassed credit and debit card transactions. 

MuchBetter’s eWallet app enables operators to 

process faster payments with eWallet payment gate-

ways, and fees and transfer costs for the operator are 

much lower. Similarly, security is strengthened, and 

risk is significantly reduced because MuchBetter 

completes full KYC on their customers before any 

transactions can be made to or from a gaming site. 

This reduction in fraud and security risk enables op-

erators to maximise their acceptance rates for trans-

actions.

MuchBetter views eWallet trends from two per-

spectives: the player and the operator, although 

there is significant overlap. For players, user expe-

rience is king. For operators, there is an increasing 

demand for their trusted payment partners to act 

as payment hubs, solving more challenges for them 

and opening more doors to new opportunities. This 

is the future for eWallets, which will only grow in 

importance in igaming.  

Compared with jurisdictions such as North Amer-

ica and Asia, the use of eWallets enjoyed modest 

success in Europe until recently, with the market for 

eWallet solutions growing by 37.1% in 2020 alone. 

Whether this is due to an increased preference for 

online shopping, mobile-first purchasing, or con-

tactless payments, the potential for wallet solutions 

in Europe is vast and is something that MuchBetter 

has tirelessly pursued. 

While wallet technology has taken off in the B2C 

retail environment, it’s clear that its success has 

piqued the interest of the B2B community and how 

it’s reacting to the demands for corporate payment 

systems. The B2C community is demonstrating ev-

er-increasing demand for the security of digital pay-

ment systems, and B2Bs are starting to seize similar 

prospects for their own corporate payment systems, 

citing user experience as a catalyst. 

What it boils down to is that MuchBetter’s sys-

tems are designed for people, irrespective of wheth-

er they’re a consumer or a B2B customer. Techno-

logical advancements are being made to make expe-

riences more accessible for people, and that’s where 

MuchBetter excels; streamlining processes for indi-

viduals and those working for igaming operators. 

As consumers drive trends and innovation, the 

igaming sector has begun to take notice, answering 

to the same demands in its own payment systems 

space. By embracing these trends, MuchBetter is at 

Israel Rosenthal    
CEO and founder 
MuchBetter

Israel Rosenthal is the 

CEO and founder of 

MuchBetter, the smart 

payments app. Prior to 

setting up this game-

changing eWallet, 

Rosenthal served over 

10 years at PokerStars, 

including as the group 

COO. 
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the vanguard of facilitating robust corporate pay-

ment systems and tools that enable players to pay 

operators and vice versa.

The next-generation eWallet

Purpose-built for the online gaming industry, Much-

Better’s next-generation eWallet app meets the de-

mands of operators and players alike. Available for 

Android and iOS, MuchBetter allows customers to 

sign up for and fund an e-money account on their 

phone within minutes, making payments with just 

a fingerprint: no passwords or security questions to 

remember.

It’s this innovative B2B payment network – de-

signed by payments industry veterans from the ig-

aming sector – that connects players and operators 

to deliver simplified, low-risk payment executions. 

MuchBetter ensures maximum player/operator en-

gagement by providing a standardised, balanced ap-

proach across the igaming supply chain, prioritising 

operator payment performance to increase customer 

conversion and retention while driving higher com-

mercial success.

MuchBetter’s unique net deposit pricing model 

can reduce payment-processing costs by up to 100%, 

as they only charge fees on the net deposit amount 

every month. For example, if a user deposits £10,000 

to a gaming site and then withdraws £7,000, Much-

Better only applies a fee to the £3,000 net deposit.

While fraud remains a hot topic under the Euro-

pean PSD2 regulations, MuchBetter’s digital pay-

ments solutions present an easier way for shoppers 

to identify themselves during transactions, utilising 

best-in-class technologies such as tokenisation, 2FA 

authentication, biometrics, and dynamic tokens on 

e-money rails.

Along with this, its own patented technology (a 

dynamic CVV number built into the MuchBetter 

app that, unlike every other bank card in the world, 

changes every time it’s used) has created a second-

generation eWallet product that has been designed 

to eliminate typical fraud patterns experienced by 

most other wallets. 

All MuchBetter mobile accounts are paired to a 

player’s phone number and device, creating a trust-

ed environment between app, phone and phone 

number, and because all transactions are authorised 

within the app and on the device, this prevents ac-

count takeover scenarios, as well as the abuse of bo-

nuses, since fraudsters are unable to create multiple 

illegitimate accounts.

Through MuchBetter’s open-API, the merchant 

sends the payment request to the customer’s Much-

Better-app. All the customer has to do is simply 

approve the transaction with Touch-ID, and their 

money moves to the merchant in real-time. There 

are no passwords, no security questions, no email 

registration, no usernames, no redirects, and no 

faff: just a seamless customer payment journey that 

offers strong SCA-compliant customer authentica-

tion. 

All merchants must balance security with usabili-

ty. High-friction user experiences inevitably result in 

negativity and lost business, while eliminating fric-

tion often means compromising security. Yet Much-

Better’s approach to innovation has always been 

to create a seamless payment journey that’s highly 

secure, convenient and quick, without compromis-

ing on the user’s experience or security processes.

To make it easier for customers around the globe 

to make payments, they offer unique payment op-

tions tailored to each country’s governing regula-

tions and legislation. There’s also a dedicated sup-

port team available 24/7, and MuchBetter merchants 

have access to an exclusive merchant portal that ena-

bles users to track customer spend across the site 

and push exclusive offers to customers via MuchBet-

ter’s unique in-app feature, CashDuster.

With over one million sign-ups across 185 coun-

tries and 17 languages, MuchBetter is fast becoming 

the preferred payment app within the B2B market. 

To learn how to make a winning payment strategy with 

MuchBetter, contact business@muchbetter.com
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CREATE A 
WINNING 
PAYMENT 
EXPERIENCE
For your players with Worldpay from FIS

Worldpay from FIS is a leading payments 
technology company with unique capability 
to power global integrated omni-commerce, 
processing over 40 billion transactions
annually through more than 300 payment 
types across 146 countries and 126 
currencies.

With industry-leading scale, Worldpay from 

of products and services globally, delivered 
through a single provider. Our strong and 
reliable platforms serve operators across their 
payment needs and we can process for large 
volume events – with a capacity of up to 1000 
transactions per second. 

© 2021 FIS. Advancing the way the world pays, banks and invests™ Worldpay, the logo and any associated brand names are trademarks or registered 
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We understand your business, as our clients include 
industry leading Casinos, Sports Books and Lotteries 
operating on a global scale, and we help operators:

Increase acceptance rates

Optimize business cost vs. risk
Improve the speed of payouts to less than 
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Featuring: Vaix 

Artificial intelligence leader

Jay Kanabar of Vaix outlines what the firm 
is doing with artificial intelligence and why 
it is viewed as such a critical component of 
the platform offering

EGR Intel (EGR): What aspects of Vaix’s proposition 

earned you the title of AI and data partner of the year?

Jay Kanabar (JK): Vaix was first to market regarding 

artificial intelligence (AI) in igaming! As a result of 

being first to market, we have the mileage in terms 

of knowledge, use cases and data collection. When 

it comes to AI, data and the mileage to experiment 

and optimize is everything; the more data you have 

trained and retrained the models on, the better 

and more accurate the results become. Think about 

Tesla! Why are they the most popular self-driven 

car? Because they did it first. 

Over the last five years, we have had many chal-

lenges. The first was in getting operators over the 

hurdle as to the fact AI works and is not just a gim-

mick. We have proven and demonstrated through 

several case studies that AI does not only improve 

user experience but increases profitability, too. 

What we, as daily consumers, use in our day-to-day 

lives with applications such as Netflix and YouTube 

can also be transferred to igaming. 

 

EGR: The judges commented that Vaix’s product was 

relevant to any operator, and it addresses the most critical 

use cases all operators need to focus on. Can you give us 

some more details on the top four use cases?

JK: Of course. Let’s review the use cases now.

Use case 1: Personalisation on the front-end

Personalised start pages and apps are the standard 

in almost all industries around us. Online gaming 

is finally following suit. Not only because it increas-

es user betting, but fulfils a list of objectives: 

Users find new leagues and sports they may not 

have bet on before.

Users with different interests get served what 

they want, opposed to the regular punter who 

just wants to see their top games at the top of the 

page, bet and leave again. To the casual user who 

does not know what’s going on in sports now, or 

what new games have launched, choices are pro-

vided to help make up their minds.

 Users increase their choices in accumulators, 

which drives the thrill of the bet and improves 

sportsbook margin.

 During low-peak times, when users cannot find 

anything they’re interested in, the operator can 

finally provide the most relevant list of events 

currently available.

Instead of the same casino homepage with the 

same games for everybody, personalisation cre-

ates a dynamic, relevant, constantly refreshing 

start page from where users dive deeper based on 

their levels of interest.

Use case 2: Personalised email 

In today’s world, email is the lowest common de-

nominator of customer communication. Except 

password changes, work and receiving your elec-

tronic Covid-19 vaccination, users are not paying at-

tention to emails anymore, resulting in promotion-

al mail click rates, in particular, to fall below 1%. 

The issue isn’t email as a medium, but the myriad 

of marketing messages people receive. 

Jay Kanabar   
COO  
Vaix  

Jay Kanabar, COO, is 

responsible for business 

development, analytics 

and operations. His 

background is in 

business intelligence 

and CRM, bringing over 

15 years’ experience of 

business analysis and 

over 20 years in online 

gaming. His previous 

roles include head of 

poker operations, where 

he was responsible for 

analytics and CRM. 

That included VIP 

management, retention 

and reactivation for 

poker, casino and 

sports products. Prior to 

that, he was BI manager 

at Full Tilt Poker, building 

the poker pioneer’s first 

Customer Value Model 

which included lapse 

prevention.

We have proven and demonstrated 

through several case studies that AI 

does not only improve user experience 

but increases profitability, too. What 

we, as daily consumers, use in our day-

to-day lives with applications such 

as Netflix and YouTube can also be 

transferred to igaming 
Jay Kanabar | Vaix
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Personalise email and users do pay attention, 

from Spotify discovering new music for you to a 

concert announcement of that artist who is finally 

coming back to town – everyone has that newsletter 

or mail update they look forward to opening.

With deeply personalised emails, operators can 

revive their long-lost channel again. At Vaix, we see 

click rates more than double if emails don’t just ad-

vertise the Premier League weekend games, but ad-

vertise the content individuals users are genuinely 

interested in.

Use case 3: Churn prevention  

In today’s competitive igaming world, it’s impor-

tant to keep a hold of the customers that one has al-

ready paid big bucks for! The Vaix model produces a 

churn score at a player level. Each player is assigned 

a score (percentage) chance of churning in the next 

seven, 14 and 30 days. 

Vaix models have shown through several case 

studies that by using the Vaix AI Churn models, op-

erators can prevent their active player base from 

churning by giving a player an offer while active 

rather than after they have already left the site. 

Therefore, CRM teams can be proactive rather than 

reactive when messaging their player base. 

The teams can and should use the churn scores 

at all stages of the customer lifecycle, including 

the early life. The first two weeks of a player’s life is 

most important, and operators lose anything be-

tween 40%-60% of players in the first two weeks. 

Targeting these churn risk players early on can im-

prove retention and increase player values in the 

long run. An additional benefit of targeting or offer-

ing incentives at churn risk players is better bonus 

management. We’ve seen operators reduce their 

bonus costs significantly and, as a result, improve 

their bottom line.

Use case 4: Return on marketing investment – 

acquisition marketing 

Acquiring players is an expensive business. Every 

operator is after the same player and wants to grab 

market share. This means you may end up paying a 

higher CPA than the lifetime value (LTV). First off, 

we need to ask ourselves, how long is a player’s life-

time? In 2008, operators used to calculate a two- to 

three-year LTV; fast-forward to today, and it’s prob-

ably less than 12 months!

The Vaix model calculates the LTV for each player 

for the first 30, 60, 90, 180 and 365 days, which gives 

the operator flexibility to choose a player value be-

tween 30 and 365 days. In addition to different 

output windows, the Vaix AI-driven model has many  

advantages:

1. Player level values

2. High accuracies of 80%+

3. Predictions after the first three active days

How can operators make use of Vaix LTV model?

Step 1: Define what is an acceptable timeline for a 

return on your marketing investment for each cam-

paign when you are planning the campaign.

Step 2: The key is knowing when to evaluate the 

campaign using the daily predictions the AI pro-

duces. On average, it takes the model seven days 

to start to predict with 85%+ accuracies. But if you 

want to have less risks, then 14 days post campaign 

will give you accuracies in the 90th percentile.

Step 3: Once you’ve determined the break-even 

period and start using the model, you need to mon-

itor the lifetime value versus the cost of the cam-

paign. Typically, one would build a dashboard or 

report and find the good and bad campaigns.

Step 4: Stop the bleeding and re-evaluate and stop 

any campaign that is predicted to not breakeven in 

the timeline, is already set, or does not meet your 

expectations.

Step 5: Reinvest in the good deals.

Step 6: Repeat. 

EGR: The company experienced an impressive year of 

expansion during a worldwide pandemic and increased 

competition. How do you navigate the shifting challenges? 

JK: Vaix is in a fortunate position to have the agility 

of a start-up company, the knowledge of an estab-

lished industry heavyweight and a cohort of talent-

ed people at every level who make it all tick. Our de-

velopment team has been critical to our expansion. 

Their practical approach to evolving our technolo-

gy stack, new models or approaches and delivery of 

new use cases has more than exceeded our expecta-

tions. For example, we are now able to deploy a fully 

ready production model in just 72 hours from re-

ceiving historical data. There are not many in-house 

teams or other AI companies that produce such re-

sults in a short time frame. 

2020 was a turning point for AI in igaming and 

the competition from either other providers or in-

house teams helped us more than it ever hindered 

us. In any industry we don’t think you want to be 

the only one doing what you are doing; competition 

means we are not the only crazy ones going down 

the AI path.
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EGR: What are you going to focus on in the future?

JK: Both short- and long-term goals are to improve 

the time to deliver our products and expand our 

partnership programme, as well as work with more 

platforms and marketing/digital platforms and 

agencies. 

We’ve managed to get this down from seven 

working days to three, but we’d like to see it be 

more of a plug and play application, where opera-

tors can go live straight away or, at a minimum, in 

24 hours. The main reason to focus on this is the 

simple fact that operators already have road maps 

which are fully packed, and we want our products 

to be as little of a burden as possible. The simpler 

we can integrate our offering, the higher chance we 

have of operators working with us. 

Platform integration is at the core of our strate-

gy. We’ve learnt over the years, that all the integra-

tion is not only down to the operator, but often the 

platform provider who is involved. This means that 

the more platforms that are part of our partnership 

programme, the simpler the integration and quick-

er the speed to market. 

Similarly, on the marketing and CRM side, the 

more marketing and CRM platforms we form part-

nerships with, the simpler the life of the operator 

as they no longer have to use more than one tool to 

do their day-to-day jobs and are not required to do 

the integration themselves. Not only do we want to 

integrate with CRM platforms, but if we can form 

relationships with advertising agencies or the likes 

of Google and Facebook Ads, too, marketing teams 

can start to automate the advertising and bidding 

process using Vaix’s predictions.

EGR: Where is AI heading in igaming?

JK: AI should be the future igaming (we hope). I 

mean, it’s almost part of our daily lives with other 

services and products including shopping, enter-

tainment, customer service platforms. And other 

industries such as medicine are incorporating some 

form of AI, so why can this not be the case for  

igaming? 

Player safety: We’ve seen big moves by opera-

tors using AI/big data for player safety, but it has 

a long way to go before it is fully automated. As 

the industry and governing bodies start to work 

together, using AI technologies will only help 

solve the problem of protecting its consumers 

faster, accurately, and better. 

Trading: The majority of trading teams today 

create their own odds and manage liabilities 

manually or with simple rules-based algorithms. 

Throwing in a deep learning AI model to manage 

both odds and liabilities will be a big game 

changer for the industry. 

Real-time personalisation: Taking the person-

al touch, not only where it matters (sportsbook 

mail, casino homepage), but when it matters. A 

simple example: it is an entirely different propo-

sition if a sportsbook sends each user a reminder 

when their favourite team plays versus the usual 

Friday afternoon mail after what’s on during the 

weekend.

Personalised loyalty programmes and bonus-

es: A day-to-day task which all operations teams 

must take on with lots of manual segmentation 

and decide what type of bonus to give and how 

to give. This is a problem that machine learning 

can solve and optimise how, what, when and how 

much of a bonus a player gets. The advantage 

for operators is not only saving man hours and 

bonus costs, but we are giving the right type of 

offer at the right time and should result in an in-

crease in overall uptake and increase in retention 

and lifetime value. 
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