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Building on the success of a similar meeting in London in July 

and drawing from the history of the Ampersand Open Space 

assemblies in Las Vegas, the ICE Symposium, powered by 

Ampersand, brought together 40-plus leaders, influencers 

and innovators in North American gaming and betting 

for a day of discussions and an evening of networking.

Adopting once again the free-flowing and organic Open 

Space format, the day featured a series of discussions on the 

topics put forward by the participants at the very beginning. 

This report is a summary of select discussions that drew the 

highest participation among the 39 topics proposed by the 

participants. The insight from this meeting, as well as from the 

London gathering in the summer, has been influencing the 

direction of ICE and other Clarion Gaming products. 

Ewa Bakun 

Director of Industry Insight & Engagement

INTRODUCTION AND CONTEXT 

TOPICS OF INTEREST
Getting access to the talent needed for successful expansion

Disruption of regulation: repurposing gaming regulation

Will sports betting be profitable? How and when? 

How to eliminate the ‘-110/+250’ style of representing odds 

Who should get access to which verticals in a regulated free market economy?

Team building, development and retention

Creating an app/online ecosystem

Customer retention

Expansion into emerging markets, e.g. Africa and Latin America

Global gaming association and academic collaboration

Modernising applications and technology infrastructure

Cash vs. contactless in brick-and-mortar casino: the pros and cons

Brand awareness

Sweepstakes and charitable gaming ‘fundraising’ in sports betting and igaming

The metaverse: is it really a thing? 

Data rights: costs and official data requirements

Balancing market expansion with profitability and sustainability

Increasing the availability of fully online betting, casino and poker

Marketing/advertising tools to connect with casino operators 

Keeping abreast of the evolving card brands and banks’ rules

Online opportunities for smaller operators 

De-regulation of igaming

Taxes: gaming taxes, player taxes etc.

Is an RG cliff inevitable in North America? Should you avoid it or embrace it?

Should digital payments regulations be different in gambling? 

Game content: increased distribution costs and shorter shelf life

Bridging online and land-based

The realities of white/grey/black igaming

How does the industry insulate itself from the looming recession?

What is the most enticing type of bet for a first-time bettor?

Fixing the US customer journey

Evolving privacy laws in the US and their impact on player acquisition costs

Maximise enterprise value: what matters?

Efficiency in compliance and market entry

Fraud rings are getting wise – changing tactics to evade fraud filters 

Preparing for our ultimate competitors: Google and Meta 

How to fund growth in a tight capital environment? 

Casinos: attracting and retaining a diverse age demographic

1086420

Of the 39 topics put forward for 

consideration, more than half were 

then discussed in individual groups 

comprising two to ten participants. 

The graphic here charts the level of 

interest in the various topics, based 

on the number of topic proponents 

and discussion group participants. 

This report, which has been 

compiled from a comprehensive 

selection of notes and quotes from 

the groups, pulls together some of 

the overarching themes from the 

various discussions. 
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THE TOPICS  
PUT FORWARD 

 ● Will sports betting ever 

be profitable? 

 ● Is there room for everyone 

to make money? 

 ● How to fund growth in a 

tight capital environment

 ● How to ensure sustainable 

growth in a post-state-

launch North America

THEME: PROFITABILITY 
AND SUSTAINABILITY 
IN THE SPORTS 
WAGERING INDUSTRY 
– HOW AND WHEN? 

“People aren’t making money because they’re  
running entertainment companies”

 ● The market is in its first wave of market capture. It’s immature, lacking in experience, and 

focused on overloading the customer with promotional offers and bonusing (with no 

experience in bonus abuse). This fixation on bonuses and promotions is creating the market 

but not enough thought is being given to sustainability – or building beneficial relationships 

with affiliates. There is a real risk of this approach leading to a responsible-gaming blowback, 

similar to what happened in Europe.

DO YOU FEEL ANY MEASURES SHOULD BE 
PUT IN PLACE TO PREVENT AND/OR TREAT 

COMPULSIVE SPORTS BETTING?

PREVENTATIVE MEASURES*

15%

43%
42%

 Yes     

 No     

 Maybe  

Source: Global Sport Institute national snapshot poll, winter 2022 – sports betting

Limits placed on betting amounts imposed by 
sports betting platforms

Treatment programmes provided for problem sports 
gamblers paid for by the sports betting industry

Responsible betting campaigns paid for by the 
sports betting industry

Putting in place an independent government body 
authorised to audit, investigate and regulate the 

sports betting industry to protect public health

Using data collected from sports betting platforms 
to identify, investigate and intervene with gamblers 

engaging in potentially problematic behaviour

25%

23%

20%

16%

16%

30%0
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“If you don’t spend stupidly, you are not considered”

 ● Regulatory fragmentation, with each state having a different set of rules, leads to market 

fragmentation, lack of consistency and integration challenges. The existing regulatory model 

that has worked for the land-based industry isn’t really suitable for the new verticals and 

channels, although it works for states’ regulators and policymakers as it allows them to keep 

control, avoid interference by the federal government and hide inefficiencies. Is there an 

impetus on policymakers to create a profitable industry? 

KEY TAKEAWAY: MOVING THE FOCUS FROM  
PLAYER ACCESS TO PLAYER EXPERIENCE

https://globalsport.asu.edu/resources/global-sport-institute-national-snapshot-poll-winter-2022-sports-betting
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“Easy to be critical of regulatory agencies  

until you try to build one”

 ● Fragmented regulation is often a challenge when entering new markets. Everyone is waiting 

for California (where the race to the bottom and the spend are predicted to overtake what 

we have seen in the US market to date), but tax and legislation might hinder growth and the 

path to profitability. Some more profit-centred companies have models to assess market 

feasibility and profitability that would rank countries such as the UK rather low. 

CALIFORNIA POISED TO BECOME WORLD’S FOURTH BIGGEST ECONOMY
Golden State’s economy on the verge of overtaking Germany after showing steady growth

Source:  Bloomberg

2000

$5tn

$4tn

$3tn

$2tn

$1tn

2010 2020

 California GDP ($tn)    Germany GPD ($tn)

“If a job of a sportsbook is to drive traffic, that’s OK” 

 ● Companies, however, are using a variety of models for sportsbooks, so ‘success’ 

means different things. For some, it’s considered a traffic driver and can therefore 

justify high marketing spend. 

 ● Outsourcing of skill and technology vs. profitability: talent is scarce, which also 

speaks to the immaturity of the market. It’s hard to be successful when you don’t own 

the technology – it’s a trade-off between de-risking and product ownership. 

“Player experience will be the next focus” 
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THE TOPICS  
PUT FORWARD 

 ● Disruption and/or repurposing 

of regulation: can a land-based 

regulatory model change to 

accommodate a digital industry, with 

non-traditional companies offering 

gaming, to ensure sustainability?

 ● How to strategically increase the 

availability of fully online sports 

betting, casinos and poker, and how 

to continue expansion with state or 

worldwide player pools 

 ● Complex licensing process in the 

US for sports betting and online, 

and competition with grey market 

online operators 

 ● Taxation: gaming taxes and 

players’ taxes

 ● Who should participate, and who 

gets access to markets and for 

which verticals, in a regulated free 

market economy? 

 ● How to balance market expansion 

with profitability and sustainability 

THEME: 
REGULATION AND 
MARKET ACCESS

Deregulation in markets controlled by  
existing stakeholders 

“Regulators don’t understand igaming technology; 
if they did, they’d work for DraftKings or FanDuel”  

 ● States and local incumbents, including lotteries, casinos and tribes, are holding 

on to the control of gaming, although limited deregulation is happening in sports 

betting and casino. 

 ● States are used to the land-based regulatory model, where control is retained by 

incumbents, including the tribes. This poses challenges for online businesses and 

can go against consumer demand.  

“Technology is important,  
but people is everything”

 ● Protectionist approach leads to unsuccessful launches where the local incumbents 

might have the proper infrastructure, such as regulatory oversight, capital, 

background checks and player data, to operate but they lack experience and 

market knowledge. 

 ● Need to be wary of oversaturating the market with too many licences and skins 

available – in some cases this has led to overspend in markets not able to sustain 

that many brands.

 ● There is an opportunity in investing in niche markets and small brands, where the 

route to profitability might be quicker, in particular as casinos already know their 

customer or can activate their rewards programmes. Land-based incumbents 

can then reverse engineer them into their land-based operation or pivot into 

the supply chain. 

 ● In order to spot and maximise these opportunities, organisations need to keep a 

level of flexibility and develop an ability to adjust, which is sometimes less likely to 

occur at large corporate land-based operations used to their model of business. 

Trust between land-based and online business is still lacking too. 

“The land-based industry sees dotcom operators 
as those who don’t understand procedures” 

KEY TAKEAWAY: LEARN TO ADAPT RATHER THAN 
EXPECT LOCAL STAKEHOLDERS TO ADAPT
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Building partnership models that 
would be acceptable to tribes

“The danger to the tribes is a  
national company owning their 

database in a few years – that would 
put them in a weakened position”

 ● New entrants lack understanding of the tribal approach 

to gaming. Their brand and database are their biggest 

assets which they protect at all costs while scrutinising any 

outside interests.

 ● Retaining control over the future of regulation in the state 

is paramount for the tribes – they see danger in the current 

deals offered to them as transferring ownership of their 

customer base would weaken their position in the future. 

 ● Regulatory change means possible opening of the 

compacts, which is also a risk to the tribes. 

 ● Excessive spend to compete isn’t something they can afford 

due to their particular setup, therefore a quick route to 

profitability is a deciding factor as well.  

“Tribes don’t bingo…”

Regulatory and tax fragmentation 

 ● Requirements for multiple wallets and challenges in moving 

funds across state lines means that operators can’t have a 

single platform. 

 ● Standardised regulation is unlikely to happen, but could 

there be further standardisation of technical requirements? 

 ● Taxes also differ, sometimes quite drastically (see PA and NY 

vs. NV). Technology solution could be the answer to tax and 

some level of regulatory fragmentation.

 ● Could the industry come together and lobby for a national 

approach to taxation?

“Everyone would like 80-90%  
of standardised regulation –  

it will never happen” 

 ● Only 10% of online bets are through regulated market due 

to the low RTP – this means revenue loss to the states.

“Taxes are being missed, because  
the US system isn’t universal”
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THE TOPICS PUT FORWARD 

 ● How does the industry get access to the talent needed for 

successful expansion?

 ● What skills are we looking for? Are we developing the 

appropriately skilled pool of labour to meet the technology 

and gambling requirements for the present and the future? 

 ● Team building, salaries and retention, including key 

executive compensation packages 

 ● Growing the team while retaining skilled and 

valuable people 

 ● Staff management in a post-Covid world

 ● Recruiting quality US-based staff for igaming  

(vs. sports betting)

“Are we equipping the students for 
what the market needs?”

 ● While universities offer coursework in land-based casino 

marketing, device management and casino accounting, 

there is a clear gap in online. 

“People who have lateral  
skills are key” 

 ● New recruits, often in the early days of their career or fresh 

from school/college, can be proficient technically (e.g. 

performance marketers, BI, programmers, developers) and 

are expensive. However, they lack the understanding of 

business and the skill to interpret data/information and to 

use it between various channels and parts of the business.

“Fundamental problem is  
finding thought-leaders” 

 ● We need ‘business scrum masters’ or ‘professional 

managers’ who not only understand the business needs and 

can manage talent but also understand tech and can bridge 

business areas with the tech. The finance sector is trying to 

solve it by hiring coders with business degrees. 

 ● Some companies have used the pandemic to restructure 

their businesses to remove layers and layers of middle 

management and keep genuine thought-leaders who 

think about the future on one side and technical experts 

on the other side. 

THEME: WORKFORCE AND TALENT

KEY TAKEAWAY: THOUGHT LEADERS WITH LATERAL THINKING ABLE 
TO INTERPRET DATA ACROSS CHANNELS AND VERTICALS THROUGH A 
COMBINATION OF TECH AND BUSINESS ARE IN PARTICULAR DEMAND 
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“Getting the message out there that we care…”

 ● Acquiring talent is easier if the company’s ESG information is public, declared one participant. The next generation of talent 

does care about ESG matters. 

 ● Collectively, we need to distance ourselves from the ‘sin’ narrative: the industry is a large tax contributor, major employer and 

is part of the community (see graphic below) – it’s to be shouted about and celebrated.

Source: American Gaming Association 

IMPACT OF THE CASINO GAMING INDUSTRY

Number of Casinos

981
Economic Impact

$261.36 bn
Jobs Supported

1.8 million
Tax Impact & Tribal Revenue Share

$40.79 bn
Gross Gaming Revenue

$57.8 bn

“I assume my best staff are being 
approached all the time”

 ● For many businesses, months of working from home have 

had a detrimental effect on staff retention – that was the time 

when employees started to shop around. 

 ● Organisations have introduced initiatives to help make staff 

working in different parts of the world feel more connected, 

e.g. social clubs for getting together with colleagues, online 

social events by time zone, regular physical events, etc. (all 

cheaper than keeping an office open the entire year).

 ● However, working from home can also lead to data privacy 

or sensitive information issues if appropriate measures aren’t 

taken to accommodate the practice.

“CEO needs to exhibit good people 
manager behaviour”

 ● C-suite is starting to engage more with staff at various 

levels, including new starters – this is really important for 

retention and staff morale, e.g. monthly meet and greet 

with the CEO. This also helps increase understanding of 

the needs within the business, including areas such as 

training, mentorship and development, all of which are vital 

nowadays when it comes to retaining staff. 

“I would have never stayed if they 
hadn’t offered me stock options” 

 ● Stock and equity vs. bonusing as a way to reward staff and 

retain the most talented within the business. Although there 

are various approaches, equity has proven for many to be 

very effective in giving their most valuable employees skin 

in the game.

https://www.americangaming.org/state-of-play/
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THE TOPICS  
PUT FORWARD 

 ● How do we eliminate the 

-110/+250 style of representing 

odds in the US? 

 ● Creating an app/online ecosystem 

for free-to-play, skill, RNG games, 

loyalty and concierge 

 ● Improving the payment 

processing experience

 ● Successful chargeback 

management 

 ● Keeping abreast/ahead of the 

evolving card brands and banks’ 

interest in the gambling vertical

 ● Cash vs. contactless in the brick-

and-mortar casino – pros and cons. 

Is cash going to slowly go away?

THEME: 
CUSTOMER 
EXPERIENCE 
AND RETENTION 
– PRODUCT AND 
PAYMENTS 

 “Regulators might need to step in to force  
a change to make it easier for consumers  

to make informed decisions”

 ● Sportsbooks need to find more engaging ways of presenting odds to attract 

younger, more mainstream players. The current -110/+250 style of odds, based 

on a format used in Las Vegas pre-PASPA, is not very accessible. With operators 

investing so much into acquisition, why is this format still being used? Could it be 

a way to subtly influence stakes? 

 ● Change is likely to come through one of two channels: either a strong influencer 

will provoke change to capture broader audiences, or regulators will ask for more 

accessible and understandable information to be provided to consumers. This 

could fall under a responsible gaming/information category.

Source: Global Sport Institute national snapshot poll, winter 2022 – sports betting

AWARENESS OF SPORTS BETTING SOURCE OF INFORMATION*

 A great deal

 A moderate amount

 Some

 A little 

 Nothing at all

Sports programmes on televison

Friends and family

Social media such as Facebook or Twitter

Radio

Other online sources

Streaming services, e.g. Hulu or YouTube

Non-sports programmes on television

Newspapers

Somewhere else

42%
37%

35%
23%
22%
22%
21%

12%
4%

50%0
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KEY TAKEAWAY: TOWARDS A SIMPLE CUSTOMER-
FACING INTERFACE THAT WOULD COMBINE 
A MULTITUDE OF PRODUCT AND MARKETING 
OFFERINGS WHILE HIDING THE FRAGMENTED 
REGULATORY COMPLEXITIES 

12%

19%

23%
26%

19%

https://globalsport.asu.edu/resources/global-sport-institute-national-snapshot-poll-winter-2022-sports-betting
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“The challenge is that everybody is trying to out-bonus each other”

 ● Diversification tools, player club, rewards systems, loyalty programmes and promotions based on player behaviour are all 

available, but key to a good customer experience is being able to withdraw funds quickly. The market still struggles to offer this.

 ● Workable regulations are needed. Regulators and legislators should be educated better on what customers actually want – not 

by industry lobbyists but by independent consultants, starting at an early stage when policymakers are running for office. 

 ● Other key factors are genuine engagement, simplicity of the experience and a rewards systems tied into other 

experiences. Operators need to be clever in how they connect online and land-based offerings in a personalised, but not 

overcomplicated, way. 

ONLINE GAMBLING ADVERTISING SPEND

Source: Mediaradar.com

$0

$25,000,000

$50,000,000

$75,000,000

$100,000,000

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Online gambling advertisers increased their spending by 62% year-over-year (January – October 2021).

2020 2021

https://mediaradar.com/blog/22-categories-2022-online-gambling/
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“There is an app 
fatigue right now” 

 ● The goal is to provide all types of 

games together with the rewards 

and loyalty programmes, concierge, 

identification, social games and 

payments all in one app. But the 

advertising of it is a challenge, as is 

the payment across states lines since 

each state has different rules.

 ● In the future all games will be 

available behind one wall, but sports 

to casino, with freemium model, 

is particularly interesting as sports 

drives casino play in other markets.

 ● There is a risk of apps becoming 

too complicated as an experience 

and service and thus confusing 

to the customer who wants 

something simple. 

“Effective chargeback 
management is the 
most painful issue 
we’re dealing with”

 ● Chargeback management is part 

of operators’ risk and efforts to 

help with it, such as 3D Secure (not 

widely adopted in the US), can mean 

further friction in what is already a 

cumbersome payment experience 

for the players. Perhaps there could 

be a threshold for 3DS for bets over 

a certain amount? Another solution 

suggested is a VIP programme for 

known and trusted players only.

 ● Guidance from banks and card 

issuers is constantly evolving 

and requires an ability to keep 

adjusting, which negatively impacts 

smaller businesses. 

“Cashless depends on 
Generation Z being 

willing to give up their 
details, which they are 
currently not doing” 

 ● Banks are monitoring customer 

spend, which impacts credit ratings 

and the ability to get a mortgage, 

and this is why customers are still 

more likely to use cash. The practice 

will remain widespread, despite the 

AML benefits of going cashless, and 

will likely remain so until such time 

gambling stops being considered 

a ‘sin’ entertainment and is pushed 

into the grey zone. 
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Although different markets, at different stages of maturity and undergoing 

a different pace of change, Europe and North America do share common 

challenges in certain areas, such as fragmented regulation, staff recruitment 

and talent retention, industry reputation, and digital/cashless payments. 

Each will have their own nuanced circumstances that require their own 

solutions, but the overarching context for those challenges is similar: 

regulation, consumer trends and post-Covid recovery. 

LAS VEGAS VS. LONDON

ADDITIONAL RESOURCES
ICE Symposium, in partnership with the European Casino Association, white paper

iGB US sports betting dashboards

iGB North America newsletter

iGB Salary Survey 2021, in partnership with Pentasia 

iGB Salary Survey 2022, in partnership with Pentasia

Ampersand

Upcoming events:

ICE London, 7-9 February 2023, London

iGB Live! North America, 6-7 December 2023, New York

https://igamingbusiness.com/us-sports-betting-dashboard/
https://igamingbusiness.com/newsletter/
https://igamingbusiness.com/people/recruitment/igb-pentasia-salary-survey-2021/
https://igamingbusiness.com/people/recruitment/igb-pentasia-salary-survey-2022/
https://www.icelondon.uk.com/features/ampersand
https://www.icelondon.uk.com/
https://www.igblive.com/north-america
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6 - 7 December 2023 
Pier 36, New York City 

INTRODUCING iGB LIVE! 
NORTH AMERICA

•  The only event in North America that will connect the entire 
Gaming ecosystem together in one place at one time 

•  A 2-day exhibition delivering lead generation, networking, 
content and learning 

•  Attended by online and land-based gaming Casinos, 
Operators and Affiliates from North America

•  In partnership with the Indian Gaming Association 

iGB Live! North America - Get Involved.

igblive.com/north-america

COMMERCIAL 
OPERATORS

SUPPLIERS

TRIBAL 
OPERATORS

AFFILIATES
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