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Operators constantly keep 

their eyes, ears and minds open 
in their e ort to remain pdated 

and to keep p ith the e er shi in  trends  s 
a res lt, players are nceasin ly presented ith 
ne , temp n  alterna es and their loyalty is ar 
rom i en

his is here amin   pla orms step 
in to sa e the day  ni ally adopted to ser e 
the needs o  the demandin  online player, 

 sol ons capt re pre erences and 
beha io ral pa erns in both eb and 
mobile and they decode them to 
insi hts  hey o er the tools to en a e 
and mo ate players, orchestra n  
per ormances and dri in  re en es

t there is no s ch thin  as an 
excl si e online player  there ore, 
op n  or an in depth eb based 
a lia on hile limi n  the retail 
interac on to shallo  ater means 
b ildin  a player endor rela onship 
des ned to ail  

layers are increasin ly lookin  
or personalised experiences across 

channels and it is no lon er ncommon 
or the same indi id al to en oy online 
amin  at home and in another instance to 

be entertained thro h one o  the co ntless 
retail amin  to chpoints

eepin  an imbalance bet een the 
t o playin  en ironments by isola n  the 
characteris cs o  the online ac ity rom 
the player’s brick and mortar experiences in 
re lated markets can only res lt in the pro le 
orma on o  incomplete ser personas  

 total channel approach is there ore 
needed  One that ser es the player no ma er 
the place, the me or the channel and takes 
into acco nt all the player’s interac ons to orm 
impeccable experiences  

y disco erin  ays to brid e the ap 
bet een the retail and online orlds, amin  
brands not only simpli y their opera ons, b t 
also radically rede ne their o erin s  nd st as 

de ree amin  prod cts are bein  desi ned 
nder a cross pla orm, m l to chpoint 

context,  sol ons are keepin  p by 
becomin  a ailable across m l ple channels

ased on its experience rom opera ons in 
n mero s re lated markets, ntralot’s ans er 
to the ne  amin  reality is layer lse, its 
a ard innin  amin   prod ct that 
oc ses on addin  al e by nderstandin  and 

connec n  ith c stomers  
layer lse is an inno a e, hi h per ormin  

sol on that meets the ro in  demands o  the 
amin  ind stry, enablin  the expansion o  sales 

across all retail and online sales channels  t is a 
prod ct ith nri aled cross channel experience 
mana ement capabili es

layer cco nt ana ement is rede ned 
to s pport lick and ortar o rneys  ata 
deri in  rom m l ple channels are combined 
into holis c player acco nts in a ay that 
data analysis and repor n  are ele ated to 
o tstandin ly sim late the player’s  

Operators et to deeply nderstand players and 
to exceed their expecta ons ith personalised 
o erin s that en a e and enerate concrete and 
lon las n  bonds ith the brand  he pla orm’s 
restr ct red marke n  tools help mo ate and 
re ard land based as ell as online amin  
thro h bon ses and promo ons

and based ac ity can be e ciently 
combined ith online pre erences by se o  
a player’s card  ith ntralot layer lse the 
incomplete ima e o  any online player no  
becomes a so nd, next enera on pro le o  a 
re istered player  

amin  becomes e ortless and more 
a rac e or exis n  and poten al c stomers, 
par c larly the ne , tech sa y enera on  or 
example, ith their ni ersal acco nt accessed 

thro h the card, players can play in stores, pay 
thro h their sin le di ital allet and check their 

innin s and money balance remotely sin  
their smartphones or tablets  

n cases here amin  operators try to 
enco ra e brick and mortar amin  and to 
increase store oot tra c, p n l recently their 
e orts had been limited to in store promos and 
loyalty cl bs  layer lse deli ers addi onal 
al e by makin  these tools a ailable also 

thro h the eb and mobile pla orms and so 
players can no  earn loyalty points by isi n  
stores, by lo in  into the brands’ ebsites and 
by playin  ames thro h their mobile de ices

o p t it simply, ith layer lse c stomer 
o rneys are le  to the operator’s incep on o  

intri in  playin  and loyalty schemes, here 
the star n  and endin  points are players, not 

channels or to chpoints
rthermore, to orchestrate all the 

opera ons needed to ser e re istered 
players, ntralot layer lse enables the 

amin  operators to ali n their ario s 
b siness departments nder ni ed 
and concrete strate ies  a ric onless 
coopera on bet een teams to 
si ni cantly red ce costs hile boos n  

e ciency
o s m p, amin  operators ith both 

an online and a retail presence ha e a once 
in a li e me opport nity to skyrocket their 

brand’s e ity by deli erin  pro o nd total 
channel experiences to players  nd their  

prod ct sho ld s pport their est
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