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Introduction

Ahead of the curve

S
portsbook has without doubt become one of the most crucial 

customer acquisition channels in gaming and to succeed operators 

must offer a modern and personalised experience – and that is the focus 

of this EGR Sports Betting Report.

The industry experts’ contributions contained within this report highlight 

some of the measures their respective companies are taking to stay 

ahead of the curve and satisfy their global clientele through the delivery of 

innovative online and omni-channel offerings. 

Developing a bespoke local product is one of the conundrums 

operators and suppliers are currently wrestling with as they strive to 

heighten users’ levels of engagement and boost retention rates and 

revenues in regulated markets.

Our experts also use this report to explore areas such as the future of 

sports trading and risk management, the rise in virtual sports, and how 

best to leverage big data in the push for true product personalisation.  

The assessment of a range of adaptations to effectively drive online 

gaming revenue streams via sportsbook should provide valuable and 

practical insight and help you prepare your future business endeavours.  

By Ross Law | Report editor
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Greg Karaolis  
Head of online and 

innovation  
SBTech 

Greg Karaolis is the 

head of online and 

innovation at SBTech. 

As an avid punter, 

having spent over 10 

years in the online 

gaming space, and 

as an Arsenal season 

ticket holder he is 

passionate about 

building platforms, 

interfaces and 

experiences that will 

excite and engage 

sports fans and punters.

Featuring: SBTech 

Develop and differentiate

Greg Karaolis, of SBTech, discusses ana-

lytics, effective data harnessing, tailoring of-

ferings to local markets, and how the com-

pany is developing to maintain its strong 

position within the industry

EGR Intel: Customer betting transactions and interactions 

create a wealth of data which, in many cases, is going to 

waste. What can SBTech do to help operators put this data 

to good use?

Greg Karaolis (GK): I would break this down into three 
parts to best describe what we are doing:

1. We collect the right data and have a great BI so-
lution 

2. We have the know-how and tools to manipulate 
this data, ensuring excellent trading and custom-
er service operations

3. We use the data to provide truly bespoke cus-
tomer experiences and propositions through all 
touchpoints via customer modelling and predic-
tive analytics

The betting data we collate allows us to segment 
players into over 15 categories by sport and league, 
enabling us to manage them effectively from a trad-
ing perspective. And while we recognise that limita-
tions and bet delays are necessary, we always take a 
very targeted and personalised approach. For exam-
ple, if a punter can beat us on 2nd division Roma-
nian football, they will be limited and delayed there, 
but not for the Bundesliga or Premier League, where 
we know we cannot be beaten close to kick-off. The 
limits would be similarly relaxed on other sports on 
which we could see ourselves beating that punter. 

So, even when we have what the industry would 
call a ‘bad’ punter, we can manage them intelligent-
ly, permitting them to bet while allowing us to gener-
ate margin from a player most trading teams would 
restrict completely. We take this concept further by 
lowering bet delay times for VIPs who we know are 

genuine punters, so that they have fewer rejected live 
bets and a much better overall experience. This level 
of service flows through to our proactive live chat tool, 
which enables agents to engage with players whom 
we can see, from on-site triggers, are facing issues 
such as multiple declined deposits or bets. Naturally, 
all agents can see player details with regards to bets, 
customer segment as well as current on-site activity. 
When these tools are combined, the trading and cus-
tomer service arms use all available data to work hand 
in hand and provide great all-round user experiences.

Finally, our approach to behaviour-driven personal-
isation begins by targeting big macrosegments before 
overlaying the bespoke microsegments based on user 
behaviour that give customers consistent messaging 
across all touchpoints. Obvious buckets that we sepa-
rate into are sport, VIPs, and inactives. These players 
will all receive bespoke and coordinated content on 
web and mobile, as well as through push messaging 
and emails. We overlay this with extra data we pick up 
from customers themselves, such as country and city 
of registration, to target these players more accurately. 
We are also looking more at gamification mechanics, 
by which we reward users for giving us extra informa-
tion that will allow us to segment their profile even 
further. 

The final piece of the puzzle is then looking at the 
microsegments we build to predict the likely behav-
iours and paths new customers will take after a few 
bets, and managing them throughout this process. 
This can include mapping out the journey towards be-
coming a VIP after only a few bets, identifying likely 
churners through changing betting activity, and iden-
tifying likely upsell and cross-sell opportunities based 
on past behaviours of similar customers. One of the 
keys to this is having a platform that can interact with 
players at the most opportune moments in their cus-
tomer lifecycles, be that to stop churn, upsell or stop 
a potential problem gambler. This is why SBTech has 
gone to great lengths to build an in-house live chat 
tool that will plug into all our microsegments.  
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EGR Intel: In terms of your data-led CRM, what areas are 

SBTech looking at either to deepen current analytical insight 

or to further improve client relationships and boost retention 

rates?

GK: Microsegmentation and predictive analytics 
allow us to tailor promotions to generate the best ROI 
based on triggers we know appeal to specific types 
of customers at specific times during their customer 
lifecycles. By understanding when a customer is likely 
to churn, and what offers, content and communica-
tions are likely to make them stay, we can intercept 
them before the point of churning – retaining players, 
of course, incurs a much lower cost than that of reac-
quisition.

One thing we have noticed is that customers who 
bet on localised sports and leagues within their first 
few bets are worth five times more over a year-long 
period, so this is an area we are actively promoting 
with our operators. For example, Danish customers 
who bet on handball, or UK customers who bet on 
cricket or rugby, will be worth five times more over 
the year than punters in those markets who bet only 
on soccer within the first few bets. This not only helps 
with identifying potential VIPs, but helps inform affil-
iate strategies, partnerships, and media buys to target 
customers who are likely to bring the highest value. 

EGR Intel: Product personalisation is often thought to be a 

tough nut to crack – how is SBTech currently progressing 

within this area?

GK: We start with what we know about geography and 
acquisition channels, and build from there. As I said, 
we expose the segments in a way that allows opera-
tors to send emails and pushes, and create bespoke 
content on mobile/web for specific customer seg-
ments. We identify VIPs early on if we see that a cus-
tomer is displaying some of the key associated char-
acteristics identified by our model. This offers the 
benefits of minimised delays and improved limits, 
and potential alternate CRM routes that allow us to 
better monetise VIPs early on.

We use the same principle not only to recommend 
bets that users have bet on previously, but to cross-
sell bets similar users have also placed. Therefore, we 
aren’t just promoting what a user would have bet on 
anyway, but an extra bet that is also likely to appeal 
to them.

EGR Intel: In recent years, we’ve seen a real explosion in 

ring-fenced markets. How has SBTech responded to this in 

terms of tailoring products to each territory? 
GK: There are two parts to our approach. The first is 
the pure regulatory work, and then there’s the locali-

sation. On the regulatory side, our platform is com-
pletely modular, which allows us to configure features 
that work in many different regulatory environments. 
For example, most European regulators enforce some 
form of betting, turnover or deposit limits, and these 
are simple configurations in our system. Given that 
we are already active in 15 regulated markets around 
the world, let’s just say we’ve spent a lot of time 
making sure our platform is regulation ready, with 
only configurations and integrations needed for us to 
begin the regulatory process in any territory.

However, we aren’t just doing the bare minimum 
in terms of regulatory work – we are going in with a 
product which is tailored for that market, one that 
allows our operators to really hit the ground running 
and compete for the territory’s top few spots. For ex-
ample, we have had enormous success with bet.pt by 
making sure we didn’t just do enough to make the 
regulator happy, but by providing a truly world-class 
product. And we took the same approach to Sazka in 
the Czech Republic. We made sure they went in with 
the Kombinator betslip, a very strong Ice Hockey 
product, and cash out and risk-free bet features that 
could stand out in the highly competitive Czech 
market. 

EGR Intel: SBTech’s lengthy customer roster reflects a 

strong sportsbook service – but how can you improve to 

keep pace with technology and lead your peers?

SR: Our business model encourages a healthy custom-
er ecosystem. We develop on a core product level with 
localised customer extensions, allowing all our op-
erators to benefit, not only from the talented people 
building SBTech’s products, but also from the knowl-
edge and experience from around the globe that feed 
into our requirements. This helps us to push our plat-
form forward with everyone able to take advantage. 
But at the end of the day, our operators want to differ-
entiate, and this is what our extensions, toggle-on fea-
tures, and product configurations allow. 

Overall, our approach is not only to develop collec-
tively for our many operators, but also to allow each of 
them the freedom to differentiate.  

Featuring: SBTech

Our approach to behaviour-driven 
personalisation begins by targeting the 
big macrosegments, before overlaying 
bespoke microsegments based on user 
behaviour to give customers consistent 
messaging across all touchpoints
Greg Karaolis  | SBTech
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John Pettit 
Managing Director 
Playtech BGT

John Pettit has been 

involved in sports 

betting and gaming 

for more than a 

decade, holding senior 

management positions 

at a number of large 

brands including 

Ladbrokes and Gala 

Coral. He joined BGT 

two years ago, driving 

new business as well 

as securing a number 

of significant contract 

renewals, and has 

recently been promoted 

to managing director for 

the UK, Ireland, Asia and 

Australia.

Featuring: Playtech 

A unified business for the 
ultimate betting experience

John Pettit, of Playtech, discusses the uni-

fication of Playtech’s sport subsidiaries, its 

sports betting technology solutions and pi-

oneering omni-channel offering, and con-

tinuing to digitise the retail experience

EGR Intel: Why did Playtech decide to unify all its sports 

subsidiaries into the new Playtech Sports division?

John Pettit (JP): The acquisition of BGT in July 2016 
has brought a new impetus to our sports division 
and it was felt that, through its strong leadership, 
reputation and leading position in the market, all of 
Playtech’s other subsidiaries would align with, and 
be driven by, BGT’s founder and management team.

Three months after the acquisition in November 
last year, we announced that the sports division was 
being unified under the Playtech BGT Sports (PBS) 
banner, with BGT founder Dr Armin Sageder as its 
chief executive officer.

PBS is a combination of Playtech Sports compa-
nies, including BGT, Geneity, Mobenga, Unilogic 
and Playtech’s internal sports trading team. The new 
division contains more than 600 employees based in 
Nicosia, Malmö, Vienna, London, Bremen and Sofia. 
Headquartered in Cyprus, Armin leads a team to 
manage the division. He has responsibility for all of 
PBS’ business and customer relations.

PBS’s vision is to create a fully integrated, best-in-
class sports betting technology solution by drawing 
on the overall business’s expertise and capabilities, 
together with a tailored, managed service proposi-
tion to suit any bespoke customer requirements. 
It provides a one-stop-shop betting offering based 
on Playtech’s innovative and unique omni-channel 
platform technology. The omni-channel platform 
provides customers with a seamless betting experi-
ence across all channels and devices including over-
the-counter, Self-Service Betting Terminals (SSBTs), 
online and mobile. Moreover, PBS caters for differ-
entiated sports betting solutions for anonymous and 

registered customers across retail and digital chan-
nels.

The combination of Playtech’s ‘brick to click’ strat-
egy, delivering a true omni-channel experience, and 
leveraging Playtech’s industry-leading IMS manage-
ment solution, will result in the company delivering 
the industry’s leading, cutting-edge sports offering 
and experience for our licensees and their players.

At the end of last year, Sageder said: “When com-
bining the BGT team spirit together with the exten-
sive knowhow and knowledge of all the great talent 
across Playtech, we have the opportunity to create a 
powerhouse for the benefit of our clients and their 
customers.

“By doing so, we will continue to invest in our 
platforms, products, offerings and services, and will 
truly enhance customers’ betting experience and 
maximise the benefits for our licensees. Further-
more, we will continue to provide operators with 
the expertise and capabilities they expect from Play-
tech and BGT, as well as the relevant tools in order to 
allow them to differentiate their customer proposi-
tions and achieve their strategic goals.”

EGR Intel: What trends are you seeing with regards to 

omni-channel, and how has Playtech’s solution evolved as 

a result?

JP: Our product evolution is in the early stages at 
present, due to the unification of all of our sports 
businesses at the end of last year.

If you look at broader retail trends, the move has 
been towards self-service, while counters are disap-
pearing as assisted services take their place. We are 
developing a range of products built upon the same 
back-end that give customers a far wider choice of 
exactly how they interact within shops.

We are looking to build on the front-end experi-
ence and this is happening right now. Some of our 
current products  include the terminal, a fixed till, a 
mobile till and the recently launched BetTracker app, 
all integrated with the same back-end sportsbook 
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platform, so one back-end can generate product im-
provement across the board.

Customers are demanding that service is brought 
to them; therefore, we see the shop floor as the start-
ing point to ensure that betting is as straightforward 
and accessible as it is online. The only way for the 
betting shop to thrive going forward is for it to be 
absolutely focused on service.

EGR Intel: How does the acquisition of BGT fit in with this 

strategy?

JP: We want to continue to digitise the retail expe-
rience. This process started 10 years ago in the UK 
with the launch of SSBTs. Our BetTracker mobile 
app is an important next step, as we give the cus-
tomer the advantages of a digital platform, but 
within the retail environment.

It is important for operators to understand that 
our aim is not to limit sports betting to the terminal, 
but to instead generate incremental revenues for 
operators via a number of market-leading products, 
while improving choice and ease for the customer.

To this end, in-play betting is an area that is ex-
panding very quickly. It is still relatively new for 
retail, and something that couldn’t be effectively 
provided over-the-counter. 

Furthermore, because of the way BGT software in-
teracts with players, we generate a margin of around 
18% on in-play stakes, which is significantly higher 
than competitors both online and in retail.

With almost 30,000 terminals rolled out globally, 
we are also in a position to leverage this estate to 
gain exclusive, best-in-class content, and we are 
always looking at entering new partnerships, as we 
did recently in an arrangement with the Racing Post. 
This is the first of a number of key partnerships, 
uniquely positioning us to drive a true revolution in 
retail betting.

EGR Intel: With some operators now rolling out proprietary 

SSBTs, how is Playtech looking to compete?

JP: We have been aware for some time that opera-
tors will naturally look to develop their own propri-
etary SSBTs; therefore the recent rollouts come as 
no surprise.

Our focus remains the same, however, and that is 
to develop the best sports betting product. Product 
has always been our primary focus. Nonetheless, we 
are aware that operators want to differentiate their 
product and, in recent times, we have focused on de-
veloping content management and bonusing tools 
to enable this. If, for example, you look at the menu 
pages on Ladbrokes, Betfred and Paddy Power, you’ll 

see that they are all visually very different. We are 
also working with operators to integrate their own 
developments, such as PP Onside and Coral Con-
nect, to further enable operators to integrate their 
products and services with our proven platform.

EGR Intel: Can your expertise in SSBTs improve your 

online product? If so, how?

JP: Playtech CEO Mor Weizer has highlighted that 
Playtech will become the outright leader in industry 
convergence capabilities. Playtech BGT Sports is the 
perfect example of Mor’s vision for Playtech. Uniting 
our individual strengths and knowledge, we have 
worked together to create BetTracker, a revolutionary 
product which brings digital betting into the retail 
space.

The betting shop environment has evolved over 
the last few years with the emergence of function-
al SSBT technology, but this will take it to the next 
level, providing an omni-channel approach for regis-
tered and anonymous customers, both of which we 
believe are key to future convergence.

Through digitising customers in-shop and taking 
them onto a mobile platform, we can open new av-
enues to users while providing a better, more flexible 
experience, driving incremental revenues for our op-
erators in the process.

Ladbrokes said SSBT’s accounted for around 10% 
of retail staking in last year’s Q3s, and combined 
with impressive margins of around 25%, that ac-
counts for a significantly higher share of gross win. 
It places us firmly at the head of the move towards 
revenue-driven convergence. 

Featuring: Playtech

About BGT

Headquartered in Vienna, BGT was founded in 2005 and is the leading provider of sports betting 

software and solutions for gaming and sports betting operators. Its customer base includes, among 

others, some of the most well established bookmakers in the UK and Spain, such as Betfred, Codere, 

Coral, Ladbrokes, Paddy Power Betfair and William Hill, with many of these well-known brands 

renewing and extending their contracts in the last few months.

 

BGT's main product is its proprietary software for SSBTs, combining leading technology with a digital 

terminal that revolutionises the traditional over-the-counter experience, at times generating more 

than double the volumes of other SSBT providers. Other products include ePOS and till systems for 

betting operators and an omni-channel web/mobile betting platform. In addition to supplying many of 

the most profitable bookmakers in the UK, the acquisition of BGT will provide Playtech with greater 

penetration into the Spanish and Italian markets, with several significant potential new customers in 

the pipeline.

 

SSBTs and ePOS systems that digitise retail betting businesses form one of the fastest growing 

areas for betting companies and one of the most important elements of a true omni-channel offering. 

BGT's product portfolio enhances the Playtech ONE omni-channel offering, which enables players 

to enjoy a seamless, anywhere-anytime gaming experience across any product, channel and device, 

all using a single account and wallet.



kambi.com
sales@kambi.com

Cultivating  
empowering 
partnerships

Our innovative global sportsbook is 
tailored to you and your customers’ 
needs, with sophisticated, intelligent 
tools that deliver the ultimate player 
experience. Explore the future of sports 
betting and uncover a truly collaborative 
operation that transforms revenues.
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Jason Pretorius 
Co-founder and 

co-CEO 
Kiron Interactive

Jason Pretorius is co-

founder and co-CEO of 

virtual games provider 

Kiron Interactive. 

Established in 2001, 

the specialist supplier 

now services web, 

mobile and land-based 

sportsbook and casino 

operators on five 

continents.

Featuring: Kiron Interactive 

Facilitating virtuals

Jason Pretorius, of Kiron Interactive, 

reflects on the benefits of their virtual 

sports product, BetMan Online, their 

integration into retail, and why virtual 

sports betting is becoming so popular

EGR Intel: Talk us through the virtues of BetMan Online 

– what makes it stand out as a solution for the needs of a 

variety of businesses/operators?

Jason Pretorius (JP): BetMan Online is a product 
like no other in the online gambling industry. 
It is a fixed odds betting platform that allows 
players to bet on a wide variety of virtual sports on 
both desktop and mobile devices, which can be 
seamlessly integrated within an operator’s player 
wallet system. 

Much of what makes us stand out is our focus 
on technology. We use the latest in tech software, 
and a simplified API allows for speedy integration 
into a transaction system with minimal effort. In 
addition, a comprehensive reporting system allows 
operators to closely monitor all transactions, as 
well as identify betting trends through a variety of 
user-friendly graphs.

BetMan’s key differentiator, however, is that it 
offers features specifically designed for rapid play 
virtual sports events that sportsbooks generally do 
not. A selection of single and multiple bet types 
are available, allowing players to make single bets, 
or enabling them to bet across multiple events, 
thereby increasing their potential pay-out.

Furthermore, we place a huge amount of focus 
into ensuring our offering is the most rapid in the 
industry. BetMan gives fast feedback results, both 
in bet settlement and video streaming, which is 
important in this vertical. 

EGR Intel: You are presently integrating your product 

into retail platforms. What factors have you had to 

consider throughout this process?

JP: There are a number of factors we have to 
consider, but most importantly we have to make 
sure all of our content and services are compliant 
with different jurisdictions. Kiron Interactive 
operates in a number of different regions across 
the globe, from the UK to Scandinavia, as well as in 
Argentina through our latest deal with Impresora 
Internacional De Valores S.A..

BetMan has gone live with multiple gaming 
platforms and operators across the globe, and so 
we have to ensure our product is fit for purpose 
within these different locations. We have built 
strong relationships with regulators to ensure we 
are compliant.

Another key factor for us is to ensure usability is 
at the highest standard possible before going live. 
We ensure our system is efficient in enabling rapid 
bet processing.

EGR Intel: Why is virtual a key product in driving omni-

channel play?

JP: When virtual betting made its debut more than 
a decade ago, the vertical was seen as a side bet 
opportunity to fill dead time in between racing 
and other live events. Now, however, they account 
for between 10-20% of over-the-counter revenue, 
sometimes even significantly more, and are an 
important component for the online industry.

The product works well across both retail 
environments – self-service terminals and over-the-
counter – and online both on desktop and mobile. 
The only other product that can offer a similar play 
system is sports betting. However, virtuals offer a 
much faster game experience for the customer and 
do so on a regular basis, which is perfect for omni-
channel delivery. 

EGR Intel: Why has virtual betting become so popular?

JP: Modern-living has time constraints, and those 
players that want the thrill of betting on a live 
sports event can turn to virtuals and enjoy the next 
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best thing instantly. They don’t have to wait until 
8pm on a weeknight to enjoy the drama of a live 
football match or horseracing event. 

Graphics have improved greatly since they 
first appeared. Everything we watch nowadays 
is in HD, and leading games have the best in 
CGI technology. Virtuals should be no different, 
and the improved graphics in recent times have 
allowed for greater realism, and made them a 
much more attractive product.

Virtuals continue to grow in popularity, and we 
have since introduced the first ever winter virtual 
sports games in the industry – hockey shots and 
speed skating.

While speed skating is sure to prove popular in 
Scandinavia and markets where winter-themed 
sports are the norm, these new offerings could 
also suit other jurisdictions. That’s because 
although speed skating may not be as popular in 
other areas of Europe, the core race mechanics of 
the game remain the same, as does the thrill and 
excitement factor.

EGR Intel: BetMan is a fully hosted and managed 

turnkey virtual sports betting solution. What are you 

looking to add to expand your success?

JP: You can be sure we will continue to offer the 

most comprehensive bet markets and virtual 
sports in the industry. Through our innovative 
products, we hope to target new jurisdictions while 
also increasing our product offering to our current 
clients.

We already have the highest number of virtual 
sports titles on the market, and our portfolio is 
more diverse than ever with the addition of hockey 
shots and speed skating. 

We have continued to develop our product 
offering. Recently, we launched TurfMaster on 
mobile, our most innovative game yet, which 
allows players to own, train and race their own 
virtual horses. 

We are continuously investing in improving 
and innovating our current product range – and 
focused on creating more diverse products targeted 
at new jurisdictions, while also increasing our 
product offering for our current clients. 

Featuring: Kiron Interactive

Virtuals offer a much faster game 
experience for the customer and do so 
on a regular basis, which is perfect for 
omni-channel delivery 
Jason Pretorius  | Kiron Interactive 
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Darren Small  
Managing director 

of trading
Betradar 

Darren Small is 

Betradar’s managing 

director of trading. He 

has been involved in 

the industry for over 

20 years, the majority 

of those spent around 

trading operations at 

the likes of Ladbrokes, 

William Hill and Betex. 

He then went on to set 

up the award-winning 

Integrity Services at 

Sportradar, before 

moving into his current 

role. 

Featuring: Betradar 

Disrupting ‘risk’ 

Darren Small, of Betradar, reflects on 

what the future of risk management and 

trading might look like in tomorrow’s 

sports betting market

EGR Intel: Innovation seems to be the lifeblood of the 

sports betting industry. At what point will big data and that 

innovation hit the back office and change the nature of 

trading today?

Darren Small (DS): As far as we can see, innovation 
and efficiency often work hand in hand, and what 
efficiency-driving services will do is create the 
time and capacity for bookmakers to redirect 
resources or invest in creative and innovative 
marketing tools and campaigns. When customer 
acquisition and retention is so important to a 
brand or business, and when automation can 
really update and streamline what a bookmaker 
has to take care of backstage, it stands to reason 
that a solution like Betradar’s Managed Trading 
Services (MTS) could be a game changer. Our 
clients will benefit from having a dedicated team 
of traders, quantitative/data analysts and system 
developers focused entirely on risk management, 
while we will gain the opportunity to strengthen 
the automation process, algorithms, models and 
trading consoles to generate more consistent 
margins in line with theoretical expectations. 

EGR Intel: Non-sports trading seems to have evolved 

into a much more automated and efficient field. How far 

away is sports from trading in a similar fashion?

DS: The development of automation has been 
apparent in the sports betting industry for a few 
years now, with the introduction of LiveOdds 
services and algorithm-driven odds production. 
The next steps for automation come in the risk 
management process, customer profiling and 
clustering, automatic risk assessment, and of 
course liability management. However, this 

move isn’t a quick process and the need for a 
sensitive approach towards each customer remains 
paramount. We seem quite a way off the industry 
truly starting to trust in the numbers 100%.

EGR Intel: How close are we to being able to remove 

all risk from sports trading? Will sports ever be able to 

operate like an RNG model in gaming, RTP model in 

casino or pools/pari-mutuel in lotteries, thereby removing 

all volatility?

DS: Frankly, this is the here and now as far as we, 
at Betradar, are concerned. With over 18 months of 
MTS data, we can provide operators with a bet-by-
bet, selection-by-selection guaranteed return and 
completely remove all risk commercially, with this 
margin guarantee model. Casinos and lotteries can 
go live with Betradar pricing and data, via our MTS, 
without any risk whatsoever.

EGR Intel: Trading rooms have gone from odds 

compiling to monitoring and supervision, to risk analysis 

and management. What’s next? 
DS: As a trader by trade, so to speak, I appreciate 
how the role has changed so dramatically in 
such a short space of time. Where next? Deep 
data analysis and feedback is critical. The 
trading room will need to evolve to be able to 
understand and harness all the data being fed 
into it. Consequently, the trader will start to find 
less need for sports specific expertise, and will 
need to improve his or her data-driven problem 
identification and reporting skillset. The model 
builders and/or machine learning programs will 
need to be prompted to focus on areas of concern, 
meaning that the intuition of the traders will 
remain important when dealing with statistical 
outliers. 

EGR Intel: To that point, you still see football or tennis 

traders, snooker experts, and/or US sports guys in a 

trading room set-up. What will be the average trader on 
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the floor’s skillset in 2 to 3 years’ time?

DS: As I mentioned above, the sports specific 
expertise will not be as necessary as before, 
but it will not be obsolete. The trading room 
will become the engine room, a control centre 
intervening on critical issues, feeding back on 
long-term mathematical issues and self-generating 
investigations into customer clusters and risk 
weak points. All this will be a support service for 
the data science and quantitative teams, ensuring 
the models and algorithms are continually 
improved. Ultimately though, there will still be 
a trade-off between automation investment and 
manual intervention. Having a team agile enough 
to support the engine will become the focus of a 
trader’s role. 

EGR Intel: Let’s turn to data. This seems to be growing 

in importance, and even more so with GPS and sensory 

building on match incident scouting. Do you see this 

level of data having an impact on more than just media 

products, widgets or visualisation tools? Will it impact on 

trading and risk management?

DS: There will definitely be some quick wins with 
this data. For example, bet acceptance times will 
improve, with XY pitch coordinates allowing for 
probability-driven risk assessment on a ticket-
by-ticket basis. Moreover, improvement on 
latency with truly real-time data supplies will 
avoid the issues around broadcast-generated 
delays. However, an increasing database of data-
points will definitely support the improvement of 
algorithms using unsupervised machine learning 
techniques, evaluating the impact of probability 
on the next goal from the significance of just one 
pass. 

EGR Intel: The handing over of new levels of operator 

data would mark a new dawn. Are there concerns?

DS: As a service provider, we abstain from 
handling personal data of customers or bettors; in 
fact we find, from a risk management perspective, 
a large amount of that data is obsolete. What it 
does mean, though, is that we can now augment 
our award-winning Fraud Detection System, 
providing our partners with a new level of depth 
that not only identifies suspicious odds patterns, 
the time of those patterns and the operators 
where those bets took place, but also allows us 
to pinpoint the anonymised accounts and bets 
that caused those patterns. As the complexion of 
national anti-matchfixing efforts evolve in light of 
the Macolin Convention, we will be in a position 

to work with regulators and law enforcement to 
provide this invaluable extra detail to launch or 
support investigations.

EGR Intel: What do you see down the line for this area 

and what further developments are on the horizon for 

those offering sports betting markets?

DS: At Betradar, our focus is on constant testing 
and refining to ensure our service is optimised, 
particularly around our margin performance. 
This will ensure our offering remains competitive. 
As things stand, our MTS are already completely 
configurable, so in tennis, for example, we are 
able to manage the risk for ITF matches, while the 
customer manages the ATP/WTA themselves, if 
that is their preferred configuration. Alternatively, 
we can even handle all of the night and after-
hours trading for an operator, so they can just 
work business hours. We want efficiency in risk 
management and trading to be open to, affordable 
for and reassuring to all types of operators, no 
matter their size, history, type or needs, and 
guaranteeing performance is a critical element in 
helping us offer that across the market globally. 

Featuring: Betradar

We want efficiency in risk management 
and trading to be open to, affordable 
for and reassuring to all types of 
operators
Darren Small  | Betradar 
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Steve Rogers  
CCO Digital Games 
Inspired 

Steve Rogers is CCO 

Digital Games at 

Inspired, and has over 

15 years’ experience in 

the virtual sports sector. 

Prior to his current role, 

Rogers was COO of 

Red Vision, which was 

acquired by Inspired 

in 2006. 

Featuring: Inspired 

The rise of virtuals 

Steve Rogers, of Inspired, reflects on 

the growth of virtual sports betting and 

Inspired’s entry into the North American 

marketplace

EGR Intel: Virtual sports have proven hugely successful 

in retail, but how has the product evolved for the digital 

market?

Steve Rogers (SR): It’s unsurprising that we’re seeing 
more and more virtual sports adopters in the digital 
space as players favour the convenience of playing 
from their smartphones, tablets and personal 
computers. In response to this trend, Inspired 
has evolved existing products and developed new 
ones which have been designed to appeal to digital 
players. For example, Inspired’s suite of Rush 
Virtuals Live on-demand and in-play products have 
been specifically developed for mobile platforms, 
and are completely aligned with the evolution in 
sports betting over the past 2-3 years. There’s no 
longer a need to wait for a match day or scheduled 
virtuals event when players can access thousands of 
virtual sporting events at any given time across the 
globe wherever they want, whenever they want.

We’re also soon to launch our suite of Rush Go! 
products which have been designed to appeal to 
casino players. Rush Horses GO! and Rush Dogs 
GO! are the first ever virtual sports products to be 
developed specifically for non-sportsbook bettors, 
with both games featuring chip betting, an in-game 
bonus wheel and quick re-bet feature.

Creating a product portfolio which offers 
consumers a choice of games designed to suit their 
needs is key – from casual bettors to serious sports 
bettors, Inspired has developed product variants to 
reflect different requirements. 

EGR Intel: How has Inspired responded to a wider growth 

in mobile activity?

SR: A significant advantage of having an omni-

channel offering is that players can bet on their 
favourite games in retail venues, on mobile and 
online, making the customer experience a consistent 
one across multiple channels. Mobile gaming is 
undoubtedly a significant growth area in online 
betting, and via the Virgo™ RGS, licensed and 
hosted in Gibraltar, Inspired is supplying HTML5 
content to leading UK operators including William 
Hill, Gala Coral, Bet365 and Betfred. 

Slot games, which have proven popular in retail, 
have been introduced to Inspired’s mobile portfolio, 
including the hugely popular Mike Tyson Knockout 
slot. In virtuals, the Rush suite of on-demand 
products offer mobile customers the option of 
placing pre-match and in-play accumulator bets 
across single or up to eight matches, alongside a 
full league and season format. The new Rush Go! 
product will be launched over the next few months, 
and again deliver an exhilarating player experience 
to mobile and online bettors.

EGR Intel: You recently entered North America, can you 

explain your strategy here?

SR: We completed our business combination with 
Hydra Industries in late 2016 to become a NASDAQ 
listed public company, Inspired Entertainment, Inc. 
We now have the firepower of the second largest 
stock exchange in the world and a New York office, 
which comes with a wealth of US market knowledge 
and experience in our chairman Lorne Weil and his 
team.

Inspired became the first company in the world 
to launch virtual sports in the US last year, with our 
products now live in casinos in Nevada and soon to 
go live in New Jersey. We also announced a deal to 
supply our virtuals products to the Michigan State 
Lottery in the coming months. The strategy, in 
simple terms, is to deploy our world-class virtuals 
content to the US market and offer our clients the 
opportunity to deliver the excitement of Inspired’s 
“Entertainment with an Edge” to players. There are, 
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undeniably, regulatory hurdles, as when launching 
in any new market but, as proven in Nevada, there is 
a huge opportunity here.

Inspired has also developed products to 
specifically appeal to the North American market, 
including Inspired Basketball which features NBA 
Hall of Famer Shaquille O’Neal. These products will 
launch this summer across both land-based and 
digital platforms.

EGR Intel: Do you think that virtual sports offer you a 

unique opportunity to fill a sports betting void in America? 
SR: There is no question that the virtuals market 
is one which is expanding, and Inspired is proud 
to be driving that growth. We are now deploying 
virtual sports products into more territories, to 
more operators than ever before, and the rapid 
growth which we have seen in this field in recent 
years shows no signs of abating. Virtuals are unique 
in that they allow players to watch and bet on events 
in-between betting on live sports, or indeed playing 
on other products; originally designed as ‘filler’ 
content in the UK, virtuals have gone on to become 
a unique product strand in their own right.

There are undoubtedly huge opportunities in 
North America to drive revenues for operators 
and offer US players a brand new, unique betting 
experience with virtual sports. While we’ll never 
replace real-money sports betting, we’re creating 
the most realistic and immersive virtual sports 
content on the market, which will appeal to mobile, 
online and venue gamers. The omni-channel 

availability of our virtual sports means that new user 
acquisition is easy, and operators have seen a 25% 
uplift in revenues by adding virtuals to an existing 
sportsbook. 

EGR Intel: Does the Inspired virtuals product provide any 

ancillary benefits to the operator, such as greater player 

retention?

SR: Inspired produce best-in-class virtual sports, the 
quality and sophistication of which are unrivalled 
across the world. These products have repeatedly 
been proven to drive incremental revenues for 
operators and appeal to a new generation and type 
of player. We’re now seeing a growing adoption rate 
from casino players, as virtual sports are increasingly 
viewed as an easy access into sports betting, offering 
non-sports bettors a sports betting experience 
without the knowledge base required to make an in-
depth bet.

One of our core philosophies at Inspired is to 
‘exist to excite’, and in producing best in class 
content which delivers an unrivalled player 
experience, it is unsurprising that customers keep 
coming back for more. 

Featuring: Inspired

Originally designed as ‘filler’ content 
in the UK, virtuals have gone on to 
become a unique product strand in 
their own right
Steve Rogers  | Inspired
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