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qPlayer Trip

qTheo (Value)

Back To 
Basics



For Player Development, what is the 
“KEY” metric?

qTRIP
Value (Theo) is simply a “QUALIFIER.” 
The key to successful sales metrics in the 
gaming industry is not “THEO” but rather 
“TRIP.”

Back To 
Basics



1. To gamble. (Trip)
2. Where to gamble. (Trip)
3. To stay longer and play more. (Theo)
4. To buy a non-gaming amenity. (Trip)

The Four 
Buy Decisions



Value is the qualifier. We use aggregate 
value to determine appropriate 

segments.

Database 
Segments



Bell Curve of Worth

• Identify which segments 
carry the most weight.

• Know where your existing 
business resides

• What do you do with this 
information?



Trip is the key. We use trip to identify 
sales potential and revenue growth.

Database 
Segments



Potential

• Exercise to show potential revenue by increasing visitation in low frequency 
players.

• What do you do with this information?

Distance Freq Players Monthly Theo Average Daily Theo Avg Visits Avg Visits Improved Theo Increase Avg Visits Improved Theo Increase

Local LF1 1,278 $562,320 $400 1.1 1.5 $204,480 2 $460,080 

Local LF2 875 $923,157 $400 2.5 3 $184,631 3.5 $301,843 
Regional LF1 2,250 $992,123 $400 1.1 1.5 $360,772 2 $807,877 
Regional LF2 1,010 $1,010,000 $400 2.5 3 $202,000 3.5 $404,000 

Estimated Monthly Total Lift $951,883 $1,973,800 



qADT Across Group/Individual
qATF Across Group/Individual

Basic
PD KPI’s 



Lifetime Player 
Bell Curve  
(By Spend Only  
ADT or Total Theo)

Acquisition Reactivation
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Sweet Spot & 
Growth Zones

Sweet Spot

Growth Zone



DeclinerIncliner

Maintainer

Up-Sider

Player Profiles 
by Spend

Low Maintainer

$

$ $

$ $



Primary Category

• Retention Player
• Growth Player

Secondary Category

• Maintainer – Retention
• Incliner – Growth
• Decliner – Growth
• Up-Sider – Growth SALES LEADS

•

Review: 
Player 
Categories



qLow/High
qValue/Trip
qLow Value/Low Trip
qHigh Value/High Trip
qLow Value/High Trip
qHigh Value Low Trip

SAM 
Categories



SAM Quadrant Placeholder

Back To 
Basics

Quadrant 1 -
High 

Value/Low 
Trip 

Players – 42%

Quadrant 4 -
High 

Value/High 
Trip

Players – 12%

Quadrant 2 -
Low 

Value/Low 
Trip

Players - 27%

Quadrant 3 -
Low 

Value/High 
Trip

Players - 19%



q Track and compare player worth and trip 
data over prior periods and calculate 
significant decline and incliner play and visit 
levels.

q Use reports to create decliner leads to 
increase trip frequency among targeted 
player segments.

Trending 
Reports



Trending 
Reports



q Group Theo/Trip
q Average ADT/ATF
q Categorize By Trip & Trend
q Set Goal From Theo & Trip
q Measure All Progress To Goal

Key 
Measurement 
Take-Aways



Q & A



Stay connected with Raving!
Want a copy of this presentation? 

Drop your business card or add your contact info to the list at 
the back of the room.

Questions? Contact Amy Hergenrother
(775) 329-7864 | amy@ravingconsulting.com




