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Introduction

In general, player reward programs reward patrons who place wagers or purchase products within their organization.  The organization may include a facility that hosts a live racing event, off-track betting sites (OTB), or account wagering.  Since the simulcasting boom in the nineties and the introduction of advance deposit wagering (ADW) players have the option of wagering in a variety of ways.  According to racings current model the organization accepting the wager retains a certain percentage of that wager. In order to generate revenue these wagering sites encourage players to place wagers with their organization through the use of player rewards programs. These programs have been developed to retain current customers and drive new business.         

This study was conducted with cooperation from members of Harness Tracks of America (HTA) and Thoroughbred Racing Associations (TRA).  Information from twenty-four tracks representing both organizations has been compiled and analyzed. It is important to note that some of the data may be estimated values. However, respondents were asked to estimate as close to the actual number as possible.   Members were asked to complete and return surveys that sought four main objectives:

1. Determine which tracks have rewards programs

2. Define the technology being used in the program

3. Determine who is getting rewarded and for what

4. Determine how the success of the program is measured

Raw Data

1) Does your track currently operate some type of player reward program, either provided by an outside vendor or operated internally?




_17__Yes

_7__No

2) Do you use an outside vendor for your player rewards system?

 

_12__ Yes



__5_No

If yes, name of vendor: Smart Button, Amtote, Smart Button/Streamline, M3 Gaming Technology, Horse Player Interactive, Scientific Games         

If no, type of technology: AS400 System, Access-type program, Oasis Systems
3) How long has your player rewards program been in operation?   ____(# of Years)

	Track
	Years of Operation

	A
	5

	B
	3

	C
	1

	D
	6

	E
	7

	F
	3

	G
	8

	H
	5

	I
	10

	J
	2

	K
	4

	L
	6

	M
	10

	N
	3

	O
	4

	P
	4

	Q
	0.5


4) Total enrollment of your player rewards program:  _________________

	Track
	Total Enrollment

	A
	7,858

	B
	2,000

	C
	7,000

	D
	24,000

	E
	5,497

	F
	5,302

	G
	8,000

	H
	34,000

	I
	122,000

	J
	1,400

	K
	5,750

	L
	950

	M
	11,000

	N
	4,400

	O
	25,000

	P
	N/A

	Q
	250


5) What is the number/percent of active players within the last 4 months? ________.

	Track
	# of active players

	A
	4,227

	B
	600

	C
	5,600

	D
	11,787

	E
	2,305

	F
	2,122

	G
	2,400

	H
	14,492

	I
	32,489

	J
	981

	K
	1,150

	L
	200

	M
	5,500

	N
	1,760

	O
	N/A

	P
	N/A

	Q
	250


6) What is the strategic goal of your player rewards program?  Please, rank them in order of importance, 1 being most important and 6 being the least important.
	Track
	Increase Bottom Line
	Grow the Database
	Locate High volume Player
	Increase # of incremental visits
	Player Retention
	Reward Best players, Promotions/research

	A
	1
	6
	5
	3
	2
	4

	B
	1
	6
	2
	5
	4
	3

	C
	6
	5
	4
	3
	2
	1

	D
	1
	6
	4
	3
	5
	2

	E
	1
	2
	6
	3
	4
	5

	F
	1
	4
	5
	6
	2
	3

	G
	1
	6
	3
	5
	2
	4

	H
	1
	6
	4
	5
	2
	3

	I
	2
	6
	3
	1
	5
	4

	J
	1
	3
	6
	2
	5
	4

	K
	N/A
	N/A
	N/A
	N/A
	N/A
	1

	L
	1
	6
	4
	2
	3
	5

	M
	4
	6
	3
	5
	1
	2

	N
	3
	N/A
	1
	N/A
	N/A
	2

	O
	1
	5
	2
	3
	4
	6

	P
	4
	6
	5
	2
	1
	3

	Q
	5
	6
	1
	4
	3
	2


7) What types of data other than customer information (name, address, etc) does your player reward system track?

Select all that apply

_13_ Wagering, WPS bets


_16_ Prize redemption

_13_ Wagering, exotic bets


__2_ Internet visits

_12_ Customer wins/losses


_11_ Site of wager

_7_ Admissions



_17_ Wagering per month


_7_ Promotions



_17_ Overall wagering

_7_ Point of sale transactions


_7__ Casino/card club play


Please list all other information your system tracks: 

8)  Given the wagering amount, wager types, and other consumer purchases; how is that information used?





Select all that apply




_15_Higher return for larger volume players




_16_Target for special promotions




_2_ Other, please explain: birthday promotions, Jackpot party,    





direct marketing.
9) How are your players rewarded with points, i.e. $100 wagered=100points earned?

	Track
	$ wagered
	Points earned

	A
	$1

LIVE-$1
	1

LIVE-2

	B
	$40
	1

	C
	Varies 
	Seasonally

	D
	$100

$100 won on jackpot
	100

100 earned

	E
	$1

$1
	1

½ point simulcast

*extra ½ point for self wager machine

	F
	$1

$1
	4pts-non-MEC

8pts MEC

	G
	$1

$1
	1-live

½ simulcast

	H
	$100

LIVE-$100
	100

150

	I
	$1
	1

	J
	$1
	1, +1 ON MEC, +1 ON SELF SERVE

	K
	$100
	500

	L
	$1.50
	1

	M
	SEE ATTACHED
	SEE ATTACHED

	N
	$1.00
	320

	O
	$10
	1

	P
	$100
	50

	Q
	Gold $1

Silver $1

Bronze $1
	4

2

1


10) How is the customer’s enrollment information used?





Select all that apply


_13_Target marketing


_9_ Email list


_4_ Data Mapping


_0__ Do not use the information


_17_ Mailing list


__2 Other



Please list all other ways enrollment information is used: For bring-back, promo, new member sign on bonus, Match play rewards, To find VIP players and reward them.

11) How are players identified when they enter the track?





Select all that apply



_15 Players must swipe card at wagering terminal




___ Players are identified upon entry at admission gate




___ Mobile phone 




__3_ Other, Swiped at Kiosk, players will soon be able to use wirelesss device, upon entry to club house.
12) Players may earn points/credits for pari-mutuel wagering on:





Select all that apply



_15_Your live product 



_16  All simulcasting products



__2_ ADW Wagers

_12_ Races in state



_10_ All breeds, i.e. TB, SB, QH and GH



__2_ Breed specific, please list breed/breeds: Harness and TB


__1_ other, please explain: Triple point or double point on live product on “winner Wednesday”
13) How much do your rewards program players contribute to the pari-mutuel pools?

	Track
	% Live Handle
	% off-track/instate/OTB
	% Phone/ Internet handle
	OTHER

	A
	66
	
	
	

	B
	50
	50
	
	

	C
	3-5
	
	
	

	D
	
	
	
	

	E
	56
	60
	
	

	F
	36
	31
	
	

	G
	25
	
	
	

	H
	26
	30
	44
	

	I
	31
	49
	
	

	J
	10-12
	
	
	

	K
	
	
	
	

	L
	
	
	
	

	M
	
	
	
	Approx. $210M/yr generated by player rewards customers= 30% on-site

	N
	
	
	
	

	O
	
	
	
	

	P
	35
	
	
	

	Q
	1
	5
	
	


14) What is the current (year ending 12/31/2005) budget for your player rewards program?


	Track
	Budget

	A
	$1.4M

	B
	$100K

	C
	$60K

	D
	$230K incentives, $1M Marketing

	E
	$50K

	F
	$984K

	G
	$150K

	H
	$4.47M

	I
	$5.5M

	J
	N/A

	K
	$75K

	L
	N/A

	M
	$3.6M

	N
	$590,000

	O
	N/A

	P
	$500,000

	Q
	$25,000


15) How is your player rewards program funded?





Select all that apply


__2_% Of handle



_11_ Specific amount allocated from operating budget



__4_ Other: Grant from racing association, horsemen’s group also shares 50% cost in all cash rewards and all rewards ordered from off-site, i.e. T.V.’s movie passes etc. horesmens group does not share in cost of F&B, programs, forms, Horsemen share 50% of cost Horseplayer interactive pays half staff wages.
16) How many employees are allocated to your player rewards program, FT & PT?

	Track
	Full time 
	Part time

	A
	3
	3

	B
	1
	1

	C
	2
	4-8

	D
	44
	

	E
	
	1

	F
	2
	

	G
	
	14

	H
	3
	3

	I
	
	

	J
	
	1

	K
	
	2

	L
	
	

	M
	1
	

	N
	2
	2

	O
	
	

	P
	1
	2

	Q
	1
	1


17) How much money is spent yearly on prizes or rewards for your program?

	Track
	Spent on prizes and rewards

	A
	$150K

	B
	$100K

	C
	$35-$50K

	D
	$230K

	E
	$140K

	F
	$984K

	G
	$100-$150K

	H
	$4M

	I
	N/A

	J
	N/A

	K
	N/A

	L
	N/A

	M
	$3.6M

	N
	$590K

	O
	N/A

	P
	$400K

	Q
	$50K


18) Does your track have a casino or card club?


__8_YES


_9__NO

19)* Does your system track both (racing and casino play) types of wagering activities?

        


     _5__YES


_3__NO
 


     If yes which Types?  _2__Table games

           

               __1_ Video Poker Games




   __3_Slots/VLTs




   __1_Other: Poker
20)* How are the points valued?



_1__ Same


_5__Differently




If valued differently please explain how: accrual rates, table games-avg bet x hands played/hr x time played, slots $3 played = 1 pt, table games get 3% of estimated play.
21)* What is the estimated percent of crossover play between casino and horseplayers?


Casino players crossing over to horses
Avg 13%  


Horse players crossing over to casino

Avg 32%
22) What is the greatest benefit of your particular player rewards program? 

	Track
	Greatest Benefit

	A
	Customer loyalty, knowledge of customer disappearance

	B
	Player retention, increased trips

	C
	Locating players and increasing on-site wagering

	D
	Food at discounted prices, news letter with food specials, VIP entry forms for slots tournaments

	E
	Cash rewards and High point value per dollar wagered

	F
	Recognizing the high volume player and rewarding them accordingly, Increase bottom line by encouraging increased wagering

	G
	Builds loyalty, keeps players from switching account platforms

	H
	Rewarding best customers(high volume), customer retention via cash deposit rewards into accounts, increasing churn via monthly cash deposits (takeout adjustments)

	I
	Cash back all

	J
	Reports

	K
	Customer satisfaction

	L
	

	M
	

	N
	To reward the VIP players, give free programs to specific level of play

	O
	Knowledge of player behavior, precision direct mail marketing

	P
	Player loyalty and redemption

	Q
	Identifying best players and rewarding them


23) Name three things that could be improved upon in your player rewards program?

	Track
	3 Improvements

	A
	More bonus opportunities, quicker reaction time to lost customers

	B
	N/A

	C
	Admission component, on-line prize redemption, more users

	D
	Proper tracking of slot play=proper rewarding

	E
	Email addresses, more sign ups, wider selection of rewards

	F
	Increase points for profitable tracks, gather email addresses (less expensive marketing)

	G
	N/A

	H
	Increase amt. give back to customers, more flexibility in reporting software, allow customers to access reporting through internet.

	I
	Card utilization, perceived value

	J
	Deleting of customers

	K
	Better marketing

	L
	

	M
	

	N
	Should be able to track all money spent by players, f&b items

	O
	Terminal point redemption

	P
	

	Q
	


24) Do you feel that your rewards program has helped you to meet your objectives?


__13_Yes 
_1_No

_4_Program is still in its early stages


Please explain: First year for dedicated full time staff. We have grown the wagering amt tracked through the program. We have retained a lot of our high volume customers, but have lost a few to off-shore sites & poker on internet and casinos, we also have a much better idea of who the high volume customers are and we are able to cater to them accordingly.  One of the finest rewards programs in racing and has become a part of the culture. We now can put customers into different categories and reward them according to level of play.  15% of our players generate 80% of our business, this knowledge allows us to the revenue producing players, our business has doubled each year since installation.

25) What additional features would be most beneficial to have for your player rewards system in the future?  

	Track
	Beneficial features in the future

	A
	More management knowledge of how program impacts business, increases customers

	B
	N/A

	C
	N/A

	D
	More flexibility in reporting

	E
	N/A

	F
	To combine the program with the slots 

	G
	Realtime tracking, better quality cards, higher rewards

	H
	

	I
	

	J
	

	K
	

	L
	

	M
	More database marketing/mining capabilities, abilitiy to do more one on one marketing, full integration with tote (redemptions/transactions through tote machines), real time analysis of points.

	N
	

	O
	

	P
	Integration with food and beverage

	Q
	


26)  Do players have access to a list of potential rewards?




_17__Yes 

___No

27)  Does your track have a website explaining the details of your rewards program?





_13__Yes

_4_No

Data Analysis/Results

It was found that 17 of the 24 (71%) responding tracks operated some type of rewards program, while 12 of those 17 (71%) used an outside vendor.  These outside vendors include: Smart Button, Amtote, M3 Gaming Technology, Horse Player Interactive, and Scientific Games. Note: 2 of the 3 industry tote companies are also being used as player rewards platform.  Smart Button was the outside vendor used most frequently throughout the industry. The tracks that operated their own player rewards program used and AS/400 based system, an Access-Type program, and a program called Oasis. The average number of years of operation was 5 years; while the oldest was 10 years and the youngest is 6 months.

Possible explanation for the numbers: 

· Increased competition through full-card simulcasting, account wagering, and alternative gaming.

The overall average enrollment was 16,525 with the largest enrollment of 122,000 and the smallest being 250.  It is important to note that the program with the enrollment of 122,000 has been operating for ten years while the program with only 250 enrolled has been operating for only 6 months. Therefore, time is directly proportionate to enrollment in most cases. Although a large enrollment number is positive, the number of active players can be used to closely measure the success of the program. The overall average is 35%. The highest percentage of active players was track Q at 100%. This is somewhat misleading considering the program has been operating for only 6 months.  The lowest active member percentage is track K at 20%.

· Active players’ contact information can be kept current and their behavior can be monitored.  

· This number misses the mark when compared to successful programs in other industries.  A number closer to 65% or higher should be the goal.   

The strategic goal of the player rewards system listed in order of importance:

1. Increase Bottom line

2. Player retention

3. Reward Best players, Promos and research

4. Increase number of incremental visits

5. Locate High volume players

6. Grow the database

Businesses measure their success through their bottom line so it is no surprise that that is number one.  A closer look at these numbers explains who the tracks are trying to market to.  Seeing that growing the database is last on the list the tracks are more concerned with marketing to the class instead of the mass.

The type of data tracked is usually specific to the firm requesting the information.  Of the responding tracks 100% track wagers per month and overall wagering, 94% track prize redemption, 76% track only WPS and exotic bets, 71% track only customer wins/losses, 65% track site of wager, 41% track admissions, promotions, point of sale transactions and casino/card club play, and 12% track internet visits.  According to the tracks, over 95% of them use this information to target customers for special promotions and provide a higher return for larger volume players.

Most of the tracks operate on a point’s accrual system where money wagered equals points earned.  While many of the tracks vary on their requirements for earning points most provide incentives for wagering on:

· Live product

· Self wagering device

· Their organization of tracks

Track Q awards points based on level, more points for higher level customers.  According to research in other industries this will prove to be a successful way to include high rollers and low rollers in the same program.  

All tracks utilize a customer’s enrollment information.  This information usually includes contact information along with other information specific to the track. 100% use the info for mailing list, 76% use it for target marketing, 53% use it for email list, 24% use it for data mapping, and 12% use it for other things such as: Bring-back promos, new member sign on bonus, match play rewards, and to find VIP players.

88% of player reward members are identified by swiping their card at a wagering terminal, while 18% swipe at a kiosk, use a wireless device, or are ID’d upon entry to clubhouse.

· V-Card technology (through the use of mobile phone) will soon be utilized to identify customers upon entry into premises. Players can then be given service based on their level of play.

Tracks allow customers to earn points on a variety of products.  94% of tracks reward customers for wagering on simulcasting products, 88% reward for live wagering, 71% reward for races in state, 59% reward for all breeds, 12% of tracks reward customers for ADW wagering  and Harness and Thoroughbred only.

· ADW becoming increasingly popular and its future depends on legislation

· Increased rewards for wagering on certain products steer customers toward higher margin products.  This is imperative for the success of the program

An average of 31% of live handle is tracked toward these tracks’ reward programs. As much as 66% and as little as 1% of handle is tracked to members.  However, the 1% is a number submitted by the new program that is only 6 months old. As far as off-track goes fewer tracks were capable of reporting that number more than likely due to limited reporting technology.  On average 38% of handle can be tracked to members at OTB sites.  Only one track reported tracking phone or internet handle and 44% of that handle was tracked back to members.

The average budget for the responding tracks reward program is $1.34M/year with the lowest budget being $25k and the largest being $5.5M.  The tracks that have casinos and card clubs operated on a larger budget than the ones that do not have them. 

· Revenue from alternative gaming supplement racing operation

12% of the tracks reward programs are funded by % of handle.  65% are funded by a specific set amount allocated from operating budget. 23% are funded by either a grant from racing associations, horsemen’s group, shared in cost with horsemen’s group or funded in part by an outside vendor.

Most tracks employ 3-4 workers for their reward program.  These people are usually customer service agents and information managers.  

· Decreased cost of HR staffing with outside vendor

Money spent on rewards make up a majority of the program’s budget.  

· Although tracks cannot compete with rebate shops, a large budget allows the tracks to encourage high volume players to play at their facility

· Attracting these high volume players leads to a larger effective takeout therefore supporting racing from the  ground up.

47% of the tracks have casinos/card clubs, while 53% do not.  63% of the racinos track both types of wagering while 37% tracks on horse wagering.  All of the racinos that track both types of wagering value points differently.

· Accrual rates differ

· Time on table matters

· # of hands played matters

According to the tracks on average 32% of horse players also play casino games, while an average of 13% of casino players cross over to the horses.

Tracks agree that the benefits of a rewards program are:  Customer loyalty, customer retention, easy to locate players, able to locate whales, able to generate reports, and precision in direct mail marketing.

Improvements to the tracks’ reward program would include:  More bonus opportunities, quicker reaction timer to lost customers, proper tracking of casino play, wider selection of rewards, increase points for profitable tracks, more flexibility in reporting software, deleting customers should be easier, should be able to track f&b purchases.76% of tracks believe that the reward program helped them meet their objectives, 6% believed it did not help at all, and 18% believe that the program is so young it is hard to tell.  

100% of players have access to a list of rewards.  76% have a website explaining the details and 24% do not have a web site

Player Rewards Programs in Other Industries 

Over the years reward programs have become a vital component of business.  The success of any business depends on its ability to retain and satisfy current customers while attracting new ones.  Many times rewards programs are referred to as “loyalty programs” seeing that the objective is to create customer loyalty and reward that loyalty with some type of reward. Whether the objective is to create new business from current customers, to attract new ones, or both a reward program can mean the difference between winning and losing. 

Reward programs exist in many areas of the global economy.  From airlines to the supermarket to the local bookstore customers are being rewarded for simply doing business.  Most reward programs offer a wealth of information about the customer.  First, most player reward programs require the customers to enroll in the program.  That is, they must provide name, address, and phone number along with other specific information that the organization feels is important. Next, the information collected is used to target specific customers for specific offers.  Before the customer does any type of business their vital information can be used for marketing. Then, depending on the complexity of the program, customer behavior can be tracked in detail. The program can determine when, where, and on what the customer spends money. Finally, the customer is rewarded based on their behavior.  Rewards are usually specific to the organization, but a common trend is that customers are rewarded according to their contribution to the company’s bottom line.  Essentially, there are higher rewards for purchasing higher margin items and services.

The most successful programs map information to provide a customer profile.  This information can then provide more detail for marketing directly to a customer’s needs and wants.  One of the key elements of driving business is determining what a customer needs and catering to that need.  When an organization has the ability to track such information the customer can be offered products that meet those needs.  

The Las Vegas and Atlantic City gaming industry has been successfully rewarding revenue generating customers for several years. These rewards are most often referred to as “comps”.  Comps come in the form of free shows, free rooms, cash, etc. and are awarded to everyone from the low end player who plays a few dollars once every six months to the high end “whale” that plays thousands even millions of dollars per month. The idea is to reward the players according to the amount of revenue they generate for the casino.  It is not always the player that wagers the most money that receives the greatest reward.  The greatest rewards go to the players that are impacting the casino’s bottom line.

One of the most successful gaming entertainment companies in The United States coincidently has one of the best reward programs.  Harrah’s Entertainment Inc. Total Rewards customer loyalty program was the first of its kind.  Since the launch of the program in 1997 Harrah’s has increased its share of customers’ gaming budgets from 36% to 50%.  Over 80% of the 200,000 to 250,000 customers who visit Harrah’s properties each day are members of its Total Rewards program.  According to numbers compiled in 2003 there were 26 million Total Reward members and 6 million of those members used their membership within the year. (Hoffman, 2005), ( CIO insight, 2003) 

According to a customer loyalty program expert the problem with most loyalty programs is they only have the resources to cater to the top 30% of their customers. In 2002 the number of customers who held Platinum or Diamond status, the top two tiers of players according to money wagered, jumped 16% from 2001.  This contributed to $372 million in additional revenues.  At the same time it helped Harrah’s identify its undervalued customers.  About 40% of their customer base spends no more than $50 per visit. So to be more sensitive to this population these customers were allowed up to six months to accrue points. This tweaking of the system is believed to be responsible for a 12% increase in revenues over the previous year.  Harrah’s has concentrated on attracting and retaining customers at all levels.  Lower end players receive rewards such as movie tickets and free food while the high end players receive rewards such as free rooms and club memberships.  As a result the occupancy rate of their hotels exceeds 90% compared to an industry average 60%. (CIO Insight, 2003)

A recent study that explores the profitability and financing of customer loyalty programs in a competitive market warns that the programs may be profitable only if companies use excess capacity to provide the rewards.  For example, to absorb the cost of operating the program the organization must use existing unused resources.  Airlines can use empty first class passenger seats to reward frequent fliers in coach or business class and hotels can use unoccupied suites to reward customers who regularly stay at the hotel.  The researchers agreed that customer loyalty programs are a cost of doing business.  Therefore, a company’s excess or spare capacity can be a major source of funding by providing rewards at little or no cost.  The study consisted of drug and grocery stores, mass merchandisers, hotels, and airline companies.  The results concluded that half of the ten largest U.S. retailers offer customer loyalty programs. (Singh, Jain, Krishman, 2005)    

Another study completed in 2001 examines the difference in the cost of rewarding heavy or light using customers. A reward worth a dollar to the customer may have different cost implications to the firm.  While cash rewards are labeled as inefficient because that is a direct cost to the firm, rewards such as products made by the firm are considered efficient because it is little cost to the firm.  The study suggests that when the heavy user segment is large or not very price sensitive, when compared to the light user segment, competing firms should adopt the most efficient rewards to maximize their profit.  The study also identifies that firms benefit from loyalty programs only if the light users are not too price sensitive. When they are price sensitive firms engage in intense price competition and benefit little from the loyalty of heavy users.  The researchers concluded that the firms and the heavy users are better off at the expense of light users. (Byung-Do Kim, Mengze Shi, Kannan Srinivasan)

It is apparent that, no matter what the industry, the level of user is important to consider when offering rewards.  While the low end customer is important to any firm and usually makes up a majority of the customer base, the cost to reward these customers creates competition within the market therefore driving down prices and margin.  

Conclusion


Ultimately, the data collected gives a general representation of player reward programs in the racing industry.  The data collected in this study technically is considered statistically insignificant since the sample size is 24 and the population was well over 25. The data suggests that a majority of tracks have a player reward program and of the ones that do most of them use an outside vendor.  Most of the tracks have implemented their programs after the full-card simulcasting boom.  The programs that have been operating the longest have the largest enrollment.  Conversely, the programs that have been operating for a short period of time have the greatest percent of active members.  


According to the results the number one goal of the reward program is to increase the bottom line.  Looking closely at some of the other responses it becomes clear that the administrators of these programs are trying to steer customers toward higher margin tracks. This should be the goal of every program.  According to the data tracks are not using existing resources to reward customers.  An example of existing resource would be empty tables in the player’s lounge or clubhouse.  The study involving other industries proved that use of existing resources to reward has a positive effect on whether the program profits. 


Most members of reward programs are identified by swiping their membership card at a betting terminal.  This being the case, the player could be at the track all day and not be identified because he forgot to use his card.  New technology such as V-Cards in mobile phones will allow program administrators to identify members upon arrival.  This will allow the member to be rewarded and provided with VIP service before he or she even places a bet that day. 

Customer service is not to be forgotten in a rewards program.  Tracks may need to increase the number of employees to accommodate for better service.  A player rewards program is valued in many different ways, but customer service is the constant in the equation no matter what the level of player.  Considering the amount of money budgeted toward player reward programs at race tracks it is clear that some of these tracks are trying to compete with rebate shops.  Although, the track may never be able to return the percentage of money bet, the differentiator could prove to be customer service  

The numbers show that if a track has a casino or card club their player reward budget is higher.  However, the crossover rate is somewhat disconcerting.  These numbers show that there are more people switching to casino play from horse play than vice versa.  This can be attributed to low to no cost of switching and the convenience of switching.  The fact that these casinos are in most cases in the same facility makes it easy for the horse player to make the switch with no geographic barriers.  This should be taken into consideration when there is an opportunity to expand to alternative gaming.

As the internet gives the customer the power to shop it becomes increasingly important to retain customers.  The key to successfully selling any product is selling the benefits of that product.  This being said, it is important to sell specifically to the certain level of customer.  Graduated levels of membership allow proper rewarding; market to the class not the mass. 

All in all most of the tracks agree that their player reward program has helped them to meet their objectives.  Providing that the program has driven revenue and yielded profit most tracks are encouraged to move forward with the program.  While there are some things that the tracks would change or tweak in the system, the customer loyalty created by the program has proven to be the greatest benefit.  
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