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Introduction_____________________________________________________________
This study of player rewards programs was designed to accomplish three main goals:

· To get a better understanding of player reward programs at racetracks
· To evaluate the effectiveness of the player rewards programs

· To analyze the different values each player rewards program has for its customers

These goals were accomplished by collecting data from player rewards programs in the United States and Canada at racetracks who host thoroughbred, standardbred, and quarter horse racing.  The data used to compare the value of the programs to the customers was collected mainly through the tracks website.  Racetracks were also sent a survey with four major areas of interest:  data the player rewards system tracks, how the data is used by the racetrack, how the customer can earn points, and the budget/funding for the player rewards system.

Methods Used to Obtain Data______________________________________________
· Survey sent to racetracks with player rewards programs (See Appendix A)

· Internet research of racetrack websites
Analysis of Survey Results_________________________________________________
Question 1:  What is the strategic goal of your player rewards program? Rank them in order of importance, 1 being most important.
	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Increase the bottom line
	1
	1
	6
	1
	6
	1

	Grow Database
	6
	6
	4
	2
	3
	2

	Locating bigger players
	3
	4
	3
	3
	5
	3

	Increase incremental visits
	5
	2
	5
	2
	2
	6

	Player retention
	2
	3
	1
	3
	1
	4

	Rewarding the best players promotions/research
	4
	5
	2
	2
	4
	5

	Other: Increase player tracking & activity
	 
	 
	 
	 
	 
	1


*To analyze the responses by the track, a point value was given to each response. An answer of 1 = 6 points, 2 = 5 points, 3 = 4 points, 4 = 3 points, 5 = 2 points, and 6 = 1 point.
Although four out of six track responses show that increasing the bottom line is the most important goal for their program, based on point analysis, player retention is the goal with the highest overall importance to the tracks. This shows that tracks are now focusing on keeping the customers who are already at the track from spending their gaming dollars elsewhere.  Keeping players at the track and rewarding them will help increase the bottom line, which is the second most important goal for player rewards programs.  The goal with the third-highest importance to tracks is locating bigger players, which ties directly in with the fourth-highest goal of rewarding the best players.  By locating the biggest players the track is able to reward them for the dollars that they wager and keep their business.  Also of equal importance to rewarding the best players is increasing incremental visits by players.  The ability of a racetrack to give something back to the customers who go to the racetrack will make them more likely to return as often as they can.  The  least important goal for the racetracks is to grow their customer database through their player rewards program.  This shows that racetracks are realizing the importance of serving the customers who are already at the track by giving them rewards or prizes.  By focusing on retaining their existing customers, racetracks will be able to market promotions towards these customers thus increasing incremental visits and in turn the bottom line.  It follows that with increased incremental visits, bigger players will be located and rewarded for their wagering activity.
Question 2:  Do you use an outside vendor for your player rewards system? Who? If not, what do you use?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Vendor/System
	Smartbutton
	Smartbutton
	Smartbutton
	Smartbutton
	Internal
	Smartbutton



Five out of six tracks use SmartButton as a vendor for their player rewards program, which affects the ability of the track to specialize its software to meets its unique goals and demands like an internally developed system can.  However, the Streamline software that SmartButton developed for the gaming industry is able to provide all the tools necessary for racetracks to collect customer information and habits into one database.  The software also permits racetracks to develop specialized promotions for its customers in addition to  analyzing the effectiveness of the promotion. Furthermore, the program enables the racetrack to track almost all customer transactions such as admissions, pari-mutuel wagering activity, other gaming activity, promotions, point-of-sale transactions, internet visits, and almost any other transaction-based activity by a player.  By having the Streamline system, racetracks are able to take advantage of a tracking system that has proven results and technological support which can make implementing a player rewards program more efficient for the racetrack.
Question 3:  What types of data other than customer information (name, address, etc) does your player rewards system track?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Wagering: WPS bets
	X
	X
	X
	X
	X
	X

	Wagering: Exotic bets
	X
	X
	X
	X
	X
	X

	Customer wins/losses
	X
	X
	X
	X
	 
	X

	Admissions
	N/A
	 
	 
	X
	X
	 

	Promotions
	X
	X
	X
	X
	X
	X

	Point of sale transactions
	Next Year
	 
	 
	 
	 
	 

	Prize redemptions
	X
	X
	X
	X
	X
	X

	Internet visits
	X
	 
	 
	X
	 
	 

	Other: Site of wager
	X
	 
	 
	 
	 
	 

	Other: Wagering per month
	X
	 
	 
	 
	 
	 

	Other: Overall wagering
	X
	 
	 
	 
	 
	 

	Other: Casino/card club play
	 
	X
	X
	 
	 
	 


Given that five out of the six player rewards programs use the same system, they have the ability to track the same things.  The only program that uses an internal system is unable to track customer wins and losses, however it does track wagering amount, admissions, promotions, and prize redemptions like the programs.  Programs A and D are the only programs that track their players internet visits, in addition program A will be tracking customer point of sale transactions starting next year.  Furthermore, programs B and C are able to track their customers in both pari-mutuel wagering activity and casino or card club play.  By utilizing the player tracking systems to their maximum ability, tracks will be able to get a better understanding of who their customers are and what their behaviors and needs are.  This can be done by tracking the promotions and prize redemptions that the players take advantage of  and offering players more of the promotions that will bring them back to the track.  
Question 4:  What additional features would be most beneficial to have for your player rewards system in the future?

	Knowing what tracks customers do best on

	Reward players who wager more exotic bets

	Charts-graphs displaying data

	Built-in data cleansing

	Survey options

	Internet pt interface

	Preprogrammed demographic criteria to use when creating segmented groups

	Non-cash redemptions

	Full wagering information down to pool


The purpose of this question was to get an idea of where the racetracks want their player rewards program to go in the future and what is important to those using the system.  Several tracks would like to be able to track the customers’ wagers with more detail, which would give them the ability to have increasingly specialized promotions and prizes for each customer.  Another important feature for tracks would be the ability to make charts and graphs of the data in their program without having to export the data to another type of software program, such as excel.  This would give the system operators the ability to get an overall sense of the trends of their customers and give increased ease for those making reports. The built-in data cleansing would give the system operator the ability to eliminate those players who are inactive, have never used their player rewards card, or are doubled up in the system causing waste for the track.  Overall, the racetracks want to be able to get more detailed information on their players and use this information to better serve the customers who use their program.
Question 5a:  What is the total enrollment of your player rewards program?

Question 5b:  What is the percent of active players within the last 4 months?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Total enrollment
	40,000
	11,000
	40,000+
	3,000
	45,000
	5,950

	Active players within the last 4 months
	44%
	47%
	27%
	75%
	21%
	15%



Player enrollment and player activity are vital parts towards evaluating the effectiveness of a player rewards system.  Racetracks with a low percent of active players, such as programs C, E, and F, are likely under-utilizing their player rewards program.  Low percentages of active players can be caused by having people sign up on big days or for a special promotion that never use the rewards card, not allocating enough staff to the program, not teaching the players how to use the rewards card, not giving the player enough incentive to want to use the card, in addition to other issues that result in the player rewards programs not being used effectively.  When a program, such as D, is able to have 75% of the players in their database use their card in the last four months, it shows that they are promoting and supporting their player rewards program and making use of its ability to understand who the racetracks customers are and what they want.  Other programs that have between 40 – 50% active players are also able to get their players to the racetrack and using their cards, but not to the degree of program D.  It is important that racetracks realize that player rewards systems are the best way to get to know customers needs and behaviors and use this knowledge to ensure these customers continue coming to the racetrack. 
Question 6:  What do you do with the customer information obtained through enrollment?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F
	
	
	

	Target marketing
	X
	 
	X
	X
	X
	X
	
	
	

	Data Mapping
	 
	 
	X
	 
	X
	X
	
	
	

	Send out mailings
	X
	X
	X
	X
	X
	X
	
	
	

	Other: Email
	 
	 
	 
	X
	 
	 
	
	
	

	Do not use information
	 
	 
	 
	 
	 
	 
	
	
	



All of the six player rewards programs responding say that they use customer enrollment information (name, address, etc) to send out mailings, while only five of these programs use the information to do target marketing.  Target marketing gives the tracks the ability direct players towards special promotions that they are more likely to take advantage of and is an important aspect of taking care of customers.  Only three programs use this information to map their data, however these three programs have the lowest percentages of active players within the last four months. By having players in the database, racetracks are able to send out special mailings to players as well as specialized marketing and promotions that will bring players to the track and using their rewards card.
Question 7:  What do you do with the following player data (wagering amount, wager types, other consumer purchases) that is collected?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Higher return for larger players
	X
	X
	X
	X
	X
	X

	Reward based on frequency of visits
	 
	 
	 
	 
	X
	 

	Target for special promotions
	X
	X
	X
	 
	X
	X



The player rewards programs that responded all use the customer wagering and other transaction data to produce a higher return for larger players and five of the programs also use this information to target players for special promotions.  These are key elements towards serving the players who are wagering at the racetrack and giving them something back through the higher returns or special promotions.  However, only one program rewards its customers based on frequency of visits.  This is something that racetracks whose most  important goals are retaining players and increasing the bottom line need to evaluate.  By rewarding players based on frequency of visits, the customer has greater incentive to go to the racetrack regularly which serves the goal of retaining customers and increasing the bottom line.
Question 8:  Can players earn points for pari-mutuel wagering on:

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Your own product
	X
	X
	X
	X
	 
	X

	All simulcasting products
	X
	X
	X
	X
	 
	X

	Only races in-state
	 
	 
	 
	 
	X
	 



Five of the six player rewards programs allow players to earn points on both the live product and all of the simulcasting products.  Internet research showed that most of the programs who allow customer to earn points on all racing products are likely to give the customer an incentive to play the live product by giving more points per dollar wagered on the live product than a simulcast race.  Only one program restricts players to earning points on races run in-state, however, by doing this the customer is encouraged to wager on those races, thus benefiting racing in that state.  
Question 9:  Does your player rewards system cover:

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Single track only
	 
	X
	 
	 
	 
	 

	Single track and OTB's
	 
	 
	 
	 
	 
	X

	Multiple tracks with common ownership and OTB's
	 
	 
	X
	X
	 
	 

	Multiple tracks with different ownership and OTB's
	X
	 
	 
	 
	X
	 



Based on the responses given, four out of the six player rewards programs are able to be used at multiple racetracks which gives customer the option of where they want to spend their wagering dollar while still getting rewards through one program.  Additionally, this can allow tracks with either the same or different ownership to work towards ensuring maximum utilization of the program.  The other two programs that cover only a single or the track and OTBs are able to focus customers towards their track or OTB with their gaming dollar.  Whether racetracks share a common player reward program or not, they players are able to get something back for the dollars they are wagering, which is incentive to have them wager regularly.
Question 10a:  If your track also has a casino or card club, does your system track both types of wagering activities?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Yes
	 
	X
	X
	 
	 
	 

	No 
	X
	 
	 
	 
	 
	 

	Not applicable
	 
	 
	 
	X
	X
	X



Of the three racetracks that have a casino or card club, two of the player rewards programs are used to track both pari-mutuel wagering and wagering in the casino or card club.  This gives the racetrack different customer bases to draw from, the ability to market both products to all customers, and encourage cross-over play between casino/card club players and horse players. 
Question 10b:  Does your system track:

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Table games
	 
	X
	 
	 
	 
	 

	Video poker games
	 
	 
	X
	 
	 
	 

	Slots/VLTs
	 
	 
	X
	 
	 
	 



This question was designed to find out the wagering activities other than pari-mutuel wagering that the player rewards programs are able to track.  
Question 10c:  Are the points and prizes/rewards valued the same?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Valued same
	 
	X
	X
	 
	 
	 

	Valued differently
	 
	 
	 
	 
	 
	 



Since both programs that track pari-mutuel wagering and casino or card club play have the points and prizes or rewards for both types of wagering activities valued the same this shows that the wagering dollars have equal value to the racetrack and there is no incentive to play one type of wager over the other.
Question 10d:  If valued different, how?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	How valued differently
	 
	 
	 
	 
	 
	 


None of the racetracks responding has casino or card club play that has a different point value towards prizes or rewards than pari-mutuel wagering so this question is irrelevant.
Question 10e:  What is the percent of crossover play between casino and horse players?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Percent of crossover play
	 
	Very little
	Not answered
	 
	 
	 



The responses to this question show that while racing and slot/VLTs or card clubs may share the same facility, there is very little crossover play between the different wagering activities.  Since both programs responded that they value both types of wagering dollar equally there is no incentive for players to crossover and wager in either the casino/card club or in the pari-mutuel pools.
Question 11:  How is your program funded?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	% Handle
	 
	 
	 
	X
	X
	 

	Specific Amount
	 
	 
	X
	 
	 
	X

	Other: Marketing budget
	 
	X
	 
	 
	 
	 

	Other: Budgeted amount with horsemens group sharing cost
	X
	 
	 
	 
	 
	 



Two of the programs are funded by a percent of handle, which allows for growth if the handle increases, however if handle declines, the funding for the player rewards program will also decline.  Three of the programs are funded by a specific amount, with one program funded through the marketing budget.  This limits the programs ability to adjust in response to a change in the number of players, handle, or other factors affecting the rewards program.  One program was budgeted but it shared the cost with the horsemens group.  Since this program also has a casino or card club (that is not tracked by the rewards program), the horsemens group is has the funds to share the cost of the program since it directly relates to the livelihood of the racing product.  Regardless of how the player rewards program is funded, the program needs to have the ability to adjust to changes that can occur and still serve the players.
Question 12a:  What is your current operational budget, exclusive of salaries?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Budget
	4,000,000
	400,000+
	1,000,000
	700,000
	 
	168,065



The budget of the program is not always directly related to the size of the program in terms of the number of player as seen by programs B and D. Program B has 11,000 players and an operational budget of $400,000+ while program D has 3,000 players and an operational budget of $700,000. However, the relationship of operational budget to the size of the program does appear to have a direct relationship to the effectiveness of the program through player activity.  Program B had 47% of players active within the last four months while program D had 75% of its players active within the same time frame.
Question 12b:  How many employees are allocated to your player rewards program?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	Number of employees
	3 FT, 2 PT
	4 pari-mutuel, several card club
	3
	3
	2.5
	1.5



This question relates to maximizing the effectiveness of the player rewards program for the racetrack.  The racetracks that allocated more employees to the program in relation to its size have a greater effectiveness for the track in terms of program size and player activity.  This can be seen in programs D and F where program F has 1.5 employees and almost 6,000 players with only 15% active within the last four months and program D has three employees for 3,000 players with 75% active within the same time frame.  In order for tracks to have the most effective use of their player rewards program, they need to allocate employees to support the system. 
Question 12c:  How much do you spend yearly on prizes or rewards for your program?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	% Handle
	 
	0.005%
	2%
	 
	 
	 

	% Budget in 12a
	 
	 
	 
	 
	 
	49%

	Dollar Figure
	3,300,000
	 
	 
	600,000
	1,200,000
	 



This shows how racetracks value giving rewards back to their customer, both programs A and D use the majority of their operational budget to give players back prizes or rewards while program F uses less than half of its operational budget to give prizes or rewards back to customers.  This also can relate to player activity and the effectiveness of the program as programs A and D have 44% and 75% of players active within the last four months respectively, while program F has 15% of players active during the same time frame.  Using the funding to give rewards back to players will increase the incentives for a player to use their rewards card and remain active at the racetrack.
Question 12d:  What percent of the following types of handle is tracked through your player rewards program?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	% Live handle
	X
	32%
	25-30%
	X
	 
	25%

	% Off-track/in-state/OTB handle
	X
	32%
	25-30%
	X
	9%
	25%

	% Phone/internet handle
	X
	 
	 
	 
	 
	 



The responses to this question show that regardless of the size or the activity level of players in a rewards program, three out of four tracks are able to track between 25 – 32% of their total handle through their player rewards program.
Question 12e:  What percent of attendance is tracked through your player rewards program?

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program F

	% Attendance tracked
	 
	N/A
	25-30%
	 
	8%
	4%



Only programs D and E reported that they tracked admissions in question 3, however, given the small percentages of attendance tracked, the player rewards programs still have room for growth and expansion into the other customers who are going to the track, the programs need to offer incentives that will get the other customers to want to join the rewards program.
Analysis of Value to Customer______________________________________________

*Analysis based on data collected from player rewards system regarding points earned per dollar wagered the prizes or rewards based on points accumulated as shown in the following table.
	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program  F
	Program G
	Program H
	Program I
	Program J

	50
	 
	 
	 
	 
	 
	 
	Program  
	 
	 
	 

	100
	 
	 
	 
	 
	 
	 
	 
	Program
	 
	 

	200
	 
	 
	 
	 
	 
	 
	Valet parking
	 
	 
	 

	250
	 
	 
	 
	 
	 
	 
	DRF
	 
	 
	 

	375
	$2 F&B voucher
	 
	 
	 
	 
	 
	 
	 
	 
	 

	400
	Program
	 
	 
	 
	 
	 
	 
	 
	 
	 

	450
	 
	 
	 
	 
	 
	 
	$5 mutuel voucher
	 
	 
	 

	500
	 
	 
	 
	 
	 
	 
	 
	Admission
	 
	Admission or Program

	700
	 
	Program
	 
	 
	 
	 
	 
	 
	 
	 

	750
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Admission & Program

	800
	Admission
	 
	 
	 
	 
	 
	$10 F&B voucher
	 
	 
	 

	900
	$5 F&B voucher
	 
	 
	 
	 
	 
	$10 mutuel voucher
	 
	 
	 

	1,000
	DRF
	Admission
	Program  
	 
	Program
	 
	 
	DRF
	$10 voucher
	Preferred parking

	1,500
	 
	 
	 
	Program
	 
	Program
	 
	 
	$15 voucher
	 

	1,600
	$5 cash deposit
	 
	 
	 
	 
	 
	 
	 
	 
	 

	1,800
	Valet Parking
	 
	 
	 
	 
	 
	$20 mutuel voucher
	 
	 
	 

	2,000
	 
	 
	Clubhouse pass
	 
	 
	 
	 
	Preferred parking
	$20 voucher
	 

	2,500
	 
	$5 F&B voucher
	 
	 
	 
	 
	 
	 
	 
	 

	3,000
	 
	 
	Valet parking
	 
	 
	 
	 
	 
	 
	 

	3,200
	$10 cash deposit
	 
	 
	 
	 
	 
	 
	 
	 
	 

	4,000
	 
	 
	 
	 
	 
	$5 F&B voucher
	 
	 
	 
	$20 F&B voucher

	4,500
	 
	DRF
	 
	 
	 
	 
	$50 mutuel voucher
	 
	 
	 

	
	Program A
	Program B
	Program C
	Program D
	Program E
	Program  F
	Program G
	Program H
	Program I
	Program J

	5,000
	 
	$10 gift shop voucher
	$5 wager
	 
	$5 F&B voucher
	DRF
	 
	 
	$50 voucher
	$20 mutuel voucher

	6,000
	$20 gift shop voucher
	 
	 
	 
	 
	 
	 
	 
	 
	 

	6,200
	$20 cash deposit
	 
	 
	 
	 
	 
	 
	 
	 
	 

	7,500
	 
	 
	 
	 
	 
	 
	 
	 
	$75 voucher
	 

	8,000
	$50 F&B voucher
	 
	 
	 
	 
	 
	 
	 
	 
	 

	9,000
	 
	 
	 
	 
	 
	 
	$100 mutuel voucher
	 
	 
	 

	10,000
	 
	$10 mutuel voucher
	 
	$10 wager
	$10 F&B, mutuel, or gift shop voucher
	$10 mutuel voucher
	 
	$50 mutuel voucher
	$100 voucher
	 

	12,000
	 
	 
	 
	$12 F&B voucher
	 
	 
	 
	 
	 
	 

	15,000
	$50 cash deposit
	 
	 
	 
	 
	 
	 
	 
	$150 voucher
	 

	18,000
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	20,000
	 
	 
	$20 wager
	 
	 
	 
	 
	$120 mutuel voucher
	 
	$100 mutuel voucher

	22,500
	 
	 
	 
	 
	 
	 
	$250 mutuel voucher
	 
	 
	 

	25,000
	 
	 
	 
	 
	$25 mutuel voucher
	 
	 
	 
	$250 voucher
	 

	29,500
	$100 cash deposit
	 
	 
	 
	 
	 
	 
	 
	 
	 

	30,000
	 
	 
	 
	 
	 
	 
	 
	 
	$300 voucher
	 

	40,000
	 
	 
	 
	 
	 
	 
	 
	$250 mutuel voucher
	$400 voucher
	 

	50,000
	 
	$50 mutuel voucher
	$50 wager
	$50 wager
	$50 mutuel voucher
	$50 mutuel voucher
	 
	 
	$500 voucher
	 

	58,500
	$200 cash deposit
	 
	 
	 
	 
	 
	 
	 
	 
	 

	60,000
	 
	 
	 
	 
	 
	 
	 
	 
	$600 voucher
	 

	80,000
	 
	 
	 
	 
	 
	 
	 
	$600 mutuel voucher
	 
	 

	100,000
	 
	 
	 
	$100 wager
	 
	 
	 
	 
	 
	 



The most common rewards for a customer are:  programs, admission, Daily Racing Form, food and beverage vouchers, gift shop vouchers, and mutuel vouchers.  These rewards have value to the customer since they are a way of getting some value back from the money that he spends at the racetrack.  While getting a reward can be incentive for customers to either wager more or visit the track more often, the amount that a customer has to spend before getting a reward can actually discourage a customer and put him off the program.  As an example, to get free admission the player would have to earn between 500 and 2,000 points requiring him to wager between $250 and $1,000.  Additionally, to earn a $20 mutuel voucher the customer has to earn between 1,600 and 20,000 points, thus requiring him to wager between $1,600 and $10,000.  Setting the rewards levels at such a level that the customer has to wager $1,000 to get free admission or $10,000 to get a $20 mutuel voucher discourages a smaller player from joining the program or using his rewards card.  If the intent of a player reward program is to get to know the racetracks customers and serve them better in order to retain their business, the rewards should be set at a level that customers are not put off by.  Using the player rewards program as a means of rewarding and encouraging players to continue wagering at the racetrack needs to be the focus when setting the reward levels.  
Conclusion______________________________________________________________

A number of different factors work towards making a player rewards program effective for a racetrack, with perhaps the most important being its focus on rewarding the customer.  The tracks that set the reward levels so that they are attractive to the customer and actually give the player value for his wagering dollar are more likely to attain their strategic goals.  If a customer who regularly attends races but only wagers a small, limited amount is able to get a reward back, they are more likely to use their reward card and recommend it to other patrons.  This gives tracks the ability to get a better understanding of who their customers are and what is important to them when going to the racetrack.  However, also of great importance is the number of employees it allocates to its program.  These employees are the ones who interact with customers and evaluate the data that is generated.  Allocating employees to the player rewards program will allow the customer to get better service, thus the player will have a higher quality experience at the racetrack.  If enough employees are not allocated by the track, the program is less likely to be utilized efficiently to improve customer knowledge and relationships.  By having enough employees to run the program efficiently, the track will get better use of its program and a greater return on its investment.  Tracks with a higher number of employees relative to the program size have a higher percent of active players, as seen by survey responses of program A and C.  Program A has 40,000 players enrolled with three full-time and two part-time employees allocated to the program and shows 44% of players active within the last four months.  On the contrary, program C has 40,000+ players enrolled with only three employees allocated to the program and only shows 27% of players active within the last four months.  

Given the technology that is now available to track customers and their spending habits, racetracks have the opportunity to get to know their customers and work towards ensuring their continued patronage.  In order to be competitive with other wagering and entertainment venues, racetracks need to give the customer a reason to continue coming to the racetrack by making each visit worthwhile and gearing promotions for individual customers.  With the availability of single account management, a racetrack can specialize offers and promotions for customers so that continue to find value in coming to the races.  Player reward programs are the most effective way for a racetrack to serve its customers as long as they are designed to benefit both the customer and the racetrack. 

