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A bit of Background…   

Gaming in Western Sydney

In the last year at Wests League Club, gaming contributed;

Revenue - $39.8m @ $314 per machine per day 

Turnover - $615 million dollars

Winners and losers post-COVID

DGR Ranking for Club Gaming Revenue, qtr Nov 2021;

League Club # 11 (490 of 490 machines – up 8 on ‘19)

Country Club # 37 (270 of 290 machines – up 15)

Golf Club # 432 (71 of 71 machines – up 107) 

West Tradies #182 (125 of 143 machines – down 25)
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“Pokies 

Aren’t Cool”
Where/how can we fix?



Pokies in Clubs

Aren’t Cool!
COVID-19 and the last decade of getting 

bashed by pubs have shown the way



Crisis and Opportunity

…in every decision

Case Study - Uber vs Netflix



Pareto’s Guide to the evolving

Role of a CEO / Gaming Manager

• Learn the COVID-19 / Darwin lesson – the map exists

• Pursue the broader “frictionless economy”

• Create the strongest possible value proposition

• Concede that you will spend more time on ‘people’

• In time-poor climate - direct time, resources and people to 

tasks which will yield the best outcome

• Celebrate the patronage of members and espouse the values of 

“congratulatory” and “complimentary”



Pareto’s Guide to the evolving

Role of a CEO / Gaming Manager

• “The vital few and trivial many”  in any endeavour

• 80% of effects come from 20% of causes

• Know the 20% of staff/members/product/ departments 

responsible for 80% revenue

• Focus on minority of repeated problems and causes which 

result in a majority of grievances

• Elaborate why clubs need engagement

• Do likewise the difference between a “loyalty” and a 

“rewards” program

• Try it - Inertia and inert management are the obstacle



The Easy Part - Measuring Machine Performance

Internal

Performance Rankings via Theo Win/Expected Net Per Day

Theoretical Win Per Day = Turnover x RTP% / Days 

Contribution Analysis, Heat Maps, Board, Occupancy, BI

Know Your Market – Talk to Players, Frontline Managers

External

Networking – CMA, LCA, GMDC, LMOs, ClubsAustralia

Manufacturers, Reps, Techs & Service Agents

Astute BI, Max, Odyssey, DGR Rankings
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A graph for anyone lucky enough to hold 9%...



“If you can’t measure it, you can’t 

manage it…”

Gaming is a very simple science – get your 

performance reporting right, generate it quickly 

– use 5 of 20 rule

Track performance, try new things, be 

innovative and responsive – but be ready to 

react swiftly based on results

“What other business provides you with 

instant, daily feedback about what you’re doing 

right and what you’re doing wrong?”

- The Cashbox



“If you can’t measure it, you can’t manage it…”

Product -> player segmentation 

Aggressive warranty conversions in the Hold & Spin 

Dragon age for dead cat bounce factor

First to market to maximise honeymoon periods

Volume (c. -33%) vs spend (c. 50%) of players

Building banks & zones in multi-game –denom

Competitive advantage vs retaining existing play



Who’s Making the Money?
God bless Aristocrat, again…
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GMDC – Wests Leagues, Campbelltown

Profitability Vs Popularity

Achieve a scientific approach to 

deploying the right product mix –

esp. high denom, MTGM, ante-bet 

and premium product

Expected Net Reporting 

Aka Theo Win Per Day

Turnover x TRTP% / Trading Days =

Expected Net per Day
Expected Net Per Day Heatmap





We are in the hospitality business.  So be hospitable! 

Invest time  in managing relations with key stakeholders around 

your venues, use their favourite word, feed the beast ceaselessly. 

Don’t be the two mouthed, one eared Club Manager - learn from 

the fabled masters;

Raff and the Sports Bar Bleeder

McAleer’s Bilby’s and Silence is approval

Ballesty & Levett – Red flag of probies

Chase the 1%’ers via information & peers - SOCG

(judiciously read Bill Friedman, Simon 

Sinek, Daniel Kahnemann, James Kerr…)

The Hard Part – People



The Hard Part – People

Less resilient staff, low unemployment and flexible 

workplace expectations make for a very tough HR 

/ IR Climate, thus impact on Gaming & Hospitality 

Service provision.

If they don’t bark as puppies…

They will not bark as dogs!

When interviewing and employing prospective 

staff, it’s not always easy to pick the good ones so 

use probation periods mercilessly…



The Hard Part – People



Unique Features v Common Sense

• Feng Shui vs Common Sense

• Master plan –? Identify prime real estate

• ATMs in foyer, audio, discretion, scenting

• Footprints in the snow – Wynn the traffic flow

• Give them what they want – millennials?

• No al fresco? Control the controllables and ‘Make hay 

while the sun shines!’

• Understand your market & product

• Teach staff to have tough discussions

• Explain cognitive dissonance & RTP reality

• Preparing for Digital Wallet & Cashless economy



 Management Focus and the inequity of how we allocate 

Time Vs Space Vs Money

 Gaming is fundamental to the financial feasibility of the business 

– aggressively pursue the sum of cumulative gains 1% more is a lot 

of schooners – so, “nothing is not your job”

 Spend time with staff and supervisors on the gaming floor

 Stay informed & in touch with each other

 Speak with players and hear their concerns, criticisms, praise and 

feedback – engage them, be “complimentary”

 Everything else is marketing…

Including F&B, Craig’s washer/dryer, every new car…

Time, Space & Money



Gaming-specific promotions aside, it is essential that all club-wide 

promotions return a yield if not directly; from the gaming dept

Get or make gaming savvy Marketing & HR Mgrs

Typically measured by looking at pre- and post-promotion turnover and 

machine occupancy levels to ensure that a breakeven point has been 

achieved

Reduced scatter gun marketing/promo spend

New Product Launches &  Player Education Campaigns, Club-wide 

promos inc. gaming

Members & Major Draws -> Use accelerated earns

In NSW, the capacity to break the shackles of S.10.1(i) of the 

Registered Clubs Act and drive targeted returns to deserving recipients 

is the crux of VIP in Sydney clubs…

Marketing and Promotions





No longer a competitive advantage, but… 

Single greatest driver of membership and revenue 

growth over the last decade

Commercial – emulating casinos, hotels

Origins in indiscriminate pickle distribution

Staff selection, pruning & education is vital

Emphasing “complimentary” not “free”

Concept easy – implementation is fraught with pitfalls 

in consistently delivering promise

Be honest with dissenters – “VIP’s money        built 

this place and subsidize your beer!”

The VIP Promise… carparks and kudos…

Members Rewards Program



The agricultural start it yesterday philosophy

Start by conceding, “we’re not that smart!”

Aggressively acquire gaming assets

Importance of Parking for discretion & kudos

The Casual Meritocracy

Aggressive use of probationary period to counter 

entitlement and lack of resilience

Pursue the frictionless transaction – remove 

roadblocks and impediments to loyalty

Utilize Values to empower staff and management

Members Rewards Program





Zebras attract zebras  – consider the impact

of communal thinking on your staff,      

management and players

Importance of the fine print in your T’s & C’s and 

LTPS’s. Enact the Superman clause judiciously

Brace yourself - a strong program will mobilise 

and unite a group of your “biggest losers” 

Try to comprehend cognitive dissonance in 

gaming players’ inconsistent thoughts and beliefs 

contradicted by their own actions

Market engagement and philanthropy
Ensure advocates know the difference between pubs & clubs

Members Rewards Program



W E S T S  L E A G U E  S P O R T S  

C O M M U N I T Y  W A L L

W E S T S  L E A G U E  T A B  &  

S P O R T S  B A R  W A L L



W E S T S  L E A G U E  C L U B  

C O M M U N I T Y  N E W S  W A L L

C O U N T R Y  C L U B  C O M M U N I T Y  W A L L

W E S T S  L E A G U E  C L U B  S P O R T S  W A L L



Running clubs in a post-COVID-19 world…

HOW THE MARKET HAS SHIFTED

– Learn from other jurisdictions

– Have you recalibrated your business to meet change?

• Layout, scenting, space, sanitising 

• Invisible tasks - suddenly, cleaners are cool!

• Staff

• AEMP Spend

– Regulatory appetite - Digital Wallet

– Barriers to Entry diluted

– Younger, hungrier, time-poor client base has emerged

– Staff and Community engagement prioritised

– Excruciating labour market

• Capacity to attract and retain talent is challenged

• Capacity to earn is enhanced

EVERYONE MAKES MONEY IN A BOOM,

BUT A GOOD CRISIS POLARISES…



Leadership and Culture; unproven tenets of…

• Have a personal impact on values and culture via 

recruitment and retention.

• Imbed expectation. Use probation judiciously

• Ask yourself - if this was my money, would I do it?

• Be grateful and gracious – acknowledge excellence,  

whether in sporadic displays by suppliers, staff or any    

other minor victory that deserves celebrating

• Be a good, loyal lieutenant – including butting heads and 

fighting the good fight when necessary

• Get a good, loyal lieutenant – find like-minded people and 

be patient with delegation; “follow the spearhead”

• Definition of teamwork is…



Planting the post-COVID seeds…

 Duty of Care in COVID-19 world 

 Loyalty Programs vs Rewards Programs

 The RTP% complaint – “Russia in a box”

 18 to 38yo don’t go to clubs – relevance?

 Know your market and engage! 

 Fit-out – emulate hotels Post-COVID

• Facilitate social distance - wider and shallower

 Innovate

• No need to reinvent – build on knowledge and XP

• Other jurisdictions - Service, space, finite capacity

• Dynamic Player Recognition

• Get them Flocking to you



Dynamic BI - Get FLOCKED with OutAbox (or Cherry Hub)

Glenn@outabox.com.au

0498 045 313

or Frank & Mandy @ Cherry Hub



Leadership and Culture; unproven tenets of…

• Have a personal impact on Recruitment and Retention

• Don’t over-complicate – we’re not that smart

Ask yourself - if this was my money, would I do it?

• Butt heads and fight the good fight when appropriate

• Be a good lieutenant; get a good lieutenant; 

- row together

• Be Grateful and Gracious – acknowledge excellence, 

whether in sporadic displays by suppliers, staff or any 

other minor victory that deserves celebrating

• Be adaptable and opportunistic (if regs change…)



Building a Legacy

• Do more - “Champions do extra”

• The power of humility as a foundation 

• “Sweep the sheds”

• No dickheads policy - who’s got the time?

• Be a good ancestor by espousing the “legacy” of 

actions and the planting of seeds which you may 

never see grow

• Authenticity - everything becomes easier when 

people become the key to good judgement;

• How do you put the best team on the park?

“Better people make better All Blacks 

[and everything else…]” – James Kerr

Leadership and Culture; unproven tenets of…



Questions?

Any questions, queries, 

philosophical objections or 

employment applications 

available from;

Daniel Grady

Chief Executive Officer

West Tradies

danielg@westtradies.com.au


