
When Something Isn’t Working
Every campaign looks good on paper. The offer is solid. The list is
ready. The creative is done. And then the campaign goes live — and
something feels off.
Maybe ticket sales are slower than expected. Maybe hosts are sitting
on calls they haven’t made. Maybe the floor is busy but the right
guests aren’t showing up.
This is the moment most casino marketing teams get wrong. They
wait. They hope it turns around. They tell themselves there’s still time.
And by the time they act, there isn’t.
The best marketing teams don’t wait for the final report to decide
what went wrong. They read the signals mid-campaign, make a
deliberate decision, and adjust before it’s too late to matter.
That’s what this playbook is for.

The Three Universal Signals
Before you reach for any scenario in this playbook, run through these
three signals. They apply to every campaign type. If two or more are
present, you are in adjustment territory.

Signal 1: Response is significantly below your baseline at the
midpoint.
You don’t need perfect data to know something is off. If you’re
halfway through the campaign window and at less than 40–50% of
your expected response rate, the campaign is not on track. Don’t wait
for the final number to confirm what the midpoint is already telling
you. 

Signal 2: The wrong guests are responding.
Activity isn’t always a good sign. If low-worth guests are driving the
bulk of your redemptions, if hosts are filling seats with the wrong
players, or if your acquisition promotion is attracting one-and-done
visitors, you have a behavioral problem, not a participation problem.
More volume won’t fix it.

The Mid-Campaign Decision
Playbook



Signal 3: Your team is telling you something feels off.
Your floor staff, your hosts, your player development team — they see
guest reactions in real time. If they’re saying guests seem confused,
uninterested, or unaware the campaign is even running, that’s data.
Not anecdote. Data.

How to Use This Playbook
Find the scenario that matches your situation. Read the problem
signs. If three or more apply, move to the response sequence. Work
through the sequence in order. Don’t skip to the bottom because it
feels more urgent. The sequence is built to escalate deliberately, not
reactively.
Remember: Adjusting mid-campaign is not a failure. It’s a skill. The
teams that build this into their process are the ones that stop losing
campaigns at the finish line.

SCENARIO 1: LOW TICKET SALES — ENTERTAINMENT
EVENT

Problem Signs
Paid ticket sales are tracking below pace for this point in the
campaign window
Comp demand from hosts is unclear; no one knows how many
comps are actually going out
Hosts are holding ticket inventory without confirmed names
attached
Marketing is leading with the performer, not the experience
The wrong audience is being marketed to; offer is reaching guests
unlikely to attend

Your Move
Step 1: Get a clear inventory picture before you do anything else. 
Pull the real number. How many tickets are sold, comped, held by
hosts, and unassigned? You cannot make a good decision without
knowing what you actually have. Hosts holding tickets without
confirmed guests are part of the problem. Set a deadline for named
confirmations or release the inventory.



Step 2: Reframe the message around the experience, not the
performer. 
If your marketing is leading with the artist’s name and not much else,
you’re missing the guests who don’t know the performer but would
love a great night out. Reframe: dinner and a show, a date night, a VIP
experience. The performer is the anchor, not the entire sell.

Step 3: Create a bundle if one doesn’t already exist. 
Pair remaining tickets with dining, hotel, free play, or VIP seating. A
bundled offer justifies the price, adds perceived value, and gives you
something new to promote without discounting the ticket itself.

Step 4: Add a “bring a friend” or social angle. 
Events sell better when guests can picture themselves there with
someone they know. A “bring a friend” message, a date night angle,
or a group offer shifts the emotional frame from “do I want to go?” to
“who should I take?”

Step 5: Use urgency carefully and specifically. 
Vague urgency doesn’t work. Specific urgency does: “best remaining
seats,” “final VIP section release,” “only X tickets left at this price.” If
you have a natural scarcity point, use it. If you don’t, create a genuine
one.

Step 6: Give hosts a tighter call list and talking points. 
If hosts are involved, they need a prioritized list of guests who have
attended similar events before, not a full database pull. Give them
three talking points and a deadline for first contact. Track outcomes:
reached, left message, confirmed, declined.

Step 7: Shift unsold inventory to strategic reinvestment as a last
resort. 
If paid sales are not going to close the gap, decide intentionally which
guests should receive the remaining inventory as reinvestment — and
why. Don’t default to whoever asks.



SCENARIO 2: LOW RSVPS — VIP EVENT

Problem Signs
Invited players are not responding within the expected window
Hosts are unsure who to prioritize or chase
The event messaging feels generic — nothing that signals true
exclusivity
RSVP process has friction: guests have to call, email, or navigate a
form
No differentiation between guests who haven’t seen the invite and
guests who saw it and chose not to respond

Your Move
Step 1: Segment your invite list before making another contact. 
Not everyone on the list is the same problem. Break it into three
buckets: must attend (top-value, personal host relationship), likely
(has attended before, engaged with recent marketing), and needs a
nudge (invited but no signal either way). Your response for each
bucket is different.

Step 2: Have hosts personally contact every must-attend
nonresponder. 
A personal call or text from a known host is worth ten mailers. Give
hosts the names, a clear talking point, and a reason to call beyond
“just checking in.” The event detail, a gift preview, a seating
preference, a plus-one approval — give them something to offer.

Step 3: Make the event feel more exclusive in every message. 
If the invite reads like a broadcast, rewrite it. Exclusive events should
feel like a personal invitation, not a mass communication. Personalize
where possible. Reference the guest’s history, preferences, or
relationship with the property.

Step 4: Add a clearer reason to RSVP now. 
Guests delay when there’s no cost to delaying. Create a genuine
reason to respond early: limited gift choice, preferred seating,
drawing entry only for early RSVPs, or plus-one approval for the first
confirmed guests.



Step 5: Reduce RSVP friction to the lowest possible barrier. 
Every step between “I want to go” and “I’m confirmed” is a place
guests drop off. Offer multiple confirmation paths: text reply to host,
one-click form, call-back option, host can confirm on their behalf.

Step 6: Create a preview message for the “needs a nudge” group.
Show, don’t tell. A short message that previews the food,
entertainment, gift, or experience — with an image — does more than
a second copy of the original invite.

Step 7: Invite one segment step down as a backup if needed. 
If top-tier response is not sufficient to fill the event appropriately,
move deliberately to the next segment. This is a strategic decision,
not a failure. Brief your hosts before expanding the list.

SCENARIO 3: INACTIVE PLAYER REACTIVATION
CAMPAIGN

Problem Signs
Redemption rate is low relative to the size of the list
Email open rates are soft or below your property baseline
The offer is being ignored even by players who used to respond
Everyone on the reactivation list is receiving the same message
and offer
No second touch is planned if the first contact doesn’t work

Your Move
Step 1: Stop treating all inactive players as the same segment. 
At minimum, separate into: recently lapsed (90–180 days), long-
lapsed (6 months to 2 years), former high-worth guests who went
quiet, low-frequency players who may have naturally cycled out, and
offer-sensitive players who only responded to specific promotion
types.

Step 2: Match the message angle to the segment. 
Recently lapsed guests respond to “we noticed you haven’t been in.”
Long-lapsed guests need a reason that feels new: “something
changed,” “come see what’s different.” Former VIPs need a personal
touch, not a mass email.



Step 3: Use a trip trigger, not just a mailer. 
A mailer alone is passive. A trip trigger — a message tied to a specific
action, date, or behavior — creates urgency without inflating
reinvestment. “Your offer expires Sunday.” “You have free play
waiting.” “This weekend only.”

Step 4: Lead with a low-friction comeback offer before escalating
reinvestment. 
Don’t start with your highest offer. Start with something that removes
the barrier to the first visit. Once they visit, you have new data and a
reason to escalate.

Step 5: Add a personal outreach layer for former high-worth guests. 
If a guest was once a top-tier player, a mass email is not the right
reactivation tool. A host call, a personal note, or a specific invitation
to an upcoming event is more likely to land.

Step 6: Plan your second touch before the first one goes out. 
Most reactivation campaigns send one message and wait. Plan a
second contact — different channel, different angle, different offer
level — before the campaign launches. If the first message doesn’t
produce a response in 7–10 days, the second touch is already ready to
deploy.

SCENARIO 4: GIFT OR CONTINUITY PROGRAM

Problem Signs
RSVP or claim rates are below forecast at the midpoint of the
program
Inventory is moving unevenly — some items are gone, others are
barely touched
Guests do not seem to understand what the gift is or how to claim
it
High-value guests are not participating at expected rates
Claim windows are seeing early spikes and then dropping off
sharply



Your Move
Step 1: Feature the gift more prominently and specifically in all
creative. 
If guests don’t know what they’re claiming, they won’t claim it. Show
the gift — photographed well, described specifically. “Receive a 6-
quart air fryer” outperforms “receive a valuable gift” every time.

Step 2: Add lifestyle context to the messaging. 
Guests respond to gifts they can picture using. “Perfect for summer
entertaining.” “For your home kitchen.” “For game day.” Context
makes the gift feel relevant and worth the trip.

Step 3: Send a reminder before and during the claim window. 
Many guests intend to participate and forget. A reminder message
48–72 hours before the claim window closes — “don’t forget, your gift
is waiting” — recovers a meaningful percentage of intended
participants.

Step 4: Adjust pickup windows if timing is the issue. 
If your claim window is concentrated on weekends and your target
segment visits midweek, the timing is working against you. Extend the
window, add midweek pickup dates, or offer a host-assisted claim
option for top-tier guests.

Step 5: Create tiered substitutions for guests who haven’t
responded. If higher-value segments are not claiming at expected
rates, offer a tiered alternative: a different gift, a gift card equivalent,
or a host-delivered option that feels like a privilege.

Step 6: Add host outreach for top-tier nonparticipants. 
Your highest-value guests should never be left to respond on their
own. A host contact — “I want to make sure you get your gift; let me
know when you’re coming in” — is personal, low-pressure, and
effective.



SCENARIO 5: SLOT TOURNAMENT REGISTRATION

Problem Signs
Sessions are not filling at the pace needed to meet participation
goals
Invited players are delaying registration without declining
The same core group of tournament regulars is registering while
new players are not
Guests are unclear on the prize pool, the format, or how to win
Sessions during off-peak hours are significantly underbooked

Your Move
Step 1: Clarify the prize pool and odds before anything else. 
If guests don’t understand what they’re playing for or how winning
works, they won’t register. Make the prize pool specific and
prominent. “The top 10 scores win. First place takes $X.” Clear beats
clever every time.

Step 2: Promote the social and experiential side, not just the
competition. 
Guests who aren’t motivated by competition may be motivated by
the atmosphere, the energy, or the chance to play machines they
don’t normally play. Lead with the experience for guests who need
that framing.

Step 3: Add session flexibility if your format allows. 
Guests who can’t attend a specific session don’t register at all. If you
can add session choices, flexible check-in windows, or makeup
sessions, you remove the timing barrier for guests who want to
participate.

Step 4: Give hosts a tournament-friendly player list based on past
behavior. 
Not every player is a tournament player. Pull a list of guests who have
participated in past tournaments or have the play pattern that makes
tournaments attractive. Give hosts that list, not the full database.

Step 5: Allow guests to bring a friend or compete in pairs. 
Social registration doubles your potential audience. “Bring someone
and compete together” turns a solo decision into a shared one, and
shared decisions convert better.



Step 6: Deploy a “last seats” message once sessions begin filling.
Scarcity is a legitimate motivator when it’s real. Once specific sessions
reach 70–80% capacity, a targeted message — “only X spots left in
the Friday session” — creates urgency for guests who have been
waiting to decide.

SCENARIO 6: HOTEL PACKAGE OR MIDWEEK OFFER

Problem Signs
Package bookings are tracking below goal, especially for Sunday–
Thursday nights
The offer is leading with the casino rather than the trip experience
Target audience is too broad — reaching guests outside realistic
drive distance
No urgency or scarcity element in the current messaging
Leisure-oriented guests are receiving the same gaming-forward
message as play-motivated guests

Your Move
Step 1: Add a stronger reason for the trip beyond the casino offer. 
A hotel package needs a destination pull. Attach the package to a
specific event, a dining experience, a spa offer, a golf round, or a pool
day. “Stay and play” is not a trip reason. “Dinner, a show, and a night
away” is.

Step 2: Reframe the offer as a getaway, not a casino trip. 
For guests who are leisure-motivated, the casino is a bonus, not the
destination. Lead with the experience: “A midweek escape. Dinner
included. And free play to enjoy while you’re here.”

Step 3: Tighten the geographic targeting. 
A midweek hotel offer has a realistic drive-time window — usually 60–
90 minutes for a one-night stay. If your campaign is reaching guests
two or three hours away, you’re wasting impressions. Tighten the
radius and reallocate to guests within range.



Step 4: Test a non-gaming message for leisure-driven segments. 
For guests who skew toward dining, entertainment, or spa, lead with
those benefits. Test a version of the offer that doesn’t mention the
casino until the second sentence.

Step 5: Add urgency around limited rooms or specific dates. 
“Book by Friday for best available rates” or “only X rooms remaining
at this rate” creates a reason to act now. The urgency needs to be
real. Guests who feel manipulated by false scarcity don’t book and
don’t come back.

Step 6: Pair free play only for segments that need it. 
Free play is expensive reinvestment. Reserve it for guests whose
booking behavior responds to play incentives. For leisure-motivated
guests, a dining credit or a room upgrade may be more motivating
and less costly.

SCENARIO 7: NEW MEMBER ACQUISITION PROMOTION

Problem Signs
Card signups are below goal for this point in the campaign
window
New members are signing up but not returning for a second visit
The signup offer is complicated or requires too many steps to
claim
Frontline staff are not consistently promoting the program or
explaining the benefits
First-visit experience is not reinforcing the reason to come back

Your Move
Step 1: Simplify the offer to one clear benefit. 
If your new member offer has multiple steps, tiers, or conditions,
guests will tune out before they sign up. The first-visit benefit should
be instant, obvious, and easy to claim. One step. One benefit. Done.

Step 2: Make the first-visit benefit feel like a win, not a transaction.
The emotional experience of signing up matters. If a guest signs up
and immediately receives something that feels valuable — delivered
with warmth by the frontline team — they leave with a positive first
impression.



Step 3: Add a second-trip trigger before the guest leaves the
property. 
The best time to bring a new member back is before they leave their
first visit. A “come back within 14 days for X” offer — delivered at the
club desk during enrollment — creates an intention to return while the
experience is still fresh.

Step 4: Train frontline teams on the “why join” message in one
sentence. 
If your staff can’t explain the benefit of joining in one sentence, guests
can’t either. Give every team member a single clear line and make it
consistent across every touchpoint.

Step 5: Use geo-targeted messaging around non-gaming amenities.
Guests motivated by dining, entertainment, or events may not
respond to a gaming acquisition message. Target them with the full
property and let the casino experience do the rest once they arrive.

Step 6: Create a new member challenge that encourages property
exploration. 
A simple challenge — “visit three outlets in your first 30 days and earn
a bonus” — turns a transactional signup into an engagement journey.
It gives new members a reason to explore, return, and feel like
members rather than one-time visitors.

SCENARIO 8: APP, EMAIL, OR PLAYER PORTAL
ENROLLMENT

Problem Signs
Enrollment is tracking below goal at the midpoint of the campaign
Guests don’t understand what benefit they receive by enrolling
Staff are not consistently promoting enrollment or don’t know
how to explain it
Signage exists but is not placed at moments when guests are
receptive
High-value guests have not been personally enrolled by hosts



Your Move
1Step 1: Lead with the guest benefit, not the technology. 
Guests don’t care about your app. They care about what the app does
for them. Reframe every enrollment message around the benefit: “Get
your offers faster.” “See your free play balance from your phone.”
“Never miss a birthday offer.”

Step 2: Add a short enrollment incentive that feels immediate. 
A small, immediate reward for enrolling — bonus entries, a one-time
free play credit, early access to an upcoming promotion — gives
guests a reason to act now. The incentive doesn’t need to be large. It
needs to feel like a thank you.

Step 3: Give staff a single script and make enrollment part of every
interaction. 
Simplify to one line: “Have you downloaded our app yet? I can show
you how to get $X right now.” Make it a standard part of club desk,
cage, and kiosk interactions.

Step 4: Place signage at high-intent moments, not just high-traffic
ones. 
Guests are most receptive to enrollment when they’re waiting — at
the club desk, at the cage, at kiosks, at hotel check-in. Signage in
these locations catches guests at a moment of attention, not
distraction.

Step 5: Have hosts personally enroll their top guests. 
High-value guests should never be left to self-enroll. A host who says
“let me set this up for you right now” delivers a concierge experience
that reinforces the relationship and removes every barrier to
enrollment.

Step 6: Show guests what they will receive, not just what they can
receive. 
Examples convert. A screenshot of a birthday offer. A sample
personalized promotion. A short walkthrough of what the app actually
shows. When guests can see what enrollment looks like, the decision
to enroll becomes easy.



SCENARIO 9: DRAWING OR PROMOTION PARTICIPATION

Problem Signs
Entries are below the pace needed to generate meaningful floor
lift
Guests are confused about how to earn entries or don’t know the
promotion is running
Play lift in the target segment is not materializing
Staff cannot explain the promotion consistently or accurately
Participation is concentrated in a small group of regulars rather
than distributed across the target segment

Your Move
Step 1: Simplify the earning structure if guests are confused. 
If your floor team can’t explain the promotion in one sentence, your
guests can’t understand it either. Simplify. If you can’t simplify mid-
promotion, create a one-sentence plain-language explanation and
train every staff member on it.

Step 2: Remind guests how many entries they have. 
Guests who know they’re close to something participate more. Kiosk
messaging, app notifications, or a simple text — “you have X entries in
this week’s drawing” — creates engagement that passive awareness
does not.

Step 3: Add mid-promotion visibility to create energy on the floor. 
A leaderboard, a countdown display, or a daily “entries earned so far”
post on social creates the sense that something is happening. Guests
who feel the energy of a live promotion participate more than guests
who see a static flyer.

Step 4: Create bonus earning windows during soft periods. 
If participation is flat during certain days or hours, create a targeted
bonus — “2X entries every Tuesday from 4–8 PM” — that gives guests
a specific reason to visit during those windows.

Step 5: Segment your reminders based on engagement level. 
Guests who have started earning entries but haven’t fully engaged are
your best conversion opportunity. Send them a targeted reminder:
“You have X entries. You need Y more to qualify for the top prize
tier.”



Step 6: Train staff to explain the promotion as part of every floor
interaction. 
Your floor team is your best promotion channel. Give every staff
member one sentence and make promotion conversations an
expectation, not an option.

SCENARIO 10: HOST-DRIVEN INVITATION PROGRAM

Problem Signs
Hosts have not completed their call lists within the expected
timeframe
Response tracking is missing or inconsistent — no one knows
what’s working
Players are not responding to host outreach at the expected rate
Hosts are using the same message for every guest regardless of
relationship or value
No manager checkpoint exists before the window closes

Your Move
Step 1: Give hosts a prioritized list, not a full database. 
A host handed 200 names will start at the top and run out of time
before reaching the guests who matter most. Prioritize by value,
relationship strength, and recency of last visit.

Step 2: Provide three message versions, not one. 
Give hosts three versions of the outreach: a high-value relationship
message (personal, warm), an emotional message (focused on the
experience or gift), and an urgency message (limited availability,
deadline). Hosts choose the version that fits the relationship.

Step 3: Build a tracking structure before outreach begins. 
Create a simple tracking sheet with columns for: guest name,
outreach date, outcome (reached/left
message/declined/confirmed/needs follow-up), and next step.
Review it with hosts at a midpoint checkpoint, not at the end of the
campaign.

Step 4: Set a deadline for first outreach and second touch. 
Without deadlines, outreach drifts. Set a specific date for hosts to
complete first contact — and a specific date for second touch on
guests who didn’t respond. Build both into the campaign timeline
before launch.



Step 5: Give hosts a reason to call beyond “checking in.” 
Give hosts something to offer: a seating preference, a gift choice,
plus-one approval, a dinner reservation or access to a pre-event
reception. The call should feel like a favor to the guest, not a follow-
up for the casino’s benefit.

Step 6: Add a manager checkpoint with enough time to recover. 
Build a formal checkpoint — at the midpoint of the outreach window,
not the day before the event — where the manager reviews tracking,
identifies gaps, and makes real-time decisions about list expansion or
reassignment.

Adjustment Is a Skill, Not a Failure
The teams that get this right don’t wait for the post-mortem. They
read the signals, make a call, and adjust — while there’s still time for
the adjustment to matter.
Mid-campaign decision-making isn’t reactive. It’s disciplined. It’s the
difference between a team that runs promotions and a team that
manages them.
The three signals. Ten scenarios. One playbook.
Use it before it’s too late to matter.

Stuck?
We help casino marketing teams get unstuck — through
hands-on training, strategic support, and tools built for

the realities of regional casino marketing.
casinomarketingbootcamp.com | jcarcamoassociates.com

https://casinomarketingbootcamp.com/
https://www.jcarcamoassociates.com/casino-marketing-consulting/
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