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Bringing the online pACe

The devices consumers use for betting are changing, online 

as well as in retail. New technology enables more functionality, 

more options and a better and richer playing experience. This 

leads to changing play-styles that in turn are changing the entire 

betting industry. Here we take a look at what this could mean for 

the retail Sportsbook operator. 

Going from the top left in the picture, we see the betting style 

we all are familiar with, the classical over the counter betting, 

where the players use a printed coupon or talk directly to the 

clerk to place their bet. This is how it has been done for decades, 

this is what players are familiar with, and this is often the foun-

dation of any retail betting operation. 

In the nineties online operators introduced to the market a, to 

say the least, substantial increase in the variety of options for 

how and what to place bets on and players have by now gotten 

accustomed to be able to bet on pretty much anything. The over 

the counter and printed coupon set-up translates rather poorly 

to this new consumer expectation of access to the full multitude 

of bets and events, as the browsing of betting opportunities and 

selection of bets is limited by the physical bet slips and the 

shop clerk’s time.

There are two new devices on the market that can address the 

issues of the limited retail offering and decrease the clerk bottle-

neck. This new technology also makes it easier for the players, 

reducing the wide array of different types of printed coupons 

that can pose an entry barrier as they can be fairly complex. 

These devices are the “Bet Selection Terminal,” and the users 

own device, as illustrated in the top right. 

•	The	 Bet	 Selection	Terminal:	 a	 low	 cost,	

small footprint terminal that enables play-

ers to browse the full offering, build their 

coupons in an intuitive way, and print their 

selection to a slip that is then validated and 

paid for at the clerk window just as any 

other coupon with the existing technical so-

lution. The hardware is slimmed down to a 

touchscreen and printer, minimizing main-

tenance and cost. The screen offers great 

opportunities for customer communication 

as it offers the operator the possibility to en-

force their brand and other communication in a much more 

personalized way.

•	 Users	Own	Device:	With	the	mobile	trend	and	the	growth	of	

smartphone penetration in virtually any country, a massive, 

and growing amount of retail players always carry a device 

fully capable of navigating and selecting betting opportuni-

ties they like. The operator could provide a branded app that 

is similar to the existing online betting apps, but with the pos-

sibility to generate barcodes on the screen that can be scanned 

by the clerk in order to place the bet. The users own device 

can fully substitute the printed betting coupons and offers the 

advantages of richer content, bigger offering and enhanced 

in-app communication possibilities for the operator. And of 

course, the users own device means no additional hardware 

costs for the operator.

Moving on, when observing the in-play betting trend we see 

in the online world, one realizes that this is something that is 

not presently supported by many retail points-of-sales. Over the 

past few years, in-play betting has become the majority of the 

turnover for the online Sportsbook. In retail however, betting 

has historically been focused on pre-match and the products and 

technology has been designed and built for this purpose.

This is now about to be challenged. New technology and de-

creasing prizes in hardware will enable forward looking opera-

tors to bring a new betting experience to their player base. Two 



additional devices are starting to gain more and more foothold 

in the retail gaming environment.

•	 The	Self	Service	Betting	Terminal	–	Self-serve	 is	 a	macro-

trend affecting all retailing product categories. This trend has 

already produced a massive increase in self-service betting 

terminals, in all varieties of retail venues such as retail shops, 

sports arenas, press shops and restaurants. The self-service 

terminals offer more direct play and is much better suited for 

in-play, since the betting opportunities change throughout the 

progress of the event and the prices are volatile.

•	 The	Tablet	–	Tablet	gaming	is	already	used	on	a	bigger	scale	

in bingo environments where players can lend tablets from the 

operator. The low cost of this device enables players to have 

their own personal device throughout their gaming session, 

and the flexibility of the tablet format enables the operator to 

drive innovation and quickly release new features or content. 

The possibility for players to lend a tablet for retail sports bet-

ting is one of the big trends that is still in its inception. This is 

the optimal device for the in-play betting experience, where 

players can watch sports at the operator’s premises and have 

a betting device with all the bells and whistles that the online 

operators have been able to offer their player base for years.

These new devices are becoming increasingly more popular 

in retail betting environments because they offer operators to the 

ability to be innovative, have real time personalized customer 

communication, and be able to build loyalty by offering the 

players a unique experience. 

So...The future of retail sports-betting is about to be changed. 

Products and technology developed for the bleeding-edge on-

line market will transition to the retail channel, given the new 

affordable technology at hand, to meet the demands of players. 

With this comes an opportunity for retail operators to make up 

for lost time as well as a threat for the less progressive ones to 

for good lose the grip of the end-users and it all comes down to 

User Experience and Convergence.

Player facing activities are all converging, with the same user 

experience delivered across all channels, enabling the operator 

to effectively enforce their brand and create loyalty, on the high 

street as well as on the sofa. For instance a player card connect-

ed to the online account strengthens the loyalty as well as the 

opportunities to adapt the proposition to each and every end-us-

er, no matter where they are physically located. Also, it enables 

operator to offer far better protect for problem gamblers online 

and offline. Furthermore, the convenience, trust and safety of 

being able to deposit money in the store, or to withdraw online 

winnings in cash, is deemed to be a key differentiator against 

those companies without a retail presence. 

In fact, we see this whole macro-trend of convergence as the 

number one remedy that lotteries now have to make up for lost 

time online where the private sector has gained a very strong 

foothold due to superior products. Lotteries can outsource the 

sportsbook to leading B2B suppliers, such as Kambi, but those 

private companies without a retail presence will have a very 

hard time, if at all possible, to move into the retail space and can 

therefore not achieve this multi-channel convergence. This rep-

resents a critical competitive advantage for lotteries who now 

ought to act to take advantage of the opportunity. 

Switching costs for players are minimal in online, as alterna-

tives are just one click away. This pushes the focus on every 

aspect of the user experience and makes it the new battlefield 

for online operators. The leading online sports-betting products 

are today light years ahead of those in the retail space in every 

aspect from width, depth and entertainment value of the offer-

ing to design and UX elements. Now that online technologies 

also will be setting the pace in the retail space, it will be these 

products that offer the best convergence. Classic retail services 

for Sportsbook will not be so relevant anymore. Lotteries can 

effectively leap-frog an entire generation of sportsbook business 

process and move right into the most current player-friendly 

sports-betting technology.
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Head of Livebetting from an operational as well as a product 

development perspective. u
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