


2© 2023 Management Science Associates, Inc. All rights reserved.© 2020 Management Science Associates, Inc. All rights reserved.

01

02

04

Webinar Agenda

The Advantages of Spectrumetrix 

Geographic Differences

Introduction

03 Differences within Nevada



© 2024 Management Science Associates, Inc. All rights reserved. 3

The Gaming Industry Does Not Exist in a Vacuum

As a casino operator, or a regulator, you get to make many choices that may 

lead to success (or failure) of the gaming under your supervision.

But gaming is also affected by the greater economy.  If there is a recession, 

or some other economic disruption, you may want to anticipate:

How bad is this going to be?

How long is this going to last?

Nobody has a crystal ball, but by looking at similar historical situations we 

can learn something about future events. 
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The Great Recession of 2008

It’s difficult to pinpoint an exact day when the trouble began.

The U.S. was officially in recession from December 2007 through June 2009.

The Housing Economic & Recovery Act was passed in July 2008.

The Emergency Economic Stabilization Act was passed in October 2008, 

and followed by a 700 point drop in the Dow.

The DOW did not return to the levels of 2008 until spring 2011.

How did all of these events affect gaming revenues?
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NOT the Right Answer!

Simply looking at the total gaming revenue 

over the entire country is very misleading.

States were adding new casinos during 

this time, which more than offset any 

dampening effects of the recession.

We can learn more by looking at specific 

markets . . .
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Regional Groupings

There are several interesting groupings of states that we might study to 
determine whether the recession affected different regions more severely.

East Coast – Connecticut, Delaware, New Jersey, New York, 
Pennsylvania, Rhode Island, West Virginia

 New Jersey – Atlantic City is more of a destination, with very seasonal behavior

 New York and Pennsylvania – Emerging markets during this period 

Central – Illinois, Indiana, Iowa, Missouri

South Coast – Louisiana, Mississippi 

 Louisiana is heavily influenced by the recovery from Hurricane Katrina

Nevada – Las Vegas is the most tourist-dependent gaming location
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Four Regions Compared

There are still some regions where 
we are not seeing the whole story.

The East Coast region is boosted 
by Pennsylvania and New York 
adding and expanding their gaming 
options during the period of 
recession.

The South Coast performance 
2007 – 10 is boosted by the 
devastation of Katrina and the time 
it took to reopen the casinos.
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Four Regions Compared (More Accurately)

Removing the South, NY and PA 

we get a better picture of the effects 

of the recession.

Nevada and the East Coast region 

show a significant decline in 

gaming revenue during 2008 and 

the subsequent years.  The impact 

of NY and PA is still seen in the 

decreasing revenue of some of 

their neighbors, most notably NJ.

The Central region weathered the 

recession years more successfully.
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East Coast – New vs. Established Gaming

Relative to their 2007 average 

quarter, the four states with 

established gaming dropped to a 

low of 84% in Q4 of 2009.  By Q3 of 

2010, they had rebounded to their 

earlier levels.

New Jersey continued to decline, 

probably related to growth in its two 

populous neighbors.

Many East Coast states have a 

very seasonal pattern to their 

gaming revenues (Q3 typically 

higher, and Q4 lower).
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Central vs. Nevada

In contrast to the Central region, 

Nevada dropped off much more 

sharply in 2008, hitting a low of 

75% in 2010.

Nevada showed signs of 

improvement in 2011 and 2012, but 

had still not rebounded to 2007 

levels.
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Las Vegas vs. All Nevada

Looking specifically at the Las 

Vegas Strip, the drop off was 

similar to all of Nevada through 

2008 and 2009.  Starting in Q3 of 

2010, the Strip began to recover 

more aggressively than the rest of 

the state.

The Strip accounts for slightly more 

than half of NV gaming revenue 

during this period.
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Sub-Dividing Nevada

Nevada outside of Clark County 

declined more steeply and 

recovered even more slowly.
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Conclusions

The 2008 Recession affected different regions of the country very differently.

Markets heavily tourist dependent seemed to drop off most steeply.

The areas of Nevada outside of Las Vegas suffered a greater decrease than 

the Las Vegas Strip.

Events other than a recession affecting the gaming industry in many areas of 

the country.

There’s no guarantee that the next recession will look like the last recession.
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Spectrumetrix Supports these Analyses

You have plenty of data about your 

own property or market. Drawing on 

the data available through 

Spectrumetrix allows you to:

 Track regional trends

 Track national trends

Study similar markets

Study historical markets
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Advantages to using Spectrumetrix

Over 18 years of data is available for analysis

Archived reports are available from 2008 on

All data is available in one place

Regional reports delivered as soon as the last jurisdiction reports

Superior data accuracy

Always up to date as the gaming landscape changes

 Never miss a casino’s first month of data!

Data organized in an intuitive way

 Just open a report and analyze!
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Spectrumetrix Data Collection

Spectrumetrix employs a double-blind data entry method 

 Two data entry personnel enter the same data into the system separately.

 If the data matches, it is deemed correct and moved into the Spectrumetrix 

database

 If the data doesn’t match, a manager is notified and that person compares the 

entries, checks the raw data and selects the correct value

 Leveraging this approach, since MSA took over data collection in Jan 2012, 

there has never been an incorrect value published in Spectrumetrix.
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Spectrumetrix Monthly Reports

Geographic areas:

 Atlantic City

 Mid-Atlantic

 East Coast

 Mid-America

 Entire US

Types of gaming:

 Sports Betting

 I-Gaming
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NOVEMBER 2024 Handle Prior Year Var. % Win Prior Year Var. % Units Daily Win 

Per Unit

Foxwoods $354,445,408 $336,986,597 5.2% $30,706,895 $28,127,328 9.2% 3,150 $325

Mohegan Sun $488,487,835 $443,683,946 10.1% $41,494,462 $38,433,100 8.0% 3,383 $409

Connecticut Total $842,933,243 $780,670,543 8.0% $72,201,357 $66,560,428 8.5% 6,533 $368

Bally's Dover $127,773,299 $136,337,655 (6.3%) $10,462,768 $10,619,077 (1.5%) 2,154 $173

Delaware Park $144,048,160 $140,108,528 2.8% $12,106,633 $11,952,012 1.3% 1,957 $221

Harrington Raceway $94,126,042 $97,354,506 (3.3%) $7,404,515 $7,713,520 (4.0%) 1,315 $201

Delaware Total $365,947,501 $373,800,689 (2.1%) $29,973,916 $30,284,609 (1.0%) 5,426 $197

Big Easy $57,286,316 $50,940,772 12.5% $3,261,160 $2,939,651 10.9% 711 $153

Calder $109,861,703 $108,608,229 1.2% $7,622,230 $7,381,792 3.3% 1,044 $243

Casino Miami $112,169,844 $115,741,106 (3.1%) $7,517,878 $8,096,486 (7.1%) 908 $276

Dania $70,107,697 $66,039,683 6.2% $4,171,339 $3,556,740 17.3% 708 $196

Gulfstream Park $70,507,403 $75,670,591 (6.8%) $4,087,373 $4,568,538 (10.5%) 505 $270

Hialeah Park $113,312,477 $116,950,141 (3.1%) $8,775,128 $7,995,336 9.8% 775 $377

Isle Pompano $122,777,502 $122,187,469 0.5% $10,130,959 $10,284,376 (1.5%) 1,191 $284

Magic City $163,696,246 $155,531,736 5.2% $10,914,263 $9,799,090 11.4% 1,032 $353

Florida Total $819,719,188 $811,669,727 1.0% $56,480,330 $54,622,009 3.4% 6,874 $274

SPECTRUMETRIX™ East Coast Slot Analysis

Current Month
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Spectrumetrix State Summaries

State summaries give quicker updates from individual states. 
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Report Portal Analytical Tool

Over 60 different measures including the following (where reported):

 Slots – wager, win, promo credits, number of machines

 Table games and poker – wager, win, number of tables

 Sports betting – wager, win, online vs. retail, breakdown by sport

 Internet gaming – wager and win

Group properties by state, market, operator, or your own criteria

 Look at historical data by month, quarter, or year

 Data back to 2005 
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Report Portal Analytical Tool

A sample from the Report Portal Tool showing different time periods, and 

different measures.
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Thank You for Attending Our Webinar!

solutions@spectrumgaming.com

info@spectrumetrix.com
https://secure.spectrumetrix.com/Subscribe  

  

https://www.msa.com/home/our-businesses/gaming/

GAtkinson@msa.com MRoob@spectrumgaming.com 

Matt Roob
Senior Vice President, 

Financial Analysis

Dr. Geoff Atkinson
Marketing Research Manager
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