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Dear Ampersand Members,

I’m pleased to be sharing with you Wave 5 of the 

Ampersand Bellwether report. Released on a regular basis 

and usually right after we meet at ICE London, this year 

the report has followed a different execution path, 

affected by the global pandemic. 

This is the second report that monitors the Ampersand 

members’ attitudes and levels of optimism during the 

pandemic. The first one was done in March/April 2020, 

right after the novel coronavirus (Covid-19) had forced us 

to work from the comfort of our homes. Although the 

pandemic still impacts on members’ views of the industry 

challenges, I am pleased to see that the levels of optimism 

are now much higher: 77% of you are more optimistic 

about the prospects for your organisation against 44% 

back in March/April. 

Summary
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I will limit myself to sharing this one key finding to offer a 

note of optimism. There is a lot more interesting data in 

the report, with key findings on page 26-27 for those of 

you looking for a short summary. 

Ampersand is all about knowledge sharing and networking 

and that’s what we have been attempting to provide –

virtually – throughout the difficult months of the 

pandemic. From over 30 digital speakeasies to the light-

hearted, fun Ampersand WFH video, we are here to help 

you connect and find answers to your questions and 

challenges. 

Stay tuned for lots more to come in 2021, whether 

virtually or live. 

Keep safe and stay connected, 

Ewa 
Director of Insight and Engagement 
Clarion Gaming

Summary
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Methodology

Web-based survey conducted using 
the Ampersand Gaming panel

Figures are in % of the total sample 
unless otherwise stated

106 responses used in this analysis

Methodology

Wave 1 Wave 2 Wave 3 Wave 4 Wave 5

Fieldwork 
period

15th Feb –
5th March 

‘18

30th Oct 
– 29th

Nov ‘18

8th - 29th

April ‘19

23rd

March –
17th April 

‘20

Novem
ber 

2020

Responses 150 93 219 109 106

Conducted during the 
Covid-19
pandemic
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Wave 5 Respondent 
Profile Summary
*NB: Respondent profile is based on 71% of 
total responses (n: 75)

Methodology

3%

3%

4%

29%

39%

eSports

Bingo

Lottery

Sports Betting

Casino

47%

28%

Wave 4:

46%

28%

Wave 3:

Primary Gaming Type – Top 5

Seniority

Organisation Type – Top 5

Location for work

4%

8%

20%

24%

33%

Affiliate

Regulator

Supplier / Vendor

Operator

Consultancy

22%

38%

Wave 4:

39%

10%

Wave 3:

8%

9%

9%

9%

32%

67%

Australia

Central and South
America

Asia

Africa

North America

Europe

57%

31%

Wave 4:

69%

27%

Wave 3:

3%

5%

12%

21%

59%

Other

Non-managerial

President / VP /
Director

Head / Manager

C-level / Partner /
MD

48%

23%

Wave 4:

34%

39%

Wave 3:
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Online / Mobile is predicted to 
significantly grow over the next 
12 months, while land-based is
expected to decline by 60%

Research Results

Q. Do you think that the following industry 
sectors will grow, remain the same, or decline 
over the next 12 months? 
Base - total respondents from each wave

www.clariongaming.com

18%

42%

15% 16%

8%

1%1% 1% 2%

26%

70%

0%
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Decline
significantly

Decline slightly Remain the
same

Grow slightly Grow
significantly

Not applicable

Land-based Online / Mobile ‘Increase’
Land-based 24%

Online / Mobile 96%
Mean score 

out of 5

4.6
(4.1 in wave 4)

Mean score 
out of 5

2.5
(1.6 in wave 4)



77% are optimistic about the 
prospects for their organisation 
over the next 12 months 
(42% in wave 4) 

Research Results

Q. And more specifically, how optimistic or 
pessimistic do you feel about the prospects of 
your organisation in the coming 12 months?
Base - total respondents from each wave

2%
4%

20%

45%

29%

3%
5%

17%

52%

23%

1%

8%

20%

46%

25%

3%

17%

38%

30%

17%

1%
4%

18%

60%

17%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Very pessimistic Quite pessimistic Neutral (neither
pessimistic nor

optimistic)

Quite optimistic Very optimistic

Wave 1 Wave 2 Wave 3 Wave 4 Wave 5

77% ‘optimistic’ Mean score out of 5

3.9
(3.3 in wave 4)
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The biggest opportunities in the 
gaming market are online / 
mobile gaming, esports, iGaming
and moving into new / emerging 
markets

Research Results

Q. What are the biggest opportunities in the 
gaming industry and why?
Base - total respondents: 106

Emerging 
markets

New 
territories

Returning to 
‘normal’ after 

Covid-19

Sports 
betting

Technology
Expansion 
into new 
markets

eSports
Mobile 
gaming

iGaming

New markets 
(US, LATAM 

& Africa)

Online 
gaming

USA online 
gaming
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Besides from Covid-19, 
Regulation was viewed as the 
biggest threat in the industry, 
similar themes identified in wave 
4

Research Results

Q. And what are the biggest threats to the 
gaming industry and why?
Base - total respondents: 106
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Covid-19 / 
Pandemic

Regulation

The 
economy

Closure of land-
based facilities

(i.e. casino’s / 
sports venues)

Lack of 
innovation

Excessive 
regulations

Increased 
regulation

Over 
Regulation

Other mentions 
include;

• Bankruptcy 
• Ad blocking
• Anti-gambling advocates
• Corruption
• Data theft
• Lockdowns
• Government intervention 
• Illegal gaming
• Other entertainment options
• Unlicensed casino’s
• Politics
• Laws
• Player activity 
• Online security 
• Move to online 



Regulations of online gambling 
and expansion into new and 
emerging markets are 
considered
important trends and 
developments to businesses in 
the industry

Research Results

Q. How important are the following industry 
trends and developments for your business?
Base - total respondents: 106

MEAN 
SCORE 

OUT OF 5

Very 
important

Somewhat 
important

Not 
important

2.21

2.35

2.45

2.56

2.64

2.83

2.90

3.01

3.01

3.13

3.14

3.34

3.36

3.37

3.49

3.53

3.53

3.55

3.58

3.63

3.64

3.77

4.05

4.22

0.00 1.00 2.00 3.00 4.00 5.00

Brexit

Secondary lottery

Virtual Reality

Cryptocurrency / Blockchain

Integrated resorts

Diversity of workforce

Skill-based gaming

eSports

Growing restrictions in affiliate…

Video gaming / gambling…

Covid-19 secure products

US sports betting

AML

Industry consolidation

Cashless payments

AI / Machine-learning

Advertising compliance /…

Innovation in consumer protection

Negative perceptions of the…

Offline / Online convergence

Automation

Data privacy

Expansion into new and…

Regulation of online gambling
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Expansion into new markets has 
continually been an important 
development while ‘negative 
perceptions in the industry’ is 
considered less important than 
in previous waves

Research Results

Q. How important are the following industry 
trends and developments for your business?
Base - total respondents from each wave

WAVE 5 WAVE 4 WAVE 3

Brexit 2.21 2.27 2.57

Secondary lottery 2.35 2.37 2.33

Virtual Reality 2.45 2.73 2.60

Cryptocurrency / Blockchain 2.56 2.49 2.62

Integrated resorts 2.64 2.70 2.81

Diversity of workforce 2.83 3.30 3.43

Skill-based gaming 2.90 2.93 2.92

eSports 3.01 3.44 3.14

Growing restrictions in affiliate marketing 3.01 3.18 3.33

Video gaming / gambling convergence 3.13 3.26 3.29

Covid-19 secure products 3.14 N/A N/A

US sports betting 3.34 3.16 3.25
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Expansion into new markets has 
continually been an important 
development while ‘negative 
perceptions in the industry’ is 
considered less important than 
in previous waves

Research Results

Q. How important are the following industry 
trends and developments for your business?
Base - total respondents from each wave

WAVE 5 WAVE 4 WAVE 3

AML 3.36 3.69 3.80

Industry consolidation 3.37 3.67 3.53

Cashless payments 3.49 N/A N/A

AI / Machine-learning 3.53 3.54 4.01

Advertising compliance / responsible 
advertising

3.53 3.74 3.64

Innovation in consumer protection 3.55 3.94 3.88

Negative perceptions of the industry 3.58 4.01 4.10

Offline / Online convergence 3.63 3.79 3.61

Automation 3.64 N/A N/A

Data privacy 3.77 N/A N/A

Expansion into new and emerging markets 4.05 4.42 4.47

Regulation of online gambling 4.22 N/A N/A
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The USA and LATAM are markets 
that ‘excite’ respondents for 
potential new markets to expand
in to

Research Results

Q. What new market (geographically) excites 
you as a potential new expansion target?
Base - total respondents: 106

Core markets

Specific Countries mentioned

USA – 23%
LATAM – 20% 
Africa – 17% 

USA – 23% 
Brazil – 6%
India – 6% 

Canada – 5% 
Japan – 5%
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If respondents had half a million 
(US) dollars to invest in 
technology, 24% said they would 
choose to invest in ‘AI’

Research Results

Q. If you had $500,000 to invest in a new 
technology, what would that technology be? 
Base - total respondents: 106

AI Cashless solutions

Mobile platforms / 
apps

Payment solutions

Sports betting Blockchain

Consumer protection Data

eSports Streaming
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If a new senior position could be 
made up to achieve growth, 
respondents would choose 
content-based roles as well as 
strategic roles

Research Results

Q. If you could create a new senior role within 
your organisation to drive the growth of your 
business, what would that role be?
Base - total respondents: 106

Business development 
manager / officer

Chief innovation officer

Content director Data expert

Director of 
partnerships

Sales director

Social media Strategy
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No one area achieved a 
significant number of responses, 
although land-based operators / 
facilities were seen to have a 
POSITIVE impact on businesses 

Research Results

Q. Are there any specific organisations or types 
of company that have had a POSITIVE impact 
on your business – or might do in future?
Base - total respondents: 106

Land-based 
operators

Suppliers

Regulators
Platform 
providers

Technolog
y

eSports

Regulators eSports

AI

Land-based 
gaming 

facilities (i.e. 
casinos)

Governme
nts

Online 
operators

Organisations or types of 
organisations that have 
had a POSITIVE impact

Organisations or types of 
organisations that 

may / will have a POSITIVE
impact in future
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Like wave 4, Governments and 
regulators are regarded as 
having a negative impact on 
businesses

Research Results

Q. Are there any specific organisations or types 
of company that have had a NEGATIVE impact 
on your business – or might do in future?
Base - total respondents: 106

Government
Political 
matters

Regulators
Illegal 

gambling

Casinos Banks

Government
Illegal 

gambling

Regulators Banks

Organisations or types of 
organisations that have 
had a NEGATIVE impact

Organisations or types of 
organisations that 

may / will have a NEGATIVE
impact in future
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As per previous waves, Bet365 is 
the gambling company others 
aspire to be like the most; while
outside the industry, companies 
aspire to be like Amazon, Tesla 
and Apple

Research Results

Q. What company in the gambling sector do 
you aspire to? / Q. What company outside of 
the gambling sector do you aspire to? 
Base - total respondents: 106

Gambling Sector
Most likely to say:

Other companies mentioned more than once:

Non-gambling Sector
Most likely to say:

Other companies mentioned more than once:
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Calls with colleagues and 
suppliers are the most effective 
ways to learn about 
development / 
new products in the industry –
currently, live events and 
traveling are obsolete 

Research Results

Q. Since the beginning of the pandemic, how 
have you been learning about new 
developments/new products in the industry? 
Base - total respondents: *NB. Question asked 
from wave 5 – no comparable data available

MEAN 
SCORE 

OUT OF 3

Very 
effective

Neutral

Ineffective

1.82

1.98

2.17

2.19

2.19

2.28

2.29

2.33

2.34

2.45

2.47

2.70

2.80

0.00 0.50 1.00 1.50 2.00 2.50 3.00

Travel for f2f visits (with suppliers,
investors, partners etc )

Live, in-person events

Online training

Digital roundtables

Virtual events

Social media

Webinars

Press releases

Newsletters

Word of mouth (shared digitally)

News sites

Video and phone calls with
suppliers

Calls with business colleagues
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When life returns to normal, live 
events will be the most 
important way to keep up to 
date with
industry developments / new 
products

Research Results

Q. When the pandemic is over, how important 
will the below sources remain as a way to learn 
about new industry developments/new 
products? 
Base - total respondents: 106 *NB. Question 
asked from wave 5 – no comparable data 
available

MEAN 
SCORE OUT 

OF 4

Important

Neutral

Not at all 
important

2.41

2.54

2.56

2.58

2.60

2.70

2.79

2.93

3.12

3.26

3.48

3.49

3.70

0.00 0.50 1.00 1.50 2.00 2.50 3.00 3.50 4.00

Virtual events

Online training

Digital roundtables

Webinars

Newsletters

Press releases

Social media

News sites

Word of mouth (shared digitally)

Video and phone calls with suppliers

Calls with business colleagues

Travel for f2f visits (with suppliers,
investors, partners etc )

Live, in-person events
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When life returns to normal, live 
events will be the most 
important way to keep up to 
date with
industry developments / new 
products

Research Results

Q. When the pandemic is over, how important 
will the below sources remain as a way to learn 
about new industry developments/new 
products? 
Base - total respondents: 106 *NB. Question 
asked from wave 5 – no comparable data 
available

MEAN 
SCORE OUT 

OF 4

Important

Neutral

Not at all 
important

2.41

2.54

2.56

2.58

2.60

2.70

2.79

2.93

3.12

3.26

3.48

3.49

3.70

0.00 0.50 1.00 1.50 2.00 2.50 3.00 3.50 4.00

Virtual events

Online training

Digital roundtables

Webinars

Newsletters

Press releases

Social media

News sites

Word of mouth (shared digitally)

Video and phone calls with suppliers

Calls with business colleagues

Travel for f2f visits (with suppliers,
investors, partners etc )

Live, in-person events
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Key Findings

Key Findings

• Compared to Wave 4 (April 2020), respondents are 
still questioning their confidence in the market; 
particularly surrounding the pandemic and how it 
will affect the future of Land-based gaming 
facilities. 

• Despite this, 77% are optimistic of the 
opportunities available to their organisation over 
the next 12-month period (42% in wave 4, April 
2020) 

• When looking at future opportunities the online / 
mobile market holds the greatest opportunity as 
well as expanding into new markets, particularly 
the US, LATAM and African regions. 

• Expansion into new markets has continually been 
an important development which can be seen over 
the last 3 waves – (mean scores above 4.0 out of 5 
– ‘very important’ perceptions). 
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Key Findings

Key Findings

• Regulation of online gambling is also considered 
‘very important’ (4.22 out of 5 – no data from 
previous waves) 

• Along side online / mobile gaming AI is seen as 
an area worth investing in if the opportunity was 
available to do so

• In terms of keeping abreast of latest 
developments in the industry, calls with 
colleagues and suppliers have been cores ways 
to meet these needs. Looking towards the future 
(post-pandemic) respondents are looking to 
replace these calls and learn of new industry 
developments through live / in-person events 
again. 
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Approximately a quarter of those 
were from the US, the majority 
of respondents are based in 
Europe

Key Findings

Q. FROM SAMPLE: COUNTRY / Q. FROM SAMPLE: 
REGION
Base – those who could be matched back to the 
fusion database – 75 

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

1%

3%

3%

3%

3%

4%

4%

4%

5%

5%

23%

24%

Spain

Serbia

Russian Federation

Kenya

Ireland

Indonesia

Greece

Ghana

Georgia

Czech Republic

Cyprus

Canada

Bulgaria

Australia

Argentina

Sweden

Portugal

Malta

Italy

Israel

Isle of Man

Germany

South Africa

Netherlands

United Kingdom

United States
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Approximately a quarter of those 
were from the US, the majority 
of respondents are based in 
Europe

Key Findings

Q. FROM SAMPLE: COUNTRY / Q. FROM SAMPLE: 
REGION
Base – those who could be matched back to the 
fusion database – 75 

8%

9%

9%

9%

32%

67%

Australia

Central and South
America

Asia

Africa

North America

Europe 57%

31%

15%

13%

14%

5%

Wave 4:
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68% of respondents are involved 
in either casinos or sports 
betting  – continual theme 
amongst waves 

Key Findings

Q. FROM SAMPLE: PRIMARY GAMING TYPE
Base – those who could be matched back to the 
fusion database – 75 

13%

0%

0%

0%

1%

1%

1%

3%

3%

3%

3%

4%

29%

39%

Other

Tribal

Financial Trading

Coin Op / Amusement

Street

Social Games

Fantasy Sports

Skill Games

Poker

eSports

Bingo

Lottery

Sports Betting

Casino

47%

28%

Wave 4:

46%

28%

Wave 3:
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Approximately half of 
respondents have a presence 
through both delivery channels –
No significant changes in 
comparison to previous wave

Key Findings

Q. FROM SAMPLE: DELIVERY CHANNELS
Base – those who could be matched back to the 
fusion database – 75 

15%

35%

51%

15%

36%

49%

0%

10%

20%

30%

40%

50%

60%

Land based Online Both

Wave 5
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59% were ‘C-Level / Partner / 
MD’ – increase on wave 4, while 
51% would describe their job 
function as  senior management

Key Findings

Q. FROM SAMPLE: JOB FUNCTION / Q. FROM 
SAMPLE: JOB TITLE
Base – those who could be matched back to the 
fusion database – 75 

3%

5%

12%

21%

59%

Other

Non-managerial

President / VP /
Director

Head / Manager

C-level / Partner /
MD 46%

Wave 4:

23%

25%
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59% were ‘C-Level / Partner / 
MD’ – increase on wave 4, while 
51% would describe their job 
function as  senior management

Key Findings

Q. FROM SAMPLE: JOB FUNCTION / Q. FROM 
SAMPLE: JOB TITLE
Base – those who could be matched back to the 
fusion database – 75 

7%

0%

0%

0%

0%

4%

9%

9%

11%

11%

51%

Other

Technical / Security

Finance

Content

Administration

Operations

Marketing

Legal / Regulatory

Sales / Business Development

Product / Innovation / Strategy

Senior organisational management
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