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Adam Greenblatt   
Good morning or good afternoon, depending on where you are dialling in from. Thank you for 
joining today's call. I am Adam Greenblatt, CEO of BetMGM, and I'm joined today by Gary 
Deutsch, BetMGM's CFO. Earlier, we released an announcement on BetMGM's fiscal year 
2022 performance and fiscal year '23 outlook. On this call, I'll provide a brief overview of what 
we announced before opening the call to Q&A. 
 
We closed 2022 with $1.44 billion of net revenue from operations, ahead of the guidance 
provided at our business update this time last year. This performance included same-state 
growth in revenue from digital operations of 51%. In total, our EBITDA loss will be 
approximately $440 million, which is in line with prior guidance.  
 
The release outlines some of the core drivers behind our financial outperformance which 
include, one, higher digital sports gross gaming margins that resulted from our BetMGM app 
redesign, which we rolled out during Q3 2022, two, a reduction in same-state customer 
acquisition costs of 21% compared to the prior year. This was due to our disciplined, data-
focused, marketing strategy and our ever-increasing scale; and three, an improved approach 
to player bonusing delivered by our data science team. 
 
With our continued delivery of strong results, BetMGM has established itself as a leader in the 
North American betting and gaming markets. We were the U.S. iGaming market share leader 
in every calendar month of 2022, and our lead shows no sign of wavering, as we have 
maintained our approximate 30% share in the markets where we are active.  
 
For online sports, our business continues to demonstrate its own strength with 13% share 
across all markets where we are live, and notably 20% share in the markets where we were 
live on day one. These market shares demonstrate our focus on profitability as well as revenue 
growth. Therefore, most impressively, our online sports net revenue margin has doubled 
versus Q4 in 2021 as we continue to optimise our bonus environment. 
 
Turning to our footprint. We are now live with sports betting and iGaming in 25 North 
American markets, with access to approximately 45% of the adult population in the U.S. 
During 2022, we added 6 new online markets, including 5 in the United States, plus Ontario 
in Canada. We opened 4 new retail sports books, including at Nationals Park in Washington, 
D.C., Casino Del Mar in Puerto Rico, The Cosmopolitan in Las Vegas, and at State Farm 
stadium.  
 
The State Farm stadium in Arizona is the first retail sports book at an NFL stadium and very 
excitingly, will be the home of the 2023 Super Bowl that will take place in just a few weeks. 
Launches have continued this year. And on New Year's Day, we began offering the BetMGM 
sports betting product to the residents of Ohio and opened the doors in two retail sports 
books, one at MGM Northfield Park and another at the Cincinnati Reds - great American bowl 
park. 
 
This continued expansion into pivotal markets alongside MGM properties, will unlock our full 
ability to provide an omnichannel offering to our customers and maximise our differentiated 



strengths. Importantly, none of these milestones would have been possible without our focus 
on responsible gaming. As we have discussed and will continue to do so, the focus on 
responsible gaming is paramount to protecting our business our industry and above all, our 
customers. 
 
At last year's Investor Day, we spoke of our ambition to be a leader in player education and 
harm prevention, and we have taken real action investing significant resources, both time and 
money into this area. We, along with other gaming operators, created the first industry-led 
online responsible gaming standards.  
 
These 12 points are a pledge to responsible gaming leadership and shall serve as an industry 
benchmark for years to come. We also increased our funding for gaming research, joined the 
National Council on Problem Gambling, and implemented GameSense, a partnership that we 
introduced during May's Investor Day. And finally, we remain committed to continuously 
expanding our tools to proactively monitor customers and curate messaging to ensure safe 
and responsible play. 
 
Before I discuss 2023, let me wrap up 2022 by talking about the BetMGM team, a team that 
is now more than 2,400 individuals worldwide. We are executing with purpose, passion and 
discipline. And in 2022, we cemented BetMGM's leadership in sports betting and iGaming. 
Our performance and culture were recognised by the industry and our peers, and we are very 
grateful for, and motivated by this. 
 
We were awarded three prestigious awards as the Casino Operator of the Year by EGR North 
America, SBC North America and the American Gambling Awards, and we were identified as 
one of the best workplaces in New York by Fortune. So, to the BetMGM'ers who are listening, 
I am very grateful that you choose to be part of what we are doing at BetMGM, and for your 
daily efforts that make BetMGM a fantastic place to work, and a formidable competitor. 
 
And now to 2023. With our continued momentum, we expect to achieve net revenue from 
operations of between $1.8 billion and $2 billion in 2023. We also expect to be EBITDA 
positive in the second half of 2023. These expectations are subject to our usual caveats 
surrounding business plan assumptions, including current legislation timelines and other 
industry dynamics. 
 
Entain and MGM Resorts anticipate a combined additional investment of approximately $150 
million during 2023, which will bring the total investment to build BetMGM from inception, less 
than 5 years ago, to approximately $1.25 billion. With that, I'd like to hand over the call for 
Q&A. Thank you. 
 
Q&A 
Operator:  
One moment for our first question that comes from the line of Joe Greff with JPMorgan. 
 
Joseph Greff 



A couple of questions here with regard to your views on 2023. Obviously, from an EBITDA 
perspective, if you thought the full year was going to be positive, you would have stated that. 
So, I guess the question I would ask you, with respect to kind of, a little bit more meat on the 
bones with respect to '23 EBITDA guidance's, would you expect full year EBITDA loss to be 
inside of the MGM and team investment in '23, the $150 million? 
 
Adam Greenblatt   
Yes. So thank you for the question, Joe. I appreciate the question. Yes, we certainly would 
anticipate -- your assumption is absolutely right. We are not guiding to full year EBITDA 
positive. But certainly, we are -- as we've said before, we would be EBITDA positive during 
the year, and it would be -- our full year outturn would be less than capital draw from 
shareholders. 
 
Joseph Greff 
And then I don't know if you want to look at it on a 4Q '22 basis, or what you anticipate in '23. 
But can you talk about the mix between OSB and iGaming? And if you can kind of look at it 
maybe more on a net revenue basis? And where you think you are now on the iGaming side? 
And I know you had to allocate costs across these businesses, would you say the iGaming 
piece is firmly in EBITDA positive territory? And that's all for me. 
 
Gary Deutsch 
So to start with the second one, yes. I mean I think it's fair to say that iGaming is in that 
territory. The mix look, gaming is more. The pie piece that is sports has increased its share of 
the pie and gaming has reduced and that, the trend is going to continue -- but through this 
year, it's definitely going to be a greater piece of NGR is coming from gaming. We're not going 
to get into the specifics of the actual pie pieces though. 
 
Adam Greenblatt   
Yes. I mean what I would say, Joe, is that this year, our online sports betting business really 
came of age. Our sports betting business in '22 is generating hundreds of millions of dollars 
of NGR and is growing faster than our iGaming business, obviously, as new states roll out 
that that accelerates and we would expect that. So yes, we're not guiding to the specifics 
between the two pieces of the pie, but iGaming is bigger at this point. 
 
Joseph Greff 
And then my final question as a follow-up to that. In the second half of this year, would you 
expect OSB to be EBITDA positive? 
 
Gary Deutsch 
Yes. I wouldn't set that expectation as a mainstream one, we'll see, but I think the bigger piece 
is going to be obviously coming on the positive from gaming. 
 
Operator 
One moment for our next question. And that question comes from the line of James Rowland 
Clark with Barclays. 
 



James Rowland Clark   
So I just -- my first one, can I just ask on the revenue guidance for 2023, which is about 32% 
year-on-year growth. I wondered if you could break this down into the contribution from new 
states such as Massachusetts and Ohio and any iGaming states. Your assumption on gross 
revenue market share and any sort of efficiencies on free bets and bonusing as a percentage 
of GGR. So those 3 buckets and how they're moving the NGR number, please? 
 
Gary Deutsch 
Yes. So the percentage of the revenue that comes from existing states in '23 is over 90%. I 
mean that's -- there are only two states that are officially launching this year for sure, are 
Ohio which was January 1, and then coming soon is Massachusetts.  
 
So those go through their investment phase, they drop some real revenue during the year. But 
I mean the vast lion's share of revenue comes from the existing states. And the bigger growth 
as Adam spoke to earlier in sports, it is related to this bonus optimisation as well as sort of 
the general maturity of the cohort groups within the states.  
 
So as Adam alluded to in the opening remarks, our NGR margin has gone up significantly. So 
when you look at some of the data around how players have evolved on the sports side, in 
particular, what we've seen is that players that are active in 2021 in sports to ones that are 
older, more mature group in Q4, their NGR per player, per month was about 3.5x what we 
had in Q4.  
 
So that's driven both by engagement and additional offering, Parlay has been a big part of 
that. But it's also the fact that our bonus optimisation, we've gotten better at targeting how 
we will incentivise players and find the real money betters and shedding sort of the samplers, 
and that's been a field of growth there. What we see on the gaming side is that the same 
groups are growing, but that group, which we're doing some optimisation on bonusing 
certainly would drive some NGR growth there. 
 
It's been less dramatic. I mean we've been tuned a little tighter on gaming for a while now. So 
we see that the group last year, it's grown into this year, but it was a more similar to sort of a 
normal growth, whereas it's really astounding the player growth that we've seen on a per 
player basis from last Q4 to this Q4 for those mature players. 
 
Adam Greenblatt   
Thanks, Gary. I just want to dive a little bit more deeply into the references you made about 
our bonus optimisation, Gary, to answer the question. Look, zooming out, we have obviously 
several strategic initiatives on our -- what I think -- or what I described is our twin purposed 
journey this year of sustained growth and path to profitability.  
 
And one of the key initiatives is the work that we're doing through our data science team in 
the area of bonus optimisation. In simple terms, making sure that we're rewarding and 
retaining valuable players and being much more discerning in relation to marginal players. 
 



Now, this initiative has had exactly the impact that we had anticipated. And frankly, we had 
a conversation with our Board early in the year to basically prepare them for the expected 
impacts. And what are those impacts, it's advancing NGR margin percentage, advancing 
NGR dollars, reducing our effective tax rate, improving contribution and ultimately, the flow-
through to EBITDA. All of that is happening. 
 
And, but the other impact, of course, the other side of the impact is that, with a reduction in 
promotional dollars in the system, in our BetMGM ecosystem, it leads to the expected 
reduction in market share. There are fewer dollars being recycled into GGR, fewer dollars 
recycled in to handle. 
 
And so, the impact is as we expected. And just to reinforce the point that Gary made, our NGR 
margin has more than doubled this year. I think just about doubled this year, as a result of the 
work we've done in this area. And I think that we still have a lot of headroom ahead of us. So 
we're very excited about the work that's being done here and are more focused on the 
benefits of NGR growth than some of the GGR reported market shares. I hope that's helpful. 
 
James Rowland Clark 
That's really helpful. And I have a follow-up really sort of on all that bonusing commentary 
you've just given because you said your NGR margins doubled year-on-year, and you've got 
higher gross win margin from product improvements.  
 
So could you just help us with the gross win margin improvement year-on-year and perhaps 
if you wouldn't mind sort of outlining what your Parlay mix might look like today versus last 
year? And is that a key driver of that growth? 
 
Gary Deutsch 
Yes. The gross win margin has improved. I mean it's interesting to look at football. And when 
you sort out the impact that some of the promotions can have and you just get a sort of a pure 
cash win, we basically did 150% on the gross win, the NFL season versus last NFL season. 
That's driven by a few different things. One of them is the fact that, yes, we have seen a 
material increase in the percentage of handle that's associated with both regular parlays and 
one game parlay. So that's one driver. 
 
We've also seen an influx of more recreational players into the business, which has an impact 
on sort of the selections, more recreational players like parlays, parlays have higher margins. 
Recreational players are less sharp and even when you see it in the singles, we've had an 
improvement there. So there's a big upswing from the fact that we had these recreational 
players, and the bonus optimisation. And I think if you normalise last season versus the 
season, it was also a better football season.  
 
So we like to celebrate the fact that we've reduced a lot of the volatility in our weekly swings 
as we have in what diverse array of bets, from a portfolio management standpoint, we have 
less singular risk in a given game, less weekend with an interesting example, weekend before 
we've seen a couple of games that really we would have thought could cause trouble. In the 
end, we had a good weekend. So we have much less volatility as a result of the player mix. 



 
Operator   
One moment for our next question. And that question comes from the line of Shawn Kelly of 
Bank of America. 
 
Shawn Kelly 
I was hoping you could just maybe speak a little further or maybe go down a layer on the P&L, 
Gary. And help us think a little bit about gross margins. We've heard some competing views 
out there as it would relate to sort of long-term gross margin targets for the businesses 
heading towards kind of the high 50% range versus below 50% range?  
 
And just I know the explicit target to side, give us your thought on kind of how gross margins 
are trending, how some of your variable costs are shaping up as you continue to kind of 
optimise cohort mix and maybe think about states like, how you want to market in places like 
New York, in particular? 
 
Gary Deutsch 
Right. So first and foremost, I'm not going to be good at speaking to the specifics of what you 
would consider like a GAAP classic gross margin. The way we look at the business is down 
to what we call contribution and then we look at the people cost and the general corporate 
and product costs underneath that.  
 
But going down sort of, I think you're getting to the question in general of operating leverage 
and what we're seeing, first and foremost, from the standpoint of marketing and taxes, which 
I've always said are the two biggest charges and then people under that. So from a tax 
standpoint, we have two forces going.  
 
One is the ongoing mix between what is the rates in the different casino versus sports states 
and casino generally has higher rates and sports has lower rates. And then there's the 
question of how those effective rates get impacted against NGR based off of whether 
promotions are considered taxable events, something that I have the side project to advocate 
for having it be at NGR. 
 
But nonetheless, the fact that many of the states are charging on GGR leads to inflated taxes 
above the stated rate. So as we've gone through the process of doing bonus optimisation and 
bringing down the gap between GGR and NGR, we're gaining real leverage just from a P&L 
standpoint from the fact that taxes as a percentage of NGR has gone down substantially in 
last year and then we'll continue in that trend.  
 
So taxes other than the impact of the promotional mix, obviously, it's something somewhat 
out of our hands. When it comes to marketing, as I've said in the past, this is not a SaaS 
business, but there is the element to some degree that there is an outer layer to the snowball 
of players that you're building.  
 
So as you're acquiring fewer players against the total of players that fed on your platform 
during the course of the year, we have a smaller number. So we have substantial, decrease 



in the marketing as a percentage of NGR this year, I'm sorry, '22. We'll see that this year and 
then we'll see it going into the future. As fewer of the players that are driving our revenue are 
being acquired in that year.  
 
And one thing that I want to make a point about, as we think about our path to profit this 
year, and we've had this target to get to achieve at least a portion of '23 as profitable. This is 
not a game where we're trying to bring down marketing just to prove that we can hit that 
target. We market against the opportunity base of players to be acquired and that's the plan 
for this year as well as into the future.  
 
Certainly, we're seeing better CPAs and I'm sure that subject's popular, but we've definitely 
seen a decrease in our CPA this year and trends that point to next year, which is part of the 
driver as well as the reduced number of players in the pot to be acquired, there's also 
increased efficiency on the CPAs as we look at next year. 
 
Obviously, as we've said in the past, the state changes, we thought maybe California could 
go this year. It didn't, but that would have had a big uptick, obviously, in what our marketing 
spend would have been in this year. When you move down the stack into payment 
processing, which is another substantial piece of the cost. It's an area where I highlighted last 
year, we get benefit from being attached to Entain and it gives us some scale in our 
agreements there.  
 
We've also been big advocates to the industry to explain how to work with our industry, which 
is a unique industry from a payment processor standpoint. And we're seeing increases in, or 
decreases in the cost as a percentage of NGR into this year, and we've got deals in place that 
give us a path to increased reductions over time. 
 
On the people front, we are getting, I think we're still at the point of optimising what is the 
right staffing as a growth business. We've now gotten a lot smarter about what are the ratios 
for different direct cost areas like support and risk management, and we're doing a lot of 
optimisation this year on a sort of like-for-like basis and how we look at cash comp, we've 
got efficiencies as a percentage of revenue coming there. And then when you get beyond that, 
we think that we're still clearly on our path to what we've guided is the 30-plus percent 
EBITDA margins.  
 
I'm going on a little bit long here, but just to finish off, one of the things that we spoke to last 
year, we get benefits to the marketing from the fact that we're involved with MGM and the 
branding deals and the opportunities to leverage customer databases and co-market, we get 
benefits from the royalties that we pay on casino games because we have an in-house library 
that comes through Entain.  
 
And then obviously, the big piece is the fact that we are not paying for the operating platform 
that drives the business that comes from Entain and that's the biggest stack of the biggest 
piece of the stack of a percentage point benefit against EBITDA margin that we get. We're on 
our path to 30-plus. 
 



Shawn Kelly 
Great. Gary. And then maybe just one high-level follow-up would be just probably for Adam, 
but how do you strategically think about kind of the marketing buckets, some of these big 
splashy partnerships, big national media buys versus the more tactical kind of player direct, 
kind of direct marketing. Just how are you thinking about balancing those two levers and 
areas as you kind of move into '23 and beyond? 
 
Adam Greenblatt 
Yes. Look, it's, I think as a business, we, philosophically, we value flexibility and we follow the 
data. So we clearly have to invest in brand. We are now addressing 40-plus percent of the 
U.S. population. We're advertising more on TV. And so we have increased as a cash 
investment amount, in the area of brand. Having said that, you will have seen the investment 
with NBC in Football Night in America.  
 
And that was a tactical purchase. We're pretty excited about the fact that the early 
exuberance in this industry, particularly in the area of media and media inventory, is abating 
somewhat. And we're kind of getting to the end of the first cycle of the early deals, and so 
coming to the end of that cycle means that there is new and fresh inventory coming back to 
market and oftentimes at interesting prices.  
 
And so back to the philosophical position, the greater our flexibility, the extent to which we 
are able to allocate capital to the best ROI opportunities at any point in time is important to 
us. And so, we try to, as much as we can, stay flexible to make the most of these kind of 
opportunistic situations, and of course, in relation to our performance marketing it's very, very 
short term. We measure everything and we optimise on a daily basis. And so that's how we're 
going about it. But we're pretty excited about Wave 2, as I've described. 
 
Operator 
One moment for our next question, please. It comes from the line of Ed Young with Morgan 
Stanley. 
 
Ed Young 
Sort of two related questions really. First of all, could you talk about how much of the $150 
million of investment for '23 is directed towards new states? You mentioned Ohio and 
Massachusetts, but we could sort of probably count Maryland as one given it was so late last 
year? Or sort of broadly, how should we think about the losses from new states? 
 
And then second of all, I wonder if you could provide any incremental detail on either profit by 
state or cohort contribution, whether you want to give that on a state level by contribution or 
allocate EBITDA? 
 
Or obviously, I leave to you, but could you perhaps give some colour on where say Michigan 
is, which is obviously a vast business of yours versus some of the other states. Just trying to 
get some colour on the differential between these different states. 
 
Adam Greenblatt   



Gary, I'm going to push these to you, please, it's new states investments and contribution. I 
think in the new state investments, it's not really the way we, it's not like new capital is 
discretely allocated to that. But Gary, why don't you, why don't you take it? 
 
Gary Deutsch 
Yes. I mean it's a broad portfolio of states. And obviously, those are isolated investment areas 
that we're monitoring for this year, and we have plans for those, but that certainly, those 
investments are less than the total we're taking in. So, we're still in a growth phase for states 
from last year. We've gone through a big process for Q4, was a high acquisition period.  
 
We have some tent pole events as everybody knows, with Super Bowl and March Madness 
coming up through Q1, which drives investments into all of our markets, and we look at where 
the best investment opportunities are. So yes, Ohio, Maryland, which I kind of considered this 
year's launch, and Massachusetts are signature launches for this year but it's a broader set 
of priorities that are driving the investment. 
 
On the states, it's, for the 4 states in the U.S. that we had our long ago launches in gaming, 
which is New Jersey, West Virginia, Pennsylvania and Michigan. Those are all full year 
contribution positive for us, and that's in 2022. And even Ontario is basically right on that line. 
So all of the states that combine sports and gaming are now full year contribution positive. 
 
When we look at states that are individually just sports, we have a handful that were full year 
positive for '22. And then we've got more than that number that's going to be positive going 
forward once we get through Q1 '23, once we get through sort of the push of March Madness.  
 
So the individual sports-only states are also hitting profitability. I think one thing we've guided 
is that, the guidance that we've long given of about 36 months the cumulative payback for 
sports and about 12 to 18 to getting to a breakeven point. That still stands. We had a period 
for some of the states where Q4 of 2021 and Q1 of '22, turned out to be extraordinary 
promotional environments and marketing environments and those states get delayed from 
that timeline basically. 
 
However, when we look at what came out of really the spring through the end of last year, all 
of our metrics were driven up and all in the correct direction towards what we consider the 
pathway to that timeline or even shorter.  
 
So we're on track with all of the sort of pre '22 states and where we have ourselves models 
for Massachusetts, Maryland and Ohio, they're definitively within the time line of 36 months 
and 18 months. And as expected, as I've guided, the gaming states have all beat our 
expectations. Those have gotten on a pure-play gaming basis, profitable quickly. 
 
Ed Young 
Just to follow up. Are you able to quantify any of that? So could you give us what the 
contribution margin is in a couple of your best iGaming states? Or could you, on a cohort basis, 
give what the contribution is from your '19 or '20 cohorts, for instance? 
 



Gary Deutsch 
I think we'll stay away from a specific state guidance on that for the time being. 
 
Operator 
One moment for our next question, please. And that question comes from the line of David 
Katz with Jefferies. 
 
David Katz   
Number one, if you could just talk a little bit about what your perspective is on the MGM loyalty 
program, right, which has been kind of reimagined, relaunched, et cetera? And what you're 
seeing in terms of sort of volume flow or any data points around that would be helpful? 
 
Adam Greenblatt   
David, thank you for the question. So this is something that between ourselves and MGM 
Resorts, we are paying, as you'd expect, really close attention to. So I'll speak to the BetMGM 
view because obviously, there's an MGM view. We have quantified the impact in 2022 of, to 
revenue of players who have had a previous relationship with the MGM Resorts has been 
more than $400 million.  
 
We measure, obviously, revenue from patrons who had, who have been to an MGM Resort. 
We had a pre-existing relationship. We track visitation to MGM Resorts properties from 
players who their first point of contact with the brand was BetMGM, the thing that we would 
like to see is more visitation to MGM Resorts. And of course, the return journey, i.e. deepening 
player loyalty. 
 
So it's, bottom line is that the MGM Rewards program, and it was previously MLife, I think, has 
landed well. We are seeing an increase of omnichannel players to BetMGM. So these are 
digital players that were recruited from MGM sources, increasing year-on-year by 120%. So 
2022 full year versus 2021, we've increased our FTDs by 120% and it's growing. So we're 
delighted by the metrics.  
 
We are excited about the potential for strengthening those KPIs even further through some 
technology improvements that we're hoping to land at the back end of the year. So deepening 
our connection through technology and simplifying the player journeys between retail and 
digital. So all of that ahead and notwithstanding all of that ahead, we are seeing incredibly 
strong KPIs already. 
 
David Katz 
Perfect. And for my second question, the reduction in bonusing, is that aligned or mirrored 
with improvement in the breadth and depth of product, meaning the better the product gets, 
the less free bets are required to incentivise customers? 
 
Adam Greenblatt 
Yes. Long term, yes. What we see in, for example, in the retail environment is that there is 
virtually no player incentive. If it's a player who is sitting in your sportsbook and their option 
to put a bet on is at the counter in front of them, then that's their option. No need to give them 



$250 to sign-up, right? So yes, the deeper the loyalty connection, the more engaged your 
player, the lower the required retention investments, if you like. 
 
But there's also, it's a combination of retention and stimulus, part of the promotional 
investment is also a reminder, a reminder that the game is on this weekend and it's something 
that you want to do. So, yeah, there is an optimal balance of promotional investment, certainly 
in the digital space. And that is less, that as an absolute value is lower than where we are 
today. 
 
Gary Deutsch 
I'd add one point there, which is simply that, our data science has gotten excellent. So we've 
talked about in the past that there's a journey that each state goes through with samplers 
that are coming in, and we want to give them some stimulus and let them try and then we 
watch the evolution.  
 
And our models have gotten a lot sharper in understanding how these players are going to 
evolve. So some of it is understanding to some degree, when to cut bait and there's players 
that are not evolving at the rate we want them to evolve and our predictive models have 
helped us identify those much sooner. And that's a big benefit to the bonus thing as well. 
 
Adam Greenblatt   
But David, that's 100%, Gary. And that's the early lifetime that's the early life phase of 
optimisation of the business, and making sure that we put our arms around our good players 
and don't put our arms around the players of questionable value. Long term, however, I was 
referring to the long-term, what the optimal balance of promotional investment in players is. 
 
Operator   
One moment for our next question, please. And it comes from the line of Robin Farley with 
UBS. 
 
Robin Farley 
Just wanted to circle back to your revenue guidance for 2023. And it's a bit of a lower growth 
rate than what you saw in '22. Are you sort of just approaching it conservatively? Or is that 
because of reducing marketing to marginal players that are less profitable. So you're sort of 
planning to give up some of that revenue in '23. How should we think about that growth rate? 
 
Gary Deutsch 
I mean it's just the math of, this is a portfolio of businesses, and we've stacked up many, many, 
many launches over the course of the last 3 years. And we've got ones that are spreading 
their wings they're mature and the new layer of launches coming on that is what's driving the 
lower growth, we're just a bigger base of existing business that you go through a growth 
curve and the older states are coming down on their growth rate. The newer states have, 
there's fewer of them that can drive the impact to the weighted average of the growth. 
 
Adam Greenblatt   



And just to add to that, I think that it's that weighted average point, which is an important 
one. Our gaming business is mostly, apart from Ontario, our gaming states and jurisdictions 
are now going into the third year.  
 
And so you'd expect growth rates to abate. And given the weighted average between sports 
and gaming, and our market-leading position in gaming, given the weight, we'd expect 
gaming going slower, you'd expect the aggregate growth rate to abate as well. But we are 
seeing very strong growth rates in our sports business, to be clear. 
 
Robin Farley 
So is the 51% same-state growth rate, that's not just states that were a full year in '21 and 
'22, right? Would that be sort of a partial year in '21 and then a full year in '22, making that 
51% growth rate? Just trying to think about how to put that in context. 
 
Gary Deutsch   
I'm checking that. Yes, I think we only included the ones that were full year for '22. 
 
Robin Farley 
But with a full year in '21 or did the 51% growth rate include just the fact that you had a full 
year versus partial year in '21 
 
Gary Deutsch   
No, it's only full year versus full year. So there's no amplification from somebody having a half 
year and then the next year to year. 
 
Robin Farley 
Full year. Okay. No, that's helpful. And then just, looking at your full year results versus the 
kind of last piece of guidance you've given the revenue obviously higher by about $150 million. 
And the EBITDA loss kind of in the range of what you had guided. Just thinking about, was 
there an expense piece that came in a little bit worse on the expense side of things for that 
offsetting that $150 million of higher revenue. 
 
Gary Deutsch  
It's really a matter of investment choices. So what we managed to what had been our capital 
plan and the marketing cost and the cost of launching new states, it's not, well, you put the 
cost up front in many cases and then the benefit comes later. So as we saw that we had this 
quarter essentially from Maryland launch to the Massachusetts launch, which are 3 big states 
where we have the presence with MGM Resorts.  
 
We kicked up our investment area to make sure we're well positioned to hit that. And then 
look, you get into minor-ins and outs, and we had gone a little bit big on this California 
initiative that didn't play out. That was some of the flexibility we had, knowing that we were 
ahead. We tried to take a swing at the bat there. So there's little small choices, but it's mostly 
the decision to invest the overage into the success of these coming states. 
 
Operator   



One moment for our next question, please. And it comes from the line of Daniel Politzer of 
Wells Fargo. 
 
Daniel Politzer 
The first one, just on the iGaming environment, how are you thinking about the competitive 
setup for next year? You have 30% share. You've kind of been the market leader there. Are 
you anticipating any changes in that environment as it seems like competitors may be 
entering or getting more aggressive? 
 
Adam Greenblatt 
Sure, we are expecting changes. BetMGM gets stronger and stronger. No. I mean look, jokes 
aside, we pay very close attention to the competitive landscape, as you'd expect, but we run 
our own race. We have a very clearly defined strategy. We have cemented our leadership 
position, and we are clear about what we want to do. 
 
I think from a product perspective, we have, we think more games than anyone else in the 
market. We have over 1,300 games on our platform. Our strategy is around depth of content 
and exclusive IP. We are the first and fastest with third-party exclusive deals. We've got in-
house studios and really special in-house content, which means so the what of that, of course, 
is you can only do some of these awesome things with BetMGM. 
 
We are an innovator and the other dimensions of our pillars of our strategy, innovation and 
we're the leader in live gaming. We have a best-in-class live casino experience. We have 
special VIP solutions, one of the other things, the largest and widest iGaming jackpots.  
 
And we've made an announcement, I think, last week or the week before that just, in 2022, 
we've paid out over $100 million in jackpots to our iGaming players. I mean nobody else has 
the muscle to do that. And then this is where actually the benefit of our scale starts to become 
its own snowball. 
 
And then, of course, we have our top-tier gaming partnerships. We've announced our 
strategic relationship for the Wheel of Fortune online casino, which we will be launching very, 
very soon, in a small number of weeks. And of course, we have an exclusive relationship with 
Carnival Cruise Lines, which will add an extension and distribution to our iGaming business, 
though in due course. 
 
So sure, we're the one to get. But I think we have a very clearly defined strategy, and I think 
we have tools, resources and the building blocks to both cement or secure our leadership 
position and even advance it.  
 
We've had the same question all through the year. And our market share in December this 
year in iGaming across all of our states is a full percentage point bigger than it was last year, 
notwithstanding some of the bonus optimisation work that we've done. So we're feeling 
pretty confident and on the front foot in relation to our iGaming business. 
 
Daniel Politzer 



Got it. That's super helpful. And then just for my follow-up, as you think about the $150 million 
investment in 2023, I would assume that, that's going to become incrementally smaller over 
time and the EBITDA will turn positive. But is that a function of just revenue scaling or actual 
market combined with marketing coming down? And is the marketing spend coming down in 
dollars in addition to just more of a percentage of the total revenues? 
 
Adam Greenblatt  
Yes. Gary, do you want to talk to this? 
 
Gary Deutsch 
Yes, do you want to talk to it, actually? I mean the marketing spend is coming down as a result 
of the acquired players. So, there is a world, there's certainly maintenance marketing and 
things like this, and we have lots of sponsorships, but the ratio there gets better.  
 
But all of this is back to the way the layers of the model come together. So in each and every 
state, we have model that cohort and we track their progress. And what we see is that there's 
a couple of months where you'll have negative NGR because of bonusing in the contra 
revenue impact, then they'll start to get their sea legs, then you'll start to see that the real 
money bettors emerge.  
 
You'll see that the average player value goes up. There'll be some, the samplers will churn out. 
And you'll start to get to a point on each state where the revenue from the players acquired 
start to cover all the costs of the new players that are getting acquired as you continue the 
progression. Tax rates come down on an effective basis as bonusing goes down. So each 
state, they all take a slightly different trajectory, but it is the same concept. 
 
So as, just like if we were a portfolio of SaaS businesses and you would see the initial 
investment in players be offset by the ongoing revenue and recurring revenue-ish, recurring 
style revenue from those players. So that's how it's coming in to bear, that's what we're doing, 
that's what I tried to elude to earlier, we haven't set out to say, "Hey, we're going to be 
profitable now. So we're going to make sure that we trim sponsorships or we're going to make 
sure that we spend less on player maintenance." We have a model that says how we 
stimulate players, and we're applying that model and that model, stacked into eventually 40 
states or whatever, it leads to material profit. 
 
Operator   
One moment you in for our next question, please. And this question comes from the line of 
Chad Beynon of Macquarie. 
 
Chad Beynon 
Gary, you talked about some of the benefits in the fourth quarter related to the same-game 
parlays, and just really overall engagement. And I guess my question is around seasonality. 
So, the NFL, particularly in the fourth quarter, was very strong. Is this going to change how 
we're thinking about seasonality in 2023 and beyond?  
 



Or, I guess another question is, as the NFL games have come down, have you seen customers 
engage in same game parlays in hockey and basketball? And maybe this is a trend that's 
going to transition over to other sports? 
 
Gary Deutsch  
I mean, Adam might have some additional commentary. But the one thing I can say on top of 
that is just that, there is a difference between some of the sports and combat sports, for 
instance, are a tremendous amount of parlays, basketball less than football, but strangely, 
you get NHL has more.  
 
So I think that there is some seasonality to it, and how the adaptation of different player sets. 
My answer is yes, there's differences between the sports, but there's an overall tide that's 
showing that there's more involvement with parlays and single gaming parlays. 
 
Adam Greenblatt 
And Chad, thanks for the question. And just in terms of your comment about a fewer number 
of games as we get later into what I heard was as we perhaps get later into the season, what 
we're actually finding is a concentration of attention into a smaller number of games to the 
point where just this weekend, we've had record numbers of bets on a single event, even by 
comparison with last Super Bowl. 
 
So interest in football is, as you know, very, very high, both NFL and actually college. And the 
smaller number of events actually just concentrate energy and focus. So we don't see, we are 
not seeing a reduction in interest because of a reduction in the number of events. 
 
Chad Beynon 
Appreciate it. And then separately, I know you're not changing any of your TAM estimates for 
the future. But in terms of iGaming legislation, it appears that in the last couple of months, 
there's been more continuity amongst the land-based operators, the digital and suppliers in 
the space, just in terms of educating politicians around the revenues and as you talked about 
at the beginning, consumer protectionism controls.  
 
So the bar is pretty low in terms of iGaming legislation for '23, but do you think there could 
just be more conversations and then hopefully more activity that spurs the growth. If not in 
'23, maybe we have a good path for '24 and '25? 
 
Adam Greenblatt 
I should have asked you the question. I think you summarised it really, really well. And because 
that's exactly what we are doing. Ourselves with our industry coalition are investing this year 
in education, in sowing the seeds for future legislation. In fact, I think a draft bill was 
introduced in Maryland just a couple of days ago, perhaps yesterday.  
 
Look, the reality is we are not expecting any new legislation this year, but there is a lot going 
on behind the scenes to pave the way for future iGaming legislation the cornerstones of not 
the argument because it's not an argument, it's the reality. The realities are there is a healthy 



black market, tax dollars are being foregone, players are not being protected, and compliance 
guidelines are not being defined or respected.  
 
And so if you put all that together, it makes a pretty compelling argument, particularly for, if 
you believe in free markets, I mean, I don't want to get philosophical here, but I do not believe 
that, I do not believe that market anomalies, market distortions sustain over time.  
 
And so if you combine all of those aspects together, I think we'll find that the incumbent 
opposition voice of retail, generally retail casinos, retail gaming operators who really are the 
ones to convince alongside the politicians and lawmakers. I think we'll find that the outlook 
for iGaming becomes more positive than this year, and certainly, a lot of work is going on to 
make sure that, that happens. 
 
Operator 
One moment for our next question, please. Comes from the line of Simon Davies with 
Deutsche Bank. 
 
Simon Davies 
Two from me, please. Can I kick off with recreational players, you obviously flagged an 
increased focus on the recreational market, presumably that show itself through a significant 
increase in player numbers. Can you talk us through where plan number growth was in the 
fourth quarter? And what are you seeing in terms of the corresponding decline in lifetime 
values for the customers that you're bringing in? 
 
Adam Greenblatt 
Gary, do you want to take that? 
 
Gary Deutsch 
So on the lifetime values, the values, our view on the values haven't changed. What's 
interesting, though, is that the calculation that gets you to those lifetime values has changed 
slightly, which is that with more recreational players, we expect less staking per player per 
month.  
 
However, we're seeing that more than offset or at least offset by the improved hold that we're 
getting on those players from the parlay mix and just the overall performance of margins on 
the recreational base. So there's not been a degradation at all in our expectations for the long-
term player values. What was the first part of the question about? 
 
Simon Davies 
Number of players in Q4. 
 
Gary Deutsch 
Number of players. So from an active growth standpoint, I had made some notes from myself 
anticipating this question. Like our average monthly sports actives during Q4 were up 61% 
from last year, as an example. And for casino, it's a little bit less than that. But the thing that 
I think it's important to understand from an analytical standpoint is that, obviously, actives 



matter, and they belong in any calculation of understanding the market opportunity. But in 
this time of new states being added.  
 
There are some things we're doing with bonus optimisation, which are actually targeted at 
pruning actives. So, there's an updraft of us being successful in bringing customers and there's 
also a downdraft of us being more scrutinous and how long we continue to service players if 
they're not looking valuable. 
 
So it does matter, actives growth has been good, but it's not the be-all end-all, and it's one of 
my last public service plugs about the industry there is no one-metric that ever tells the story 
in this business. You can have a huge handle month, but that's just because the house got 
killed and money got recirculated. You could have, all kinds of single metrics could look great, 
so you have to look at it like a radiologist at the different components of what's on the chart 
in front of you. 
 
Simon Davies 
Great. And my second question was, this may sound a little greedy having just promised 
profitability for the second half of the year, but from a seasonality perspective, I presume Q2 
should probably be your most profitable quarter given that's a very quiet quarter in terms of 
customer recruitment. Is it fair to assume that you may actually be profitable in Q2 as well? 
 
Gary Deutsch   
I mean it's possible. It's possible. but we'll see. Our focus, as we've guided is on the second 
half of the year and that commitment. 
 
Operator   
One moment for our next question, please. And it comes from the line of Barry Jonas with 
Truist Securities. 
 
Barry Jonas 
Can you maybe talk about the evolving competitive landscape for OSB? I know some smaller 
players have pulled back, but there's also some new players emerging? 
 
Adam Greenblatt 
Thanks for the question, Barry. Yes, I'll take that one. So, I actually think that the competitive, 
while the competitive set is churning, and the impact of that is uncertain. What we, what is 
certain and what is measurable is what the leaders represent as a proportion of the whole 
market, and that has advanced year-on-year.  
 
That has advanced through 2022 and look there's no sign of that abating. In fact, one of our 
competitors, one of the European competitors just announced that they would not be moving 
forward in Massachusetts.  
 
It's navigating this compliance environment and this regulatory, the state-by-state footprint, 
the state-by-state use case that we operate within it's complex. It's complex, it's expensive. I 



mean competing with the leaders is difficult. Where we have established teams, really more 
mature processes, very, very high-quality products, deep and wide sports offerings. 
 
So I think it will be quite challenging, certainly for new entrants to make a meaningful impact 
from a standing start today in this U.S. market. And I think that's absolutely the reason why 
we're seeing certainly the churn, some previous competitors decide to leave the market 
because, the reality of that is stark. So while, of course, we're never lackadaisical about our 
position and don't take anything for granted. I think for new entrants to make an impact on 
this market, that's very challenging. 
 
Barry Jonas 
Great. And then just as a follow-up, how should we be thinking about continued parent 
contributions after the $150 million this year? Is there an eventual shift to dividends at some 
point? 
 
Adam Greenblatt 
So Gary, I'll take that. With everything being as is, we should be EBITDA positive and cashflow 
positive from the back end of the year. And that would imply that there should be, in the 
ordinary course of things, no more parent contributions required. But of course, we haven't 
even discussed Texas, Florida, potential California coming back, right? And all of those 
scenarios would need to rethink of our capital plan. And of course, the tax and regulatory 
environment is not static either.  
 
So with all of that said, we should be generating positive cash flow from the back end of the 
year. And then, of course, what we do with that cash well, that's for the shareholders to 
determine. But unless there are, unless the best place for that cash is more investment in 
BetMGM and it's addressable market then you can naturally assume that, that would revert 
to the shareholders. 
 
Operator 
One moment for our next question, please. It comes from the line of Kiranjot Grewal of Bank 
of America. 
 
Kiranjot Grewal  
Just a couple of questions, I think you touched on the states turning positive on contribution, 
particularly your older ones. I was wondering how long it's now taking you to convert a state 
from brand new to positive contribution, and then the second question is on your parlay 
offering. It sounds like it's gone up, which we expected, but are you able to quantify where 
you stand with the offering today versus perhaps a year ago? 
 
Adam Greenblatt 
Gary, do you want to take the first? 
 
Gary Deutsch   
I mean it's about, it's 18 months, roughly, for a sports state to get to breakeven. As I noted 
earlier, the states that we launched pre '21 and in early '22, that's a little bit longer through 



that big bubble of promotional activity through basically the last NFL season, prior to this one. 
And then the gaming states have gotten to breakeven much more rapid, Ontario was well 
under 18 months. Adam, do you want to take the parlay? 
 
Adam Greenblatt   
Was it the increase in parlay bet count, I think we've seen bet count in parlay increased by 
about 15% year-on-year, that's same-state. 
 
Kiranjot Grewal  
And I see on the positive contribution, this is sort of looking at last year and wasn't accounting 
for the optimised bonusing, right, which could potentially shorten it even more? 
 
Gary Deutsch   
Well, the positive, always part of our, one of our models for a state and how we manage state 
is the assumption that we are going to reduce the bonusing. Now we did bubbled up during 
this period I was talking about during the 21 NFL season. And now we've got it back on our 
track for the planned reduction. So it's implicit in the model that gets us in the results that are 
now showing at 18 months of cumulative breakeven if that makes sense. 
 
Adam Greenblatt 
Can I just clarify my comment on bet count, please? The 15% is the 15% growth in percentage 
of total bets. The absolute increase in parlays is almost more than 90%. I just wanted to be 
clear on that. 
 
Gary Deutsch   
Yes. That's correct. Sure. 
 
Operator   
One moment for our next question, please. It comes from the line of Jordan Bender with JMP 
Securities. 
 
Jordan Bender 
I want to touch on Ontario, a market, obviously, with a substantial amount of grey market 
operators during launch. I guess over the last couple of months or so, have you seen that 
market become maybe easier to compete in, we can start with that? 
 
Adam Greenblatt   
It hasn't been easier to compete in, actually, no. What we've seen is that the grey market 
operators that are not choosing to participate in the regulated market are still there. And those 
that have decided to participate in the regulated market are giving it a go and have more tools 
to advertise now because they are regulated. So the competitive environment is certainly 
fierce. 
 
Jordan Bender 



Okay. Great. And then as a follow-up, you mentioned in your prepared remarks kind of the 
retail sports book opportunity. Can you just talk about further expansion throughout the 
United States and maybe what that can add to the contribution line long term. 
 
Adam Greenblatt   
Jordan, I don't have a good answer for you. Omnichannel, just because I don't know what the 
market opportunity is likely to be. It will depend on future states and the way they regulated 
at both deep digital and retail. As you know, however, the core to BetMGM's approach to 
winning in sports long term is omnichannel. 
 
And so retail remains an important part of that. Our launches in Ohio now. at the Reds and of 
course, at MGM's property, that's just reinforcing our strategy. So we will continue to do that. 
We will continue to tie our retail locations, together with our digital businesses. As to the 
extent of the retail opportunity as we look to the future, I think that depends on regulation. 
 
Operator   
With that, I will conclude the Q&A session and pass it back to Adam Greenblatt for closing 
remarks. 
 
Adam Greenblatt 
Thank you. Well, fantastic. Thank you all for joining. As I hope you could feel both in our 
prepared remarks and during the Q&A, we are incredibly excited about both the state of our 
business and our outlook.  
 
So we look forward to updating you on further progress later this year. There will be a Capital 
Markets Day at some point later in the year.  So thank you for joining. Thank you for the time. 
We will speak to you soon. 
 
Operator 
And thank you. This concludes today's conference. Thank you for participating. You may now 
disconnect. 


