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MARKET OVERVIEW

Developments in recent years – including 
increased mobile use as a result of the Covid-19 
pandemic, the introduction of mobile betting in 
the US, and ever-growing mobile penetration 
in emerging markets, such as Africa – have led 
operators and suppliers alike to focus more 
clearly on mobile as their platform of choice.

In the ever-evolving iGaming landscape, mobile continues to be 
the fastest growing channel customers are using to interact with 
gambling products.

Curtis Roach
 

Head of Content 
iGF

However, choosing a mobile- 
first approach brings with it a 
share of difficulties. 

From market localisation 
to innovative engagement 
strategies, the gambling industry 
continues to experiment to 
find the best ways to attract 
customers to their mobile 
platforms. And keep them there. 

THIS IS WHY iGamingFuture has brought 
together four leading mobile experts in its 
latest RoundTable 
– to discuss the key opportunities and challenges
presented to the industry by the rapid uptake of
mobile gambling across the world.

It’s clear to see the direction 
our industry is heading, making 
it essential to maximise your 
mobile betting revenues to 
achieve long-term, sustained 
growth.
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As the market landscape evolves and adapts to new trends, 
our industry has now been compelled to react accordingly.

INDUSTRY INSIGHTS
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In this section we hear from some of 
the leading minds in the industry, who 
share key perspectives on the future of 
Mobile Betting and the role technology 
will play, in the quest to provide the ultimate 
player experience.
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EDITORIAL
The Present and Future of Mobile 
Betting
by Maria Bashkevich, Head of Marketing, 
Uplatform



THE FUTURE OF 
Mobile Betting

Maria Bashkevich
 

Head of Marketing 
Uplatform

55% of online bettors 
use their mobile devices 
to place bets, and this 
percentage is rising. 
Meanwhile, in some 
regions, mobile betting 
is the sole iGaming 
option. 

So it’s no wonder betting 
companies must provide 
mobile apps and mobile-
friendly websites.

Taking Kenya as an example, 
bettors and casino game 
players play via their phones 
88% of the time. The case 
in Europe is also indifferent, 
as mobile betting on 
smartphones and tablets is 
rising.

Seeing how apps are 
becoming increasingly 
popular in the iGaming 
industry, operators need to

provide their players with not 
just betting websites but also 
efficient apps to assist them 
in their day-to-day betting 
and gaming activities.

Applications are very 
beneficial to both players and 
operators. Here are some of 
the benefits:
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There is no debate that 
mobile betting is the future 
of iGaming. We carry our 
phones with us everywhere, 
and the full-service platform 
provided by Uplatform meets 
all market and player demands. 
We offer full and light versions 
of betting websites and quick, 
versatile, secure, and user-
friendly applications that meet 
iGaming industry demands.Benefits For:

Players

> Convenient accessibility
> Using less data

> User-friendliness
> A secure environment

Benefits For:
The Operators

> Safe and secure
> Regional benefits

> Enhancing retention
> Reputable and relevant
> Broader Player coverage

> Improved live betting

Distribution of online bettors in Africa 
and LATAM by the operating system

Research has shown that as of 2019, 
mobile betting had reached 44.6%,

estimated to reach 61.5% by 2026, judg-
ing from its current market share of 53%.





We found that there was very 
little take-up because people 
still wanted it to be just super 
simple. Certainly on the betting 
side, if you offer me something 
to bet on and I can say either 
yes or no, that’s the easiest.

On the gaming side, you 
should just make it very easy, 
but make it very enjoyable in 
terms of the way you feed back 
to me. And obviously we bring 
that in on the gaming side with 
vibrations on the big wins, the 
explosions and the sounds and 
stuff like that. 

So we are engaging with that, 
but I think we’ve probably 
gone backwards a little bit in 
the last five years of trying to 
do the most that we can with 
the devices themselves.

As an industry, are we making the best use of the 
capabilities offered by mobile technology?

Q+A

Jamie

I think you saw more 
innovation early on in iPhone 
development when it was 
new, and we were all trying to 
experiment with the haptic 
technology and motion 
sensors, for example.  

We [at William Hill] had 
something called Shake-a-bet, 
where you just decided how 
much you wanted to bet, how 
much you wanted to win, and 
then you kind of shook the 
device – and it gave you some 
betting options, and you held 
some and then you shook it 
again. 

I think a lot of those kinds 
of things now seem to have 
dropped out a little bit. I 
think they seemed slightly 
gimmicky. 

I think there’s a lot more 
we can do with the 
devices themselves. 
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Ultimately, humans don’t 
change much. We like 
things to be simple, and 
we don’t like to feel stupid 
at any point.

I think we got burnt a little 
bit as an industry in the early 
days, trying to do as much as 
we could with everything that 
the phone did. 

Maria

I have a slightly different 
point of view on this, 
around simplicity. If for 
example we are talking about 
African markets, it’s very 
important to have a very 
straightforward app and 
mobile version, and to have, 
for example, less text and more 
icons, to make it as intuitive as 
possible. 

But unfortunately, a lot of 
operators and suppliers 
don’t provide this type of 
experience. And truthfully

speaking, it’s very confusing 
when you open a mobile 
gambling app, and you are 
trying to find the filter to 
navigate it. It can be very 
complicated.

So I think we can work 
on this a bit more – not 
necessarily simplicity, 
but perhaps usability, 
especially in emerging 
markets.

I also think we can work 
more on gamification, 
especially when we’re 
talking about mobile 
devices. 

It’s something interesting for 
the younger demographic 
and will help to attract these 
younger players. Maybe 
it’s not ready for emerging 
markets at this time, but it’s 
something that we can work 
on in the future.
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Andrew

We can definitely do way 
better. I always like to look 
outside of the industry, 
and when you look at apps 
and sites outside gambling, 
they make use of their 
native capabilities way 
better than us.  

It feels like recently the 
industry’s focus has shifted 
towards other stuff, like 
different regulations, and 
compliance kind of always 
being in the way. 

The industry maybe did try 
to simplify a little bit too 
much, but, you know, I’ve just 
come back from Las Vegas and 
the land-based sector keeps 
evolving. For example, I was 
sitting on one game where as 
well as all the sound in it, it 
also vibrated. So if you win, it 
gives you a bit of a shake. And 
people like that, right? If you 
get a win, you want to be a 
bit more enthusiastic. And it’s 
super easy to do that with 
mobile. 

We just need to copy 
other industries, so that 
we can introduce a bit 
more fun to what there is 
already. 

Rokas

Well, if we take a step back 
from gaming, the total global 
penetration of mobile 
usage – and in particular 
smartphones – is roughly 
between 50% and 80%, 
depending on which market or 
which country you’re in. 

If you contrast that with our 
industry, let’s say a typical 
online operator generates 
upwards of 70% of revenue 
from activity that happens 
through mobile. 

So I think as an industry, 
we’re doing something 
right for sure, since the 
predominant majority of 
our customers are using 
mobile as the preferred 
channel for consumption 
of our product.

And I think we are utilising 
mobile better than most 
other, let’s say classical or 
traditional, industries. 

For example, from a mobile 
device nowadays you can 
use face ID to log into a 
casino app, and we can use 
geolocation from supplier 
sites to pre-populate a 
player’s geography-related 
registration details.

This is also true when looking 
at payment methods, even. 
If I know you are from one 
country, I can already pre-
determine what is the most 
commonly used payment 
method in that country and 
choose to show you this 
method instead of the others.

However, the mobile device 
will not always be the go-
to. For instance, if I’m talking 
about live casino, the real 
estate of the screen has huge 
importance in a player’s 
experience. That’s why I don’t 
think you will ever see a 
100% usage on mobile for 
live casino players. 
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Why is offering a wide selection of games so important 
to provide a top-quality customer user experience, and 
how can operators streamline or better manage their 
integrations with various game suppliers?

Jamie

To provide the best user 
experience, you need to 
have a constant stream of 
new games, but you might 
also have your own very 
bespoke games. 

You might have one bespoke 
game a month as a big 
operator, and then have other 
games hitting each week. You 
do need that blend of scale 
and bespoke activity, and 
especially if you’re a big 
operator you can afford that. It 
is much harder for the smaller 
players.

When it comes to 
marketing, as with all of 
our messaging, and all 
gambling and betting, the 
key is finding an excuse 
to talk to customers 
where it’s relevant and 
they’ll respond to it – so 
you have to just say the 
right thing. 

And that’s always been the 
toughest thing with gaming. 
In sports it’s very easy. If I’ve 
got, Real Madrid against 
Barcelona, it’s very easy to sell 
that, whereas if it’s roulette, it’s 
available 24/7, so it’s much 
harder to get a hook into it.

Horse racing in particular is 
very easy, because I’ve got 
deadlines all the time and if 
you don’t bet within the next 
10 minutes on a race, that race 
has gone. 

You don’t have that in 
gaming. And that’s certainly 
something that is a challenge 
for gaming, and it’s why we 
have gaming tournaments 
and bonuses that must go, 
to generate the same kind 
of ‘appointment to view’ or 
‘appointment to play’ that 
the sportsbooks and horse 
racing books have had all 
along, because it’s part of their 
natural product. 

Gaming has always had to 
almost artificially create 
that sense of FOMO, that 
if I don’t play now then 
I’m going to either miss 
this bonus, or miss this 
tournament, or miss this 
competition. 

Maria

I think the question of 
how efficiency can be 
improved depends on the 
operator; its resources, 
pipeline capacity, and size. 

For example, if we are talking 
about how smaller operating 
brands can improve 
efficiency, the best solution 
for sure will be to choose the 
proper platform with a wide 
casino selection.

Or, it could be to go to the 
aggregator, as it will cut costs 
and save time by helping to 
manage integrations.

All the associated paperwork 
and so on can be very 
complicated for smaller brands, 
and we also know that big 
providers prefer to work 
with smaller brands through 
aggregators, for sure. 
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But if we’re talking about 
bigger brands, I think 
aggregators are also useful 
for them. If they want to have 
unique content from smaller 
or more local game studios or 
providers, working individually 
and directly with them would 
also be very costly.

I think aggregators are a 
great source for operators 
to improve the efficiency 
of their resources.  

But if we’re talking about 
bigger brands, I think 
aggregators are also useful 
for them. If they want to have 
unique content from smaller 
or more local game studios or 
providers, working individually 
and directly with them would 
also be very costly.

In general, the more 
games available, the more 
effective an online casino 
can be. And also, the more 
new games you bring in, 
the more continuity you 
can generate and have an 
excuse to be in contact 
and engage with players 
and get them to return to 
play.

Andrew

My main point is that when 
you’re a small casino, you tend 
to go through aggregators. 
And when you go through 
aggregators, sometimes 
you lose some specific 
functionality that comes 
from the original provider.

For example, from a live casino 
perspective, if I as a player 
want to be able to sort and 
filter say open tables first – I 
don’t waste time going into 
tables that ultimately have all 
the seats taken. 

And obviously sometimes 
it is not possible for small 
operators to be able to do 
this either, because that 
integration might be lost 
through the aggregator, 
or it just might be because 
ultimately every game 
provider has its own ways of 
integrating. 

If you want to cater for a 
global audience, and be a 
diverse multi-provider, a 
large games portfolio is a 
must-have for any kind of 
self respecting operator.

Rokas

Ultimately I think the 
question comes down to the 
operators themselves; what 
strategy they’re pursuing, 
which markets are the 
most important for them. 
Because either option – 
direct integration or using an 
aggregator platform – will 
have benefits and negatives. 

Using an aggregator is 
probably the quickest and 
easiest way for an operator 
to bring content to the 
consumer, it’s the most cost 
effective way. It doesn’t 
require a lot of resources 
– you only need to do one 
integration instead of multiple. 

But then obviously it has its 
negatives as well. You have a 
commercial aspect where you 
are paying a middleman to 
deliver the content. And then 
you will not always get all the 
best or the most innovative 
features that the end supplier 
can deliver for that product.
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How does a player’s location impact the mobile gaming 
experience an operator can provide to them?

Maria

Mobile betting and gaming, 
and developments in mobile, 
help operators expand in 
different markets. It’s helping 
them to increase their player 
base, for sure. 

This is especially true in 
emerging markets where, 
for example, penetration of 
phones and mobile interest is 
much higher than on desktop. 

From my perspective, 
localisation is not just 
about the front-end, 
and features like the 
languages that we offer 
to the player. It’s about 
payment solutions, it’s 
about the content that we 
are providing. You have to 
ask; what is very popular in 
this region? 

What type of sports, what type 
of games, having local leagues, 
odds formats, tournaments. So 
there’s a huge list of what 
localisation consists of. 

There are specific 
requirements for mobile in 
different regions.

For example, when thinking 
about Africa, you need more 
icons and less text. 

So I think localisation in 
general is a huge challenge

for operators and to 
overcome it, you need 
either a good platform that 
is working on localisation 
day and night, or if you are 
building your own solution, 
you need to have great 
market research to know 
your players; know what 
they’re doing, what their needs 
are, how they interact with 
your mobile app, etc.

For us as a platform, it’s also a 
huge challenge to tailor our 
solution to help operators 
overcome this challenge and 
to build the experience for 
the players that they are used 
to. 

I don’t know whether mobile 
gaming makes localisation 
easier, because I believe today 
you can get the location of any 
device, regardless of its format.

Andrew

But when I think of 
localisation, I believe 
it’s important if you 
want to personalise the 
experience.

Obviously in different 
markets, different countries 
and maybe also in different 
regions, you might want to 
present different offers, a 
different game list, etc. 

You might notice that players 
in a certain area are richer than 
in others, so you might want

to tweak your campaigns in 
order to try and be a bit more 
aggressive there. 

And if there’s one brand that’s 
operating in multiple markets 
all over the world, then 
obviously it’s very important 
to know the exact location 
of your customer, so you can 
tweak and personalise the 
whole experience.

That is to say, from the very 
beginning of their journey 
– from when they land on 
your site up until they register, 
deposit, start playing, interact 
with your agents, etc.

I think personalisation on 
the market level happens 
regardless, whether it’s on 
desktop or mobile. Because 
in regulated markets, you are 
by default already restricting 
players to receive certain 
content or certain payment 
methods. 

So regardless of whether it’s a 
mobile or a desktop user, that 
kind of happens by default. 
With content in particular, 
some games are not certified 
and available in certain 
markets, so as a player from 
one particular country, you 
would only be able to see the 
games which are certified for 
your market. That happens by 
default as well.

Rokas
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Does the mobile user experience today match customer 
expectations? If not, how can we improve this?

Jamie

At the moment there’s a 
lot of pressure, especially 
in the UK and some other 
jurisdictions, on gaming in 
general. 

Online gaming is being 
restricted in terms of the 
methods of play, such as 
autoplay, as well as limits 
being placed on maximum 
stakes. 

Eventually, you might get to a 
point where a certain political 
party comes into government 
and decides that they’re 
completely anti-gambling, and 
then online casino will be the 
first thing to go.

That means that then we 
could be looking at a lot of 
‘blended’ gaming/sports, 
hybrid-style experiences. 

So you could be watching 
football, tennis, NFL, but you 
have an RNG based interaction. 
It could be spinning a wheel 
or it could be dealing a card, 
but then you are betting on 
sports, and the margin can 
be determined by the RNG 
decision. 

I think there might be legs in 
that, in people being ready for 
something like that. We are all 
restricted down to £2 stakes 
and things like that, but 

people still want to have a 
bet that they don’t have to 
think about too much. 

Ultimately, customers want 
enjoyment and to be able 
to take a punt on even 
money chances and things 
like that.

Maria

I agree that we need to 
look to other industries 
and what they are doing 
– how they’re improving 
their user experience 
or what features they 
are adding, especially in 
entertainment.

Not only so that we can 
see the features and 
improvements, but because 
our players are also using 
these apps. 

It’s what they are used to and

this type of behaviour is how 
they interact – they scroll on 
Instagram or swipe on Tinder, 
for example.

We can also use this in 
our apps to give our 
customers what they’re 
used to. We can improve 
the user experience in this 
way.
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I believe that we can do 
much more than we’re 
already doing – we can 
innovate much more. 

Andrew

I do see a lot of third party 
software where there is, for 
example, a risk and fraud 
tool, or a CRM tool, where 
they’re very specific on one 
particular topic and they do 
make good use of modern 
technologies, like AI and 
machine learning.

From an operator 
perspective, it’s obviously 
a bit more difficult, because 
we have to deal with all of the 
different stuff. 

But I do believe that, yes, we 
can do quite a bit more in 
terms of innovation. 

We need to better 
understand the user’s 
behavior, we need to do 
a bit more research, user 
testing, not be afraid to 
launch new features, test 
them out and if they don’t 
work out, scrub them, go 
onto something new, and 
so on. 

Just like the big companies 
do, like Google, Apple, 
Amazon, Netflix, they keep on 
introducing new stuff, and 
I think we need to do the 
same. 

It’s important to understand 
the user’s behavior and have 
a data-first approach, where 
changes are not based on 
intuition, but are based on 
data. 

We also need to understand 
what other sites our players 
are using – such as YouTube, 
Facebook and Instagram – and 
try to tweak the experience 
to reflect those.
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How does engaging customers on mobile differ as 
compared to, say, on desktop?

Jamie

From a racing point of view, 
people tend to do their 
research and their planning 
on desktop, where they’ve got 
three screens up at once.

On desktop, you are in 
full control and you need 
less prompting – it’s much 
more of a self-serve. 

We allow customers to set up 
their own systems for betting 
and answer a number of 
questions, because they want 
to be reminded about certain 
things – so that they’re in 
control.

One of the things in betting 
is that people don’t like us 
guessing what they want to 
bet on, but they don’t mind 
telling us the kind of stuff 
they want to bet on.

And then it’s just us 
letting them know when 
those kinds of events 
happen. 

Especially in racing, because 
there’s so much racing going 
on, you don’t want to miss 
that thing that you’ve been 
waiting for.

And that’s where the 
mobile comes in much 
more than desktop. It’s 
much more for the ‘here 
and now’ – the ‘I need 
to do this in the next five 
minutes’ – type of prompt.

Maria

It’s a bit different the 
way you engage players 
on mobile and desktop, 
mostly because of each 
platform’s capabilities. 

On mobile you can do 
certain things and on 
desktop you can do others.
 
Of course the engagement 
tools and communication 
channels are the same. 

It’s the same bonuses, 
tournaments, notifications, etc. 
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But how you use these on 
each format is a bit different. 
When we are talking about 
desktop, the screen may not 
be huge, but is still much 
bigger than mobile, meaning 
you can put a cross-sell in 
one area of the screen, a 
bonus offer in another, and 
so on. 

With mobile you have to be 
more straightforward. It uses 
a small screen and you need 
to present only what is very 
important for a particular 
player at that moment.

So I think from this 
perspective it’s different, but 
the tools and everything are 
the same. How you use them, 
depending on the platform 
that you are using, is what 
changes.

Obviously desktop and 
mobile are completely 
different.

Andrew

I come from a mobile-
first approach. In the last 
five years we’ve seen that 
sometimes up to 80% of 
players are playing from 
their mobile. 

We don’t exclude 
desktop, but we obviously 
give much more 
importance to mobile. 
And I think it has become 
easier just because all the 
communication methods 
nowadays are usually on 
your mobile device. 

Whether it’s your email, an 
SMS, a WhatsApp message, 
Telegram, a push notification. 
If you have to compare, let’s 
say a marketing campaign 
where we want to give you 
a promotion of a deposit 
bonus, on mobile it’s as 
easy as sending you a link, 
and when you click on it 
everything is kind of done 
for you, especially if you are 
already logged in. You just go 
ahead and deposit.

On desktop, if this campaign 
was delivered via SMS or even 
email, if you’re looking at the 
email on your mobile, then 
you go on your desktop and 
you need to start typing. So 
there’s a bit of friction and 
the user experience becomes 
a little bit different.

If you’re targeting 
desktop players, usually 
the instructions need to 
be a bit more clear.

You need to think it 
out a bit more in depth, 
just because usually the 
communication method is 
going to still be on your 
mobile device. 

But for those operators that 
see most of their traffic 
coming in from mobile, it has 
become super easy because 
you just send out a link – 
whether it’s to a new game, a 
promotion, maybe a newsletter 
– and you just open it up in 
your browser directly from 
your SMS.



EDITOR’S CONCLUSION

Key things, which must be taken into 
consideration to develop the right mobile 
strategy, include regulation and compliance, 
the precise localisation of content, 
promotions, user experience and payment 
methods – and the development of new 
technologies and engagement tools to keep 
customers happy and playing.

In this day and age, it seems 
having the right strategy for 
mobile can make or break the 
iGaming industry’s operators and 
suppliers alike.

Businesses would also 
do well to look outside 
the world of iGaming for 
inspiration. 

Businesses must be prepared  
to meet their customers wherever they want 
to play – whether it’s on mobile, desktop, tablet, 
or even in person.

The right approach in 
mobile can help businesses 
overcome all of these 
challenges, and, we 
believe, flourish into the 
future.
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While our industry is famously innovative 
and fast-moving, giant global brands like 
Instagram, Spotify and YouTube can provide 
the inspiration for an additional push in online 
gambling innovation.

And of course, one thing we mustn’t forget 
is that mobile, while crucially important, is not 
the be-all and end-all. 






