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I will tell your story.    
Simply, like friends or colleagues chatting over coffee.  
And then they’ll say, “I’m sold. Tell me more!” 
    

 B2B and B2C 

 Direct Mail  

 Direct Response 

 Case Studies 

 Newsletters 

 Ad Copy 

 Press Releases 

 Blogs 

 How to Articles 

 Product 
Description 

 Catalog Copy 

 Conference 
Content 

 Email 
Campaigns 

 Sales Brochures 

 

 

 

Specializing in B2B with a passion for: 
 
 Casino Gaming 
 Health and nutrition 
 Organic gardening & sustainable living 
 Water sports, kayaking and boating 
 Outdoor recreation – hiking, camping, RV’ing 
 Adventure travel 
 Cross-training, running and active lifestyles 
 
 

 



 

 

“As a lifelong business development professional, practicing long- term, 

relationship- based sales, my success has always been linked to marketing 

that drives quality leads and opportunities.  In the six years I have 

associated with Christine Faria, I have greatly benefited from her skills: 

copy, designing ads, creating case studies and client testimonials that make 

my telephone ring with clients and prospects that ask the right questions 

and completely fit our business model. Whether she is creating original 

pieces for Raving or our B2B clients or crafting ideas for our partners, she 

drives sales.” Amy Hergenrother, VP of Business Development, Raving 

Consulting Company 

 

 

 

"Some writers are worth taking a chance on.  There is no chance-taking 

with Chris Faria; she is the real thing.  She's gifted.  She's passionate.  

She's smart.  She's generous.  If you want something more than that – good 

luck!" David Kranes, Playwright & Author 

 

 

“What can I say about Chris? She can take my convoluted, 

hodgepodge ramblings and make them into something that 

will keep readers interested and entertained while still getting 

the point across. She takes the time to figure out what I want 

to say, then says it better than I ever could. The first article Chris wrote 

about my product was done in such an effective manner that I had over 30 

properties contact me within a week inquiring about the Slot Service Guard. 

It has been an honor working with and getting to know Chris.” Jason 

Newkirk, President, Slot Service Guard  

 

“Working with Chris has been incredibly valuable for 

me in that she has opened my eyes to my customer’s 

perspective.  She has a gift of understanding what they 

want and therefore, how to best present my 

offering/service (home parties) with juicy copy 

synthesized/organized in a compelling way.  Chris is passionate, super 

smart and a highly reliable woman who gets fired up over wanting you to 

succeed!  I highly recommend using her services.” Monica Wright, 

Cheeky~Clothing, Jewelry & Accessories 
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You’re digging deeper into your database than ever before; you’ve invested in 
sophisticated technology; you’ve got the added tools of e-marketing; overall, 
you’re working smarter, right? You say your numbers are not as good as they 

were back in ‘08, but everyone knows it will never be like that again.  
 

I’m calling B.S. on that one.  
 

Dear Frank, 

 

How long can we blame our numbers on a challenged business climate? Fact is, there are casinos out there 

that are experiencing true growth. And you know why? Instead of scattering their efforts and limited resources across 

the board, they are mastering their marketing and player development strategies piece by core piece. 

 

How about you? Do you ever feel like you are throwing your valuable time and money at the wall and seeing 

what sticks? How do you really know where to focus your resources? Let us help: 

 

Attend the single largest and most important gathering of its kind in the gaming industry – Casino Marketing 

2012, July 24-26 at Paris Las Vegas. This year’s 9
th
 annual conference is expected to draw some 400 attendees – 

marketers, operators, suppliers – from all over North America, with increasing international participation. Preceding 

Casino Marketing, July 23-24 is the highly praised, one and a half day conference, Drive Revenue and Grow 

Business: An Advanced Sales Model for Your Host Department.  
 

 If you want the latest word on TECHNOLOGY, SOCIAL MEDIA, INTERNET GAMING, PLAYER 

DEVELOPMENT, CROSS-ORGANIZATION SALES & LEADERSHIP … and how to zero in on what focus makes 

sense for your casino, check out the enclosed brochure for this two and a half day conference.  

 

I know your time is incredibly limited and you need to know that you are going to leave with tactical 

and actionable strategies to take you and your team’s performance to the next level. We won’t waste your time: 

 

1. We’re like pit bulls, we’re not going to let go until someone tells us HOW and IF we can measure 21
st
 century 

technology and Internet media strategies. We’re tackling this issue from two sides. First, Aron Ezra, Bally’s new 

wunderkind and VP of Mobile, has been leading mobile technology – and vigorously positioning his company to be at the 

forefront of the changing face of gaming. He has a 

view of technology for the casino workplace that actually makes complete sense to this old-school guy. Just where’d he 

get his crystal ball from? Oh yeah, Princeton & Yale.  

 

2. The second piece to the 21
st
 century puzzle will be the DINOSAURS versus the TWEETERS panel. Did I really 

say that? I actually did. But truly, the war of time and resource management,   prioritizing traditional marketing and e-

marketing, is still confounding us and perhaps diluting our overall efforts. This will be one of the most talked about 

discussions of the entire conference.   

 

3. It’s a really VERY small club these ladies have created. Wouldn’t you like to pick the brains of three of the most 

successful and highest level female gaming executives, uh, EVER? You might have heard of them … Ginny, Virginia and 

Long Copy Direct 
Mail Letter 



Staci? I know I’ll be asking these Lifetime Achievement Award winners about how they have mapped their personal and 

company successes. And don’t kid yourself; their rise has been nothing less than strategic. 

 

4. Introduced last December, the Raving produced conference Drive Revenue and Grow Business: An Advanced 

Sales Model for Your Host Department will only be offered once in 2012 and precedes the Casino Marketing conference 

at Paris Las Vegas. This sought after advanced training delves deep into sales skills, database management, analytics, and 

the math of player value.     

 

5. And, as with all of our events, in addition to the senior level, leave your brain gasping for air educational 

seminars, this conference features a number of outstanding networking opportunities where you can interact with and 

trade tips with presenters, peers, and “best in class” exhibitors. All attendees are also invited to attend the always inspiring 

Casino Marketing Lifetime Achievement Award Luncheon and the Romero Awards breakfast. 

 

And of course, that’s not all. Just check out the enclosed brochure.  

 

You can register online today for Casino Marketing 2012 or the new Drive Revenue and Grow Business: An 

Advanced Sales Model for Your Host Department (or both!) at www.casinomarketingconf.com.  

 

Don’t miss the two conferences that will give you the tools to get you personally to that next level of 

performance you’ve been striving for. And back to those EBITDA numbers you had back before the economy took a 

dump. Questions about the program? You can call me directly at 775-329-7864, or email me at 

dennis@ravingconsulting.com.  

 

Raving is proud to produce this conference on behalf of BNP Media Gaming Group. We look forward to 

seeing you this July. Thank you. 

 

Warm Regards, 

 
Dennis Conrad, President and Chief Strategist        

Raving Consulting Company  

  

PS – Sign up by July 6 and save $100 per registration! It’s easy – go to www.casinomarketingconf.com. 

  

http://www.casinomarketing2009.com/
http://www.casinomarketing2009.com/register.htm
http://www.casinomarketingconf.com/
http://www.casinomarketingconf.com/
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Case Study: Marketing and Database Analysis Program 

Property Description 

The State of Louisiana hosts 15 riverboat casinos, pari-mutuel facilities and one land based commercial casino 

in New Orleans. Cypress Bayou Casino/Shorty’s is one of three land based tribal casinos in the state and is 

located about an hour in either direction from their nearest competitor. They have 1375 slots, 50 table games, 

live action poker room, simulcast racing, an event center, nightclub and six restaurants.  

Cypress has been a client of Raving since summer 2009, when they started with our Slot Ambassador Program. 

Since then, Raving has partnered with them on a Guest Service Design Program (see case study below), 

Marketing & Database Analysis, Table Games Analysis, Host and Player Development. 

We asked Shannon Redmond, Director of Marketing, to share some specific marketing challenges that Raving 

helped Cypress overcome through their Marketing and Database Analysis program. She shared with us: 

I see SUCH huge differences in what we do now as compared to what we did before Raving. For the month of 

March 2011 – our year over year gaming revenue has gone up +8.5%. Our competition: Evangeline Downs (-

7.8%), Amelia Bell (-7.5%), Baton Rouge Market (-6.7%). These were just a few of the challenges and solutions 

we worked on with Raving:  

Challenge 1: How do we utilize our database more effectively? 

We were sending mass mail to everyone in our database; the same mail piece with the same information to 

every person who had been in our door for the past year. 

Raving Solution:  Target players utilizing worth segmentation including demographics, ADT etc. 

Results:  

 Significant cost savings in direct mail program. 

 Targeted current players of value versus “anyone” in database. 

 Taught us what customer to target with what promotion.  

 Taught us to look at what level customer was actually participating in what promotion – leading to more 

targeted promotions. 

Challenge 2: How do we measure the results of our promotions? 
We run promotions, but have found that we are doing the same types of promotions over and over. How we 

make ourselves stand out from the competition? How do we measure the results? 

Raving Solution: Utilize different types and varieties of promotions that had been proven in the industry. 

Create clear objectives and goals for different promotions.  

Case Study 



 

Why Running is a LOT like Sex 
 

After being together for 24 years, I can tell you that getting lovey with my husband doesn’t 
happen quite as often as it did when we met back in the big hair days (referring to the bands and 
both of our hairstyles). It bugs me that I say it bugs me, but I don’t make the effort to change it. 
 

It’s like that revolving bucket list. You think that you are progressing with everything you should 
do, you need to do, you want to do. You tell yourself, “I am nothing if I don’t live to my full 
potential!”  But another day goes by. And more really good excuses. 
 

So I’ve gotta’ a pretty long list of “live to my full potential items,” besides having more sex with 
my husband. One of those items is to run consistently. Bottom line, I feel amazing after I run – I never say “wow, I wish I 
didn’t do that” after I’m done. NEVER. But it is always a “negotiation” with myself to lace up and hit the pavement. 
 

Interesting how there are so many similarities between both activities and the excuses that I come up with.  For 
example, the reasons why I might talk myself out of sex/running: 
 

•    I’m full. 
•    I’m tired. 
•    It’s too hot. 
•    It’s too cold. 
•    It’s too early. 
•    It’s too late. 
•    I’m gassy. 
•    I don’t have the time – I have more pressing/urgent things to do. 
•    I’m feeling out of shape. 
•    I’m feeling self-conscious. 
•    My hip/back/knee is feeling a little achy. 
•    There’s always tomorrow. 
•    It just doesn’t sound all that appealing. 
•    I need a day off. 
•    Reading my book/sleeping is really making me really happy right now. 
 

Wow, a lot of excuses, right? The thing is, EVERY TIME after sex/running I: 
 

1.    Am so glad that I did it. 
2.    Want to do it again, soon. 
3.    Wonder why I don’t do it more. 
4.    Elevate my spirit. 
5.    Feel special and loved. 
6.    Think my body is a rockin’ machine. 
7.    Am mentally and physically high the rest of the day. 
8.    Believe I’m healthy and youthful and sexy. 
9.    Feel like I gave something. 
10.    Stop counting the minutes and just enjoy it. 
11.    FEEL BLESSED THAT I CAN DO THIS. 
 

So, what the hell, right? It blows my mind knowing that say, as little as 20 minutes can give me hours of joy, but 
negotiate with myself, I still will. My new mantra: I can find 20 minutes.  Just give 20 minutes. (And I just KNOW my 
husband is going to read this and post it on the fridge). How ‘bout you? Got 20 minutes to do something good for you? 
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Published Press Releases and Articles 
Casino Journal Magazine 

Indian Country Today Media Gaming Network 
Reno Gazette Journal 
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