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Five months into my new job as CTO at Boss 
Media, I must say the fierce competition and the 
speed of market development exceed my ex-
pectations. Ensuring our clients have a state-of-
the-art gaming platform to enable them to stay 
ahead of the competition is what makes my job 
so exciting. Players should never be more than 
one click away from being able to play and 
gaining that experience that inspires them to re-
main loyal to the operator. Boss Media is in a 
great spot to facilitate clients’ success with its 
skilled personnel and strong belief in open ar-
chitecture and technology to improve efficiency 
and increase customer satisfaction. 

With the new Boss Media Management System, 
we open a world of possibilities for gaming 
operators. At a minimal cost, operators can pick 
and choose from the best game suppliers and 
integrate all their games under one coherent 
back-office system. This gives them a true one-
account solution and enables simpler, more ef-
ficient CRM support. Recent developments in 
the U.S. will undoubtedly make competition for 
European players even tougher. These are truly 
exciting times, and exciting times require excit-
ing products. I am here to make sure we live up 
to our promises, by delivering products of out-
standing quality on time.

Roger Laudon
Chief Technology Officer, Boss Media

A RocK-SoLId FoUNdATIoN
ST MINVEr: NETworKING for SUccEss

Gibraltar, a British sovereignty, is essentially a 6.5 km† limestone rock loosely 
connected to the southern tip of Spain. It is acknowledged as the meeting place 
of continents since it is strategically located in the narrow Straight of Gibraltar 
linking the Atlantic Ocean to the Mediterranean Sea, Africa to Europe. Gibraltar is 
not only a world-leading centre of �nance with an extensive telecommunications 
infrastructure; it also offers regulated, tax-free online gambling. It therefore makes 
an ideal home to several leading gaming companies. 
WHITE-LABEL GAMING: A REd-HoT IdEA 
St Minver, founded in 2003 and headed by Gary 
Shaw, is firmly situated upon The Rock, as it is 
colloquially known, holding one of several highly-
coveted online gaming licenses granted by the go-
vernment. St Minver provides white-label online 
gaming services. In other words, St Minver does 
not offer products and services to end customers 
under its own brand name, but designs, opera-
tes and markets casino, bingo and poker sites for 
clients under their own well-known brand names. 

Clients enjoy the benefit of offering gaming services 
through St Minver’s license without the rigors and 
expense of becoming an operator. 

Shaw says the idea for his company came in the 
late 90s: “I knew there were very complex systems 
behind many of the earlier Internet gaming sites. 
They were obviously making good money, but not 
a single site was backed by the recognised brand 
name of a blue-chip company. “People naturally 
prefer to have fun with established brands they 
know and trust. I knew then that successful media 
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»Network partners deliver the traf�c, and we 
deliver a great gaming experience to players.«

companies like Yahoo would seek to enter the gaming 
market in the immediate future.” Shaw was right 
on. Today, St Minver is the largest operator of 
European gaming networks by providing solutions 
to clients with leading online brands including 
Yahoo, Littlewoods, Virgin Games, Orange and Last-
Minute.

THE NETworK SPIrIT: ALL for ONE ANd ONE for ALL
St Minver operates, manages and administers two 
major online gaming networks: the International 
Bingo Network and the International Poker Net-
work (IPN) at www.ipnpoker.com. Each network is 
comprised of multiple leading gaming companies 
that act in partnership to direct players to a single 
gaming community through their branded web sites. 
Partners benefit from a shared critical mass of play-
ers. A large volume of players generates a greater 
sense of community and enables the operator to 
offer more attractive games suited to various player 
segments. Tournaments and large cash prizes conti-
nually attract new players to the network and en-
hance customer loyalty. A network also gives part-

ners the opportunity to profit from joint marketing 
activities.

“The success of a gaming network greatly depends 
on player liquidity and multiple, big-name partners 
to bring in the traffic. No single commercial ope-
rator will be able to sustain the necessary liquidity 
to remain successful on its own,” maintains Shaw. 
“Only a state-owned operator could do it in a deve-
loped economy. It would otherwise be too costly.”

Effectively managing a gaming channel requires 
the operational experience, controls and systems 
that St Minver provides for its clients. “St Minver is 
in a powerful position. Although we’re not Yahoo, 
we hold the actual gaming license and have the abi-
lity to manage our partners’ important customer 
data. We buy advertising media for our clients, ha-
ving expertise in the regulatory frameworks of dif-
ferent jurisdictions, where certain types of promo-
tions may be restricted. And one of our core skills 
is providing knowledgeable customer support. We 
take customers’ calls and communicate with them 
by e-mail, or even through online chat in the case 
of the IPN.” Shaw boils down St Minver’s job: 

“Network partners deliver the traffic, and we deliver 
a great gaming experience to players.” 

THE INTErNATIoNAL PoKEr NETworK
The IPN relies on Boss Media’s poker software and 
the WebDollar payment solution, which allows 
players from different nations to conveniently play 
in their home currencies. “Boss Media wanted to 
focus on the development of the underlying tech-
nology while our focus was on management and 
the marketplace,” relates Shaw. “Most of our per-
sonnel had good poker experience having helped to 
set up a poker network a year before, so our mis-
sion was to get Boss Media’s poker network up and 
running.”

The IPN, originally launched in 2003 as the Boss 
Poker Network, is now “the most successful poker 
business in Europe purely in terms of the number 
of cash players and one of the top poker networks 
in terms of size,” informs Shaw. There are currently 
54 sites that direct players to the IPN. The network 
enjoys a daily average of 25,000 unique players, 
with 6,000 concurrent players at peak, and about 
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CONTINUED FROM PAGE 3 500 new player registrations per day across the net-
work. 

Shaw says the IPN has a monthly growth rate of 
15%–18% due to the success of its new and existing 
partners such as Virgin Games and LastMinute.
com. “We’ve benefited from a change in the mar-
ket whereby more substantive brands are coming 
on board. “In fact,” reveals Shaw, “a company with 
one of the most influential Internet brands will be 
joining the IPN right after the new year.”

IT�s A DoTcoM-EAT-DoTcoM WorLd
Online poker is a tough market, but Shaw main-
tains the IPN holds a strong hand with one of the 
best gaming platforms, illustrious partners, high 
liquidity and a lack of internal conflict. “The IPN is 
probably the cleanest poker network in the world,” 
explains Shaw. “By that I mean St Minver operates 
the IPN in a balanced manner, with no conflicting 

interests that could undermine network partners. 
Owners of other poker networks ironically end 
up competing with their own partners. Overnight 
buyouts and severed partnerships can happen when 
a network owner moves to consolidate its profits 
and strengthen its own brand. Partners in these 
networks put themselves in a compromising posi-
tion. They are at the whim of the operator and con-
stantly need to be looking over their shoulders. St 
Minver is an unbranded gaming services operator 
with no conflict of interest. This is the only way to 
operate a sustainable network.” 

Another strong card in St Minver’s hand is its 
early decision to concentrate its network marketing 
efforts on Europe and jurisdictions where online 
gaming regulations were likely to be favourable 
3–5 years into the future. A new U.S. law enacted 
on October 13, the Federal Unlawful Internet Gam-
bling Enforcement Act, dealt a massive blow to the 
online gaming industry, but had littleeffect on the 
IPN, which catered to an extremely small percen-
tage of American players who have subsequently 
been blocked from the games. Surprisingly, the 
enactment of new U.S. law actually gives the IPN a 
competitive edge: it will enjoy a higher liquidity 
than competing networks that have relied upon 
American players to fill too many seats at their 
game tables. 

CooPErATIoN wITH Boss MEdIA
Shaw emphasizes St Minver’s business relationship 
with Boss Media “is a partnership in the truest 
sense.” He says personnel from the two companies 
“work very much as a team” to maintain and pro-

mote the IPN. “Personnel at St Minver talk to Per 
Karlsson [head of Operations at Boss Media] several 
times a day, and he comes down to Gibraltar on a 
regular basis.” Shaw says the ongoing cooperation 
between St Minver and Boss Media “wasn’t planned, 
but just developed over time due to the very nature 
of the IPN.” 

BIG, CoLoUrfUL PLANs 
“We want to become the Number One games net-
work in the world,” says Shaw without hesitation. 
“In the next three years, we will launch 15–20 new 
products. These include sudoku, blackjack, mah-
jong and other games that require a bit of skill and 
provide environmentally-rich entertainment, like 
our Jurassic Golf game. The games will be offered 
in a variety of languages to appeal to jurisdictions 
with favourable legislation like Scandinavia and 
Turkey. We will also arrange tournaments for the best 
weekly players and give out thousands in bonuses 

per week to attract a high volume of players – even 
low-stake players. Our games network will become 
one of the world’s largest gaming networks within 
two years, serving about 20 million players per day 
and 100,000 concurrent players at peak.”

Shaw acknowledges that “Boss Media is central” 
in terms of how St Minver will deploy its plans for 
the future. “Boss Media will supply us with the back-
end system to manage our growing player database 
as well as software and other technologies, and make 
sure we can attract partners to the network.” 

In September, St Minver agreed to use Boss 
Media’s Management System, a back-end reporting 
and administrative tool designed to offer com-
plete control of a comprehensive digital gaming 
operation. Management System will integrate all St 
Minver’s games and systems for easier central 
administration. “We will offer many games to many 
players, and Boss Media’s Management System will 
enable us to manage all these players through a 
single back office,” explains Shaw. “We will get a 
consistent view of our players in terms of who they 
are and the games they prefer. It’s also important 
that a player will not need to open multiple accounts 
to play our different games.” 

DEsTINATIoN ENTErTAINMENT
“The players we are looking to serve may not be 
high-end players, but they are looking to have fun,” 
says Shaw. “Our goal is to give 50% of the players 
their money back. We are more about becoming an 
entertainment enterprise; less about seeking to be a 
liability for the player. Entertainment: that’s where 
we want to be.”
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ENdEMoL GAMING
Guesstimates say only about 5 percent of all gaming 
now takes place online. Thus, there is a vast gaming 
audience just waiting for companies to reach them 
with few good reasons and an easy path to play 
online. Endemol Gaming, a division of Endemol 
UK, was launched in May 2006 to specialise in the 
creation and production of multi-platform gaming 

The truth is, we are all gamblers by nature. Life itself is a game of odds and 
probabilities. Innovative companies are ready to cash in given the insight that we, 
the mass market, are inherent gamblers who seek enjoyment, crave interaction 
and can now be reached through many different digital media. One such company 
is Endemol Gaming.

ENTErTAINING THE MAssEs

�

Noel Edmonds – Deal or no Deal UK

CONTINUED ON PAGE 6

ENdEMoL GAMING
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CONTINUED FROM PAGE 5 entertainment for the mass market. The relatively 
new division already has at least two great cards in 
its hand. One is its existing ties to gaming industry 
leaders such as Ladbrokes, Sportingbet, Camelot 
and Gala through it’s previous consultancy work. 
Another is Endemol’s existing portfolio of enter-
tainment formats with monumental mass-market 
appeal such as Big Brother, Fear Factor, 100 to 1, Star 
Academy and the hit game show, Deal or No Deal.

THE DEAL Is ON
Endemol’s Deal or No Deal has become a TV sen-
sation in more than 47 nations. In the game, a 
finalist is selected from a group of contestants by 
answering the most questions correctly. The finalist 
chooses one of approximately 26 sealed boxes con-
taining a secret cash prize. The excitement mounts 
as this contestant must decide whether or not to 
keep the closed box containing one of 26 different 
known sums or accept occasional cash offers from 
the mysterious Banker in exchange for the box as 
the values in the remaining 25 boxes are revealed. 

Endemol touts Deal or No Deal as “the most flex-
ible game show ever invented”. The game, which 
may vary slightly from country to country, can be 
broadcast as a prime-time 90 or 60-minute weekly 

special or in stripped-down versions. The game theme 
also lends itself to slot machines and games for other 
digital media. Deal or No Deal has already been 
converted into an instant win game for the UK 
National Lottery and a fixed odds game that launched 
on Ladbrokes and Gala Coral recently. “The game 
format works because it’s simple by nature,” says 
Brian MacSweeney, Creative Director at Endemol 
Gaming. “People want to play easy games that offer 
an entertaining experience. Complex games that 
require huge learning curves and too many choices 
turn off the average person. Many people seriously 
struggle even to use automatic phone IVR systems. 
The recording says to push 1, 2, or 3, and there’s 
always a few who press 4! Deal or No Deal works 
because it is intuitive. Players don’t need to be taught. 
It’s simplicity is it’s genius” For next year, Endemol 
Gaming are aiming to launch a peer-to-peer online 
version.

MacSweeney admits, “We’ll never create a game as 
good as poker. However, we can use poker as a model 
for the new games we develop. Poker is 60 percent 
skill and 40 percent luck. You can have different 
varieties of poker, but it’s essentially just one game 
that’s relatively simple to learn. With something 
like P2P Deal or No Deal, we can use the fabulous 
infrastructure, offline marketing and the deep com-
munity aspects of poker but layer it with a product 
that is less skillful and appeals to a larger audience.”

TArGETING THE MAss MArKET
In defining the target market for its online games, 
MacSweeney says Endemol Gaming is interested in 

reaching out to the natural audience. “Our games are 
essentially designed to target everybody who likes to 
sit down and be entertained – right now that means 
watching TV.” He explains, “In traditional gaming, 
demographics have usually focused on dividing the 

market into two segments, such as those who’ve 
registered and those who haven’t, male/female or 
high roller/low roller. In television, there are 30–40 
different demographic types associated with diffe-
rent programming time slots throughout the week. 
There is a natural gaming audience in every time 
slot – a group of people who enjoy the added 
excitement and element of risk. We are targeting 
that mass audience of players who want to be enter-
tained in return for their stake.

We want people, perhaps those who might play 
bingo and poker offline, to enjoy themselves online 
without making them feel like they are gambling. 
We want them to come away with the feeling the ten 

»Deal or No Deal works because it 
is intuitive. Players don�t need to be 
taught. It�s simplicity is it�s genius.«

»We want people, perhaps those 
who might play bingo and poker 
of�ine, to enjoy themselves online 
without making them feel like 
they are gambling.«
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dollars or so they may have lost is money well spent 
for the entertainment experience. These players may 
play with smaller stakes, but it leads to a safer, more 
stable gaming business. You’re not at risk of losing 
your high rollers and all your revenue overnight.”

INNoVATIoN for GrowTH
In addition to looking for new opportunities to 
exploit Endemol’s popular formats through different 
channels, MacSweeney’s creative team also develops 
entirely unique formats for gaming. “The online 
gaming sector has grown by consolidation, but it 
can also grow through innovation – providing new 
products with wide appeal. Our ultimate goal is to 

connect the mass market to online gaming, so we 
focus on developing appealing games rather than 
merely slapping on a brand or forcing the brand. 
My role is to make sure we deliver the right product 
and to ensure the quality of what we produce. We’re 
a B2B organisation, and at the end of the day, it’s 
about delivering the best product – the product 

that offers a high entertainment value and additional 
revenues – to our clients.”

Current projects at Endemol Gaming include 
finding partners for Tower Power, a non-branded, 
fixed-odds dice game that combines elements of Tetris. 
Early next year, the company also plans to launch a 
highly customisable live-sportsbetting product, Vivo, 
designed to get players “involved in the emotion of 
the game” by bringing them “as close to being there 
as it gets”. MacSweeney says another current project 
also has a high chance of being successful: “Sports-
betting is popular, but has really been quite neglec-
ted. Vivo is the ultimate matchday experience. We 
are also looking at creating an online community 
for sports fans to let them share opinions and 
thoughts, getting them involved in the emotional 
experience and ultimately getting them to wager. 
The idea is to let the web site drive a television 
show. In the next 12 months, we should see a TV 
show as an offshoot of a web site, rather than vice 
versa.”

REcIPE for SUccEss
The recipe for a successful online game for the mass 
market has several important ingredients. Mac-
Sweeney says, “Betting is quite dry in itself, but we 

start by understanding why serious punters place 
bets. We want to produce games that cater to serious 
punters, but add an entertainment layer onto that 
to provide good value and a fun angle for new, 
mainstream audiences. We keep the core elements 
high rollers like and then broaden the audience 
further by adding progressive jackpots and other 
entertaining features that don’t get into the high-
rollers’ way.” 

A big name and brand entices players to a game, 
but simplicity is vital. “It’s not all about amazing 
graphics and who’s got the slickest roulette wheel,” 
says MacSweeney. “New players enter the lobbies of 
some Internet poker rooms and think, ‘Oh, my 
God!’ and are turned away by the complexity. You 
want a game that gets players saying right away, 
‘Yeah, I can play this! I can win this!’” MacSweeney 
adds that localisation is also important. “In terms 
of gaming products, it’s not ‘one size fits all’. It 
really pays to consider local markets in terms of 
tastes and trends as well as legal issues.” Finally, getting 
players interacting with each other in a live-playing 
environment is a key factor. “TV can really power 
an audience. If a sports event is televised, there will 
naturally be more betting. Players get caught up in 
the mass hysteria and excitement of being one of the 
thousands watching, sharing the experience.” says 
MacSweeney. “We want to recreate that commu-
nity feel and give players value for their money and 
the adrenaline rush of being part of the action or 
part fo the show. It’s emotional gaming”.

»We�ll never create a game as 
good as poker. However, we can 
use poker as a model for the new 
games we develop.«

»We want to recreate that com-
munity feel and give players value 
for their money and the adrenaline 
rush of being part of the action.«
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ATTrAcT MorE PLAyErs IN A FLAsH
Boss Media�s new Flash poker client will 
be released for delivery in the spring of 
2007. Orders will be taken in January, 
and it will be �rst come, �rst served in 
terms of delivery to interested clients. 
Björn Lundsten, poker product manager at Boss 
Media, is very satisfied with the Flash game, which 
complements an already extensive product portfolio. 
”Flash poker naturally belongs in our product port-
folio. It has been eagerly awaited! This is a way for 
our clients to broaden their selection, effectively att-
ract new customers and enter into exciting markets.”

Lundsten says the Flash client is very significant 
in terms of future gaming products by attracting more 
players and meeting the market’s ever-increasing 
demands. “Starting a game has to be quick and 
easy, so Flash poker is ideal. Poker is an extremely 
exciting game in itself, so by adding the dynamics 
of a Flash solution, we gain a very tempting game 
that is easy to log in to and provides rapid satis-
faction for customers.” 

Lundgren is convinced Flash poker makes a great 
complement to existing poker operations with a 
traditional downloadable client: “Operators with 
Flash poker will not only have a more complete 
product range to offer existing customers, but the 
ease of access will entice a completely new custo-
mer category. Flash poker is extremely attractive to 
the customers we call casual gamers – players who 
have not yet tried online poker or players who quite 
simply want to participate in quick poker games on 
their lunch breaks. Flash also appeals to players who 
can’t download a full poker client for installation.”

“I am looking forward to taking on an even greater 
responsibility in leading and developing Boss Media, 
one of the leading software houses in the interna-
tional gaming market,” says Tivéus, one of Sweden’s 

Meg TivØus, the former managing director of Svenska Spel, has now taken over as Boss Media chairperson. 
TivØus succeeds Björn Nordstrand, who sat as chair of the Boss Media Board since 1998. Until the next AGM
in 2007, the Board now consists of TivØus, Jan Westholm, Thore Ohlsson and Per Thunander.

MEG TIVÉUs NEw cHAIrPErsoN of Boss MEdIA

most successful female business leaders. At the age 
of 24, she became the first female corporate president 
in Sweden and is now regarded as one of Sweden’s 
most powerful women. Tivéus is an extremely 

charismatic leader with a con-
tinually full-booked schedule.
Her leadership style is characterised
by speed and enthusiasm. 


