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Branding is an all encompassing strategic
philosophy that goes so much further than
the creative process

Branding allows you to solve your biggest
problems while leveraging your existing
advantages

In other words, I can turn challenges into
opportunities to change the public 
narrative

BRANDING
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SAN MANUEL CASINO
HOW FAR IS FUN?
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HOW FAR IS FUN?
San Manuel Casino

  Challenge/Opportunity

A looming economic downturn is 
threatening the local economically 
depressed region, resulting in losses 
of spend per guest. Additionally, 
brand awareness trailed multiple 
properties outside of the local market.
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BROADCAST CAMPAIGN - 6 SPOTS IN TOTAL

  Solution 

An aggressive “education” plan to grow 
customer base and brand awareness to 
offset declining spending, 
focusing on the most clear competitive 
advantage, 

location. In other words, change the 
definition of what is considered “local” 
by reaching Los Angeles, 
Orange County and Riverside.

https://www.youtube.com/watch?v=Ajo_wEtC-fE&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=37
https://youtu.be/e9AGORJHhrA
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REGIONAL OUT-OF-HOME
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PRINT
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AIRPORT AND STADIUM ADVERTISING

https://youtu.be/mqWU7i9aoOA
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  Did it work?
 
307% increase in headcounts from 
guests over 60 miles and 6% increased 
revenue during the ‘08/’09 economic 
downturn.

Kicked off years of skyrocketing 
revenues.

https://www.youtube.com/watch?v=7s-fy-jFM4w&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=39
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SAN MANUEL CASINO
YOU ARE HERE
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  Challenge/Opportunity:
 
Despite major success in expanding 
geographic markets, research shows 
casino guests in the market want a 
more personal or emotional connection 
to the brand, bringing about concerns 
of long term loyalty, share of wallet, 
ADT and appeal to specific 
demographics.

YOU ARE HERE
San Manuel Casino



DAN MORALES I BUILD BRANDS 12

  Solution:
 
“You Are Here” is a personal campaign 
involving “real” people with real 
experiences in real casino locations. 

https://www.youtube.com/watch?v=VbGbYXZFhyY&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=29
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OUT OF HOME 
Our billboard concept consists of 3D text and logo extruding from the normal board dimensions. 

This will capture attention and allow the boards to “come to life”.



DAN MORALES I BUILD BRANDS 14

PRINT

  Did it Work?
 
Improved brand awareness in market 
from 3rd to 2nd. ADT and carded play 
% increased significantly (8%). 

Additionally, the campaign received 
national awards.
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SYCUAN CASINO
PLAY. WIN. TOGETHER.
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  Challenge/Opportunity:
 
The casino is at risk of becoming 
irrelevant, sitting in 4th in brand 
awareness in market. While headcounts 
are strong, the casino is viewed second 
rate resulting in low ADT and small VIP 
program. Through research, we 
discovered the Tribe is known more for 
community involvement than casino 
success.

PLAY. WIN. TOGETHER.
SYCUAN CASINO
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  Solution:

“Play.Win.Together.” was a risky 
community focused campaign focusing 
on a day in the life of San Diego to show 
how deeply engrained the name “Sycuan” 
is within the community. 

https://www.youtube.com/watch?v=gblay0h4GWo&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=26
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3-DIMENSIONAL OUT-OF-HOME
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3-DIMENSIONAL OUT-OF-HOME
HISPANIC MARKET

https://youtu.be/MjW_Dc0WDEI
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PLAY.WIN.TOGETHER.  
BRAND KICK-OFF CELEBRATION

  Did it Work?

The launch of the campaign 
started 4 consecutive years of 
record-breaking revenue and ADT. 

https://www.youtube.com/watch?v=KTxaDpsngvI&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=28
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SYCUAN CASINO
PLAY. WIN. BUILD. TOGETHER.
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  Challenge/Opportunity:

Play. Win. Together.
Has been a tremendous success, 
however, preparing for announcement 
and public response to a 260 million 
dollar expansion looms large. Expansion 
itself is a major change with messaging 
that must be carefully managed.

PLAY. WIN. BUILD. TOGETHER.
SYCUAN CASINO
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  Solution:
 
“Play.Win. Build. Together.” was a massive 
push for a message of inclusiveness to our 
existing guest base. Creating a narrative 
that the expansion is being completed 
“together” with the community was 
paramount to maintaining revenue levels 
and simultaneous build of excitement. 

Large scale media events were executed 
around the campaign with constant updates 
to team and guests. 

https://www.youtube.com/watch?v=amhdSdqdC3o&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=16
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Sycuan Casino Resort  
VR PROPERTY LAUNCH
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SYCUAN VISION
VIRTUAL REALITY APP

Virtual Reality app and 360º video created took over five months to complete. Our visual effect team ensured no detail 
was overlooked in creating a realistic experience. Accompanying the visuals with a spatial audio transports the viewer 

to an immersible VR Sycuan experience. The app is best experienced with the Sycuan Vision Viewer.
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SYCUAN GREEN LINE
TRANSPORTATION & OUT-OF-HOME

We were able to secure the naming rights to San Diego’s MTS light rail system to help promote the upcoming expansion. 
The next few pages showcases some of the colorful assets that currently canvas the - newly named - Sycuan Green Line 
trains and stations. Since resorts have daytime and night time activities we felt it was important to showcase both faces of 

the upcoming resort while incorporating famous San Diego landmarks.
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CONSTRUCTION PRESS AND PROMOTION

  Did it Work?
 
Sycuan dominated the news cycle 
from groundbreaking through 
ribbon-cutting. Seizing the 
momentum of the previous 
campaign, we managed the struggle 
of a intrusive construction schedule 
with negligible impact.  

https://youtu.be/r5rsx1b1V8A
https://youtu.be/oEYNfQS-Dvc
https://www.youtube.com/watch?v=r5rsx1b1V8A
https://www.youtube.com/watch?v=oEYNfQS-Dvc
https://youtu.be/Vjnyd7Jo05Y
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SYCUAN CASINO
MORE OF THE DIFFERENT
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  Challenge/Opportunity:
 
Opening a 260 million dollar resort 
expansion with a focus on 4 diamond 
service standards and new amenities 
without alienating the existing customer 
base.

MORE OF THE DIFFERENT
SYCUAN CASINO
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  Solution:
  
The antithesis to the old expression “more 
of the same” reminds existing guests that 
expansion is merely an extension of what 
they already currently love about Sycuan 
while luring new guests with a promise of 
something “different.” 

60: GRAND OPENING BROADCAST COMMERCIAL

https://www.youtube.com/watch?v=p_sCwakL2vo&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=18


DAN MORALES I BUILD BRANDS 31

:30 TEASER CAMPAIGN THAT LEAD  UP TO GRAND OPENING 

https://www.youtube.com/watch?v=7JFKkaEpCDA&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=19
https://www.youtube.com/watch?v=S3mrvnPE5Wo&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=22
https://www.youtube.com/watch?v=XNtJcE9ypBE&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=17
https://www.youtube.com/watch?v=bJ-XIuiSQuA&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=22
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PRINT



DAN MORALES I BUILD BRANDS 33
REGIONAL OUT-OF-HOME

  Did it Work?
 
Successful teaser through grand 
opening campaign, dominating the 
news cycle. Reached #1 in brand 
awareness upon opening.  
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MORE OF THE DIFFERENT CAMPAIGN 
GRAND OPENING CELEBRATION - FEATURING COLD WAR KIDS IN CONCERT

https://www.youtube.com/watch?v=yusW51cO5UU&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=23
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MEDIA EVENTS

https://www.youtube.com/watch?v=h6ir8PGa7wU&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=15
https://www.youtube.com/watch?v=PhoBulVmikA&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=14
https://www.youtube.com/watch?v=CJww1PQBr-0&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=13
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TABLE MOUNTAIN CASINO
THE GRAND RE-OPENING
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  Challenge/Opportunity

Diagnose core issues, rebuild internal 
team, develop strategy, and plan opening 
of new property

An aging property with strong affinity and 
heritage with guests is being replaced by 
a full scale resort. Additionally, there was a 
feeling of being let down by previous 
agency productions, causing some 
reluctance to make changes.

THE GRAND RE-OPENING
TABLE MOUNTAIN CASINO
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  Solution:

After building and reorganizing an in-house 
Marketing team, we embarked on a teaser 
campaign aimed at introducing the new 
property to the market by focusing on 
targeting existing loyal guests and 
emphasizing the evolution of the casino 
from idea to current iteration. Using just 
historical photos and renderings/blueprints, 
this CGI heavy campaign combined 
technology with gritty narrative, using 
voiceover by Native American actor Martin 
Sensmeier. The TV spot received a Gold 
Addy award.

60: GRAND OPENING BROADCAST COMMERCIAL

https://www.youtube.com/watch?v=nlTQbu1Djeg&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=7
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  Did it Work?
 
Successful teaser through grand opening 
campaign, dominating the news cycle. 
Reached #1 in brand awareness upon 
opening.

https://www.youtube.com/watch?v=yn-tgpH2ARY&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=6
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Continued Success:

After reasserting dominance in the market with a successful Grand Opening, we were asked to create a brand that hon-
ored loyal guests but showcased the new amenities for acquisition purposes. “Lucky Days. Epic Nights.” was developed 
to show versatility, showing various ways to interact with the property. We brought on icon Danny Trejo to add gravitas 

and cater to a diminishing Hispanic demographic.

https://www.youtube.com/watch?v=iGDCT8piFeM&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=9
https://www.youtube.com/watch?v=Xpj8YHYRTgQ&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=8
https://www.youtube.com/watch?v=1LAlUdFkRI0
https://youtu.be/Rv4u4PFi8Uk
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SALT RIVER GAMING ENTERPRISE
CASINO ARIZONA & TALKING STICK RESORT
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  Assignment:

Diagnose core issues, rebuild internal team, develop strategy, and roll-out branding

Internal and external pressures, including an uncertain economy, post-Covid challenges, and intensifying 
competition, threaten their ability to sustain and grow gaming revenues if we continue with a 
business-as-usual approach. A more nuanced yet proactive strategy is essential. The Marketing Strategy 
and its ongoing initiatives serve as a road map to secure future growth, focusing on major tactics rather 
than day-to-day operational support. This following actions were identified to ensure agility and 
responsiveness to evolving market dynamics while driving longterm success:

• Define two distinct brands—Casino Arizona as a lively, community-driven hub and Talking Stick Resort as 
a luxurious, upscale escape—enable the enterprise to appeal to diverse audiences, expand market reach, 
and offer complementary experiences that enhance their overall presence.
• With high competition, resisting the temptation to follow patterns of competitors or being caught up in 
their actions (a problem to this point). This includes a disciplined focus on gaming/high revenue generation 
versus individual amenities (nightlife, pool, etc.)
• The low overall rated play percentages make data analysis more challenging, addressing the loyalty club 
program is necessary to turn this around.
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  Challenge:

Carded play remains low, with feedback citing a lack of perceived value in the club
program. A strong loyalty program is vital to casino marketing, making this the top
priority.

  Solution:

Player Development Department rebuild to lead in a more data-driven manner.

• Expanded host team, including call center implementation
• Data based decisions using new tools and reporting
• Mobile enrollment on floor
• Relaunched and re-branded entire loyalty and reinvestment (direct mail)
program
• Invitation only Onyx Club for the cream of the crop

  Results:

• 25% Theo win and ADT increase YOY amongst hosted players (increasing
overall and daily spend)
• 20% increase in sign-ups of the loyalty program YOY
• Near 10% rated player increase
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Challenge:
Despite high brand recall, prime location, and longstanding local affinity, numbers have lagged mainly due to several new competitors 

and declining high-end play.

Solution:
The best weapon for the property is combating competition by reinforcing Casino Arizona’s heritage, local roots and accessible, fun 

personality. While light on amenities, the campaign is high on energy, winning, and inclusiveness to reclaim those who have drifted to 
competitors. The “Uniquely Arizona” campaign celebrates Casino Arizona’s vibrant, irreverent spirit, spotlighting its people-staff and 
guests-and capturing authentic, playful moments. By leveraging local celebrities, it reinforces the desired locals affinity, spirit and un-

predictable charm.

https://youtu.be/i5S3NOtLO4E
https://youtu.be/-BhmPJQhd6c
https://www.youtube.com/watch?v=oU1XWM161gM&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=44
https://youtu.be/4SjhCv_ta1w
https://youtu.be/FsJeC7y8jRY
https://youtu.be/i_jqN8A_ebI
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Challenge:
Despite superior amenities and a prime location, opportunities exist to drive higher numbers and brand awareness/differentiation. The 

desired differentiation is “approachable luxury” emphasizing the ethos of “ladies and gentlemen, serving ladies and gentlemen.”

Solution:
The “Life. Well Played” campaign redefines Talking Stick Resort as a lifestyle brand, transcending the traditional casino or resort label. It 

promotes a “winning life” filled with enriching experiences. The brand embodies the Scottsdale lifestyle and “brings light back” to 
casino marketing (versus the mysterious dark scenes we have become accustomed to). This represents the core demographic, and 

uses the narration of legend Steve Martin. The narrative centers in realistic, relatable characters, using a desert-inspired color palette 
to craft a vivid and compelling series. Each spot concludes with a “rule” to enhance life experiences, blending stunning visuals, wit, and 

sophi tication for a truly unmatched campaign.

https://www.youtube.com/watch?v=0DawJc5UuD0&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=1
https://www.youtube.com/watch?v=U0cRnfZvfxc&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=5
https://www.youtube.com/watch?v=sWZ-HE2ThLk&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=4
https://www.youtube.com/watch?v=3313YAPwock&list=PLCqvUpc8agHs_q7aWkdCRGVSFsGLU1CLH&index=3
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TRADITIONAL

DIGITAL

PR/MEDIA RELATIONS

SPONSORSHIP

IN-HOUSE




