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iGAMINGCOLOMBIA COMBINES EUROPEAN EXPERIENCE WITH COLOMBIAN
RESOURCES AND A COLOMBIAN PRESENCE. THEY STRIVE TO ASSIST MULTI-NATIONAL
iGAMING OPERATORS LOOKING TO ENTER THIS NEW MARKET BY NAVIGATING THE
REGULATORY LANDSCAPE AND ACTING AS THEIR PRIMARY POINT OF CONTACT FROM
THE START UP STAGE THROUGHOUT THE ENTIRE BUSINESS LIFECYCLE.
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Over the past five years, the iGaming world has heard whispers
and then shouts about Asia, Africa, and the Americas. The terms
‘Alternative Markets’ and ‘Emerging Markets’ were thrown around,
with panel discussions and workshops catering for these being
organised at major European iGaming events.

Over regulation, market saturation and generally increasing costs in
Europe have naturally led providers and operators alike to search
for new frontiers in the quest for innovation and new market-share.
These, coupled with a sense of nostalgia for the way things (and
revenues) were when it all began, have sparked global lobbies in
what were once considered the most remote of places. Fast forward
to 2016 and we witness the first European style regulatory regime in
Latin America - remote gambling becomes legal in Colombia!

www.igamingcolombia.com
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Put your brands ahead of competition by selecting the r‘ight
platform - fit for diverse markets in Asia.
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We are often facing numerous regulatory and operational questions
when it comes to LatAm and iGaming. We also tend to come

across the same myths and half-truths when dealing with European
operators looking to enter these markets. Besides the obvious
regulatory queries related to licensing costs, gambling and corporate
taxation, the words ‘grey markets’ and ‘payment processing’ spring
to mind. First and foremostly we believe it of utmost importance to
bust the myth that operating in LatAm is as simple as localising one’s
product and acquiring traffic. Affiliate marketing is still in its infancy
in this region and more traditional forms of advertising are to be
adopted if one intends to gain a presence.

Colombia is the only working market in LatAm adopting a European
style of licensing, much like Malta and the United Kingdom. This
means that most parts of LatAm are still considered to be ‘grey-
markets’. To top this all off, payment systems as we know them in
Europe are scarce. Large parts of the gambling population do not
have bank accounts or credit cards. Consumer confidence lies in

the traditional forms of cash-based betting and the bigger regulated
operators own or ally with land-based payment providers, enabling
them to convert cash into much coveted gambling credits, to be used
on their websites.

In Brazil 57% of the entire population has a credit card, in Mexico
this figure stands at 38% and in Colombia it is 28%. These
numbers shrink significantly when accounting for the gambling
population. Even online giants such as Netflix and Spotify sell
vouchers in supermarkets in-order to enable their users to pay for
their products in cash. This makes deposit taking in grey markets

a major task, however within Colombia (a regulated market), for
example, operators can partner with well-established and widely
used payment terminals that tend to be more far reaching than
most ATMs. These are not solely used for gambling but also for the
payment of utility bills, phone top-ups and similar services and are a
trusted go-to for the local consumer. We are therefore able to bust
a second myth, that product localisation is the only key to market.
Operational localisation is also a must! The tripartite approach one
must adopt in order to enter these markets consists of:

Localisation of technology, product, and platform

Operational localisation including a land-based
payment network

Investment in traditional marketing types (TV, advertising,
sports sponsorships etc.)
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Our next myth also relates to localisation with most
operators asking whether since they have localised
for Spain, they are now ready to go-live in LatAm

and whether LatAm and Spain have inter-related
regulatory regimes. Given the above, it can be noted
that LatAm and Spain are culturally and linguistically
distant cousins, but not twins. Colombia’s legal system
although being similar, is a separate licensing regime
from that of Spain, and therefore Spanish certification
and/or a Spanish licence will entitle you to absolutely
nothing in Colombia, as well as LatAm in general.

A further myth to bust relates to Brazil. Whilst bigger
sports operators have begun sponsoring local football
teams and others have acquired or partnered with
locals, technical regulations are still unpublished, and
this market remains in its infancy from a regulatory
perspective. Also, any form of online casino gambling is
illegal and therefore this market remains predominantly
black. The government however scarcely conducts ISP
geo-blocking. It is yet to be seen if a transitory period
for licensing is applied once more detailed sports
betting legislation comes into force or if all sites will be
blocked up until licensing.

Mexico also has its myths and is majorly also
considered a regulated market by international
operators. However, its old-age regulatory regime only
permits the currently licensed land-based operators

to provide online services and therefore this market

is essentially closed unless operators partner up with
local licensed entities.

The above being said, having local knowledge in
the LatAm markets will open the door to a world of

new players and possibilities. We can now turn to the
facts, being that Peru is the only truly grey market in
LatAm with sector specific legislation still forthcoming
and a government that is openly tolerant to iGaming.
Together with this, Colombia is the pioneer of the
sector in this region, having a European styled
approach targeted at attracting local and foreign
investment. Myths being busted, we now provide you
with the regulatory and commercial facts concerning
the Colombian iGaming market:

- State Monopoly (Concession-based, with all
proceeds from taxation being allocated to the
health sector).

- One licence covers all authorised verticals
(casino, virtual, sports betting, live casino,
with national and international liquidity poker
currently being considered).

- Providers only require certification but not
licensing.

- Gaming tax is 15% of GGR whilst RTP is 83%.

- The gambling population prefers a cash-based,
assisted betting system whereby payments are
made through land-based shops. Wide reaching
networks of this type already exist in Colombia.

- The best point of entry to the market is via a
sports-book product offering (this can be said of
LatAm in general).

- In Colombia, one domain is permitted per

licence. White-label arrangements are prohibited.

- Turnover of online games in Colombia,
specifically in Jan-Feb 2020, was 261 Million
Euro. This is segmented as follows:

. €190 million from sportsbook and €71
million from online casino

3 GGR €26.5 million

. €24 million from sports-book

3 €2.6 million from casino

- 17 licensed operators, and 3 strongest operators:

. 41% W play
. 40% Bet play
o 10% Rush bet

- 3,300,000 players in a country of 48 million
inhabitants, 68,2% between 15 and 65 years old.

- International and local liquidity poker are in the
regulatory pipieline.
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