
 
  

In-House Or Outsourced iGaming SEO 

Idea In Short

Every casino or sportsbook brand needs someone to run its SEO, and getting that decision
wrong carries real cost: rankings can drain slowly in strong markets, or a link penalty can
take six months or more to clean up. Most operators eventually face the same fork, hiring an
internal team versus paying specialists who already understand how gambling search
works, and neither route fits every brand equally. A single-licence, single-market operator
has little operationally in common with a group running several sites across Europe and
North America. This guide walks through why qualified iGaming SEO talent is hard to find,
where in-house teams excel and where they struggle, what outsourcing offers and where its
risks sit, how a hybrid model splits the work in practice, and the questions worth answering
before committing to either path.

Every casino or sportsbook brand needs someone to run its SEO, and choosing that
someone rarely comes down to budget alone. A poor pick can slowly drain rankings in your
strongest markets. It can also leave you with a link penalty that takes six months or more to
clean up.

Sooner or later, most operators hit the same fork. One option is to hire people and keep all
SEO work under your own roof. The other is to pay specialists who already know how
gambling search works.

Neither route fits everyone. A brand with one licence and one market has little in common,
operationally, with a group running several websites across Europe and North America.

Some operators hire an internal team from the start. Others work with an iGaming SEO
agency on technical fixes, content, and links until revenue can support full-time salaries,
then rethink the setup. This article offers a practical look at how both models work, where
each one breaks down, and how to decide what suits your stage.
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Why Good iGaming SEO People Are Hard to Find

Gambling is one of the toughest verticals in organic search. Google treats it as a "Your
Money or Your Life" (YMYL) topic, so pages about real-money play face stricter quality
expectations than, say, a recipe blog.1

The stakes are high, too. A few top positions for broad casino terms in a regulated state or
province can bring in more new players than months of paid campaigns, which is why
competition for those spots is so fierce. At the same time, many platforms spent years trying
to game the engine by publishing keyword-stuffed pages and overoptimising their backlink
profiles, so the right course of action can be unclear for newer websites.

An SEO specialist in this niche also has to handle problems most other industries never see:

Regulation by market: Advertising and bonus rules differ between the UK, Ontario,
New Jersey, Sweden, and every other licensed jurisdiction. More than 80% of
commercial gaming jurisdictions now have detailed advertising rules of their own, up
from about 70% just a few years ago.2
Affiliate competition: Review sites and affiliates often outrank operators for their
own branded terms
Risky link markets: Many gambling links for sale come from private blog networks
or hacked sites
Multi-location setups: Hreflang, local domains, and geo-blocking can break
indexing if they are configured poorly
Constant algorithm pressure: Google's spam updates have hit gambling content
hard, especially parasite pages on third-party domains3

Then there's compliance. In Great Britain, the Gambling Commission regulates how
operators promote their products, and a page that breaks those rules can cause legal
problems far more expensive than any traffic it brings. Whoever runs your SEO needs to
understand regulation as well as rankings or sit very close to someone who does.

The Case for an In-House SEO Team

In-house people see the business up close. Your SEO lead joins the same meetings as
product, compliance, and CRM, so news of a market launch or a bonus change reaches
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them weeks ahead instead of the morning it goes live.

This pays off in practical ways. A developer is one Slack message away when a canonical
tag breaks on a Friday. Knowledge about the brand stays in the building after a contract
ends, and nobody on the team splits their week between your site and five other clients.

It also makes sense to go in-house once organic search is a main source of new depositors
and you have the scale to support a full team. Protecting that channel with internal expertise
is simply lower risk. Plan the content team structure before posting job ads, though, so
writers, editors, and SEO specialists each know which part of the process they own.

Where In-House Teams Tend to Struggle

Cost comes up first in almost every conversation about this. Experienced iGaming SEO
managers are expensive and hard to find, and even a great one can't run technical audits,
research keywords in five languages, write content, and build links in the same week. Most
brands need three or four specialists to cover the basics. Add Ahrefs or Semrush, a crawler,
and a rank tracker, and the monthly bill grows fast.

Finding those people takes a while. Candidates with real gambling experience are scarce,
and a bad hire can do lasting harm, especially one who starts buying cheap links. A good
hire still needs a few months to learn your platform, your markets, and how content gets
approved. And when your only senior SEO hands in their notice, the thinking behind two
years of decisions often walks out with them.

Then there's the question of perspective. A team that works on a single brand has nothing to
compare against after an algorithm update. Traffic falls 20% in a week, and nobody can say
for sure whether a recent site change caused it or the whole gambling niche took the same
hit.

What Outsourcing Offers

An agency or consultant sees many projects at once. That exposure gives you patterns an
internal team would need years to collect, like which link sources still hold up in a particular
country or what a typical new-market launch looks like in the first six months. That breadth
is part of why more than half of executives in a recent global survey reported using
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outsourced providers for front-office functions like marketing, not just back-office
administrative work.4

External teams also start faster. An audit can begin within a few weeks, whereas building a
department from zero can easily eat most of a year. Adding capacity is easier too, for
example, when a Brazil launch suddenly calls for Portuguese content, and nobody on staff
speaks the language.

There are trade-offs, of course. You give up some day-to-day control, most communication
happens through calls and tickets, and quality swings widely from one provider to the next.
A few agencies still sell cheap link packages that put gambling domains at risk. Others are
strong generalists who have never worked with a licensed operator and can't see why a
particular bonus claim has no place on a landing page.

Most of this risk is manageable. Keep Google Search Console, analytics, and your SEO tools
registered to your company, and give the agency user access instead of letting them own
the accounts.5 Request a monthly log of every change and every new backlink. If the
contract ends, the full history of your site stays with you.

In-House vs. Outsourced SEO at a Glance

The table below sums up how the two models usually compare for gambling brands. Your
own numbers will depend on markets, budget, and how mature your site already is. Startup
time and scaling speed tend to separate the two models most sharply, since hiring and
onboarding an internal specialist takes months while an outsourced partner can usually
begin within weeks. Cost structure differs just as much, with fixed salaries and benefits on
one side against a monthly retainer or project fee on the other. The comparison below lays
out six factors side by side so the trade-offs are easier to weigh at a glance.

Factor In-House Team Outsourced Partner

Startup time Several months to hire and
onboard

A few weeks or less to start

Cost structure Fixed salaries, benefits, tools Monthly retainer or project
fees

Niche experience Depends on who you can
hire

Broad, drawn from many
projects

Control and speed of fixes High Moderate, depends on
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Factor In-House Team Outsourced Partner

processes
Scaling to new markets Slow, needs new hires Faster, uses existing staff
Knowledge retention Stays in the company Needs documentation and

handover

The Hybrid Model Many Operators Choose

In practice, a lot of iGaming brands settle somewhere in the middle. They keep strategy,
compliance review, and brand ownership internal, then bring in outside specialists for the
work that needs deep expertise or extra hands.

A common split looks like this: an in-house SEO lead sets priorities and works with product
and legal, while an external partner handles technical audits, link acquisition, and localised
content for new markets. As the brand grows, some of that external work gradually moves
inside. It's also common for internal teams to keep outsourcing tasks like link building even
as the brand grows.

This setup only works when roles are clear. Decide upfront who approves content, who
owns the backlink profile, and who reports on results, or both sides will assume the other
one has it covered.

Agree on shared metrics, too. Traffic alone says little in iGaming, since a spike from a
country where you don't hold a licence brings no revenue. Rankings for money keywords in
licensed markets, organic registrations, and first-time deposits give both teams a much
clearer picture of what the work actually delivers.

Questions to Ask Before You Decide

Before signing a contract or posting a job ad, run through a short internal checklist. It will
show quickly which model fits your current situation.

How many markets do you operate in now, and how many will you add in the next 12
months?
Does organic search already drive a meaningful share of new players?
Do you have developers who can implement SEO changes without long delays?
Can your compliance team review content on a regular schedule?
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Could you afford a full team for at least a year before seeing a return?

If you lean toward outsourcing, vet providers carefully. Ask for examples of past work, what
results to expect and when, and how much experience the provider has in your industry and
country. Pay special attention to where their links come from and how they handle
regulatory checks.

So, Who Should Run Your SEO?

Early-stage operators and brands entering several markets at once usually benefit from
outside help, since it gets work moving faster and costs less than building a full department.
Established brands with steady organic revenue often gain more from a strong internal team
that owns strategy and knows the product inside out. Neither answer is permanent, since a
brand's stage, budget, and market footprint all shift as it grows.

For many businesses, the answer changes over time. Start with the model that matches your
resources today, set clear ownership for every part of the process, and review the setup
once a year as your markets and traffic grow. Treating that review as a recurring calendar
item, rather than something revisited only after a ranking drop, is what keeps the model
matched to the brand rather than a leftover from an earlier stage.

1What is YMYL?
2Responsible gaming regulations and statutes guide
3Google's site reputation abuse policy update
4Global outsourcing survey
5Managing owners, users, and permissions

Summary

Early-stage operators and brands entering several markets at once usually benefit from
outside help, since it gets work moving faster and costs less than building a full department
from scratch. Established brands with steady organic revenue often gain more from a strong
internal team that owns strategy and knows the product inside out, since that channel
becomes too valuable to run at arm's length. For many businesses, the right answer
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changes over time rather than staying fixed at whichever model launched the brand. Starting
with the model that matches current resources, setting clear ownership, and reviewing that
setup once a year keeps the decision from calcifying into a default nobody revisits. The
hybrid approach many operators land on, keeping strategy and compliance internal while
outsourcing execution, reflects that most brands do not need to choose one model
permanently, only the right split for their current stage.
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