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[bookmark: _Toc526434204]Abstract
The aim of this study analysed and evaluated the value global gambling operators have towards corporate social responsibility and corporate social responsibility communication. The study also evaluated this from a consumer perspective through an online corporate social responsibility consumer survey. Problem gambling is highly associated to the industry global gambling operators are within which carry negative externalities and can have an impact on people’s lives. There has been no academic study into the global rate of problem gambling. However, appropriate frameworks and models have been adapted to the study to evaluate the research question set within the dissertation. The objectives set within the dissertation were to undertake an extensive literature review analysing the importance of CSR and CSR communication within the global industry, alongside, evaluating the importance of CSR and CSR communication to global gambling operators through conducting a content analysis on annual reports and online platforms. To reinforce or to identify discrepancies within findings, a critical analysis on gamblers opinions was carried out as the third objective of the study through issuing a CSR communication consumer survey. A pragmatic mixed methods theoretical framework was used to complete the research question in hand. An ethical framework was also applied due to the sensitivity the research topic has. Statistical graphs were used to highlight relationships and patterns amongst the respondents who took part in the survey. The strong relationships identified within the survey also highlighted and indicated a strong incongruence between the value of CSR and CSR communication global gambling operators express and consumer opinion on values held by them. Recommendations are made to enhance managerial practice and add value to responsible gambling initiatives. 








[bookmark: _Toc526434205]          Chapter One
[bookmark: _Toc526434206]1.1 Introduction
This study has been designed to critically analyse the importance and value of corporate social responsibility (CSR) and CSR communication by global gambling operators (GGO). Due to the negative externalities held by the industry (Davies 2016), the researcher is seeking to evaluate whether global gambling operators purposefully act on CSR measures, or whether CSR is being green washed. The effectiveness of CSR communication will be evaluated through a conducted survey published on appropriate platforms. A content analysis will be evaluated within the study on publicised annual reports by Bet365, Bwin, and Asia Gaming, alongside websites, and social media platforms. Bet365, Bwin and Asia Gaming are amongst the largest GGO’s in the world and have been identified as appropriate for the purposes of this study, which is to identify the importance of CSR and CSR communication on a global scale. 
This chapter provides a background to the global gambling industry (GGI) and the negative externalities it carries in the form of problem gambling (PG). This leads to the research problem of the study identifying why it is necessary to carry out this research, alongside reinforcing the issue on how this field has not previously been carried out. 
[bookmark: _Toc526434207]1.2 Aims and Objectives 
1. To undertake an extensive literature review to analyse the importance of CSR and CSR communication within the global gambling industry. 

2. To critically evaluate the importance of CSR and CSR communication within the global gambling industry through conducting a content analysis.

3. To critically analyse gamblers opinions of CSR and CSR communication commitments by global gambling operators.
[bookmark: _Toc526434208]1.3 Background to the industry
In 2017, GGO’s within the UK collected £14 billion from consumers showing exponential increase in financial growth since the liberalisation of laws within the gambling industry almost a decade earlier (Davies, 2017). The UK is highlighted as Europe’s biggest market according to KPMG (2017) with its financial intake being 80.5% greater than France in second. Today, PG is an issue present within the UK, costing the UK tax payer £1.2 billion. Davies (2016) states that there has been no investigation into how to prevent the increasing issue of PG alongside the lack of governance towards aiding vulnerable individuals within society. The lack of knowledge on PG within the UK also poses the question on what the global rate of PG is and are any governing bodies owning responsibility to act on the issue. Nevertheless, the growth within the online gambling market is projected to continue growing with a further growth of 8% by the end of the financial annual year of 2018-2019 with an estimated global valuation of $500 billion (Statista, 2018). 
From a public and social beneficiary perspective, gambling has been identified as a source of raising capital for governments and societal growth. A shift to neo-liberalism, a term associated to the 1930s and politics has been revived as a way of describing modern day politics. It’s a way of assigning responsibility to the market. The modified form of liberalism considers that the market is king and if there are any social implications such as unemployment, it’s perceived as not because of the governments doing, but the lifestyle people choose to live. Regarding PG, the trend and increase in the issue has been identified as the government not doing enough to battle the problem alongside the boundaries that GGO’s operate within being flexible. In contrast, modern day politics views the case of PG as an issue that lays within the individual. However, in Canada the gambling sector is under political governance unlike the UK. The market experienced incremental growth of 4.9% in 2017 (Fantini & Diem, 2018). Managing the industry allows the Canadian government to keep control of PG within its political jurisdiction. This allows the government to promote RG whilst GGO’s can still profit in a free market. Still providing avenues for the public to gamble, as it is believed to have societal benefits, the government are also able to raise funds for the development in national infrastructure (National Defence, 2018). For example, in the UK, the National Lottery launched by the UK government in 1994 continues to be a pivotal source of funding national projects, alongside providing the opportunity to an open and free market through deregulating the sector (The National Lottery, 2017). 
The growth of the industry has also seen the popularity of CSR increase. The idea of responsible gambling (RG) is entwined with CSR, and as gambling has expanded globally, three groups have emerged who are in favour of gambling, these are; governments, operators and, gamblers. Those who oppose the idea of gambling are anti-gaming lobbies, alongside third-party pragmatic groups who argue that the close relationship between the gambling industry and society have negative externalities on factors such as mental health, social welfare and negative lifestyles (Ramesh, 2016). A further argument opposed by gambling also raises the question is CSR an oxymoron in the gambling industry. The term “responsible gambling” puts the onus upon the gambler. No longer is the addictive nature of the gambler and predatory nature of the industry at fault viewed by government, but the gambler is to blame. In truth, the compulsive gambler can no longer gamble responsibly than the alcoholic can drink responsibly, or the drug addict can inject heroin responsibly and due to this nature of habits, it does damage the image of the gambling industry. Thus, through uplifting a light onto the industry and influencing the perception of society, GGO’s now demonstrate positive CSR measures through CSR communication. The purpose of CSR communications is to deliver the desired image by global gambling operators and influence the sustainability of its brands identity. 
RG can be portrayed by GGO’s through identifying functions across online platforms such as; providing problem gambling support, self-exclusion facilities, promoting RG on social media, secure transaction functions, time management functions, fair gaming, as well as an ethical and responsible statement. However, third-party pragmatic groups do consider other areas such as technical support, the promotion of gambling advertisement, and money limits / balance functions all to be a disrupter in trying to benefit PG. 
Exponential growth over the last three decades have been influenced by external drivers such as the deregulation of the industry within many countries, globalisation, the development of technology, and financial support driven by investors. The term globalisation can be defined in diverse ways such as the development of international influence across nations as well as a company operating on a global scale (Scholte, 2008). 
However, an assumption on the context of globalisation intrinsically linked with the GGI is defined and driven by the development within technology. The influences driven by consumer interaction and behaviour across the globe alongside the normalised culture and relationship between humans and technology. Thus, it has provided a perfect catalyst for growth due to the driven nature of society living a normalised culture of gambling which has an extensive and rich history. 
A further assumption on the notion of globalisation also stems a thought process regarding the long-term sustainability of a business. It not only considers the sustainable development within economic growth, but also considers social and environmental factors. Social factors identified and implemented effectively by GGO’s are the trends associated with consumer behaviour and interaction with technology. Although previously highlighted as a catalyst for growth, the globalisation of technological development through the (.com) burst and apps has also provided an opportunity for global GGO’s to understand and identify trends within target markets. Through adopting and applying their business model within the normalised culture between technology and humans, an assumption that GGO’s cannot only further develop economically, but can control the extension and influence of brand and corporate identity within society. A hypothesis that technology has created a new economic engine for the growth amongst GGO’s. 
Within the UK, the deregulation of the gambling industry and revisited law of The Gambling Act 2005 (2005) also became a factor for growth within the economic engine of the gambling industry, alongside reinforcing brand positioning within society, and adding value to the long-term nature of the industry. Through deregulation, it provided an opportunity for private operators to market brand identity, build customer repour, position brand within society alongside expanding and developing avenues of advertisement. However, the morale’s on the responsibility the industry holds towards its consumers raises a question of debate due to the rise in PG and the development of mental health which coincides with the growth of GGO’s from the time of deregulation (George & Bowden-Jones, 2014). 
[bookmark: _Toc526434209]1.4 Research Question
The GGI in most parts is a liberalised industry which has an issue, PG. The industry has a strong emphasis towards CSR and effective means of CSR communication. However, through preaching strong CSR measures, do GGO’s express and implement a movement of change. 
The dissertation uses an interpretation of Goffman’s (1959) dramaturgy. Goffman’s dramaturgical framework focuses on how people reconstructs themselves in the persence of the others from how they conduct themselves when behind closed doors. Goffman is an important sociologist who wrote about the positive aspects of gambling. However, the study will be using his philosophy on front and back stage behaviour against the GGO’s within the context of the research. 
The research question is to critically analyse the importance and value of corporate social responsibility (CSR) and CSR communication by GGO’s.
The structure of this dissertation will begin with an extensive literature review analysing the value in CSR and CSR communication within chapter two. Chapter three will provide a comprehensive method in achieving the remaining two objectives which are to critically evaluate the importance of CSR and CSR communication within the global gambling industry through conducting a content analysis. This is then followed by an analysis on gamblers opinions of CSR and CSR communication commitments by GGO’s.
[bookmark: _Toc526434210]1.5 Research Problem
This dissertation sought to explore the importance and ‘real meaning’ of responsibility in the GGI. This was difficult to identify because of the paucity in exploration set out by political institutions and GGO’s alongside the lack of dialogue on the topic. Although it can be identified that there is an issue associated with PG, the depth of knowledge within the field is inadequately researched due to the international spreading of technology and lack of research by governing bodies. 
[bookmark: _Toc526434211]1.6 Assumptions
Firstly, it can be identified that CSR is integral with the GGI. CSR stems from an organisation contributing to sustainable development and delivers environment, economic, and social benefits. The key factor integrated within the research problem is social benefits. It can be assumed by the majority population of the study that CSR within the GGO is nothing more than green washing due to the lack of support and research carried out by global operators. 
Even so, several assumptions have been revealed writing this dissertation, due to not knowing enough about the GGI, alongside a further assumption that there is no way of verifying annual reports or accuracy of information presented by GGO’s. 
A further assumption is that the industry is entwined with political institutions from a financial perspective. The financial benefits received by governments from GGO’s outweighs the needs by society for the improvement of mental welfare. 
It is perceived that GGO’s are part of a powerful industry which is only forecasted to grow considerably more. The lack of power led by governments, such as the UK. Its offering for minimal exportation, declines the political institute which allows GGO’s to continue operating in the same manner as they continue to place their headquarters within British territory. GGO’s are sought to operate on a global scale and account to the low taxation within regions such as; Gibraltar, Isle of White, and the Isle of Man. 
Furthermore, through the mass perception of the population within this study, alongside authors, it can be agreed that through leading a normalised and legalised culture of gambling, the industry can impact society negatively through personal and social cost due to negative externalities associated to the industry.
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[bookmark: _Toc526434213]2.1 Introduction
This chapter undertakes an extensive literature review analysing the importance of CSR and CSR communication to GGO’s. This is supported through a paucity of theorists, frameworks and models applied, reinforcing the prominence of this pivotal business application. This chapter analyses the core of CSR and how CSR communication can influence the performance and produce benefits to businesses. 
Chapter two seeks to fulfil the first objective of this dissertation; 
To critically analyse the importance and value of corporate social responsibility (CSR) and CSR communication by global gambling operators.
This chapter will critically discuss and analyse frameworks, concepts, models and specific theorist such as Freeman (1984); Tata and Prasad (2015); and Goffman (1959), which highlight the importance and value of CSR and CSR communication, reinforced by Goffman’s theory on front and back stage behaviour regarding GGO’s.
A range of resources will be utilised within the chapter such as journals, books, and reports published by studies and theorists. 
[bookmark: _Toc526434214]2.2 The Importance of Businesses being Responsible 
This chapter begins by recognising the importance of businesses being responsible. The gambling industry focuses on a sector which is complex and has businesses operating in a different way to others. This is an industry with businesses who have well-known negative externalities (problem gambling). Furthermore, it is an industry which has radically developed and transformed since the 1990’s. Not only was the industry deregulated in the UK (Johnston, 2014), but the exploitation of technology such as home PC’s and particularly broadband has led to the opportunity of exponential growth within online gambling (ImageHolders, 2018). Firstly, it is significant to understand the meaning behind what ‘ethics’ is and why it is important for businesses to practice in an ethical and responsible manner. The values held by a business essentially forms a CSR policy within a company, alongside its behaviour of CSR communications (Salmones, Crespo, & Bosque, 2005). According to Beu and Buckley (2001), ethical and responsible behaviour is about the moral principles and governance between what is right and wrong. However, business ethics and responsibility incorporate the same principle of morality, alongside considering the decisions made by individuals within an organisation being highly influenced by the culture of the company (Fernando, 2010). Ferrell et al., (2015) believes that by businesses practicing responsible behaviour, and demonstrating purposeful CSR communication, significant benefits can be delivered to a business through its ethical and responsible principles. An example; for businesses listed as a public limited company such as Bet365, practicing in an ethical and responsible way, creates an opportunity for the GGO’s to communicate effectively to its external stakeholders such as investors’ that their investment is being used in an appropriate manner, meeting their moral standards (Kraft & Singhapakdi, 1991). Furthermore, being a public listed company also provides a prospect for businesses to increase share price in the stock exchange market through gaining further investment and establishing a strong corporate identity (Balmer, Gray, & Fukukawa, 2007).  
[bookmark: _Toc526434215]2.3 Corporate Social Responsibility Communication 
CSR is a field with a large scope containing many activities and practices which is demanding. This is due to businesses having to be adaptable to ever-changing external drivers which may shape and influence the behaviour of external stakeholders; requiring new means of practicing effective CSR communication (Dahlsrud, 2008). Within today’s modern society, the ever-changing external drivers such as social, political, and environmental factors require GGO’s to have greater transparency regarding the integration of adopting new effective methods of CSR policy and communication which will continue to generate and add value to civilisation (Marrewijk & Werre, 2003). Kotler & Lee (2005) state that CSR is a commitment made by an organisation to improve the well-being of communities through the application of business practices whilst utilising corporate resources. The topic of CSR gained momentum and developed during the late 1950’s and 1960’s whereby Bowen’s (1953) handbook on ‘The Social Responsibility of a Businessman’ became a catalyst for organisations to revisit organisational behaviour. This created a responsible culture in a way a company behaves towards society. The expansion of conglomerate organisations within the 1970’s and 1980’s lead to a vision of long-term sustainability and an image of positive corporate citizenship communicated to external stakeholders. This was achieved through businesses having a focus towards the strategic management of their stakeholders and communicating CSR initiatives and practices (Freeman R. E., 1984). Furthermore, Freeman (2008) also suggests that the main goal of CSR is to create and deliver value to key stakeholders within a business. Fundamentally, for businesses to be effective in CSR communication, it is vital for businesses to have a solid foundation of CSR policy which considers the sustainable development within society including; social, economic, and environmental factors. 
[bookmark: _Toc526434216]2.4 A Good Global Citizen through CSR Communication
Goffman’s (1959) theory on front and back stage behaviour applied to GGO’s can identify the true positioning of a GGO on CSR and CSR communication. Firstly, GGO’s are recognised for having a set standard of policies which include CSR initiatives. All GGO’s exemplify full commitment to portraying a good global citizen image to external stakeholders. By portraying a good global citizen image, GGO’s can enhance corporate identity, brand positioning and decrease incongruence between consumer’s perception of the brand and increase the businesses desired image. The desired image of a business can be achieved through effective means of CSR communication which are later discussed within the chapter. 
Even so, Goffman extends his philosophy on front and back stage performance stating that when businesses are front stage, actions are highly intentional and purposeful shaping the perception of external stakeholders’. The performance carried out by GGO’s becomes a social script which is shaped by cultural norms and values. 
In the case example, RG initiatives and practices are implemented by GGO’s across online platforms. Although Goffman’s theory indicates performance is influenced by cultural values and stakeholder expectation, the commitment expressed by GGO’s on CSR initiatives across all active markets is an area which is still yet to be fully evaluated (Luo et al., 2017). 
Back stage behaviour regards how businesses behave when no one is looking. Goffman believes that how performers behave backstage is different from how they behave when on the world’s stage. The philosophy applied to GGO’s, probes the question if GGO’s honestly behave the way they effectively communicate themselves through CSR communication and if CSR regarding PG is being effectively measured. Even so, back stage behaviour reflects the true selves of GGO’s and core values although willingly knowing the norms and expectations which are anticipated by society on PG. 
History has shown us that society has called upon for GGO’s to change their behaviour and marketing efforts towards the market and for tighter regulations to be implemented (Busby, 2017). Gambling operators within the UK sector have been called upon to improve their corporate citizenship and go beyond the requirements set out by legislation to have a greater impact and contribute meaningful value to communities as requested by the Gambling Commission (2017). The enquiry set out by the Gambling Commission creates a cause of thinking which examines whether GGO’s which also operate within the UK are honourably communicating CSR initiatives to stakeholders. Furthermore, another inquiry into if CSR communication is just a strategy to create a window dressing effect to achieve strong brand positioning and positive corporate image, hindering external stakeholder perception of corporate vision and missions (Connolly, 2016). 
[bookmark: _Toc526434217]2.5 Dimensions of Corporate Social Responsibility
Economists such as Friedman (1970) firmly believe that the only social responsibility a business has is to increase shareholders wealth so long as all operations stay within the rules of the game. However, Freeman (1984) believes that businesses can endure profits through being socially responsible within society. Carroll’s (1991) model of ‘pyramid of corporate social responsibility’ (Figure 2) demonstrates the types of responsibilities a business can carry through which is closely aligned with Freeman’s philosophy on social responsibility and business performance. Applied to GGO’s, an assumption that some operators do bring philanthropic benefits to societies around the world in countries such as Kenya and the UK. This is done through effective CSR initiatives such as contributions to community development programmes and the funding of PG research which entail has an impact within society. Although, the extent of funding PG within the UK could be questioned with the donation by GGO’s being less than £10 million to an issue which is costing the UK tax payer £1.2 Billion (Davies, 2017). 
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(Figure 2; Pinkston & Carroll, 1996)

Even so, the importance and demand for CSR reporting by governments and stock market upon the gambling industry has become important due to the growing external pressures such as social and environmental injustices which has led to high profile corporate scandals (Young & Marais, 2012; Culcasi et al., 2010). 
[bookmark: _Toc526434218]2.6 Stakeholder Theory
Mitroff (1983) first introduced the concept of stakeholder theory of organisational management and business ethics with Freeman (1984) expanding the definition to organisations addressing the values and morality of their operations. Furthermore, Freeman (1984) discusses that stakeholder theory identifies groups of stakeholders within an organisation being either internal or external; and recommends the way organisations should manage key groups. Rendtorff (2009) identifies stakeholders as a person or group of people with an interest in an organisation. 
An adapted stakeholder map taken from Freeman (1998), illustrated in (Figure 2.1) provides an example of a GGO’s internal and external stakeholders which within today’s modern society is valued as important. This is supposed to the traditional thought process of shareholders opinion being the only true form of value and importance (Blanpain, 2010). Even so, the development of stakeholder theory has advanced to an extent which stakeholder opinion is highly valued and managed in an effective way. This is defined as the normative theory in which an examination of stakeholders managed by organisations consider the current conditions of important groups and active CSR initiatives (Freeman & Gilbert, 1998). 
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(Figure 2.1)
The effective implementation of CSR communication and management of stakeholder is known as a stakeholder strategy. This contemplates a resource-based view approach alongside a market-based view. The normative theory also takes into account external forces such as the political and economic landscape which may have an impact on current stakeholders and CSR initiatives (Epstein, 2008). Donaldson & Preston (1995) argue that stakeholder theory has been developed into an integrated concept which also considers a descriptive and instrumental approach. The descriptive approach highlighted by Boucher & Rendtorff (2016) recognises the traits and characteristics obtained by important stakeholders alongside how an organisation behaves. 
Moreover, the instrumental approach utilises data which identifies the relationships and effective management between different groups of stakeholders and the success of organisational goals. The instrumental approach allows organisations to identify any weak or vulnerable stakeholders which may deter the operations of the organisation. This effectively provides an opportunity for managers to implement an effective strategy to address the issues and reach out through effective means of communication (Phillips, 2003).  GGO’s can use this method to identify any stakeholders which may have greater incongruence between the company’s goal for brand vision and stakeholder’s perception of the brand. Even so, Kotler and Lee (2005) believe that through implementing effective CSR initiatives with a significant strategy and effective communication, the benefits foreseen by an organisation could result in; an increase in sales and market share, a strengthening on brand positioning, an increased skill in attracting, motivating and retaining employees, a potential decrease in operating costs, accumulating an interest from investors and financial analysts, and enhancing the overall corporate image.  
This dissertation begins by identifying the foundations and importance of CSR communications for GGO’s alongside exploring whether if there is any discrepancy existing between the communicated (based on information disclosed in the annual reports and evidence in their websites) and ideal (disclosure of information deemed vital based on the ethical business framework) responsible identities. This can be measured via using an ethical and responsible identity index adapted and applied from (Haniffa & Hudaib, 2007). The need to identify dimensions are those such as; 
a) Commitments to society.
b) Disclosure of corporate vision and mission.
c) Contribution to and management of problem gambling research.
d) Information to suggest effective and purposeful management. 
e) Opportunity for employee growth.
f) Effectively achieve CSR communications to external stakeholders.
g) Contribute towards economic growth.
h) CSR is valued by global gambling operators.
The dimensions are used within chapter four of the dissertation as categories to identify CSR and ethical performance measurements within public annual reports by GGO’s.
Furthermore, adapted from (Luo et al., 2017), a measurement model of CSR within the gambling industry is used to identify the performance of GGO’s commitment and practice towards CSR and CSR communications (Table 4) within the analysis and evaluation of the study (chapter four). CSR and CSR communications can be evaluated from the percepective of the six stakeholders known as the six dimensions of CSR management. These dimensions consider both internal and external stakeholders which can be identified in (Figure 2.2).  
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(Figure 2.2; Luo et al., 2017)
[bookmark: _Toc526434219]2.7 CSR Communication: A tool to underline Corporate Identity
It is modern practice within today’s society for organisations to communicate its CSR initiatives. From an organisational perspective, CSR communications forms as a strategy for organisations to gain consumer engagement through communicating CSR initiatives, programmes, and products as a strategy to build customer retention. Whereas, from a critic perspective, identifying CSR communications from an organisation provides a reason of understanding that the organisation are purposefully active in CSR initiatives and complying with imposed policies (Du et al., 2010). Organisations also use CSR communications as a source to gain brand exposure amongst national and international markets to increase share price and return dividends to investors (Creel, 2012). This is led by the increasing demand of stakeholder expectation driven by the growing global economy and is pivotal for organisational growth (Scherer & Palazzo, 2007). CSR communication is a newly developed concept which is used to manage an organisation’s stakeholder with a vision to achieve organisational goals and achieve long-term sustainability (Moravcikova, 2015). A case example of this driven concept is the Bet 365 community project, part of many contributors to the Denise Coates Foundation located in the UK which contribute funds to support local, national, and international funds to charitable causes (Charity Commission UK Government, 2017). The global operator enhances corporate identity through implementing and advertising the companies CSR initiatives and providing funds to successful charities which apply for the fund. The fund equates to £10 million and can be used to help generate projects. 
The benefits of schemes such as these provides substantial long-term value for the company through increasing its brand positioning within the global market, alongside, increasing financial value and accumulating consumer interest (Luo & Bhattacharya, 2006). An assumption and argument towards that funding should go to the source of problems created by gambling and not just towards community projects which partially considers PG. The strategy behind this from Bet 365’s perspective is that by going to the source of PG, it could contribute towards the organisations image and performance. Within the GGI, operators demonstrate this by implementing independent campaigns and projects such as ‘stop when the fun stops’ by the Senet Group; an independent body set up to promote RG within the UK (Wilmot, 2018).  
However, the commitment to CSR initiatives can be questioned by external stakeholders where the deregulation of legislation within international political jurisdictions have allowed GGO’s to be more flexible and more prominent; whereby the promotion of gambling is seen to be as a source of societal benefit and national income. An example of this case is that such as the state legislature of Nevada empowering the ‘Nevada Gambling Commission’ to promote and build relationships with GGO’s. The Nevada Gambling Commission insist that through developing relationships, the state will be able to increase state and national income by developing the online gambling market. They believe this can be achieved by developing; online poker gambling, networking with manufacturers of internet gaming systems, interacting with manufacturers of equipment associated with internet gaming. The aim is to build relationships with interactive gaming systems which provide services, software and equipment, and develop the market of online gambling (Carleton, 2016).  
For GGO’s such as Bet365, Bwin and Asia-Gaming who all have an influence on the online Las Vegas market, a disclosure towards these organisations corporate vision and mission to address the issues of PG may come across as controversial and possibly hinder the organisations means of effective CSR communication to external stakeholders.   
[bookmark: _Toc526434220]2.8 Managing Stakeholders’ through CSR Communication
Podnar (2008) describes CSR communications as a process for organisations to anticipate stakeholders’ expectations. This is done by implementing an effective CSR policy which is transparent and acted on reflecting the organisations corporate image and intentions to benefit and add value to its operations. This also considers a company’s social and external environment alongside having a constructive and positive relationship with its stakeholders. CSR communications also provides itself to allow an organisation to strategically market its corporate identity. This provides an opportunity for businesses to formulate and tailor ethical perceptions and social legitimacy driven by activities carried out by the company (Balmer et al., 2007). 
The aim of corporate communication as suggested by Argenti & Druckermiller (2002) is to manage all internal and external communications within the organisation with an objective to create favourable relationships between the business and key stakeholders. This meaning that proposed projects or ideas put forward by GGO’s will be fully supported and have the backing from key stakeholders (society) which may be impacted by negative externalities. Businesses can effectively manage stakeholders by implementing an effective model which adds value to the management of its stakeholders. Tata and Prasad’s model (Figure 2.3) provides this skill to businesses which will be introduced later in this chapter. Even so, in the case of GGO’s, projects to support PG are fully supported through investment contributed by GGO’s such as Bet 365 and Bwin (Bet 365 Group Limited, 2017; GVC Holdings - Bwin, 2017). 
In the United States, best practices towards RG have been implemented to reduce the level of PG. The state of Massachusetts contributes 5% of gross gambling taxes to the public health fund. Online and offline gambling associations operating in the state of Nevada contributing $2 of each bet being deposited into a revolving account for PG treatment (United States Health Department, 2016). These schemes provide an avenue for GGO’s to achieve CSR communication whilst also being able to effectively manage stakeholders by reducing incongruence and manage brand positioning.  
[bookmark: _Toc526434221]2.9 Corporate Social Responsibility Communication and Long-term Sustainability 
An additional benefit that can be created by CSR communication can be long-term sustainability. If communicated appropriately towards important stakeholders, support from relative groups may allow a company to put forward and act on a strategic decision such as an acquisition or embarking into a new market for attaining sustainable growth (Hittner & Pohle, 2008).  Hunziker (2016), director of the ‘World Business Council of Sustainable Development’, also believes that sustainable growth is the key for long-term sustainability. He also believes that through businesses being committed to ethical behaviour alongside contributing to sustainable economic growth, businesses can benefit through enhancing corporate image, sustainable factors, and improve the quality of life for employees, families, local communities, and society. 
However, the purpose for long-term sustainability is about a business’s objective to be there for the long-term future as discussed within the Brundtland (1987) report; “Sustainable development is development that meets the needs of the present without compromising the ability of future generations to meet their own needs.” 
In Kenya, to achieve long-term sustainability and the improvement for societal well-being, the government and GGO’s reached an agreement whereby operators would still be present in the country on and offline. An agreement of 35% tax from 12% in 2017 caused a movement whereby GGO’s such as Bet365 threatened to close operations within the jurisdiction which would lead to unemployment and negative impacts on society due to an earlier proposal of 50% tax for casinos, online operators, and lottery operators (Barlowe, 2017). The implications of shutting down operations from a government perspective would be that it would lead to negative implications within society. Kenya is Africa’s number one consumer for gambling which has developed a social norm for gambling within communities. Bet 365 and the Kenyan government reached an agreement resulting in a positive publicity image driven by CSR communications led by the operators involvement within the settlement, communicating a message to its internal stakeholders of security and trust. The reason for the suggested higher tax bracket was due to a proposal of contributions to PG and community development initiatives. The agreement sent a message to external stakeholders establishing that the organisation values their role and importance within society as important due to Kenya being an emerging and dependent market which is identified for being a politically unstable nation (Human Rights Watch, 2018). 
[bookmark: _Toc526434222]2.10 Importance of CSR Image to an Organisation
Kowalski and Leary (1990) suggest that impression management theory adapted from Goffman (1959) study on human behaviour is an evaluation of individuals constructing goals which they hope to achieve through impressions which is driven by motivation. Likewise, the importance of a business achieving the desired corporate image is influenced by the salience of an organisations operation of CSR activities, alongside its perceived incongruence by stakeholders such as a business’s target audience. The importance of CSR communication is highlighted by stakeholder perception which is identified to be fundamentally vital for long-term sustainability, financial growth, and the day to day operations of a business (Costa & Menichini, 2013). Costa and Menichini (2013) use the analogy; “if a tree falls in the forest and no one is around to hear it, does it make a sound?”. The analogy raises the question that if an organisation has a strong and effective CSR commitment policy but nobody recognises it, does it produce any benefits. The power of corporate image and brand reputation may be dependent on how stakeholders perceive the company’s value on social behaviour and societal impact. However, the process and effectiveness of CSR communications tells to be even more important due to the impact it has on its stakeholders within the negative externalities that the GGI has. 
[bookmark: _Toc526434223]2.11 Power of Stakeholders
Although the development of stakeholder management has been driven by greater strategic emphasis to manage stakeholder groups more effectively through the promotion of CSR initiatives; some stakeholder groups may cause implications for organisations depending on the bargaining power a group or individual may have. It is important to note the challenges which organisations may face when operating within a market where external stakeholders such as consumers may have either low or high bargaining power. This is in retrospect for GGO’s to understand how powerful stakeholders are within individual international markets. For example, the way CSR communications are presented within the UK in comparison to different international markets will differ due to how legislation is shaped and how consumer behave. For GGO’s within the UK market, an argument towards consumers having high buying power may be accepted due to the competitive landscape being more volatile. The application of legislation by governing bodies and pressure groups lead to GGO’s to adopting CSR and applying CSR communication as a means to control and drive consumer interest (Saeed & Arshad, 2012).  
[bookmark: _Toc526434224]2.12 A Conceptual Model for CSR Communication 
Tata and Prasad (2015) designed a conceptual model for CSR communication to evaluate whether a business’s current CSR image is incongruent with its desired CSR image through the interpretation of target audiences, and effectively managing stakeholders. Furthermore, Tata and Prasad insist that the model can provide organisations the opportunity to identify and motivate a positive change to decrease incongruence of its corporate Image. Additionally, Tata and Prasad believe that this can be moderated through the business’s salience and accessibility within the marketplace. However, it is important for businesses to recognise that the quality of their image and market scope can be impacted by a number of factors. These factors are; 
(a) Importance of CSR Image to a business.
(b) The power of a business.
(c) The status a business holds within a marketplace.
(d) Attractiveness to the businesses target market.
(e) Importance of CSR Image to the target market.
(f) Media attention and influences.
(g) [image: ]Public scrutiny.

(Figure 2.3: Tata & Prasad, 2015) 
Even so, Tata and Prasad believe that there are four dimensions that establish the edifice of CSR communication alongside the model including, a feedback loop which addresses feedback on the target audience’s interpretation on the organisation’s CSR communication. This may lead to influence the development of CSR image and motivating the businesses to engage in more effective CSR communication methods. The four dimensions which add value to how CSR communication is practised by organisations are; 
(a) Anticipatory and reactive. 
(b) Assertive and protective. 
(c) Direct and indirect.
(d) Image enhancing and image correcting.  
To ensure that Tata and Prasad model is viable and reliant, the first feature of the CSR communication model is designed not to assess CSR communication methods which are implemented and mandatory by law legislation, but to evaluate the voluntarily efforts made by businesses on CSR initiatives which are premeditated and applied. Additionally, it is also important to note that the model does also recognise that the identity of a business is acknowledged by its prognosis of CSR initiatives and activities implemented by the people within the organisation. 
Firstly, Tata and Prasad model can be used to assess GGO’s image of incongruence and evaluate whether the image and identity of operators are in line with the perception of the target audience. This can be achieved through practical means of research through constructive survey of people’s perceptions on gambling operator’s commitment to be a good corporate citizen and evaluate the interpretation of CSR communication. The application of this exercise has been applied to the dissertation. 
Secondly, by utilising the principles of impression management theory discussed and applied by Kowalski and Leary (1990) and Goffmann (1959), an investigation on the perceived incongruence of GGO’s between current and desired image can suggest whether GGO’s have effective means of CSR communication to conform its commitment to society, effective contribution to the management of PG, alongside effective and meaningful contribution to purposefulness of management. The evaluation of GGO’s within the research may suggest and underline if gambling operators have any disclosure of corporate vision and missions which may hinder its corporate image and may be viewed as controversial within different international jurisdictions. 
[bookmark: _Toc526434225]2.13 A Conceptual and Integrated Paradigm of CSR and CSR Communication 
The CSR communication model also has a direct relationship with the ethical and responsibility index and CSR measurement table which is also adapted from Tata and Prasad (2015) as a means of best practice for the study. By creating a conceptual framework which can be applied within the study using the table provided and conceptual model for CSR communication, the researcher can use this literature to effectively analyse and evaluate within the research. The table can be discovered within chapter four under (Table 4.1). Tata and Prasad created itemised topics within the table which are categories believed that organisations should practice in effectively communicating CSR practices and corporate values. Applied within the context of this research, itemised categories as a measurement of CSR will be marked in providing a totalling of an ethical and responsible index score. Tata and Prasad (2015) believe that organisations such as GGO’s can use this exercise to identify and evaluate any area’s which a business may consider as inefficient and in need of improvement. The benefit for this by GGO’s can be through identifying incongruence between consumers perception of corporate image against GGO’s desire of brand image. 
Tata and Prasad (2015) continue to suggest that negative or undesired marks within the research may probe organisations to be more attentive to CSR policy, communication, and operations. The prominence for an exercise such as this for an organisation is due to the belief that there is a relationship between corporate citizenship, and financial performance as suggested by Freeman (1984). Turyakira (2014) believes that there is a direct relationship between being a good corporate citizen and organisational growth. This hypothesis is confirmed through CSR initiatives and practices carried out by national and international enterprises such as Patagonia and Kenco which effectively communicated through channels of CSR communication and add value to society.
GVC Holdings, the public limited company which have ownership of Bwin demonstrate little incongruence between its CSR image and target audiences’ interpretation of the business. The organisation establishes strong values towards environmental impact, modern slavery, RG, and CSR with the company having an even greater focus towards charity and community engagement (GVC Holdings Plc, 2016). The organisation make donations to a variety of RG organisations on an international scale. The GGO also encourages employees which are part of Bwin to spend two days out of office on charitable, environmental and community projects every annum. The organisation shows great philanthropic behaviour (Carroll, 1991) within their CSR and CSR communication model (Tata & Prasad, 2015) through increasing the contribution to RG charities and organisations by 39% in 2016 (GVC Holdings Plc, 2016). 
GVC Holdings exemplify that organisational growth can be achieved through effectively communicating CSR values which is in conjunction with its target audience’s perception. This leads to the business retaining and gaining new consumers.  GVC Holdings have achieved this by demonstrating activity across all dimensions of Tata and Prasad’s model. Applied to the literature presented by Tata and Prasad, GVC Holdings have reacted (a) to societal needs by adding value to national community development programmes to area’s which need it most and using employees as a focus to further advance programmes. The organisation have been assertive of their commitment to CSR initiatives by implementing large quantities of funds to national community development (b). GVC Holdings have shown direction with their ethical and investment strategy plan ensuing that CSR initiatives are successfully executed. This leads on to the organisation gaining corporate value and enhancing the company’s overall brand image (d) achieved by developing and implementing a strong ethical investment consensus. A best practice for GGO’s to apply.
[bookmark: _Toc526434226]2.14 Gap in the Literature
The real value of responsibility has not been tested within a global context of the GGI. A limitation on the literature has been discovered throughout the dissertation which has led to asking the question of what the real importance of responsibility is within GGO’s and government. Although some nations such as Canada have been identified with practising best practice measures through efforts of funding research, the financial power of the GGI seems to be too systemically important and vital to governments such as the UK. Thus, outweighing the societal needs of individuals who suffer from PG. An extension of literature has been identified from other industries and applied to this dissertation in the context of GGO’s. In the context of CSR communication methods and models, literature from sources have added value to the structure and research of the chapter. 
[bookmark: _Toc526434227]2.15 Conclusion
The chapter has used case studies to contribute towards evaluating the importance of CSR and CSR communication. CSR communication provides a basis and method for GGO’s to express CSR commitment in engaging projects which support community development, PG, and other schemes which are important to communities alongside accumulating consumer interest. The practices of these commitments can be effectively communicated through CSR communication across technological platforms which cover large scope and reach all external stakeholders considered within Luo et al., (2017) CSR stakeholder model with the role of stakeholder theory being pivotal as highlighted by Freeman and Gilbert (1998). Even so, without effective methods of CSR communication within a market which has a view of having negative externalities, the risk and loss of financial value and positioning could lead to impairing the ability of future operations for GGO’s. The catalyst for meeting this challenge is founded by the management of a global operator’s stakeholders and by doing so effectively, GGO’s can adopt an instrumental approach alongside Tata and Prasad (2015) model to identify any incongruence between themselves and stakeholders. Case studies have been applied which GGO’s are recognised to display philanthropic responsibilities which perceives them to be good global citizens. 
However, the consistency of CSR practices is still to be evaluated across all active international markets in comparison to the UK. The study has led to the discovery of theories such as the American psychologist Goffman’s stating and implying that the behaviour of organisations within the boardroom is not the same as to being on the worlds stage. The importance of CSR communication has led to finding a suitable model which identifies key areas which need to be addressed by businesses for CSR communications to be meaningful, that can also be adopted within a CSR measurement scale on ethical and responsible values. Tata and Prasad’s CSR communication model has been recognised to be a method for the researcher to identify if consumer perception of corporate identity is in conjunction with all three GGO’s desired brand image. This practice is also significant for GGO’s as Tracey (2014) suggests, corporate identity has a direct relationship with financial performance. The literature discovered such as Luo et al., (2017) ethical and responsible scale alongside Tata and Prasad’s (2015) conceptual model for CSR communication form as best practice for the researcher to evaluate this dissertations research question.  






















[bookmark: _Toc526434228]          Chapter Three
[bookmark: _Toc526434229]3.1 Introduction
The previous chapter demonstrated a comprehensive scope into CSR and CSR communication, highlighting the importance of the business function to an organisation. The previous chapter also demonstrated the gap in research regarding global PG. This chapter sets out to explore the method in evaluating CSR and CSR communication set out by GGO’s alongside the process in ensuring the findings are valid. 
An extensive literature review analysing the importance of CSR and CSR communication within the GGI was achieved in the last chapter. Going forward, the researcher will be looking to achieve the remaining objectives;
2) To critically evaluate the importance of CSR and CSR communication within the global gambling industry through conducting a content analysis.

3) To critically analyse gamblers opinions of CSR and CSR communication commitments by global gambling operators.
[bookmark: _Toc526434230]3.2 Research Context 
The research method of the dissertation is appropriate for achieving the remaining objectives set. The method, a pragmatic mixed methods approach, was sequential throughout the study. The researcher conducted a content analysis around key resources such as publicised annual reports and online platforms, providing evidence and opportunity for CSR and CSR communication to be evaluated. Once analysed and evaluated, the research could effectively shape and conduct an online survey which would evaluate whether commitments by GGO’s were reinforced on the evaluation made by participants. Thus, this would provide the researcher an opportunity to evaluate whether Freeman (1984) concept on CSR is adopted by GGO’s, or whether Goffman (1959) theory on behaviour is reinforced. This would provide the researcher to critically analyse the importance and value of CSR and CSR communication by GGO’s. 
[bookmark: _Toc526434231]3.3 Epistemology
Adapted and applied from Rubels (2006), epistemology is an important value and factor to recognise within the dissertation. Firstly, to understand the meaning behind the concept, epistemology is the theory of knowledge regarding the method, validity and scope within a research alongside identifying the distinction within results between set beliefs (statements and actions accountable by global gambling operators), and opinion (interpretation of public views and values towards global gambling operators means of CSR communication). It is also important to note that the dissertation does not solve the problem of PG but does contribute to a greater understanding which is a contribution to problem solving. 
For the purposes of the dissertation, it was important to understand and factor within of the analysis of the content analyses the environment that GGO’s operate within. These factors or influences  are those such as; societal needs, political governance, and expectations as previously highlighted by Hunziker (2016), charitable groups (Wilmot, 2018), and political case studies such as Kenya (Barlowe, 2017). From this, it is fundamental to recognise that decisions made by external stakeholders and pressure groups shape the way CSR communication is effectively communicated. This primarily means that the environment of the industry shapes the way CSR actions are made and when CSR communications is used. 
[bookmark: _Toc526434232]3.4 Theoretical Perspective
The methodological framework used within the dissertation is a sequential method of research beginning with; a qualitative content analysis of GGO’s annual reports and online platforms, followed by a survey on public interpretation of CSR communications of GGO’s. The process, a pragmatic approach, provides justification and suitability for the research question to be answered in the sequential process it has been completed in (Bryman, 2008). 
The research onion (Figure 3.1) highlighted by Saunders et al., (2007) provides a pathway in which a research methodolgy can be designed. This dissertation uses a mixed methods approach using archival research though conducting a content analysis on annual reports alongside online platforms. This is  followed by a survey which is designed to either reinforce or identify incongruence between how GGO’s are performing against consumers perception. This forms part as a deductive approach which becomes a positivist paradaigm. This method for conducting the research becomes a structured method for aquiring data which will add value to the dissertation in hand (Osborne, 2008).  
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(Figure 3; Saunders et al., 2007) 
As reinforced by Cassell and Johnson (2006), the importance of the method used to obtain research is crucial as it must meet the aims and objectives set within the dissertation. The benefits for conducting qualitative data in the form of a content analysis, provided the research the opportunity to analyse and evaluate GGO’s in more detail. Through using statistical analysis within the survey, it provided the opportunity for the researcher to identify any relationships highlighted by those who participated. The benefit for conducting qualitative data is that it is an open-ended process which creates an opportunity to evaluate samples across all content analyses, identifying and contrasting the value of CSR held by GGO’s alongside CSR communication performance (Hammersley, 2013). Quantitative research such as the survey was useful within the dissertation as it provided the opportunity for statistical analysis to take place. Furthermore, it also considers the positivist paradigm which becomes the foundation for structuring a questionnaire through the research concept (Osborne, 2008).  
[bookmark: _Toc526434233]3.5 Method
A content analysis of all three GGO’s was conducted to assess the performance and values of CSR and CSR communication. 
The content analysis was applied to Bet 365, Bwin, and Asia-Gaming most recent and available annual reports alongside social media platforms such as; Facebook, Weibo, and Twitter. An analysis on social media sites measured CSR communication and the opportunities social media could provide in adding further value in CSR communication. Furthermore, an analysis was also thoroughly conducted on operator websites. 
To ensure that the content analysis of websites was valid, the researcher decided to constrict the timeframe used to analyse websites of GGO’s to within a 2-day period from the 14th of August to the 16th of August due to the ever-changing nature of the internet content (Kim & Kuljis, 2010). 
The content analysis targeted the values within CSR communication to GGO’s alongside incorporating Crane and Glozer (2008) framework for CSR communication research. The evaluation is displayed within tables which can be identified through a coding technique which is presented in charts demonstrating scores.
The categories and questions within the content analysis were dependent on the following questions; 
1) Clarity of CSR communication.
2) Statement of CSR values by global gambling operators. 
3) How important is CSR communication to global gambling operators, measured on a high or low responsible scale. 
4) Is CSR communication more prominent where the competitive landscape is more volatile.
5) Meaningful CSR communication by global gambling operators. 
The study then furthered its development and findings from the content analyses which created the online survey which was influenced and shaped by the results discovered across all areas of the study. The area’s which the researcher felt needed to be more reinforced with clarity was provided by the survey. 
The results would come to provide the researcher with an insight of firstly if GGO’s CSR communications methods were effective, and how CSR communication could be measured more effectively. 
The online survey was published on relevant blogs such as Casinomeister alongside social media platforms and targeted RG pages in Canada and Australia. Conversation with RG organisations from the UK, Kenya, and Canada can also be found although recognised as a limitation of the study. Evidence of published surveys can be identified within the appendices under appendix two. 
The aim of the survey was to identify if values held amongst participants within the survey are in conjunction with the values held by GGO’s. Furthermore, this is alongside if the behaviour of operators and desired image of CSR (Kowalski & Leary, 1990; Goffman, 1959; Phillips, 2003; Kotler & Lee, 2005), and the delivery of CSR communication is in fact successful and strongly bounded between consumers and GGO’s (Tata and Prasad, 2015). 
[bookmark: _Toc526434234]3.6 Content Analysis 
According to GAO (1996), conducting a content analysis allows researchers to filter through large quantities of data in a systematic way. From the perspective of the researcher, by conducting a qualitative content analysis in the dissertation, advantages come to light through identifying cultural insights within GGO’s. Further advantages can be identified such as analysing communication, identifying best practices, the processes used by GGO’s on CSR communication, the interpretation on values held by all GGO’s, and the ability of using of both quantitative and qualitative methods as supported and adapted by (Macnamara, 2005). 
Furthermore, Krippendorff (1980) also extends the advantages of conducting a content analysis are those such as it is flexible, adapts well to unstructured material and numerous sources, unobtrusive, context sensitive, alongside being applied as a tool to analyse large amounts of data. Due to the large scope a content analysis can operate across alongside considering the scale of the research dissertation. This method provides itself as a useful technique to identify and analyse changes within behaviour amongst all GGO’s within the study, alongside adding value to making conclusions (Weber, 1990; Krippendorff, 1980).
[bookmark: _Toc526434235]3.7 CSR Communication Consumer Survey 
A survey was publicised on appropriate platforms such as blogs and social media for members of society to evaluate their perception of GGO’s performance regarding CSR communication. The deadline for the survey to be completed by audiences was the 11th of September 2018. Although the surveys purpose wasn’t to inform the public on what CSR communication was and if GGO’s were effective at this, the purpose of the survey was to identify participants’ interpretation towards areas within the research which needed to be clarified, further discovered or reinforced. This was done to ensure that the research in hand was valid throughout the dissertation alongside providing an insight to the researcher on the true perceived value and effectiveness of CSR communication by GGO’s. 
The first section of the CSR communication consumer survey (questions 1 to 5) provided an opportunity for the researcher to gain an understanding on gambling preferences by participants. The second section (questions 6 – 10) targeted the perceived value in CSR and CSR communication by GGO’s.  A copy of the survey can be seen within the appendices under appendix one. 
For the purposes of the analysis within the research, standard deviation has been applied to the evaluation of findings. A high standard deviation indicated towards a wide spread of values where as a lower standard deviation indicated that data provided by participants is close to the mean within the evaluated results.
[bookmark: _Toc526434236]3.8 Reliability and Validity 
Stemler (2001) identifies that the reliability of a study which consists of a content analysis refers to the reproducibility and stability of the evaluated findings. To ensure that stability is proficient, the researcher re-codes data in the same way as before, ensuring that the process and results are considered to be reliable. 
The validity of the study was measured and controlled through the extent of where the survey was publicised on forums and pages in relation to gambling, alongside social media platforms. A consent to take part in the survey was met before participants continued as stated per the terms and conditions. The questions within the survey were shaped to meet the necessary requirements to fulfil the dissertation and reinforce the content analysis, therefore, by means of application, the results acquired within the research of the study become valid and applicable to the objectives set within the dissertation (Roberts et al., 2006). 
Three steps were taken to ensure that the research project in hand was reliable and valid. These were; 
1) Conduct a content analysis which is based on fact not opinion. The research accumulated within the project consisted of a scoring system which demonstrated levels of CSR communication being displayed across different resources. These made the results valid and applicable due to the content being constructed by GGO’s themselves. However, there was some subjective decision making involved but every effort was made to be consistent and independent. Major decisions were discussed with the experienced supervisor. 

2) The survey posted to online platforms targeted the opinions and interpretation of all participants, not only does this make the feedback and answers valid by the individuals who took part in the study, but the interpretation becomes a reliable source to identify and evaluate if any incongruence is in place between GGO’s and consumers.

3) The results concluded if there was incongruence between consumers and GGO’s and if CSR communication is valued by both parties. This led to determining if CSR is expressed as a valued topic by GGO’s and if CSR communication is effective by means of application toward consumers. 
[bookmark: _Toc526434237]3.9 Sampling
The type of sampling carried out within the dissertation is identified as mixed methods sampling. Firstly, the purpose for sampling is to gain global reach for the CSR communication consumer survey. The types of sampling utilised within the research stage of the dissertation are convenience sampling and purposive sampling. Convenience sampling consist of using a close network environment or population which is close to the researcher (Cochran, 2007). In the case of the research used within the dissertation, a post was conducted on LinkedIn, a professional networking site aiming to reach global audiences which can be found in (Appendix 2.2). 
Purposive sampling was carried out by seeking an targeting out expert knowledge which would add value to the research question and objectives (Teddlie & Yu, 2007). This was achieved by applying a research method to an audience which can then be assumed to be a representation of the population. The audiences chosen were groups regarding PG on Facebook alongside a gambling audience on Casinomeister. These forums are directly related to the issues which surround PG and the GGI.  
[bookmark: _Toc526434238]3.10 Delimitations
The delimitations of the dissertation were to stay within the research questions and objectives. The population chosen within the study did not expand. Completed CSR communication consumer surveys were not considered once the deadline had surpassed. Participants had the ability to complete the survey only if they had a Google account. This was to limit the number of respondents to one person per account. This was done to increase the validity of the research 
[bookmark: _Toc526434239]3.11 Limitations of Methodology
As discovered within chapter two, there is a lack of prior research to the topic area on the global rate of PG. However, this has identified a new gap for literature to be conducted within the field. Furthermore, a greater sample size within the survey would have emphasized the relationships and findings discovered within the analysis of the dissertation. Although the sample size is 122 participants, a greater number of participants before the end of the timeframe may have contributed further reinforcement for the evaluations presented. 
[bookmark: _Toc526434240]3.12 Ethical Considerations
It is understood that this is a sensitive research area. However, the researcher is using publicly available material and sample of respondents agreeing to terms and conditions through taking part in the survey as stated on the form. Furthermore, Seedhouse (2009) ethical framework was applied within the study due to the sensitivity of the dissertation and the mental health conditions associated with PG. This was applied to provide a safe and comfortable environment for any participants who shared information about personal gambling habits. The framework was applied by using the first section of the grid through creating and respecting autonomy within the published survey. Thus, it would incline the participant to be more honest within the survey, with the most beneficial results coming to light in a process of best practice. 
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(Figure 3.1; Seedhouse, 2009)
[bookmark: _Toc526434241]3.13 Conclusion
To conclude the chapter, the pragmatic way for conducting the research created the best and most reliable process in analysing and evaluating findings. Content analyses on annual reports and online platforms were best suited in achieving the objective set within the dissertation. This is because of the strong link between CSR practices and CSR communications discovered within annual reports by GGO’s and delivered across online platforms. The content analysis on annual reports is valid and reliable due to it being available to the public domain and published by GGO’s. The survey is key to the research because it provides a different perspective towards CSR practices and CSR communication from the consumer. Thus, creates an environment for the researcher to critically analyse any discrepancies or relationships evaluated between the findings from GGO’s and participants within the survey. 








[bookmark: _Toc526434242]          Chapter Four 
[bookmark: _Toc526434243]4.1 Introduction 
Chapter three presented a pragmatic process for analysis to be carried out within this dissertation. This chapter seeks to analyse data collected and achieve the remaining objectives of the dissertation; 
2) To critically evaluate the importance of CSR and CSR communication within the global gambling industry through conducting a content analysis.

3) To critically analyse gamblers opinions of CSR and CSR communication commitments by global gambling operators.
This chapter is set out in two main sections. Section one, the presentation and analysis on findings of the content analysis on annual reports, alongside an analysis on websites, and social media. This is further followed by the second section of the chapter being a presentation of key findings within the survey.
[bookmark: _Toc526434244]4.2 Content Analysis
A content analysis on annual reports was firstly carried out to evaluate GGO’s against the ethical and responsibility index. The ethical and responsible index discussed within chapter two, categories from (a) to (h) (Tata and Prasad, 2015), provide as indicators in identifying evidence by GGO’s regarding their operations within CSR and CSR communications. From conducting a content analysis, the researcher can identify if Goffman (1959) theory on front and back stage behaviour is adopted by GGO’s or Freeman (1984) notion on CSR. 
Tata and Prasad (2015) categories of CSR were used as a marking criterion against GGO’s. If a distinctive quality was displayed, a mark would be made credited to the operator. The idea that on the conclusion of the content analysis, the GGO with the highest marks would resemble Freeman (1984) concept of CSR and if scoring low would show characteristics from Goffman (1959) theory on front and back stage behaviour. 
A refreshment of Tata and Prasad (2015) categories of CSR and CSR communication;
a) Commitments to society.
b) Disclosure of corporate vision and mission.
c) Contribution to and management of problem gambling research.
d) Information to suggest effective and purposeful management. 
e) Opportunity for employee growth.
f) Effectively achieve CSR communications to external stakeholders.
g) Contribute towards economic growth.
h) CSR is valued by global gambling operators.
Furthermore, it is important to note that the research findings across the whole study are plausible. The use of publicised material in annual reports as well as information on social media networks presented by GGO’s makes the conclusions credible. The information drawn from participants are original interpretations and views on habits of gambling and image of GGO’s. The transferability of the categories is made across all aspects of the analysis and evaluations on GGO’s within the content analysis section. This is done to support the trustworthiness of the criteria presented. The dependability of findings is supported by the cap which is in place on the survey’s deadline, alongside a timeframe of when content analyses across live online platforms was made. Thus, through committing to a short timeframe would increase the stability of findings. 
Even so, the stability of findings by participants of the survey would be strong and credible due to the patterns emerged from the research on perception of GGO’s. The confirmability of the research would be limited due to the lack of research within the area. However, expert interpretation of the study such as the supervisor of the dissertation would agree with the results foreseen within the survey.  
A CSR measurement scale and mark (Table 4.1) adapted from Luo et al., (2017) ethical and responsible scale has been used to evaluate CSR and CSR communication commitments by GGO’s. 
The content analysis also incorporated and considered Tata and Prasad’s conceptual model of CSR communication. It is recognised that the implementation of this model is essential for any business wanting to achieve in reducing the incongruence between the consumers perception of an organisations brand and the desired image by a business. Furthermore, within the analysis of the study, GGO’s were evaluated through using annual reports, media, and academia journals to identify, evaluate, and support the scoring of itemised subject areas. 
[bookmark: _Toc526434245]4.2.1 Coding
For identifying and understanding evaluation, the researcher has devised a coding technique which allows readers to clearly identify the value and meaning behind categories which show characteristics of criteria’s being effective and present within the content analysis of annual reports. This coding technique has also been carried out on websites and social media. An example of this is shown below. 
Table 4 Coding Technique to Identify Valued Mark
	Dimension
	Categories / Qualities 
	Coding / Mark

	Website
	CSR initiative represented on home page. 
	0 = Not Present
1 = Present

	
	Link on homepage regarding a CSR topic.
	Bet365 – 1
Bwin – 1
Asia Gaming - 0

	
	Clearly Shown
	Bet365 – 1
Bwin – 1
Asia Gaming - 0



[bookmark: _Toc526434246]4.4 Method of Evaluation
After accumulating all scores within (Table 4.1), the results provided will then be evaluated into an ethical and responsible identity index total (Table 4.2) to display an overall evaluation GGO’s commitment Tata and Prasad’s (2015) categories of CSR and CSR communication (a) to (h). 
The overall marks range from (1 = low in responsibility to 12 = high in responsibility). An evaluation on the key findings within the study of the content analysis within annual reports is then presented.     
[bookmark: _Toc526434247]4.5 Content Analysis on Annual Reports
It is important to note that items within the ethical and responsibility index are multi-dimensional meaning there can be more than one representative from the ethical and responsibility index which may show characteristics which can be applied to the measurement scale. The gird was formulated by adapting Luo et al., (2017) evaluation of CSR and Tata and Prasad (2015) categories of CSR and conceptual model for CSR communication as a means of best practice to evaluate ethical and responsible index measures by GGO’s. 
Table 4.1 Corporate Social Responsibility Measurement Scale and Mark
	Identity
	Dimension
	Qualities
	Mark

	Emp1
(d,e)
	Employee
	GGO’s provide good conditions for personal development of employees.
	Bet365 - 1
Bwin - 1
Asia Gaming - 0 

	Emp2
(d)
	Employee
	GGO managers consider employee needs and wants within decision making.
	Bet365 - 1
Bwin - 1
Asia Gaming - 0

	Emp3
(d)
	Employee
	GGO’s make fair decisions for and about employees.
	Bet365 - 1
Bwin - 1
Asia Gaming - 0

	Emp4
(a,d)
	Employee
	GGO’s provide excellent work and life conditions for employees.
	Bet365 - 1
Bwin - 1
Asia Gaming - 0

	Emp5
(e)
	Employee
	GGO’s offer training and career opportunities for employees.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Emp6
(c,d)
	Employee
	GGO’s have an action plan towards PG for employees.
	Bet365 - 1
Bwin - 1
Asia Gaming - 0

	Sta1
(f)
	Stakeholder
	GGO’s effectively practice CSR communications.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Sta2
(b)
	Stakeholder
	GGO’s are headquartered in low tax jurisdictions.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Sta3
(h)
	Stakeholder
	GGO’s have a strong structure for CSR communications.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Sta4
(b,h)
	Stakeholder
	GGO’s effectively communicate attractiveness of organisation to consumers which is reflected and evaluated through sustained and incremented financial growth (5 year evaluation).
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Sta5
(b)
	Stakeholder
	GGO’s effectively communicate to consumers to reduce incongruence on consumer perception and desired brand identity.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Con1
(h)
	Consumer
	GGO’s claim that they effectively practice CSR within all active global markets.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Con2
(h)
	Consumer
	GGO’s claim that they effectively practice CSR within global markets whereby legislation or movements associated with problem gambling or cultural beliefs.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Con3
(a,c,d,f,h)
	Consumer
	GGO’s claim they have effective means of communication on websites towards the issues associated with PG.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Con4
(b,d,f)
	Consumer
	GGO’s makes an effort to identify consumer needs within all active international markets through CSR communication.
	Bet365 – 0
Bwin – 0
Asia Gaming – 0

	Con5
(b,d,f)
	Consumer
	GGO’s make an effort to identify consumer needs within active international markets whereby legislation or movements are implemented to associated with PG or cultural beliefs through effective means of CSR communication.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Con6
(b)
	Consumer
	GGO use social media for communication.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Con7
(a,c)

	Consumer
	GGO’s use social media for the intentional use of active campaigns on PG.
	Bet365 – 0
Bwin – 0
Asia Gaming – 0

	Con8
(b,d)
	Consumer
	GGO’s use social media to PG.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Env1
(b,d)
	Environment
	GGO’s are committed to some form of environmental cause.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Env2
(b,f)
	Environment  
	GGO’s effectively communicate environmental causes.
	Bet365 - 1
Bwin - 1
Asia Gaming - 0

	Com1
(a)
	Community
	GGO’s play a role within society that goes beyond profit generation.
	Bet365 – 0
Bwin – 0
Asia Gaming – 0

	Com2
(a,g)
	Community 
	GGO’s target sustainable development for society.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Com3
(a,h)
	Community
	GGO’s react to societal needs within all active international markets.
	Bet365 – 0
Bwin – 0
Asia Gaming – 0

	Com4
(a,h)
	Community
	GGO’s react to societal needs within markets which have legislation or movement to challenge the issues associated with PG. 
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Com5
(a,b,c,d,f,h)
	Community
	Gambling operators financially contribute towards projects which aid PG.
	Bet365 – 1
Bwin – 0
Asia Gaming – 0

	Com6
(a,d,h)
	Community
	GGO’s care about public psychological issues.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Gov1
(b)
	Government
	Licensing conditions have led global gambling operators to identify a suitable political jurisdiction to add value towards profit maximisation.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Gov2
(b,d,g)
	Government
	GGO’s are recognised to have great power within countries which rely on gambling as a source of economic growth.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Gov 3
(b,d)
	Government
	GGO’s act on the basis of international legal regulations.
	Bet365 – 1
Bwin – 1
Asia Gaming – 1

	Gov4
(a,c,h)
	Government
	GGO’s promote RG within all active global markets.
	Bet365 – 1
Bwin – 1
Asia Gaming – 0

	Gov5
(a,c,h)
	Government
	GGO’s promote RG within active markets which have legislation or external pressures towards challenging PG.
	Bet365 – 1
Bwin - 1
Asia Gaming – 1

	Gov6
(a,g)
	Government
	GGO’s are a source of gambling tourism and effectively achieve CSR communication to contribute towards economic growth.
	Bet365 – 1
Bwin - 1
Asia Gaming – 1



Table 4.2 Ethical and Responsible Index Marks against Tata and Prasad’s (2015) Categories of CSR and CSR communication
	Item
	Ethical and Responsible Identity
	Mark and Company Which Displays Qualities

	(a)
	Commitments to society.
	Bet365 – 8
Bwin – 7
Asia Gaming – 6

	(b)
	Disclosure of corporate vision and mission.

	Bet365 – 11
Bwin – 11
Asia Gaming – 10

	(c)
	Contribution to and management of problem gambling research.
	Bet365 – 5
Bwin – 4
Asia Gaming – 3

	(d)
	Information to suggest effective and purposeful management.
	Bet365 – 12
Bwin – 11
Asia Gaming – 6

	(e)
	Opportunity for employee growth.

	Bet365 – 2
Bwin – 2
Asia Gaming – 1

	(f)
	Effectively achieve CSR communications to external stakeholders.
	Bet365 – 3
Bwin – 3
Asia Gaming – 3

	(g)
	Contribute towards economic growth.

	Bet365 – 4
Bwin – 3
Asia Gaming – 3

	(h)
	CSR is valued by global gambling operators.

	Bet365 – 6
Bwin – 6
Asia Gaming – 6



	Global Gambling Operator
	Overall Responsibility and Ethical Index Mark

	Bet 365
	51 out of 96

	Bwin
	47 out of 96

	Asia Gaming
	38 out of 96



Bet365 – Blue Correlation Line
Bwin – Orange Correlation Line
Asia Gaming – Green Correlation Line


[bookmark: _Toc526434248]4.5.1 Key Findings from Content Analysis of Annual Reports
The overall marks reflect how responsible GGO’s are against Luo et al., (2017) responsible and ethical index. The correlation graph demonstrates the GGO with the highest frequency therefore demonstrating a higher ethical and responsible index mark within the study. However, this does not necessarily mean the GGO with the highest score are the most responsible or ethical. It is important to note that external influences such as competitive landscape and political environment may shape the way GGO’s behave leading to the only true discovery of value towards CSR measures and CSR communication being the measurement and extent to which GGO go in implement RG functions across online platforms. 
[bookmark: _Toc526434249]4.5.2 Global Gambling Operator’s and Employees
Bet365 and Bwin show a great emphasis towards employee engagement and a strategic pathway towards professional development alongside the implementation of employee programmes. Both organisations have schemes in place to encourage graduates to become part of the organisation as well as sound support by the GGO to all employees through supportive and responsive human resource departments. A great deal towards employee welfare is adopted by both GGO’s which both are noticeably headquartered within Europe and considered as part of the western hemisphere. This could be led due to the competition amongst GGO’s and a source to increase brand identity and performance (Balmer et al., 2007; Freeman and Gilbert, 1998). However, Asia Gaming do not demonstrate a great emphasis towards employee engagement and initiatives which could hinder relationships with stakeholders as previously highlighted by Argenti and Druckermiller (2002). An assumption that this could be driven due to the business model Asia-Gaming have adopted being not only a provider of gambling across online platforms, but a supplier of gambling products such as machines. However, all GGO’s do have career and professional development schemes in place. Through conducting an ethical and responsible identity evaluation on GGO’s with employees, Bet365 are viewed to have the most effective CSR measures with marks being the highest.      
[bookmark: _Toc526434250]4.5.3 Global Gambling Operator’s and Stakeholders
All GGO’s present effective means of CSR communication to shareholders. Not only has it been recognised within the study that it is a vital source and practice to achieve reducing incongruence between consumers and the desired brand identity, but it is also important to achieve a good relationship between brand vision and its shareholders perception. The governance and practices of both Bet365 and Bwin as supposed to Asia Gaming are diverse with a stronger focus from shareholder value to stakeholder value recognised in both western operators. A strategy potentially to adjust to CSR and reducing incongruence (Blanpain et al., 2010). Important stakeholders such as investors will be pleased to learn that GGO’s are headquartered within low tax jurisdictions. All GGO’s display a strong structure to CSR communications. GGO’s demonstrate the responsibility of financial return as supported by both Freeman (1984), and Friedman (1970), however the method of doing so are diverse between Asia Gaming and both Bet365 and Bwin.  
[bookmark: _Toc526434251]4.5.4 Global Gambling Operator’s and Consumers
All operators present that they implement CSR measures within all active markets including those which endure greater external pressures such as third-party movements towards PG. GGO’s claim that effective means of CSR communications are present on websites, and other associated online platforms which comply with CSR policy (Dahlsrud, 2008) and focus on being a good global citizen (Carroll, 1991). All operators present that activities associated to the issues arisen around of gamblers welfare are met through supportive avenues. The activities presented by GGO’s can be considered as good measurements in conducting CSR as previously highlighted by (Luo et al., 2017). An evaluation that CSR communication towards consumers within the western hemisphere in comparison to the eastern do differ due to the external pressures which are present towards PG in the west. In some parts of the east, gambling is recognised as a source of tourist economic growth which within some political jurisdictions are recognised to be heavily dependent on (Entertainment Asia Gaming, 2017; Gambling Compliance, 2017). Even so, the lack of external pressures towards PG may suggest this. All GGO’s claim to have means of CSR communication across online platforms. However, no operator has an original campaign associated to the issues of PG. Annual reports from all GGO’s suggest that technology and online platforms provide a source of staying connected and monitoring target markets. Online platforms such as social media are used to monitor trends and also promote the operations of the business (gambling advertisement) as strongly supported by Friedman (1970). 
[bookmark: _Toc526434252]4.5.5 Global Gambling Operator’s and Environmental Factors
Within the study, some aspects of societal influences are considered under environmental factors. Both Bet365 and Bwin suggest that they add value to environmental causes such as societal development demonstrating philanthropic qualities (Carrol, 2012). Evidence of Bet 365 is presented by the Denise Coates Foundation (Charity Commission UK Government, 2017), although no evidence is suggested by other GGO’s within the analysis of annual reports. Within presented annual reports, both western operators comment about the issues associated with PG along with other suggested measures of CSR and CSR communication being implemented across operational platforms. These are in the form of; self-exclusion, RG statements, secure transaction, fair gaming, and problem gambling support. All of which can be identified as forms of truly legitimate and responsible behaviour of a business (Rendtorff, 2009), although hindering financial performance which could be considered as irresponsible (Friedman, 1970). 
[bookmark: _Toc526434253]4.5.6 Global Gambling Operator’s and Communities
Regarding the study, society is also considered as communities. From the interpretation of the researcher, no evidence is suggested that any of the GGO’s within the study play a role within society that goes beyond profitability. Due to the negative externalities associated with the industry, a comparison to other industries may suggest that the lack of conviction in challenging a societal implication that PG could damage brand identity and hinder performance. Although, arguments suggesting that by GGO’s have greater responsibilities such as profit generation. This is due to the nature on how a business should naturally perform (Argenti & Druckermiller, 2002; Friedman, 1970; Tracey, 2014). Whereas literature suggests that a greater emphasis towards stakeholder management should be implemented, and that financial performance would not be hindered but will still experience great benefits from being more responsible (Phillips, 2003; Freeman, 1984; Podnar, 2008; Smith, 2007). 
In contrast to going beyond profit generation, all GGO’s suggest they play a vital role within society such as employment and long-term sustainability which adds value within itself to being socially responsible and demonstrate philanthropic qualities which is embedded deliver sustainable value to society (Brundtland, 1987; Balmer, Gray, & Fukukawa, 2007; Scherer & Palazzo, 2007; Hunziker, 2016; Carroll, Lipartito, Post, & Werhane, 2012). GGO’s are identified to have more measures of CSR than Asia Gaming in the east. This could be due to a more reactive measure (Tata & Prasad, 2015) needed to be taken within a much more competitive landscape in the western hemisphere, alongside greater external pressures. All GGO’s claim they have a degree of care towards the psychological issues associated with PG. These factors partially demonstrate the importance and value of CSR and CSR communication to GGO’s.
[bookmark: _Toc526434254]4.5.7 Global Gambling Operator’s and Governments
The bargaining power of GGO’s against governments is deemed to be more powerful within political jurisdictions where gambling is recognised as a source of tourism economic growth (Entertainment Asia Gaming, 2017). Due to the reliance political jurisdictions such as Nepal have on tourism gambling, the presence of CSR and CSR communication are less frequent if not, never delivered. Gambling within the western hemisphere is recognised for being generated by government such as the national lottery and by Plc’s. The implementation of the national lottery is identified as a source of raising funds for charitable projects. The financial power that GGO’s have within a globalised context is attractive to many governments. The opportunity for low taxation in political jurisdictions such as Gibraltar, Cayman Islands and the Isle of Man keep GGO’s embedded within the UK government to ensure financial contribution to the tax man. 
[bookmark: _Toc526434255]4.6 Key themes emerged from Qualitative Content Analysis of Annual Reports
These results have important implications for CSR communication and the validity of GGO’s commitment to the issues which surround PG. Although this is a case example on GGO’s measurement of ethical and responsible behaviour, the study still aims to discover if GGO’s CSR communication practices enhance the corporate image of the business from the perspective of the public alongside the importance of CSR communication by global operators. It is evidential that the licencing agreement within international jurisdictions shape the way GGO’s behave as also suggested by Murray (1998) and within case studies such as Kenya and Canada (Barlowe, 2017; Fantini & Diem, 2018). 
The comparison between the UK as a case example and nations which are considered as emerging gambling markets such as Colombia and Brazil (KPMG, 2018), alongside established tourism gambling destinations such as Macau, a province within China, has led to provide evidence that global operators show the characteristic trait of ethical fading when operating within jurisdictions which have limited legislation. This ultimately influences how an operator may behave within the market place which has low tax licencing present alongside limited political governance. Through evaluating annual reports, it can be identified and reinforced that there is discrepancy between the communication from GGO’s and their ethical business framework. This causes reasoning for this dissertation to further explore, identify, analyse, and evaluate the value of CSR communications to GGO’s and its consumers. 
[bookmark: _Toc526434256]4.7 Qualitative Content Analysis of Online Platforms
The following table illustrates the criteria within the analysis and evaluation of online platforms. Key findings from the research have been presented within the chapter with analysis tables being identified in the appendices as reference to the evaluation. Through identifying 14 categories within the analysis of all three GGO’s, the researcher has carried out a critical evaluation across websites, and social media platforms (Bet365 Twitter Account, 2018; Bet365 Facebook Account, 2018; Bet365 Website, 2018; Bwin Twitter Account, 2018; Bwin Website, 2018; Asia Gaming Facebook Account, 2018; Asia Gaming Weibo Account, 2018; Asia Gaming Gambling Website, 2018; Asia Gaming Website, 2018). The research has given verification on personal rating on how clear information is perceived alongside what was discovered. 

Table 4.4 Categories for Voluntary Responsible Internet Gaming Information
	Categories
	Bet365
✓ / ☓
	Bwin
✓ / ☓
	Asia Gaming
✓ / ☓

	Responsible Gambling
	✓
	✓
	☓

	Fair Gaming
	✓
	✓
	☓

	Ethical / Responsible Statement 
	✓
	✓
	☓

	Problem Gambling Support
	☓
	☓
	☓

	Self-Exclusion Facility 
	✓
	✓
	☓

	Social Media Presence
	✓
	✓
	✓

	Age Verification
	✓
	✓
	✓

	Technical Support
	✓
	✓
	✓

	Level of Technical Support (High, Medium, Low)
	High
	High
	High

	Promotional Gambling Advertisement
	✓
	✓
	✓

	Secure Transaction
	✓
	✓
	✓

	Timer
	☓
	☓
	☓

	Money Balance
	✓
	✓
	✓

	Clarity on Rules
	✓
	✓
	☓

	Licenced Location
	Gibraltar
	Austria
	Hong Kong



[bookmark: _Toc526434257]4.7.1 Key Findings 
This section of the content analysis analyses and evaluates any discrepancies between the value GGO’s express CSR and CSR communication and their voluntary action on those values across an online platform. 
[bookmark: _Toc526434258]4.7.2 Responsible Gambling
Through identifying and analysing GGO’s behaviour towards practising and providing information on RG (Table 7); commitment made by GGO’s towards the subject matter displayed across online platforms are at a minimum. 
However, RG initiatives are supported across both Bet365 and Bwin whereas not reinforced by Asia Gaming. Sponsorship and brand recognition for organisations associated with the field are displayed and hyperlinked on both webpages and app interfaces. However, the positioning of logos and content is not at the forefront of both online interfaces and additional information is provided on an external links. It can be interpreted that although PG is an issue associated within the industry, RG initiatives are viewed as a disrupter to GGO’s business model due to the layout of interfaces. 
The external pressures of society within active regions of the world alongside government influence have inclined GGO’s to support RG initiatives. The role of CSR communication within the western hemisphere plays a crucial part in how an organisation can financially perform and forming corporate identity as supported by (Tata & Prasad, 2015; Tracey, 2014; Du et al., 2010). Through adopting initiatives supported by society, brand image and reputation will still withstand value within the perception of consumers. The balance between brand value outweighs the small margin in profits lost through by GGO’s supporting and incorporating positive CSR measures. 
The lack of pressures within the eastern hemisphere alongside the lack of governance towards RG have inclined Asia Gaming not to adopt CSR measures. However, the restriction on consumer interaction with gambling has provided an opportunity for the GGO to be diverse within its business model. The GGO sustain large revenue within the manufacturing and creation in gambling products and online applications (Entertainment Asia Gaming, 2017). Although it could be argued that a greater emphasis towards CSR should be taken by an organisation operating within the creation and manufacturing of such products. However, the lack of external pressures within the geographic location of Asia Gaming can be identified as a catalyst to continue to promote online gambling and provide benefits towards stakeholders (Creel, 2012) which is viewed as an important factor of being a good corporate citizen (Carroll, 2012).  
[bookmark: _Toc526434259]4.7.3 Fair Gaming
A comprehensive background towards fair gaming (Table 7.1) is displayed by both Bet 365 and Bwin whereas no information of fair gaming is displayed by Asia Gaming. However, products of Asia Gaming do display elements of fair gaming but for the purposes and criteria of this evaluation, the GGO has been deemed as not fit. 
Bet 365 show adequate responsibility whereas Bwin show philanthropic qualities in being a good global citizen (Carroll et al., 2012). Not only do both organisations share information on independent bodies which govern the certification and evaluation on fair gaming, but Bwin, owned by GVC Holdings, publish reports on the process on how fair gaming is ensured by the GGO alongside the independent body report. To release this content, it could be deemed as a strategy by GVC Holdings to reduce incongruence between Bwin and its consumers alongside increasing organisation value, share price, performance, and sustainability (Blanpain et al., 2010; Mitroff, 1983).
An assumption towards effective management of external stakeholders such as potential investors (Creel, 2012), can also be supported within the conceptual model of CSR communications highlighted by Tata and Prasad (2015) by factors such as (b) the power of a business, (c) the status a business holds within a market place, and (d) attractiveness to the businesses target market. 
[bookmark: _Toc526434260]4.7.4 Ethical and Responsible Statement
Both Bet365 and Bwin provide ethical and responsible statements (Table 7.2) on websites where as Asia Gaming do not. The criteria consisted of one question, is a statement present on the GGO’s website or other related platforms. A link between responsible gaming and ethical / responsible statement come to light with the same interpretation of western and eastern hemisphere behaviour arising. By having RG statements on a technological platform, GGO’s have a means of effectively practising CSR communication to a large audience (Dahlsrud, 2008).
However, in the case of Asia Gaming, a statement towards its product testing processes are made and displayed within annual reports released by Entertainment Asia Gaming (2017).
[bookmark: _Toc526434261]4.7.5 Self-Exclusion Facility
Bet365 and Bwin both are discovered to provide self-exclusion facilities (Table 7.3). However, the strategy behind the self-exclusion function provided by both organisations finds them both to have fixed periods of time alongside the option of being flexible with Bwin. Furthermore, through testing and evaluating the site, the nature of PG is still not defeated if the process of self-excluding is taken by a consumer. 
Asia gaming are found not to offer the service at all. The behaviour of the business strongly promotes gambling and attempts to create a normalised culture that is a young and positive thing to do (Asia Gaming Facebook Account, 2018), with the sole admiration in succeeding financial goals shared by both the GGO and Friedman (1970).
[bookmark: _Toc526434262]4.7.6 Social Media Presence 
Within the study, all GGO’s show a great emphasis towards social media presence (Table 7.4). All GGO’s show relationships with strong ties towards technical support and promotional gambling advertisement. 
Social media provides an opportunity and avenue for all GGO’s to effectively communicate to target audiences (Dahlsrud, 2008).. Social media is an effective tool for GGO’s to analyse and evaluate the perceived incongruence between the brands image and consumers which is represented within Tata and Prasad’s (2015) model on a conceptual framework for CSR communication. 
The competitive landscape within the UK gambling market can be interpreted as being volatile and highly competitive. Through effectively implementing CSR communication on a technological platform such as social media to promote the brands CSR image, GGO’s cannot only promote RG but also seek a competitive advantage through reducing incongruence. Therefore, if applied would reinforce Saeed and Arshad (2012) perception on stakeholder power being pivotal for business performance alongside Tracey, (2014); Kotler and Lee, (2005); and Hittner & Pohle, (2008) argument for CSR practices and effective communication on appropriate platforms to enhance corporate identity and performance. 
[bookmark: _Toc526434263]4.7.7 Age Verification
Age verification (Table 7.5) is applied by all GGO’s within the study. The extent on whether age verification can be combatted by GGO’s is still questionable. Bet365 advise users if any other known users under 18 are reported to the organisation. 
[bookmark: _Toc526434264]4.7.8 Technical Support
Technical support has been identified as fundamentally imperative to the performance of all three GGO’s within the study (Table 7.6). The business function is an important factor within the economic engine of all GGO’s. 
Technical support comes in the form of customer service, as well as, B2B and B2C avenues in the case of Asia Gaming. As a sole department, technical supports nature is to support the businesses needs of productivity and financial performance as in contrast with Bowen (1953) and Friedman (1970) opinion on a business’s responsibility.
[bookmark: _Toc526434265]4.7.9 Promotional Gambling Advertisement
Within the criteria on promotional gambling advertisement, all three GGO’s within the study (Table 7.7) represent Friedman (1970) theory on a business’s traditional responsibility. 
GGO’s have the power and means to promote RG through advertisement. External pressures and positive CSR carried out by television broadcasters insist on RG messages being displayed on any live sport. In contrast to social media platforms, this is not practised. As highlighted previously, regarding the incongruence between consumer perception and brand identity, the same interpretation for improvement applies to the category. 
The behaviour perceived by the researcher against GGO’s causes a reason for thinking that, Friedman (1970) is highly reinforced and due to the external environment, such as TV broadcasters’, measures are taken. 
However, the power of television and the media can determine the perception of its viewers. Through displaying ethical and responsible statements and taking part in activities which drive tailored ethical perceptions, GGO’s can deliver effective CSR communications strategically to market its corporate identity to decrease incongruence as supported by Balmer et al., (2007). 
[bookmark: _Toc526434266]4.7.10 Secure Transaction
All GGO’s display a philanthropic approach towards secure transaction processes (Table 7.8). All operators claim independent auditing with both Bet365 and Bwin displaying findings and evaluation. 
Asia Gaming claim to have rigorous evaluation by independent bodies but do not share information. 
[bookmark: _Toc526434267]4.7.11 Money Balance Services
All GGO’s provide a money balance service (Table 7.9). However, none provide a money management service which could be deemed as being socially responsible. 
[bookmark: _Toc526434268]4.7.12 Clarity on Rules
The clarity on rules amongst both Bet365 and Bwin is comprehensive and in-depth. However, in the case of Asia Gaming, the clarity on rules is highly inadequate and is not represented (Table 7.10). Rules on how games are played are clarified whereas the external rules between the organisation and user are unclear which may lead to implications such as successfully implementing CSR communication (Tata and Prasad, 2015), or may hinder the long-term sustainability goals set out by GGO’s (Moravcikova, 2015). 
[bookmark: _Toc526434269]4.8 Key themes emerged from Content Analysis of Online Platforms
Social media platforms have been evaluated as a method for GGO’s to exploit methods of increasing revenue through the marketing and advertisement of gambling which is reinforced by Friedman’s (1970) philosophy. Although presumed to do this, minimal evidence suggested that on social media platforms, GGO’s do not practice CSR communication. For a technological sector such as social media which provides opportunity to express and shape opinions, GGO’s do not effectively translate messages portrayed in annual reports which picture the organisation to have philanthropic qualities (Bet365 Group Limited, 2017; GVC Holdings - Bwin, 2017; Entertainment Asia Gaming, 2017).
Websites are the drivers of GGO’s economic growth. A strong emphasis towards technical support, marketing and advertisement of gambling, customer service, alongside money balance are at the forefront of the business’s online platform. Retrospectively, with Asia Gaming, the political structure does not allow them to place these functions at the forefront of the businesses online platform but can include its products for consumers to be diverted to. Main online platforms such as GGO’s websites do not express philanthropic qualities as perceived in annual reports. Although RG links and associated CSR practices are in place on Bet365 and Bwin’s website, the prominence of these CSR communication methods are not as effective as they could be. 
[bookmark: _Toc526434270]4.9 Analysis of Key Findings from Consumer CSR Communication Survey
From evaluating all annual reports within the first section of the chapter, both western GGO’s represent an adequate level of Freeman’s (1984) concept on CSR, with Asia Gaming showing less characteristics of Freeman’s notion of CSR. However, the evaluation from social media platforms suggest a notion of Friedman (1970) philosophy on sole responsibility of a business.  The second part of the analysis being the survey will provide clarity either underpinning the findings evaluated within the first part of the chapter or highlight incongruence within the findings and consumers perception on brand image, reinforcing Goffman’s (1959) concept on front and back stage behaviour. Whether the findings suggest underpinning of theories or highlighting incongruence, the contrast between the content analyses and findings from the consumer CSR communication survey will add value in critically analysing the importance and value of CSR and CSR communication by GGO’s.
A copy of the survey can be identified under (Appendix 1).
Foremost, the research discovered that most global participants first became aware of the concept of gambling between the ages of 16-18 years old with most participants taking the survey in the UK. The relationship between deregulation within the UK by the revisited gambling act of 2005, marketing of gambling, alongside the findings within question one may be heavily reflected on the exposure of gambling being made to young people within the UK. This firstly questions GGO’s policy on CSR measures and operations. 


	Categories
	Frequency
	 [image: ]

	Under 16
	33
	6.25

	Between 16-18
	65
	1190.25

	Over 18
	20
	-110.25

	Over 21
	4
	702.25

	Mean =
	30.5
	 

	Standard Deviation =
	 
	21.1453

	Median =
	
	N = 26.5





[image: ]Figure 4.6 Question Two Geographical Location of Participants

The findings from the survey suggest and reinforce the literature surrounding the increase in PG (Davies, 2017) alongside illustrating the power of the global gambling market (KPMG, 2018). Within this section of the survey, global participants highlight the frequency and characteristics of gambling habits. The behaviour identified towards gambling more than once a week and above may highlight PG issues with a large proportion of participants taking part in the survey from Europe. The relationship between gambling habits disclosed by participants, alongside the strength within the European market in comparison to others as highlighted by KPMG (2017) has become a power house and catalyst for the GGI to continue exponential growth as supported by Statista (2018) which has been identified to contribute towards PG being more prominent within society (George & Bowden-Jones, 2014). The frequency disclosed by participants alongside the literature supporting the value of the gambling market should suggest that GGO’s within the study value CSR and CSR communication highly which is reinforced by publicised annual reports. 


SD = 5.1342

	Categories
	Frequency
	 [image: ]

	Never
	23
	1.96

	Once a week
	30
	31.36

	More than once a week
	31
	43.56

	Up to 10 times a month
	17
	54.76

	More than 10 times a month
	21
	0.16

	Mean =
	24.4
	 

	Standard Deviation =
	 
	5.1342

	Median = 
	
	N = 23



The most popular form of online gambling is in the form of sport betting followed by casino. The behaviour presented by consumers is that technology is a popular and main source for online gambling. The common theme has been identified as a consistent pattern across most global participants within the study. Literature suggests that the technological sector of online gambling is increasing with e gaming demonstrating tremendous growth KPMG (2017). The age of globalisation which be viewed as the spread and availability in technology (Crane and Matten, 2016) can be interpreted by the researcher as providing an opportunity for GGO’s to deliver effective measures of CSR communication through the exponential growth of the industry and characteristics in online engagement.  




Figure 4.8 Question Four Analysis
[image: ]
This section of the survey analyses habits by consumers towards terms and conditions. The findings suggest that terms and conditions are not considered to be highly valued by users. This could then be identified as a breakdown in communication between GGO’s and consumers regarding CSR policy. Due to the voluntary action made by users, this could hinder the effectiveness of CSR communication measures being delivered by GGO’s effecting the structure of CSR communication towards the user due to the novelty term and conditions contain.  

	Categories
	Frequency
	 [image: ]

	Terms and conditions are easily accessible
	6
	4.26

	Terms and conditions are easy to read
	3
	4.60

	Terms and conditions are understandable
	14
	3.19

	Terms and conditions are lengthy
	36
	3.43

	I don’t read terms and conditions
	62
	6.14

	Mean =
	24.4
	 

	Standard Deviation =
	 
	2.07942

	Median =
	
	N = 14



The effectiveness of messages portrayed by participants is designed to start identifying incongruence between GGO’s and consumers. The negative correlation within the second graph suggests that messages portrayed by consumers on RG are not very effective or efficient. This may suggest that there is inefficiency in CSR communication by GGO’s. The target audience’s interpretation of CSR communication within Tata and Prasad’s (2015) model can be highlighted as a key area within the study in identifying incongruence between GGO’s and consumers. 


SD = 4.12311

	Categories
	Frequency
	 [image: ]

	Not Effective
	28
	-6.25

	Adequate
	50
	380.25

	Effective
	31
	0.25

	Very Effective
	13
	-306.25

	Mean =
	30.5
	 

	Standard Deviation =
	 
	4.12311

	Median =
	
	N = 29.5



From concluding the key findings within the first part of the study, the researcher identified a pattern and evaluated the findings into three groups of participants with distinctive characteristics. The three groups are directly in conjunction with question three of the survey. However, characteristics have been presented by participants’, indicating strong relationships within behaviour and responses towards gambling habits. 

	Group A
31.10 % of Participants
	This group are identified to have a strong engagement with GGO’s. The relationship within the survey suggest that participants regularly or excessively gamble with most members identifying themselves as not suggesting in having an issue with gambling.  

	Group B
25.40% of Participants
	Some members of this group excessively gamble and most engage regularly with GGO’s. However, members of this group identify that there are issues surrounding personal gambling behaviour and are conscious of potential impacts.  

	Group C
43.50% of Participants
	Members of this group have low or no activity of gambling and understand the implications of what the industry may have on members of society. 



From forming participants results into groups, the researcher can highlight which group may need greater measures of CSR communication to ensure that participants do not adopt a culture of PG. An evaluation on whether CSR communication needs are met are made at the end of the key findings section of this chapter.
The first part of section two of the survey indicated that all groups displayed a strong relationship in answers provided. 72.6 % of participants acknowledged that they have previously identified both technical support and specialised marketing of gambling. Furthermore, 83.3% of participants also insisted that customer service was available across online platforms. In comparison to the 20.5% of participants stating that RG link features were available alongside 23.1% supporting addiction help features. The results provided by participants question the purposefulness presented by GGO’s within annual reports and display good corporate citizenship (Carroll, 2012) and CSR measures (Freeman, 1984) in an environment which has negative externalities (Davies, 2016).
Question six, identified possible issues associated with personal gambling habits. All participants who disclosed that they take part in gambling shared that it is fun and enjoyable. However, many participants were shown to be indecisive when asked on whether too much time or money was spent on gambling. More participants stated they did not feel that they spent too much money or time on gambling as supposed to those who disclosed they did. A strong relationship was evaluated between those who believed that RG messages were ineffective and those who believed that they did not spend too much time or money on gambling. However, those who display a sense of self-realisation in possible issues associated with gambling whether that may be social or personal issues indicated that they do spend too much time and money. A similar relationship was also identified with those who stated that relationships and lifestyle were impacted by gambling, and who had previously disclosed they had spent too much time and money on GGO’s. 
The strength of this question provided an evaluation for the participant on their own morale standing towards possible issues associated towards PG and whether GGO’s do take effective measures towards RG. 
The following question within the survey identified RG features which participants have recognised when using a GGO site. This became an opportunity for the researcher to critically evaluate the measures GGO’s had taken from the participants perception. The research discovered that there is a platform available for effective CSR measures as discovered within the content analyses of annual reports, websites and social media. However, the preface of consumers perception is that GGO’s are driven towards customer service, technical support, and the marketing of gambling. Even so, it can be argued that the operations of GGO’s is not wrong and what they are doing is effectively within a business’s nature. However, due to the externalities associated with the GGI, the evaluation demonstrates that effective measures of CSR are not fully committed or made by GGO’s and that GGO’s strongly show characteristics of Friedman (1970) ideology on a business’s sole responsibility being financial performance. 








Question eight was pinitol in the evaluation of the research. It provided the opportunity for the researcher to make clear observations between possible relationships amongst participant responses. For the purposes of the research, the researcher has made individual correlation graphs to provide clear transparency in relationships between each statement and participant answers. Most PG statements (fixed variables) provided are positive measures towards tackling PG in exception of statement eight. The researcher has used correlations and regressions graphs to identify and analyse any patterns discovered within the answer’s provided by participants (variables) to distinguish relationships. Findings are as follows with the plots on graphs being identified by the coding below;
 Strongly Disagree       Disagree              Agree              Strongly Agree





Figure 4.13 Question Eight Analysis






By analysing the findings from responses, there is a pattern amongst statements selected by participants reflecting a positive linear relationship between the PG statement and measures to be taken within this part of the study. Therefore, this is evaluated as being a high positive correlation. This may not only suggest that participants believe that measures must be taken to limit the issues surrounding PG, but that Goffman’s (1959) theory on front and back stage behaviour may be adopted by GGO’s due to participants believing strongly that greater measures should be taken. However, although these statements may reflect positive CSR and more effective measures of CSR communication (Griffiths, 2003; Podnar, 2008; Wilmot, 2018), a reflection must be taken that if strong CSR measures are implemented by GGO’s within an industry that has negative externalities (Charity Commission UK Government, 2017; Busby, 2017; United States Health Department, 2016), it may limit or impact revenue leading to impacting the organisations internal stakeholders (Kotler & Lee, 2005). 
Furthermore, participants within the survey identified that beliefs towards psychological welfares of consumers are not valued by GGO’s. However, those who believed that GGO’s valued the welfare of consumes have been identified to be participating in Canada. Thus, this leads to a strong suggestion that the governance by the Canadian National Defence (2018) and relationship with GGO’s is not only portraying effective CSR communication, but the act against PG is having a effect on society and shaping positive opinions. Thus, Argenti & Druckermiller, (2002); Blanpain et al., (2010); and Freeman R. E., (1984) theory is reinforced that effective and positive CSR measures can still achieve sustainable growth and a return in financial performance to benefit both society and GGO’s (Hittner & Phle, 2008; Fantini & Diem, 2018).


	Categories
	Frequency
	 [image: ]

	Yes
	8
	1.96

	No
	100
	31.36

	Cannot Say
	9
	43.56

	Other
	5
	54.76

	Mean =
	30.5
	 

	Standard Deviation =
	 
	2.3838

	Median =
	
	N = 8.5



SD = 2.3838


The findings from this section of the survey illustrate the relationships amongst participants with those found in question eight with a positive linear relationship between PG statements, and consumer perception on PG values held by GGO’s. This further reinforces that Goffman’s (1959) theory on front and back stage behaviour is being adopted by GGO’s and that consumers believe that greater measures should be taken by GGO’s. Through the evaluation participants have made on provided statements, it is evidential that consumers do not believe that GGO’s are good corporate citizens in despite of GGO’s annual reports. Even so, a similar relationship and demonstrating of effective CSR communication methods (Tata & Prasad, 2015) and strong brand reputation and identity (Argenti & Druckermiller, 2002; Saeed & Arshad, 2012) was identified in following statements which again questioned the value in CSR measures towards the psychological welfare of consumers, alongside the financial concerns associated with consumers by GGO’s. Participants within geographical locations such as Canada and United States responded positively towards GGO’s, showing little incongruence between consumer perception and brand identity. However, 87.6% of participants disagreed with the psychological welfare statement, alongside a greater 93.4% of participants disagreeing that GGO’s have financial concerns over consumers. 
Figure 4.15 Question Ten Analysis
[image: ]4
Global gambling operators see responsible gambling campaigns as a disruption to their business model.
5
Global gambling operator’s commitment to responsible gambling campaigns is just a window dressing attempt and all that they truly value is financial gain.
2
Global gambling operators have financial concerns with problem gamblers.
3
Global gambling operators could do more to help problem gambling.
1
Global gambling operators value the psychological welfare of consumers.





The findings illustrate a strong notion that PG is a great issue within UK society alongside having negative externalities across the globe. This has been identified through the relationships between correlation graphs amongst questions within the second part of the survey designed to identify incongruence. 97.5% of participants agreed that more could be done on PG by GGO’s and that the true value and effectiveness of CSR by GGO is absent. The perception by participants is that the industry is green washed by CSR communication and that CSR is a disruption to GGO’s business model. The findings from the survey suggest that GGO’s are good global citizens, however, GGO’s are recognised to challenge Turyakira et al., (2014); Freeman (1984); and Kotler and Lee (2005) theory that being a good global citizen is the best method for obtaining financial performance. 
[bookmark: _Toc526434271]4.10 Conclusion 
Key themes have emerged between GGO’s annual reports and the designed CSR communication consumer survey. Through analysing both content analyses, and CSR communication consumer survey together, the researcher can identify and evaluate that there is high incongruence between consumer perception of GGO’s and desired corporate identity by GGO’s. CSR communication is ineffective although the structure of CSR communication in methods of distribution across technological platforms is strong with Tata and Prasad’s (2015) model of CSR communication. This is despite of GGO’s expressing importance towards CSR and CSR communication within annual reports. This is due to the findings in areas such as motivation to reduce incongruence between consumer and corporate identity evaluated to be inefficient. The researcher is led to believe this is due to continuous increase in market value of the industry and financial gain by GGO’s  (Statista, 2018) being too systematically important for governments such as the UK. 
The high level of incongruence evaluated within the survey reinforces Connolly (2016) notion of CSR window dressing. The importance of CSR and CSR communication is foreseen to be a pivotal part of organisational culture for GGO’s as expressed within annual reports (Entertainment Asia Gaming, 2017; Bet 365 Group Limited, 2017; GVC Holdings - Bwin, 2017). However, the extent on how GGO’s perform on CSR and CSR communication is deemed to be marginal through the researcher’s analysis of online content such as; websites and apps, participants perception on values held by GGO’s through the designed survey. Issues are highlighted by participants on ineffective CSR communication by GGO’s within a breakdown of key areas such as ‘motivation to decrease incongruence through CSR communication’ and ‘structure of CSR communication’ within Tata and Prasad’s (2015) conceptual CSR communication model. This is despite of a vast and high traffic platform where the opportunity to exploit potential CSR and CSR communication on social media would be presumed to effectively shape corporate identity and reduce incongruence.   
The researcher has evaluated that practices of effective CSR is led not by GGO’s but the implementation of rigorous legislation by governing bodies. As discovered within literature, benefits through gambling to society are identified within the research of the dissertation, thus, a best method practice and measurement of CSR and economic growth for GGO’s are effectively implemented by the Canadian Government (National Defence, 2018). However, demonstrating best practices measures does not mean that it is the best and most effective measure to eliminate the issues surrounding PG. Even so, the governance by some political institutions within the eastern hemisphere demonstrate the lack of need in implementing RG practices due to the legality of the leisure activity. Thus, GGO’s such as Asia Gaming adapt their business model to how the market is shaped by manufacturing gaming machines, developing apps for individual games, and rolling out legal web domain to access the online market of gambling on websites.   










[bookmark: _Toc526434272]          Chapter Five
[bookmark: _Toc526434273]5.1 Introduction
This chapter addresses the conclusions and limitations of the study having analysed and evaluated findings within chapter four. Furthermore, this chapter offers recommendations to GGO’s and governments in perspective of reducing incongruence with consumers, and tackling the issues of PG. 
It is important to note that the recommendations offered may not provide the solution to PG but will add value in the problem solving of tackling issues associated to the subject area. 
[bookmark: _Toc526434274]5.2 Achievement of Objectives
1. To undertake an extensive literature review to analyse the importance of CSR and CSR communication within the global gambling industry. 
The importance of CSR and CSR communication was analysed within chapter two of the dissertation through identifying theoretical models and knowledge within the subject area. 

2. To critically evaluate the importance of CSR and CSR communication within the global gambling industry through conducting a content analysis.
An evaluation of CSR and CSR communication was provided through conducting a content analysis of global gambling operators publicised annual reports, alongside a reinforced content analysis of online platforms and social media operated by Bet365, Bwin, and Asia Gaming.

3. To critically analyse gamblers opinions of CSR and CSR communication on online platforms.
Gamblers opinions were analysed through conducting a survey which was published across reliable sources. The findings from the survey were analysed and evaluated against GGO’s content analysis to discover incongruence, the value in CSR communication for participants and the value of CSR in contrast with GGO’s publicised annual reports and online operations. 
[bookmark: _Toc526434275]5.3 Main Findings 
Today, CSR and CSR communication is a highly valued area within most operations of an organisation. CSR communication can influence a way a business can perform and can enhance brand identity, and financial performance. CSR communication is a key tool to reduce incongruence between consumers and the company. 
Through all content analyses conducted GGO’s express a great emphasis towards CSR and present adequate avenues for CSR communication. However, the emphasis on meaningful CSR is not presented across online platforms or social media. 
PG is recognised by both consumers and GGO’s. Within the survey, a disclosure on true values held on GGO’s displayed a vast incongruence between GGO’s and participants. Participants perceive that CSR is green washed by GGO’s and that CSR effects the organisations business model.
Thus, it can be evaluated that GGO’s do not effectively present CSR communication across online platforms due to the impact it may have on operational and financial performance. There is no motivation by GGO’s to reduce incongruence. This is heavily impacted by the social norm driven within society towards gambling. 
GGO’s are powerful and deemed to have a great influence on relationships with governments. This both plays into the hands of both governments such as UK intaking taxation from a multi-billion-pound industry, and GGO’s enduring low taxation. 
The cycle of PG is vicious, only when rigorous governance and legislation are applied by government will PG only began to be tackled. 
As a means of best practice, survey results have been published for participants to review and any other interested parties. This can be found by using the URL below; 
http://gamblingandconsumers.blogspot.com/
Upon main findings, potential recommendations have been provided regarding GGO’s and governments. 
[bookmark: _Toc526434276]5.4 Recommendations
1) To tackle the issues associated to PG, GGO’s can add value to challenging the issue by using social media, a platform which reaches global audiences and large scope, regarding RG advertisement. This will add value to the GGO’s image and reduce incongruence between themselves and consumers. 

2) GGO’s should reduce or limit gambling advertisement displayed on social media platforms. Social media has been recognised to be pivotal for organisations to stay connected with audiences and influence. Thus, GGO’s could potential create an RG culture across the online platform and deliver greater effective means of CSR communication. 

3) Greater tariffs should be applied to GGO’s within British territory. A greater contribution to PG should be made by the government. Furthermore, new legislation should be debated and presented forward to limit the rise in PG. Thus, would decrease tax payer’s contribution of £1.2 billion to PG and would create further sustainability within society due to the reduction of negative externalities. A best practice case for this is Canada. 

4) For governments wanting greater CSR measures committed by GGO’s, rigorous governance should be applied to the sector. Thus, GGO’s would commit to more purposeful and effective CSR communication to attract consumers. It may not resolve PG but can potentially limit the impact og PG. 

5) GGO’s should have a greater emphasis on RG on websites. To have RG links at the forefront off webpages without users having to locate it would add value in reducing PG and enhance the brands image. 

6) GGO’s should have the same approach across the globe. Although it is highlighted that governance by political institutions shape the way GGO’s operate and behave. However, by adopting the same behaviour across the globe and practising consistent CSR measures and effectively implementing CSR communication, GGO’s can potential have a greater contribution to resolving PG alongside enhancing the brands identity. 

7) For connected governments such as those within the EU should explore and commit to greater research regarding the issues surrounding PG. A greater understanding of PG can be gained and will tackle the issue on limited research within the field. 

8) Recommendations towards managerial practice for GGO and governments to work together to create a strategy which works for both parties and contributes to RG initiatives and decreases the rate of PG. 
[bookmark: _Toc526434277]5.5 Limitations of the Study
To further the value of findings within the survey from samples, an effort to encourage RG councils and societies were made as illustrated in the appendices under (Appendix 2.5,2.6 & 2.7). This was despite of conversations being encouraging with representatives such as Responsible Gambling Council in Canada, Elitebet Kenya, and Responsible Gambling Week in the UK. Due to the timeframe of the dissertation, alongside the procedures needed to by representatives from associated organisations, the survey would not be published within the timeframe on their platforms. The researcher reached out to organisations once the survey was published and over a month prior to the deadline of the dissertation. 
[bookmark: _Toc526434278]5.6 Conclusion
This study is the first study to look at the value of CSR and CSR communication held by GGO’s. PG and RG have a direct link to CSR activates carried out by GGO’s. Issues have been identified within the dissertation from a business perspective with high incongruence between gambling brands of the study and consumers; alongside issues highlighted by participants of the survey. The dissertation has also highlighted the need for further researcher regarding global PG and associated areas. 
The aims and objectives in chapter one has been achieved with the first objective being achieved in chapter two. A gap in literature was discovered within chapter two with no research regarding the global rate of PG being available. An appropriate methodology was outlined within chapter three using a pragmatic mixed methods approach using ‘The Research Onion’, whilst also bearing in mind ethical considerations due to the sensitivity of the study. 
[bookmark: _GoBack]Analysis within chapter four highlighted that GGO highly value CSR and CSR communication expressing a positive contribution to PG issues and having an effective business model which meets stakeholders’ expectations. Chapter four also achieved objectives two and three of this dissertation. Even so, content analysis from social media platforms provided a contrasting insight into the effectiveness of the business model and ideology presented within annual reports. The CSR consumer survey provided reinforcement to assumptions alongside highlighting strong issues regarding GGO’s behaviour towards the market. The study identified that although GGO’s preach that they value CSR and CSR communication, evaluation shows that consumer believe this is not true. 
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Appendix 2 Published Surveys on Social Media Platforms, Casinomeister, and Responsible Gambling Pages
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Table 7 Global Gambling Operator and Responsible Gambling
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Responsible Gambling
	✓
	
	
	

	Responsible gambling help
	
	1
	Very Low
	Very minimal information on home page. 

	Link on home page
	
	1
	Very Low
	Sponsorship logos are hyperlinked on home page.  
Responsible gambling link at the bottom of the page. 

	Message on home page
	
	0
	None
	N/A

	Responsible gambling sponsorship on site
	
	1
	Very Low
	Sponsorship present on home page right at the bottom. Logos are highlighted as grey and does not express brand identity. Logos are not at the forefront of the home page and does not naturally attract users.

	External information on responsible gambling on site
	
	0
	None
	N/A

	Clarity on responsible gambling assistance
	
	0
	Very Low
	Poor clarity on responsible gambling on website. Responsible gambling link on website which again shows to provide adequate and rich information. 
Home page is also very large and quite extensive. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Responsible Gambling
	✓
	
	
	

	Responsible gambling help
	
	1
	Very Low
	Very minimal information on home page.

	Link on home page
	
	1
	Adequate
	Sponsorship logos are hyperlinked on home page.  
Responsible gambling link also on page. 

	Message on home page
	
	0
	None
	N/A

	Responsible gambling sponsorship on site
	
	1
	Adequate
	Responsible gambling sponsorship is present on the site. Clear and stand out. 

	External information on responsible gambling on site
	
	0
	None
	N/A

	Clarity on responsible gambling assistance
	
	1
	Low
	Home page is short and clear. Although information on responsible gambling is minimal, the comparison against other global gambling operators’ sites stands out with clarity through clear responsible gambling sponsorship. Logos are with colour and stand out. No scrolling is needed on home page to find information. 



Asia Gaming 
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Responsible Gambling
	☓
	
	
	

	Responsible gambling help
	
	0
	None
	No references towards gambling help. This could be due to the deregulatory standards on providing information regarding responsible gambling within China although being prohibited.

	Link on home page
	
	0
	None
	N/A

	Message on home page
	
	0
	None
	N/A

	Responsible gambling sponsorship on site
	
	0
	None
	N/A

	External information on responsible gambling on site
	
	0
	None
	N/A

	Clarity on responsible gambling assistance
	
	0
	Low
	No references to responsible gambling on home page. The business model of Asia-gaming in comparison to other global gambling operators are vast. Asia-gaming and the manufactures of not only online betting but also app creation and development. Asia-gaming are also responsible for manufacturing slot machines. The promotion of gambling online is big with references to encourage people to join the new and young generation on an online platform within their editorial section. Because of laws present in China, there is no facility to gamble on the website, however, clear information on how to through developed apps are present. 



Table 7.1 Global Gambling Operators and Fair Gaming 
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Fair Gaming
	✓
	
	
	

	Information on fair Gaming
	
	1
	Adequate
	Adequate information on fair gaming. A break down on the different generated game types such as live casino and bingo. Games are consistent throughout different global URL access point links. Certificates present on webpage demonstrating certified and rigorous testing carried out on games. Virtual sports are tested separately by an independent body. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Fair Gaming
	✓
	
	
	

	Information on fair Gaming
	
	1
	Very High
	Very comprehensive information on fair gaming. A break down on the different generated game types such as live casino and bingo. Games are consistent throughout different global URL access point links. Certificates present on webpage demonstrating certified and rigorous testing carried out on games. Auditing reports are also present on the webpage which can be accessed by all stakeholders. Independent auditing reports on each game type are also accessible. Virtual sports are tested separately by an independent body. 



Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Fair Gaming
	☓
	
	
	

	Information on fair Gaming
	
	0
	None
	No evidence of fair gaming on Asia Betting. However, products of Asia Betting such as apps and Ali88win.com show minimal information of fair gaming. Although some information towards randomisation is claimed by products of Asia Betting. No evidence suggests that this is true as in comparison to other global gambling operators within the study. 



Table 7.2 Global Gambling Operators and Ethical / Responsible Statements
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Ethical / Responsible Statement
	✓
	
	
	

	Statement present on site
	
	1
	Very High
	A statement is provided by the global gambling operator. Statement is within the responsible gambling link provided on the home page. Statement is not present on the home page though. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Ethical / Responsible Statement
	✓
	
	
	

	Statement present on site
	
	1
	Very High
	A statement is provided by the global gambling operator. Statement is within the responsible gambling link provided on the home page. Statement is not present on the home page though. 





Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Ethical / Responsible Statement
	☓
	
	
	

	Statement present on site
	
	0
	None
	No statement is provided by Asia Gaming across studied platforms and product offering. An assumption that due to the lack of regulation towards responsible gambling and the business model Asia Gaming have, the need to provide an ethical or responsible statement towards problem gambling is not necessary. A statement towards products are provided though regarding fair gaming although the issue of statement as no evidence to support product testing. 



Table 7.3 Global Gambling Operators and Self-Exclusion Facilities
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Self-Exclusion Facility
	✓
	
	
	

	Self-Exclusion Service
	
	1
	Adequate
	The global gambling operator provide a self-exclusion service. The information is clear and user friendly. 

	Flexibility
	
	0
	None
	Within the self-exclusion facility provided by the global gambling operator, a fixed period is provided for the user which limits their flexibility. Although self-exclusion may help a problem gambler, it does not defeat the opportunity to gamble. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Self-Exclusion Facility
	✓
	
	
	

	Self-Exclusion Service
	
	1
	High
	The global gambling operator provide a self-exclusion service. The information very comprehensive and interactive with the user by asking engaging questions about possibly coming to a self-realisation of problem gambling. 

	Flexibility
	
	1
	Adequate
	Within the self-exclusion facility provided by the global gambling operator, a specified and fixed period is provided for the user alongside a custom measurement of time. Although self-exclusion may help a problem gambler, it does not defeat the opportunity to gamble. 



Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Self-Exclusion Facility
	☓
	
	
	

	Self-Exclusion Service
	
	0
	None
	The global gambling operator do not provide a self-exclusion service across their platforms and product offerings. 

	Flexibility
	
	0
	None
	N/A





Table 7.4 Global Gambling Operators and Social Media Presence
Bet365 – Facebook Social Media and Twitter
	Categories
	✓ / ☓
	Researchers rating for clear clarity on category

	Social Media Presence
	
	

	Responsible Gambling
	✓
	Responsible gambling statement on Twitter but not Facebook. 

	Problem Gambling Support
	☓
	None

	Technical Support Links (Customer Service)
	✓
	Very High

	Promotional Gambling Advertisement
	✓
	Very High

	Age Verification or statement to visit Facebook and Twitter Page
	☓
	None

	Links to Sign up
	✓
	Very High 

	Links to other Social Media Platforms
	✓
	Adequate 

	Promotion of betting culture through photos and advertisement 
	✓
	Very High



Bwin – Twitter Social Media 
	Categories
	✓ / ☓
	Researchers rating for clear clarity on category

	Social Media Presence
	
	

	Responsible Gambling
	✓
	Responsible gambling statement on twitter

	Problem Gambling Support
	☓
	None

	Technical Support Links (Customer Service)
	✓
	Very High

	Promotional Gambling Advertisement
	✓
	Very High

	Age Verification or statement to visit Facebook and Twitter Page
	☓
	None

	Links to Sign up
	✓
	Very High 

	Links to other Social Media Platforms
	✓
	Adequate 

	Promotion of betting culture through photos and advertisement 
	✓
	Very High



Asia-Gaming – Weibo and Facebook Social Media
	Categories
	✓ / ☓
	Researchers rating for clear clarity on category

	Social Media Presence
	
	

	Responsible Gambling
	☓
	None

	Problem Gambling Support
	☓
	None

	Technical Support Links (Customer Service)
	✓
	Very High

	Promotional Gambling Advertisement
	✓
	Very High

	Age Verification or statement to visit Weibo, Twitter and Facebook Page
	☓
	None

	Links to Sign up
	✓
	Very High 

	Links to other Social Media Platforms
	☓
	None

	Promotion of betting culture through photos and advertisement 
	✓
	Very High



Table 7.5 Global Gambling Operators and Age Verification
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Age Verification
	✓
	
	
	

	Age Verification Service
	
	1
	Adequate
	The global gambling operator does provide an age verification service. It also provides information to users if they are aware of any other user using the service under the age of 18. 

	Age Verification Measures
	
	1
	Adequate
	A picture of driving licence or passport is required before accessing winnings. Verification of date of birth is required when signing up to the global gambling operator’s online platform. from the global gambling operator. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Age Verification
	✓
	
	
	

	Age Verification Service
	
	1
	Adequate
	The global gambling operator does provide an age verification service. It also provides information to users if they are aware of any other user using the service under the age of 18. 

	Age Verification Measures
	
	1
	Adequate
	Verification of date of birth is required when signing up to the global gambling operator’s online platform.



Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Age Verification
	✓
	
	
	

	Age Verification Service
	
	1
	Low
	The global gambling operator does provide an age verification service. 

	Age Verification Measures
	
	1
	Adequate
	Verification of date of birth is required when signing up to the global gambling operator’s online platform.



Table 7.6 Global Gambling Operators and Technical Support
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Technical Support
	✓
	
	
	

	Technical support service
	
	1
	Very High
	Technical support is highly sufficient and is a key area of BET 365’s business model. It’s an avenue and opportunity to ensure that productivity and profitability is sustained within the business and can provide customer care.

	Customer service department
	
	1
	Very High
	Customer service department is present within the global gambling operator. A customer service line is also issued on their website. 

	Clarity on investment into technical support by global gambling operator
	
	1
	Very High
	BET 365 have demonstrated heavy investment into technical support and customer service department through annual reports published. The level of support within these areas for users is highly sufficient. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Technical Support
	✓
	
	
	

	Technical support service
	
	1
	Very High
	Technical support is highly sufficient and is a key area of Bwin’s business model. It’s an avenue and opportunity to ensure that productivity and profitability is sustained within the business and can provide customer care.

	Customer service department
	
	1
	Very High
	Customer service department is present within the global gambling operator. A customer service line is also issued on their website. 

	Clarity on investment into technical support by global gambling operator
	
	1
	Very High
	Bwin have demonstrated heavy investment into technical support and customer service department through annual reports published by GVC Holdings. The level of support within these areas for users is highly sufficient. 




Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Technical Support
	✓
	
	
	

	Technical support service
	
	1
	Very High
	Technical support is at the forefront for Asia Gaming. As a manufacturer of hardware gambling facilities alongside app development and software, technical support has a large influence on how the operator performs as it both considers B2B and B2C cliental. 

	Customer service department
	
	1
	Very High
	Customer service department is present within the global gambling operator. A customer service line is also issued on their website. 

	Clarity on investment into technical support by global gambling operator
	
	1
	Very High
	Heavy investment into technical support has been implemented by Entertainment Gaming Asia Inc, owner of Asia Gaming. Evidence of this is illustrated within annual reports and the business function is vital for the global gambling operator.



Table 7.7 Global Gambling Operators and Promotional Gambling Advertisement
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Promotional Gambling Advertisement
	✓
	
	
	

	Online Marketing
	
	1
	High
	The global gambling operator market promotional offers across the internet. They are discovered on third party websites such as ‘flash scores’ and other sport news apps. The level of marketing is highly impactful on users and potential consumers to encourage gambling. 

	Media Marketing (The use of video media)
	
	1
	High
	BET 365 Televise promotional gambling. Further to this, the global gambling operator also use video footage on social media websites. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Promotional Gambling Advertisement
	✓
	
	
	

	Online Marketing
	
	1
	High
	The global gambling operator market promotional offers across the internet. They are discovered on third party websites such as ‘flash scores’ and other sport news apps. The level of marketing is highly impactful on users and potential consumers to encourage gambling. 

	Media Marketing (The use of video media)
	
	1
	High
	There is no evidence to suggest Bwin Televise promotional gambling due to the location of the study being carried out alongside the limitations of the researcher. However, the global gambling operator also use video footage on social media websites. 





Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Promotional Gambling Advertisement
	✓
	
	
	

	Online Marketing
	
	1
	High
	The global gambling operator market promotional offers across the internet. They are discovered on third party websites such as ‘flash scores’ and other sport news apps. The level of marketing is highly impactful on users and potential consumers to encourage gambling. 

	Media Marketing (The use of video media)
	
	1
	High
	There is no evidence to suggest Asia Gaming Televise promotional gambling due to the location of the study being carried out alongside the limitations of the researcher. However, the global gambling operator also use video footage on social media websites. It is key to note that the way media marketing is emitted from the global gambling operator is quite diverse to how BET 365 and Bwin advertise. Instead of putting deals and offers at the forefront of gambling advertisement, Asia Gaming use females to discuss about gambling options and offers. 







Table 7.8 Global Gambling Operators and Secure Transactions
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Secure Transaction
	✓
	
	
	

	Independent and governance body associated with global gambling operator. 
	
	1
	High
	The global gambling operator are regulated and associated with independent bodies which audit the organisation. The organisation demonstrate that they comply with data protection act alongside the electronic funds transaction act. It is important to note that due to the location of the study (UK based), a limitation on whether secure transaction is consistently carried out throughout different countries is unaccounted for.  



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Secure Transaction
	✓
	
	
	

	Independent and governance body associated with global gambling operator. 
	
	1
	High
	The global gambling operator are regulated and associated with independent bodies which audit the organisation. The organisation demonstrate that they comply with data protection act alongside the electronic funds transaction act. It is important to note that due to the location of the study (UK based), a limitation on whether secure transaction is consistently carried out throughout different countries is unaccounted for. 



Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Secure Transaction
	✓
	
	
	

	Independent and governance body associated with global gambling operator. 
	
	1
	Adequate
	The global gambling operator are regulated and associated with independent bodies which audit the organisation, this is demonstrated within Entertainment Asia Gaming Inc. It is important to note that due to the location of the study (UK based), a limitation on whether secure transaction is consistently carried out throughout different countries is unaccounted for. 




Table 7.9 Global Gambling Operators and Money Balance Services
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Money Balance Service
	✓
	
	
	

	Adding funds is user friendly and easily accessible. 
	
	1
	High
	Adding funds into user account is easily accessible for customers. 

	Money balance is clear for user
	
	1
	High
	Balance of user account is clear and visible across all platforms including app and website.

	Money management facility is provided by global gambling operator
	
	0
	None
	No management facility of money or spending tracker is provided by the global gambling operator. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Money Balance Service
	✓
	
	
	

	Adding funds is user friendly and easily accessible. 
	
	1
	High
	Adding funds into user account is easily accessible for customers. 

	Money balance is clear for user
	
	1
	High
	Balance of user account is clear and visible across all platforms including app and website.

	Money management facility is provided by global gambling operator
	
	0
	None
	No management facility of money or spending tracker is provided by the global gambling operator. 



Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Money Balance Service
	✓
	
	
	

	Adding funds is user friendly and easily accessible. 
	
	1
	High
	Adding funds into user account is easily accessible for customers. 

	Money balance is clear for user
	
	1
	High
	Balance of user account is clear and visible across all platforms including app (app games and slots) and website (ali88win) products of Asia Gaming. A limitation is recognised due to the unknown number of app products provided by Asia Gaming. The study considered 2 apps created by Asia Gaming (Mr. Xin and Black Jack Multi-Hand Deluxe). 

	Money management facility is provided by global gambling operator
	
	0
	None
	No management facility of money or spending tracker is provided by the global gambling operator. 



Table 7.10 Global Gambling Operators and Clarity on Rules
Bet365
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Clarity on Rules
	✓
	
	
	

	Rules, terms and conditions are clear.
	
	1
	High
	Terms and conditions are displayed by the global gambling operator. 



Bwin
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Clarity on Rules
	✓
	
	
	

	Rules, terms and conditions are clear.
	
	1
	High
	Terms and conditions are displayed by the global gambling operator. 



Asia Gaming
	Categories
	✓ / ☓
	Present or Not Present
	Researchers rating for clear information
	Additional Comments

	Clarity on Rules
	☓
	
	
	

	Rules, terms and conditions are clear. 
	
	0
	None
	No clarity of rules displayed by global gambling operator. An extension of rules and terms and conditions are displayed within the investigation of developed products and apps of Asia Gaming. 
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Figure 4.5 Question One Analysis

Under 16	Between 16-18	Over 18	Over 21	33	65	20	4	Under 16	Between 16-18	Over 18	Over 21	33	65	20	4	When did you first become aware on the concept of gambling?


Frequency



Figure 4.7 Question Three Analysis 

Never	Once a week	More than once a week	Up to 10 times a month	More than 10 times a month	23	30	31	17	21	How often do you participate in gambling (land-based and online)?


Frequency



Standard Deviation Curve
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Figure 4.9 Question Five Analysis
What is your approach towards reading the terms and conditions on online gambling sites/apps, please select the most appropriate which relates to you.

Terms and conditions are easily accessible	Terms and conditions are easy to read	Terms and conditions areunderstandable	Terms and conditions information islengthy	I don't read the terms and conditions	6	3	14	36	62	Catagories


Frequency



Figure 4.10 Question Six Analysis
Rating on a scale from 1-4, how effective do you consider the message portrayed by online gambling operators on RG towards consumers such as yourself?

Not Effective	Adequete 	Effective	Very Effective	28	50	31	13	Catagories


Frequency



Not Effective	Adequete 	Effective	Very Effective	28	50	31	13	Correlation Scale


Frequency



Standard Deviation Curve 

18.130670000000002	21.180670000000003	24.230670000000003	27.280670000000004	30.330670000000005	33.380670000000002	36.430669999999999	39.480669999999996	42.530669999999994	45.580669999999991	1.0748799842686728E-3	7.5217984640491243E-3	3.0453374212434565E-2	7.1334751793720688E-2	9.6676050273186764E-2	7.5803394231483426E-2	3.4388276889844679E-2	9.0257684260318643E-3	1.3705976012860245E-3	1.2041698725500033E-4	
Frequency



Figure 4.12 Question Seven Analysis
Responsible Gambling links Participants have seen.

Self Exclusion	Money Limits	Time Limits	Addiction Help	Customer Service	Technical Support	Offers and Exclusive Marketing on Gambling	External Responsible Gambling Links	Other 	13	12	6	27	98	85	85	24	6	Catagories


Frequency



Statement one - Slowing Play

Strongly Disagree	Disagree	Agree	Strongly Agree	2	14	85	22	Frequency
No. of people



Statement three - Increasing minimum bet

Strongly Disagree	Disagree	Agree	Strongly Agree	10	26	57	29	Frequency
No. of people



Statement four - Removal of highly addictive games

Strongly Disagree	Disagree	Agree	Strongly Agree	1	15	77	28	Frequency
No. of people



Statement five - Eliminating bonus rounds

Strongly Disagree	Disagree	Agree	Strongly Agree	5	16	75	37	Frequency
No. of people



Statement six - Removing high stake / roller bets

Strongly Disagree	Disagree	Agree	Strongly Agree	3	13	68	37	Frequency
no. of people



Statement two - Reducing Maximum Bet

Strongly Disagree	Disagree	Agree	Strongly Agree	1	7	79	35	Frequency
No. of people



Statement thirteen - Allowing one credit card per account

Strongly Disagree	Disagree	Agree	Strongly Agree	6	20	64	31	Frequency
No. of people



Statement fourteen - Providing self-exclusion options

Strongly Disagree	Disagree	Agree	Strongly Agree	1	11	78	32	Frequency
No. of people



Statement nine - Enforcing play stoppage whilst active on the app

Strongly Disagree	Disagree	Agree	Strongly Agree	1	17	85	19	Frequency 
No. of people



Statement ten - Reducing daily spending limit

Strongly Disagree	Disagree	Agree	Strongly Agree	2	17	77	26	Frequency
No. of people



Statement twelve - Eliminate advertisement on big prizes and winnings

Strongly Disagree	Disagree	Agree	Strongly Agree	4	11	74	33	Frequency
No. of people



Statement eleven - Providing financial statements

Strongly Disagree	Disagree	Agree	Strongly Agree	2	7	65	47	Frequency 
no. of people



Statement eight - Increasing the chances of winning

Strongly Disagree	Disagree	Agree	Strongly Agree	55	54	9	3	Frequency
No. of participants



Statement seven - Decreasing the chances of winning

Strongly Disagree	Disagree	Agree	Strongly Agree	15	13	35	58	Frequency
No. of participants



Statement sixteen - Provide general information on responsible gambling on welcome screens

Strongly Disagree	Disagree	Agree	Strongly Agree	1	5	68	48	Frequency
No. of people



Statement fifteen - Reducing internet gambling marketing

Strongly Disagree	Disagree	Agree	Strongly Agree	2	7	48	65	Frequency 
No. of people



Figure 4.14 Question Nine Analysis
Do you feel that global gambling operators such as the ones you choose to game on value the psychological welfare of consumers?

Yes	No	Cannot Say	Other	8	100	9	5	Catagories


Frequency



Standard Deviation Curve 

Yes	No	Cannot Say	Other	8	100	9	5	
Frequency




Agree	Global gambling operators value the psychological welfare of consumers.	Global gambling operators have financial concerns with problem gamblers.	Global gambling operators could do more to help problem gambling.	Global gambling operators see responsible gambling campaigns as a disruption to their business model.	Global gambling operators commitment to responsible gambling campaigns is just a window dressing attempt and all that they truly value is financial gain.	15	8	118	117	118	



Disagree	Global gambling operators value the psychological welfare of consumers.	Global gambling operators have financial concerns with problem gamblers.	Global gambling operators could do more to help problem gambling.	Global gambling operators see responsible gambling campaigns as a disruption to their business model.	Global gambling operators commitment to responsible gambling campaigns is just a window dressing attempt and all that they truly value is financial gain.	106	113	4	4	4	
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Global Gambling Operators and
Relationships with Consumers.

The global gambling industry is experiencing continuous growth which is currently valued at $480
billion. Whilst global gambling operators are profiting, the growth in problem gambling and the
issues related to the industry are increasing alongside the expansion of the industry. With your
participation, this survey provides an insight on the perception participants have on global
gambling operators alongside the corporate image perceived by consumers.

By submitting this questionnaire you agree to the terms and conditions in place.

Please view terms and conditions at;
hitps:/termsfeed. com/terms-conditions/967b1c0f3b0337c6adtbsd78afdcsata

Results will be published in early September on - gamblingandconsumers blogspot com

Allparticipants are anonymous,

1) When did you first become aware on the concept of
gambling?

QO Under16
O Between 16-18
QO over18

QO over21
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2) In which country are you taking this survey?

3) How often do you participate in gambling (land-based and
online)?

O Never

O Onceaweek

O More the once a week
O Upto 10 times a month

(O More than 10 times a month
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in? Please tick both online and offline if both apply. Please select
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4) What is your approach towards reading the terms and
conditions on online gambling sites/apps, please select the
most appropriate which relates to you.

(O Terms and conditions are easily accessible
(O Terms and conditions are easy to read

(O Terms and conditions are understandable
(O Terms and conditions information is lengthy

O I dontread the terms and conditions

If selected 'l don't read the terms and conditions', why is that?
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5) Rating on a scale from 1-4, how effective do you consider the
message portrayed by online gambling operators on responsible
gambling towards consumers such as yourself?
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6) Please tick your agreement with the following statements.
Please select a response for each row.

Neithe
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7) Please tick the responsible gambling features you have seen
when gambling online.

[ self-exclusion

Money Limits

Time Limits

Addiction Help

Customer Service

Technical Support
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External Responsible Gambling Links
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8) In your opinion, what measures could online global gambling
operators take to limit problem gambling? Please select a
response for each row.
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9) Do you feel that global gambling operators such as the ones
you choose to game on value the psychological welfare of
consumers? Please add any comment you feel useful.

O Yes
O No

O Cannot Say

QO Other:
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10) Please tick your agreement with the following statements.
Please select a response for each row.
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Global gambling operators
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Global Gambling Operators and Responsible Gambling Survey

Discussion in Casino Industry Discussion started by NSW123, A moment ago.
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Amoment ago
v Hello all,
My name is Matthew, a Master's student in the United Kingdom.
T am conducting a study regarding responsible gambling and public perception on global gambling operators.
‘The survey only takes a couple of minutes and would really add value to the study if you were to participate.
MsM123. Please follow the link at;
New Member
— | Global Gambling Operators and Relationships with Consumers,

Please be advised that participants remain anonymous to the researcher, however a google account will be required to complete the survey as only one response is available
per google account.

You may follow updated resuits on the research forum at; amblingandconsumers,blogspot.com
If you have any questions regarding the study or would like to find out more, please feel free to contact me at anytime through casinomeister inbox.

Kind Megards
Matthew
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Matthew Salleh Millar
MBA Postgraduate & Clent Portiolo Specialist

For anyone who has 3-4 minutes spare whether your in the office scrolling through
your feed or commuting, please could you take the time to complete this short
survey and share amongst your network. Its going towards my MBA and is an
important global study regarding global gambling operators and the issues
associated with problem gambling.

https://Inkd.in/d7taCz7

Thank you to those who took part! #surveying #networking #problemgambling
“#gambling
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Hi Matthew, thanks for reaching
out. Please can you tell us a bit
more about the survey. What
organisation do you represent,
what is the purpose of the study,
how are the results collated and
published etc? Many thanks, RG
Week.
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Canada, especially a province which
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WED 14:09
Hi Matthew,

Thank you very much for sharing

this with us! | have flipped it over to

our research department and | will

get back to you with their response

as soon as possible. Have an

amazing weekend! fﬁ

Regards,

Krista Castelo

Marketing Coordinator | Marketing
and Communications

Responsible Gambling Council
kristac@rgco.org

It appears the survey is no longer
taking responses. If you have
another URL, please feel free to
send it along.




image33.jpeg
< Home (5 Typically replies in a day

Responsible Gambling Council >

Hi There, | was wondering if '\y@m
would be happy for me to p
responsible gambling survey on \,@ur
wall feed for people to share their
voice. If you would like to view the
survey yourself first to if you
would be happy with it, that would be

mmmm@g-/@/u

o@.smw\w\h@wMermn\wupvvwv
\@Mou )

wlm@ gma g :@tﬁ\m@ ihﬁ@nmw is
experiencing continuous growth
which is cu ly \vd}g@@ l
‘L‘IIM@'I \Aﬂ‘l‘i]@ii

alongside the expansion of the
ustry. With your participat...





image34.jpeg
another URL, please feel free to
send it along.

Best,
Krista

Hey Krista,

| have just opened it up for you. If
your happy with it, is there any
chance you could post it on your
responsible gambling council profile?

Kindest regards,
Matthew

Thank you, Matthew.

I am going to run it by our
Marketing Director as well. | am
going to flip it over to our research
department first!

Best regards,
Krista
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The global gambling industry is
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It would be great to understand the
climate in Kenya.

We have already received
respondents from some institutions in
Gambia, Nigeria and South Africa.

MON 20:17

Please forward your proposal to 1
@p_-.r) help@elitebetkenya.com )

MON 21:38

Perfect. Will they be aware of this

previous message?
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