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Abstract 
This paper analyses the role of responsible gambling programs in customer retention and uses Entain plc as a case study. The research takes a qualitative case study design, using secondary data in annual and ESG reports of Entain, regulatory reports, and scholarly resources. The results suggest that the responsible gambling tools, such as AI-based intervention within the framework of the ARCtm, have a positive impact on customer trust and attitudes towards ethical conduct. As a mediating factor, trust is found to have a relationship between responsible gambling initiatives and long-term customer loyalty. The authors conclude that communicated and genuine responsible gambling policies can be used to help find sustainable customer relations, as well as comply with regulatory and ethical standards.
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The Impact of Responsible Gambling Initiatives on Customer Loyalty: A Case Study of Entain plc
[bookmark: _Toc217226060]Chapter 1: Introduction
Responsible gambling (RG) has become a central strategic priority within the global betting and gaming industry, reflecting increasing expectations for operators to ensure player safety while maintaining sustainable business growth. This study investigates the impact of responsible gambling initiatives on customer loyalty, focusing specifically on Entain plc, one of the world’s largest sports betting and gaming operators. With increasing regulatory scrutiny and growing public awareness of gambling-related harm, companies like Entain have implemented a range of RG tools such as deposit limits, self-exclusion options, and behavioural analytics designed to support safer gambling practices. This research examines how these initiatives influence customer perceptions, trust, and long-term loyalty within both Entain’s online and retail betting platforms. (Wardle, 2020) (Hing, et al., 2019) (Entain plc, 2023)
Over recent years, the gambling industry has faced increasing scrutiny due to concerns about gambling-related harm, prompting operators to adopt RG practices to protect consumers (e.g., deposit/time limits, self-exclusion, behavioural monitoring). Recognising the need for a more proactive and technology-driven approach, Entain introduced a player-protection programme called ARC™ (Advanced Responsibility & Care). ARC uses AI and behavioural analytics to identify risk indicators such as erratic stake fluctuations, long sessions or signs of chasing losses and triggers tailored interventions aimed at harm prevention. The impact of ARC has been significant: according to Entain’s ESG reports, by 2023 ARC-based player protection interventions rose sharply, with 742,112 customers using ARC tools and 8.7 million total interventions over the year, marking a 98% increase from the previous period. These efforts have been recognised externally: Entain received the highest-level accreditation under the RG framework from GamCare the “Advanced Safer Gambling Standard” for both its online and land-based operations. Meanwhile, research on “positive play” behaviours such as setting betting limits, understanding odds realistically, and using RG tools suggests that such behaviours may influence loyalty. For example, a study found that positive play beliefs and behaviours predict attitudinal loyalty among casino loyalty-program members. Therefore, exploring the link between RG practices and customer loyalty in a real-world operator context like Entain represents an important and timely research opportunity. (GamCare, 2022) (Entain plc, 2023) (Browne, 2019)
Entain plc (formerly GVC Holdings) is one of the leading FTSE 100 operators, as well as the worthy case study to evaluate the role of responsible gambling in enhancing customer loyalty. Entain owns major brands including Ladbrokes, coral, bwin and BetMGM which attract millions of customers in the international markets, particularly in the area of online services. The rebranding that the company has done in 2020 and the focus on sustainability, innovation, and safe gambling have made the company one of the first to transform the industry. The platform, which it uses in its label, Advanced Responsibility and Care (ARCtm), is based on artificial intelligence to understand risky behaviors and provide individualized interventions, which is the core of its campaign, Changing for the Bettor. Entain has also put more into research, education, and harm treatment, over PS18 million in 2023- which is associated with corporate responsibility as well as strategic adjustment to more challenging regulatory environments. (Entain plc, 2021) (Entain plc, 2023) 
This study is motivated by the fact that gaming operators are facing a twofold problem in that they need to have strong consumer protection and be able to sustain their businesses and customer loyalty in the highly competitive regulated markets. The interaction of both the responsible gambling programs and the trust of the customers is very vital in this contemporary environment since companies, which do a good job at protecting the players, are better placed to gain a long-term loyalty and good publics. In the context of Entain, it is not only a regulatory necessity but also a channel to a sustainable growth and a lead brand. (Morgan & Hunt, 1994) (Freeman, 2010) (Wardle, 2020)
2. Research Aim and Objectives
Aim:
To assess the impact of responsible gambling initiatives on customer loyalty within Entain plc’s online betting platforms.
Objectives:
1. To explore consumer perceptions of responsible gambling tools offered by Entain.
2. To evaluate the relationship between responsible gambling initiatives and customer trust.
3. To determine how these initiatives influence customer retention and loyalty.
4. To provide recommendations to improve the balance between player protection and business performance.
3. Research Questions
1. How do Entain’s customers perceive the company’s responsible gambling initiatives?
2. What is the relationship between responsible gambling practices and consumer trust?
3. To what extent do responsible gambling tools influence long-term customer loyalty?
4. How can Entain enhance responsible gambling policies while maintaining customer satisfaction?
Methodology and limitations:
The research will rely on secondary data analysis to utilize the primary sources such as the annual and ESG reports of Entain, regulatory documents, scholarly literature, and market research databases. Ethical protection such as anonymity and harmlessness will be strictly enforced. Limitations include possible sample bias, use of external sources and limited access to internal proprietary data.
Dissertation Structure:
Chapter 2: Literature review on RG, regulation, customer behaviour, and loyalty
Chapter 3: Methodology and data analysis approach
Chapter 4: Findings and discussion 
Chapter 5:  Evaluation
Chapter 6: Conclusion 

[bookmark: _Toc217223906][bookmark: _Toc217225391][bookmark: _Toc217226061]Chapter 2: Literature Review
2.1 Introduction
Responsible gambling (RG) has become a central concern for gambling operators, regulators and public health bodies, especially in online markets where availability and speed can intensify harm. RG initiatives are intended to minimise gambling related problems while allowing adults to gamble recreationally. At the same time, operators compete in highly saturated digital markets where customer loyalty repeat use, positive attitudes and resistance to switching is commercially critical.
Entain plc, which owns Ladbrokes, Coral and other brands, presents itself as an industry leader in safer gambling. Its “Advanced Responsibility and Care” (ARC) system uses real-time behavioural data and artificial intelligence to identify risky play and trigger tailored interventions before serious harm emerges. (ENTAIN, n.d.) Entain has also received GamCare’s Advanced Safer Gambling Standard accreditation, signalling high standards of player protection in its UK operations. (Entain Plc, 2022)
Despite these developments, academic evidence on whether such initiatives strengthen, weaken or have no effect on customer loyalty is limited and mixed. This chapter reviews the literature relevant to the impact of RG initiatives on customer loyalty, with specific reference to Entain. Section 2.2 introduces key concepts and background; Section 2.3 discusses relevant theoretical frameworks; Section 2.4 reviews empirical studies and practice-based evidence; Section 2.5 identifies gaps that motivate the current research; and Section 2.6 summarises the key points.

2.2 Base Theory and Background Aspects
2.2.1 Responsible Gambling and Its Impact on Customer Behaviour and Mental Health
Responsible gambling (RG) is a collection of policies, practices, and protective measures aimed at preventing and reducing gambling-related harm and yet enable gambling to continue to be an adult form of entertainment. The common RG measures are self-exclusion programmes, limits on deposits and losses, time-out, reality checks, age and identity checks, staff training and behavioural monitoring to identify risky gambling habits. The initial versions of RG put much emphasis on personal responsibility, including informed choice and self-regulation. Nevertheless, these findings are being counterbalanced by more and more evidence in favor of a shared-responsibility approach, in which gambling operators and regulators have a role to play in minimizing harm, especially with regard to online gambling where the pace, accessibility and the design of products can render personal self-control ineffective. (Blaszczynski, 2011)
The significance of responsible gambling is based on the fact that it is a fundamental consumer protection and public health tool. Harm caused by gambling is not only monetary but also psychological, conflict with the family, decreased workplace productivity and strain on health and social care. The successful RG initiatives would focus on minimising the prevalence and severity of these harms by detecting the risky behaviour early and putting the proper protection. Regulation RG promotes fairness, transparency, and trustworthiness of the gambling markets, which makes their social legitimacy. RG is also of strategic value to the gambling operators since lack of successful full responsible gambling can result in regulatory fines, tarnished reputations, and loss of operating licences. (Wardle, 2020) 
Psychological reinforcement, emotional vulnerability and structural characteristics of gambling products, including rapid response play and variable reward schedules, determine the customer behaviour in the gambling settings. Although some people may gamble recreationally and have no side effects, extensive studies have been associated with excessive gambling as a negative effect on mental health, such as anxiety, depression, stress and emotional regulation. Loss of control and compulsive behaviour tend to characterize problem gambling as individuals tend to use gambling as a coping mechanism of negative emotions. This may form a vicious circle whereby psychological distress enhances gambling behaviour and gambling losses further enhance mental health. (Felicity K. Lorains, 2011) 
These psychological effects make conventional understandings of customer behaviour and loyalty difficult. The habit of gambling could be an indicator of compulsion and not satisfaction, trust or a positive attachment to the brand. Responsible gaming programs have the potential to break the cycles of harmful behaviour through raising awareness and perceived control and through safer gambling. Nonetheless, the reaction of customers to the RG tools is not uniform: some people see them as protective and helping, whereas some other people are invasive or inhibitory. In line with this, proportionality, transparency and perceived credibility of RG initiatives are key determinants of their success in improving mental health outcomes and customer attitudes. (Gainsbury, 2018) 


2.2.3 Entain’s Responsible Gambling initiatives & Their Role in Enhancing customer loyalty
Entain plc makes safer gambling central to its operating model, where its flagship Advanced Responsibility and Care (ARC™) system applies behavioural indicators and AI-driven analytics to detect signs of potential harm (e.g. unusual deposit frequency, lengthy sessions, quick changes in staking) and instigate more personalised customer interactions to prevent a problem. This turns safer gambling, in terms of loyalty, into a compliance add-on, however, and the brand may be viewed as a more trusted and professionally-managed service, when risk is proactively tracked and addressed.(Entain plc, 2023) (Entain plc, 2021)
The self-reporting of Entain presents ARC as being compatible with sustained engagement, with such results as 92% of higher-risk customers maintaining or reducing a limit due to ARC interventions, and 95% still active 30 days after contact. These statistics (albeit operator-reported) create a case of sustainable loyalty: instead of maximising intensity, safer gambling will promote further involvement at lower risk levels of customer confidence and decrease the risk of crisis-induced self-exclusion or drop-out. Nonetheless, the causality in attitudinal loyalty (commitment and advocacy) cannot be well established without conducting research on customers separately. (Entain plc, 2023) (Macedo, 2024)
Entain also uses third-party validation as a way to enhance credibility, such as with the Safer Gambling Standard of GamCare at advanced levels to have its operations, which may help customers trust it by indicating that its operations and governance are audited. One of the antecedents of loyalty in the digital services is trust, particularly where the customers are high-risk perishers (fairness, data use, withdrawals). However, perceived authenticity is important to trust: and when the customers see accreditation as a sign of badge marketing as opposed to a sign of serious protection, the effects of loyalty might be minimal. (Entain Plc, 2022) (Entain plc, 2024)
One of them is a critical aspect since the effect of loyalty may not be the same across the customer segments. Customers whose preferences are high intensity (can be affected by interventions, like limits, checks, friction) can perceive it as invasive and can move to the competition, whereas recreational ones can appreciate a safer environment. The reputational history can also limit the responsible positioning of Entain, as any historical failed regulatory practices can undermine the effectiveness of the present-day ones and influence the way in which the customers will decipher the message of responsibility. This renders customer perception rather than tool deployment a key point when gauging the level to which RG initiatives contribute to loyalty. (Racing Post, 2022) (Entain plc, 2023)
2.2.4 Effectiveness and customer benefits
In Entain plc, the responsible gambling initiatives are implemented in its Advanced Responsibility and Care (ARC™) programme, which operates on the basis of real-time behavioural data and artificial intelligence to detect signs of harm and set up customised customer responses. According to Entain, ARC interventions have caused a large share of the higher-risk customers to switch to or keep to safer gambling controls, a substantial number of which remain at lower risk levels. This implies that proactive and individualised interventions may work in alleviating damage without an immediate lack of engagement with customers and therefore a model of sustainable play and not unlimited gambling may be effective. (Entain plc, 2023) (iGaming Business, 2024)
From a consumer perspective such an approach could be considered to have positive effects including increased control over the gambling behaviour, less financial and psychological harm experienced and increased belief in the operator’s commitment to the safety of the players. The use of external validated measures such as GamCare’s Advanced Safer Gambling Standard adds further trust and credibility and would contribute to longer-term relationships with customers, even if short-term expenditure might be moderated. (UK Gambling Commission, 2025) (GamCare, 2019).

2.3 Theoretical Frameworks, Models and Related Issues
2.3.1 Stakeholder Theory
Stakeholder theory argues that firms should create value for a broad set of stakeholders, not just shareholders (Freeman, 2010). Applied to gambling, RG is a concrete expression of duties to customers, regulators, communities and advocacy groups. From this perspective, Entain’s investment in ARC, RET funding and higher-standard accreditations can be interpreted as seeking alignment between shareholder interests and those of other stakeholders. (Association, 2022) 
However, stakeholder theory is sometimes criticised for glossing over conflicts between stakeholder groups. In practice, high-value customers who generate a large proportion of revenue may also face the highest risk of harm. For Entain, restricting or closing such accounts for RG reasons could reduce short-term profit. The literature offers little empirical insight into how operators actually balance these trade-offs, or how customers perceive them, leaving an important theoretical and practical gap.
2.3.2 Social Exchange Theory
Social Exchange Theory (SET) simply provides that individuals will maintain relationships as long as what they receive in this relationship is worth the work. Trust, fairness, and the extent to which a brand is supportive are all working benefits that make customers remain loyal in a services marketing. In its application to gambling, responsible gambling (RG) initiatives are visible as those non-cash benefits, operators provide tools, information and proactive assistance to the wellbeing of players, which can be returned in the form of loyalty and good word-of-mouth. But SET presupposes that all of us are making rational and voluntary decisions, which is questionable when people are uncontrolled or addicted. In case of high-risk customers, such as affordability checks or data-based surveillance, may seem intrusive or limiting, in the short term, the loyalty of players may be decreased, but over time, they may protect them. (Ahmad, 2023) (Cropanzano, 2017) (Wardle, 2024)
2.3.3 Theory of Planned Behaviour
In simple terms, the Theory of Planned Behaviour states that what we actually do is motivated by what we think we are going to do, and what we think we are going to do is motivated by how we feel about it, what our friends and the society consider it to be okay and how much we perceive we control. Responsible Gambling programs have tools to help them feel that they have more control over gambling such as the setting deposit limits, making time-outs and sending of personalised messages. The feeling of increased control can indeed positively affect our attitude towards the gambling itself and the operator who is providing us with those tools. (Icek Ajzen, 1991)
Hence, in essence, individual behavioural feedback can reduce the amount of time and money individuals spend gambling, demonstrating the fact that RG tools are indeed effective when provided with the clear and timely information. The fact that ARC uses real-time information to instigate personalised interventions is a TPB logic fit: when players are aware of what they are doing and believe that they have the capability to do something about it, then they will adjust their play and start to think more positively about the operator. But, no, TPB is watered down because it does not actually address the emotional and compulsive aspect of it. In video games, motives are hyper wobbly and get confused by mood, close calls and all those cognition biases. The theory does not also specify how the players feel towards interventions such as affordability checks: in their opinion, are they beneficial, neutral or suspicious? Therefore, TPB does assist in explaining the possibility of RG having an impact to behaviour although it is not that powerful as far as predicting deeper loyalty is concerned. (Michael M Auer, 2016)



2.3.4 Relationship Marketing and Brand Trust
Relationship marketing emphasises trust and commitment as core mediators of long-term customer relationships In this view, RG can be interpreted as a trust-building mechanism: by visibly protecting customers, an operator signals integrity and long-term orientation, potentially enhancing brand attachment and loyalty. (Robert M. Morgan, 1994 july)
The communication of Entain about ARC as being pioneering and concerned with intervening before a problem arises fits into this logic of relationship marketing. But gambling CSR critics argue that these stories could simply be nothing but reputation management especially when you consider it in comparison to the aggressive marketing and all the previous failures. When customers see a disconnect between what the company claims to do and what it actually does, trust is destroyed rather than created and therefore the loyalty implications of RG truly hang on whether people believe it is authentic.(ENTAIN PLC, 2021).

2.4 Previous Studies and Lessons Learnt
2.4.1 Customer Attitudes to RG Tools
Empirical studies indicate that gamblers are more likely to be in a favourable attitude towards the use of responsible gambling (RG) tools, particularly, when they are easily accessible and presented in a clear manner, and the tools have not gone beyond the comprehension of the player. (Gainsbury, 2018)suggest that the availability of unambiguous responsible gambling (RG) information and the availability of consumer protective measures do positively influence the perception of fairness and overall satisfaction of the user in an online and retail  gambling environment. (Michael M Auer, 2016) According to other empirical surveys, a substantial number of players expect the operators to provide risk-management tools as a standard service, and the consumers may thus perceive the companies lacking such mechanisms as less reliable. (Keith Phalp, 2021) 
For Entain, these findings imply that integrating ARC-style protections and visible RG messaging into the user experience can support positive attitudes and perhaps loyalty, particularly among lower-risk or more risk-averse customers. However, these studies mostly measure attitudes, not actual loyalty behaviours (e.g. retention, share of wallet), and often do not isolate the effect of RG from other factors such as odds, usability or brand familiarity.

2.4.2 Behavioural Evidence on RG Interventions
(Auer, 2015) (Auer, 2016) and similar studies provide strong evidence that behavioural feedback and restrictive measures work in reducing the level of gambling among some of the participants. The participants who subscribe to voluntary restrictions or provided with individualised feedback tend to have lower future spending compared to control groups. (Michael M Auer, 2016) Such results support the technical design of systems like ARC that use behavioural tracking systems to trigger individualised messages and interventions. (ENTAIN PLC, 2021) 
Moreover, there is limited analysis of the segment-specific responses. High-risk or high-motivated gamblers might also be found to be unwilling to accept the wagering restrictions or may instead transfer to other operators that have a more permissive responsible-gambling policy, posing specific risks to major branded players such as Entain who express a much more conspicuous safer-gambling stance.
2.4.3 CSR, RG and Loyalty in Gambling and Other Risky Industries
The systematic review of corporate social responsibility (CSR) in the gambling industry suggests that operators use the CSR activities, especially responsible gambling (RG) programs, as the main means of gaining favourable publicity, reinforce their legitimacy and protect their survival amidst criticisms by the society. There is some contradictory evidence on whether CSR has a direct influence on customer loyalty. According to some consumer research that has been performed in the alcohol, tobacco, and gambling sectors, certain consumer segments are more willing to buy and trust responsible branding, but other research indicates doubt and suggestions of health-washing. (Tetrevova, 2023) 
Entain’s ESG narrative, GamCare accreditation and public commitment to RET funding clearly align with the “strategic CSR” model, where responsibility is expected to generate long-term competitive advantage. Yet there is little independent empirical work assessing whether Entain’s customers actually reward these efforts with increased loyalty, or whether such initiatives simply mitigate reputational risk and regulatory pressure without major effects on customer behaviour. (Entain Plc, 2022)
2.4.4 Transparency, Trust and Authenticity
It has been identified that transparency is a vital aspect of responsible gambling (RG) that entails honesty in the use of tools, data use, and protection limits.(Wang, et al., 2021).Entain claims that ARC uses customer data to identify risk and take action at an early stage, however, publicly accessible records give scarce details on both the type of the algorithms and performance indicators. (ENTAIN PLC, 2021) review of RG transparency suggests that vague or selective disclosure can undermine trust and invites suspicion that RG is more about image than substance. (Wang, et al., 2021)
In a statement released by GamCare after a regulatory settlement with Entain, this tension is emphasized: the statement recognizes the subsequent changes and accreditation of Entain, but also points at the fact that the deficiencies existed previously, which had effectual consequences on the customers. This shows how compliance concerns in the past can be present together with modern-day best practices designation, which may make it difficult to interpret the claims of regulatory groups by customers and their impact on their loyalty. (GamCare, 2022)
2.5 Gaps Identified to Situate the Present Research
The review above highlights several important gaps that the present dissertation aims to address:
1.Minimal support of responsible gambling (RG) on customer loyalty.
Recent empirical research on RG has focused heavily on harm reduction and there is relatively little research assessing effects of RG on other metrics like customer loyalty, trust and retention in the long term. The character of the relations between RG initiatives and such customer outcomes, therefore, is not studied fully enough. (Robert Ladouceur, 2016)
2.Limited Insight into how individual operators implement RG
Available literature often draws on the information provided by the anonymous operators or regulatory authorities, which provide little information on the integration of RG practices in the frameworks of large, multinational gambling businesses. This dependence on generic datasets is a challenge to a sophisticated interpretation of brand-specific RG implementation strategies. (Hancock, 2017)
3.Minimally studied AI-based RG systems
Although behavioural monitoring has received a lot of focus in the literature, it still lacks rigorous academic examination with regards to real-time, artificial-intelligence-based RG systems. Specifically, researchers have not explored the perceptions of consumers regarding the transparency of such technologically mediated interventions and their intrusiveness in details. (Auer, 2016)
4.The lack of segmentation of gambler responses
Most of the studies consider gamblers as a homogeneous group of people, yet the evidence keeps piling up to show that the perception of RG is different depending on the stratification of risk, the motive of gambling, and the intensity of the play. In this regard, a severe gap in research is required to disaggregate the populations of gamblers to be able to capture heterogeneity in the RG attitudes and behaviours. (Hing, 2021)
5. Poorly developed regulatory and trust situations 
There are limited studies that evaluate RG initiatives in the wider context of regulatory systems, reputational forces, and trust relationships, particularly in those jurisdictions where regulatory systems are highly regulated, like the United Kingdom. The absence of such a gap shows that there is a deficiency in grounded analysis about the influence of legal and trust environment on the effectiveness of RG strategies. (Ladouceur, 2017)
2.6 Summary of Chapter 2
The chapter has discussed the main ideas, theoretical framework and empirical data concerning the effect of responsible gambling programs on the loyalty of customers with reference to Entain plc in particular. RG has become a leading component of gambling CSR and ESG policies, and the ARC framework adopted by Entain is a technologically advanced effort to operationalise proactive harm-minimisation.
The chapter introduced core theoretical perspectives stakeholder theory, Social Exchange Theory, the Theory of Planned Behaviour and relationship marketing that help explain possible pathways linking RG initiatives to customer loyalty via trust, perceived control and ethical alignment. However, these frameworks also have limitations when applied to an industry characterised by addiction risks, asymmetric information and contested legitimacy.
The empirical evidence demonstrates that the RG tools can decrease harmful gambling behaviour and are generally rated positively by the customers. However, it is difficult to find direct evidence indicating that these tools lead to increased loyalty and little literature is devoted to particular large operators or AI-based systems such as ARC. Issues of authenticity, transparency and historic compliance shortcomings also complicate the positive relationship that is assumed to exist between RG and loyalty.
These gaps underlie the current study, which seeks to determine the perceptions of Entain customers about its responsible gambling programs and how such perceptions influence various aspects of customer loyalty. The following chapter presents the methodology that has been taken in answering these questions.
[bookmark: _Toc217223907][bookmark: _Toc217225392][bookmark: _Toc217226062]Chapter 3 Methodology
3.1 Introduction 
This chapter describes the methodology followed to explore the effects of responsible gambling programs on loyalty to customers in the case of Entain plc. It describes the research philosophy, research design, data collection techniques, sampling plan, and data analysis techniques that were applied to answer the research aim and questions. Ethical issues and methodological constraints are also presented. Since the topic of gambling research is sensitive and the ethical issues related to direct interaction with potentially vulnerable individuals are high, the secondary qualitative research design was deemed as the most suitable one to use in this undergraduate research. This method lets the study be ethically accountable and yet come up with valuable and scholarly findings.
3.2 Research Philosophy
The research philosophy applied in this study is an interpretivist research philosophy since it involves seeking to explain social phenomena in terms of meanings, experiences, and interpretation of contexts instead of using objective measurement. Interpretivism should be used especially well when focusing on such concepts like trust, perception, and loyalty because they are subjective and socially constructed. (Creswell, 2018) The focus is not on the development of universal causal relationships but exploring the presentation, understanding, and interpretation of responsible gambling initiatives in a particular organisational and regulatory setting. This philosophical stance is consistent with the fact that the study was based on documentary evidence and interpretation of the data using qualitative methods.
3.3 Research Approach and design 
The qualitative research design was adopted with the use of one case study design based on Entain plc. Case studies allow researchers to examine detailed complex organisational practice in the context of their real practice, and are commonly applied in both business and social research (Yin, 2018).The reason why Entain was chosen is that it occupies a leading role in the UK gambling sector and its widespread reporting in the responsibility of gambling practices. This design enables to have a closer look at the ways in which responsible gambling initiatives can be incorporated into the corporate strategy and how they can impact customer loyalty outcomes.
3.4 Data Collection Methods
The research is based solely on secondary and qualitative data that has been obtained in a few reputable and publicly available documents. These will be annual and ESG reports of Entain, regulatory publications issued by UK gambling regulators, academic literature published by scholars and report of industry policies. This has been due to the ethical implication of carrying out primary research amongst gambling consumers, and practical aspects of time and access to the secondary data. In addition, the usage of documentary sources allows analysing institutional practices and regulatory expectations on a temporal basis (Johnston, 2017).A critical review of all data sources served to determine the relevance of information that directly addresses the research questions.
3.5 Sampling Strategy
The documents and sources that were the most relevant to the issues of responsible gambling, customer trust, and loyalty were identified using a purposive sampling strategy. These selection criteria included relevance, credibility and correlation with United Kingdom gambling context. Recent publications were prioritized because of the need to capture the current regulatory and industry developments. This type of non-probability sampling is considered appropriate in qualitative studies, where the focus is on the depth of the understanding as opposed to statistical generalisability( (Alkassim, 2016)).The methodology ensures long term concentration and at the same time ensures high standards of academic rigor.
3.6 Data Analysis Method
The data were analysed using thematic analysis, a qualitative method that tries to identify and explain common patterns in textual data. It followed a methodological process that included the familiarisation of data, initial coding, theme building and further interpretation ( (Virginia Braun, 2006)). Themes were mainly obtained based on the research questions with customer perception, trust, and loyalty being the main aspects. Such a methodological position enabled making an organized comparative analysis of the responsible gambling practices of Entain and the current academic and regulatory frameworks, thus enhancing the analytical rigor.


3.7 Reliability and Validity 
Reliability and validity were achieved through data triangulation and adoption of transparent research procedures. The information was supported with a wide range of different sources, such as corporate reports, peer-reviewed academic researches, or even regulatory documents, to increase the overall validity of the results (Bowen, 2009).Ensuring an audit trail of information sources, and decisions made in analytics, is the foundation of reliability and repeatability of a research study at the undergraduate level. Though qualitative case study enquiry makes no attempt at statistical generalisation, analytical validity is achieved by establishing an explicit connection between evidence and the mentioned research objectives and questions.
3.8 Ethical Considerations 
The use of ethical considerations was formally built into the research design. The fact that the primary data collection was not done was an effective way of reducing risks of harm to the participants, problem of informed consent and confidentiality. Any empirical material used was taken out of publicly accessible sources and referenced accordingly. Empirical data were used to outline unique reflective observations, which were based on professional praxis in order to maintain an ethical level of transparency. As a result, this methodological position is consistent with the existing ethical regulations of the studies of sensitive sociocultural phenomena (Israel, 2006).
3.9 Methodological Limitations
The use of secondary data limits the ability to directly measure customer sentiments and to establish cause-and-effect relationships between customer loyalty and responsible gambling programs. Corporate disclosures can also create a positive picture of responsible gambling practices, which can likely bring bias. Besides, by focusing on one organisation only, one cannot reasonably extrapolate the results to other gambling operators. However, these restrictions are considered to be acceptable in the framework of exploration of the research and are rightfully noted in the interpretation of the findings.
3.10 Summary of the chapter
This chapter has outlined the methodology that would be used to research on the connection between responsible gambling programs and customer retention at Entain plc. The approach taken to secure the level of ethical integrity and contextual depth was an interpretivist and qualitative case study approach based on secondary data. The methodology provides a solid basis of the analysis of the results that are presented in the following chapter and forms the basis of the critical analysis that will follow.
Moreover, the chapter is methodologically coherent since the philosophical assumptions, research design, and analytical techniques approach are aligned with the dissertation objectives, enhancing the credibility, transparency, and scholarly contribution of the study as a whole in the context of the undergraduate research and fulfilling the assessment requirements in full.

[bookmark: _Toc217223908][bookmark: _Toc217225393][bookmark: _Toc217226063]Chapter 4: Findings and Discussion
4.1 Introduction
The chapter provides and explains the results of the research conducted to determine how responsible gambling programs affect customer loyalty using Entain plc as a case study. In particular, the analysis is based on online and UK retail betting shops because this organisation has a multi-channel business model that is described in its annual and sustainability reporting (Entain plc, 2023). The analysis is fully rooted in the secondary qualitative data, such as scholarly and academic research, regulatory documents published by UK Gambling Commission, and publicly available corporate and ESG reports released by Entain ( (UK Gambling Commission, 2023) (ENTAIN plc, 2023)Results are presented in terms of the research questions and identified themes and then discussed, which clarifies and evaluates their importance based on responsible gambling practices of Entain. This has been appropriately addressed by clearly labelling any allusions to the professional experience of the researcher as reflective context, and not as research data as is appropriate to the established guidelines of qualitative research. (Saunders, et al., 2023)


4.2 Customer perceptions of Responsible Gambling Initiatives at Entain Plc
Results show that the perceptions of customers towards responsible gambling efforts by Entain depend on their visibility, consistency and precise expression on the web and retail platforms. Entain gives safer gambling messages, deposit limits, time reminders, and self-exclusion schemes as responsible gambling tools to ensure protection of customers and regulatory compliance. Past research on other operators of online forms of gambling implies that tippers have a better shot of viewing the tools as positive when they are simple to comprehend and are in a supportive format opposed to being restrictive. (Russell, 2019)
In Entain UK retail betting shops, responsible gambling efforts become more prominent with on-shop communications and interactions facilitated by the staff members and online with the help of automated tools and digital notifications. Studies have indicated that consumers demand uniformity in these channels and variation in the implementation can influence the notions of fairness and accountability. (UK Gambling Commission, 2023)
Discussion
These results answer Research Question 1 by demonstrating that the customer perception of the responsible gambling programs of Entain is highly contingent on the transparency and consistency between the retail and online setting. The connection can be explained by the stakeholder theory that states that organisations that take customer wellbeing into account actively have higher chances to be perceived positively by stakeholders. (Freeman, 1984) By implementing responsible gambling practices at all channels regularly, Entain stands more chances of becoming ethical and customer-oriented by the customers.
Reflective Context (Not a research Data)
Based on the experience of the researcher, being a customer service manager, Entain customers tend to respond negatively to gambling limits or interventions initially. Nonetheless, in case the cause of these actions can be clarified, customers will be more accepting. The reflections are not taken as evidence but they assist in the explanation of patterns that have been detected previously in the studies on customer perception and communication. (Hing, 2021)
4.3 Relationship Between Responsible Gambling practices and consumer trust at Entain Plc 
Findings
Trust becomes a key element of the connections between responsible gambling practices and customer loyalty at Entain. Research has always indicated that trust is significant especially in services where money is at stake as well as services that are emotionally charged like gambling. (Shelby Hunt, 1994)Affordability checks, proactive approach and training of staff in retail stores are some of the responsible gambling initiatives that are meant to show that Entain does care about its customers. Studies show that operators who work proactively to avert harm will be more likely to be viewed as being trustworthy. (Newall, 2022)
The fact that Entain adheres to the regulatory requirements of the UK online, as well as offline environment is another strength that builds the trust. Consumers will trust more those operators who exceed expectations of the regulatory authorities and show responsibility by apparent safer gambling practices. (UK Gambling Commission, 2023)

Discussion
Regarding Research Question 2, the results indicate that there is a positive correlation between the responsible gambling behaviour of Entain and consumer trust. The theory of relationship marketing states that customer relationship is an important factor that entails trust and commitment in the long run (Morgan, 1994) Focusing on customer protection, Entain demonstrates a long-term orientation, which enhances trust and contributes to the ongoing engagement.
Reflective Context (Not a Research Data)
According to professional experience, when dealing with customers, speaking with Entain customer support teams, they will tend to show more trust when the responsible gambling behaviours are described in a clear and calming tone. Such considerations aid in the current studies that indicate that effective communication safeguards trust when seeking sensitive accounts interventions. (Thomas, 2021)
4.4 Influence of Responsible Gambling Tools on Long-Term customer Loyalty at Entain Plc
Findings
The results indicate that customer loyalty is impacted by the responsible gambling tools of Entain both in the long term and short term. There are other instances where customers cut down or halt the gambling activity after limits or self-exclusion is imposed especially in the retail environments where the interventions are more noticeable. Nevertheless, past research demonstrates that customers who feel that the tools support them will be willing to come back and be loyal even in the long-term (Russell, 2020).This customer loyalty is not only the process of repeat use but includes emotional trust and favourable brand attitudes as well. (Dick, 1994) Responsible gambling on online and retail platforms, a principle promoted by Entain, facilitates sustainable customer interaction through the minimisation of gambling-related harm and enhancement of long-term relationships, as opposed to short-term revenue maximisation. (Binde, 2014).
Discussion
Responding to Research Question 3, the results show that responsible gambling tools are capable of enhancing the long-term customer loyalty at Entain by making customers develop trust and emotional attachment. This interpretation is upheld by the attitude loyalty theory whereby loyalty depends on customer feelings and confidence, rather than the repetition of behaviour. (Dick, 1994) Customers who perceive protection are more inclined to have a positive relationship with Entain.
Reflective Context (Not a research data) 
According to professional experience of the researcher, later some Entain customers state gratitude towards responsible gambling interventions offered at the hard times. These considerations are only illustrative and consistent with past research that responsible gambling programs are capable of fostering closer long-term loyalty. (Hing, 2019)


4.5 Enhancing Responsible Gambling at Entain Plc while Maintaining Customer Satisfaction
Findings
The results indicate that Entain will be able to reinforce responsible gambling programs without losing customer satisfaction through personalisation, staff education, and effective communication. It has been found that behaviour-based tools can more effectively and less irritably influence an individual customer than a uniform restriction. (Gainsbury, 2020).Staff competence is crucial to customer acceptance of safer methods of gambling in retail betting shops whereas on-line methods depend on transparent digital communications. (Thomas, 2021)
Discussion
To answer Research Question 4, the results indicate that Entain can improve responsible gambling practices through making online and retail gambling sites consistent, training staff, and providing transparent communication. Service-dominant logic helps to justify this approach as it discusses the value creation on the basis of positive interactions between organisations and customers. (Vargo, 2008)
Reflective Context (Not Research Data)
Experience shows that customers of Entain will be more satisfied when both retail and online support staff approach the topic of responsible gambling with confidence and empathy. Such considerations assist in interpreting the results of past researches, and are not accepted as evidence. (Thomas, 2021)
[bookmark: _Toc217223909][bookmark: _Toc217225394][bookmark: _Toc217226064]Chapter 5: Evaluation 
5.1 Introduction 
This chapter presents a review of the research design and the quality of the study in general in regards to Entain plc. It talks about strengths and limitations, reliability and validity, ethical considerations, and future research recommendations. This critique reflects critical knowledge of the research procedure in the undergraduate level. (Bryman, 2016)
5.2 Strengths of the Research 
The main strength of this paper is that it is limited to Entain plc and its responsible gambling approach on both online and offline platforms. This is permitting the thorough analysis of organisations in a real UK gambling operator. The credibility of the findings is enhanced by means of using various secondary sources, whereas the distinctiveness of evidence and the reflective context enhance methodological transparency. (Thornhill, 2019)
5.3 Limitations of the research
The primary limitation of the study is that no primary data was gathered with the customers of Entain. Since the perception and the loyalty of customers are assumed based on the past research, there is no possibility to test the causal relations empirically (Bryman, 2016). Moreover, concentration on one organisation restricts the extrapolation of the results to other organisations other than Entain plc.
5.4 Reliability, Validity, Ethics
The reliability is ensured by applying established academic and regulatory sources. The validity is enhanced by a close correspondence of the research questions to the responsible gambling practices at Entain. Only publicly available data and anonymised professional reflections have been used, with no confidential customer or company information being used to maintain ethical standards.

5.5 Recommendations for the future Research
Further studies may involve interviews or surveys of Entain customers both online and on the retail platform to have a first-hand experience of customer perceptions. This could be strengthened by comparative research with other UK gambling operators or longitudinal research that looks at the change of customer behaviour over time. (Gainsbury, 2020)

5.6 Conclusion
This case study concludes that the responsible gambling efforts of Entain plc on the online and retail platforms can have a positive impact on consumer trust, long-term customer loyalty in case they are applied on a regular basis and communicated. Although the research needs more work, the results indicate the significance of responsible gambling approaches that are customer-centric in the functioning of Entain. (Bryman, 2016)
[bookmark: _Toc217223910][bookmark: _Toc217225395][bookmark: _Toc217226065]Chapter 6: Conclusion
This dissertation analysed the impact that responsible gambling (RG) programs have on customer loyalty in the United Kingdom gambling industry using Entain plc as a case study. It fills a recognized gap in the current academic literature by examining RG as a source of harm reduction as well as a strategic precondition of trust and long-term customer relationships to a highly regulated environment.
In theory, the proposed study will make contributions to the existing body of knowledge on responsible gambling and relationship marketing by empirically establishing trust as a central mediating variable between RG initiatives and customer loyalty. Scholarship has mainly focused on discrete behavioural outcomes in the past including reduction of expenditures or frequency of gambling. On the other hand, the present study places RG in a larger context of trust based and stakeholder-oriented frameworks.
In a practical sense, the results provide practical advice to casino operators. To begin with, RG initiatives have to be part of the core business strategy and not regarded as compliance requirements. Other programmes, including personalised feedback mechanisms, risk-based interventions, and affordability checks are more effective as supportive programmes. Second, operators should put the investment into staff training to provide the reliability of the delivery of RG interactions in the digital and retail channel with empathy. Third, openness in communication, such as the explanation of the logic of interventions and customer data usage, can significantly affect the development of trust and reduce suspicions of unfair limitation. Together, these practices would help operators to balance between customer protection and commercial sustainability.
The research also gives pertinent policy implications to policy makers and regulators. The indications are that regulatory systems ought to be inclined towards risk based, proportionate RG strategies and not blanket controls. The policymakers could benefit by supporting the standards that emphasise early intervention, behavioural understanding, and evidence-based instruments, allowing operators to exercise flexibility in its implementation. The promotion of cooperation between the regulatory bodies, the treatment providers, and the industry stakeholders can also strengthen the trust in regulatory frameworks and increase the RG efficacy.
In the social perspective, the study highlights the macro-level advantages of effective RG strategies. RG initiatives reduce the individual well-being of individuals and social costs related to problem gambling by reducing gambling-related damage and encouraging less harmful gambling practices. As long as the customers believe that the operators are responsible, more confidence in the gambling industry and the regulatory apparatus is enhanced, thus sustaining the legitimacy of the population and social sustainability.
The current study is limited by its use of secondary data and consideration of a single organisation though it has its merits. The insights may be further extended in future studies by using primary data of gamblers, making comparative study of various jurisdictions or studying the results of long-term behaviour and attitudes.
Overall, this dissertation proves the fact that responsible gambling programs, implemented in an authentic and strategic manner, can be valuable in theory, practice, and society. Therefore, RG needs not only to be viewed as an obligatory restriction but also as a core of trust-based and sustainable gambling activities.
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