     
An Analysis of the Value of Corporate Social Responsibility Communication in the UK Gambling Industry: Ladbrokes & William Hill PLC










[bookmark: _Toc444600034][bookmark: _Toc444610994][bookmark: _Toc450054663][bookmark: _Toc480975657][image: ::Downloads:TSD_corp_logo2013_0.jpg]










Author: Richard James Shaw 
Course: (Mbus) Business and Management 
P Number: 134923
Submission date: 
Supervising tutor: Caroline Jawad 




















DECLARATION

This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree


Signed……………………………………………


Date………………………………………………


STATEMENT 1 

This dissertation is being submitted in partial fulfilment of the requirements for the degree of BA.

Signed……………………………………………. 


Date………………………………………………


STATEMENT 2

This dissertation is the result of my own independent work/investigation, except where otherwise stated.

Other sources are acknowledged by footnotes giving explicit references.  A bibliography is appended.


Signed……………………………………………


Date……………………………………………… 


STATEMENT 3

I hereby give consent for my dissertation, if accepted, to be available for photocopying and for interlibrary loan, and for the title and summary to be made available to outside organisations.


Signed………………………………………………

Date…………………………………………………


STATEMENT 4

I hereby give consent for my dissertation, if accepted, to be available on the university’s IT system to those who have consent to use the system.


Signed………………………………………………

Date…………………………………………………









Acknowledgement 

I would like to express my deepest gratitude and thanks to my advisor, Caroline Jawad. Her guidance has been incremental to my research, she has provided me with support, encouragement and guidance. 

Caroline, has provided me with an excellent learning environment. She is the one person who deserves my deepest thanks for her constant help and belief in my abilities over the past two years. 

I am also grateful to all the other support I have received while undergoing this research project. 























Abstract 
The following dissertation aims to investigate the value of Corporate Social Responsibility communication in the UK gambling industry. Three objectives were used in order to successfully complete this dissertation: 

Investigate the value and content of CSR communications in the UK gambling industry
Evaluate the value of CSR in the UK gambling industry
Produce recommendations for improved CSR communications
The researcher satisfied these objectives by exploring a wide range of academic authors such as Friedman, Freeman, Carroll, Griffiths, Reith and Kingma. 

In addition to reviewing literature, a content analysis was conducted in order to obtain a better understanding of the values and commitment of CSR communication in regard to William Hill and Ladbrokes. 

To conclude this dissertation, the objectives were successfully met within the content analysis. 
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[bookmark: _Toc481741935]Chapter 1: Introduction 

[bookmark: _GoBack]This dissertation seeks to analyse how the UK gambling industry communicates Corporate Social Responsibility (CSR). Hopkins (2003, p. 43) suggests CSR is “the continuing commitment by business to behaving ethically and contributing to economic development while improving the quality of life of the workforce and their families as well as the community and society at large”. Kraemer and Whiteman (2008) apply Goffman’s theory to CSR to the world petroleum industry and critically analyses the industry’s CSR display and are particularly interested in the front-stage and the darker, more realistic back-stage behaviours. Goffman (1959) suggests the use the use of cods of conducts, public statements and various CSR reports are just the front-stage. Simultaneously to these events there is a back-stage, what happens when the lights are off. This research project used the same argument as Kraemer and Whiteman, reviewing an industry with negative a negative image and how it uses CSR communication to its benefit. Communication has the sole purpose is the transmission of information and meaning from one individual to another (Guffey, et al., 2009). However, just as ‘CSR’ is difficult to define, this problem also follows ‘CSR Communication’. CSR communication is a sensitive subject due to the fact it involves the inherent problem of communicating sustainability issues (Brugger, 2014). 

The aim of this dissertation is to aim of this dissertation is to analyse CSR communication within the UK gambling industry. Two operators have been selected William Hill, and Ladbrokes, based on their large presence in the UK. 

This dissertation research is aware of the externalities which occur in the gambling industry. However, for the purpose of this research CSR communication will be analysed as a business model, and how CSR is used to offset PG. 





[bookmark: _Toc465763768][bookmark: _Toc481741936]1.1 Rationale 

This study was chosen in order to further build on a successful undergraduate dissertation, this research aims to address and understand to what extent gambling operators communicate CSR, and how they communicate CSR. The general research question in this dissertation is to examine to what extent gambling operators, have embraced the idea of CSR. This dissertation will focus of the annual report, and the company website. All of these are in the public domain, and legitimate arguments for analysis. This dissertation takes the position that any hidden policies are there for irrelevant for this research. The communications selected target different stakeholders. 

This research will focus on two gambling operators, Ladbrokes and William Hill. These operators have been chosen due to their market share and the local presence they hold in the UK. To offset negative publicity, gambling operators position themselves as responsible. Under the banner of CSR, operators advocate positions to offset the potential harm of their products. The gambling industry does this by donating percentages of their profits to “help gambling related research, education and treatment”. However, it is not in the gambling operators interest to encourage the gambler to walk away. In order to generate business operators must encourage addiction in some form (Byrd, et al., 2017). 

[bookmark: _Toc465763769][bookmark: _Toc481741937]1.2 Background and Context 

Growth of the gambling industry has been primarily driven by the vast increase of technology and broadband penetration (Gainsbury & Blaszczynski, 2016). The accessibility that comes with online gambling (OG) has fundamentally changed the way the gambling industry does business. OG has evolved into a global marketplace that is accessible to a significant proportion of the world’s population (Banks, 2016). However, the increase in gambling is also due to the neoliberal economic change since the 1970s, the gambling industry has undergone a period of dramatic liberalization and deregulation. This began to happen with legal restrictions were loosened of promotion and expansion which resulted in the massive proliferation of commercial gambling as a global enterprise (Reith, 2007). Since gambling became legalized, there has been a great debate about the benefits and costs of legalized gambling. Whilst the gambling industry argues that its product is simply a form of entertainment. Many researchers argue that gambling is a different form of entertainment because it has very negative externalities (Walker, 1999). Rogers (2005) suggests that the large factor that suppresses the gambling industry is the negative externalities which are associated with gambling. Liberalised gambling reaps profit but bring a large amount of ‘Negative Externalities’. 

Problem gambling (PG) is a major factor that is involved in the gambling industry. In the UK, the term “pathological” and “problem” gambling is used interchangeably. These terms describe gambling that compromises, disrupts, or damages family and personal lives (Meyer, et al., 2009). The British gambling prevalence survey indicated that there are around 450,000 pathological gamblers in the UK (Wardle , et al., 2010). This was the last gambling survey that was undertaken in regards to gambling in the UK, professor Hancock seen there was a 0.9% rise in pathological gamblers and stated this should be a wakeup call (Great Britain: Parliment: House of Commons: Culture, Media and Sport Committe., 2012). However, a more recent survey which was held in Wales In 2016, indicated that 1.1% of participants were identified as problem gamblers and 3.8% of participants were identified as moderate risk problem gamblers (Gambling Commission, 2016). PG costs the UK £1.2bn a year, but compared to the £2.6bn that the gambling industry contributes to exchequer yearly, the issue seems negated and leads to a lack of government interest (Davies, 2016). 

CSR, is an issue that is tied to the gambling industry. The term CSR carries many alternative definitions which causes the subject to be a very unclear. Andrew Crane (2008, p. 3) states “CSR has experienced a journey that is almost unique in the pantheon of ideas in management literature”. If CSR is to be an effective influence of a corporation’s success, the efforts must be communicated accurately to key stakeholders (Moreno & Capriotti, 2009). The most common approach corporation’s use is the stakeholder theory, strategically by prioritizing important stakeholder group (Clarkson, 1995). These stakeholders most frequently include investors, customers, local communities, governments as well as non-profits. CSR can be looked at in two different perspectives’ which are explained by Friedman and Freeman. Economist Milton Friedman (1970, p. 1) looked at CSR with a business approach and stated, “there is only one social responsibility of business – the use its resources and engage in activities designed to increase its profits so long as it stays within the rules of the game, which is to say, engages in open and free competition without deception and fraud.”. On the other hand, Freeman (2008, p. 12) did not acknowledge Friedman’s stakeholder theory and suggested “The main goal of CSR is to create value for key stakeholders and fulfil our responsibilities to them”. 

CSR communications pertains to communicate corporate identity, and plays a crucial role in the formation of ethical corporate perceptions, and social legitimacy (Balmer & Gray, 2007). Organisations are now concerned with communicating their CSR policies. CSR communications has become a vital issue in building and sustaining the legitimacy of the organisation in the eyes of stakeholders. Podnar (2008, p. 75) provides a clear definition: 

“CSR communication is a process of anticipating stakeholders’ expectations, articulation of CSR policy and managing of different organisation communication tools designed to provide true and transparent information about a company’s or a brand’s integration of its business operations, social and environmental concerns, and interactions with stakeholders.” 

In order for a company to achieve the above they utilize means such as advertisements, product labels, CSR reports, and websites (Kitchen & Uzunoglu, 2014). Christensen (2002) suggests the aim of corporate communication is “to organise an organisations communication activities as one coherent totality”. This suggests that any means of communication should represent a uniform image of the organisation.
Corporate ethical communication can be made up from several sources including the annual report, the company website, codes of ethics, values, advertising and others (Goodman, 2001). However, this dissertation will focus on: 

· The Annual Report
· The Company Website 

Both of these communications are offered in the public realm, and are therefore seen as legitimate targets for analysis. The communication methods target different stakeholders (Campbell, et al., 2003). The annual report targets shareholders whilst the website targets the public at large. 


[bookmark: _Toc481741938]1.3 Difficulties with Gambling Research

Gambling studies are a narrow and uncritical homogenous field which suffers from unproductive repetition and rivalries. Large sectors of gambling research are influenced by the industry, regulators and governments who produce research which is seen as acceptable to all parties. Industry support given to high profile academics often attracts negative media attention and raises unresolved questions about the relationship between the researcher and operator (Nicholls, 2014). Growing research has shown that, poorly understood, financial relationships with the industry increase the likelihood of proindustry findings, biased interpretations and under representation of alternative interpretations (Babor & Miller, 2014). For gambling research to be conducted it is very important to understand and consider the ethical context in which this research will be conducted, this problem arises due the sensitivity of the research topic. Although, this research focuses on CSR communications, it will also focus on gambling. Gambling to many be a sensitive subject due to the issue of problem gambling (PG). 

The UK gambling industry provides an important source of government revenue, in 2015, Gambling Commission revealed that the UK gambling industry is worth £7.1bn, which didn’t include the National Lottery (Pitt, 2015). The 1951, royal commission stated that moderate gambling causes no harm. However, Wardle (2013) reported 5.5% of moderate interest gamblers, and 13.3% of multi interest gamblers were problem gamblers. The UK gambling industry is primarily funded by the Responsibility in Gambling Trust (RiGT), which is an independent charitable trust funded by voluntary donations from gambling operators. Around £7m a year is spent on all gambling research, prevention, treatment and intervention, which is small change to a billion-pound gambling industry. The problem which arises with the industry funding research is the industry tends to have significant impact on what should be researched in the first place (Griffiths, 2009). 

[bookmark: _Toc465763771][bookmark: _Toc481741939]1.3 Research Aims and Objectives 

The aim of this research is to evaluate and analyse the levels of CSR communication used by UK gambling operators. For aims to be met objectives have been set, Saunders (Saunders, 2009) states “objectives are more generally acceptable to the research community as evidence of the researcher’s clear sense of purpose and direction”. 
The following objectives are summarised as SMART, and believed to be achievable:

· To investigate the value and content of CSR communications in the UK gambling industry
· To evaluate the value of CSR in the UK gambling industry
· Produce recommendations for improved CSR communications

This research is focusing on 2 UK Gambling Operators (Ladbrokes & William Hill). The conclusion of the dissertation will be to provide recommendations for the gambling operators to increase the value of their corporate ethical communications. This chapter of the dissertation sought to set out the background to the research area and the following chapter will focus on and analyse key literature.
































[bookmark: _Toc481741940]Chapter 2: Literature Review
[bookmark: _Toc481741941]2.1 Introduction 

This chapter seeks to examine OG and the changes that the industry has seen. This chapter will also seek to evaluate relevant CSR models applied to the industry. In order to understand how companies, communicate CSR current literature will be analysed. Literature acknowledges the benefits that can be reaped by communicating CSR, but it remains unclear exactly how and based on which measures a company should convey its CSR message (Morsing & Beckmann, 2006). According to Morsing and Schultz (2006) companies need to be cautious and very sensible when communicating their messages in order to prevent harmful backfire. Gambling providers are considered as entities that cannot be connected with socially responsible behaviour, due to the negative externalities that are connected with gambling (Tetrevova & Svedik, 2014). This research aims to understand how a harmful industry can portray an ethical standing, when communicating CSR.  

[bookmark: _Toc481741942]2.2 Exploring Online Gambling (OG)

The influence of technology in the field of gambling has seen innovation at a phenomenal rate. The impact of gambling technology has been widespread, with apparent trends worldwide, for example gambling become asocial activity, wide-spread deregulation, and increased opportunities to gamble (Griffiths, 2003). Interactive gambling (computer, smartphone, wireless) is revolutionizing the delivery of gambling products. Internet usage and penetration has seen a significant increase, growing 480% worldwide since 2000 (Gainsbury & Blaszczynski, 2016). In recognition to the huge potential market this has created over 690 owners have created have established over 3504 OG sites worldwide (Casino City, 2017). However, the real figure of the number of OG sites is unknown, with some figures stating there are over 65,000 sites. Given the ease customers have to access such a widespread variety of different sites, has led to operators competing for customer loyalty (Gainsbury & Blaszczynski, 2016). Blaszczynski and Phillips (2010, p. 21) stated “accessibility is the most imperative factor for the growth of the OG industry with high quality and high speed internet access and associated technologies (computer, smartphones, iPads and webcams) are not only becoming more affordable but also accessible through computers located in educational institutes, cafes and public libraries”. Gay et al (2007) stated OG has been one of the most successful internet industries with its truly phenomenal growth. OG has been used as an economic tool, UK gambling operators are able to avoid the UKs high tax rate by moving to moving to offshore low tax markets such as Gibraltar. The Gambling Act 2005, stated extraterritorial operators do not need to hold a UK license, and can still take bets from UK customers as long licensed in jurisdiction which follows UK regulatory standards. UK operators such as William Hill, Coral, Betfair have relocated to Gibraltar where they only pay 1% tax capped at £425,000 (Banks, 2016)

A major factor which has aided the growth of the OG industry is that deregulation has been firmly imbedded within policies of many governments worldwide. The growth of technology innovation has aided deregulation. Technology has brought gambling into homes, work and into day to day life, and has opened a legislative minefield (Griffiths, 2003). Regulations primary intention is to prevent or to reduce harm to the public. Government has issued various ways the gambling industry can be harnessed to secure benefits for the public. Collins (2003) identified the main political principles in which regulatory objectives are grounded are; to secure conformity for behaviour that society deems to be immoral; to prevent people harming themselves; to prevent people harming others; to generate unpresented taxes. 

[bookmark: _Toc481741943]2.3 History of Regulation 

Neoliberalism is a dominant economic ideology which tends to advocate a free market approach to policymaking, which promotes measures such as privatisation, spending cuts and deregulation (Stone, 2016). Reith (2006) suggests that current trends in liberalization and proliferation, can be noticed within wider changes in Western economies; most particularly the era of change and the move towards political and fiscal policies of neo-liberalism and the rejection of broad principles of market regulation. Neoliberalism consists of three dimensions. Firstly, there is a normative dimension that approves the virtues of unregulated markets. Secondly, neoliberalism has an economic performance. Lastly, there is a regulatory dimension that consists economic consequential rules for action (Campbell & Pederson, 2001). This may be connected to Orford’s Gambling Restraint Erosion Theory (GRET), which is a framework for understanding the history of gambling regulation, the prevalence of an attitudes to gambling and ‘problem gambling’ in Britain (Jawad, 2016). GRET is also a framework that shows a gradual changing of partial prohibition to tolerance to widescale acceptance.

In the nineteenth century, gambling was still seen as largely illegal in the UK. However, commercial and quasi-commercial gambling had begun to expand. This growth continued over the 1920s and 1930s. By the 1950’s gambling was regarded typical for ordinary life in Britain. Anti-gambling legislation was controlled by the Home Office, which sought to balance police concern over resources for enforcement (Jawad, 2016). At the end of World War 2, an increase in gambling expenditures sharpened the government’s interest in possible revenues (Chenery, 1963). With gambling interests on the rise The Royal Gambling Commission further rejected the idea of moderate gambling being able to cause harm, and aimed to not impose on an individual’s leisure time (Miers, 2014). The Royal Gambling Commission (1951, pp. 185-6) stated; 

“The object of gambling legislation should be to interfere as little as possible with individual liberty to take part in various forms of gambling but to impose such restrictions as are desirable and practicable to discourage or prevent excess”

In 1960, the Betting and Gaming Act was implemented, which attempted to tighten post-war gambling that had exploded. This new legislation created a single, regulated market with the principle of unstimulated demand. The act allowed gambling but under strict conditions, such as small members only clubs (Jawad, 2016). Towards the late 1960’s the Gaming Act 1968 was aimed to curb the exploitation of the 1960 act. Miers (2011) suggested the first notion of this act was that unregulated gambling creates significant social costs and regulation was necessary to control externalities, to correct information imbalance, and to safeguard the vulnerable, in particular children. Secondly, it was seen as necessary to allow gambling which would otherwise be conducted in an unregulated market (Miers, 2011). 

The next three decades in the UK seen the requirement for gambling expansion to be limited started to weaken (Miers, 2011). In 1973 the Whitney Report, recommended that communities could benefit from lotteries, which was the precursor to the National Lottery (Jawad, 2016). The introduction of the National Lottery in 1993 was a marked departure from the original gaming policy and underpinned the structures introduced in 1960 to regulate the gaming market (Miers, 1996). Previous notions seen gambling as a socially endemic activity, which unregulated would create expensive social costs, also that it is not a function of the government to prevent individuals from gambling, neither is it a function to do more than facilitate them to do so (Miers, 2002). The national lottery transformed the principle of unstimulated demand, this was due to public interest encouraging gambling participation. The British gambling industry was reaping expansion, it demanded liberalisation and persuaded the government that the laws were over-regulated (Jawad, 2016). 

The Gambling Act 2005 was the second chapter in the era of liberalisation of leisure legislation (Light, 2007). The legislation aimed to reform the UKs gambling laws, which considering technological and international trends were increasingly regarded as outdated and, since the National Lottery, regarded as unfair (Spapens, et al., 2008). The Act normalised and liberalised gambling in UK to an historic extent (Moodie & Reith, 2009). Legislation was necessary given the innovation of gambling technology had seen the 1968 act ineffective (Gordon & Moodie, 2008). However, Reith (2007) argued that the liberalization of the gambling markets in the UK, was primarily driven by the symbiotic association between government revenue and commercial profit of gambling. Light (2007, p. 644) also accused the government of being “driven by a commercial imperative masquerading as a desire to allow greater freedom for the sensible majority”. 


[bookmark: _Toc481741944]2.4 The Risk Society

The issue of gambling and risk has seen significant interest to contemporary sociologists including Beck, Kingma, and Reith. Beck and Giddens wrote about the risk society in the 1980’s and referred to how societies manage their own risk and individuals are responsible for their own risk.  The sociological aspect of gambling examines its impact on wider society and not just individuals and the risk society examines society’s response to risk. An increasing awareness off, the regulatory focus on, side effects of gambling such as PG and crime renders gambling part of the ‘risk society’ as defined by Beck (1992). Since OG can be characterized by the reduction of immediate controls and constraints on the consumption of gambling services, the significance of gambling risk increases (Williams, et al., 2012). The risk society creates a society which mass produces and consumes chance. Endeavour and aptitude are replaced by the fantasy of the big win (Young, 2010). Reith (2007) suggested that the ‘fantasy of the big win’ has ushered in a new consumption ethic promotes an age of chance. The once hostile middle class has embraced the risky consumptive practice of gambling to such an extent that it is seen to be increasingly normalised. 

Beck’s model on risk, looks at how modern societies organise their response to risk. Arguably Beck builds on Weber’s rationalised society, whereby individuals are concerned about the ends and not means to the ends. The risk society can facilitate an understanding on gambling responsibility – risk has been transferred to the individual. The informed consumer has information that is provided by operators and then can calculate the risk involved. The problem is with problem gamblers or gambling at-risk – there is some point where self-control has been lost and therefore the question is whether they can assess the risk they are facing. Douglas (1970) suggested in this specific case liberalisation and addiction are considered social constructions, where in specific situations of ‘safe’ or ‘hazardous’ social activities are the outcomes of negotiations between diverging parties with linking definitions of what they feel is acceptable to their power relations. Risk assessment of gambling by the government is are influenced by the political and subjective appreciation of gambling (Kingma, 2004). Gambling in the risk society is seen as a risky consumption (Cosgrave, 2013). Gambling organisations such as lotteries, casinos, amusement arcades, betting shops, and bingo halls all offer risk for consumption, and also projects risks onto environments due to harms, dangers related to gambling addiction and crime (Kingma, 2008). 


[bookmark: _Toc480975668][bookmark: _Toc481741945]2.5 Corporate Social Responsibility

CSR is integrated into modern day businesses who seek to benefit themselves and society, however very few organisations fill the criteria. The term CSR carries no clear consensus of a definition for CSR (CSR). Sims (2003, p. 43) stated “the continuing commitment by business to behaving ethically and contributing to economic development while improving the quality of life of the workforce and their families as well as of the community and society at large” However, this definition is a very simplistic way to view CSR. Another definition from Kilcullen and Kooistra (1999, p. 158) looks at CSR as “the degree of moral obligation that may be ascribed to corporations beyond simple obedience to the laws of state” This statement gives a sense of direction to CSR, meaning the corporations that practice CSR. CSR can therefore be seen, as an agreement to an organisations stakeholder’s, where the organisation will take ethical responsibility into account for their actions. The overall picture of CSR is portrayed by Jawad (2016, p. 3) as “every organisation has a responsibility to act in a manner that is beneficial to society and not solely to the organisation”. 

Gambling worldwide has received copious amounts of social acceptance. The global gambling industry in 2016, had a total revenue of $99.6bn (Dogtiev, 2017). In 2005, the Gambling Act was introduced in the United Kingdom in order to modernize gambling regulation, also to govern different forms of gambling, for example OG (Yani-de-Soriano et al, 2012). In 2007, the legislation was fully implemented, and with it came increased responsibilities and freedom to OG companies. With the act came also came the implementation of CSR policies as a condition for a license. However, it introduced a less regulated environment, which introduced a proliferation of gambling advertising (Gordon & Moodie, 2009). It is evident that the CSR policies which were introduced, acknowledged potential harm within gambling, and sought to protect public interest which allowed gambling operators to develop in the market place. Similar to Carrols CSR framework, Palazzo and Richter’s (2005) introduced a CSR framework which was used in the context of the tobacco industry. The first level of this CSR framework is known as the instrumental level, this refers to a corporation’s ability to deliver products/services to the level required by customer, at this level it is clear that the gambling industry offers a superior quality service (Griffiths, 2003). The second level is the transactional level which refers to an organisations integrity, for example the organisations ability to comply with legal and moral rules. The gambling industry is expected to comply with all legal and moral rules set by society in order to avoid harm, or taking responsibility for it if caused. However, problem gambling rises numerous amounts of moral or legal issues are caused by gambling operators. The transformational level is the final stage of this frame work, this covers the organisations benevolence. Benevolence is commonly shown by many UK gambling operators, for example Ladbrokes, William Hill, and Coral make yearly donations to Gamcare and other charities who focus on responsible gambling. The question that is unclear is how the gambling industry can attain a higher level of CSR. The instrumental level of this theory states the industry is expected to comply with legal and moral rules and behave with transparency and fairness, to avoid harm and take responsibility, but still problem gambling persists and moral issues are broke by gambling operators (Yani-de-Soriano et al, 2012). Gambling is seen as an easy target because more often than not gamblers are left with no tangible assets because of gambling spending. 


[bookmark: _Toc481741946]2.6 General Theories of Ethics 

There are three general theories of ethics:

· Consequential Ethics
· Deontological Ethics
· Virtue Ethics 

[bookmark: _Toc481741947]2.6.1 Consequential Ethics 

The consequential theory of ethics emphasizes that the morally right action is whatever act leads to maximum balance of good over evil. This theory revolves around the premises that the rightness or wrongness of an action depends on the consequences or effects of an action (Pozgar, 2014). Lantos (2002) defined consequential ethics as a consequence based on morality; behaviour is ethically right if its consequences are right, and wrong if the results are bad. The goal of a consequentialist is to achieve greatest good for the greatest number, it involves asking the following questions:

· What will be the effects of each course of action?
· Will they be positive or negative?
· Who will benefit?
· What will do the least harm? (Pozgar, 2012)

The underpinning problem that has seen modern ethicists reject this foundation of CSR, is that minorities can suffer harm so that majorities can benefit. Corporation that practice this theory are in danger of having negative pressure group problems if the minority position becomes known (Lantos, 2002). The right action for a teleologist is one that promotes the best consequences in which happiness is maximised, the decision to gamble or not depends on the likelihood of winning money or the risks of losing money, this form of ethics is the common belief of a gambler (Ddubisi et al, 2014).



[bookmark: _Toc481741948]2.6.2 Deontological Ethics 

In contrast to consequential ethics, the deontological theory judges the morality of choices by criteria that is different from the state of affairs those choices bring. This theory gives great contrast to consequentialism, by identifying that some choices cannot be justified by their effects – no matter how morally good they consequences, some choices are morally forbidden (Moore & Alexander, 2007). Any action that violates a moral obligation is seen as immoral, however acting within moral obligations does not necessarily mean that the action is moral. Immanuel Kant argued that moral requirements are based on standard of rationality which he dubbed “Categorical Imperative” (CI). This states immorality involves a violation of the CI and is irrational (Johnson, 2004). This is consistent with the moral law, which is to treat other as you would be expected to treat yourself. Any action that is therefor, morally responsible if all stakeholders are treated with the same respect and dignity that would be expected from others (Lantos, 2002). The issue deontological ethics underpins is whether or not gambling is, in fact, bad for people. Gambling is seen an exploitive business (Sanchez, 2012). For the deontologist, the decision to gamble is all dependent on whether it is seen as contravening natural law or Gods commandment (Ddubisi et al, 2014.

[bookmark: _Toc481741949]2.6.3 Virtue Ethics 

Virtue ethics look at a person character, an individual’s unique virtues that embrace elements of moral rightness, excellence, and goodness. A person who hold good character is a person of virtue, who upholds high moral values (Lantos, 2001). This theory of ethics can be helpful to organisations looking to make difficult choices where there are conflicting duties to various stakeholders. Virtue is not seen as being perfect, but seen as achieving balance. Aristotle identified virtue as the mean or an optimal balance between two extremes that one should seek. For example, too much truthfulness can be classed as boastfulness, however not enough can be deception or lying (Lantos, 2002). Moral virtues are there for developed from habit or custom, and are qualities that can be developed and influenced (Kaptein & Wempe, 1998). Organisations who follow the view of virtue ethics would seek to employ virtues people, who would always make the correct ethical choice. However, it would be impossible to make an informed decision if someone is virtuous or not. For a gambler to follow virtue ethics gambling decisions is dependent on whether an individual has a strong or weak moral character (Ddubisi et al, 2014). 
[bookmark: _Toc481741950]2.7 Theories of CSR 

There are 4 theories that underpin CSR

· Instrumental Theory
· Political Theory
· Integrative Theory 
· Legitimacy Theory

[bookmark: _Toc481741951]2.7.1 Instrumental Theory

This group of theories of CSR, is seen only as a strategic tool to achieve economic objectives and, ultimately, wealth creation (Garriga & Melé, 2004). Organisations that adopt this theory deem that the only social responsibility that is necessary is to provide employment and pay taxes (Moir, 2001). This narrow and broad view of CSR was supported by Milton Friedman (1970, p. 1) who suggested that the sole responsibility of a business is “to use its resources and engage in activities designed to increase profits so long as it stays within the rules of the game, which is to say, engages in open and free competition without deception and fraud.” Friedman states how a business is just about making money. The problem that lies with Friedman’s theory is that it does not acknowledge stakeholders.

Friedman based this argument on three main principles: 

· Only humans can have a moral responsibility for their actions. 
· It is managers’ responsibility to act solely in the interest of shareholders. 
· Social issues and problems are the province of the state rather than corporate managers (Crane & Matten, 2003)

The instrumental theory evolves around three groups, depending on the economic objective. The first group sees the objective as maximising shareholder value, measured by the share price. The second group focuses on the strategic goal of achieving competitive advantages, to achieve long term profits. The final group focuses very closely with the second, this group of theories looks at cause-related marketing (Garriga & Melé, 2004).

This theory is at most the basic concept of how gambling operators work. Gambling operators claim they are ethical providers. Operators commit to weak CSR practices which are aimed at preventing and minimising harm. Nevertheless, gambling operators gain their legitimacy on a basis of their CSR engagements at a transactional level, and so, by meeting their legal and ethical commitments and behaving with transparency and fairness, the integrity of the operator can be ensured. Gambling operators rely on the revenue produced by problem gamblers and controversial marketing activities (Yani-de-Soriano & Javed, 2012). This indicates that the industry stays within the guidelines set by government, however, the products offered by gambling operators can cause harm. Which leads to issue of consumers being responsible for their own actions. 
 
[bookmark: _Toc481741952]2.7.2 Political Theories 

The political theory of CSR focuses on interactions and connections between business and society with regard to the power and position of business and its inherent responsibility. Although there are a vast source of approaches, two major theories can be distinguished: Social Contract theory and Corporate Citizenship.

2.7.2.1 Corporate Social Contract Theory

Donaldson (1982) concluded that a business and its relationship to society was related to social contract tradition.  Donaldson assumed that a sort of implicit social contract between society and a business existed. This social contract implied obligations of a business towards society. Corporate citizenship was seen to overcome some limitations of deontological and teleological theories. This theory was further extended by Donaldson and Dunfee (1994) who introduced the ‘integrative social contract theory’. These scholars assumed that there are two levels of consent. Firstly “a theoretical macrosocial contract appealing to all rational contactors, and secondly, a real microsocial contract between members of numerous localized communities”. The ‘corporate social contract’ distresses an organisations indirect societal obligations between citizens and governments. The corporate social theory has been advanced as a theoretical basis upon which to explain the practice of CSR by corporations, for them to receive a contractual foundation (Mullerat, 2010). This theory assumes “businesses are bound by the social contract in which they agree to perform various socially desired actions in return for approval of its objectives and other rewards, and this ultimately guarantee’s its continued existence” (Mullerat, 2010, p. 111). Mullerat discusses this theory as a contract between the corporation and the state, today this theory cannot be understood without the presence of the stakeholder. The ‘social contract’ is considered to represent the implicit agreement between the gambling operator and its society (Loh, et al., 2015). Gambling operators meet this by their engagement in CSR policies and initiatives. This grants a form of legitimacy for the operator, within society. 

2.7.2.2 Corporate Constitutionalism 

Davies (1960) was one of the first theorist to explore the role of power that businesses have in society and the social impact of this power. By doing this, Davies introduces business power as a new element in the debate of CSR. He understood that business is a social institution and it must use its power in a responsible manner. Furthermore, Davies stated that the causes that generate social power of the business are not solely internal of the firm but also external. The assumption was that the businesses locus is unstable and constantly shifting, from the economic to the social forum and from there to the political forum, vice versa. According, to Davies (1960) the equation of social power responsibility must be recognised and understood through the functional role of business and managers. However, in this respect Davies rejects the idea of total responsibility of business. 

[bookmark: _Toc481741953]2.7.2.3 Corporate Citizenship

Corporate Citizenship (CC) has emerged as an obvious term in management literature dealing with the social role of business (Matten & Crane, 2003). However, this theory is not new, but certain factors have ensured further interest into the theory. (Garriga & Melé, 2004) state a major factor that has influenced the growth of this theory is that of the Globalization phenomenon. This, together with the deregulation process and lower costs with technology upgrades, have led to larger multination organisations having a greater economic and social power that some governments. The term “corporate citizenship’ cannot have the same meaning for everyone. Matten et al. (2003) defined three views of corporate citizenship: (1) a limited view, (2) a view equivalent to CSR, (3) an extended view of corporate citizenship. In a very limited view corporate citizenship can be, seen as the equivalent of corporate philanthropy. Carrol (1999) considers that corporate citizenship seems a new conceptualization of the role business in the society.  

[bookmark: _Toc481741954]2.7.3 Integrative Theory

The integrative theories of CSR are focused on the integration of social demands, and include four approaches: issues management, stakeholder management, public responsibility, and corporate social performance (Kalkenberg, 2006). Garriga et al. (2004) suggests social demands are commonly considered to be the way in which society and business interact, and how it gives a business a certain legitimacy and prestige. Therefore, corporate management must consider the social demands, and integrate them in a way where the business operates in accordance with social values. To conclude, the integrative theories all related to the detection, scanning and response to social demands, to achieve social legitimacy, social acceptance and prestige. 

2.7.3.1 Stakeholder Theory

This theory focus is on stakeholders rather than issues regarding social responsibility. Freeman (1988, p. 41) defines a ‘stakeholder’ as “groups of individuals who benefit from or are harmed by, and whose rights are violated or respected by corporate actions”. Stakeholder management attempts to integrate groups with a stake in the firm into managerial decisions. 
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Figure 2: A Stakeholder Model of the Corporation (Freeman, 1988)

Figure 2 depicts the standard stakeholders in a large organisation. The stakes ok each reciprocal, due to each being able to affect the other in terms of harm and benefits. (1) Owners, hold a financial stake in the corporation in form of stocks or bonds. (2) Employees, typically have their jobs and livelihoods at stake. In return for an employee’s work, wages, security, benefits and meaningful work is expected. (3) Suppliers, in a stakeholder sense are vital to firm’s success. In turn the firm is a customer of the supplier and is therefore vital to its success and survival. (4) Customers, exchange resources for the organisations products in return to see benefits from the product. Customers form the lifeblood of an organisation in form of revenue. (5) Local Community, grants the organisation rights to build facilities and in turn benefits from tax, economic impact, and social contributions of the organisation. In return for the provision of local services, the organisation is expected to be a good citizen. (6) Management, plays a special role for it has both a stake in the organisation, and the employees (Freeman, 1988). 

Freeman et al. (2006) identified four levels of commitment involved in the stakeholder management approach. Basic value proportion, at this basic level the business needs to understand how it can make the customer better off, and simultaneously offer value proposition to employees, communities, suppliers and financers. Sustained stakeholder cooperation, the competitive macroeconomic, regulatory and political environments are dynamic they require constant revision of the stakeholder arrangements. Managers of an organisation must understand the effect each trade-off has on its stakeholders and the amount of sacrifice a given stakeholder will accept, and how these sacrifices can be compensated. A manager must understand broad societal issues, for a manager to be effective they must be able to recognize and respond to the rising number of international issues. Finally, ethical leadership, recent studies points to a strong correlation between ethical values and positive organisational outcomes such as profitability and high innovation. This type of leadership is only possible if a deep understanding of the interests and concerns of the stakeholders are recognized. 

Stakeholder theory prioritizes public into primary and secondary stakeholders rendering their ability to affect the firm, this suggests that CSR communications should primary stake holders first (Sweeney & Coughlan, 2008). Successful organisations thrive for their ability to balance obligations and communicate effectively with various stakeholders over the long term (Kimery & Rinehart, 1998). The stakeholder theory suggests that CSR decisions should be made with fairness to all stakeholders and should not prioritize primary stakeholders. If an organisation CSR actions are not properly communicated, stakeholder expectations for social responsibility may not be met (Meznar & Nigh, 1995). Community is perceived as a powerful stakeholder in the gambling industry, due to its power to influence government initiatives and decisions. With no community pressures, there would be no social responsibility initiatives established by gambling operators and governments, in view of the attractive gambling profits and tax revenues for organisations and governments. If gambling operators are able to meet or satisfy the powerful stakeholder, could then lead to no intervening from governments and no further regulations for gambling (Loh, et al., 2015). However, in reality it would be impossible for an organisation to satisfy all their stakeholders (Merson, 2010). Primary stakeholders must be prioritized these include shareholders, employees and customers, without continuing participation of these stakeholders and organisation cannot survive (Hage, 2007).  

2.7.3.2 The Pyramid of CSR 
[image: Screen%20Shot%202016-11-16%20at%203.51.25%20PM.png] 
Figure 2.1: The Pyramid of CSR (Carroll, 1991)

[bookmark: _Hlk479860993]Carroll (1991, p. 39) believed that “for CSR to be accepted by a conscientious business person, it should be framed in should a way that the entire range of business responsibilities are embraced”. Carroll created a framework the ‘Pyramid of CSR’ shown in Figure 1. Carroll suggests that there are four categories that are tied to CSR; economic, legal, ethical, and philanthropic (Carroll, 1991). Carroll also acknowledged how these categories are in constant tension with each other. Crane and Matten (2003) identified the four levels of social responsibility depicted in Carrols pyramid, starting from the sole goal of an organisation: (1) be profitable, (2) obey the law, (3) be ethical, and lastly (4) be good corporate citizens. Carroll’s further research into his framework, suggested that an organisation could only focus on either being profitable or being socially responsible, not both. Carroll (2000, p. 35) stated “businesses cannot be profitable and ethical, but they should fulfil these obligations simultaneously”. 

Economic Responsibilities  

First and foremost, economic responsibility is the most obvious and crucial focus of CSR (Visser, 2012). Dudovskiy (2012) identifies the economic responsibility of a business is to create goods and services in a profitable way. The motive for being profitable was established as the primary driver for businesses. For economic components of CSR, it is vital for a business: 

· To perform in a manner consistent with maximising earnings per share 
· To be committed to being as profitable as possible 
· To maintain a strong competitive position 
· To maintain a high level of operating efficiency 

The gambling industry sees substantial profits. However, the problem which coincides with the gambling industry is that the industry relies on the repeat business from moderate and problem gamblers. It is not in the interest of the gambling operator to encourage the gambler to walk away. To succeed economically the operator must encourage addiction in some form  (Byrd, et al., 2017)






Legal Responsibilities 

The next level of Carroll’s CSR Pyramid focuses on the legal responsibilities of business. Friedman (1962) agreed that businesses should stay within the law, but if society felt strongly enough about an issue then a law should be passed, suggesting it should not be the responsibility of a business to act in the governments place. Ferral and Fraedrich (2012) suggest that laws are only passed because society believes businesses cannot be trusted to do the right thing. These views coincide that if the society believes strongly enough about an issue, a law will be passed through the power of the public.  

The UK gambling industry must comply with three objectives which were set by the gambling commission in 2005; 

· Preventing gambling from becoming a source of crime or disorder, being associated with crime or disorder, or being used to support crime.
· Ensuring that gambling is conducted in a fair and open way
· Protecting children and other vulnerable persons from being harmed or exploited.

Gambling operators must comply by these rules to maintain their operating licence (Gambling Commission, 2017)

Ethical Responsibilities

The ethical dimension of Carroll’s CSR pyramid refers to the behaviours and activities that are expected by society and stakeholders, even though they are not required by law (Fraedrich & Ferrell, 2012). Ferrell (1997) argue that the role of ethics within CSR in business, identifying that economic and legal responsibilities are of the upmost importance of performance. However, Hunger and Wheelan (2000) disputed that CSR doesn’t include economic and legal responsibilities, as these must be obeyed for the survival of the organisation, and stated that CSR will be made up of only ethical and philanthropic responsibilities.

Ethical responsibilities are met by the engagement of CSR in the gambling industry. CSR is used a tool to perceive the operator as an ethical business. CSR is engaged by all large-scale gambling operators, through the use of CSR communication strategies such as RG advertisements, online RG tools, and abiding by UK regulations and objectives.  

Philanthropic Responsibilities 

Philanthropic responsibilities are purely voluntarily obligations that organisations assume (Hunger & Wheelan, 2000). The variance between philanthropic and ethical responsibilities is that a scarce number of people expect organisations to fulfil philanthropic responsibilities. Philanthropic addresses a variety of issues including, charitable donations, support for local schools, sponsoring sports and arts etc. According to, Carroll philanthropic responsibilities are merely desired of corporations (Habisch et al. 2005)

Gambling operators use philanthropy as a strategy, to gain political and social support (Cohen, 2013). Gamble Aware is a charity which supports research and treatment of gambling harm. It is entirely funded by donations from gambling operators which is mandatory by the government, but the amount donated is not (MacInnes, 2017). The amounts which are donated are communicated heavily by operators, for example Ladbrokes donated £750,000, when this figure is compared to the £1.2bn revenue with they had in 2015, the donation is extremely small.












Carroll’s CSR Pyramid Applied 
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	Figure 2.1: Ladbrokes CSR Pyramid











[image: C:\Users\Rich\AppData\Local\Microsoft\Windows\INetCache\Content.Word\WINWORD_2017-05-04_11-09-41.png]
	      Figure 2.3: William Hills CSR Report


[bookmark: _Toc481741955]2.7.4 Legitimacy Theory

Legitimacy theory indicates that organisations may try to legitimise their activities by engaging in CSR, in order for their organisation to get approval from society (Belal, 2016). Grey et al. (1996) suggested that there are two variants of the legitimacy theory. The first variant, involved the legitimacy of the individual’s organisation, and the use of CSR reporting to close a ‘legitimacy gap’. The second variant, derived from the classical PET theory, raises questions about the legitimacy of the capitalist system. Lindbolm (1994) stated that organisations may employ legitimation strategies when the organisation is faced with different legitimation threats. She argued that a distinction needed to be made between legitimacy, which is either a status or a condition. Suchman (1995) identifies the key challenges of legitimacy management (gaining, maintaining, and fixing legitimacy). Suchman also points out that legitimacy management rest heavily on communication. Therefore, in order to examine legitimacy, forms of corporate communications much be examined. According to, Linbolm (1994), four strategies can be adopted in order to seek legitimation: 
	
· Educate and inform the stakeholders about actual performance;
· Change stakeholder perceptions without changing actual behaviour;
· Distract attention away from the issue of concern; 
· Change external expectations about performance;

Overall, showing organisations can use either of these strategies as ways of managing legitimacy through corporate communication channels, including annual reports or the company website. 

[bookmark: _Toc481741956]2.8 The UK Gambling Industry 

Palazzo and Ritcher’s (2005) suggested that controversial industries cannot conform to CSR as other industries to because their products are potentially harmful. However, the controversial industries should still engage at a transactional level of CSR. This level of CSR refers to the organisations integrity, i.e. it complies with legal and moral rules and behaves with fairness and transparency, avoiding harm or taking responsibility for it, if caused (Yani-de-Soriano & Javed, 2012). This narrow view of CSR is supported by Milton Friedman (1970, p. 1) who suggested that the sole responsibility of a business is “to use its resources and engage in activities designed to increase profits so long as it stays within the rules of the game, which is to say, engages in open and free competition without deception and fraud.”. The instrumental theory of CSR, indicates gambling operators gain their legitimacy on a basis of their CSR engagements at a transactional level. Gambling operators rely on the revenue produced by problem gamblers and controversial marketing activities (Yani-de-Soriano & Javed, 2012).

[bookmark: _Toc481741957]2.9 CSR Communication 

It is widely recognised by responsible organisations that they should engage with stakeholders on CSR issues, and regularly communicate their CSR programmes, products, and impacts with concerned stakeholder (Du et al, 2010). This has involved communication on products and advertisements, in CSR reports, and throughout stakeholder engagement initiatives. CSR communication is viewed as crucial for everything from convincing consumers to reward responsible organisations (Bhattacharya & Sen, 2004). CSR has increasingly expanded due to heightened stakeholder expectations in a globalized economy (Scherer & Palazzo, 2007), the way organisations communicate CSR has become an area under scrutiny. CSR communications has seen change with new communication technology, diminishing traditional political influences, and globalisation challenges which has changed corporate-stakeholder interaction (Scherer & Palazzo, 2009). The traditional methods of one way CSR communication have been deemed unsatisfactory, due to the internet which offer symmetrical communication channels, which change the boundaries between the senders and receivers of CSR information and transform stakeholder interaction (Capriotti, 2011). 

The concept that CSR communication is a form of stakeholder management is firmly rooted in CSR literature. Barnett suggests that the assumption is that communications are driven by the relative salience of stakeholder in achieving the firm’s goals (Barnett, 2007). Meaning, stakeholders are managed through the provision of information, dialogue and other methods of one and two way communications (Crane & Glozer, 2016). CSR communications can also be seen as a means to achieve specific goals. One in particular is image enhancement, which is commonly presented as the main purpose of CSR communication. For example, Du et al (2010) argues that effective communication in a necessity for CSR initiatives to build corporate/brand image. 

[bookmark: _Toc481741958]2.10 Legal Issues and Pressure Groups 

Once an organisation has implemented the use of CSR policy, then it must “play by the rules of the game” (Kitson & Campbell, 2008). CSR is a subject that has many ties to different areas of law. These laws include, international law, European law, mental law, and criminal law. These areas of law contribute to the development of CSR (Lambooy, 2014). One of the principle dividing lines of CSR is between the debate that the CSR agenda should be limited to the consideration of ‘voluntary’ activities ‘beyond compliance’ with legal baselines, and that of those who argue that the starting point should be remotely broader. This is based on the understanding of the impacts of business in society, or potential contributions of businesses in the societies in which they operate (Ward, 2003). The neo-classicalists believe that if a business practice was deemed important enough it should be passed as a law, and as of yet CSR is not a law. However, in the United Kingdom it is deemed important enough for a minister in the UK Labour Government to be appointed to oversight CSR across the UK (Henderson, 2001)

Both corporations and pressure groups will attempt to lobby governments to attain their aims. Lobbying is seen as the weakest form of private influence on government. However, both corporations and pressure groups employ professional lobbyists (Crane & Matten, 2004). Williams (1998, p. 224) identifies a pressure group as “a group of like-minded people who are organized with a view to influencing the formulation of government policy”. This is agreed upon by Crane and Matten (2004) who suggest pressure groups are people representing the interests of stakeholders, or the interest of non-human stakeholders. However, Crane and Matten (2004), identify that there is little to no evidence which proves that pressure groups have an actual influence to force organisations to change policy. The UK gambling industry has numerous pressure groups such as The Campaign for Fairer Gambling and the anti-FOBT campaign. The Campaign for Fairer Gambling has campaigned for the restriction on the number of Fixed Odds Betting Terminals (FOBTs) in each shop, as well as the reduction of the maximum stake. The group believes that the implementation of these regulations would place betting machines in accordance with the Gambling Act 2005. However, there is little evidence that these pressure groups have been the driver behind change in regulations (Abbott, 2016). 

[bookmark: _Toc481741959]2.10 Corporate Communication 

Corporate communications addresses society’s growing demand for high levels of corporate responsiveness and ethical standards. Corporate communication works to ensure relevant information is processed and supplied to the people who need it (Belasen, 2007). Christenesen (2002, p. 208) suggests the aim of corporate communications is “to organise an organisations communication activities as one coherent totality”. This suggests that any communication made by an organisation should represent the image of the organisation. There are numerous methods of corporate communication. However, despite the importance tied to corporate communication, is it still far from understood by many organisations (Cornelissen, 2014). Goodman (2001) identified some of the main forms of communication include the annual report, company website, strategy, advertising and public relation.

[bookmark: _Toc481741960]2.11 The Annual Report 

The annual report is a fixed document that is published by an organisation on a yearly basis. The annual report is not subject to change in response to events. A company’s annual report, is essentially a financial and narrative document report concluding the previous 12 months. A significant component of an annual report is the company’s financial accounts, including profit and loss accounts, balance sheet, cash flow statement, and a statement of recognizable gains and losses. Most annual reports also produce an environmental, and community section specifying their environmental and social policies (Stittle, 2003). Grey et al (1995) examined the benefits of using the annual report, they concluded that it “represents what is probably the most important document in terms of the organisations construction of its own social imagery”. 

[bookmark: _Hlk479860256]However, Unerman (2000, p. 677) showed concern that “studies focusing exclusively on annual reports risk capturing an incomplete picture of the amount of CSR companies are engaging in” This suggests that the disclosed information included in an annual report, could represent a small image of the companies’ engagement of CSR. There are several reasons for using annual reports as a sampling unit; it has a higher degree of credibility, they also represent a method of communication and social construct (Wilmhurst & Frost, 2000). However, annual reports cannot provide a full picture of CSR policies and is recognized as a superficial disclosures of CSR information (Gray & Bebbington, 2005). Gray (2001) identifies other methods of CSR communication are often published in separate reports. 

[bookmark: _Toc481741961]2.12 The Corporate Website 

Corporate websites have seen a substantial change and have become increasingly ambitious in their functionality (Adams et al, 2003). Websites were subject to information that was little more than an electronic version of hard copy publications. An advance in technology has seen websites have an increase in sophistication and interactivity, allowing websites to now contain a high amount of information and also provide for a larger range of stakeholders (Campbell & Beck, 2004). The website offers a way for an organisation to immediately react to current issues and communicate to the public and stakeholders at large, the website also shows an organisations attitude towards issues. It is argued by Campbell et al, (2003) that it would be more efficient for an organisation to disclose their social and environmental information directly society by using media such as the internet, they justify this by identifying that the targeted stakeholders are less likely to read a company’s annual report. 

[bookmark: _Hlk479859499]However, an organisation may offer viable amount of quantity and disclosure. Christensen (2002) disputed that the sheer amounts of information that is given by an organisation does not automatically mean an increase in the legitimacy. He cautions that by having an increased amount of information it may cause distrust and produce alienation. 

[bookmark: _Toc481741962]2.13 Conclusion 

This chapter has discussed CSR theories in relation to the UK gambling industry, and evaluated CSR communications. This chapter has covered various aspects of OG and the growth of the industry. The key aspect of this chapter is the gambling industries link to the instrumental theory of CSR, where business is about making money and staying within laws and regulations. This chapter also discusses CSR communications and the methods in which CSR can be communicated. The current theme identified is that CSR communication is engaged by operators in order to gain legitimacy. 











[bookmark: _Toc481741963]Chapter 3: Research Methodology 
[bookmark: _Toc481741964]3.1 Introduction 

In this primary research exercise, the main objective is to verify the existence of CSR Communications in the UK Gambling industry. The secondary goal of this research is to evaluate the value of CSR in the UK gambling industry, and to propose detailed recommendations for improved CSR communications. The general research aim is broken down into distinct objectives:

Objective 1: To investigate the value and content of CSR communications in the UK gambling industry
Objective 2: To evaluate the value of CSR in the UK gambling industry
Objective 3: Produce recommendations for improved CSR communications
 
The following section provides details and justifications of the research methods chosen for this research. This section fully reviews the techniques and approaches employed to fulfil the research objectives. The foundation of this chapter aims to answer the overall question of how the data has been collected, produced and the process used to analyse the data. To ensure the relevance of the research conducted, a clear classification of research is defined by Kerlinger (1973) “Systematic, controlled, empirical and critical investigation of hypothetical propositions about the presumed relations among natural phenomenon” Other theorists such as Khan (2011, p. 2) provide a more undeveloped definition of research “The manipulation of generalizing extending, correcting or verifying knowledge”

The emphasis of this research is on the UK gambling industry and how they communicate CSR. This dissertation seeks to comprehend the efforts are used by gambling organisation to communicate CSR. In this chapter, the researcher aims to satisfy the overall objective; to investigate the value and content of CSR communications in the UK gambling industry. This research section of the dissertation will justify and define the research methods that have been employed to achieve the chosen research objectives. To aims require the collection of primary data during the primary research of this dissertation to investigate the secondary research. Burns and Bush (2000) consider that secondary research will familiarise the researcher with the study and help identify concepts and terminology required in conducting primary research. However, they also make it evident that there are four possible disadvantages: 

· Mismatches in units of measurement 
· Diverse definitions of classifying data 
· Relevance of data can differ
· A possible inability of verification of data integrity 

For this research to minimise the risk of these advantages only the use of recognised academic journals and books have been chosen. Only reputable online casinos have been used. The secondary research of this dissertation has been identified in the literature review, which provides a comprehensive view of CSR communications and the gambling industry. 

Methodology can be defined as “a way to systematically solve research problems” (Kumar, 2008, p. 5). Methodology also helps to establish how the chosen research is to be carried out, and provides terms for referencing for other researchers to follow.


[bookmark: _Toc481741965]3.1 Introduction to Content Analysis

Content analysis, is debatably one of the fastest growing methods in social research (Neuendorf, 2002). The term content analysis ages back around 60 years. Where it was originally defined by Webster (1961) as the “analysis of the manifest and latent content of a body of communicated material through classification, tabulation, and evaluation of its key symbols and themes in order to ascertain its meaning and probable effect”. Krippendorf (1980) also identified content analysis as a research technique for making replicable and valid boundaries from data to their context. Neuendorf (2002) protracted this definition by defining the definition as “the systematic, objective quantitative analysis of message characteristics”. Therefore, content analysis is an observational research method that can be used to systematically evaluate recorded forms of information (Ritchie et al, 2005). Fennel discussed that there are two key main styles of content analysis, which can be used combined or solely.

· Manifest content analysis includes the observable, surface content of a communication that can be simply counted.
· Latent content analysis implicates an analysis of the underlying means of a communication.

There are numerous advantages of content analysis, which describe why it is a popular method of research. Berger (2000) identifies that that due to the research method being unobtrusive makes the method crucial to some research. He suggests that because the researcher does not ‘intrude’ on what is being studied, it has no adverse effects on the outcome of the research. Silverman (1995) also suggested that this methodology pays attention to reliability, ensuring that different researchers can use the measures in the same way, and validity, through uses of word counts.

The problems that are involved with content analysis vary. Firstly, content analysis can only be a good as the documents that the research works. Scott (1990) recommends the researcher assessing documents in terms of; (1) authenticity, (2) credibility, (3) representativeness. Punch (1998) warns researchers that they must be aware of the underlying structure of the text, and that the social context of the text must also be studied. Meaning that the categories research must be clearly defined, together with a context. 

In conclusion, this methodology corresponds with this dissertations research question and its aims. This method can also be used to investigate the content of CSR communications on UK gambling operator’s websites. The data will be made up from the CSR efforts from the annual report and website. 

[bookmark: _Toc481741966]3.2 Practical Applications of Content Analysis

Jawad (2006) suggests content analysis is deemed a powerful tool for determining authorship. For instance, a technique for one to determine authorship is to make a list of possible authors, examine their previous work and correlate the frequency of function words in order to make a case of probability. Mosteller and Wallace (1964) used this technique based on word frequency to show that Madison had wrote the Federalist paper. Content analysis was also used by Foster (1996) who used this approach in order to determine the identity of an anonymous author of the 1992 book ‘Primary Colours’.

Content analysis can also be useful for examining patterns and trends in documents. For instance, Stemler and Bebell (1998) piloted a content analysis on a school mission statement, to make some inferences about what schools hold as the overall primary reason of existence. Therefore, content analysis can be used as a method for providing for monitoring changes in public opinion. 

[bookmark: _Toc481741967]3.3 Conducting a Content Analysis 

According to Krippendorff (1980)  there are 6 questions that must be addressed in every content analysis:

1- What data is analysed?
2- How are they defined?
3- What the population is from which they are drawn?
4- What context is relative to which data is analysed?
5- What are the boundaries of the analysis?
6- What is the target of the inferences?
















Content Analysis Chart Applied:

	Operator: 
	What data will be analysed?

	How are they defined?
	What population is from which they are drawn?
	What context is relative to which data is analysed?
	What is the target of the inferences? 

	Ladbrokes
	Company Website / CSR Report 
	- An electronic communication tool used to reach stakeholders directly
-  The annual report is a fixed document that is published by an organisation on a yearly basis. The annual report is not subject to change in response to events
	- Available globally through the internet.  
	- Ladbrokes website will only review RG features offered and RG information. 
- CSR report will be analysed 
	To evaluate the values of CSR communication within the UK Gambling Industry. 

	William Hill
	Company Website / CSR Section (Annual Report) 
	- An electronic communication tool used to reach stakeholders directly
-  The annual report is a fixed document that is published by an organisation on a yearly basis. The annual report is not subject to change in response to events
	- Available globally through the internet.  




	- William Hills website will review features related to RG and information provided.
- CSR section of William Hills annual report only carries relevance to this research
	To evaluate the values of CSR communication within the UK Gambling Industry.


Source: Shaw (2017)

Krippendorff (1980) identifies the key advantages of a content analysis; it is unobtrusive, flexible, applicable to unstructured materials, context sensitive and it can be applied to a vast amount of data. All of these advantages apply to this research, as the internet will be used. However, at least three problems can occur when content analysis is being conducted. Firstly, if there are a substantial number of documents missing from the population, the analysis must be abandoned. Second, inappropriate documents, for example ones which do not match the context of the research, should be discarded, but a record should be kept. Finally, some documents may match the requirements for analysis, but may be uncodable sue to missing passages or ambiguous content (Stemler, 2001). McMillan (2000) highlights three difficulties that apply to content analysis through the internet these include, the definition of a website, the unit of analysis and the method of sampling. 

As a result of these difficulties, McMillan (2000) implies five steps involved in conducting content analysis research to the internet. First, the research must present a question or hypothesis. The internet is vast and has opened doors to many research questions, whereas the challenge is not to present questions, but to narrow down those questions and find context. Second, the research must select a sample which must be based on a set of goals or aims for the research. Krippendorf (2012) further agreed on this by noting that a sample must be representative and this requirement of drawing a sample could be one of the most difficult aspects within internet content analysis. The third step in McMillan’s process is to define categories. Defining context can be very challenging on the internet. Ha and James (1998) suggest that a websites home page is an ideal unit of analysis due to it being the point in which a visitor will decide on whether or not they will proceed further on the website, this is on the basis of first impressions. They argue that for a whole website to be analysed the coding could be time consuming and introduce website bias. Fourth, McMillan (2000) states it is crucial for coder to be trained, and that the reliability of their coding is checked at every step. McMillan’s last step, indicated that the data collected during the coding is analysed and interpreted. However, the analysis will depend on the type of data that is collected and the researcher’s perspective. This research aimed to understand if the information provided through their websites and annual reports, is reliable or just an information vehicle. Orford (2010) suggested that an informed gambler can still become a problem gambler. 

[bookmark: _Toc481741968]3.5 Triangulation

Triangulation in research refers to the use of multiple methods or techniques for gathering data within a singular study. Originally triangulation was aimed for seeking confirmation of apparent findings. There is now a secondary purpose, to try and fulfil completeness (Adami & Kiger, n.d.). In other words, triangulation uses several methods or techniques for gathering data in order for each technique to produce complementary data, such an approach adds rigour, richness, and depth to research (McMurray, 2004). Denzin (1978) identified four types of triangulation: 

· Source triangulation, where a number of different data sources are used; 
· Investigator triangulation, more than one researcher is used;
· Theory triangulation, in which more than one perspective is used to interpret the data;
· Methodological triangulation, in which several different data-gathering techniques are used. 

The use of more than one method for collecting and analysing data in this research will allow the researcher to gain a deeper understanding. 

[bookmark: _Toc481741969]3.6 Methodology 

A content analysis is to be conducted in order to assess the standards 2 UK gambling operators communicate CSR, and to evaluate the perception of the UK gamblers. The sample consisted of the results of previous research with proved Ladbrokes and William Hill had embraced CSR. This research now seeks to determine to what extent these operators communicate CSR by conducting content analysis on the following annual reports:

· Ladbrokes Coral Group plc
· William Hill plc 

These annual reports were accessed during the period of 7 days, from April 1st to April the 7th. Kim et al (1999) identifies that due to the ever-changing nature of the internet’s content it was important to analyse the data in a limited time frame.

For the purpose of this research, the term website is defined as a set of pages or documents hosted by a given server, on the internet (Lowe & Gaedke, 2005). The initial research aimed to limit the analysis to the two gambling operator’s homepages, however it was found that the homepages were very limited and would not provide the data to conduct a viable analysis. In order to gain the relevant data, the gambling operator’s annual report was to be used in order to gain the scope and breadth of the research. 

[bookmark: _Toc481741970]3.6.1 Strategy

The chosen strategy for this research is that of a content analysis where the unit of analysis is an analysis of the extent UK gambling operators have embraced the idea of CSR. The characteristics and advantages of a content analysis fit with the chosen research question and will help achieve the specific aims. The first method employed in the research was to decide on the sample.

[bookmark: _Toc481741971]3.6.2 Data Collection 
The data collection method used will be through content analysis. The data collection method used will be content analysis. The content analysis will allow the research to collect qualitative data that can be used for comparative purposes. A multi-method design will be used which incorporates two or more data collection techniques within one tradition (Tashakkori & Teddlie, 2003). Multi-method designs are a powerful approach to complex and nuanced research questions, and ensures trustworthiness in qualitative research. However, due to multi-method not combining more than one research tradition, as mixed-method designs do, competing philosophies and underlying assumptions do not appear an issue (Taylor, 2017). Multi-method research, due to the data collection and analysis considerations, has the potential disadvantages of time consumption, and the consumption of research funds (Roller & Lavrakas, 2015). This research used multi-method as two qualitative data collections methods are performed within the research collection. 

[bookmark: _Toc481741972]3.6.3 Reliability and Validity 

Reliability is seen as the extent to which the observable measures that represent a theoretical concept are accurate and stable when used in a study (Blesset al, 2006). Krippendorff (2012, p. 268) suggests “researchers need to demonstrate the trustworthiness of their data by measuring their reliability”. Webber (1990, p. 15) concerns regarding reliability frequently stem from “the ambiguity of word meaning, category definitions, or other coding rules”. In order to enhance the reliability of this research, guidelines have been put into place. Stemler (2001) explains a popular method of measuring reliability is to conduct a reliability test in order to measure the agreement in the coding. Krippendorff (1980) argued that data can be looked at from numerous perspectives. However, with the clear use of definitions of categories should help to prevent an introduction of errors due to the different perspectives of other researches following this method. 

Validity was defined by Bechtoldt (1959, p. 654) as “the acceptance of a set of operations as an adequate definition of whatever is to be measured”. Although, there is no recognizable standard for intercoder reliability, Neuendorf’s (2002) report indicated that over 80% would be acceptable in most situations. In order to improve validity of the results, the definitions within the research have been reviewed and expanded to ensure that there was an extensive list of words for each sub-category where it was applicable. The use of a content analysis helps this research minimize the subjective biases of researchers interpreting qualitative texts, providing a more valid and reliable understanding of the patterns and themes within qualitative data (Heinmiller, 2016). This study will therefore be valid if it measures to what extent UK gambling operators communicate CSR as indicated in their annual report. 

[bookmark: _Toc481741973]3.6.4 Ethical Considerations

For gambling research to be conducted it is very important to understand and consider the ethical context in which this research will be conducted, this problem arises due the sensitivity of the research topic. Although, this research focuses on CSR communications, it will also focus on gambling. Gambling to many can be seen as a sensitive subject due to the issue of problem gambling. 

Content analysis will analyse information that is given by the organisations and will not sample any sensitive confidential information. By using content analysis, the research will be able to avoid any ethical issues, as the document being analysed is released by the organisation. An ethics form was proposed and completed, then evaluated and approved by the supervisor assigned to this dissertation. Also, concerns are less onerous because there was no research with participants and only used resources in the public domain. However, good standing of the University was ensured at all time, with a University ethics form being completed.






[bookmark: _Toc481741974]Chapter 4: Research Analysis 

[bookmark: _Toc481741975]4.1 Introduction

Upon completion of data collection, all relevant information was organised and evaluated by the researcher. Data analysis consisted of objectively reviewing the accessed content of the websites and the CSR sections of the annual reports. 

Data analysis will use both content analysis of the website and the company’s annual report. The annual report is the main subject of this analysis. However, the organisations website will also be evaluated in order to gain the relevant information needed. Solely focusing on only the annual report was subject to risk of not capturing a complete picture on the organisations CSR engagements (Unerman, 2000). The legitimacy of the information will be cross examined with current literature mention in chapter two of this research project. 

In qualitative research, reliability is represented by the dependability of the findings. The researcher took steps in order to ensure that the research process was consistent. Logical and documented (Robson, 2002). 














[bookmark: _Toc481741976]4.2 Ladbrokes Coral PLC

Summary of the organisation

Ladbrokes Coral PLC is one of the leading European and international betting and gaming groups, currently the leading British bookmaker with over 3500 shops in England, Wales and Scotland. Ladbrokes currently employ over 25,000. Group net revenue £1,195.5m (Ladbrokes PLC, 2015)

Vision

To build and ‘e’ enabled international betting and gaming business. This means using technology to distribute our products, service our customers and gain access to new territories and distribution channels. It also means leveraging the tremendous power of the Ladbrokes brand to drive us forward in a multi-channel marketplace (Ladbrokes PLC, 2015)

Analysis of Website 

Ladbrokes PLCs website offers descriptive details of the organisations services. The researcher has chosen to examine and evaluate certain sections of Ladbrokes website which are relevant and objective. However, as Christensen (2002) suggested the sheer amounts of information that is given by the organisation does not automatically mean an increase in legitimacy, he also suggests that the increased amount of information available can cause distrust and produce alienation. This has allowed the researcher to be objective in the analysis conducted. 






[image: C:\Users\Rich\AppData\Local\Microsoft\Windows\INetCache\Content.Word\chrome_2017-05-01_19-10-52.png]Ladbrokes Homepage 

Figure 4.1: Screenshot 1: Ladbrokes Home Page

CSR is not evident on the upper part of Ladbrokes homepage; however, a small URL is seen at the bottom of the page as highlighted above. Ladbrokes show 2 different options Terms and Conditions, and Responsible Gambling. 









Our Approach: 
[image: /Users/Rich/Desktop/Screen Shot 2017-03-08 at 14.31.50.png]

Figure 4.2: Screenshot 2: Our Approach

Upon following the URL from Ladbrokes homepage, the user is directed to Ladbrokes responsible gambling page, where three documents are available for display, Our Approach (As seen above), Responsible Gambling, and Stay in Control. Ladbrokes acknowledge here some of the potential harms caused by gambling such as, personal, social, financial and health problems. One aspect that differentiates Ladbrokes CSR efforts is that they created a Social Responsibility Board Committee in 2014, this board aimed to help Ladbrokes achieve their CSR objectives (Ladbrokes, 2014). Ladbrokes are known to be the first bookmaker to launch a dedicated Responsible Gambling TV advertisement. This page states Ladbrokes publicly committed to set voluntary measures to make adverting more responsible, when in 2014 they were one of the founders of the Senet Group, which was created in 2014 by the four largest bookmakers Ladbrokes, William Hill, Coral and Paddy Power, this happened due to the British concern regarding gambling and advertising (GC, 2017)
Responsible Gambling:
[image: /Users/Rich/Desktop/Screen Shot 2017-03-08 at 14.51.36.png]
Figure 4.4: Screenshot 3: Responsible Gambling Homepage

Ladbrokes second page displays Ladbrokes Gambling Policy, the first section displays simple statements such as Gambling should be a fun experience, Customers should be encouraged and assisted to stay in control etc. 

Secondly, Ladbrokes display their three guideline principles: 
Inform: It’s about giving customers the information and tools they need to help them to gamble responsibly in the first place.
Safeguard: It’s about encouraging customers to stop while they are ahead and not to chase loses.
Interact: It’s about spotting when a customer may be losing control of their time or money and helping them help themselves.



Overview:

Ladbrokes covers a variety of CSR components on their Responsible Gambling homepage, however there is no in depth information, just broad descriptions of implemented safe guards to prevent problem gambling. The information which is communicated through their website seems to take a legitimacy approach, where information if provide seeks achieve legitimacy for Ladbrokes through the communication of RG tools available to consumers. Legitimacy theory indicates that organisations may try to legitimise their activities by engaging in CSR, in order for their organisation to get approval from society (Belal, 2016). As CSR is tied to the gambling industry operators must abide by the rules and engage in CSR activities in order to gain social acceptance Suchman (1995) suggested the key challenges of legitimacy management (gaining, maintaining, and fixing legitimacy). Ladbrokes gain their legitimacy through offering CSR information and offering RG tools. However, the information which is provided by Ladbrokes is very vague.  




















[bookmark: _Toc481741977]4.3 Ladbrokes Annual Report: 

Ladbrokes annual report does not cover any information in regards to CSR, however they a separate document (Annual CSR Report) which can be found on their PLC website. 
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Figure 2.5: Screenshot 4: Ladbrokes CSR Report Page 1 
Section 1: Page 1: Opening Statement

Ladbrokes 1st page of their CSR report opens with Ladbrokes CSR statement: 

“Fair play is built into the way we do business at Ladbrokes. We are leading the way in responsible betting and gaming, having a positive impact on our communities and operating with integrity” (Ladbrokes, 2014)

However, since this statement was made Ladbrokes has undergone a merger with the betting company Coral to create Ladbrokes Coral PLC. This merger has created the UK’s largest bookmaker, but the merger is causing over 359 betting shops in the UK to be closed in the UK (Farrell, 2016). This will have a very negative impact on smaller communities which are reliant on local jobs, Ladbrokes and Coral intend to lay off over 700 employees due to the merger (Walsh, 2016).

Section 2: Page 1: Leading the way in responsible betting and gaming

Section 2 of the CSR report covers the basis of Ladbrokes CSR initiative. Ladbrokes open by stating their great emphasis on being a responsible company, Ladbrokes state that in an industry going under change trust will never go out of fashion. Ladbrokes also follows the Gambling Commissions objectives which include:

Is crime free;
Fair and open; and 
Children and vulnerable are protected.

Section 3: Page 1: Taking our responsibilities seriously 

In July 2014 Ladbrokes established a new Board Committee to oversee their delivery of their responsible gambling objectives. The Social Responsibility committee sit three times a year and monitor and report to the Board in regards to the development of Responsible gambling policy across all areas of their business. The committee also assesses the performance of current key social responsibility targets. (Ladbrokes Coral PLC, 2014).

Ladbrokes Chairman Peter Erskine stated;

“it is clear that trust in bookmakers has been impacted by negative publicity and lobbying last year, and while we may believe that much of the concern is ill founded, we accept that is it only by our actions will be able to win it back. The Social Responsibility Committee, chaired by John Kelly with a wealth of experience and knowledge of the gambling industry, is a significant step in this process” (Erskine, 2014) 

It is evident that Ladbrokes are committed to trying to appease their image by involving themselves in CSR commitments. However, the gambling industry offers harmful products, which force gambling operators to follow CSR guidelines for social acceptance. Carroll (2000, p. 35) suggested that “business cannot be profitable and ethical, but they should fulfil these obligations simultaneously”. Ladbrokes have proven their commitment to indulging CSR, this is proven as in 2015 Ladbrokes reported their first financial loss in the past decade, Ladbrokes reported a pre-tax loss of £43.2m. Ladbrokes states this was due to an increase of £50m in gambling taxes. Ladbrokes are currently one of the few gambling companies which operate out of the United Kingdom and abide by their tax laws (Bury, 2016). 


Section 4: Page 1: Advertising Responsibly 

The fourth section of Ladbrokes CSR report, covers their efforts for responsible advertising within the industry. Gambling advertisements have become a growing concern in previous years, with over half a billion pounds being spent on gambling TV advertising since 2012. Gambling TV advertising has seen a 46% annual rise in spending. Derek Webb, of the Campaign for Fairer Gambling stated that the sheer volume of gambling advertising is fuelling gambling addiction, he also states that the majority of gambling companies operate offshore which allows them to spend more on advertising due to the savings they accumulate from paying lower amounts of tax (Davies, 2016). 

In 2014 Ladbrokes committed to setting a voluntary measure to make gambling advertising more responsible. This initiative included a ban on advertising sign-up offers on TV before 9pm, also dedicating 20% of shop window advertising space to responsible gambling messages and the removal of gaming machine advertising. Ladbroke’s also emphasis they are the first betting operator to have a dedicated TV advert to responsible gambling with no gambling or sales messages. 

Section 4 is continued on page 2 section 4.1. Ladbrokes was one of the three founding members of the Senet Group, which is a self-regulatory body which is dedicated to the promotion of responsible gambling standards and to ensure the marketing of gambling is socially responsible. Members of the Senet Group commit to the following; 

A voluntary TV advertising ban on sign-up offers before 9pm
Refrain from gaming machine advertisements 
Dedicate 20% of shop windows to responsible gambling messages (Senet Group, 2016)

Section 5: Page 1: Fair Play

Section 5 is a short picture message where they inform they lead the way in responsible betting and gaming, and their positive impact on communities and how they operate with integrity. 
















Ladbrokes CSR Report: Page 2 
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Figure 2.5: Screenshot 5: Ladbrokes CSR Report Page 2 



Section 1: Page 2: With Responsible Gambling 

In December 2014, Ladbrokes began using an algorithm to detect problem gambling. This algorithm sought to track gambling behaviours and allow Ladbrokes to intervene when suspected gambling problem might be occurring. Ladbrokes stated that more resources would be used to further progress this feature to prevent problem gambling, however after initial research the researcher was unable to find newer relevant information that could support this. Although, it is evident that this algorithm has been ineffective, as recent studies in Wales which showed 1.1% of participants were indicated as problem gamblers and 3.8% of participants were seen as moderate risk problem gamblers (Gambling Commission, 2016). This figure prove that current regimes used by gambling operators are ineffective.

Section 2: Page 2: Minimising Harm

Section 2 includes information about Ladbrokes efforts to minimise harm in the Gambling industry. Ladbrokes state they were involved in creating the Association of British Bookmakers (ABB) Code on Responsible Gambling and Player Protection in 2013, the first of its kind worldwide. This code highlights four areas for improved performance: 

Providing adequate information on how to gamble responsibly;
Providing tools to help customers better control their activities;
Training staff to detect signs of potential problems; and 
Undertaking central analysis of data to spot signs of abnormal activity.

Ladbrokes have stepped up the promotion of responsible gambling messages. As part of this more frequent and prominent messages on staying in control are issues in shop and on gaming machines. Gaming machines were fitted with message reminders in Ladbrokes which offer the player, deposit limits, time limits, and frequent warning on time played and money spent. Ladbrokes also has online features such as self-exclusion, time-outs, deposit limits, time limits etc. Current views on advertising are very polarized and tend to be very critical or supportive. The negative views on advertising suggest they cause trickery to consumers and inevitably cause disaster to society (Binde, 2014).

In 2014, employees across Ladbrokes where given an ‘Positive Interaction’ programme. This training was implemented to help employees understand player behaviour, and how to interact on the shop floor and intervene if necessary. This training also, covered aspects in regards to anti-social behaviour, managing voluntary spending limits and how to complete self-exclusion agreements. 

Section 3: Page 2: Supporting research. Education and treatment

Ladbrokes along with Coral, William Hill and Paddy Power made their gaming machine data available for analysis by independent researchers. The data included 6.7million bets across 8,297 shops. In 2014, these finding were published were used in regards to Ladbrokes responsible gambling strategy. Ladbrokes also emphasize their support to the Responsible Gambling Trust (RGT), Gamcare, and the National Problem Gambling Clinic (CNWL) and the Gordon Moody Association. Ladbrokes total commitment in 2014 amounted to £682,500 (Ladbrokes, 2014).
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Figure 2.6: Screenshot 5: Ladbrokes CSR Report Page 3 
Section 1: Page 3: Keeping our data safe 

Section 1 entails Ladbrokes commitment to keeping data safe. With the gambling industry moving heavily into digital business, large amounts of data on customers, business partners and employees are stored. In 2014 Ladbrokes committed to stepping up and using the UK Governments 10 steps to Cyber Security framework. Ladbrokes were first introduced to this problem in 2010 when they had a major data leek. A UK employee of Ladbrokes breached their database and gave The Mail 10,000 Ladbrokes customers person information, and offered to sell the data of 4.5 million UK customers. However, this offence did not go further (Lewis, 2010)  

Section 2: Page 3: Measuring our performance 

This section of Ladbrokes CSR report, concludes of information about Ladbrokes involvement in the Dow Jones Sustainability Index (DJSI) and being a member of the FTSEGood.

The Dow Jones Sustainability Index was founded in 1999, and is the first global indices tracking the financial performance of the leading sustainability-driven companies worldwide (Hák & Moldan, 2012). Ladbrokes has been a member for 12 consecutive years, and are the only European betting company included in this world index. And have achieved maximum scores of 100% for their approach to responsible gambling and their anti-crime measures.

In 2002 Ladbrokes joined the FTSEGood. Being ranked in the 99th percentile of companies in the gambling industry to achieve maximum scores for customer responsibility and corporate governance. 

Section 3: Page 3: Being a good employer 

Section 3 covers Ladbrokes efforts of being a good employer, Ladbrokes state they are an ‘inclusive, people-driven business’. In 2014 Ladbrokes launched a programme called ‘Females in Leadership’ this programme aimed to increase the number of women in leadership positions. Section 5 shows the figures of female staff, red shows figures in 2014 and white 2013, this graph shows that since the programme has started, the Group Board has received 2% more female staff, Directors have remained the same, Senior managers with an increase of 1% and overall employees has dropped by 1%. Ladbrokes have also set up a mentoring in order to nurture talent and to increase the visibility of female role models. Ladbrokes follow by stating they remain consistent with the requirements of the Universal Declaration on Human Rights and the spirit of the international labour Organisation core labour standards. 

Section 4: Page 3: Providing meaningful employment  

Ladbrokes launched an apprenticeship scheme in 2013, in 2014 Ladbrokes received 14,500 applications to join the scheme, with 467 receiving the role. The role entails of a 12-month training and development programme, which provides candidates with accredited training in customer service, literacy, numeracy and responsible gambling. Upon completion of the scheme candidates receive an NVQ Level 2 in Customer Service and a position in one of their shops.
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Figure 4.7: Screenshot 6: Ladbrokes CSR Report Page 4


Section 1: Page 4: Partnering against crime and anti-social behaviour

Section 1 covers Ladbrokes partnerships with local authorities and bodies such as, Crime stoppers, the Association of Business Crime Partnership and the Safe Bet Alliance (SBA). The SBA was launched in 201, with a key role of making UK betting shops safer for staff and customers. In 2014, the SBA was endorsed by the association of Chief Police Officers saying: 

“The Safe Bet Alliance has proved to be not only an effective tool for reducing violent crime, but also a clear example of best practice for partnership working. The collaboration of police, bookmakers and other key stakeholders has led to an initiative that has stood the test of time" (Association of British Bookmakers, 2016) 

Section 2: Page 4: Valuing safety and well-being in the workplace

Section 4 briefly states on Ladbrokes commitment to Health and Safety procedures, and their commitment in Liverpool, where Ladbrokes work closely with Liverpool City Council on general Health and Safety. Stating such partnerships ensure consistency in enforcement and regulation, while bringing cost benefits to both regulators and themselves.

Section 3: Page 4: A major contributor

In 2013, the UK gambling industry accounted to £2.3 billion towards GDP and provided 38,000 full-time jobs. Ladbrokes provide 14,400 jobs across 14 countries, contributing substantially to local communities. Ladbrokes state in 2014 they paid £258.2m in wages and salaries with £230m being in the UK, with £2.7m spent on sponsorships.

Section 4: Page 4: Paying our taxes 

Section 4 clearly states that Ladbrokes, recognise the importance of taxes as a major revenue stream for governments, and state they ate committed to:
Complying with and following law in all countries of operation;
Being transparent in our reporting of tax affairs to all our stakeholders, meeting all regulatory requirements and reflecting best practice;
Engaging proactively and openly with local and national authorities;
Driving sustainable returns for our stakeholder.
 
Ladbrokes also make it evident that amounts of taxes they have paid in taxes. Once clear issue with gambling operators is the avoidance of UK taxes by operating offshore in Gibraltar.  Ladbrokes were recently lost an appeal over a tax avoidance case, this appeal led to the company having to pay £71 million in tax charges. In 2008 Ladbrokes and its auditor Deloitte violated a tax loophole that consisted of loans between third parties and corporations with the intention to minimise their tax bill (Houlder, 2017).

Section 5: Page 4: Operating with integrity 

Section 5 is a brief section on issues such a Global Emissions. Ladbrokes provide a section on their carbon footprint, where in 2014 they had seen an increase by 11%, and state that it is primarily linked to adjustments in the UK Grid Electricity, which is beyond their control. However, it is stated that since their Ambitious Energy-Reduction programme in 2008, they have been able to reduce their GB GHG emissions by 20%, by replacing UK shops to LED lights.  

Summary of Ladbrokes

Through the content analysis of their website (Ladbrokes CSR Report 2014), it has been made clear that Ladbrokes follow the guidelines of CSR such as staying within the law and attempting to prevent problem gambling. However, issues arise where statements made by Ladbrokes have been contradicted, such as their commitment to paying UK taxes, although they are one of the few betting companies who operate out of the UK rather than offshore, they have recently been fined for tax avoidance. The same issues arise with their commitments to communities, Ladbrokes have offered no solution to the issues that have arisen with their merger with Coral such as the job losses. 





[bookmark: _Hlk479591505][bookmark: _Toc481741978]4.4 William Hill PLC

Summary of the organisation

William Hill was founded in 1934, employing over 16,000 people in nine different countries currently in the UK and Australia retail market, with their online headquarters in Gibraltar, its marketing and customer service functions in Israel, Bulgaria and the Philippines. With a net revenue of £1.6bn in 2016 (William Hill PLC, 2017)

Vision

Our approach to responsibility is core to how we operate as a business and focuses on three key area: our customers, our colleagues and our community contribution (William Hill PLC, 2017)
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Figure 4.8: Screenshot 7: William Hill Home Page

William Hills homepage includes a small Responsible Gambling URL displayed at the bottom of their homepage. Following this link, a small pop up screen is displayed on screen. 



[image: C:\Users\Rich\AppData\Local\Microsoft\Windows\INetCache\Content.Word\chrome_2017-04-10_12-28-29.png]William Hill Responsible Gambling 
Figure 4.9: Screenshot 8: William Hill RG Page

William Hill offer 5 different links within the page in regards to responsible gambling, these include Deposit limits, Responsible Gambling, Account Controls, and Gambling Controls.
















Responsible Gambling Page
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Figure 4.10: Screenshot 9: RG Page

William Hill opens their Responsible Gambling section by stating “Here at William Hill we want you to enjoy your OG experience. We work with our regulators and with gambling charities in an attempt to offer a range of control tools that those who are experiencing difficulties may use” (William Hill PLC, 2017). However, this is soon followed up by the following statement “Remember though that whilst gambling operators can provide tools with which an individual can control their gambling, the operator cannot assume all responsibility for exercising that control. There has to be a large element of personal responsibility.” 









Website Overview

William Hill, make it evident here that responsibility is not solely of the operator but requires personal responsibility. William Hills views on CSR are similar to Friedman’s (1970) views who suggests that the sole responsibility of a business is to use its resources in order to increase profits so long as they stay within the rules and do not engage in deception or fraud. Friedman’s views suggested that “only humans can have a moral responsibility for their actions”. 

This conception of CSR, is found to be closely linked to harmful industries. William Hill stay within the rules of the game and operate under legislation that is related to gambling. The use of CSR strategies is very diluted in the gambling industry, as without gamblers the industry would not be profitable.   

[bookmark: _Toc481741979]4.5 William Hill PLC Annual Report

William Hill publicly release a 160-page annual report. Within the annual report two sections will be analysed first William Hills Corporate Responsibility section. This is the only sections within the 160-page document which mention CSR, leaving it the only subject to analysis.  There are a number of reasons for using annual reports as a sampling unit; it has a higher degree of credibility, they also represent a method of communication and social construct (Wilmhurst & Frost, 2000). However, annual reports cannot provide a full picture of CSR policies and is recognized as a superficial disclosures of CSR information (Gray & Bebbington, 2005). Gray (2001) identifies other methods of CSR communication are often published in separate reports. William Hill did not publish any other methods of CSR communication, only their annual report. 
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Figure 4.11: Screenshot 10: Leading RG 

Section 1: Opening Statement 

William Hills first section within their corporate responsibility section opens with the following statement: 

“our approach to responsibility is core to how we operate as a business and focuses of three key areas: our customers, our colleagues and out community contribution.” (William Hill PLC, 2016). 

However, back in 2008 William Hill were sued for breaking their self-exclusion policy and allowing someone to gamble. Calvert ages 28 self-excluded online (6 months) and in shop, because he found his gambling was becoming excessive, but 2 months later William Hill allowed him to create a new online account and continue gambling leading to a loss of £2 million for Calvert (Britten, 2008). 


Section 2: Overview 

Section 2 displays a brief overview on William Hills RG commitments in 2016, this section states how William Hill took part in an industry wide Gamble Aware week, and how they have applied a significant focus to local communities where they operate. William Hill also mention their use of Our Club which provide employability for young people in London and their efforts with female ex-offenders. William Hill also introduced the national living wage to all staff in 2016, providing employees under 25 better wages.

Section 3: Overview 

Section 3 is just a brief overview of the following 3 pages which will be analysed. 
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Figure 4.12: Screenshot 11: Customers


Section 1: Opening Statement 

William Hill open their customer page with the following statement: 

“We are committed to keeping our customers safe and free from harm whenever and wherever they choose to gamble with us” (William Hill PLC, 2016, p. 33). 


Section 2: Principles

Section 2 is a summary of the way William Hill operate and their current licensing objectives: 

Preventing gambling from being a source of crime or disorder, being associated with crime or disorder, or being used to support crime;
Ensuring that gambling is conducted in a fair and open way; and 
Protecting children and other vulnerable persons from being harmed or exploited by gambling. 

Section 3: Responsible Gambling 

Section 3 is a more detailed version of the Responsible Gambling page located on their website, which was previously mentioned. William Hill state that responsible gambling remains their key priority, explaining they want customers to gamble safely and responsibly, and show they understand their role in encouraging and enabling gambling. 

William Hill state that the latest problem gambling evidence shows that levels of problem gambling remain low. However, the last British gambling prevalence survey was held in 2010. In 2010, the gambling prevalence survey indicated there was 450,000 pathological gamblers in the country, around 0.9% of the country. The charity Gamcare stated it has seen a rise of 18% in phone calls and 39% rise in clients being treated at their clinics (Gentleman, 2016). These figures indicate there is a rise in problem gambling, however, due to the gambling prevalence survey ending in 2010, the most recent gambling survey was taken in Wales in 2016, which indicated that 1.1% of participants were identified as problem gamblers and 3.8% of participants were identified as moderate risk problem gamblers (Gambling Commission, 2016). 

The next section of this information William Hill describes the key elements they have implemented to help responsible gambling; 
· Introduction of voluntary TV advertising ban on sign-up offers before 9pm.
· Withdrawing all advertising of gaming machines from windows and committing 20% to responsible gambling. 
· Funding the new advertising campaign to educate people on responsible gambling “when the fun stops, stop”. 
· Increase in exposure to responsible gambling messages.
· Introduction to the ability to set time and deposit limits, and providing mandatory warning messages. 
· When a customer wins £50 or more, option to withdraw. 
· Holding responsible gambling interaction with individuals displaying signs of harmful behaviour.
· Using identified markers of harm to develop an approach using behavioural customers who can then be approached by colleagues. 

The above approaches are boasted by William Hill; however, these approaches are used by mostly every high-street bookmaker, and has not shown to decrease the risk of problem gambling. 

Section 4: Training 

William Hill mention the rigorous training programmes that they have in place for their colleagues to ensure compliance as a business, and to allow employees to remain consistent under their licensing objectives. William Hill state that their employees are trained in responsible gambling, security and health and safety requirements and that 135,029 hours of training during the year.


Section 5: Age Verification  

The closing section of this page covers age verification. Gambling being an age restricted product William Hill state they use every effort to prevent underage gambling. William Hill operate a think 21 policy meaning any customer who looks under the age of 21 requires age verification. William Hill also state they have leading age verification measures in place on their online website, however, the user was able to create an online account without any age verification being required. It is stated that over 1.3 million age checks were carried out in 2016. 

William Hill have a dedicated security team who ensure customers date is kept protected and online accounts are secure, and also risk assess shops to ensure safety. William Hill shops are fitted with the following security measures; 

CCTV
2,214 shops fitted with safe havens 
Staff Safe, a third-party monitoring system. 

Previous research conducted by the researcher showed that William Hill’s age verification lacked reliability and was very inconsistent (Shaw, 2016). 
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Figure 4.13: Screenshot 12: Colleagues


Section 1: Summary 
Section 1 is a summary of William Hill as an organisation. William Hill currently has 16,000 colleagues around the world, and state they are committed to ensuring employees are engaged and fulfilled in their work. In efforts to treat all employees fairly they introduced the national living wage to all employees and committed to supplying no zero hour contracts.

Section 2: Engagement 
William Hill use a yearly survey in order to address employee concerns, although one was not carried out in 2016 it is stated that they are committed to undertake one in 2017. This survey is also a means to understand their employee engagement, as they state engaged employees contribute to continued success at William Hill. 

Section 3: Development 

Section 3 is information about the development opportunities that William Hill provide. In 2016 William Hill started a programme called taking the Lead Programme. This programme aims to recruit management from within the company, in 2016 27 colleagues took part and 18 have since gone on to senior management roles within William Hill. William Hill also stated using ‘Our Club’ which is a private organisation that aims to turn long-term unemployed people into positive, productive employees (WDR, 2017). 

Section 4: Human Rights 

Section 4 states that;

“The board has considered it not necessary to operate a specific human rights policy. Our policies already operate within a framework to comply with relevant laws, to behave in an ethical manner and to respect human rights of our employees and other stakeholders in the business” (William Hill PLC, 2016, p. 36)
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Figure 4.14: Screenshot 13: Colleagues continued

Section 5: Working Chance 

In 2016 William Hill worked with a Female Ex-Offender charity called Working Chance, this charity aims to provide women support with past convictions. William Hill state that in 2016, 20 women joined betting shop teams through this partnership.

Section 6: Our Club 

Section 6 details Williams Hill’s partnership with Our Club which was previously mentioned in (Section 3: Development)

Section 7: Diversity 
William Hill state they are proud to have a diverse range of colleagues. However, by viewing the graph displayed it seems clear that the diversity in lower management jobs diverse, but within higher management there is a very noticeable difference between male and female employees.

Section 8: Reward and Benefit 

Section 8 Includes information about William Hills reward schemes that are in place for employees. The first scheme is William Hill Share save scheme which allows employees to contribute a percentage of their wages annually to purchasing shares which can be sold at a later date. William Hill Excellence awards are also given yearly to performing shops and to employees who have contributed to the community and innovation. 
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Figure 4.15: Screenshot 14: Community 




Section 1: Summary

William Hill display their commitment to supporting communities in the UK and around the world. William Hill’s community commitment is called ‘Close to HOME’ and it encourages employees to volunteer their time and skills to support good causes in local communities. The policy prioritises the giving of company time to support worthy causes through three key areas: 

Through sport;
Through promoting skills and opportunities; and 
Through supporting the local community environment. 

In 2016, William Hill employees participated in 48 community projects and volunteered 6,393 hours. William Hill has formed partnerships from animal rescues to homeless shelters. 

Section 2: International Community Day

In 2016 William Hill held an International Community Day, which saw colleagues across all William Hills offices taking part in 24 hours of volunteering projects. Some examples follow; 

Colleagues in Manila ran football sessions for young people from a local charity;
In Gibraltar, colleagues volunteered at an animal shelter;
A Bulgarian team helped refurbish an orphanage; and
Head office London team improved the garden of a local care home. 

Section 3: Environmental Impact 

Section 3 entails a section on the William Hills efforts to decrease their carbon footprint, through the reduction of CO2 emissions. In 2016, William Hill state the company saw a 10% reduction in the amount of emissions produced.  
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Figure 4.16: Screenshot 15: Community Continued



Section 1: Bobby Moore Fund 

William Hill joined the Bobby Moore Fund in 2016, a cause set up by Stephanie Moore (Cancer Research UK, 2017). This section includes a statement made by Stephanie Moore;

“William Hill really got behind Football Shirt Friday in 2016 and raised an amazing amount by wearing and encouraging customers to wear their favourite team’s shirt for a donation. Every penny raised will go towards helping us beat bowel cancer once and for all.” (Moore, 2016). 

William Hill’s involvement with the charity raised £20,000. 

Section 2: William Hill Foundation

William Hill offer a foundation to help employees who are times of difficulty, in 2016, £48,645 in grants were made through the hardship fund. 
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Figure 4.17: Screenshot 16: Performance 
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Section 1: Customers
Customer Protection: 
This section displays the number of self-exclusion between the years 2015 and 2016. There is a clear rise in the amount of self-exclusions between the years 2015 having 8,152 and 2016 9,687. William hill state they have continued to improve responsible gambling interactions, supported by staff to help them identify patterns of harmful behaviour. It is not clear if this is the reason behind the increase of self-exclusions. Gambling Commission figures indicated that the number of people using the self-exclusion had risen by 45% between 2009 and 2011. However, this tool has been seen as very ineffective at preventing problem gamblers from gambling. In 2010, many gamblers found that they were able to bet again without any challenges in betting shops, 2010 seen 10,468 breaches of self-exclusions (Ross, 2012). 

Customer Satisfaction 

This section shows William Hills net promoter score which is indicated by their yearly mystery shopper scores. William Hill have not improved since 2015 still will with an overall score of 68%

Section 2: Colleagues 

Protection 
Section 2 covers employee accident to robberies and average cash loss. There has been improvement over the past year in a few different areas such as robberies which has seen a successful decrees of 76% since 2008. However, the number of incidents in regards to violence has increased by a dramatic 46%.

Training and Development 
William Hill state their business has been made more sustainable by attracting and retaining engaged employees. This has been done by offering clear careers progression and development opportunities. 2016 has seen a significant increase in the value of their training investment. 

Engagement 
Not applicable as the 2016 employee survey was not conducted.

Support
This section covers the William Hill foundation which was previously mentioned and displays the amount given in grants. 

Section 3: Community 

Environment 
Co2 emissions have seen a 10% decrees since 2015.
Industry Relationships 
William Hill have committed a further £4 million in sports sponsorships since 2015.
Community Engagement 
This section is a more statistical view to the previous section on community engagement. It shows that William Hill have increased their Gamble Aware donation by £500,000 since 2015. It also shows the large increase in their charity matching scheme.

Summary of William Hill
Throughout the content analysis of William Hills website followed by a case study of part of William Hills annual report 2016. It is evident that William Hill apply the regulations and guidelines set by the gambling commissions. However, through their website the user found it very difficult to find the appropriate information needed for certain aspects of their responsible gambling tools, such as their self-exclusion where William Hill state they have leading technology for the tool. William Hill also state g
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	Betting Operator:
	Correct Age 18
	Age Verification
	RG Links
	RG Information
	License
	Self-Exclusion Option
	Warning on RG
	Deposit Limits
	Account Closure
	CSR Report
	GC Objectives
	Overall Rating

	Ladbrokes
	
	High
	High
	Moderate
	UK
	Moderate
	
	
	
	
	
	17

	William Hill PLC
	
	Low
	High
	High
	Offshore
	High
	
	
	
	
	
	15




Figure: 4.19: Table of ratings for operators

The content analysis within this research was processed through ratings. Both Ladbrokes and William Hill’s website and annual report/CSR report have been analysed. The findings will be discussed in more depth. The ratings were made through a pointing system of 1 point per tick. Then ranging from 1 point for Low, 2 Moderate, 3 High, with a maximum overall rating of 20. 

Ladbrokes: 
Ladbrokes displayed a clear age logo throughout their website. The researcher attempted to create an online account and was asked to provide ID proof to verify account. Ladbrokes homepage also displayed a link to RG on their homepage and offered separate links to different sections of their RG page. Ladbrokes RG page consisted of numerous links and lacked in depth information on RG, however, Ladbrokes achieved a High rating through their in-depth information which was provided within their CSR report. Ladbrokes state their commitment to paying UK taxes which was further researched and found they hold a UK operating license. Ladbrokes website lacked information relating to self-exclusion options. The researcher was not able to find any RG warning on either their website or CSR report. However, Ladbrokes did provide clear information on deposit limits, and account closure, with guidelines on using these tools. 
Ladbrokes offered a separate document from the annual report, a dedicated report to CSR, this was subject to Ladbrokes commitment to CSR engagement. Both their website and CSR report clearly showed they abide by the objectives set by the Gambling Commission.
The content analysis scored Ladbrokes 17/20. The research felt as their commitment to CSR was made clear within their CSR communication strategies. However, felt as the information given lacked reliability, and was just used as a method for gaining legitimacy, and social acceptance (Belal, 2016). 

William Hill: 
William Hill also displayed a clear age logo on their website. The researcher tested their age verification, by creating an account with a random age, and was able to make the account with no restrictions or any implication what proof of age needed to be provided. William Hill provided a clear link to their RG page, although it was displayed at the bottom of the page. William Hill was rated high for their RG communication, throughout their website and the CSR section within the annual report, in depth information regarding RG was evident. Unlike Ladbrokes, William Hill do not license from the UK, but do so from Gibraltar which research showed a maximum of 1% tax is paid capped at £425,000 (Banks, 2016). 

William Hill offered clear information on self-exclusion options available for customer and provided information within the annual report showing yearly self-exclusion, and stated they are rising due to better self-exclusion technology and employee engagement. William Hill state “Here at William Hill we want you to enjoy your OG experience. We work with our regulators and with gambling charities in an attempt to offer a range of control tools that those who are experiencing difficulties may use” (William Hill PLC, 2017). Then follow up this statement with “Remember though that whilst gambling operators can provide tools with which an individual can control their gambling, the operator cannot assume all responsibility for exercising that control. There has to be a large element of personal responsibility.”. This statement relates Friedman’s (1970) theory which suggests that the sole responsibility of a business is to use its resources in order to increase profits so long as they stay within the rules and do not engage in deception or fraud. Friedman’s views suggested that “only humans can have a moral responsibility for their actions”. This was found to relate to the instrumental theory of CSR. Palazzo and Richer (2005) also agreed that controversial industries should engage at a transactional level of CSR. This level of CSR refers to the organisations integrity, i.e. it complies with legal and moral rules and behaves with fairness and transparency, avoiding harm or taking responsibility for it, if caused (Yani-de-Soriano & Javed, 2012). William Hill offered deposit limits, but there were no instructions on account closure.

Overall, William Hill scored 15/20 due to their age verification, and not using a CSR report for communication. 


























[bookmark: _Toc481741981]Chapter 5: Conclusion 

[bookmark: _Toc481741982]5.1 Introduction 
This concluding chapter seeks to discuss the main findings as collected in this study. Limitations of the dissertation – this chapter will provide recommendations – lack of dialogue with operators and problem gamblers. The value and content of CSR communications within the UK gambling industry has been investigated within the Results chapter. However, it is important to link the results together with the finding from the literature review. Although the ethical stance of the operators has been analysed, it is difficult to truly understand what the underlying moral creed is without being able to interview the Directors of the organisation in detail.  


[bookmark: _Toc481741983]5.2 Main Findings 

The aim of this dissertation sought to understand how UK gambling operators value CSR and how they communicate CSR. The aim of the research was to critically analyse the communication of CSR values in the UK gambling industry with special reference to Ladbrokes and William Hill which was achieved. Three objectives were set out in this research in order to obtain reliable and substantial results: 

- To investigate the value and content of CSR communications in the UK gambling industry
- To evaluate the value of CSR in the UK gambling industry
- Produce recommendations for improved CSR communications

[bookmark: _Toc481741984]5.2.1 The Value and Content of CSR Communication in the UK Gambling Industry

This research project aimed to, investigate the value and content of CSR communication, within two UK gambling operators, and examine the perceptions of CSR communications provides by (Ladbrokes & William Hill). 

The literature review indicated that gambling operators in the UK are highly pressured by CSR obligations. The result of this high pressure has led to regulations and licensing objectives being set by the Gambling Commission. It is evident through current literature that the liberalization of gambling in the UK has had impact on problem gambling. 
The last gambling prevalence survey indicated that 0.9% of gamblers are effected by problem gambling (Orford & Griffiths, 2012). BGPS abandoned due to lack of funding – highlights a lack of seriousness about gambling-harms. In replacement of the BGPS, questions about gambling have been added on to general surveys about health in England and Scotland. However, no UK gambling prevalence survey has been conducted since, only a study in Wales 2016, which indicated that 1.1% of participants were effected by problem gambling, and 3.8% were seen as moderate risk problem gamblers (Gambling Commission, 2016). This shows clearly that problem gambling is on the rise. However, the revenues the gambling industry bring builds relationships with government. Figures estimates problem gambling costs the government £1.2b compared to £2.6b the gambling industry contributes to the government annually (Davies, 2016). Figures like these enable stakeholders to pressure governments to add regulations. The research chapter of this dissertation, examined RG information, and tools on their website and their annual report. It was made clear that Ladbrokes and William Hill both use CSR strategies in order to gain legitimacy. Legitimacy theory specifies that organisations try to legitimise their activities by engaging in CSR, in order for their organisation to get approval from society (Belal, 2016). The value of CSR was much more apparent with Ladbrokes who proved to engage more with CSR. Ladbrokes are currently one of the few gambling organisations who operate in the UK and not offshores. William Hill, did not offer a CSR report like Ladbrokes, but dedicated a section of their annual report to CSR. Both operators engage in watered down CSR, because it is the only method to gain legitimacy. 

The underlying question which this research attempted to understand was how an industry which produces harms to consumers can be socially responsible. This question is very difficult to answer, as the industry stays within the law and engages in CSR. The problems which this industry relate to Friedman (1970) who suggests that only humans have a moral responsibility for their actions, and business overall objectives are to increase profits, and social issues and problems are the responsibility of governments not of an organisation (Crane & Matten, 2004). 

[bookmark: _Toc481741985]5.2.2 The Value of CSR within the UK Gambling Industry 

The gambling industry has mushroomed over the past decade, in terms of technological advancements and liberalization. The industry is massive and extremely profitable; it has current links to political and economic institutions of state (Reith, 2007). It is evident that CSR policies are in place, which acknowledge the potential harm of gambling however they are very weak. Both Ladbrokes and William Hill all claim to be integrating CSR into the core of their business. Ladbrokes emphasize their financial success is “rigorously underpinned by a solid foundation of long term responsible thinking” (Ladbrokes, 2014). However, research found that Ladbrokes had their first financial loss due to CSR issues such as paying UK tax. William Hill on the other hand state “they are committed to improving continuously its practices in the area of corporate social responsibility” (William Hill PLC, 2016). Both UK gambling operators report on how they are looking to encourage socially responsible gambling. This has raised several issues which merit discussion. The broad questions which arise about industries whose good and services can have potentially harmful effects on society such as gambling are heavily demonized. It is clear that CSR is used as a strategic tool in the gambling industry to minimize any potential negative impacts for the organisation (Jones, et al., 2009). 

[bookmark: _Toc481741986]5.2.3 Recommendations for Improved CSR Communications in the Industry

The last objective of this research aimed to produce solid recommendations for improved CSR communications within the UK gambling industry. The following recommendations were built through the content analysis and the evaluation of current CSR communication literature conducted within this dissertation:

· Increased efforts to increase legitimacy: Throughout this dissertation is was evident that CSR is only engaged by gambling operators in order to achieve legitimacy and social acceptance. Gambling operators achieve this by offering RG tools, to help prevent problem gambling, and involve themselves in CSR initiatives. The researcher understands that gaining true legitimacy is impossible within a harmful industry. However, to achieve a greater social acceptance, operators could offer PG sessions with customers who are beginning to show signs of PG. If operators are able to communicate personally with customers rather than directing them to other PG charities, legitimacy could be gained through social and community acceptance. However, this is unlikely due to gamblers and PG are the lifeblood of the casino.

· Embed CSR into the organisations marketing communications: Literature has made it evident that it is paramount to embed CSR into an organisations marketing approach. Ladbrokes, and William Hill both provide short RG messages within their advertisements. However, these are seen as very weak and do not offer any help to customers. Gambling operators need to dedicate adverts to CSR initiatives and not solely focus of profits but the harm caused by gambling. 

· Establish a CSR culture within the organisation:  CSR communication needs to start with an internal communication within the organisation. If employees of William Hill, and Ladbrokes are truly aware of CSR, employees will be able to understand CSR values and will be able to adjust their behaviours in daily business, internally and externally. 

[bookmark: _Toc481741987]5.3 Discussion of Main Findings

The research in the literature review showed there was no clear consensus of the term CSR. The term CSR is made of a vast amount of definitions, with no clear or distinctive definition. CSR is engaged different by organisations. The purpose of this research was to attempt to understand the value and content of CSR communications in the UK gambling industry. The research chapter made it clear that the chosen operators involve themselves with CSR and make customers aware of their CSR commitments. However, as Orford (2010) suggested an informed gambler can still become a problem gambler. The information which is given by the operators, is weak. It was evident that William Hill engage in CSR as a strategic objective, but when it comes to real concerns of problem gambling (PG) only offer a gateway to other charities. Ladbrokes have attempted to integrate CSR into their core, by advertising their commitment to CSR, and operating within the UK rather than off shores. Overall, it was clear both operators used CSR strategically in order to gain legitimacy, as legitimacy theory indicates organisations try to legitimise their activities by engaging in CSR, in order for their organisation to get approval from society (Belal, 2016).
[bookmark: _Toc481741988]5.4 Recommendation for Future Research

This dissertation was successful in achieving the objectives of this project. However, the research suggests this area is subject to further research. Concerns which arise within this research area are subject to the lack of research in this area, and the sensitivity of the subject. For more superior research to be conducted the researcher must: 

· Attempt to contact the chosen organisations researched. Communication with the operators will allow the researcher to gain further insight into the depths of the operators CSR communications values. 
· Conduct content analysis with a wider sample of UK gambling operators, this will gain a more comprehensive view. 
· Produce interviews, or a questionnaire to include the opinions of gamblers and ex-gamblers in order to cross reference operator’s statements with the views of gamblers. 
   
It is important to mention that gambling and OG research is less than a generation old. This produces a lack of relevant literature for the researcher to use. 

[bookmark: _Toc481741989]5.5 Limitations 

One of the largest limitations which occurred within this research, was that the research was only able to critically analyse information which resided on the operator’s websites and annual reports. It was not possible to gain further insight on deeper values of CSR communications which operators pursue. Although this research was focused on CSR communications, it was also focused on gambling which is a sensitive research topic due to the problems which it can cause. 

Lack of resources was a substantial issue with this research. The research conducted was carried out over the space of 2 weeks. Jawad (2016) argues that to ensure that data is reliable and valid, that all research should be conducted at the same time, on the same day. However, this was impossible for the researcher due to commitments to others academic modules. Financial issues also occurred in this research, which led to the researcher not being able to access certain journals, software’s, etc. 

Lack of time, was a very limiting factor in this research, due to this study being allocated to a set time. The researcher suggests that more time could potentially lead to deeper and more relevant information. 


[bookmark: _Toc481741990]5.6 Conclusion of the Study 

This section will identify the most apparent theme which was discovered through this research. 

The overall theme which was evident through this research, was the issue that falls to legitimacy. The researcher believes that CSR is only engaged within the industry due to laws and regulations which pressures operators into engaging in CSR. The use of CSR communication in both operators aimed to gain legitimacy for the operators.  As Suchman (1995) identified the key challenges of maintaining and gaining legitimacy rest heavily on the operator’s communication. Both Ladbrokes and William Hill offered information on their CSR engagements on their websites and within their annual report. The content analysis aimed to understand the value of CSR communication for these two operators. The research proved that although both operators engage in CSR, they do not offer in-depth or any personal help for PG’s. As previously mentioned gambling operators engage in a weak form of CSR, in order to gain legitimacy and social acceptance to help prevent further regulations. To conclude this dissertation the researcher understands that CSR is engaged by gambling operators to a certain extent, this form of CSR which is engaged by gambling operators is weak and lacks any results. CSR is used as a strategic tool, to gain legitimacy and social acceptance. The problem with CSR in the gambling industry will always relate back to the question that surrounds CSR research, can an industry which provides harmful products be seen as ethical. 
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Our Approach To Responsible Gambling

Millions of customers around the world have bet with us since we were founded in 1886. They enjoy the excitement of having a bet and the thril of
winning. Betting should be an exciting, sociable and memorable way to spend time. That's why it continues to be so popular. From the Grand National to
the Cup Final, the Olympics to the Super Bowl; events closely associated with betting remain right at the heart of our cultural life.

At Ladbrokes, we've built our business by always trying to give our customers the best experience when they choose to place a bet — no matter when,
where o how they want to do it. We know our customers and we know the vast mejority of them enjoy their gambling in a safe and responsible manner.
Our customers trust us to look out for them and keep them gambling safely. We passionately defend the rights of our customers who like to gamble
responsibly across our range of products to continue to do so.

For a small number of people, we know that gambling can cause personal, social, financial or health problems.

We don't close our eyes or ears to the problems that gambling can cause some people and believe we have a responsibility to help our customers
gamble in a safe and responsible manner. We are completely committed to doing all that we can to encourage customers to gamble responsibly and to
help those who develop gambling problems get the help they need. The key to this is being a company the customer can trust.

We have a Social Responsibility Board Committee that brings responsible gambling firmly into the Boardroom. We have a set of KPls that link executive
remuneration with responsible gambling performance. This was a major step for us and a first within the sector.

We launched the UK's first dedicated TV ad to promote responsible gambling.

We publicly committed to a set of voluntary measures to make our advertising more responsible, when we helped form the industry's Senet Group. The
initiative includes a ban on advertising sign-up offers on TV before 9pm, dedicating 20% of our window advertising space to responsible gambling
messages and to the removal of gaming machine advertising from shop windows. Al of our in-shop material carries GAMBLEAWARE information.
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Our Responsible Gambling Policy
Ladbrokes:

believes gambling should be a fun experience
believes an informed customer is responsible for their own behaviour

believes that customers should be encouraged and assisted to stay in control

is committed to spotting potential problem gamblers and helping them to help themselves stay away from harm

will only promote our products and services in a responsible manner and will not target young or vulnerable people
expects responsible behaviour from every colleague and will continually train them to help people experiencing harm
is committed to raising awareness of responsible gambling

senior business leaders have remuneration linked to Responsible Gambling targets

Underpinning our policy we have three guiding principles:
1. Inform: It's about giving customers the information and tools they need to help them to gamble responsibly in the first place
2. Safeguard: It's about encouraging customers to stop while they are ahead and not chase losses
3. Interact: It's about spotting when a customer may be losing control of their time or money and helping them to help themselves
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CORPORATE RESPONSIBILITY

FAIR PLAY IS BUILT INTO THE WAY
WE DO BUSINESS AT LADBROKES.
WE ARE LEADING THE WAY IN
RESPONSIBLE BETTING AND GAMING,
HAVING A POSITIVE IMPACT

ON OUR COMMUNITIES AND
OPERATING WITH INTEGRITY.

HAVING A POSITIVE
IMPACT ON OUR
COMMUNITIES

FAIR PLAY

LEADING THE WAY IN RESPONSIBLE BETTING AND GAMING

At Ladbrokes, we have always piaced great emphasis on beng a
responsible company, pushing for high standards within our sector.
Inanindustry undergoing rapid change, our view is that trust never
goes out of fashion. The continued scrutiny of therole of betting
companiesinsociety has prompted us, and the sector asawhole,
toraise the game further, We have embraced the regulatory and
voluntary changes at the sector-level while also progressing our own
initiatives, over and above the expectations of our stakeholders.

Research suggests that problem gambiing is a complex issue and
the number of problem gamblers willnot decrease by focusing on
one element alone. That is why we have put in place a multi-faceted
strategy which we willevolve in the years to come. We are fully
aligned with the GB Gambing Commission's objectives to ensure
that gambing:

~is crime free;

—fair and open; and

~children and wuinerable pecple are protected.

Our activities are coordinated by a Head of Responsible Gambling,
‘appointed in 2013, whose work is supported by colleagues across
the business. In 2014, we created several new roles within our
customer and integrity teams to help us maintain our leading position
asaresponsible company.

Taking our responsibilities seriously

InJuly 2014 we established a new Board Committee to oversee
our delivery against our responsible gambing objectives. The Social
Responsibility (SR) Committee comprises of Senior Independent
Director, John Kelly (Chair), and non-executive director, Christine
Hodgson, with Chairman, Peter Erskine, and the Chief Executive, in
attendance. The Committes brings responsible gambiing firmly into
the Boardroom and has produced a set of KPIs that will help us ink
executiveremuneration with responsible gambiing performance from
2015 cnwards. Thisis amajor step for us and a first within the sector.
Advertising responsibly

During 2014 we publicly committed to a set of voluntary measures
tomake our advertising more responsble. The initiative includes
‘aban on advertising sign-up offers on TV before 9pm, dedicating
20% of our shop window advertising space to responsible gambling
messages and tothe removal of gaming machine advertising

from shop windows. We alsolaunched the UK's first dedicated

TV ad to promote responsible gambiing with no promotional or
sales messages. This fonmed part of our new ‘Ladbrokes Life"
campaign, which adopted amarkedly less aggressive tone than
other betting advertising.
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