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This report will analyse the different forces for change within Grosvenor casinos and the implications. Grosvenor has over fifty casinos in the UK alone so these changes would need to be rolled out in multiple sites at the same time, to all 2000+ members of staff. It addresses the macro environment of technology in the digital age and the microenvironment of changes that were informed due to the 2019/2020 Covid-19 pandemic. The second part will evaluate Lewins three-step and Kotter’s eight-step model for change. It will then provide a stakeholders’ analysis and discuss how stakeholders can be lead through change. 

[bookmark: _Toc113214084]Critically analyse the current forces for change in the organisations micro and macro environment that can impact workplace culture and capability   
At both an operational and a strategic level, change is a constant in organisational existence. There should be no question about how crucial it is for any organisation to be able to see where it needs to go and how to manage the changes necessary to get there  (Burnes, 2004). Change triggered by both internal and external forces comes in all shapes and sizes and therefore affects all organisations and industries.  (Balogun et al., 2016) . Moran and Brightman define change management as 
 ‘The process of continually renewing an organization’s direction, structure, and capabilities to serve the ever-changing needs of external and internal customers’   (Moran & Brightman, 2001) .
Change can be created by many different things both internally – Mico – and externally – Macro. A PESTLE model has been used to analyse the Macro environment (appendix 1) and the SWOT model has been used to analyse the Microenvironment (appendix 2). The change management process examined within this report is one identified within a Grosvenor casino and the change required is to move from a paper-based system that has been in place for years to a more up-to-date digital system. Alongside this, current legislation and external factors have dictated a change to the way casino staff interact with customers and what information staff need to obtain from customers.
[bookmark: _Toc113214085]Forces of change
By applying Porter’s 5 forces analysis with a report from MarketLine  (MarketLine, 2022) in the context of the casino it is possible to identify what drives the casino to the changes required. The five forces are:
1. Rivalry among existing competitors: Generally, casinos can only offer the same games with the same odds; however, some are designed as more of a leisure complex offering hotels, entertainment, and better restaurants. The Covid-19 pandemic forced many casinos to close their doors, pushing casinos that had made the transition online into competition with the many online betting brands already in existence.   Casinos that had the resources and equipment took advantage and were able to compete for the takeaway business that increased during the pandemic. This was not something they would have thought about doing before.
2. Bargaining power of buyers: Similar activities are typically found at all casinos, especially when it comes to the games that may be played and the rewards that can be won. Customers often are not committed to a single casino brand and because there is no incentive to stick with a specific brand, buyer-power is increased as a result. Whilst there is buyer-power in the casino and gaming sector the activity itself is a non-essential leisure activity and is something that is not vital to the buyers, therefore it is more likely to be casual and the overall effect is moderate.
3. Bargaining power of suppliers: Companies that supply the casinos with food and furnishings have a weakened supplier power as many of their rivals can offer similar products. However, craps and baccarat tables must be made with a high level of precision to be of the necessary quality and aesthetics. Casinos also require specialist mechanical and electronic equipment. Specialists in table games and roulette wheels, including Cammegh and TCSJOHNHUXLEY, have built a solid name, increasing their influence in this industry. However, the majority of gaming machine manufacturers tend to specialise in this industry. Given how crucial the gaming sector is to their survival, this reduces supplier power.
4. Threat of new entrants: The UK Casino sector is dominated by two companies, Genting UK, and the Rank group. It would be difficult for smaller competitors to compete with these giants given the amount of capital needed to open a casino. It is possible to open on smaller scales in the online sector, but in this environment, there is a lot more competition.
5. Threat of substitutes: Gambling can be a costly leisure activity. Moreover, it can be substituted by almost any other leisure activity with minimal costs and although many customers may like the social aspect of the casino, the online industry provides the player with the option of the same games and chances of winning from the comfort of their own homes.  Such operators reduce footfall and subsequent revenue from other non-gaming services, like food and beverage, within the casinos. This makes the threat of substitutes higher than the other factors. Casinos, like many other organisations, had to adapt and progress into the digital age (MarketLine, 2022).

[bookmark: _Toc113214086]Macro environment 
Industry statistics published by the gambling commission in March 2021,  (UK Gambling Commission, 2021)state that non-remote gaming (casinos like Grosvenor) dropped by 88% whereas remote gaming online increased by 22%.  (Hansard, 2022) argues that between 2015-16 and 2018-19, online gambling grew by 18%. Many people now carry mobile phones that can access these sites 24 hours a day. This also gives cause for concern not just because customers have 24-hour games at their disposal and can access anywhere at any time but from a social perspective as an addict cannot walk away from a remote site like they can physically from a non-remote site.: debated on Wednesday 27 April 2022	
Casinos are typically known for in-house physical gaming such as roulette, blackjack, poker etc., and there is a perception that they are venues that exude opulence and formality. This perception of casinos is not only dated but detrimental to their survival. In an industry that is heavily regulated in terms of advertising, casinos need to be proactive in connecting to today’s culture and developing its abilities to reach potential clientele. The reality is that casinos are casual, safe environments that incorporate casino games, sports, betting slot-machines, bingo as well as bars, restaurants, and entertainment.  Statistically 85% of the casino clientele play online, however only 20% play online with Grosvenor. Grosvenor wanted to capitalise on their customer database by transitioning and merging their online gaming accounts with their non-remote ones. They introduced this as a proactive change. They were the first, and currently the only, casino in Britain to offer this service. It was fortunate for them that they did, as 18 months after rolling out their new system the world was hit with a pandemic that forced many industries to move online. However, this was not without its pitfalls as not only did this put them in direct competition with many others, but it also made more people vulnerable to problem gambling. During the covid pandemic people were forced to stay home alone and this prompted more people to gamble, possibly out of loneliness, depression, and boredom. For these reasons the gambling commission brought in new legislation to address this and as per LCCP “protect the vulnerable”
[bookmark: _Toc113214087]Microenvironment
Grosvenor’s vision has always been to create a sustainable business. If they allow people to gamble beyond their means their business will not survive so it is better that they have customers spend what they can frequently, and therefore longer, and not to excess. With technology and online sites gaming has become more accessible and it has attracted a younger consumer. These customers are potentially the more vulnerable demographic in the industry and seen to have a higher risk factor due to involvement with internet and media,  (Derevensky & Gupta, 2007) coupled with the fact they are more tech savvy than the older generation (King et al., 2010). There are three main areas the casinos must comply with covered under the licencing codes of practice (LCCP). The licencing codes of practice are the legislation all gambling establishments must adhere to and are broken down into 3 areas:  
· Prevent gambling being a source of crime and disorder.
· Ensure gambling is operated in a fair and open way.
· Protect the young and vulnerable.
In this context the gambling commission that governs the Gaming industry have issued strict safer-gambling legislations to recognise problem gamblers and money laundering. Casino staff must now approach customers and ask personal questions such as “How much money do you earn?”; “How much do you pay out in utilities and bills?”; “Can you afford to lose this money?”. Failure to do this can result in serious consequences. In August 2022 Ladbrokes were fined 17 million pounds (GBP) for failing to adhere to these rules and the revocation of their licence is still under review.  (Boland, 2022) 
Staff needed training on how to execute these responsible gambling (RG) conversations as if executed incorrectly they could upset the customers and be detrimental to staff who were understandably reluctant to have these personal conversations with customers. It also put the emphasis on staff to make judgements on customers and how rational they are being to enable them to make decisions on how much money that person can then spend. Staff have to use their emotional intelligence to communicate this tactfully to the customer, but is this fair to casino employees or customers? Casino employees are not councillors nor are they financial advisors.
Although 90% of casino staff indicated they had been encouraged to search for symptoms of problem gambling,  (Quilty et al., 2015) employees frequently expressed that they felt compelled to step in but that doing so would go against the firm's financial goals and would cause customers and the company to react negatively  (Hing & Nuske, 2012; Quilty et al., 2015). This is a good example of how the organisation’s culture and implicit and explicit messages did not align.
[bookmark: _Toc113214088]Culture and capabilities 
What is culture
Organisational culture refers to the collection of beliefs, values and expectations shared by an organisation's members and transmitted from one generation of employees to another. Even larger organisations are human constructions that are made and transformed by individuals (Schein, 1990). Because of the shift into a more technical environment the casino staff not only needed to learn better EI skills, but the dynamics changed. Whereas before the older, more experienced staff member would coach and mentor the younger ones, this was now reversed as the older staff were relying on the younger staff to teach them to use the new equipment. Organisational culture is the company's character or common identity and the behaviours and the environment they produce are the evident indications of this. Assumptions and beliefs are what are thought to be the invisible indicators and these two things must agree.  (Martins & Terblanche, 2003). This makes finding the right staff essential, for example by using the Schien iceberg model. 
The Schien model looks at organisations like an iceberg – on the tip is the way people act and behave then under the surface is how they feel.  By asking staff to make decisions about the players the organizations are also asking that their staff use their own values and beliefs to judge the situation; but how can this be consistent? The way any two people perceive the same situation could be different. Whilst behaviours and attitudes are easy to change, values and beliefs are not.
The success or failure of a workplace change can be heavily dependent on the workplace culture. Organisations such as Netflix and Lego are known to lead in this. ("7 Real-Life Examples of Successful Change Management in Business", 2022). The way management implement, and lead change is imperative to its success. How individuals react to change depends on their personalities. In order to facilitate the shift from resistance to acceptance, leaders, managers, and coaches can use their knowledge of personal attributes to anticipate how individuals with different personality types would react to a situation or a change. 
For example, in context of the changes above would it be fair to say that someone of a more nervous disposition would have the same ability to the change as someone who is generally more confident?
There is no doubt that gambling needs strict guidelines as it can be an addiction and just like other addictions such as drugs or alcohol, can ruin many lives if left unchecked. A recent MP debate in parliament, recorded in the relevant  (Hansard, 2022) report stated that 80% of youngsters between 11 and 18 had had some kind of interaction with gambling compared to 50% of alcohol? It can be argued that the ability to gamble online is readily available on most mobile phones. However, having said that is it justified to blanket the legislation for both remote and non-remote? Not only do non-remote offer food and beverages, entertainment and the social company, non-remote casino are strictly for customers over 18 years of age, and they also have the benefit of human interaction; staff can use EI to read body language, tone of voice and customer knowledge to make judgements on how a person is handling things in that specific situation. These are things remote casinos cannot do. Indeed, they may not even share the same culture as technology means the casino customers are interacting with could be in a different country. Although both these are in the same industry there are clear differences in their environments.
It appears that the issues surrounding gambling are mostly to do with the online environment, yet the legislation also affects casinos, many of which are far more likely to be used socially. In addition, the human interaction aspect means casino staff can read customers better by assessing moods, body language and appearance, all aspects that online gambling sites cannot.
[bookmark: _Toc113214089]Evaluate how organisational stakeholders can be efficiently led through complex workplace change   

Change management is becoming an important managerial skill. Few would contest that the essential responsibility of management today is the leadership of organisational transformation in the face of escalating globalisation, deregulation, the quick speed of technical innovation, a growing knowledge workforce, and shifting social and demographic trends. (By, 2005a). 
An example of the failure to recognise this is Blockbuster video. In 1994 Blockbuster was worth around $8.4 billion US dollars, with around 9000 stores worldwide. (Davis & Higgins, 2013) A high percentage of their revenue came from late fees. After being required to pay such fees, a disgruntled customer set up Netflix as a delivery subscription service in 1997. Even after the initial success of Netflix and the opportunity to buy it, Blockbuster failed to see it as a threat or see it’s potential; they did not believe customers would want to pay a monthly subscription and wait for the films to be posted,  (Davis & Higgins, 2013). However, Netflix proactively continued to change and evolve and when the technology for customers to download films at home within minutes arrived, Netflix had already locked in many of Blockbuster’s customers and established itself as a formidable competitor. Blockbuster’s attempts at change were reactive, for example they stopped late fees, but the changes were too little and too late.  
[bookmark: _Toc113214090]Stages of change 
There are 4 stages of change, denial, resistance, exploration, and acceptance. Not all staff or customers will go through the same changes at the same time therefore managers must have the ability to interpret and act with each one accordingly. For example, applying these to the instance of the safer gambling conversations they may perceived as: 
Denial
Staff: It will never happen; the company cannot force people to tell them where they get their money from.   If I just ignore this it will go away, right?
Customers: I have been coming here for years they will not need to ask me anything, will they?
Managers have to communicate that this change is compulsory and is new government legislation to address problem gambling and ensure that customers are gambling within their means., The pandemic affected the income of many people and although some may have had more disposable income over the lockdowns due to not being able to go out i.e., savings on travel expenses, leisure activity and socialising, as people return to work these expenses not only have returned but, due to other external factors, have potentially significantly increased. 
Resistance 
Staff: I’m not comfortable having these conversations with people they will think I am being rude and nosey. I’ll just send them to someone else.
The manager should ensure all staff have training in difficult and sensitive conversations, so they are comfortable in asking these questions. Staff should also feel they have the support of management should they need to direct a customer to them. If all staff are performing these questions, then it will become embedded within the culture and would not seem so daunting.
Customers: Who do they think they are? I am not giving them my details. I have been coming here for years! It’s my money I’ll do what I want with it.
This will very often be the initial response, particularly from customers. The amygdala hijack when their brains react illogically is initiated and they instantly take offence.  Some customers may misrepresent what they have out of embarrassment. Staff have to use their EI regarding the customers’ feelings, for example, asking the customer to step away from other players to give them some privacy and not expecting them to announce personal detail in front of others.
Exploration
For staff witnessing managers and peers holding these conversations helps it to become more normalised and they will witness how customers react and how managers interact with them, enabling them to learn different approaches.
When customers witness that everyone has the same conversation, that they are not being singled out and that they are conducted confidentially it becomes less of an affront and less personal.  
Acceptance
At this stage it becomes part of the casino culture for staff to ask these questions and for customers to expect and become more accepting of the situation and be less offended by the questions. Models for change 
[bookmark: _Toc113214091]Models for change
There are several tools and models’ managers can use to help manage the change. Kurt Lewin, theorist, researcher, and practitioner in interpersonal, group, intergroup, and community relationships, proposed that before change and new behaviour can be adopted successfully, the previous behaviour has to be discarded. He developed the three-step model of unfreeze, disregarding old behaviours and culture changing then refreezing by absorbing it into the new culture.  (By, 2005b). Lewin three-step model is based on motivation and is often depicted by an iceberg unfreezing or from a square changing shape to a circle. 
For example:
Unfreeze - the only impute the casino has on someone’s spend is the legal requirement for money laundering that is recording any drop or cash out of over £2500. Staff paid little attention to the customers’ personal circumstances.  
Change - casinos now have to know how much customers are winning or losing at all times, staff must record every transaction and customers must prove to the casino that they are playing within their means.
Refreeze - customers and staff have accepted these changes and volunteer the information needed as the customer recognises that the casino is protecting them not spying on them. The organisational culture of the casino has opened up a more dyadic relationship between both.



Kotter’s 8 Step
Another of the most popular change models for change management is the Kotter’s 8-step model.  This is an 8-step model that is broken down into 3 sections: One – three creating a climate for change, four – six engaging and enabling the organisation and seven and eight implementing and sustaining the change. Looking at these more closely in the context of the casino change management: 
· Section 1: Creating a sense of urgency, forming a powerful coalition, and creating a vision for change.
Gaining cooperation requires creating a sense of urgency. Without a sense of urgency, people are less likely to be engaged and interested in the change, and complacency may prevent it from happening. (Kotter, 2012) The urgency within the casino was that this new Safer Gambling legislation (SG) was law and had to be implemented immediately in addition to the technology movement within the industry moving rapidly. Failure to keep up would see the casinos closed.
Organizations will change all the time; these changes will almost always involve individual employees. With many different personalities in organizations, it is unsurprising that different people will respond in different ways  (Lines, 2005). Furthermore, to successfully implement change the psychological process of the employees must be considered. Failing to do so can result in the employee experiencing stress, pessimism, and a lack of commitment that in turn has the potential to reduce the chance of a successful change  (Reichers et al., 1997). When employees have positive attitudes to the change, they are likely to support and assist it. However, when they fail to possess a positive attitude managers must be able to discuss these beliefs and generate support for the proposed change.  (Elias, 2009) Creating a vision for change is important as it clarifies the vision; For example, “Grosvenor wants to be the first casino to merge their remote casino sites with their non remote sites” is a clear vision that clarifies the direction of the change. It can align the actions of many people to the same goal in a fast and efficient way. With clarity of vision, motivated mangers and staff can work with autonomy towards the same goal.  (Kotter, 2012)
· Section 2: Communicating the vision, empowering action, and creating quick wins. 
In all literature on leadership and management in the workplace communication is fundamental. Implementing change is no different. Communication works best when it is direct and simple. This is not necessarily easier, being precise and clear can be considerably more difficult. There is an old saying  “if I had more time I’d write you a shorter letter”  (Kotter, 2012) Kotter’s key elements of effective communication of the vision are simplicity, refrain from big words and technobabble, use metaphors and verbal pictures to reinforce the message, multiple forums, memos, meetings, emails, informal conversations and repetition allow the ideas to sink in and have managers lead by example, answer and explain any questions or inconsistencies.  (Kotter, 2007) Employees are a fantastic tool to enable you to implement change as they are the ones that are more likely to foresee barriers and resistance to change. Empowering employees (Empowering Action) is about removing obstacles and creating motivation to embrace changes. Personnel must be intrinsically driven, able to view change as a learning opportunity, and feel that they have control over the change process in order for it to be successful.  (Kouzes & Posner, 2006) 
When people are intrinsically motivated, they participate in things out of interest in the action itself and for their own sake.  Those who are extrinsically motivated engage in activities that serve them (e.g., obtaining a pay check).  (Elias, 2009). Employees that are intrinsically motivated typically prefer employment that allow for the development of personal abilities and the formulation of personal goals, so some people will welcome change because it gives them the chance to expand their professional horizons and meets their demands for growth, while others may dread it since it may require them to put in more work and is at odds with their external motivations for working.  (Amabile et al., 1994) 
As change won’t happen overnight, creating short term wins can help keep up the momentum of the change and ensure it stays on track and is adjusted if it’s not. It helps to show that the change is worth it and the cooperation is appreciated. It is a chance to give positive feedback that in turn will boost motivation whilst undermining pessimists and doubters. (Kotter, 2012).
· Section 3: Building on the change and make it stick.
Once the change has been implemented the change management does not stop. Managers have to make sure stakeholders do fall back into the old way of working. The new change should be absorbed into the organisation’s culture to enable the organisation to continue building upon it.  
Early approaches and theories to managing organisational change argued that organisations that were continually changing could not be productive or perform well  (Rieley & Clarkson, 2001)  . Furthermore, it was argued that routines are necessary for people to be efficient and capable of enhancing performance. (Luecke, 2003) However, this view is now opposed (Rieley & Clarkson, 2001) argues that organisations must place a high significance on people's capacity for ongoing change; change is a normal and natural reaction to internal and external stimuli, and that a state of constant change can become a routine in and of itself.  (Rieley & Clarkson, 2001)

[bookmark: _Toc113214092]Stakeholders’ analysis 
Change within the casino can affect many different people (see the stakeholders analyse in appendix 3) The analysis of the relevant stakeholders shows how much power and information the individuals have verses how much interest they have in the change itself.  For example, Grosvenor sponsor a charity every year where they help and encourage staff to raise money by fundraising. Across all sites this can equate to tens of thousands of pounds (GBP) a year. These charities are obviously very interested in any changes but have no power or influence over them, so they would fall in the bottom right of the box i.e., they should be kept informed but would not need to be consulted.
The gambling commission have a great deal of power in what the casinos do but they are not directly involved in the application of it, therefore they would need to be engaged and consulted to ensure that the casino performance is within the legislation.
Customers need to be kept informed to ensure they are aware of the help they have available to them, as well as the impact of the changes being implemented. Many gamblers are, by nature, superstitions so transparency in why the change is needed and why it is happening is imperative. 
In addition, customers will need training on how to use the new devices and whilst staff are doing this, they can be promoting the benefits of the new systems and technologies. An example scenario may be Mr Chan comes in once a week and spends £1000; sometimes he wins sometimes he loses. The machine he likes to play is the furthest from the cash desk and he has to walk back and forth to the cash desk to collect his money. With the new change he now has the ability to put money strait into the machine from his account. When he won, he was always uncomfortable carrying large amounts of cash with him so now when he wins, he can deposit straight into his bank account within minutes. Staff should be able to clearly explain how these changes can benefit Mr Chan.
As not all customers will be on the same level with a technology change different approaches will be required.  In general, the new, younger clientele will adapt more naturally whereas the older generation may need more support and guidance. Treating all customers as individuals and adapting a ‘one best way for each’ organisation approach rather than a ‘one best way for all’ will greatly benefit the change management programme. (Dunphy & Stace, 1993)

Throughout all the literature on change many agree that unless you have your staff motivated and ‘bought-in’ to the change it will likely fail. How leaders manage their staff through this change is vital. As previously discussed, communication is vital even without the introduction of new technology. One thing that Grosvenor had in abundance was screens and looping important messages through these screens helped push the massages to both staff and customers.  In addition, there are also visual notice bords in staff areas that can be used to promote the change, but most importantly is the overall management. Organizational change does not just affect the organisation as a whole but also the individual employees  (Vakola et al., 2004). Simply getting past employees' resistance to change is not sufficient for managers. Instead, as mentioned above, managers must build employee excitement for the proposed change initiative in order for it to succeed. Employee attitude to change is fundamental to its success or failure. Employees are more likely to act in focused, persistent, and effortful ways that support and aid the change initiative being implemented when they have a strong, positive attitude toward change. Likewise, they are more inclined to resist, oppose, or seek to sabotage the change initiative if they have a strong, negative attitude about change.  (Lines, 2005) Organizational culture is the beliefs, values and attitudes of an organisation which are notoriously difficult and slow to change. Organisations can only change if, and only if, members (employees) change their attitudes and behaviours, which seems similar to organisational learning.  However, organisations don’t learn, it is the individuals in the organisation that learn. Work teams, groups and organisations don’t change, but the individuals in the work group, groups and organisations change. Leaders must use communication not only to tell employees why the change is needed but to enable them to appreciate the positive impact that the change will have on them, if successfully implemented and to identify any structural loophole in the change process. (Odor, 2018)
Antoni (2004: 198) reported, “one has to change the beliefs of the organizational members, which shape their behaviour, in order to support sustainable organizational change. Managers must be able to use EI and adopt different leadership styles to address the fears and worries of each member of staff.  (Elias, 2009)
[bookmark: _Toc113214093]Conclusion
Companies’ internal environments are impacted by many outside factors that are more uncertain and more complex the bigger the company is. Constant environmental analysis in important to any company’s continued survival  (Duncan, 1972) . Kotler suggests that many businesses regard the macro environment as an "uncontrollable force," and as a result, they react by analysing the forces at play and developing plans to minimise risks and maximise opportunities. The monitoring of these forces should be essential.  (Kottler & Keller, 2009) Moreover it is estimated that as many as 70 per cent of change initiatives fail. (Higgs and Rowland, 2000). 
Grosvenor casinos’ environment analysis pushed them to adapt and progress with a mammoth advancement in technology. Keeping up with relevant technological advancements is vital for any industry. There was a prediction in the 1970s by EE Scheuing saying that “80% of today’s products will have disappeared from the marketplace 10 years from now, while an estimated 80% of the products which will be sold in the next decade are as yet unknown”  (Scheuing, 1974). His prediction has become a reality, but it did not happen overnight. The importance of environmental analysis is to be able to anticipate these changes before they are needed. Grosvenor had to purchase and install equipment, arrange training, and agree appropriate procedures for implementation. 
Change can be classified into reactive and proactive types. Reactive change occurs when internal or external pressures push an organisation toward change, whereas proactive change occurs when an organisation independently decides that change is desired. Reacting is more often time-limited because it is unplanned. Within the casino the introduction of technology was a proactive change whereas the safer gambling change was reactive due to Covid-19.  (Hussain et al., 2018)
Managers and leaders are not single entities – you cannot lead if you do not have followers. Throughout the literature in leadership and management skills within the workplace, staff are always presented as a vital asset to any organisation, and in the context of implementing change this is no different. Although their fears and worries can have a negative impact on any positive change, managers must be able to address their fears and worries whilst empathising and communicating a clear vision that encourages staff input. Leaders who practised good EI, support better working relationships and this in turn can help individuals to see the positives in the change and support an organisation through the process.  (Mayer et al., 2003). Keeping open and honest communication with customers and other stakeholders will help introduce changes. Organisations that consistently develop and proactive change will handle reactive change better. (Gersick, 1994). 
This was well executed in the change within Grosvenor. Stop it old well in advance of the proposed changes in full training given. They had lots of visual aids around the casino to help reinforce the proposed change. There's are extra member of staff on every night whose sole purpose is to help customers understand and use the new technologies. They issued promotional vouchers as a helpful incentive enabling them to test the new features without cost to themselves. 
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	Political
Change in the law in that we must now police our own problem gamblers, added to the fact GDPR means we are limited to what info we can keep or share with each other on them. Political should gambling be banned statistics show young people are 11 said they have gambled compared to 15 have drunk
	Technological
technology has brought with it many more competitors; it also has to work to ensure the useful running of the site it has increased the amount of problem gamblers and thus legislation has changed. Even without the threat of PG and competition the day-to-day running was affected to begin with staff had to learn to use the different technology but in the long run in the long run in makes their jobs easier it used to take a cashier 6 weeks of training it now takes 3to4.

	Economy
Covid-19 has stripped any disposable income. Gaming is a costly leisure activity that can be replaced by almost anything.
	Legal
legislation changes occur all the time there is constant monitoring and adjustments to legislation gambling commission have the power to enter the casino at any time and interview any member of staff to ensure it is being followed. If not, they can revoke licence and close them there and then. Grosvenor have to make sure they are up to date with all current changes and that staff are trained appropriately.

	Social
Many people use Grosvenor as a social club it is important to the community by the introduction of internet more people are staying in and becoming lonely. This offset the ones who get to involved. The social aspect also allows staff to build a rapport with customers the human aspect like knowing their spouse or when monumental things like births marriage deaths ect happen in their lives gives us a better understanding and friendship with them.
	Environmental
obviously by going digital we are saving huge amounts of paperwork (can I get statistics from some whereas to how much paperwork Grosvenor generated?) digital is much kinder 
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	Strengths
	Weakness

	It shows we are operating in a fair way
It shows customers we care about their wellbeing.
It abides by the compliance laid out by the gaming board
	The loss of customers who refuse to cooperate.
Time consuming, every conversation needs to be written up and recorded.
Staff retraining not just in a skill but an emotional intelligence.

	Opportunities 
	Threats

	Provides a safe environment for customers to gamble.
We can monitor customers play and loss to ensure they are gambling within their means.
To create a sustainable business.
	Customers become annoyed at he personal nature of the questions.
Customers lie about their income.
Staff become anxious about asking personal questions.
Staff misinterpret answers.
Problem gamblers are missed 
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	Stakeholders Analysis Grosvenor Casino Swansea
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 Customers and staff have accepted these changes and volunteer the information needed as the customer recognises that the casino is protecting them not spying on them. The organisational culture of the casino has opened up a more dyadic relationship between both.


 Casinos now have to know how much customers are winning or losing at all times, staff must record every transaction and customers must prove to the casino that they are playing within their means.


 The only impute the casino has on someone’s spend is the legal requirement for money laundering that is recording any drop or cash out of over £2500. Staff paid little attention to the customers' personal circumstances. 
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