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Abstract 

Gambling availability has increased as well as the number of people gambling. 

Within gambling, addiction has become a growing problem, affecting both the 

gambling business as well as the individuals. This situation forces companies to 

balance their profit with responsible action in order to prevent gambling addiction. 

This thesis examines why and how gambling companies differ in their methods to 

help players avoid addiction in order to establish a sustainable society. A multiple 

case-study has been carried out, where three gambling companies have been 

examined and analyzed. The companies are Svenska Spel, Norsk Tipping and 

Unibet. The survey is based on interviews with representatives from the companies 

working in the departments of Responsible gambling or CSR. The conclusions of this 

study show that gambling companies can profit both economically and establish 

good will, if they show responsibility. Gambling companies differ in how they 

handle addiction, mainly because of diffuse concepts as CSR and Responsible 

Gambling. If gambling companies cooperate actively between themselves as well as 

with research of addiction, a balanced, sustainable society may be reached. 

Discussions of solving the problem of gambling addiction can preferably continue in 

order to reach a sustainable society.  
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1 Introduction  

1.1 Background  

The human body is a fantastic phenomenon. Our survival is ensured by the brain- 

activities which makes us experience pleasure in necessary actions. Examples of 

pleasures can be good food, sexual interaction and physical exercise. The reward 

system of the brain ensures that we continue with the behavior in the future through 

storing the memory of the pleasure and an addiction to the vital actions is created 

(Mathai, 2014)
1
. Lustful emotions make the person eager to experience the feeling 

again and endeavoring happily to achieve it. The memories of the feeling and the 

situations connected to it are strong (Fredholm 2007; Toikanen 2006). 

 

Addictions can thus be linked to our survival. However, substances and actions not 

necessary for survival, as coffee, tea, alcohol, drugs and games can also cause 

addiction (Mathai, 2014). There are two existing groups of addiction which are 

Substance addiction and Behavioral addiction, and both of them have similar 

treatments (Mathai). A special section in the frontal lobe of the brain is affected and 

changed due to addiction, according to Kim and Seo (2013). The abilities of 

evaluating risks and long-term assessment can thereby be affected by an injury to this 

part of the brain (Kim and Seo). A person who develops addiction often loses the 

ability to make long-term decisions and the changes in the brain are often the reason 

for making less sustainable decisions (Mathai, 2014). 

 

Addiction to gambling has increased as online availability is easy. The consequence 

is more problem gamblers appear in society (Carter, 2013). Historically, the 

gambling was seen as a morally dubious, destructive and dangerous activity for 

society, so there has been a wide attitude for suppressing and banning it (Reith, 

2003). The acceptance in the society for gambling has, however, risen since the 

1920's and gradually increased to be something common at the middle-class citizens. 

Gambling is now a world-wide entertainment that has been popular for a very long 

time and has a distribution among almost every culture in the world (McMillen, 

1996). 

 

There are both positive and negative aspects when looking upon gambling, states 

McMillen (1996). It is a leisure entertainment that can create intelligence in solving 

problems, happiness and it is a way to socialize, like Walker (2007) pointed out; the 

enjoyment that consumers can receive from the gambling is the biggest benefit. 

Moreover, it plays an important role in the economic development; generally, legal 

gambling may create employment, capital inflow, tax revenues for the government, 

and promoting development in other sectors (Reith, 2003; Walker, 2007). At the 

                                                 
1
 Betty Mathai. Registered nurse. Interview 25 of April 2014. 
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same time, gambling also brings many social problems. Generally, most people can 

handle their gambling but some gamblers may induce addiction which can lead to 

harmful effects for both themselves and society (Reith, 2003). The problems that of 

gamblers may encounter include serious debt and insolvency, family breakdown, 

crime, domestic violence, and even suicide (Reith). 

 

These negative effects of gambling are called problem gambling and defined by 

Ferris and Wynne (2001) as a behavior that creates negative consequences for the 

gambler, their social network or the community. The problem gambling is harmful 

because it can lead to huge and serious social costs (Shaffer, 1999). In Sweden, 

gambling addiction is seen as a public health problem and about two percent of the 

population (around 170 000 people) have this problem with their gambling, 

according to the Swedish Stödlinjen (2014). In Norway between one and two percent 

of the population have problem with their gambling, states Norsk Tipping (2014). 

According to Reith (2003), gambling affects not only the gamblers but also the 

society. 

 

1.2 Problem formulation 

Corporate Social Responsibility (CSR) is the promotion of sustainability (Isaksson et 

al, 2010) in companies and includes standards and guidelines for the business 

(Grafström and Widell, 2011). A problem with CSR is that the concept can have 

many definitions and be interpreted in several ways (Sahlin-Andersson, 2006). 

Handling gambling addiction, as a part of CSR, can thereby be performed in many 

ways and the lack of uniformity can cause that the gamblers’ health is affected 

differently because they choose to play in different gambling companies. According 

to Li et al. (2007) the CSR concept should include both legal and ethical concerns. 

Porter and Kramer (2011) suggest using Corporate Shared Value (CSV) instead of 

CSR, where business is included more in the societal work. It should build long-run 

strategies including both society and business, instead of short-term reputation 

building. 

 

Besides the concepts, handling addictions is essential in the development of today. It 

is, according to Alexius (2010), a balance act for a gambling company to offer games 

in a responsible way and at the same time make profit from it. When the 

responsibility is embedded into the business, it cannot only focus on the profit, states 

Alexius. Also McMillen (1996) stresses the difficulties is to balance social evil and 

social good, but it is something the gambling companies have to deal with. That is to 

control those who are on their way to addiction and at the same time not decrease the 

mediate gamblers possibilities too much. It is, according to McMillen (1996), 

important to influence the gambler to act in a more healthy and responsible way, 

which can be done through different strategies. Ballard (2005) suggests giving the 

gambler awareness of possibilities to protect themselves, and Blaszczynski et al. 
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(2011) think the education and encouragement are key factors to help gamblers. 

Therefore, there are a lot of measures and practices that gambling companies can use 

to handle addiction, while the problem is there is no unified framework about it.  

 

The use of “Responsible gambling” as a general concept with guidelines for 

decreasing harm of gambling (Lee et al, 2013) is often a part of the CSR in gambling 

companies in Sweden and Norway, for example Svenska Spel (2014), Norsk Tipping 

(2014) and Unibet (2014). The problem here is also the width of the Responsible 

Gambling concept, which contains different definitions and applications. One model, 

the Reno Model, suggests guidelines for Responsible Gambling including for 

example detection of customers gambling behavior which place them in a scale to 

decide the right way to help (Blaszczynski et al, 2004). 

 

Gambling companies in Sweden and Norway are highly valuing responsibility for 

customers in their businesses, if trusting their annual reports (Svenska Spel, 2013; 

Norsk Tipping, 2013; Unibet, 2013). This thesis studies gambling companies’ 

understandings and design about CSR, methods to handle addiction problems and 

how to be a responsible gambling company. What important factors are focused on 

and stressed? The question this thesis will research is: 

- Why and how do gambling companies differ in their methods of handling 

gambling addiction?   

 

In order to answer the research question, the thesis also found out how gambling 

companies could do to perform responsibility.   

 

1.3 Aim 

The aim of the thesis was to find out how gambling companies work to get a 

sustainable and socially responsible gambling business and from their differences to 

evaluate and analyze them according to our study and the theoretical framework. 

Why and how gambling companies differ in their methods of handling gambling 

addiction is something that involves a lot of research, but by focusing on different 

regions can a common framework of research be made. This contribution is giving 

one piece of the whole puzzle in the area and includes both private and state-owned 

companies in Sweden and Norway. We aimed to find out what the companies CSR-

policies are and their specific methods of dealing with addictions. In addition, we 

planned to see the relation between different CSR-policies and methods.  

Further we wanted to see how gambling companies in Sweden and Norway use their 

solutions of avoiding addictions and how it can be developed even further. 
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1.4 Limitations 

The thesis is focusing on the social aspect of sustainability, the problem with 

addiction in the gambling industry. It focus on gambling companies in Sweden and 

Norway, and the result can only be seen as why and how companies behave 

differently in this area and also why and how they help (and think they should help) 

customers to avoid addictions. The study can maybe be used as a part of a larger 

study.  
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2 Method 

This chapter of the thesis will describe our philosophical stance and approach, the 

research design, methods used for the study and how the analysis of the collected 

material was made. With base in how three gambling companies founded in Sweden 

or Norway work for a responsible gambling business, we have compared and studied 

their approaches used for the purpose of getting a sustainable gambling business. The 

theoretical research includes theories about CSR, Shared Value (Porter and Kramer, 

2011), addictions and Responsible Gambling (Blaszczynski et al, 2011).  

 

2.1 Philosophical stance and approach 

According to Saunders et al. (2012) is the methodological choice dependent on the 

person’s philosophical assumptions. We think that everybody looks upon the world 

in different ways and with different experiences. For this reason we must try to see 

the world from other people’s angels to get a broader understanding of problems. 

There are two sides of a coin. Saunders et al. state that to understand people’s 

intentions and motives, the researcher must look from the respondents’ point of view. 

In our research it was therefore important to interpret the respondents’ picture of the 

world to understand their view of a responsible and sustainable approach. The study's 

focus (on why and how gambling companies differ in the methods for helping people 

to avoid addictions) requires, in our opinion, individual and companies stand-points 

in comparison with a scientific background. 

 

We think it is difficult or even impossible to hold the study completely out of own 

values and agree therefore with the interpretive stance that, according to Saunders et 

al, we live in a complex world and cannot be value free. When you want to research 

something closer, in interviews for example, it is difficult to be separated from values 

because the interpretation is partly built upon earlier experience. To not lose valuable 

insights of this study, we think it is important to have an interpretive way of looking 

at it. We also think it is essential to use people’s thoughts and feelings, when dealing 

with social and human issues, as addictions, to get a broad understanding behind it. 

Saunders et al. point out that working with qualitative methods is about making sense 

of socially constructed meanings. One can argue about what is scientific and not, but 

we have all different value standpoints, which can be seen as go against science or it 

can be seen as an enrichment to collect opinions from people.  

 

The nature of reality, the ontology, is subjective in this study and we believe that the 

world is socially constructed. As Saunders et al. (2012) state, we think that 

organizations have differences and to see them, we have to come into the company. 

We want to, as Saunders et al. point out as the subjective view of it, find the 

individual opinions the representatives for the gambling companies have within their 
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responsibility work by interviewing them. What they think are essential in the 

prevention of people health, how far the companies help to customers entail and how 

to develop the responsible approach. The development is important because social 

phenomenon can always be changed in other directions, state Saunders et al. 

 

Our research was approached through abduction or a combination of approaches, 

where the development of data and theory were mixed (Saunders et al, 2012). We 

wanted to collect data that could make us explore the gambling industry and compare 

if there were any patterns of how the companies thought they could influence the 

gamblers to handle addiction. 

 

2.2 Research design 

We think it is important to understand gambling addiction and the reason behind 

exaggerated gambling to be able to see how gambling companies can work with 

creation of a sustainable business for themselves and the society. To understand the 

reasons and effects of addictions, we interviewed a registered nurse, Betty Mathai 

(see appendix 2), who contributed to our background discussion. Our research design 

was built to find the underlying reasons for addiction, which we think are based on 

emotions. We could see by looking into the companies what they were doing and 

what they could improve and what they already were doing well in the preservation 

of societal health.  

 

The study was based on case studies of three gambling companies: Svenska Spel, 

Norsk Tipping and Unibet. The reason for the choice of doing case studies was to get 

close to the companies. All the companies are founded in Sweden or Norway and the 

study can be seen as a sample of this region. The special case with Svenska Spel and 

Norsk Tipping is that they are state owned companies, while Unibet is a private 

company. By this we include voices from both the private and governmental sector. 

The three gambling companies all work with creation of responsible gambling in 

some way and they are using several methods to avoid that the individuals’ gambling 

becomes exaggerated. For example are voluntary self-tests, to see how close a person 

is to exaggerated gambling, available on their home-pages (2014). It is clear that the 

work for prevention of addictions is in progress, and it is necessary, as the health 

problems from gambling are increasing (McMillen, 1996). 

 

Case studies are preferable when the aim is to understand socially complex 

phenomena (Yin, 2007) and when the focus is on exploring the context (Saunders et 

al, 2012). It gives also a clear understanding of the processes within the company, 

state Saunders et al. The studied cases are social complex phenomena that deal with 

how the companies taking responsibility for the individuals that make them earn 

money and the society as a whole. The negative things that are said about the 

research method comes from the people with a positivist stance as, according to Yin 

(2007), mean that it is impossible to generalize from a single case and that the 
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external validity is lacking. According to Yin do qualitative researchers in opposite 

stress that it is possible to generalize from case studies and generate a piece to the 

whole puzzle of knowledge in the subject. 

 

To use multiple cases is preferable when predicting to get similar results from the 

cases (called literal replication) or that the picked companies are deliberately 

different (called theoretical replication) from each other, state Saunders et al (2012). 

The studies of the companies were carried out in two different ways, through 

qualitative method in the form of one face-to face interview and through two e-mail 

interviews. Using interviews is typical for the interpretive philosophy, according to 

Saunders et al. (2012). Qualitative research design can create trust between the 

respondents and us as investigators of the problem. The Subjective view suggests 

that, in order to really see what is happening, details are important to study. In our 

case, we therefore studied documents such as annual reports and other material from 

the case companies home-pages. We also tried to look on the companies from 

outside and see objectively on the cases. In this case it might not necessarily be 

possible to affect people enough to consider the business as sustainable, therefore we 

wanted to hear the respondents’ view of addictions and if they thought it was 

possible to stop people trapped in addiction from gambling. 

 

When investigating the different companies we used an exploratory study, as 

Saunders et al. (2012) enhances to gain closer insights in the problem. We wanted 

with our investigation get a broader understanding in the topic so it was possible to 

find insights in how gambling companies can handle addiction. The content of the 

study explain and analyze why companies’ methods of helping gamblers to control 

themselves from addiction are different and are therefore explanatory to the largest 

part.  

 

2.3 The methods used to collect the data 

The collected data in the theoretical part of the thesis were taken from books and 

scientific articles in the area of sustainability, responsible gambling, social 

responsibility, addictions and shared value. The data were collected from the 

available databases at the University of Uppsala, as ScienceDirect, Business Source 

Premier, and Sage Journals, but also Google Scholar. The data collection of the 

empirical part was mainly based on primary data. Interviews were made with 

employees working with responsible gambling in the three gambling companies. 

Further, analysis of earlier research, home-pages and annual reports were a part of 

the data collection. 

 

The unit of analysis was the company, but also to build an understanding of the 

gamblers. In case studies, are some data collection methods established, according to 

Buchanan and Bryman (2011), for example interviews. We thought interviews were 
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suitable for the reason to get a deeper understanding about the problem, which an 

interview conversation can give. Non-standardized interviews can, according to 

Saunders et al. (2012), be divided into face to face interviews, telephone interviews 

and internet-mediated (electronic) interviews. This study included one face-to face 

interview with Svenska Spel and two e-mail interviews, one with Unibet and one 

with Norsk Tipping. 

 

Interviews are, according to Buchanan and Bryman (2011), a relevant method for 

collecting data in case-studies. Also, to use interviews in case studies is preferable 

when the researcher want to come in depth within an area with a person that can feel 

comfortable in the situation, according to Buchanan and Bryman (2011). In this 

study, we made interviews with persons in such positions that work with 

responsibility questions in the game-supply in each company. This was for the reason 

to compare how it looked like in the different companies. The same questions were 

used (appendix 1) to see the differences and common opinions of the companies and 

the questions were quite open to get a broad view of the cases. The questions were 

listed by themes. A semi structural scheme was used, which according to Saunders et 

al. (2012) means that the questions are quite free and the interviewer can add 

questions during the interview, which was the case also in this research. In the case 

with the email interviews could we as researchers and the respondents send e-mail 

with adding questions to the other part if something was interesting or unclear. The 

interview respondents were: 

 

 Maris Bonello, Responsible Gaming Manager at Unibet. 

 Tanja Sveen, Adviser in Responsible Gambling at Norsk Tipping. 

 Monica Medvall, CSR- department of Svenska Spel. 

 

The interview with Svenska Spel was face to face, while the interviews with Unibet 

and Norsk Tipping were made through e-mail. This because of the availability and 

possibilities we had. When not doing the interviews face to face, we miss the 

opportunities to take part of body language, which have to be taken into account in 

the analysis of the results. E-mail interviews is an asynchronous type of interview, 

according to Saunders et al. (2012), that can be appropriate when the person is 

geographically located far away. By doing the interview by e-mail the answers were 

saved directly and no transcription was necessary but there was and are ethical issues 

to consider when doing e-mail interviews. For example, we cannot know by certainty 

who will answer our questions. By e-mailing the head-office we were further sent to 

the right person for this study in the company, namely a responsible in the area of 

Responsible gambling. The questions could unfortunately be sent forward by our 

respondents for someone else to answer (Saunders et al, 2012), without noting us, but 

we asked in the e-mail to only have this person's own answers. Our hope was that the 

questions were not answered by someone else, which we had to trust in this case. 
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For the e-mail interviews, first an e-mail was sent with a document including most of 

the questions we had for them. By doing this the respondent could give answers to us 

and we could add follow up questions that we wanted to ask and thereafter send more 

questions. This made that the data collection took longer time but the respondent 

could think through the answers and reflect on them more (Saunders et al, 2012). The 

face-to-face interview gave more control over the situation as Saunders et al. state as 

a benefit. The interview with the representative from Svenska Spel was recorded 

after agreement to make it easier to transcribe the interview. For all our respondents 

the questions were sent out a week before the interview, so they could read and 

prepare as they liked. 

 

Other data used was the three case companies’ annual reports, their home-pages and 

other documents and works relevant for the research. For example earlier studies and 

papers about the gambling business was secondary data used to be able to further 

analyze the cases, which Saunders et al. (2012) state is usual to get a broader insight. 

We also collected information in the area of addictions to get a view of the 

background to the behavior. We think it is necessary to know about the background 

of the behavior in order to contradict it and the behavior is also the base of the social 

problem of addiction to, for example, gambling.  

 

2.4 The analysis of the results 

The analysis of a case study should be planned carefully, according to Buchanan and 

Bryman (2011), because there is no specific rules of how to do it. The plan was to 

analyze the companies work in the field and if there can be any improvements to 

create a better cooperation between the society and business. 

 

The face-to-face interview were transcribed through that we wrote down everything 

said and picked out the parts we thought was most important. The transcribed 

material from the face-to-face interview and the processed data from the e-mail 

interviews were put together in the empirical part of the thesis to show the case-

companies work. We then categorized it after the respondents’ answers on each 

question, to get structure of the material (Saunders et al, 2012). The findings about 

CSR, addictions, influence, Responsible Gambling and Shared Value were then 

compared with the empirical findings to be able to create the analysis. With base in 

the analysis, conclusions could be found about why and how gambling companies in 

Sweden and Norway differ in helping customers to avoid gambling addictions and 

how gambling companies in general could act in this matter.  
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3 Customer protection at gambling companies 

In this chapter, the theoretical framework that is used in the analysis presented. The 

section starts with the concept Corporate Social Responsibility (CSR) and its relation 

to addiction problems. Thereafter follow a part with ways of handle addictions 

including the possibility to influence and affect people in their actions, discussions of 

change for a sustainable development and the Responsible gambling concept. Shared 

Value is thereafter introduced as a way of dealing with exaggerated gambling 

behaviors and to change or extend the CSR-concept. The section ends with a part 

about possible ways to handle commercials and marketing in the gambling sector, 

and a sum up part is presented to tie together the whole theory part.  

 

3.1 CSR and addiction 

Isaksson et al. (2010) state CSR as a company’s promotion of sustainability. When a 

company’s morality and self-interest are balanced, it can benefit both customers and 

the company. According to Grafström and Widell (2011) it is a current discussion in 

business media regarding if CSR should be forced or be voluntary as standards or 

guidelines. The problem is, according to Sahlin-Andersson (2006), the unclear CSR-

concept which can be seen in many ways, for example as a framework with demands 

for companies or as a trend in management. Since the business activities of a 

company always has a significant impact and power of society, CSR as a field of 

study, in last five decades until today, attracted a lot of research and experiments 

(Zheng, 2006). 

To show a company’s compliance of CSR, Li et al (2007) created a “Hierarchical 

model of corporate social responsibility”. The model says that CSR contains both 

high mandatory responsibility like economic or legal responsibility, and further 

includes weaker mandatory responsibility like ethical and philanthropic 

responsibilities. According to the gradually reduced degree of fulfilment of social 

responsibility, the model by Li et al. includes: 

 

1.  Legal responsibility; which is the basic legal requirements and obligations 

companies have to follow (it is mandatory). 

 

2. Primary corporate social responsibility; which includes the responsibility to 

shareholders, management and staff as well as other internal stakeholders, 

like pursuing economic profit. It is the cornerstone of the normal operation of 

the enterprise. 

 

 



 

 11 

3. Intermediate corporate social responsibility; including the interests of 

consumers, suppliers, communities, government departments and other 

outside stakeholders, like caring about the customers. These responsibilities 

are the basis for sustainable development of enterprises, and still mandatory 

to some degree. Companies need to fulfill these obligations for their external 

stakeholders to obtain greater profits and good social relations. 

 

4. Senior social responsibility; includes two forms: strategic responsibility and 

moral responsibility. Strategic corporate responsibility can help companies 

receive potential value, such as long-term strategic economic value or good 

reputation. Moral responsibility means the companies will not directly or 

indirectly acquire economic returns by acting; it is pure contribution to the 

society, such as charitable contributions. (Li et al, 2007) 

It is noteworthy that (taking into account the industries which may cause consumers 

addiction) guiding consumers to treatment and prevention of addictive problem is an 

important part of CSR. Therefore, Chen (2011) states that enterprises need to have 

methods to handle the addiction of consumers, to form loyal customers who are 

rational rather than addictive. However, as mentioned above, due to the lack of a 

uniform standard and definition of CSR, different companies may have different 

understandings of how to handle addiction and the importance of the issue as a part 

of the CSR. The differences will directly affect their relevant preventive measures 

and the implementation of them.  

 

3.2 Corporate Shared Value (CSV) 

A problem gambling companies often face in their work for a responsible gambling 

business is to make profit at the same time as being socially responsible for people’s 

health. Porter and Kramer (2011) have introduced the concept of Shared Value, 

which is a strategy or policy that includes creating economic value in such way that 

also societal value is created. Porter and Kramer claim that societal issues are not in 

the core of business today, just in the periphery and suggest that society and business 

should be brought together more. Companies today see too narrowly on value 

creation, look in a short- term manner and miss important customer needs. According 

to Porter and Kramer, the solution is to use Shared Value.  

3.2.1  The balance between value and harm 

To create both societal and economic values, companies need to identify their 

challenges and needs (Porter and Kramer, 2011). Shared Value focuses, according to 

Porter and Kramer, on the connection between societal and economic progress and to 

create Shared Value, the focus is on both identifying and expand this connection. The 

way of pointing out the direction for progress is to use value principles, where the 

value is equal to benefits divided with the cost (Value = Benefits / Cost).  
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Blaszczynski et al. (2011) similarly advocate a balance between benefits with 

gambling (economic and social for example) and the individual and societal cost it 

creates to achieve a responsible gambling business. Isaksson et al. (2010) use value 

per harm as a measurement for sustainability and suggest it for all parts of triple 

bottom line (economic, social and environmental). Instead of focusing on profit 

maximization all actions made can be considered from a sustainable perspective, 

according to Isaksson et al. (2010), where potential harm and value for the 

stakeholder are considered (Sustainability = Sum of stakeholder harm / Sum of 

stakeholder harm).  

 

Harm and weaknesses in the social aspects of business will, according to Porter and 

Kramer (2011), create internal costs. Shared Value is not about sharing already 

created value; it is about increasing both economic and social value. It can be done 

with, for example, new technologies (Porter and Kramer). Responsible gambling 

introduces policies and guidelines but also certain tools (with the technology) aimed 

to help gamblers to avoid exaggerated gambling (Blaszczynski et al, 2004). Shared 

Value increases companies’ competitiveness, but also raises awareness for societal 

and economic issues in the market where the companies act (Porter and Kramer, 

2011). Song et al. (2011) enhance the necessity for companies to decrease negative 

effects of gambling to consider themselves as sustainable and competitive in the 

market.  

 

3.2.2 Three ways to create Shared Value 

Companies can, according to Porter and Kramer (2011), create Shared Value in three 

ways, namely by: 

 Reconciling products and markets 

 Redefining productivity in the value chain or 

 Building supportive industry clusters at the company’s locations. 

 

By reconciling products and markets, innovations and Shared Value can be created, 

state Porter and Kramer (2011). Companies must ask themselves if the product is 

good for the customer or not, with focus on quality and special functions. 

Responsibility in the game-supply is enhanced by Blaszczynski et al. (2004). The 

increased gambling created by new technology must be confronted with protection 

innovations (Blaszczynski et al.). Societal needs, benefits and harm must therefore be 

identified by companies to create shared value and gain both society and business. 

 

Porter and Kramer (2011) suggest redefining the term productivity is as a way to 

create Shared Value. The external effects do affect the internal costs. When 

companies think of societal issues from a shared value perspective and invent new 

and different ways of operate to address them, added value (synergy) can be 

increased. By this way of creating shared value, there is a larger possibility to create 

increased productivity benefits in areas of health and safety, state Porter and Kramer. 
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Porter and Kramer (2011) propose that companies, even if they compete in one 

sense, should also cooperate in society questions to find ways for improvements and 

innovations. Clusters are concentrations of companies that help each other to 

improve the productivity and get success, state Porter and Kramer (2011). The 

clusters are very important in regional economies because they drive the 

competitiveness, and create productivity and innovations. Companies can by 

cooperation in important concerns (as social health issues) increase the value for both 

society and business.  

 

3.2.3 Critique towards CSR 

Porter and Kramer (2011) criticize the CSR-concept and suggest CSV as a better 

alternative. CSR are, according to Porter and Kramer, too focused on how to create 

reputation in a short-termed manner instead of including business more and create a 

long-run strategy for both society and business. Szmigin and Rutherford (2013) 

further state that CSR have an unclear definition and people cannot know the 

company’s standpoints. Different companies have different definitions of the concept 

which make it complex to compare them for example. Also Grafström and Windell 

(2011) state that CSR have many different definitions and the attempts to clarify it 

has failed. Szmigin and Rutherford (2013) state companies lose their actual task in 

society by focusing on short-term reputation, when the focus should be on creating 

sustainable long-term solutions. CSR and Sustainability should, according to 

Isaksson et al. (2010) have global ethical standards, so cultures and systems can be 

linked together and everyone knows the meaning of it. 

 

One option, according to Bartley (2007), would be to certificate the products because 

companies then have to meet requirements and cannot only aim for a good reputation 

without reaching the goals. Only participating companies increase their reputation.  

 

3.3 Ways of handle addictions 

While companies have treatment of addictions as a part of the CSR-work, there can 

be several ways of handle addiction problems. The leverage point’s theory 

(Meadows, 1999) and change for sustainable development (Ballard, 2005), is 

presented below. In addition Responsible gambling (for example Blaszczynski et al, 

2011) is another method to achieve a sustainable gambling business. 

 

3.3.1 “Leverage points” theory – to influence the customers 

Even though an addictive behavior historically have been difficult to change (Angres 

and Bettinardi-Angres, 2008), numerous studies about getting rid of addiction have 

accumulated a wealth of experience in the prevention and recovery for addiction. The 
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"leverage points" theory (Meadows, 1999) points out three key influential points are 

useful to overcome addiction: 

1. Perception: Help addicted people to aware the problem, see hazards, and 

recognize the need for change (McCallum, 1995). 

2. Choice: People’s choice is voluntary and strongly influenced by reward. 

People often have resistance for making changes; therefore motivation for 

making change is important (Miller, 2013). 

3. Commitment: to maintain correct results in a long term, addicted people need 

support systems and positive feedback (Angres and Bettinardi-Angres, 2008). 

 

As can be seen, companies which may create addiction problems need to remind 

consumers to have profound understanding of the potential dangers, and mobilize 

them as much as possible to act in a healthy way. Companies may also encourage 

customers who already have problems to actively seek solutions and provide support 

systems to ensure that consumers can get complete help. 

 

3.3.2 Change for sustainable development  

A more extensive view from Ballard (2005) has a similar perspective. Ballard points 

out that; in order to change an unsustainable behavior (like addictions) three 

conditions are needed: 

1. Awareness of the problems, including: 

 Awareness of the agenda, which means basic knowledge of the problem, for 

instance, people are aware that addiction may appear. 

 Awareness of scale, urgency and relevance, which indicates how urgent or 

dangerous the problems are, like the risk of addiction. 

 Awareness of the structure of the issues, which means to understand how the 

problem will develop and the relevant potential issues such as knowing 

different levels of addictive problems. 

2. Agency: To prevent problems which are occurring, meaningful ways to 

respond are also needed. In order to act for change, the possible solution 

should be provided. 

3. Association: cooperation with other stakeholders who are like-minded to 

obtain broader support. (Ballard, 2005) 

 

3.3.3 Responsible Gambling 

For enterprises engaged in gambling, “responsible” is a vocabulary commonly used 

in their promotions. Except general ways of handle addictions, gambling addiction 

can be treated with guidelines covered in the concept “Responsible gambling”. 

 

In response to the incidence of problem gambling, which is harmful and increasing 

fast, applying "Responsible gambling" is a viable option, state Abbott et al. (2004). 

The concept can be used to minimize negative effects of problem gambling 
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(Blaszczynski et al, 2011) or even as a strategy to create societal benefits and 

minimize consumer harm at the same time (Lee et al, 2013). The strategy has, 

according to Blaszczynski et al. (2011), the goal to receive a balance between 

economic, social and other benefits with gambling on the one hand, and the 

individual and social cost it creates on the other. Song et al. (2011) enhance that 

Responsible Gambling is an important concept, because it affects the desire and 

intention of gambling companies to behave in a more preferable way. Nowadays, 

Responsible gambling is usual and often a part of gambling companies CSR-

approach, as can be seen in their homepages (for example Svenska Spel, Norsk 

Tipping and Unibet, 2014). 

 

3.3.3.1 Methods to reduce exaggerated gambling  

Gambling is a public health issue with a large amount of social costs, according to 

Ladouceur et al (1994). Expanded accessibility, availability and acceptance are 

reasons for the increased harm of gambling, state Blaszczynski et al. (2004). To 

reduce the harm in society, Blaszczynski et al. suggest cooperation between 

stakeholders (as companies in the industry, governments, consumers, NGOs and 

other providers of welfare). The long-term goal for companies is the reduction of 

addictive gambling, but the difficulty is to, at the same time, not affect non-

exaggerated gamblers negatively. Companies and governments have to combine 

economic and social good to meet the needs for themselves and society, according to 

Blaszczynski et al. Different wants and goals of stakeholders in their business make 

them see the concept Responsible gambling from different point of views. In order to 

form the cooperation, Blaszczynski et al. enhance a common view and definitions of 

the concepts. All stakeholders can then relate to them in approximately the same 

manner. Blaszczynski et al. advocate especially cooperation’s between key 

stakeholders and declare that they should: 

 Be a part of the reduction of present negative effects of gambling. 

 Cooperate and share information and evaluations to reduce the harm. 

 Set up a common long- and short-term plan for the actions. 

 Develop through take part of research made in the area that can be used for 

guidance. 

 Monitor the plan and evaluate. 

 

Blaszczynski et al. (2011) suggest that companies’ responsible gambling should 

educate customer in especially risky games, encourage them to play within 

reasonable limits, limit the direct marketing for minors and warn gamblers that show 

indications of excessive gambling. Blaszczynski et al (2004) state in addition that 

marketing commercials in general should not overemphasize the possibility to win. 

The company may have guidelines for the prevention of excessive gambling and 

educate the employees (Blaszczynski et al, 2011; Blaszczynski et al, 2004). 
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According to Blaszczynski et al. (2004), problems with Responsible gambling are 

including: 

 Companies, governments and other organizations have different strategies 

and the definition of Responsible gambling are diffuse. Personal beliefs 

govern therefore a lot. 

 Who have the responsibility in different situations? The government, 

companies or consumers? 

 It can be seen as unfavorable for a company in a reputational way to 

encourage research because the risk of decreasing profit, but Blaszczynski et 

al. stress the importance of research is to be able to guide and create policies 

for people’s health and should therefore be prioritized.  

 The background of the gambler is often unsure. To be proactive, develop and 

direct the consumer in need of help is therefore difficult. 

 

These points have to be managed, according to Blaszczynski et al. (2004), to get 

effectiveness in the strategy. A common view and dialogue between stakeholders, 

that can exchange thoughts is therefore essential. In order to promote their 

responsible gambling strategies, companies have to persuade people to adapt to 

strategies and innovations that can help them, suggest Isaksson et al (2010). 

 

3.3.3.2 A model for Responsible gambling  

Most of the gamblers are responsible, but according to Blaszczynski et al. (2004), 

responsible gambling should target every gambler in a risk scale. The Reno model by 

Blaszczynski et al. suggest four levels (low risk, medium risk, high risk and 

gambling related harm) to locate the gambling behavior and avoid the risk of being 

harmed from games. By measuring the amount of gambling, the individuals can be 

placed into the scale, and players who are approaching harmful gambling, can be 

detected (see figure 1). The medium and high risk gamblers play regularly and at 

certain times a bit more, which make a higher risk for them to induce addiction. 

Gambling related harm are defined by Blaszczynski et al. as a gambler losing control 

and cannot handle the economy or see how much time spent on the games. As can be 

seen in figure 1, the low and moderate risk gambling should be handled with 

education and prevention strategies from the companies, while gamblers who are 

approaching problem gambling need treatment. In focus for responsible gambling is 

the high risk gamblers, but research about each subgroup is needed to, in every step, 

be able to do something for the gambler, according to Blaszczynski et al.  
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Figure 1: Own figure of the Reno Model, adapted from Blaszczynski et al. (2004). A 

risk-scale with four levels is suggested and the way of handle the gamblers addiction 

is shown below the scale. 

 

Companies have the responsibility to make guidelines for overall risk, inform and 

monitor the customers, suggest Blaszczynski et al. (2004), but it must be the 

individual choice to gamble or not. The individual choice is important, state 

Blaszczynski et al, because opposite effects can appear when a person is forced to 

something and the problem increase instead. Important to know is that informed and 

aware customers not immediately change behavior.  

3.4 Commercials and marketing 

Blaszczynski et al. (2004) highlight the importance of commercials and marketing 

for handling gambling addiction. Information about Responsible gambling could 

preferably be spread, but the positive picture that commercials give should, 

according to Blaszczynski et al, be decreased. Especially vulnerable for the positive 

commercials are young people and minors. According to Thrasher et al. (2011), 

college students often have an age where risks and negative effects of gambling are 

ignored, and the youths are easily affected. The youths therefore also more easily 

develop a problem gambling behavior. According to Lemarié and Chebat (2013), it is 

unsustainable to encourage gambling as something harmless, exciting and fun. 

Graglia (2008) takes the discussion even further and suggest that gambling should be 

marketed in a negative way and suggest educating people that gambling is harmful. 

As cigarettes have labels with "smoking kills" gambling products and commercials 

could have similar methods to discourage gamblers to exaggerate their gambling, 

state Lemarié and Chebat (2013). Also Platt (1975) discusses warning-labels on 

cigarette-packages as an example of the possibilities to avoid social traps. By 

changing the delay of awareness about the consequences, long-range consequences 

could be seen immediately instead. 

3.5 Summary of the models 

Because of different gambling measures and diverse understanding of CSR, the 

companies will act differently in helping customers’ prevention and treatment of 

addiction. To solve the problem, Li et al. (2007) suggest a hierarchical model to 

place companies in different levels of CSR, based on how they perform. 
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Shared Value theory, which is different from the traditional CSR theory, will provide 

a development concept for Responsible gambling strategies in different gambling 

companies. CSV can be seen as a development of CSR, or an added level to Li et al. 

(2007) model. The placement of a company in a level can help them see how to 

develop their responsibility towards customers (see figure 2 below).  

 

 

 
Figure 2: Own extended model of Li et al. (2007), here developed with the concept of 

CSV (Porter and Kramer, 2011). 

 

Regarding how to handle addiction, the leverage points model (Meadows, 1999) and 

the model of change for sustainable development (Ballard, 2005) has same direction 

and similar discussions. For instance, both mention rising awareness as the first step 

that companies need to do to change addictive consumers’ behavior. Miller (2013) 

emphasizes that companies should motivate consumers to take own initiatives to 

leave the dangerous addiction. Both the third steps of the two models are designed to 

better serve change and prevention of addictions. It is important to have a long term, 

sustainable and systematic way to deal with the problem by using positive feedback, 

a chance to commit and cooperation’s. Angres and Bettinardi-Angres (2008) broadly 

refer to the need for support systems in different forms, and Ballard (2005) mentions 

the way of association which is linked to the theory of Shared Value (Porter and 

Kramer, 2011). By combining the models with existing Responsible Gambling 

theory (for example Blaszczynski et al, 2011), a framework of what gambling 

companies can do to help customers to prevent and treat addictions can be presented. 

 

Firstly, remind and educate consumers of the existence of the addiction problem, its 

harmful consequences and how to solve the problems. Secondly, encourage 

customers play with limitations is important. Thirdly, the gambling companies may 

have support systems in order to maintain the good results, and forming association 

with different agencies or stakeholders is also necessary. Fourth, companies need to 

implement its obligations in the corresponding advertising and marketing strategies. 
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A more detailed guideline are provided by the concept of Responsible gambling, 

indicating that gambling companies, in order to perform their social responsibility, 

need to remind and educate customers. Encourage self-discipline, setting limitations, 

limit the publicity and remind about the hazards of excessive gambling is important. 

Moreover, the Reno model with its risk levels can be used to see how the gambling 

of customers develops. One way to act responsibly is to use sparse of commercials 

and marketing and preferably not designing it too positively.  
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4 Gambling protection in Swedish and Norwegian 

companies 

This part of the thesis contains the empirical findings of three case companies’ CSR 

policies and how to help customers from becoming addicted to gambling. The first 

section is an introduction of the case-companies, which are Svenska Spel, Norsk 

Tipping and Unibet. Thereafter we present the findings from our interviews and the 

case companies’ annual reports and homepages to depict their respective attitudes 

about dealing with addiction issues and specific measures about it. Last in the 

section, we give a summary of the research.  

 

4.1 Introduction of the case-companies 

In this section follow a short introduction to each case company, including general 

information about them and their background.  

4.1.1 Svenska Spel 

Svenska Spel is a governmentally owned gambling company with headquarter 

located in Sweden. They contain around 48% net share of the Swedish gambling 

market. It was founded in 1997 by the merge of two state-owned companies, 

Penninglotteriet and Tipstjänst. In 2013, Svenska Spel had around 2200 employees in 

total (Svenska Spel homepage, 2013). The company provides licensed gambling, 

lotteries and other services. Svenska Spel conducts their gambling business through 

around 6700 agents, 2000 restaurants, some pubs and bingo halls, and internet 

(Svenska Spel). They have a mission from the state to provide games responsibly and 

care for people health. The company’s vision is that gambling should be a joy for 

everyone (Svenska Spel) and "Play moderate" are catchwords for numerous of 

actions for responsibility Svenska Spel has (Alexius, 2010). 

4.1.2 Norsk Tipping 

Norsk Tipping is a governmentally owned gambling company with headquarter 

located in Hammar in Norway. The company provides lotteries, sport- and instant 

games in the Norwegian market. Norsk Tipping is major managed by Norwegian 

Ministry of Culture and Church Affairs. The company was founded in 1948, and at 

beginning, they only provided football pools as their product. In 1993, Norsk Tipping 

became fully owned by the state and since 2001, Norsk Tipping have provided online 

gambling. Today most of their games are available for playing by mobile phones. 

(Norsk Tipping homepage, 2014) 

 

Norsk Tipping want to create value for the customers, employees, and owners at the 

same time (Norsk Tipping homepage, 2014). The company has a slogan that says 

(Norsk Tipping annual report, 2011:1): "Excitement, entertainment and a reason to 
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dream" and the European lotteries responsible gaming standards have certified Norsk 

Tipping as a responsible gaming provider. Norsk Tipping use a model that have 

"three legs", namely to have attractive games, that the profit from the games go to 

good causes and that the games are responsible. They state that without the leg of 

responsible gambling will the stand fall down (Norsk Tipping, 2013).  

4.1.3 Unibet 

Unibet is a privately owned, publicly listed, company founded by Swedes in 1997. 

The company’s headquarter is located at the island of Malta. They have nine million 

customers in more than 100 countries and over 900 employees; therefore, Unibet is 

one of the largest online gambling operators. Their businesses are mainly focused on 

online gambling, like online casino, online poker and online bingo. Unibet Group 

includes three sub-brands which are Unibet, Maria (online bingo and casino) and 

Kambi (sportsbook operator). Their market includes the Nordic region, the 

Netherlands and Belgium (Unibet homepage, 2014). 

 
Unibet announces that CSR is very important for them (Unibet, 2013). Their slogan 

is "By players, for players" and they state that the player safety is in the culture of the 

business and have a key role in their work. Customers are, according to Unibet, put 

in centre and they stress that each individual is important to protect. Unibet also 

enhances the fact that every person is different and should be treated in accordance to 

that. To work proactively is their main focus in order to be prepared to help problem 

gamblers. They have certain groups that are specially educated in finding problem 

gamblers and they have mandatory training for employees. (Unibet annual report, 

2013)  

 

 

Svenska Spel Norsk Tipping Unibet 

Country of 

head-quarter 

Sweden 

 

Norway Malta 

 

Governance State owned State owned 

 

Private 

 

Slogan “Gambling should 

be a joy for every-

one” 

“Excitement, en-

joyment and a rea-

son to dream” 

“By players, for 

players” 

 

Table 1: The table shows a small overview over the three case-companies. Source: 

Annual reports from Svenska Spel (2013), Norsk Tipping (2013) and Unibet (2013). 
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4.2 CSR policies for different case companies 

All of these three case companies announce that they care about social responsibility 

and work with sustainability to come closer to a long-term responsible gambling 

business. This part is going to explore their attitudes, awareness and interpretation 

about sustainability and CSR-policies.  

 

4.2.1 Svenska spel must work for safe gamblers 

Monica Medvall (2014)
2
 at Svenska Spel enhances that to come to the destination 

which is sustainability, they use sustainable development. Sustainable development 

is about finding the balance in decision-making, where social and economic needs 

can be achieved within environmental limits. Svenska Spel aims to balance their 

social responsibility and profit, which is the core idea of their sustainability- work, 

according to Medvall (2014). 

 

According to the annual report of Svenska Spel (2013), the company provides 

sustainability initiatives, with the key areas to deal with for achieving sustainability. 

The initiatives reflect the content Svenska Spel should care about, and through the 

initiatives we can understand their social responsibility. Svenska Spel’s sustainability 

initiatives include two areas, which are (Medvall, 2014; Svenska Spel, 2013:22): 

 

 Primary areas: 

It includes business ethics and responsible gambling. Business ethics mean that 

Svenska Spel is going to avoid unethical or illegal activities. Responsible gambling 

contains different responsibility measures. The primary areas are focused on caring 

customers. 

 

 Secondary areas: 

This part includes both protecting the environment, different affairs of workers and 

anti-corruption. 

 

Based on the annual report of Svenska Spel (2013), responsible gambling and 

business ethics are the most important area of work for Svenska Spel, which 

expressed by Medvall (interview, 2014) is the result of their stakeholder analysis and 

ongoing dialogues.  

 

                                                 
2
 Monica Medvall, Acting director CSR-department Svenska Spel. Interview 14 of April 2014. 
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4.2.2 Norsk Tipping think sustainability is about balance 

Tanja Sveen (2014)
3
 from Norsk Tipping states that their sustainability is about 

balance in different ways, for example balance between short- and long term effects 

of the business and balance between stakeholders. Sveen also states that, for Norsk 

Tipping, the balance is about generating profit to good causes and avoiding the 

negative effects gambling can cause. Sveen (2014) declare sustainability also as 

avoiding exploitation of resources that means depletion further ahead. A company 

can, according to Sveen, make money and be responsible at the same time, but it has 

a certain cost to be a truly responsible gambling company. A gambling company has 

to choose preventions over money sometimes, as with games that have the highest 

risk (online casino-games and Video Lottery Terminals). Sveen states that the 

combination is about balancing goals and interests.  

 

Norsk Tipping's CSR emphasizes high security and must, in full compliance, follow 

the law and required regulations. The content requires that all employees are familiar 

with security instructions for handling defaults, crisis management and internal 

control (Norsk Tipping annual report, 2014). While in addition, Sveen (interview, 

2014) also enhances that CSR also is about doing more than what is required by laws 

and regulations. For instance, Norsk Tipping does a lot of sponsorship, for example 

environmental action sponsorships. Moreover, in their core value, Norsk Tipping 

states that they are customer-oriented create entertainment and joy through attractive 

games, and with limits make customers affected as little as possible (Norsk Tipping 

annual report, 2014). 

 

Sveen (2014) at Norsk Tipping thinks that society, gambling companies and 

customers all have a responsibility to make a sound gambling market. The society 

has, according to Sveen, the responsibility to regulate the market, and companies 

have a further responsibility, not only to follow the regulations implemented by 

society, but also to independently perform an ethical business. Customers have the 

responsibility to collect information and play within limits that they can afford 

(Sveen). Because of the shared responsibility, Norsk Tipping use dialogue a lot in 

their promotion of CSR. They have a broad dialogue with, for example, stakeholders 

as employees and recipients of the company’s profit (sports, arts and humanitarian 

organizations) (Sveen, interview 2014).  

4.2.3 Unibets profit comes with responsibility  

Maris Bonello (2014)
4
, the responsible gambling manager at Unibet, suggests 

sustainability as a company approach used for long-term prospects for the present 

and the future. Bonello thinks that it is possible to make money and be responsible at 

                                                 
3
 Tanja Sveen, Advisor Responsible Gambling at Norsk Tipping. E-mail interview, answers received 

24 of April 2014. 

 
4
 Maris Bonello, Responsible Gambling manager at Unibet. E-mail interview, answers received 25 of 

April 2014. 
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the same time, because the company will make more money if they take 

responsibility for people’s health. By helping the customer to regulate the gambling 

the company maintains a customer relationship that last longer, suggests Bonello. 

Education of the customers helps the company to retain them, and by putting them in 

center also gives a better service. 

Unibet's CSR policy consists of three parts: Fair play, playing in our environment 

and playing in our communities (Unibet homepage, 2014). Fair play includes 

responsible gambling and promotion of sustainable regulation to protect the players. 

Unibet provide, according to their homepage (2014), customers with a safe and 

secure environment to protect them from crime and addiction, while at the same time 

promoting sustainable regulations. “Playing in our environment” means Unibet cares 

environmental issues like reducing the carbon dioxides. “Playing in our 

communities”, refers that Unibet protects the rights and the working environment of 

their employees.  

 

4.3 Methods for handling addiction 

Responsible gambling in the gambling companies includes many parts and below 

follow some methods our respondents stressed in their responsibility work.  

 

4.3.1 Reminding gamblers about the dangers 

All of the case companies have measures on reminding customers about addiction 

and solutions for the problem. Basically, they give two kinds of information to 

customers: The degree of risk to get addiction and the possible solutions.  

4.3.1.1 Svenska spel aware the gambler through information and a detection 

tool 

 

Information is the basic way of educate gamblers that approaching addictions, states 

Medvall (interview, 2014). Svenska Spel tells the gambler about the risk of gambling 

and how to be aware of the risky behavior through information pages and brochures. 

Medvall stresses that they not only share information with customers but also 

provide their responsible gambling tools to them. Svenska Spel stresses the players’ 

own responsibility and to respect the freedom for the individual to decide for 

themselves how much they want to gamble, according to Medvall. 

 

In addition, Svenska Spel also use a tool that observe a players gambling, called 

"Playscan". It has the function that it will warn gamblers when their gambling is 

starting to be exaggerated with help from traffic lights (Svenska Spel annual report, 

2013). Medvall (interview, 2014) describe Playscan as a way to take the temperature 

of the gambling. The tool is personal and traces the unique gambling behavior every 
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gambler had the past year, based on the gamblers self-test, money spending etcetera 

(Medvall, 2014; Sveen, 2014). The behavior is then analyzed by the system and the 

gambler can see whether he or she is a green, yellow or red gambler (Medvall, 2014; 

Sveen, 2014). Green light indicates that there is no risk with the gambling, yellow 

light indicates that the gambler is on the way to create a problem gambling habit and 

a red light means that the addiction is close. Medvall stresses that Playscan not only 

show where the gambler is at present time, but also make a forecasts for the future 

based on current gambling patterns. Based on the forecast, Playscan can give 

suggestions of the necessity to change the gambling behavior (Svenska Spel annual 

report, 2013).  

 

Playscan AB, selling Playscan software and deliver a solution in the field of 

responsible gambling and CSR towards the global gambling market, is an 

independent subsidiary of Svenska Spel. Svenska Spel by Playscan not only provides 

a tool for gamblers to achieve responsible gambling, but also creates a new business 

to provide this service to other gambling operators. In the autumn 2014, Svenska 

Spel will lounge a new project called “The new Responsibility”. The project 

introduces new features in the Responsible gambling area, such as “pop-ups” in the 

Playscan system. The pop-ups will tell, if the player has become red (have gambling 

problems), that he or she plays too much and ask if they want Svenska Spel to call 

them. The customer then have a decision to say yes or no, because it can be a 

situation when the gambler not are in a condition to take the call, states Medvall 

(interview, 2014). Svenska Spel have further introduced mandatory registration of all 

games, except gaming inside of Casino Cosmopol and physical lottery tickets 

(Medvall, 2014).When the player is registered, the company have the person’s 

phone- number. The new responsibility, also includes that the gambler will be able to 

see their balance sheet that shows how much the gambler has lost, but also how 

much he or she has won. By seeing the balance, the customers become more aware 

of their behavior, state Medvall. Researchers also enhance the importance to see how 

much net-loss the gambler got (Medvall).  

 

4.3.1.2 Norsk Tipping also use Playscan 

Sveen (interview, 2014) thinks that information and guidance about the possible 

preventive actions for the gambler is the most suitable. Norsk Tipping (2014) say 

that the company provide information to the players about their games and what they 

can lead to in a health perspective, and afterwards they let gamblers make an own 

choice of the amount of gambling. Both Medvall (2014) at Svenska Spel and Sveen 

(2014) at Norsk Tipping mention the importance of informed choices, which means 

that the player easily can access information about the games and what the games 

can lead to in a health perspective. Similarly as Svenska Spel, Norsk Tipping (2014) 

emphasizes that the company does not decide for their customers. Sveen (2014) 

stresses Norsk Tipping believes that it is of essence that the responsibility lies with 
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the individual; customers take responsibility for their own actions, but she also 

worried that it is possible that the problems with addictive gamblers that might not be 

able to choose rationally for themselves. 

 

Norsk Tipping did not develop their own tool to remind their customers about the 

degree of the risk for their playing, as Svenska Spel did. Instead, they are one of the 

customers of Playscan AB and directly use Playscan from Svenska Spel (Norsk 

Tipping, 2014). Sveen (2014) stresses by using the tool as Playscan, Norsk Tipping 

gets feedback about if individual players are in the risk-zone or not, and also, they 

receive feedback about whether the whole population using Playscan are in the risk-

zone or not. Sveen state that they thereby can, on a weekly basis, get statistics of the 

number of green, yellow and red players.  

 

4.3.1.3 Unibet have developed an own detection system 

Unibet help players from becoming addicted by encourage them to close the account 

and give information of how to seek help, but the gambler need to tell about the 

gambling problems, state Bonello (interview, 2014). Bonello thinks that the timing of 

sending out information is important together with which kind of information the 

customer receive. The most suitable information, according to Bonello, is related to 

the customer, friendly and easy to understand. By education can the gamblers be 

influenced, but it takes a large effort from the companies including both dedication 

and passion, states Bonello.  

 

Unibet uses Player Safety Early Detection System (PS-EDS) to identify risk players. 

It is an own created system that divide the players into low-risk, medium-risk and at 

risk gambling. Further is the status of the gambler divided in four parts: social, 

regular, problem, pathological/addictive. Normally, a gambling player should be in 

the social and regular side of the spectra (Unibet homepage, 2014). The PS-EDS are 

not a voluntary option, but rather are all gamblers monitored in the system, according 

to the respondent of Unibet. The system can see small changes in behavior, state the 

respondent of Unibet. The customers that are detected as having an exaggerated 

gambling will be observed by humans in a responsible gaming team. There is no 

automatically a message sent by a computer to the customer. Each customer will be 

scrutinized (gender, age and nationality) and the customers preferable 

communication channel are used to take contact with him or her. In some cases are 

the customer also contacted through phone, when the situation deemed necessary. 

People with training in these kinds of phone-calls take the calls and have sessions 

with responsible gambling managers about the responsible gambling to make the 

answers for the customers as motivational and good as possible. It is important that 

the phone-calls are filled with empathy and motivational talk, state Bonello 

(interview, 2014).  
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4.3.2 Other responsible gambling methods  

For Svenska Spel, their responsible gambling contains a concept called "Play 

moderate", which are catchwords for numerous of responsibility actions that Svenska 

Spel has (Alexius, 2010). To play moderately is when the player play as much and as 

long as he or she had originally intended to do, states Medvall (interview, 2014). It 

includes (Svenska Spel, 2014): 

 Self-tests about gambling-habits and risk behavior.   

 Self-limitation through weekly budgets where only a maximum limit of 

money can be spent. 

 Self-exclusion and taking breaks which makes it impossible to gamble.   

 A game-card with several functions. In direct gambling over the net can 

gamblers on their "own pages" get an overview of their gambling. People that 

have set an own limit can see how much they have left. The CSR acting 

director at Svenska Spel, Medvall (2014), states that Svenska Spel in the 

autumn 2014 will develop the “own pages” and introduce a balance account 

for the gambler, to see the net-loss of their gambling. 

 

Svenska Spel has introduced mandatory registration of all games, except gaming 

inside of Casino Cosmopol and physical lottery tickets (Medvall, 2014). The 

registration means that the company can see the gamblers habits and make warnings 

if the gambling becomes exaggerated (Svenska Spel annual report, 2013). If the 

customer registers, Svenska Spel have the possibility to avoid market products to a 

person with a red light for example (Svenska Spel). 

 

According to Sveen (interview, 2014) at Norsk Tipping, the company is using the 

concept “Spillevett” as a design that should make it natural for the customer to think 

through the gambling habits and to use the different tools for control and oversight. 

The concept includes self-test, self-limitations, self-exclusions, information about 

addictions and how to seek help (Norsk Tipping homepage, 2014). Norsk Tipping 

have a compulsory player card on their traditional games, to see for example that the 

customer is over 18 years old when they gamble. Their system for limitations make 

the customer able to limit the gambling for days, weeks, months or even years so 

they not can gamble for more than a certain sum of money (Norsk Tipping, 2014). 

Sveen states that they also have maximum limits of money allowed to gamble for in 

some games.  

 

Unibet has started an own concept within the company also, called 

"Moneytainment", which aims to connect long-term value for shareholders, an 

entertaining experience and safety for the players (Unibet homepage, 2013). As the 

two other companies, it is possible to do self-tests, self-limit the gambling, block the 

gambling account or have a break (Unibet annual report, 2014).  
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4.3.3 Cooperations to be more responsible  

The dialogues with researchers are a way of deciding how to offer new games, 

without being irresponsible, according to Medvall (2014). For instance, Svenska Spel 

finance a professor in gambling addiction, located at Lunds University (Sweden), to 

increase the knowledge about gambling problems further and decide through 

dialogues with researchers how to offer new games (Medvall, 2014).  

 

In addition, Svenska Spel (2013) also stresses that stakeholders can help them 

develop their sustainability and therefore actively have ongoing dialogue and 

cooperation with various stakeholders. Moreover, based on their annual report 

(2013), responsible gambling and business ethics are the most important area of work 

for Svenska Spel, which expressed by Medvall (interview, 2014) is the result of their 

stakeholder analysis and ongoing dialogues. Sveen (interview, 2014) state that Norsk 

Tipping have much dialogue with researchers, organizations and other stakeholders, 

and sometimes arrange workshops to share thoughts. Unibet internally supports its 

employees when they contribute in charity events and has a good track record of 

employee involvement in local fundraising. Externally, Unibet actively participate in 

EU- Action Plan on online gambling, to coordinate both national and EU 

stakeholders (Unibet homepage, 2014).  

 

4.3.4 Commercials and marketing with warnings 

When it comes to marketing and advertising, both Svenska Spel and Norsk Tipping 

limit their promotion of products which have a higher probability to develop 

gambling problems. To be able to rank the degree of risk of different games, Svenska 

Spel and Norsk Tipping test their games in the tool “GAM-GaRD”, which is based 

on how fast the game is, how high the payout is etcetera. The game then gets 

classified as a green, yellow or red game (Medvall, 2014; Sveen, 2014). Companies 

does, in accordance to the measurement, choose which games they make 

commercials for (green games) and which they not (red games). 

 

Sveen (interview, 2014) at Norsk Tipping thinks there is a lot of unethical marketing 

that should be handled in a different way to be considered as responsible. At Svenska 

Spel, aggressive marketing and use of celebrities are avoided and all odds of winning 

clearly exposed, state Medvall (interview, 2014). Bonuses have often special 

requirements not mentioned in the marketing, for example that players have to play 

for twice the sum of money of the bonus before they can collect won money, state 

Sveen (2014). Medvall (2014) at Svenska Spel and Bonello (2014) at Unibet also 

enhance the problem with bonuses, which by researchers are stated as strenuous for 

problem- and addicted gamblers. Bonello are convinced that Unibet has the 

responsibility to not have unethical marketing that promotes bonuses for those people 

that have expressed problems with their gambling. On the homepage of Unibet 

(2014), they have starting bonuses to encourage playing. Here is a difference from 

Svenska Spel and Norsk Tipping, they always avoid bonuses.  
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There are codes of conduct for how to market in form of guidelines from the 

European Lotteries (an organization for the European lotteries) and Svenska Spel are 

also using own guidelines for their marketing. Medvall (interview, 2014) claims that 

marketing activities at Svenska Spel are responsible and they have a “moderate 

orientation” to minimize gambling problems. Medvall and Bonello at Unibet 

(interview, 2014) stress commercials always should have a Responsible gambling 

message visible as a signal for the customer. Regarding negative marketing, Medvall 

(2014) makes a comparison between Svenska Spels “Play moderate” and cigarette 

labels with discouraging commercials. It is supposed to work as a signal for the 

customer to behave in a proper way. While Medvall also stresses the necessity to 

make more research about marketing in the gambling sector and how marketing 

affect people.  

 

4.4 Summary of the empirical research  

To tie the research together, table 2 below shows an overview of the research that 

treated three parts: 

 

1 The background and basic information about case companies. 

2 The case companies’ understanding about sustainability and their CSR-policies. 

3 The methods of case companies for handling addiction. 

 

Svenska Spel highlight that the core of their sustainability is “balance”, to balance 

the social and economic needs in their business. Specifically, they have 

“sustainability initiatives” as guidelines to describe the content included in their CSR 

area. It consists of the primary and secondary areas which cover customers caring, 

environment protection and employees caring. Moreover, Svenska Spel also 

highlight that they are paying attention to communication with different stakeholders 

and use the agreement in their business. Norsk Tipping also stress the importance of 

balance for their sustainability and the need to avoid exploitation of resources. 

However, even though Norsk Tipping think they can achieve making money and 

being responsible at the same time, they also believe there is a cost of doing so. 

Norsk Tipping's CSR policy generally emphasizes to avoid the negative factors of 

gambling, such as compulsive gambling, financial crimes and defaults and they do 

pay attention to the compliance of law and regulations. On the other side, under the 

guideline "doing more than what is required by laws and regulations”, Norsk Tipping 

does a lot of sponsorship. Unibet think that making money and being responsible can 

be done together, and if the company takes responsibility, they will make more 

money. There are three parts of Unibet's CSR content which are Fair play; it means 

responsible gambling and sustainable regulation. They also concern environmental 

protection and employee care. 
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All of the case companies have some specific methods to deal with addiction. Firstly, 

they use some detection tools to remind gamblers. Svenska Spel develops and uses 

Playscan to mention the degree of risk. In addition, Svenska Spel also used the 

technology of Playscan and the software to form a subsidiary which is Playscan AB 

and Norsk Tipping is one of their customers. Playscan is used to trace the personal 

gambling behavior and analyze the behavior of gamblers to give an evaluation by 

green, yellow or red light. Unibet uses Player Safety Early Detection System (PS-

EDS) which developed by themselves to identify risk players. It divides the players 

gambling into social, regular, problem or pathological/addictive gambling. In 

addition to detection system, each of the different case-companies has a concept of 

responsible gambling. In these concepts, there are many detailed measures and 

activities to handle addiction. Svenska Spel has "Play moderate", Norsk Tipping has 

“Spillevett” and Unibet has "Moneytainment". These concepts have a lot of common 

actions, like self-tests, self-limitation, game card and self-exclusion. 

 

The three case companies have a different degree of cooperation with stakeholders, 

for example, internally, they focus on employee benefits. Externally, they conduct 

consultations with researchers and other organizations. They use the result of the 

dialogue and cooperation for the development of responsible gambling. Finally, these 

companies in their marketing and advertising strategies are also noticed to avoid 

excessive promotion, especially to vulnerable groups as problem gamblers, youths 

and minors.  

 

 
 

Svenska Spel Norsk Tipping Unibet 

Protection sy-

stem 

Playscan Playscan PS-EDS 

Sustainability 

and CSR 

- Balance the 

business. 

- Encourage own 

choices and facili-

tate for the cus-

tomers. 

- Educate through 

using informed 

choices. 

- Avoid commer-

cial promotions to 

detected exagger-

ated gamblers and 

vulnerable 

groups. 

- Balance the busi-

ness 

- Doing a little 

more than law tells. 

- Cooperate and 

have dialogue with 

researchers and 

other organizations 

(for example 

NGOs). 

-Fair Play 

-Environment 

-Community 

- Educate through us-

ing dedication and pas-

sion. 

-Use long-term think-

ing: The easiest solu-

tion is not always the 

most sustainable one! 
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How to handle 

addiction (key-

points) 

- “Spela Lagom”/ 

Play Moderate. 

- No bonuses or 

discounts. 

- Mandatory reg-

istration. 

- Mandatory cus-

tomer card 

- Use signals to 

alert the gambler 

timely (“pop-up” 

features can may-

be be a new way). 

- Use signals as 

information signs 

at gambling plac-

es (both online 

and offline). 

- “Spillevett”. 

- Risk assessments 

before lounging 

new tools. 

- Stronger regula-

tions on high risk 

games. 

- Tools and infor-

mation. 

- Stakeholder dia-

logue. 

- Limited market-

ing and commer-

cials of risky prod-

ucts/ games. 

- Use limited 

amount of bonuses. 

- Use informed 

choices. 

-”Moneytainment”   

- Help treatment cen-

ters. 

- Collaborations 

through projects. 

- Make the information 

easy to understand. 

- Communicate with 

the customers.  

- Motivate and show 

empathy in the conver-

sations. 

- Discouraging com-

mercials can be used to 

some extent. 

Table 2: This table show the case-companies’ protection systems, sustainability and 

CSR, as well as key-points of how the companies handle addiction. Sources: Svenska 

Spel (2013), Norsk Tipping (2013) and Unibet (2013), and the respondents Medvall 

(2014), Sveen (2014) and Bonello (2014). 

 

The analysis will follow the same structure as the theoretical framework and 

empirical findings. By using the case studies research we connected the theories and 

created an analysis.  
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5 Analysis  

In this chapter follow the analysis of why and how gambling companies differ in 

their methods of handling addictions, based on the three gambling companies from 

Sweden and Norway.  

 

5.1 A pyramid of responsibility 

The pyramid presented in the theory part suggests that a responsible gambling 

company climbs up towards the top of the triangle, where the Corporate Shared 

Value is located. By looking at the case-companies, we could see that they comply 

with different levels of the pyramid, but can learn from each other to be able to climb 

upwards. The companies can preferably focus on all parts of the responsibility 

pyramid, not just one or some parts. 

 

All of the case-companies are able to comply with the legal responsibility, like to 

forbid under-aged gamblers, but the focus on the other levels differ among 

companies. To care about both the company itself and customers reflects that a 

company has reached the level of intermediate CSR. According to the case-

companies, their enterprises are motivated to act responsibly, not mainly due to the 

consideration of legal responsibility, but more based on a higher level of CSR. 

Maybe can they be placed somewhere between the primary and intermediate CSR. 

The companies state that they consider both internal and external stakeholders to 

achieve its social responsibility under the condition of profitability.  

 

According to Li et al. (2007), the balance between interests and responsibilities 

firstly ensures the implementation of primary CSR which emphasis that the gambling 

company will not and cannot, pursue the responsibility without concerning about 

their profitability and shareholders. The higher levels of the responsibility pyramid 

instead suggest that responsibility is important to get profit. The missing piece for 

companies to reach senior social responsibility is to totally forget about the own 

profit of, in this case, the gambling. As Li et al. (2007) enhance, the morality and 

reputation is the largest win of being responsible at this level. 

 

Isaksson et al. (2010) state morality and self-interest need balance to benefit both 

customers and the company. This is also what the case-companies stresses, to have 

balance in different ways is what Sustainability and CSR is about. The balances in 

decision-making, between stakeholders’ interests and between short- and long-term 

effects of business are some examples of how balance can be included in business 

(Sveen, 2014; Medvall, 2014). Isaksson et al. (2010) use the relation between 

stakeholder value and stakeholder harm as a way to visualize the relation. 

Sustainability is not only about the care of companies own interests, but also their 
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customers and colleagues. Companies need to ask themselves: who will be affected 

by our actions? The balance between profit and responsibility is one important 

question gambling companies need to handle to be able to prevent addiction, with 

morality and self-interest in harmony as Isaksson et al. (2010) stresses. The 

hierarchical model by Li et al. (2007) suggests senior social sustainability is the most 

advanced for the company to approach. The self-interest should in that case be lower 

ranked than morality, rather than a balance (Isaksson et al, 2010). By aiming for CSV 

in the top of the pyramid, we think companies can combine morality and self-interest 

together when the focus is on customer’s health. 

 

It is possible to look at the profit and responsibility combination in a short-term and a 

long-term manner. In short-term, the combination is possible but will make 

preventions take the overhand of money sometimes (Sveen, interview 2014). In the 

long-term, the customer relationship will last longer by putting the customer in the 

center (Bonello, interview 2014). The word “long-term” is a key word in 

sustainability and also a necessity in business today. Gambling business need to aim 

for long-term shareholder value rather than short-term to be able to include every 

individuals possibilities to stay healthy and still be entertained. In order to do so, 

companies need to engage in dialogue with the various stakeholders.  

 

Figure 3: The “responsibility pyramid” presented as an own model in the theory-

part. A company might need all parts to be able to consider themselves as truly 

responsible, but in the case of addiction it might be necessary to forget about profit. 

The case-companies focus on different social responsibility. 

5.2 Value creation in center 

Companies through helping customers to prevent addictions and control their 

behavior can create value for both business and society. Maybe, the long-term 

perspective requires value creation to be in center of business, which can be done 

through a societal and business connection. Bonello (2014) at Unibet states that 
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putting the customer in center is one approach that makes them more satisfied. In our 

opinion, the promotion of gambling is a possibility to bring social questions and 

business together. The customers have the freedom to choose their amount of 

gambling, while the companies inform and make them aware about problems and 

dangers through their commercials. Even if it leads to a short-term loss to inform and 

help customers, but in the long term relation with customers, it can make a “win-win 

situation”, including both a healthy gambler and a more successful company. This 

combination is maybe one aspect of what Porter and Kramer (2011) call Shared 

Value and suggests focusing on identifying and expanding the relationship further. 

 

In one sense, we think the gambling companies work with Shared Value, by their 

cooperation with stakeholders and researchers in the area, however, the focus of 

cooperation are also different, such as Norsk Tipping particularly emphasizes the 

cooperation with recipients of their sponsorship, thus may help to shape a better 

charity event. Porter and Kramer (2011) state that companies need to find their 

challenges and needs to create both societal and economic values. Companies could 

thereby analyze what are their problems and which potential developments that can 

be made in the social area of business, then connect it with the striving for economic 

progress. The development and appearances of Playscan in Svenska Spel is an 

example of this idea. Svenska Spel firstly recognized the problem about addiction 

and found out that it may be some kind of new business chance to create software 

about service of helping customers, and then they cooperated with other researchers 

and organizations to develop the Playscan. The cooperation with stakeholders might 

create a common view of how to create value for the gamblers. The diversity of 

thoughts can build Shared Value. 

 

Several authors are critical to the concept CSR, and companies can make definitions 

of what should be included in the CSR-work. This can be a reason to why gambling 

companies differ in their methods of handling gambling addiction. Maybe CSV is the 

new CSR and can have a less diffuse definition that is easier to understand. A clearer 

definition will make the comparison between companies, and scrutinize of 

companies actual activities in the social issues easier. The most important thing must 

be to protect the gambler. By implementing more understandable concepts in the 

company can the common work for less addiction be clearer for others to take part 

in, and the problems with diffuse CSR are partly solved. Everyone should be able to 

know the meaning of such important concept, state Isaksson et al. (2010). As Bartley 

(2007) mention, maybe some kind of certification (in this case in the gambling) can 

be made to make a shared responsibility for gamblers health. 

  

5.3 Information on the customers’ conditions 

How gambling companies could help customers to prevent addictions can be 

discussed with help from the leverage points, used by Meadows (1999). Step one, 

perception, is about that companies can make people aware of the problems and 



 

 35 

dangers in order to make them change (McCallum, 1995). The gambling case-

companies are handling this step mainly through giving the customer information 

and educating them. Information is the basic way of educate risky gamblers, 

according to the respondents. The information should also be friendly and easy to 

understand, according to Bonello (interview, 2014). 

 

It is, according to Blaszczynski et al. (2004), not enough to let the gambler be aware, 

the attitude of the gambler must also be considered. The leverage point by Miller 

(2013) is choice, every person can choose voluntarily if they want to change their 

behavior or not, which is affected a lot of reward and motivation. The companies can 

motivate gamblers to stop over-consumption by giving them the free choice to some 

extent. This research state that the own responsibility from gamblers are needed and 

most of the gamblers can already keep their gambling on a mediate level. To 

motivate players, all of the case-companies encourage them to do self-tests, self-

limitation and self-exclusion hoping that they, by planning and predetermination, 

consider their gambling. Mandatory limits will generate a problem of where to set 

the limit and to a decreased number of players at the responsible gambling 

companies, states Medvall (2014) at Svenska Spel. Also Blaszczynski et al. (2004) 

state that a gambler should be able to make own decisions and have own opinions of 

how much they can gamble after receiving enough information from the responsible 

gambling company. Informed choices, as Svenska Spel and Norsk Tipping are using, 

are in that sense preferable. The case-companies are using similar methods regarding 

customers’ awareness. 

 

The leverage-point by Angres and Bettinardi-Angres (2008) is commitment, to use 

support systems and give positive feedback. Companies can help customers by using 

control-systems that detect gamblers, which all case-companies does, but Bonello 

(2014) in Unibet also stresses that to have communication with the customers in the 

way they want is important. The communication can make the support systems more 

suitable and closer to gamblers, therefore it is necessary. The gamblers should all 

receive feedback but also have their say, in accordance with the discussion by 

Angres and Bettinardi-Angres (2008). Through rising awareness, the companies 

might be able to encourage gamblers to make sustainable choices. 

  

 

5.4 A risk scale and detection systems are ways to prevent 

addictions 

As a part of the CSR-work are Responsible gambling a wide concept that have many 

definitions, with the aim to minimize negative effects of gambling (Blaszczynski et 

al, 2011). It can create societal benefits and minimize customer harm at the same 

time (Lee et al, 2013). Song et al. (2011) state that it will affect companies to be 

more responsible and Blaszczynski et al. (2004) suggest cooperation with 

stakeholders as one way to achieve this responsible gambling business. The 
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stakeholders should create a common view of the concept Responsible gambling to 

be able to similarly relate to it. A common basis for helping gambling consumers can 

also create a broader guidance for customers. Diffuse concepts, as Responsible 

gambling can make gambling companies differ in their understanding of it and the 

suggestion by Blaszczynski et al. (2004) can be suitable for a more unified definition. 

The case-companies are having discussions with researchers of how to be “up-to-

date” in their responsibility promotion (Medvall, interview 2014). The problems with 

the wide definition of Responsible gambling might be clearer through dialogue 

between stakeholders that together can exchange thoughts and premises. 

 

To come back to the responsibility triangle, a higher level needs balance and for that, 

in turn, tools are needed. As Blaszczynski et al. (2011) mention; education in risky 

games, encouragement to play reasonable, limitation of direct marketing for minors, 

warning for indications of excessive gambling and guidelines for prevention of 

exaggerated gambling as responsible gambling issues. These issues are also used 

today among the three gambling companies we have researched. The long-run 

solutions are not easily settled because gamblers background differs from each other 

(Blaszczynski et al, 2011). To have a proactive approach is difficult, but something 

stakeholders with cooperation’s and common discussions can work with and respond 

to. Personal beliefs often govern when the concept definition is vague, but instead 

could strategies converge. 

 

The Reno model by Blaszczynski et al. (2004) is similar to the used methods by the 

case-companies in the two systems Playscan (Svenska Spel and Norsk Tipping) and 

PS-EDS (Unibet). The model target every customer through a risk scale and suggest 

four levels to make the gamblers sure of their position and to make it easy for 

companies to catch the gambler before he or she comes to an addiction or problem 

gambling situation and need treatment. The system can be combined together with 

treatment for every step the customer might be in (Blaszczynski et al, 2014). As 

could be found within Svenska Spel and Norsk Tipping is their use of Playscan 

helping the customers to avoid addictions by giving signals about their behaviors and 

advice about what to do, based on where they are at the risk-scale (Medvall, 

interview 2014; Sveen, interview 2014). The system also ensures that advertising and 

promotions not reach a possible problem gambler. Forecast for the future and 

valuable statistics from the system can make companies provide information that are 

personally based. The PS-EDS system within Unibet is also created based on 

research and detects gamblers that exaggerate their playing (Bonello, interview 

2014). The difference is that the computer does not send automatically massages to 

the gambler, but rather will the gamblers be contacted through the channel they have 

decided in beforehand. A combination of the two systems could maybe generate 

something even better? 
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Today Playscan have three levels, red, yellow and green, that possibly could be 

developed to include more colors in the future. PS-EDS have four levels, as 

Blaszczynski et al. (2014) suggests, and maybe the more levels, the better? 

According to Medvall, the development continues through discussions with 

researchers. In the autumn 2014, Svenska Spels new project will expand Playscan to 

also include new features such as pop-ups with opportunities to be called up if the 

customer wants. In a strategic sense, maybe the Playscan could have even more 

levels to expand the control, as Blaszczynski et al. (2004) suggest that responsible 

gambling companies should target every gambler in a risk-scale. 

  

5.5 Cooperation between responsible gambling companies 

Ballards (2005) model of change for a sustainable management are in the similar way 

as the leverage points aiming for the awareness of the addiction problems and 

preventing them in a meaningful way. The third condition Ballard mention is the 

association, to have cooperation with other stakeholders, who are “like-minded” to 

obtain a broader support. The case-companies of this study all have cooperation 

through dialogue with researchers and other organizations working with a 

responsible gambling, as treatment centers and help-lines for customers to call. 

 

The cooperation is essential because, as Porter and Kramer (2011) state, harm in the 

social aspects of business will create internal costs. Also, even if companies compete 

in the same market, they could cooperate in important issues. This can maybe be 

used in the gambling business that companies cooperate in the addiction issue. As 

Bonello (2014) at Unibet stresses, should the customer be in the center of business 

and in that case are the own gain less important. Also Sveen (2014) at Norsk Tipping 

mention that the company sometimes has to choose preventions before money to be 

truly sustainable. The responsible pyramid model we suggesting are also directed 

towards a similar discussion. The higher a company climbs in the pyramid, the less 

important the profit is. Of course it is in many company's interest to make profit, for 

one reason or another, but a common work in the area of addictions is maybe 

necessary to get a sustainable gambling business with less addicted gamblers. 

 

Sveen (2014) at Norsk Tipping and Bonello (2014) at Unibet suggest that it is a 

common responsibility to create a sound gambling market to avoid addictions, where 

all have their own task. The state, companies and the gamblers themselves are all a 

part of the work for a harmonized gambling market, according to our respondents. 

Ballards (2005) suggest collaborations with like-minded to be implemented and 

therefore more cooperation between responsible gambling companies maybe could 

be performed. This cooperation’s could make an even broader support than today, 

which Ballards (2005) state as a large benefit. The cooperation in societal issues 

between competing companies that Porter and Kramer (2011) suggest can make 

bright progressions for the protection tools and guidelines (innovation). It is not only 

focus on profit, but rather to gain shared value that can make companies together 
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strive for something more important: the welfare of the community. Not maybe by 

clusters but through cooperation over the barriers, just like a union for the common 

good. Competition and cooperation can maybe walk hand in hand in questions for 

the society. Compete in one sense, but cooperate in important issues for our society 

and Sustainability. 

 

Angres and Bettinardi-Angres (2008) suggest positive feedback and support systems 

to help people avoid addictions. This is viewable in the companies today, by many 

regulation tools. Bonello (2014) at Unibet state also that it takes dedication and 

passion in the education of customers to receive a long-run cooperation and relation 

with them. See the customer as they are, and meet them with individual help that fits 

with their specific problem. Gambling companies have no right and need to enforce 

gamblers to act responsible to handle their addiction, but they can encourage their 

customers to act in a proper way. In order to do so, they cannot only rely on their 

own ability and responsibility, but can make an alliance with different stakeholders 

in the society. Gambling companies therefore can suggest their views about the long-

term common good in the issue of addiction to the cooperation discussions and there 

create something together. 
 

5.6 Responsible marketing 

Blaszczynski et al. (2004) state that commercials and marketing in the gambling area 

preferably inform about Responsible gambling and Graglia (2008) suggest 

discouraging marketing to educate the player about that gambling can be harmful. 

Blaszczynski et al. (2004) state in addition that marketing commercials in general 

should not overemphasize the possibility to win. In practice, Svenska Spel and Norsk 

Tipping are using the tool GAM-GaRD to evaluate the risk of their provided games, 

and market after the results. Dangerous or risky games (red games) are marketed less 

than low risk (green) games. This is one type of avoiding exploitation of vulnerable 

customers, which all respondents stress as important. Medvall (2014) suggest that the 

amount of advertising for a product not is in focus for Svenska Spel, but rather the 

danger of the game. A common discussion could be used to answer if the product is 

good for the customer and how we can create value without causing too much harm. 

A low risk game can be provided in a larger extent, according to Medvall. Benefits 

and harm can, according to both Isaksson et al. (2010) and Porter and Kramer (2011), 

be weighed against each other to find out the balance, and GAM-GaRD can be an 

example of that. Our pyramid-model suggest that neither low risk games need 

commercials but with this solution are all levels of the triangle thought of. Once 

again cooperation, by doing a standard as Bartley (2007) mention could more 

companies help customers instead of making profit of approaching addictions.   

 

Commercials and gambling are important for handling addictions, according to the 

case-companies. Commercials give a positive view of gambling and can danger the 

player, state Blaszczynski et al. (2004). As a response, Svenska Spel avoids 
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aggressive marketing and use of celebrities in their commercials, mentions Medvall 

(interview, 2014). Graglia (2008) thinks that gamblers should be educated that the 

gambling is harmful and negative marketing can instead be used to discourage 

gamblers to play too much. Lemarié and Chebat (2013) suggest labeling the 

gambling as something dangerous. Medvall (2014) at Svenska Spel link this type of 

marketing to their label “Play moderate” that is supposed to work as a “wake-up 

call” for the gambler to behave responsibly. Responsible gambling-logos or 

messages with signals for the gambler are stressed by all three case-companies as an 

important preventive action to create awareness. Bonello (2014) at Unibet thinks that 

marketing against gambling could be good, but it has to be a balance also between 

negative and positive commercials. The delay of awareness and to see the long-term 

consequences more directly is the thought with labels that discourage products (Platt 

1975). 

 

Marketing are important for influencing gamblers to play at a mediate level, 

according to Sveen (2014) at Norsk Tipping, and marketing studies in the gambling 

area needs even more research, states Medvall (interview, 2014). Especially since 

some groups in the society, as youths, are vulnerable and affected by positive 

marketing and more easily develop problem gambling. To come back to the 

responsibility pyramid, as discussed earlier, the higher a company climb the more 

they forget about the own gain. In that case, it can be discussed if commercials or 

marketing in general can be even more negative than it is right now in Norwegian 

and Swedish companies. The companies are using Spela Lagom, Spillevett and 

Moneytainment as awareness signals for the gambler to see the danger, but they only 

contain information. By more negative marketing can the delay of awareness be short 

(customers view the negative commercial directly). We understand Medvall at 

Svenska Spel that states that the logo of play mediate always are viewable for the 

customer, but mediate can be judged differently as they mention by themselves in 

their homepage (2014). Maybe a more negative approach can make gamblers think 

through the decisions of gambling even more. The prioritization needs to be on the 

customer to reach a higher level of the CSR-triangle or even CSV.  

 

5.7 A framework for how the three case-companies act and differ 

Below a framework for how the three gambling companies work to prevent addiction 

is presented. Afterwards follow a discussion about why and how the case-companies 

differ, according to us. The combination of the three companies have in many 

aspects, in our opinion, a sustainable way of prevent and handling addictions.  

Area What Companies do in order to prevent addiction: 

Sustainability and 

CSR 

- Balance the business. 

- Doing a little more than laws tell. 

- Make money and be responsible at the same time. 
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Addictions - Make gamblers help themselves, so they at the same time 

help others. 

- Let gamblers set their own rules. 

- Educate by providing information about how to handle and 

avoid addictions. Make it easy to understand. 

- Communicate with the customers. 

Influence - Affect by underline the common responsibility of society, 

companies and customers. 

- Encourage choices and facilitate for the customers. 

- Avoid promotions to detected exaggerated gamblers. 

- Educate through using: 

* Informed choices 

* Dedication and passion 

* Long-term thinking: The easiest solution is not always the 

most sustainable one! 

Responsible Gam-

bling 

- Cooperate and have dialogue with researchers and other or-

ganisations (for example NGOs). 

- Use systems for detection of addictive gamblers, and help 

them. 

- Balance free will and protection of customers. 

- Put the gambler at a risk-scale, to make the behavior visible. 

- Use signals to alert the gambler timely. (“pop-up” features 

can maybe be a new way). 

- Motivate and show empathy in conversations with custom-

ers. 

Marketing and 

Commercials 

- Limited marketing and commercials of risky products/ 

games. Test them if possible (with for example GAM-

GaRD). 

- Protect vulnerable groups (as minors, youths and problem 

gamblers) from aggressive marketing and using triggers as 

celebrities. 

- Follow common guidelines. 

- Discouraging commercials can be used to some extent. 

- Use limited amount of bonuses. 

- Use signals as information signs at gambling places (both 

online and offline). 

Table 3: What the researched companies together do in the discussed areas. The 

table also shortly summarizes the important parts of handling addiction, according 

to the respondents. In the left column are the areas included in the research and in 

the right column are the summarized answers from our case-companies. 

 

As mentioned above, each of these three case companies has a series of measures to 

handle gambling addiction, and there is possible to find out the common framework 

about these activities, but it can be noted that there is still differences among their 

behaviors. In this thesis, we believe that the cause of these differences is that 
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different companies have different interpretations for CSR, so it results in that their 

behaviors are different also. As it has showed above, these three case companies do 

have different statement about CSR, and they focus on different kind of social 

responsibility. Svenska Spel which covers the whole four levels of CSR and also the 

CSV. Norsk Tipping primarily focuses on compliance with the legal responsibility, 

but the charitable activities make them achieve aspects on the senior social 

responsibility level. Unibet meets the first three responsibilities, while according to 

their statement of CSR; the senior social responsibility can be developed.  

 

When paying attention to specific measures, Norsk Tipping does not focus on 

primary and intermediate social responsibilities as much as Svenska Spel does, so 

they did not develop their own detection systems, but instead, they directly borrowed 

Playscan from Svenska Spel. Such behavior, also further affects their understanding 

of CSR again, for example, Norsk Tipping thinks that being truly responsible 

gambling company has a certain cost, of course, the “cost” here can be complex 

which may include the loss of limiting excessive gambling and the fee of training 

employees about how to handle addictions, while paying Svenska Spel for using their 

Playscan must be considered as one of this kind of “cost”. There is an interaction 

between the awareness of CSR and the detailed measures of the gambling 

companies. Furthermore, the nature of the company in a certain extent, also 

determines their different attitudes of CSR. For example, both Svenska Spel and 

Norsk Tipping are state-owned companies, the shareholders of them are all citizens, 

while Unibet as a private company, emphasize more on primary social responsibility, 

that is, they care more about to be responsible to their shareholders. The difference is 

reflected in the specific acts. Both Svenska Spel and Norsk Tipping have limited or 

no bonuses or discounts in their advertising, but on the contrary, Unibet in their 

advertising promotes their bonuses and discounts. Therefore, to achieve the absolute 

unity of the style of handling addiction for gambling companies is impossible, but 

according to the pyramid of responsibility, the more responsibilities the gambling 

company can cover, the better system of measures to handle gambling addiction they 

will have. In addition, if the gambling companies can have the more widely shared 

value with stakeholders, the better way of addressing the addiction problem they will 

get.  
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6 Conclusions 

This chapter contains the conclusions found in our study of why and how gambling 

companies differ in their methods for handling addiction.  

6.1 The creation of long-term balance (CSR) 

To come back to the research question, why and how gambling companies differ in 

their methods for handling addiction, we can see that the three gambling case-

companies have both similarities and differences. The CSR-methods of the 

companies are probably different because of the diffuse CSR-concept that can be 

interpreted in several ways. The responsibility pyramid can locate the company at 

different levels, and more levels completed suggest a more responsible gambling 

business. At the lower levels of the pyramid (legal responsibility and primary CSR) 

the responsibility is limited because the company has concerns about their profit and 

shareholders. Companies that comply with the higher levels (senior social 

responsibility and CSV) prioritize morality and do not care as much about the profit. 

In opposite, these levels suggest that by acting responsibly, the company will make 

profit. The positive with an unclear CSR is that the companies maybe can learn from 

each other to be able to comply with the higher levels of the pyramid, because they 

might have different opinions of it.        

 

Why do gambling companies help customers to prevent addictions? One answer 

could be; because both companies and customers can benefit when morality and self-

interest are balanced. The common benefit is the goal and to achieve it, it has to be 

balance in the business. The ethical concerns are as important as what is stated in 

law. By the responsibility pyramid, we suggest that by climbing upwards, but still 

remain the responsibilities at the lower levels, can a company possibly be more 

responsible in their help. We do not know if it is possible to control something like 

an addiction, but companies can try to affect the customers in their choices. The 

important thing is that customers control their own lives and can make their decisions 

of their gambling mainly by themselves. Mandatory rules might lead to that a 

customer seeks another gambling alternative, another gambling provider, that might 

not be a responsible one and thereby the gambler could risk a deeper addiction, as 

Medvall (2014) at Svenska Spel states. 

 

By working with a long-term perspective in the gambling business, putting the 

customer in center of business and build up a customer relationship as stressed by 

Bonello (2014) from Unibet, could it be possible to both make profit and be a 

responsible gambling provider. That is a reason why companies differ in their 

methods to handle gambling addiction, a long- or short-term perspective of it can 

make different opinions of how to prevent the problem. By seeing it as a lack of 

profit, will not comply with a high level of CSR while see it as the company will 
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make profit by being responsible will do so. It is also a reason why companies help 

gamblers to prevent addictions; it is a common gain when stakeholders help each 

other and combine morality and self-interest. It can create a “win-win situation” with 

both a successful company and a healthy gambler.  

 

6.2 Help the customer in accordance with their will 

The observed companies from Sweden and Norway are quite similar, but some 

prevention methods can change towards a more common view. 

 

Gambling companies can help customers to protect themselves through deliver 

awareness and information to them. By giving customers education and guide them 

towards a low risk gambling in an understandable and friendly manner can the 

gambler be motivated to think through decisions of the amount of gambling. 

Preferably this can be made with a personal approach that aims the specific gambler. 

To motivate the gambler, which Angres and Bettinardi-Angres (2008) state as 

essential, an important part of the governing is to let the customers commit in the 

process, discuss with them how they want to be treated and governed. The freedom 

to choose for the customer is something Medvall (interview, 2014) enhances as a 

key-aspect of handle gamblers. Voluntarily should the gambler be able to choose and 

be motivated to avoid an exaggerated gambling. When the gamblers feel 

commitment and receive positive feedback through support systems, they also might 

feel more motivated to strive for an addictive-free behavior. Svenska Spel suggest to 

offer players a balanced view of their gambling, which can create positive feedback 

for the gamblers that also have the possibility to evaluate their behavior by seeing the 

net-loss of money. Also by using detection-methods can the gambling companies see 

the behavior of the gambler and use the most preferable channel for information at 

the moment.  

 

6.3 Find the way to generate gambling protection 

A responsible gambling company uses several methods for helping a gambler to 

avoid addictions and the Reno-model is one tool that preferably could be used. The 

Playscan tool, used by Svenska Spel and Norsk Tipping, seems quite similar and can 

help both the company and the customer to, in an earlier stage, be aware of the 

gambling behavior and make a change. The cooperation with scientists and to take 

part of the development in the area is essential to help customers in the best possible 

way. In the PS-EDS system are also the personal choice emphasized in methods for 

contacting customers when they exaggerate their gambling. The combination of 

systems or discussions among companies in an area, such as the Scandinavian 

companies, or between particular game-providers (as for example online gambling), 

could maybe make progress in the area of avoiding addictions. The common goal in 

this question must be long-term sustainability without focus on competing in the 

market, in the expense of customers’ health. 
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A competition situation can also create long-run benefits for the customer. Changes 

in the market and by always trying to implement developments give the companies a 

“positive” competitive advantage, as it gives a longer and more sustainable customer 

relation. It is about giving the little extra and helps gamblers and also performs in the 

business. The balance is then in harmony.  

 

6.4 Proactive approach of gambling business 

Companies could help the customers to prevent addiction by putting society and 

business together, and focus on value-creation. Own analysis and common 

discussions with other stakeholders can involve a sustainable direction, meaning 

having a long-term perspective and not be too narrowly thinking regarding short-

term benefits or profit. The long-term approach, or proactive approach, can lead to 

“win-win situations”, with both a healthy gambler and a successful company. The 

discussion can contain which problems the company has and which developments 

that is possible. Suggested from Porter and Kramer (2011) and Blaszczynski et al. 

(2011), can benefits be weighed against costs in the network discussions, which not 

are completely easy but the diversity of thoughts can come closer to a successful 

solution. 

 

The common view and definition of CSR or CSV could be clarified with some kind 

of certification, as Bartley (2007) suggests. The conclusion of the thesis has a 

common definition of CSR or CSV, through a common network with discussions in 

the topic, to help each other to a more responsible gambling business with healthier 

customers. Maybe can the pyramid of levels help to provide a CSR/CSV that 

companies together strive for?  

 

6.5 Shared responsibility for addictions 

Why the companies differ in their methods of helping companies to handle addiction, 

we do not know because they share responsibility. Maybe the companies not need to 

differ, but the different positions at the market and governance can affect, as for 

example private companies might have more pressure from their shareholders. In 

every way, the companies preferably could cooperate to prevent addictions and to be 

truly sustainable. To help each other climb towards a better social responsibility is 

the share of ideas and thoughts valuable.  

 

Cooperation between stakeholders, and also the ones Ballard (2005) calls “like-

minded” in the area, can make a broader support for the customers. Possibly, 

companies can learn a lot from each other. A cooperation between companies in this 

area could be sustainable and may be necessary if we want 100% entertained 

gamblers (and if it is possible) as Medvall (interview, 2014) enhances. The 
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responsibility for health of people could be arranged by gambling companies that 

join together in a network for a healthy society. Dialogue and networking can make 

progress in the area of addiction research and to get 100% entertained gamblers there 

is a need for cooperation. 

 

According to all respondents, it is a common responsibility for all actors; society, 

companies and customers to avoid gambling addictions among people. Companies 

have a large responsibility, but also need help to be able to provide the best possible 

treatment for customers. Porter and Kramer (2011) suggest shared value, where 

companies completely forget about profit in the societal issues and only focus on the 

best for the customer. This network could together make broad help for customers 

and new innovations can be created together with shared force.  

6.6 Further research and experiments can improve marketing 

Regarding marketing are some researchers suggesting discouraging marketing to 

educate the gambler about the harmfulness of gambling. The three case-companies 

inform and educate the gambler about the harm that can occur for them, but they do 

not yet have any negative marketing. Encouragement to play mediate and use tools 

for prevention are examples of what the three case companies do. The GAM-GaRD 

tool can help guiding which games are more or less risky and a reasonable amount of 

marketing can be chosen by the company. 

 

Commercials and marketing are not needed in a senior responsibility level of 

gambling nor at the CSV-level; therefore can gambling companies try to be more 

negative in their promotions of gambling. Companies could help each other to 

develop a framework in this question with researchers and other responsible 

gambling cooperation’s. It is about balance between benefits and harm, but the 

benefit increases when the addicted get opportunities to decrease the gambling. Like 

the cigarette packages, that says “smoking kills” could the gambling commercials 

include a similar labelling in their commercials. This would probably require 

cooperation among companies and NGOs to act in the same way and affect gamblers 

on a larger scale. It is about giving signals to the gambler (awareness) that the 

gambling can cause harm if they not think through their behavior. The case-

companies uses logos for the reason to aware the customer about the dangers, but 

information might not be enough. By be negative in the promotion can the gambler 

think through the decision more and the gambling company reach a higher level of 

the responsibility pyramid. Improvements, experiments and research can always be 

done as the markets are changing and new possibilities to gamble arise. By balancing 

the marketing and other parts of the gambling business and helping each other 

through cooperation can possibly the sustainability-work help people to avoid 

becoming addictive. 
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7 Possible further research about gambling 

addictions 

We think that by making this study into a larger one can help companies even further 

in the development of a responsible gambling business. The research of marketing 

within gambling is an interesting topic that would be possible to make more studies 

about and focus closer on. This study is also made with two Swedish and one 

Norwegian companies, how companies in other parts of the world work, we do not 

cover here, but could be done in several regions to create some kind of common 

framework. Maybe it is possible to help other countries and regions in the world, 

with sharing the discussions and tools used in Sweden and Norway and vice versa. 
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8 Critical view 

If we are to look critically on our study, we compared and examined three gambling 

companies in Sweden and Norway which could be developed to include more 

companies and countries. If more companies had been researched, we could have had 

a broader support for our statements. We only see the difference between one 

governmentally owned company in each country and one private company in 

Sweden; therefore we cannot state typical practices for different governance or 

countries. How it looks like in other parts of the world, we cannot know. The 

respondents answers also as proponents for their company and they probably concern 

for their reputation, especially as the study involve a sensitive area. One of the 

interviews in the research was made face-to-face and the two others were through e-

mail, which may affect the results as we can see body language when seeing the 

person. Also e-mail interview can have ethical concerns, as mentioned in the 

methods part.  
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Appendix 1: Interview schedule 

We are writing a master thesis and the focus is on how companies can get a 

sustainable gambling business through regulations and responsible gambling. It also 

include why a gambling company should affect people to use methods to voluntary 

regulate themselves.    

    

Our research question for the thesis is: How and why are gambling companies 

influencing/affecting people to regulate their gambling? 

 

General questions: 
Is it okay that we record the interview for our transcription? 

Can we use your name in the thesis? 

 

1) Can you tell us shortly about yourself and your role in the company? 

(Background, education). What are your tasks in the company?  

 

Sustainability and Responsible Gambling: 
2) What is sustainability for you? What is the difference between sustainable and 

sustainability? 

 

3) Responsible gambling can be seen as a part of CSR. How does your company 

engage in Corporate Social Responsibility (CSR)? (The most important parts 

according to you). 

 

4) We have seen on your home-page that you work with the concept Responsible 

Gambling. Can you explain how your company promotes Responsible gambling? 

(The most important parts according to you). 

 

5) What are your own thoughts about CSR and Responsible gambling?  

 

6) In your opinion, who do you think is responsible for preventing addictive 

gambling? (Customers, the company, society or some combination). 

 

7) How far do you think the companies’ responsibility for gamblers extends? 

 

8) Why you think a company can make money and be responsible for people’s health 

at the same time?  

 

9) What do you do if you recognize that someone is on their way to a gambling 

addiction? Can you easily see it? What kind of IT-systems do you have to see signs 

of gambling addictions? Is the system fully proof? Can the players get around it? 

How and why? 

 

Influence on customers and Regulations: 
10) Why is it in your opinion possible to regulate people? If not, why? 
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11) Why do you think companies should regulate peoples gambling? If not, why? 

 

12) How does your company try to influence/affect the customers to be responsible?  

 

13) If the prevention of problem gambling mainly relies on the customers, how can 

your company influence customers to realize this? 

 

14) Gamblers do not have to regulate themselves with your regulations today (it is 

voluntary), as the self-test for example. This might lead to that people not do it. Why 

should people, in your opinion, regulate themselves? 

 

15) How can the regulations in your company be developed and improved?  

 

16) How is regulations a part of the culture of the company? 

 

17) What do you think about commercials and marketing? (Positive marketing and 

negative marketing) To which extent should a gambling company use it?  

 

Education and youths: 
18) How is your employee education in responsible gambling look like? 

 

19) How are young gamblers regulated?  

 

Addictions 
20) What impacts do you think gambling addictions have on your company's 

business? 

 

21) What are your methods to educate risky customers? 

 

22) Which kind of information you think is suitable to provide to your customers 

about addiction to prevent problem gambling?  

 

23) What are your overall thoughts about addictions? 

 

Ending up question: 

- Can we have more contact through phone or e-mail if we have more questions? 
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Appendix 2: Interview questions to Betty Mathai 

1) Could you explain your position for us? And shall we use your name in our thesis? 

 

2) Could you introduce the basic information about addiction? 

 

3) Could you explain the classification of addiction? 

 

4) Could you explain the situation of the treatments for addiction? 


