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Abstract 

Online gambling is a global multibillion dollar business that dwarfs all other forms of 

entertainment, and yet business and marketing research about it is scarce (Mizerski, 2013). 

The focus of gambling research has been on problem gamblers who ultimately represent a 

rather small, albeit important percentage of the gambling population. However, in the current 

Age of Chance (Reith, 2002) gambling, whether as a game of chance or taking risky action in 

the hope of a desired result (Lexico.com, 2019), is said to be at the very heart of our society. 

Indeed, business often operates in an environment of uncertainty that is increasingly online. 

This thesis seeks to address the paucity of marketing and business research in online gambling 

to better understand aspects that customers consider when gambling online. In doing so, the 

thesis commences by investigating semantic differences in the text used to achieve market 

positioning on the websites of online gambling firms. It proposes a new methodology that 

employs a combination of lexical and statistical analyses to understand how customers view 

content and how this is related to market positioning. Results show that firms that emphasise 

low certainty (or risk) are better positioned in customers’ mind than those that put emphasis 

on action or certainty. The thesis proceeds to explore the literature for drivers of customers’ 

online gambling intention and identifies perceived fairness and enjoyment, particularly 

anticipated enjoyment, as overlooked concepts. Anticipated enjoyment is defined as the 

enjoyment felt prior to the actual experience while perceived fairness encompasses 

procedural, distributive and interactional fairness. The research employs the theoretical 

frameworks of  the Theory of Reasoned Action (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 

1975) and the Unified Theory of Acceptance and Use of Technology – UTAUT (Venkatesh et 

al., 2003; Venkatesh, Thong, & Xu, 2012). Anticipated enjoyment and perceived fairness are 

used as additional motivational drivers to enhance the models and better understand 

customers’ online gambling intention. Data are collected via surveys and analyses using 

mediated regression and PLS-SEM suggest that both anticipated enjoyment and perceived 

fairness strongly impact customers’ online gambling intention, whereas some of the UTAUT 

constructs fail to exhibit significance. Shorn of irrelevant relationships, a new Gambling 

Intention Model (GIM) is put forward. While the context of this study is online gambling, the 

resultant GIM may have broader application and can also potentially be applied to stock 

market traders and the insurance industry. 
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Chapter 1 – Overview of the Research 

1.1 Introduction 

The importance of services in the world’s economy is evident in the fact that today they 

account for more than 60 per cent of the Gross World Product (Central Intelligence Agency, 

2018). Their growth has been especially facilitated by the progress in internet development 

and penetration. With more than 55% of the world’s population currently having access to the 

Internet (Internet World Stats, 2018), online services such as online shopping, online banking 

and online entertainment in its various forms, are providing an ever more important form of 

commerce (Tjew & Malle, 2004). More people are confident and capable of buying services 

online and many services that have traditionally been of a ‘brick and mortar’ nature, have 

now either expanded or moved fully online (Wolfinbarger & Gilly, 2001). Therefore, 

streaming music and movies has become common in many developed and developing 

countries, allowing firms such as Spotify and Netflix to achieve rapid growth. Indeed, Netflix 

has been named as one of the biggest winners in recent years. So much so that an investment 

of US $1,000 in 2007 in their shares would have become worth US $51,966 as of 31st 

October, 2017 - a more than fifty-fold increase (Carter, 2017). Yet, streaming firms like 

Netflix and Spotify are only followers, as one of the earliest adopters and drivers of new 

technologies is the adult industry, including pornography and gambling (Arlidge, 2002; 

Edelman, 2009; Gross, 2010; Roberts, 2006; Victor, 2017).  

The first online casino is said to have been started as early as 1994 (Cotte & Latour, 2009), 

and the gambling industry is increasingly expanding online as the land-based sector has 

matured (Mizerski, 2013). Today, a simple online search reveals that one can find more than 

3900 online casinos (Casino City, 2018). In 2019, world-wide online gambling was estimated 

at US $46 billion and expected to grow to US $94 billion by 2024 (Statista.com, 2019b) with 

the market in Europe accounting for almost half of the revenue generated globally (European 

Gaming & Betting Association, 2016). Customers are virtually spoilt for choice, and with 

most websites also being accessible via mobile devices, a world of gambling is literally at 

their fingertips.  

Notwithstanding this growth, the reputation of gambling remains questionable (Shani et al., 
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2014), with a salient concern being that gambling businesses use dubious practices, and are 

involved in, or at least facilitate, criminal activity (Brindley, 1999; J. McMullan & Perrier, 

2007; Steinmetz, 2015; Wall, 2015). This disquiet is reflected in the public through the 

emphasis placed by media and regulatory bodies on fairness, with a particular focus on the 

need to protect customers from unfair – and thus unlawful – practices (Cook, 2017; 

Finansdepartementet, 2018; Kulturdepartementet, 2015; UKGC, 2017a, 2017b, 2018b).  

Despite its growing size and importance, online gambling has tended not to be a mainstream 

research pursuit in business. Indeed, although research about gambling in psychology has 

been significant, the underlying focus has been on problem gambling and related issues 

concerning health and addiction (Auer & Griffiths, 2013; Gainsbury, Suhonen, & 

Saastamoinen, 2014; M. D. Griffiths, 2013; Philander & MacKay, 2014; Rousseau & Venter, 

2002; Sutton & Griffiths, 2007; Wardle, Moody, Griffiths, Orford, & Volberg, 2011) coupled 

with concern for regulatory measures (Buil, Moratilla, & Ruiz, 2015; Gainsbury, Parke, & 

Suhonen, 2013; Leneuf, 2011; McAllister, 2014; Rose & Owens, 2009; Srikanth & 

Mattamana, 2011). Gambling is in itself a fascinating aspect of human (consumer) behaviour, 

yet its negative connotations may have contributed to marketing scholars having given it 

surprisingly little attention. This is especially astounding given just how much money, time 

and effort is devoted to gambling in so many countries, and by so many consumers (Mizerski, 

Mizerski, Lam, & Lee, 2013). The stigma that gambling addiction carries possibly conditions 

researchers’ willingness to tackle its marketing. Thus, although the Journal of Business 

Research in 2013 devoted a special section on gambling theory (Volume 66, Issue 9), it was 

followed by a full special issue in 2015 titled: Problem Gambling, Drinking and Smoking 

(Prentice & Cotte, 2015) – a trilogy of vice. It therefore comes as no surprise that there exists 

only a limited number of papers that have explored various forms of gambling from a 

business or marketing perspective (e.g., Cummings & Corney, 1987; Moore & Ohtsuka, 

1997, 1999; Oh & Hsu, 2001).  

The online dictionary Lexico defines gambling as playing “games of chance for money” and 

to “take risky action in the hope of a desired result” (Lexico.com, 2019). Similarly, in her 

book, The Age of Chance, Gerda Reith (2002) argues that besides being a leisure time 

pursuit, modern society, and capitalism in particular, is based and thrives on uncertainty, risk 

and chance. For centuries, randomness was regarded as divine intervention; an act of the 

gods. In the seventeenth and eighteenth century, however, probability theory emerged and 
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rather than being viewed as a divine act, chance was acknowledged as the absence of 

knowledge. Thus, increasing one’s knowledge was seen as diminishing uncertainty. The new 

found ability to calculate probabilities gave rise to ‘institutions’ like the stock market, and the 

insurance and gambling industry, especially the latter’s online version that still flourishes 

today (Statista.com, 2019a; cf. The World Bank, 2018). This “secularisation of chance” 

(Reith, 2002, p. 14 original emphasis) continues into the modern world, where rather than 

becoming more certain, the more we know, the more uncertain we are, or as Reith (2002, p. 

42 original emphasis) puts it: “For the classical probabilists, the pursuit of knowledge was 

synonymous with the pursuit of certainty; the risk theorists of the modern age […] have 

uncertainty as their subject”.  

Risk theorists include academics but also marketers, who have to understand not only how to 

navigate in volatile conditions themselves, but also what influences customers’ intentions. 

According to Reith (2002) we are living in an age of chance. Consequently, our knowledge is 

at best partial and any decision taken, intended or desired, is based on uncertainty. As the 

definition from Lexico.com (2019) above indicates, gambling is by its very nature an act that 

embraces uncertainty “in the hope of a desired result” and approaching this topic through the 

lens of the gambling industry and their customers may therefore serve as a proxy 

environment for a wider understanding of behaviour intention in uncertainty. Finally, the 

online component situates this research firmly in the twenty-first century and acknowledges 

the role that the Internet has played in facilitating the provision of online services in general 

and entertainment services in particular. 

Although marketing scholars have exhibited a reluctance to investigate the marketing side of 

gambling, the business literature potentially provides a number of theories and models that 

could be useful to better understand and explain the behaviour intention of customers in an 

online gambling context. This research seeks to consider some of the existing models and 

theories in marketing and consumer behaviour to fill the gap in the literature for online 

gambling services by proposing the broad research question that asks: What do customers 

consider when gambling online? 

To start to evaluate this expansive research question, the chapter commences with a section 

that considers the general context of gambling. This initial section, therefore begins by 

looking at gambling in society and is followed by a review of motives for gambling from the 

literature in behavioural economics and psychology. Since this research focuses on 
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recreational gambling, a distinction is drawn between problem and recreational gambling and 

their distinctive characteristics is discussed. The section then proceeds to discuss how Web 

2.0 has driven the growth in online gambling and how online gambling fits into services 

marketing. 

Next, the chapter proceeds with a second section that reviews relevant marketing and 

consumer behaviour theories while a third section considers the research focus and research 

methods employed to answer the specific research questions and hypotheses outlined. 

Abstracts of the four papers answering the individual research questions are then presented in 

a fourth section and key findings are reported. Finally, theoretical and managerial 

contributions and implications are considered, limitations are noted and future research 

directions are proposed before final conclusions are drawn. 

1.1.1 Gambling in society 

To gamble is to “play games of chance for money”, and to “take risky action in the hope of a 

desired result” (Lexico.com, 2019). While in and by itself correct, this description 

nonetheless fails to capture the multidimensionality of gambling, which has been practiced 

for hundreds, possibly thousands, of years, by many different cultures all around the globe 

(Binde, 2005b; Reith, 2002). Binde (2005a) describes gambling as a form of exchange 

system that is underpinned by reciprocity and provides a basic scheme for analysing the 

relationship between gambling and society. Building on the work of Mitchell (1988), Binde 

(2005a) puts forward an anthropological theory of exchange system that makes a broad 

distinction between a structural dimension and a normative dimension. In a structural 

dimension, exchange can be generalised or balanced. In the former this occurs within the 

same social unit and has little concern for the value of the exchanged item. In the latter, 

exchange takes place between social units and the value of the exchanged item is relatively 

a greater concern (Binde, 2005a; Mitchell, 1988). The normative dimension describes 

whether an exchange occurs voluntarily or involuntarily. 

These two dimensions provide the basis for four basic forms of reciprocity, each having a 

characteristic exchange mode and morality- see Figure 1.1. The author holds that gambling 

can take any of these four forms of exchange within societies. 

The first, positive generalized form of exchange, is generally practiced in egalitarian societies 
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within which the ethos prevails “that those who have plenty should share with those […] who 

are less fortunate” (Binde, 2005a, p. 447). Examples for this type of gambling include hunter 

and gatherer societies that use gambling as a means to distribute rather than accumulate 

wealth within their society. Winners are urged to continue playing to give losers an 

opportunity to win back their losses (Binde, 2005a; Mitchell, 1988). 

The negative generalized form of exchange occurs in games such as poker, where an 

otherwise decent person lies to and deceives the other players in order to gain their money 

and win the game. It is a form of exchange that Binde (2005a, p. 449) sums up as follows: 

“Since everyone else cheats and steals, I would be a fool not to do likewise”. It is a pragmatic 

form of reasoning that holds: ‘if you cannot beat them, join them’. 

The Negative balanced form of exchange is a form of feud between two people, or small 

groups of people, and is generally associated with the accumulation, or defence of prestige 

(Binde, 2005a). Rather than playing to win money, contenders gamble with their social 

standing in society. Thus, losing not only means the forfeiture of financial wealth, but also 

damage to one’s social capital. However, showing indifference to the material losses, could 

also be interpreted as a sign of control over the situation and therefore increases rather than 

diminishes prestige (Walker, 1999).  
Figure 1.1: Four modes of reciprocal exchange in gambling (Binde, 2005a) 
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Finally, Binde (2005a) explains the positive balanced form of reciprocal exchange that is 

characteristic of modern market economies. It is a system in which “gamblers exchange 

money (their bets) for the pleasure and excitement of participating in games and for the 

chance to win” (Binde, 2005a, p. 466). Today, gambling is one of many leisure activities 

(Cotte, 1997; Zaranek & Chapleski, 2005). Some may pay to watch a movie or theatre 

performance, others choose to spend their time (and money) playing casino games (Binde, 

2005a).  

Religion plays an important role in what is or is not moral. It is therefore not surprising that 

views on gambling in society have been significantly influenced by religion, with polytheistic 

or animistic religions tending to accept it while monotheistic religions tend to condemn it 

(Binde, 2007a). However, shifting attitudes toward religion and changing mindsets, 

particularly in Western society, have promulgated a widespread acceptance of gambling. This 

transition has been facilitated by the socio-economical improvements in the post-World War 

II era and a shift in thinking in which citizens were no longer simply viewed as producers but 

increasingly seen as consumers (Cosgrave & Klassen, 2001). Previously, producers were 

seen as working for and remunerated according to their contribution to society, and therefore 

gambling, with its offer of great reward for little or no effort was seen as disruptive of the 

existing order (Binde, 2005a). On the other hand, consumers are free to choose what to do 

with their time and money. 

Despite these developments, the question as to whether gambling is morally acceptable has 

not fully disappeared. Instead, the responsibility has shifted and no longer lies with the 

individual but now rests with companies offering gambling to customers (Brindley, 1999; J. 

McMullan & Perrier, 2007; Steinmetz, 2015; Wall, 2015). Practices and standards are 

increasingly being questioned by the public through the media (e.g., Cook, 2017; Davies, 

2018; Rogan, 2018; Topping & Davies, 2016; Travis, 2016), which inspires governments to 

establish regulations (e.g., Finansdepartementet, 2018) that better protect consumers and 

ensure that they are treated fairly (UKGC, 2018c, 2018a). 

While the vast majority of online gambling players are recreational rather than problem 

gamblers (Calado & Griffiths, 2016), there is rightful concern for problem gambling and 

public health, and it is imperative that both business and research in the area are conducted to 

the highest ethical standards. McGowan (1997) argues that there are two opposing views of 

how gambling is looked at in the gambling studies literature with those who are pro-gambling 



 7 

and those who are anti-gambling. He further holds that these two groups use different ethical 

standards to justify their points-of-view, with The Ethics of Sacrifice, mostly employed by 

those critical of gambling, and The Ethics of Tolerance, adopted by advocates of gambling. 

The Ethics of Sacrifice postulates that one ought to give up certain liberties for the greater 

good. It is a teleological approach in which the end goal is most important, or, where the end 

justifies the means (McGowan, 1997). A prominent example of this thinking is encapsulated 

in the famed quote of the 35th president of the United States, John F. Kennedy who said: 

“Ask not what your country can do for you; Ask what you can do for your country.” It is an 

appeal to the people to give or sacrifice rather than take. Another example highlighted by 

McGowan (1997) is the constitutional ban on the sale and consumption of alcohol in the 

United States in the 1920s and early 1930s. Arguments that the consumption of alcohol had 

detrimental effects on virtually every aspect of human life were used to advocate the sacrifice 

of giving up alcohol for the greater good of society (Blocker, 2006; H. G. Levine & 

Reinarman, 1991). The same sentiment is used by the critics of gambling who argue that 

gambling exploits some individuals and is thus harmful, even though a majority may derive 

benefit (Binde, 2005b; Frey, 1984; McGowan, 1997). 

On the other hand, McGowan (1997) identifies those who promote gambling as following the 

ideology of The Ethics of Tolerance. Proponents of this view maintain that how something is 

achieved is more important than the achievement itself, and is thus a “deontological mode of 

thinking” (McGowan, 1997, p. 283). It is therefore more essential to protect the individual’s 

right of doing something even though it may be detrimental to society, provided that the 

action is within the law. Contrary to The Ethics of Sacrifice, in The Ethics of Tolerance, 

individuals do not have to sacrifice individual liberties for a greater good. The individual’s 

infringement of their rights would be deemed intolerable (McGowan & Brown, 1994). 

In the light of the above discussion, this study views gambling as a positive balanced 

exchange system involving a recreational leisure activity, pursued by many people around the 

globe, which most people choose to do freely (Calado & Griffiths, 2016; Mizerski, 2013). 

While it does not make any ethical judgement, the thesis may be perceived as adopting the 

Ethics of Tolerance rather than the Ethics of Sacrifice.  
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1.1.2 Motives for gambling 

The underlying motives for gambling have been considered in both the behavioural 

economics and psychology literature. One of the earliest economic theories that sought to 

explain lotteries and gambling is Expected Utility Theory – EUT (von Neumann & 

Morgenstern, 1944). The theory explains situations when a decision has to be made under 

uncertainty of what the outcomes may be. EUT holds that individuals will seek to obtain the 

highest expected level of utility which will result from the sum of probabilities and utilities 

over all possible outcomes. Expected utility provides some understanding of the world but it 

is simplistic and does not sufficiently explain interaction in the real world.  

In their seminal article: The utility analysis of choices involving risk, Friedman and Savage 

(1948) sought to better explain gamblers as individuals staking a small amount (the bet) for 

the chance of a large return (the potential win). In these circumstances, the chance of winning 

is low and there is thus a high risk that the bet is lost. On the other hand, the authors note that 

someone who buys an insurance accepts a small expense (the premium) “in preference to the 

combination of a small chance of a much larger loss […] and a large chance of no loss.” 

(Friedman & Savage, 1948, p. 279). On a continuum, with uncertainty on one end and 

certainty on the other, these two examples demonstrate the two extremes on the continuum. 

Therefore, while the first individual risks a small amount of money for the potential benefit 

of increasing his wealth, the second individual is paying a small amount of money to 

safeguard himself against the potential threat of losing their wealth. The authors point out that 

a single individual could have different utility functions depending on their initial wealth. 

Therefore, those individuals who can substantially increase their wealth and status by 

winning, would derive higher utility from gambling. In such circumstances, the propensity to 

gamble is higher for individuals with lower disposable income, as the price of obtaining high 

cost products or services, such as a university education, a house or luxury goods may be 

beyond the ordinary means of low-income consumers (Kwang, 1965). Gambling, with its 

chance to win a relatively high amount for a relatively low stake, provides such individuals 

with the opportunity to obtain the money to buy these goods or services (Kwang, 1965). Yet, 

this propensity is not only higher for individuals with lower absolute income, but also for 

those whose relative income compared to their socio-economic environment is low (Brenner, 

1985; Eadington, 1988). 

While Friedman and Savage (1948) have criticized the notion of a single utility curve as 
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expounded in EUT and proposed the existence of multiple utility curves, Kahneman and 

Tversky (1979) and others have criticized the basic assumption in EUT that holds that 

humans consistently follow rules of rationality. Kahneman and Tversky (1979) proposed 

Prospect Theory as an alternative model and argue that individuals develop preferences that 

are contextual rather than ones perceived in absolute terms. It suggests that people are more 

sensitive to losses than to gains. Therefore, the emotional impact of a financial loss is much 

higher than that of an equivalent gain. In addition, we dislike losing what we have (or believe 

that we have). The same authors have also highlighted a certainty and an isolation effect. The 

certainty effect refers to people underweighting outcomes that are merely probable in 

comparison with outcomes that are obtained with certainty. This contributes to risk-aversion 

in choices involving sure gains, and to risk-seeking in choices involving sure losses. In the 

isolation effect, people generally discard components that are shared by all prospects under 

consideration. This effect explains why when a choice is presented that is essentially similar, 

the same individual can be both a risk-avoider or a risk-seeker thereby explaining why the 

same person may buy both a lottery ticket and an insurance policy. 

While research in behavioural economics has provided useful theoretical frameworks, there 

are few applications of the models to actual choice behaviour in gambling. Indeed, prospect 

theory “can hardly be called an operational theory for choice simulation and prediction and is 

still predominantly an explanatory choice theory” (Van de Kaa, 2008, p. 30).  

Psychology recognizes that besides monetary utility, gamblers may derive other forms of 

utility from gambling. Therefore, Eadington (1988) distinguishes between two broad 

categories of gamblers, namely: (1) those who gamble to win money, and; (2) those who 

gamble for the sake of entertainment. He describes the latter as individuals who are younger, 

“better educated (and therefore have greater wealth acquisition potential through orthodox 

channels), more secure in their employment and income situations, or have recently 

experienced significant increases in their wealth” (Eadington, 1988, p. 269). For these 

players, besides winning, other factors that include risk-taking and excitement play a part in 

the decision to gamble (Binde, 2013; Conlisk, 1993; Reith, 2002).  

In addition, the psychology literature also recognizes that the role of risk-taking and the 

excitement that a sense of anticipation can create, is directly linked to the perceived chance of 

winning (Darke & Freedman, 1997). Risk-taking is defined as the positive experience of 

thrills or flow (Csikszentmihalyi, 1990; Zuckerman, 1994). Research indicates that 
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“individual differences in personality traits associated with risk, behavioral preferences for 

risk, and attitudes toward risk are associated with gambling behavior” (Mishra, Lalumière, & 

Williams, 2010, p. 619). Zuckerman (2007) highlights sensation-seeking as a basic 

personality trait that impacts various types of risk-taking in all kinds of risk areas. He defines 

the trait as “the seeking of varied, novel, complex, and intense situations and experiences, 

and the willingness to take physical, social, and financial risks for the sake of such 

experience” (Zuckerman, 1994, p. 27). In turn, a meta-analysis by Byrnes, Miller, and 

Schafer (1999), who looked at sixteen types of risks, showed that in fourteen of these, greater 

risk taking among men was evident. 

Besides the risk taking and excitement of gambling, the psychology literature also highlights 

the attraction stemming from the fact that gambling is a social activity (Wood & Griffiths, 

2008; Zaranek & Chapleski, 2005). Gambling is often pursued early on in the lives of players 

when going out to play bingo or playing cards with the family (Gupta & Derevensky, 1997). 

For most it continues to be so, where a visit to a casino with friends is a social activity and a 

form of entertainment (Binde, 2013; Calado & Griffiths, 2016). It is augmented by the 

glamour that gambling and the associated lifestyles as portrayed in films and advertising 

invoke. The advertising used often suggests that for glamour “it is not actually necessary to 

win “big” money, but to be seen playing the games, for which the possibility (however 

remote) of a large win exits” (Sklar & Derevensky, 2010, p. 544).  

Such depictions in the advertising communication can be seen as a form of escapism, and 

indeed the psychology literature has also focused on those who use gambling as a form of 

escapism from unpleasant mood states that include coping with loneliness or boredom (Alex 

Blaszczynski & Nower, 2002; Rockloff & Dyer, 2006; Rockloff, Greer, Fay, & Evans, 2011). 

Overcoming loneliness is an important driver among senior members who increasingly seek 

day-trips to spend their leisure time in gambling casinos (Hope & Havir, 2002; McNeilly & 

Burke, 2001). In this respect, there is some evidence that suggests that those that use 

gambling as a form of escapism are more likely to be pathological gamblers (Reid et al., 

2011). 

Both behavioural economics and psychology identify important motives for gambling and the 

literature recognizes that the motivations to engage in gambling are varied (e.g., Ackermann 

& Teichert, 2016; Binde, 2013; Cotte, 1997). The research in these two disciplines has 

highlighted the importance of both economic or utilitarian motivations and hedonic 
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motivations to gamble and that it is useful to distinguish clearly between pathological or 

problem gambling and recreational gambling.  

1.1.3 Problem gambling vs. recreational gambling 

The field of psychology has been particularly focused on issues of problem gambling and 

public health, (Auer & Griffiths, 2013; Gainsbury et al., 2014; M. D. Griffiths, 2013; 

Philander & MacKay, 2014; Rousseau & Venter, 2002; Sutton & Griffiths, 2007; Wardle et 

al., 2011) and on the need to ensure that regulatory measures are implemented (e.g., Buil et 

al., 2015; Gainsbury et al., 2013; Leneuf, 2011; McAllister, 2014; Rose & Owens, 2009; 

Srikanth & Mattamana, 2011). However, as Mizerski (2013, p. 1587) has pointed out, 

problem gamblers represent only a small proportion of gamblers, and to put pathological 

gambling into perspective, the author observes that “problem gambling has the incidence of 

the eating disorder anorexia nervosa in the population”.  

More recently, Calado and Griffiths (2016), who undertook a systematic review of empirical 

research on problem gambling between 2000 to 2015, identified 69 studies and concluded 

that there are variations in problem gambling rates in countries across the world ranging from 

0.12 to 5.8%, and in Europe between 0.12 to 3.4%. These figures are similar to those found in 

an earlier longitudinal study by LaBrie et al., (LaBrie, Kaplan, LaPlante, Nelson, & Shaffer, 

2008), who reported that approximately 5% of their sample displayed excessive gambling. 

Although the presence of problem gambling in countries across the world is limited, its 

consequences are necessarily of concern. It is therefore important to balance the need to 

protect this minority with the rights of recreational gamblers who wish to pursue gambling as 

a form of entertainment. 

To be able to do so, it is necessary to distinguish between pathological (or problem) gamblers 

and recreational (or social) gamblers. In this respect, The National Addiction Service of 

Singapore (2013) provides a helpful basis for understanding the difference between the two. 

It holds that recreational gamblers refer to those who gamble for fun, are able to remain 

within their means and can stop anytime. On the other hand, pathological gamblers continue 

to invest time and money on gambling despite experiencing harmful, negative consequences. 

This distinction is also reflected in the academic literature, with The National Research 

Council (US) Committee on the Social and Economic Impact of Pathological Gambling 

(1999) holding that recreational gamblers are those who gamble for entertainment and 
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typically do not risk more than they can afford (Custer & Milt, 1985). However, unlike 

pathological gamblers, recreational gamblers see gambling as a leisure time pursuit and do 

not chase their losses. This position is supported by the American Psychiatric Association 

who in the latest edition of The Diagnostic and Statistical Manual of Mental Disorders 

(DSM-5) recognized pathological gambling as a disorder and holds that the distinguishing 

feature of those suffering from gambling disorder, as against recreational gamblers, is that the 

latter exhibit “persistent and recurrent maladaptive gambling behavior that disrupts personal, 

family, and/or vocational pursuits” with one of its characteristics being “the frequent, and 

often long-term, pattern of ‘chasing’ one's losses” (American Psychiatric Association, 2013, 

p. 586).  

1.1.4 The rise of Web 2.0 and the growth of online gambling 

A critical driver of the spread in recreational online gambling has been the rise of the Internet 

and its development in its Web 2.0 format. The Internet initially provided an online 

purchasing channel (Birch & Young, 1997) but with the development of Web 2.0 (O’Reilly, 

2005, 2006) it has exhibited “a shift in focus from companies to consumers, individuals to 

communities, nodes to networks, publishing to participation, and intrusion to invitation” 

(Berthon, Pitt, Plangger, & Shapiro, 2012, p. 262). Today, the omnipresence and ubiquity of 

the Internet means that customers can, and expect to, access online services at any time 

(Babulak, 2006). This is particularly so with the rise of handheld devices which together with 

other traditional home devices have fostered a surge in online purchasing by customers 

(Kleinrock, 2003).  

As the Internet has continued to become more widespread, it is also expanding in emerging 

markets and economies. Indeed, increased Internet access and the growth in smartphone 

adoption has meant that online gambling websites are accessible to almost everyone, 

everywhere, and at any time (eMarketer, 2016). This is facilitated by the fact that more 

people are confident and capable of buying services online and the fact that many 

entertainment services that have traditionally been available from a ‘brick and mortar’ entity, 

have now either expanded or moved fully online (Edelman, 2009; Tjew & Malle, 2004; 

Wolfinbarger & Gilly, 2001). This move online has also occurred because the land-based 

gambling industry is maturing (Mizerski, 2013).  

An example of the latter is the recent strategic partnership between Hard Rock International 
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and the online gambling firm Gaming Innovation Group, which has made it possible for Hard 

Rock to launch a new online casino in addition to their land-based Casinos (Hard Rock 

International, 2018).  

The impact of the Internet on gambling has been fascinating – it has eliminated the 

importance of location. These developments have meant that a consumer desiring to gamble 

no longer has go to a racetrack to have a wager, or a casino to play a table game or slot 

machine. Moreover, there is no longer the need to employ hundreds of people (croupiers, slot 

machine mechanics etc.) or to own physical infrastructure such as buildings, machines, 

restroom facilities, restaurants etc. Similarly, for consumers there have been advantages – 

there is no need to travel, it is accessible at all times, and it is available from the comfort of 

their own homes; and disadvantages – no social contact, easier access to financial resources 

which could lead to uncontrolled expenditures (Wood & Williams, 2009). 

The steady expansion in online gambling has meant that it has become a global multi-billion-

dollar business. The market is currently estimated at US $46 billion and expected to grow to 

US $94 billion by 2020 (Statista.com, 2016) with the European market accounting for almost 

half of the revenue (47%) generated worldwide (European Gaming & Betting Association, 

2016). Casino, betting and poker are the main products on offer and together account for over 

70% of revenue. 

1.1.5 Services marketing and online gambling 

The realisation that services are an important and an integral part of marketing has led Vargo 

and Lusch (Vargo & Lusch, 2004) to argue for a paradigm shift to what they describe as a 

‘service dominant logic’. They propose that value is co-created by the customer as part of the 

exchange, and that marketing should therefore not focus on the product itself but on “what 

the product does for the consumer, from a consumer’s point-of-view” (Palmer, 2014). 

Previously considered inferior or subordinate to product marketing, the growth of the services 

economy has meant that services marketing has quickly become a most important form of 

marketing. The development of online services has only amplified this shift.  

Online gambling is very much a service that meets the key distinguishing features 

promulgated for services, namely: (1) intangibility, (2) inseparability, (3) variability, (4) 

perishability, and (5) lack of ownership. First, online gambling is an intangible service that 
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cannot be assessed before it is experienced. Customers have difficulty in evaluating 

competing services and therefore often resort to ‘independent’ third-parties, including online 

reviews (Casino Guardian, 2018; Casino Guru, 2016; Davidovic, 2015) and use price as a 

basis for assessing quality (Eadington, 1999). Second, inseparability in an online gambling 

context necessitates that consumers and service providers interact in virtual space and can 

increasingly access online gambling services from anywhere. Third, online gambling services 

are produced ‘live’ and are prone to considerable service variability that renders the 

development of strong brands difficult. Fourth, online gambling services may under certain 

circumstances have a perishability challenge. This is particularly so in games where the 

player is not engaged in gambling against the house, but rather against other players. Without 

opponents, playing poker – online or otherwise – is impossible; with few opponents it might 

be boring. Finally, the interaction with an online gambling service is essentially selling 

playtime rather than a good that can be stored and that can be owned (cf. Reith, 2002, p. 92). 

The technological developments made possible by Web 2.0 coupled with an increasingly 

competitive market, have heightened aggressive marketing activities among Internet 

gambling firms as they compete for players and market share (Gainsbury, 2012). Essentially, 

online gambling firms provide customers with a service experience that consists of games of 

chance, supplemented by supporting and other services. The games are often not very 

different, and the expected effort required to master a firm’s system is critical to the resultant 

experience that a player derives. It is therefore also critical for a firm to be able to compete 

effectively. The service offering of a gambling website is generally free in the sense that 

there is no periodical subscription to the said service (McCormack & Griffiths, 2012).  

Instead, the gambling website or operator is making money from the house edge that is 

applied to games, generally referred to as the remaining percentage of the Return To Player, 

or RTP (Balabanov, Zankinski, & Shumanov, 2015; N. E. Turner, 2011). For example, an 

online gambling slot will typically have an RTP of something between 95-99%. The 

difference of 1 to 5% are the house edge (Auer & Griffiths, 2014; Auer, Schneeberger, & 

Griffiths, 2012). However, these 1 to 5% are gross margins, as game providers, staff and 

other costs have to be deducted from them (Balabanov et al., 2015; SiGMA, 2018). For land-

based casinos, these costs are often higher, necessarily resulting in a larger house edge, and, 

conversely, lower RTP (Gainsbury, 2012; SiGMA, 2018; Woolley, Livingstone, Harrigan, & 

Rintoul, 2013). However, because of virtually unlimited accessibility and anonymity, online 
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casinos have higher RTP which may act as an attractive incentive for players to choose to 

gamble online rather than offline (Coates & Blaszczynski, 2013, 2014). Since online 

gambling sites have a low house edge percentage, online gambling is necessarily a numbers 

game where generating revenue requires the attraction of a large number of customers 

(Gainsbury, 2012). Attracting and retaining customers is vital to success and several studies 

have been produced analyzing this effect, albeit mostly for land-based casinos (Hendler & 

Hendler, 2004; Salmon, Lucas, Kilby, & Dalbor, 2004; Watson & Kale, 2003). In this highly 

competitive market, firms fight for market share and customer loyalty by offering signup and 

loyalty bonuses, free spins or free bets, bonus credits and other promotional activities 

including raffles ranging from short trips to sports events, participation in live casino and/or 

poker tournaments, to merchandise and apparel (Gainsbury, 2012; Gainsbury et al., 2013).  

They aggressively seek to entice customers to play more rather than less, both in terms of 

frequency and amount of money betted. Targeting the right customers and the knowledge of 

how to do it are important operant resources in the industry. While many key drivers of 

behaviour or gambling intention may be similar to those of other online services, online 

gambling exhibits significant differences and challenges. In this respect, it is possible to 

distinguish between internal drivers of customers and how these influence gambling 

intentions, as well as external corporate communications undertaken by online casinos to 

attract customers. 

1.1.6 Focus of this thesis 

Gambling has been considered by different disciplines. The psychology literature provides 

numerous examples of studies in the domain of gambling, including prevalence studies that 

aim to assess the percentage of the population that gambles within a given country, and how 

many of those that gamble are considered to be problem gamblers. Such studies provide 

useful knowledge about the demographics of problem or pathological gamblers (e.g., Abbott 

& Volberg, 1996; Ladouceur, 1996; Olason, Hayer, Brosowski, & Meyer, 2015; Volberg, 

1996; Wardle et al., 2011; Wood & Williams, 2009). Studies have also investigated more 

specific groups, such as youths (e.g., Felsher, Derevensky, & Gupta, 2003; Sklar & 

Derevensky, 2010) and indigenous people (e.g., Hing & Breen, 2014), and how to prevent 

youths from gambling harm (Dickson, Derevensky, & Gupta, 2002). Perhaps, more 

importantly in the context of this research, psychology studies have also examined the 

motivations to gamble. For instance, while Nower and Blaszczynski (2010), report that most 
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respondents would gamble for fun and enjoyment, Wood and Williams (2009) who 

investigate Canadian and International Internet gamblers, report that the reasons for 

customers preferring to gamble online rather than in a brick-and-mortar casino include the 

convenience of round the clock availability, anonymity and better game experience and pay-

out rates. They also identify the drawbacks of online gambling which include concern about 

the fairness of games, lack of face-to-face contact and a poorer social atmosphere.  

Gambling research is also prevalent in other social sciences besides psychology. Therefore, 

in anthropology, gambling is investigated as part of the social fabric of society (e.g., Binde, 

2005b, 2007a; Howland, 2001); in economics weight is put on the monetary inputs and 

outcomes of gambling and their implications for society (e.g., Eadington, 1999; Gruen, 1976; 

Walker, 2001); and in sociology, social rather than financial costs are assessed within certain 

social units (e.g., Cotte & Latour, 2009; Livingstone, 2001; Walker & Barnett, 1999).  

The marketing of gambling has also received some attention albeit often through lenses tinted 

by concerns for problem gambling. Such is the case in studies looking at advertising 

promoting gambling (e.g., Binde, 2007b; Buil et al., 2015; Hing, Cherney, Blaszczynski, 

Gainsbury, & Lubman, 2014; Yani-de-Soriano, Javed, & Yousafzai, 2012). However, a few 

studies in the marketing and business literature have looked at gambling from a more value-

neutral perspective. For instance, Mizerski, Mizerski, Lam and Lee (2013) investigate habit 

and argue that while it helps explain the variance in behaviour intention, it is not clear why it 

explains it well. The authors observe that looking at past behaviour to assess future behaviour 

resulted in better prediction and could aid gambling business and regulators alike in 

developing strategies to provide a better service and safeguard players from potential harm. 

There has also been research into customer satisfaction and retention and the moderating 

effect of past behaviour within an online gambling context. Habit has been reported to 

significantly increase the otherwise weak relationship between satisfaction and retention 

(Jolley, Mizerski, & Olaru, 2006).  

The evolution of the perception of gambling over time can also provide a useful perspective. 

Two points of view have been reflected in history and can also be traced into the modern era. 

Thus, there is the tradition of license, that regards gambling and all forms of play as intrinsic 

to human nature and culture; and the tradition of condemnation, which sees “gambling as 

fundamentally problematic and [condemns] it as variously sinful, wasteful, criminal and 

pathological” (Reith, 2002, p. 2). While this duality may initially seem a little extreme, it is 
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possible to see studies on gambling and gambling behaviour positioned on a continuum with 

the aforementioned descriptors at each end. Studies that focus on the very real, yet relatively 

small proportion of problem and pathological gambling, would tend to converge more 

towards the side of the tradition of condemnation, whereas studies that seek to promote 

gambling as a more normal and indeed intrinsic aspect of human behaviour would tend to 

converge toward the other side, that of the tradition of license. Reith (2002) further observes 

that most of the attention in the public sphere and in academia is given to the former rather 

than to the latter. The special section on gambling theory and practice that appeared in the 

Journal of Business Research in 2013 (vol. 66, issue 9) was a rare exception of a mainstream 

business journal that looked at gambling and sought to find a balance between the two poles 

identified by Reith (2002). Thus, it focused on non-problematic gambling and recognized the 

value of the implications of the findings to better understand and prevent problem gambling.  

Notwithstanding this reluctance of the business and marketing literature to investigate 

gambling from a tradition of license, the business and marketing literature provides a number 

of theories and models that are useful to improve our understanding and to explain behaviour 

intention in a gambling context. For instance, the theory of reasoned action (TRA) has been 

used in a gambling context by both Cummings and Corney (1987) and Oh and Hsu (2001). 

The latter employed it in their study of volitional and non-volitional aspects of gambling 

behaviour. The theory of planned behaviour (TpB) has been used by Wu and Tang (2012) to 

explain gambling intentions of Chinese college students and their findings suggest strategies 

that can be employed to help prevent the development of problem gambling among college 

students. Martin et al. (2010) also use TpB in a college student context and find that it can 

predict gambling frequency.  

The more recent technology acceptance model (TAM) has been proposed as a relevant model 

for an online gambling context (Ernst, Hock, & Rothlauf, 2015), as well as for mobile online 

entertainment (Leong, Ooi, Chong, & Lin, 2013). Although the models provided by TRA, 

TpB and TAM continue to be relevant, the last iteration in the evolution of these models that 

seeks to explain behaviour is the Unified Theory of Acceptance and Use of Technology 

(UTAUT) and UTAUT 2, by Venkatesh and his colleagues (2003, 2012). As far as can be 

ascertained, no study has as yet investigated the online gambling context through the lens of 

UTAUT. Moreover, no model enhancements have been proposed that consider the hedonic 

nature of gambling and the role that a sense of perceived fairness plays on the online 
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gambling intention of customers. 

In light of the above, this research (1) focusses on recreational gamblers that constitute the 

vast majority of players in the market; (2) takes a more general perspective of online 

gambling by not limiting itself to certain groups (e.g., problem gamblers) or social units (e.g., 

youths or indigenous people); (3) makes use of previous research about the motivation to 

gamble and identifies and tests the relevance of enjoyment and perceived fairness as two 

overlooked drivers of online gambling intention; and (4) employs the latest iteration of 

models used to investigate behaviour intention (specifically UTAUT and UTAUT 2) to test 

and improve the prediction of online gambling intention. 

By focussing on gambling, the research recognises that gambling has received far less 

attention in the business literature than other consumer goods or services, even though “legal 

gambling world-wide represents the largest area of consumer entertainment revenue and 

dwarfs other forms like movies, theme parks or music” (Mizerski, 2013, p. 1587). Moreover, 

by focusing on online gambling rather than traditional gambling, the research roots itself 

firmly in the reality of the twenty-first century which has witnessed an ever-increasing rise in 

online services that are accessible on a 24/7 basis by consumers that have fixed point or 

mobile internet access.   

In order to help address the gap identified in the literature for online gambling services as 

described above, this research proposes a broad research question that asks:  

What do customers consider when gambling online? 

To answer this question, several specific foci are pursued. Initially, the focus is broad and 

directed at investigating the current market positioning adopted by online gambling firms and 

customers’ ranking of casino websites. As Ries and Trout (1986b) put it, market positioning 

is a battle for the customers’ mind and to succeed, firms need to know what the customers 

consider to be appealing or important. This research proposes a methodology that employs 

lexical and statistical analyses to help achieve this understanding. Textual content provided 

on the websites of online gambling firms is analysed and grouped into semantic clusters 

before they are contrasted with customer rankings for the same firms. The textual 

representation of a firm is a basis for differentiation and it is thus useful to know which 

semantic approach yields the best outcome, or, said in a different way, best sticks with the 

customer (Nielsen & Tahir, 2001).  
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Subsequently the focus is more specific and shifts to exploring drivers of customers’ 

gambling intentions. Given that online gambling is increasingly viewed as a hedonic pursuit 

that is positioned as a form of entertainment rather than as a disorder (Cowley, 2013; 

Mizerski, 2013), this research introduces the concept of anticipated enjoyment, which 

together with fairness and subjective norms, potentially play pivotal roles in impacting online 

gambling intentions.  

The research seeks an incremental new theory/context approach that better lends itself to the 

online gambling context. It therefore suggests the inclusion of constructs that are deemed 

important in such a context and seeks to incorporate and improve existing models. This 

process necessitates stating more specific research questions and/ or hypotheses. To achieve 

this, relevant marketing theories and existing models of behaviour intention (TRA, TpB, 

TAM 1, TAM 2, UTAUT and UTAUT2) are explored for their relevance to online betting 

intentions. This is then followed by sections considering the research focus and research 

method employed to answer the specific research questions and/or hypotheses outlined. 

Abstracts of the four papers answering the research questions are then presented and key 

findings are reported. Finally, theoretical and managerial contributions and implications are 

considered, limitations are noted and future research directions are proposed before final 

conclusions are drawn. 

With regards to the tradition continuum introduced by Reith (2002) and outlined above, this 

research is positioned in the middle of the continuum that extends from a tradition of 

condemnation on one side to a tradition of licence on the other. It seeks to contribute to a 

moderate perspective that envisages online gambling as an online entertainment service 

whose potential problems need to be recognised, but which for the vast majority of 

consumers merely constitutes another form of leisure pursuit. 
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1.2 Literature Review  

Marketing activities are directed at influencing customers. This research sets out to fill the 

understanding gap in the literature for online gambling services by posing the broad research 

question that asks: What do customers consider when gambling online? It starts by 

seeking some broad understanding of the current market positioning adopted by online 

gambling firms that reflects what firms believe customers want and which they can provide 

as an integral part of their differentiation.  

This differentiation is particularly important when the product on offer is not easily 

distinguishable (Griffiths, 2008; Keller, 2006, 2009). This is very much the case in online 

gambling where game providers, (including PlayTech, Microgaming, NetEnt, and 

Novomatic, to name a few) make their games available to all online gambling firms. It is then 

the latter that add their particular frontend (brand, designs, colours) as they seek to position 

and differentiate their offering from each other. The intended position for their offerings is 

subsequently supported by intense marketing activities, especially sales promotions including 

loyalty schemes.  

However effective positioning presupposes a deep understanding of what motivates and 

drives customers’ intention as well as how customers interpret the promotions and offerings 

made. Therefore, it is useful to understand what type of semantic is recognised by customers 

to allow firms to effectively differentiate themselves in the market. However, it is equally 

important to understand what the key drivers are that influence customers to gamble online. 

Indeed, the subsequent focus of the research is on specific drivers and their interactions and 

how these impact the online gambling intentions of customers. Thus, the literature review 

section considers theories and models that underpin the role of market positioning and drivers 

of consumer intentions and considers their relevance in an online gambling context. It starts 

by looking at the literature on market positioning and proceeds to identify theories and 

models that look at drivers of customers behaviour intention and how these can be adopted to 

online betting intention. 

1.2.1 Market positioning 

Market positioning is very much about achieving the right perception among targeted 

customers. The 1986 book by two advertising practitioners, Al Ries and Jack Trout, titled: 



 21 

Positioning: The battle for your mind, remains, to this day, an important reference point on 

positioning. The authors argue that positioning is not something you do to a product, rather 

“you position the product in the mind of the prospect” (Ries & Trout, 1986b, p. 2). They also 

point out that: “If you didn’t get into the mind of your prospect first (personally, politically, 

or corporately), then you have a positioning problem” (Ries & Trout, 1986b, p. 21).  

We live in an over communicated world and the typical consumer’s mind can be likened to a 

saturated sponge. Kilbourne (2012, p. 58) observes that “the average American is exposed to 

at least three thousand ads every day and will spend three years of his or her life watching 

television commercials”. Unless an offering stands out, it is most likely to be ignored. In this 

context, Ries and Trout (1986b) argue that to be successful it is necessary to find a ‘window’ 

into the mind of the customer and be the first to fill it.  

To do so requires differentiation and the identification of some unique proposition - one that 

has value to customers and that is effectively communicated to a target market. Today, online 

activity and browsing behaviour expose customers to myriad communications and finding the 

proverbial window to the mind of prospects and being first to occupy that space, has, if 

anything, become more challenging (Chang & Chen, 2008; Helm, 2000; Lambrecht & 

Tucker, 2013). Positioning recognizes that customers are inundated with information. This is 

especially so in the case of online gambling, where players are bombarded with an avalanche 

of promotional and marketing activities (Gainsbury, 2012; Gainsbury, Abarbanel, & 

Blaszczynski, 2018; Hing et al., 2014). 

1.2.2 Drivers of behaviour intention 

Several models have been developed in consumer behaviour and marketing that seek to 

understand behaviour or purchase intention. These include the Theory of Reasoned Action -

TRA (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975), the Theory of planned Behaviour -

TpB (Ajzen, 1985), and Technology Acceptance Models– TAM and TAM2 (Davis, 1985; 

Taylor & Todd, 1995). However, their application to online gambling remains limited. For 

instance, Cummings and Corney (1987) discuss the applicability of TRA to explain gambling 

behaviour and argue for its suitability. Ten years later, Moore and Ohtsuka (1997) express 

surprise that TRA, which is meant to explain reasoned action can “predict behaviour that is 

out of control and non-rational” (1997, p. 232). Although, describing gambling as ‘non-

rational’ behaviour can be ill-considered as it fails to contemplate the non-financial value that 
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customers can derive, the findings do confirm the suitability of TRA in a gambling context. 

Indeed, the researchers also report that adventure seeking relates to (healthy) gambling 

frequency, while impulsiveness relates to problem gambling.  

TpB has been probed in an online gambling context, with studies that have sought to explain 

the gambling behaviour of college students in China (Wu & Tang, 2012) and in the United 

States (Martin et al., 2010). Both studies report that TpB proved suitable to explain gambling 

intentions and that both attitude towards gambling and subjective norms positively influenced 

gambling intention. Furthermore, TAM has also received some attention in an online 

gambling context. Leong et al. (2013), who applied TAM to customers in China for mobile 

entertainment that included online gambling, highlight the importance of social influence and 

report that perceived enjoyment was the strongest predictor of mobile entertainment services 

usage. While the studies described provide useful insights into gambling intention, they are 

based on models that have since been incorporated into the Unified Theory of Acceptance 

and Use of Technology (UTAUT) developed by Venkatesh, Morris, Davis and Davis (2003).  

UTAUT represents a synthesis of the aforementioned and other models and has since been 

used in a multitude of sectors, often with an employee technology-use focus (Carlsson, 

Carlsson, Hyvönen, Puhakainen, & Walden, 2006; Chan et al., 2010; Chiu & Wang, 2008; 

Min, Ji, & Qu, 2008; Tan, 2013; Venkatesh, Thong, Chan, Hu, & Brown, 2011; Venkatesh et 

al., 2012; Zhou, Lu, & Wang, 2010). However, more recently, an updated version of 

UTAUT, termed UTAUT 2, has been proposed for customer situations (Venkatesh et al., 

2012). Given the successful applications of previous models (TRA, TpB, TAM) to predicting 

gambling intention, UTAUT and UTAUT 2 can potentially provide better models and thus 

better understanding of online gambling intention. 

The Theory of Reasoned Action (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975) identifies 

attitudes and subjective norms as drivers of behavioural intention. Attitudes are affective and 

based upon beliefs while subjective norms concern what customers perceive their network of 

family and friends to believe. The TpB (Ajzen, 1985) built on TRA by adding perceived 

behavioural control as a further driver of behaviour intention. The added construct represents 

the control which users perceive may limit their behaviour. TAM (Davis, 1985) sought to 

adapt TRA to the context of information systems and technologies. TAM proposes two 

drivers of the attitude toward using technology, namely: perceived usefulness (PU), and 

perceived ease of use (PEoU). PU is defined as the potential user’s subjective likelihood that 
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the use of a certain system will improve the users’ performance, while PEoU refers to the 

degree to which the potential user expects effortless use of a system. The model also 

envisages that besides impacting attitude, PEoU also impacts PU. TAM 2 (Venkatesh & 

Davis, 2000) propose an additional set of drivers to PU. 

In an attempt to synthesize eight of the most prevalent models in information systems 

science, that among others include TAM and its extensions, together with TRA and the TpB, 

Venkatesh et al., (Venkatesh et al., 2003) developed the Unified Theory of Acceptance and 

Use of Technology (UTAUT), focusing on employees using internal IT systems. The authors 

argue that attitude toward using technology – a construct previously proposed by others and 

incorporated in some of the earlier models – is not a significant predictor of behaviour 

intention and that its role is incorporated in effort and performance expectancy. While the 

authors do acknowledge that some studies have found attitude, affect or intrinsic motivation 

to be significant antecedents of behaviour (e.g., Davis, Bagozzi, & Warshaw, 1992; 

Venkatesh, 2000), their findings and model do not support the inclusion of the construct.  

They therefore identify three key drivers of behaviour intention, namely: performance 

expectancy, effort expectancy and social influence (with facilitating conditions impacting use 

behaviour directly); together with four moderating variables: gender, age, experience, and 

voluntariness of use – see Figure 1.2. Performance and effort expectancy largely derive from 

PU and PEoU respectively, as encompassed in TAM and its extensions. Social influence 

captures how much users are influenced by the opinion of others about whether they should 

use a system, while facilitating conditions refer to whether users believe that there is 

organizational or structural support for using the new technology. Venkatesh et al. (2003) 

tested their model from an employee perspective in four different industries (entertainment, 

telecom services, banking and public administration) and subsequently validated it in a 

further two sectors (financial services and retail electronics) and report that their model 

outperformed all other models tested, explaining 70% of the variance in behaviour intention. 

UTAUT has since been used in a range of studies (e.g., Borrero, Yousafzai, Javed, & Page, 

2014; Im, Hong, & Kang, 2011; Min et al., 2008; Tan, 2013; Wang & Shih, 2009). 
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Luo and Remus (2014) point out that Venkatesh et al., (Venkatesh et al., 2003) consider 

organizations and employee behaviour for technology acceptance rather than technology 

acceptance among external customers who use the technology to make a purchase, 

particularly online. Indeed, the various earlier studies as well as the orientation of the 

UTAUT model was directed toward utilitarian systems that seek an improvement in 

employee performance. However, the roots of UTAUT are TRA and TpB which are very 

much customer rather than employee focused. Indeed, later literature provides some limited 

evidence of the use of UTAUT to identify customer purchase intentions for mobile 

technology products (Carlsson et al., 2006; Min et al., 2008; Zhou et al., 2010), mobile 

banking services (Bankole, Bankole, Irwin, & Brown, 2017; Im et al., 2011; Martins, 

Oliveira, & Popovič, 2014; Saeed, 2011) social media (Borrero et al., 2014; M. Z. I. 

Lallmahomed, Nor, Ibrahim, & Rahman, 2013; Liew, Vaithilingam, & Nair, 2014), e-

government services (Chan et al., 2010; Venkatesh et al., 2011) and e-learning (Chiu & 

Wang, 2008; Tan, 2013). 

Venkatesh, Thong and Xu (Venkatesh et al., 2012) have sought to extend the original 

UTAUT model away from organizations and employee behaviour for technology acceptance, 

to behaviour intentions of customers of technological products and have proposed UTAUT 2. 

This has involved the addition of hedonic motivation and price value as further drivers to 

behaviour intention. Hedonic motivation is defined as the fun or pleasure derived from using 

a technology and is equivalent to perceived enjoyment in information systems (IS) research. 

Figure 1.2: UTAUT Model (Venkatesh et al., 2003) 
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Price value is included as customers bear the price of the products or services they purchase. 

This aspect was not previously relevant in UTAUT since employees are not liable for the cost 

of the system. The price value concept used in UTAUT 2 therefore represents the cognitive 

trade-off between the perceived benefits of the application and its monetary costs (Venkatesh 

et al., 2012). Another change in UTAUT 2 consists of the elimination of voluntariness of use 

as a moderating variable while the moderating effects of age, gender and experience have 

been extended to the added drivers of behaviour intention, namely: hedonic motivation and 

perceived value - see Figure 1.3. The authors report that a survey of mobile internet 

customers utilizing the extensions proposed in UTAUT2 produced an improvement in the 

variance explained in behavioural intention from 56 percent to 74 percent (Venkatesh et al., 

2012).  

 
Although the results suggest that UTAUT 2 is a better overall model for customer purchase 

intentions than its predecessors, it is essentially a one-stage model. The way that the model 

has been built has combined some of the interconnections of previous models into single 

Figure 1.3: UTAUT2 Model showing proposed extension (Venkatesh et al., 2012) 
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constructs. Therefore, in its current form it may not capture all antecedents and 

interconnections of the constructs used in the model are not investigated. While the need for 

model parsimony is understandable, it appears that the authors have instead focused their 

model’s complexity on the moderation effects of the demographics for age, gender and 

experience. 

Ackermann and Teichert (2016) note that the acceptance of technology by customers is 

motivated differently, depending on whether a system is used for work or pleasure. Online 

gambling can be utilitarian or hedonic and may change over time and according to purpose. 

For instance, a player’s motivation may be purely economic at one point-in-time and/or 

purely for leisure/fun at another. Ackermann and Teichert (2016) further note that utilitarian 

and hedonic use are not the only reasons for gambling and propose the inclusion of a three-

dimensional model that incorporates: Approach/Avoidance, Utilitarian/Hedonic, and 

Outcomes/Process associations as predictors of gambling behaviour to better “capture the 

complexity of associations likely to be present in the context of gambling as an experiential 

consumption product” (Ackermann & Teichert, 2016, p. 5).  

TAM has been used to look at hedonic information systems and it has been shown that 

perceived enjoyment has a significant direct influence on intention to use and mediates the 

influence of perceived ease of use on intention to use (van der Heijden, 2004). Enjoyment has 

been included in hedonic motivation in UTAUT 2. This research argues that enjoyment, and 

particularly anticipated enjoyment, is a critical variable in an online gambling context. 

Similarly, issues of perceived fairness of products, games and services offered are 

increasingly a concern among both players and regulators (Cook, 2017; UKGC, 2017a, 

2017b, 2018b, 2018a; Wood & Williams, 2009; Yani-de-Soriano et al., 2012). It is argued 

that both anticipated enjoyment and perceived fairness are pivotal constructs in an online 

gambling context. 

Therefore, in summary this research adopts an approach that combines perspectives from 

market positioning, consumer behaviour, information systems and services marketing to the 

online gambling context. Sheth, Gardner and Garrett (1988) identify twelve major schools of 

marketing thought or marketing theories. These are described as having a distinct focus as to 

who will or should benefit from marketing activities and a perspective of why marketing 

activities are carried out by stakeholders. Moreover, a marketing school of thought needs to 

possess group consensus that the particular viewpoint is interesting and worth pursuing in 
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marketing. The authors use a number of metatheory dimensions to evaluate the strengths and 

weaknesses of the twelve schools of marketing thought and use these criteria to rate 

managerial theory and buyer behaviour theory, first and second respectively. The managerial 

school of thought has provided a number of useful concepts that include that of the marketing 

concept, the product life cycle, marketing mix, and marketing segmentation together with its 

corollaries of product and market differentiation. On the other hand, the buyer behaviour 

school of thought, with its focus on the consumer rather than the producer and an emphasis 

beyond profit-oriented marketing institutions, represents another very useful theory.  

This research makes particular use of these two important marketing schools of thought. 

Thus, on one hand, the first study adopts a managerial theory perspective to better understand 

the segmentation and market positioning of online gambling firms. Specifically, the first 

study seeks to understand how differentiation attempts by online betting firms, as reflected in 

the content of their websites, is perceived by customers and how this is reflected in the 

ranking of online gambling firms. On the other hand, the subsequent studies adopt a buyer 

behaviour school perspective that seek to understand drivers of online gambling intention. In 

particular, the role of anticipated enjoyment and perceived fairness are considered. Moreover, 

the research investigates how these constructs can enhance current theories and models that 

have been proposed in the literature for explaining and predicting customer intentions. This 

understanding is potentially useful not just for online gambling firms but also for regulators 

that may wish to counter negative effects of gambling. 
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1.3 Research Focus 

The broad research question in this study asks: What do customers consider when betting 

online? To further focus the research, we start by seeking to understand the current 

positioning adopted by online gambling firms and then proceed to investigate drivers of the 

betting intention of customers. 

1.3.1 Market positioning by online gambling firms 

The online gambling industry is growing in terms of value and number of operators with an 

expected annual turnover of US $60 billion by 2020, and with more than 4400 gambling sites 

available online (Casino City, 2019; Statista.com, 2016). The rise of the Internet has provided 

the industry with a powerful platform that has fostered rapid growth. Although much of this 

growth is concentrated in developed countries, increasingly it is also growing in emerging 

markets (Williams, Wood, & Parke, 2012). Casino, betting and poker are the main products 

and together account for over 70% of revenue (Gainsbury, 2012). In this highly competitive 

market, content and understanding how to keep players coming are increasingly vital to 

success. Operators fight aggressively for customers by offering various types of promotional 

activities.  

One of the major challenges of any business relates to how it wishes to position and 

differentiate itself and its offerings in the market (Hooley, Greenley, Fahy, & Cadogan, 2001; 

Palmer, 2014). Indeed, this is particularly vital in a service industry, such as online gambling, 

where product offerings are very similar (Chaffey, 2015; Hendy, 2015; Palmer, 2014). If a 

company does not use its marketing activities, particularly marketing communications to 

achieve a clear and desirable positioning, customers will still position the firm according to 

what they believe and according to how they interpret the messages that are being transmitted 

(Ries & Trout, 1986a).  

In the gambling industry, this perceived positioning is reflected in the various online rankings 

of casinos, that include websites such as AskGamblers.com, Casinomeister.com, 

CasinoCity.com, and CasinoTopsOnline.com. Indeed, customers actively use such websites 

to communicate their dis/satisfaction with a particular online casino. Therefore, even though 

the scores on ranking websites like Casinomeister are undertaken by staff that follow a 

relatively strict process and points system (Casinomeister.com, 2019a), the positive and 
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negative comments of customers can influence staff and thus the ranking that an online 

website obtains. Online gambling firms give these rankings considerable importance as is 

evidenced by the recognition, for instance in the form of seals of approval that the best 

ranked websites receive within the industry (AskGamblers.com, 2019; Casinomeister.com, 

2019b). The research focuses on online casinos and investigates how these present 

themselves via the text content of their websites to communicate their market positioning 

differences to their customers. Specifically, the research asks: 

RQ1a: How can lexical analysis of text content from websites of online casinos be 

used in clustering to identify positioning differences? 

RQ1b: Is there any correspondence between identified clusters and the web rankings 

of online casinos? 

1.3.2 Drivers of online betting intention 

While a number of theories of behaviour intention exist in the marketing and consumer 

behaviour literature, (see above), their relevance to online gambling does not appear to have 

received much attention. This research considers the role of perceived fairness and 

anticipated enjoyment as key drivers to the online betting intention of customers. 

Perceived fairness  

A broad study by Wood and Williams (Wood & Williams, 2009) for the Ontario Problem 

Gambling Research Centre involving 12,521 respondents, reported that the top five reasons 

for customers to choose to gamble on one website over another were: (1) General reputation 

(18%); (2) Better game experience/interface (12%); (3) Safe monetary deposits and wins paid 

out in a timely fashion (10%); (4) Compensations and/or provision of monetary incentives 

(bonuses) (10%); and, (5) Fairness of games (9%). Moreover, the same respondents reported 

that the three most important advantages of online gambling versus land-based venues were: 

(1) 24-hour availability/convenience (57%); (2) Don’t have to drive/leave the house (51%); 

and (3) More physically comfortable (23%). On the other hand, the three salient 

disadvantages noted were: (1) Difficulty verifying fairness of games (36%); (2) Worry about 

monetary deposits being safe/having wins paid out in timely fashion (25%); and (3) Lack of 

face-to-face contact that makes betting more difficult (25%). Gainsbury, Parke and Suhonen 
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(2013) report that customer satisfaction, customer service, security and privacy as well as 

website reliability and third-party endorsement are key factors influencing online gambling. 

Their findings suggest that overall trust in online gambling operators is poor with “a 

substantial proportion [of customers] believing that there is an ‘on/off’ switch that can be 

used to cheat customers” (Gainsbury et al., 2013, p. 243). They also report that many 

customers are sensitive to unresolved complaints. Thus, even though online gambling has a 

number of advantages and is convenient, customers remain cautious. Besides concerns for 

privacy and handling of confidential data there exists significant doubts about the fairness of 

this service offering.  

Indeed, issues of fairness of products, games and services offered are increasingly a concern 

among both players and regulators (Ahmed & Megaw, 2016; Cook, 2017; Topping & Davies, 

2016; UKGC, 2017a; Yani-de-Soriano et al., 2012). In a business where random-number 

generators, or slot machines, dominate, it is not surprising that players request assurance that 

they are being treated fairly and in a transparent manner. Lawmakers, regulators and 

licensing bodies also look at fairness and transparency as important features. For instance, in 

2016, the United Kingdom Gambling Commission (UKGC) and the Competitions and 

Markets Authority (CMA) announced an investigation into the fairness of the terms and 

conditions offered by online betting firms (Rodionova, 2016). In May 2017, the UKGC, fined 

a gambling operator for misleading advertising for the first time, arguing that it was not fair 

on the customer (UKGC, 2017a), and in June of the same year, the CMA issued a press 

release highlighting their concern with the fairness of promotions offered to Internet 

gambling customers (CMA, 2017). Several countries and (special) jurisdictions have 

enforced gambling policies and regulations that address many of the concerns described. As 

part of these regulations, operators are often required to acquire a license in order to offer 

their product(s) and service(s).  

Some countries have well developed legislation in place. In Denmark, for instance, only 

licensed operators are allowed to offer online gambling to the country’s residents and all non-

domestic gambling activity, including promotion, of non-licensed operators is thus illegal. In 

order to play online with registered operators, Danes need to register with the online 

gambling websites using a special personal ID, called the NemID together with their civil 

registration number (Digitaliseringsstyrelsen, 2016; ‘FAQ for players’, 2016). The authorities 

seek to ensure that all licensees operate in a fair and safe way and that the personal data of 
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players are protected under Danish law. Other countries have a state monopoly in gambling 

and do not allow any third parties to offer any form of online gambling. This is the case in 

Norway where the Ministry of Culture controls the monopoly (Kulturdepartementet, 1993). 

There have been signs of movement toward a model involving licensed operators, but no 

conclusion has been reached as yet (Kulturdepartementet, 2015). Sweden will introduce a 

licensing scheme as of 1st January 2019 (Finansdepartementet, 2018). 

Notwithstanding national legislation, there are numerous online gambling sites that cater for 

the Norwegian and Swedish market in particular, with websites and customer support offered 

in their respective language. This shows that even though such markets are regulated, online 

firms operating from other jurisdictions do find ways to navigate and circumvent legislation 

and undertake marketing activities aimed at attracting customers from such countries. 

Different jurisdictions enact legislation and regulations that are often designed to protect the 

player from unlawful gambling operators, fraud and to ensure responsible gaming practices 

by both player and operator. However, some jurisdictions have sought to use legislation and 

regulations to attract online gaming firms to locate there and the level of trust of operators 

can be influenced by their location. Therefore, some jurisdictions, for instance Alderney 

(Guernsey), Malta and the UK, are perceived to be more trustworthy than others, such as 

Costa Rica and Panama. There are a number of online forums that rank jurisdictions 

according to their ability to handle player issues (Casinomeister, 2018) and advise players as 

to which jurisdiction provides the best legal assistance in case of disputes between operator 

and player(s) (Casino Listings, 2016).  

The above discussion suggests that perceived fairness is an important prerequisite for 

customers when choosing an online casino. The fairness construct has been considered in 

various research studies and a number of dimensions have been reported. Culnan and 

Armstrong (1999) consider procedural fairness which refers to how fair the customer 

perceives an activity to be carried out. The authors report that, if treated fairly, customers are 

more inclined to share sensitive information with online companies. They therefore argue that 

if online companies operate transparently and fairly, customers will reward the firm with 

their loyalty. In a gambling context, this can refer to the fairness of games, payment services, 

compliance procedures, and promotions, including bonus offers. The procedures set in place 

by the firm to obtain additional information in the case of compliance and regulatory 

requirements, or in detailing the steps that customers need to undertake to partake in a certain 
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promotion, may also impact procedural fairness of casinos. Two further dimensions of 

fairness, namely distributive fairness and interactional fairness, can also be noted. 

Distributive fairness has its roots in equity theory (Adams, 1965) which documents the 

perceived input/outcome ratio of a transaction between two parties and whether this ratio is 

perceived to be fair. Within a gambling context, distributive fairness is not limited to the 

monetary input and outcome resulting from a pure calculation of bets minus wins. As an 

entertainment service, this distributive dimension of fairness is likely to also include the 

hedonic element that is derived from engaging in gambling. On the other hand, interactional 

fairness refers to the extent to which customers believe to have been treated fairly by 

customer service representatives during their online experience (Chiu, Lin, Sun, & Hsu, 

2009). This last dimension of fairness is also represented in online gambling where some 

customers may frequently ask for bonus offers or complain about misleading promotions or 

service outages. In their study of online shopping behaviour, Chiu et al. (2009) show that all 

three dimensions of fairness positively influence customers’ trust in online shopping 

websites. The concern for fairness is undoubtedly relevant in the domain of online gambling, 

where fairness is likely to impact behaviour intention. The research therefore asks: 

RQ2: What is the role of perceived fairness in online gambling intention? 

Anticipated enjoyment  

In the services marketing literature, anticipated enjoyment is linked to satisfaction, which in 

turn is defined as the consumer’s fulfilment response (Oliver, 2010). It is a judgement that a 

product or service feature, or the product or service itself, provided (or is providing) a 

pleasurable level of consumption related fulfilment, including levels of under- or 

overfulfilment” (Oliver, 2010, p. 8). The process theory that underlines this definition of 

satisfaction envisages expectancy disconfirmation, resulting from the discrepancy between 

what is expected and what was experienced. It is clear that while satisfaction occurs post-

consumption, expectation is a pre-consumption prediction. Oliver (2006, p. 576) defines 

expectation as: “an anticipation of future consequences based on prior experience and other 

many and varied sources of information.” He further suggests that consumers “will pursue 

those products which they expect to fulfil their needs. Thus, the expectation and not the need 

is what the consumer brings into the purchase” (Oliver, 2006, p. 577). Expectations are best 

thought of as standards employed by customers that can be predictive (will) and ideal 

(should/ desired). Predictive expectations are pre-purchase cognition about the performance 
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of a product (Park & Choi, 1998), and represent a consumer’s prior beliefs about the future 

performance or attributes of a product (Ngobo, 1997; Summers & Granbois, 1977). 

Anticipation is a central theme in the conceptualization of predictive expectations. Research 

shows that when ideal rather than predictive expectations are asked, reported satisfaction is 

necessarily lower (Tse & Wilton, 1988). Zeithaml, Berry and Parasuraman (1993) have used 

focus group interviews to propose antecedents to expectations in a service context. The 

authors envisage ‘expected service’ as consisting of a continuum extending from ‘desired’ to 

‘adequate’ service with a zone of tolerance in between. The two end-points on the continuum 

are seen as influenced by a variety of antecedents.  

As noted above, satisfaction is a post-purchase phenomenon that is purely experiential and 

results from the comparative processes to expectations whether ideal or predictive. However, 

enjoyment is a reflective process that in the case of online gambling occurs as a result of 

‘psychic play’ and social interaction (Kusyszyn, 1984; Rickwood, Blaszczynski, Delfabbro, 

Dowling, & Heading, 2010). Vilches-Montero (2016) reports that consumers use affective 

evaluations of past hedonic experience when making future decisions. Using two 

experiments, the author shows that when subjects are asked to recall experiences as a whole 

(packed) or in parts (unpacked), enjoyment is stronger in the latter. In addition, mental 

unpacking interacts with experience enjoyment to alter past evaluations. When experience 

enjoyment was high, unpacked recall increases remembered enjoyment but did the opposite if 

experience enjoyment was low. These influences of hedonic experiences on memory translate 

into future preferences. 

The work by Hirschman and Holbrook (Hirschman & Holbrook, 1982; Holbrook & 

Hirschman, 1982) was important in recognizing the hedonic aspects of consumption and the 

significance of enjoyment, pleasure and happiness in consumer consumption. Campbell 

(1994) argues that modern consumer culture is not driven by greed, pride or envy. Rather, it 

is the constant search for new things and excitement that underlines the perpetual presence of 

unfulfilled desires that drives consumers. He views consumerism as an aspect of hedonism 

that arises from the Romantic movement which, through its encouragement of daydreaming 

and other autonomous hedonism, has fuelled a significant departure from utilitarian 

consumption. Campbell observes that the constant longing and search for pleasure results in 

enjoyable frustration. Alba and Williams (2013, p. 4) who review research on hedonic 

consumption hold that: “A vital component of hedonic consumption is whether the 
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experience of consuming the product or event is pleasurable.” The authors further observe 

that pleasure is difficult to define, it is difficult to explore what accounts for it, and how 

consumers attempt to pursue it. Csikszentmihalyi (1996) makes use of the term ‘flow’ and 

distinguishes between pleasure, enjoyment and ultimately fulfilment. He argues that pleasure 

is superficial and does not result in human growth but often occurs when we meet or exceed 

our biological wishes as is the case with a great meal. On the other hand, enjoyment requires 

involvement; it is retrospective and reflective. It comes about from experiences we look back 

upon with a feeling that we have accomplished something. It reflects change which has 

occurred in us as a result of the experience, whether it is work or play. 

Perceived enjoyment has been considered in the Information Systems literature in a TAM - 

Technology Acceptance Model (Davis, Bagozzi, & Warshaw, 1989). It has been defined by 

Davis, Bagozzi and Warshaw (1992, p. 1113) as “the extent to which the activity of using the 

computer is perceived to be enjoyable in its own right, apart from any performance 

consequences that may be anticipated.” The authors use the concept in the context of word 

processing software and business graphic programs and find a positive interaction between 

perceived usefulness and enjoyment that together explain 62% and 75%, respectively, of the 

intention to use computers in the workplace.  

Van der Heijden (van der Heijden, 2004) distinguishes between hedonic and utilitarian 

information systems, with the former aiming “to provide self-fulfilling value to the user, in 

contrast to utilitarian systems which aim to provide instrumental value to users.” He 

highlights the importance of the difference in hedonic and utilitarian systems by investigating 

the effect of enjoyment ambiguity on behaviour intention. His research, using a modified 

TAM, looked at hedonic systems and reports that perceived enjoyment has a significant 

direct influence on intention to use and mediates the influence of perceived ease of use on 

intention to use. These findings are also supported by Rodrigues, Oliveira and Costa (2016) 

and underline the importance of enjoyment as an essential antecedent to behaviour intention 

when customers use hedonic IS applications. Interestingly, Sun and Zhang (2006), who 

investigate the relationship between perceived enjoyment and perceived ease of use, show 

that perceived enjoyment precedes perceived ease of use in utilitarian systems thereby 

supporting Venkatesh et al. (2003) assertion that attitude is already incorporated in the effort 

expectancy construct. Previous studies report that both trust (with its link to fairness) and 

enjoyment positively influence behaviour intention in hedonic systems (Cyr, Hassanein, 
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Head, & Ivanov, 2007; Hassanein & Head, 2004). This research puts forward the notion of 

anticipated enjoyment, as an enhancement to perceived enjoyment that drives intention in 

online gambling, which is defined as an affective pre-experience cognition whereby players 

anticipate the ‘flow’ (Csikszentmihalyi, 2008) that can potentially result from play. By way 

of example: the anticipated enjoyment derived from waiting for one’s turn to ride a roller 

coaster, can be an essential driver of the intention that will finally lead to actually riding the 

roller coaster. Thus, a distinction between perceived and anticipated enjoyment can be made. 

Anticipated enjoyment is the feeling prior to the actual experience, whereas perceived 

enjoyment constitutes the degree to which the actual experience was or is enjoyable. 

Therefore, this research asks: 

RQ3a: What is the role of anticipated enjoyment in online gambling intention? 

Given the already highlighted importance of perceived fairness as a motivation of online 

gambling and the positive relationship of perceived procedural fairness on enjoyment 

reported by Zhang (2015), this research asks: 

RQ3b: How do fairness and anticipated enjoyment interact to influence online 

gambling intention? 

Key drivers for gambling intention: Perceived fairness and anticipated enjoyment 

The final objective is to put the latest iterations in the evolution of models aimed at 

explaining behaviour intention to the test in an online gambling context, namely: UTAUT 

and UTAUT 2. Anticipated enjoyment represents a direct driver of behaviour intention that 

has not been previously considered. In addition, perceived fairness is envisaged as an 

antecedent to some of the drivers depicted in UTAUT and UTAUT 2. This suggests the need 

for a two-stage model to better depict the reality of consumer decision making in an online 

gambling context. Therefore, both anticipated enjoyment and perceived fairness are added to 

the baseline models of UTAUT and UTAUT 2 to create two enhanced versions of these 

models, namely: UTAUT-G and UTAUT 2-G. The resultant four models are analysed and 

compared with each other to answer the fourth research question, that asks:  

RQ4: How do anticipated enjoyment and perceived fairness improve prediction of 

players’ online gambling intention? 
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1.4 Methodology 

Marczyk, DeMatteo, and Festinger (2005) argue that the conception of a study usually begins 

with a topic of interest and a subsequent literature review about this topic. From there, the 

researcher formulates a research problem and hypotheses or research questions to answer the 

given research problem, often focusing on one or a set of variables (Marczyk et al., 2005). 

With the research questions defined, the next task is to identify how these questions can be 

answered. This section adopts this process and commences by setting the philosophical 

foundations for the research. It then proceeds to explain the research design, followed by 

sampling and data collection methods used in the research.  

1.4.1 Research philosophy 

An important starting point for any research concerns the basic philosophical approach 

adopted by a researcher. Very broadly, there are two contrasting approaches, namely: 

positivism and interpretivism (Weber, 2004). The latter is sometimes referred to as anti-

positivism (Hunt, 1991). They are best thought of opposite poles on a continuum. Positivists 

adopt a scientific approach where reality can be investigated objectively, while interpretivists 

argue that the researcher is part of that reality and therefore cannot divorce themselves from 

the reality being investigated (Weber, 2004).  

Marketing, in the American tradition, sees itself as a science and has historically adopted a 

positivist approach with largely positivist research methods that include experiments, surveys 

and field studies. This study makes no claim that one philosophical orientation is better than 

the other and supports Weber’s (2004, p. x) argument that “the differences lie more in the 

choice of research methods rather than any substantive differences at a metatheoretical level 

and a researcher should choose a research method that best fits the purpose.” Indeed, some 

techniques lend themselves better to capturing certain knowledge than others. The guiding 

criteria in adopting a philosophical approach should be practical, with the selection of the 

research method meeting the challenges presented by the purpose of the study and research 

question or questions that is or are being considered. This practical perspective put forward 

by Weber is adopted in the present research. Thus, research question 1 and its related study, 

is approached from an interpretivist perspective, whereas research questions 2, 3 and 4 and 

their related studies adopt a positivist approach. 
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1.4.2 Research design 

Marketing scholars have three options for research designs, namely: exploratory, descriptive, 

and causal (Hair, Wolfinbarger, Money, Samoel, & Page, 2011; Malhotra, 2010). An 

exploratory research design investigates issues, topics, and problems where few previous 

studies exist. It seeks to gain insight that can provide a foundation for future research and 

often adopts unstructured methods of data collection. On the other hand, as its name implies, 

descriptive research describes the phenomenon being researched or the characteristics of a 

population to provide a picture of the current situation. It employs structured and systematic 

data collection methods such as surveys that are analysed using comparative and correlational 

analyses techniques. Descriptive studies can be cross-sectional or longitudinal, where the 

former take a snapshot in time and space, while the latter describe events over time. Lastly, 

causal research tests whether one thing is causing another or whether x causes y. To establish 

causality, the research needs to be precise and thus the design aims to eliminate all other 

possible influencing factors in the relationship between x and y. Controlled experiments are 

best suited to accommodate a causal research design.  

This thesis adopts different research designs. An exploratory research design consisting of a 

combination of qualitative and quantitative methodologies is chosen for answering research 

question 1 that seeks to identify the semantics used by online casinos in the pursuit of market 

positioning and how these relate to user generated web-rankings of casinos. A descriptive 

research design was chosen for studies 2, 3 and 4 as the answering of the research questions 

required the testing of models, which a descriptive research design facilitates best.  

1.4.3 Sampling and data collection 

Sampling design 

The aim of sampling is to construct a subset of the population, which is fully representative in 

the main areas of interest (Hair, Wolfinbarger, et al., 2011). Representative samples require 

not only that the sample is a probability sample but that it is sufficiently large to capture the 

variance in a population of interest. The latter aspect is what often makes representative 

samples challenging to use. Academic research rarely focuses on ensuring having samples 

that are sufficiently large to enable generalisations of results from the sample used to the 

population. Such an approach would be too costly and impractical. Instead, academic 
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research relies on replication of findings to achieve generalisability. However, it is important 

that surveys are collected from a random sample because most types of statistical analyses 

can only be undertaken if samples are random (Hair, Black, Babin, & Anderson, 2014; Hair, 

Wolfinbarger, et al., 2011). This is the approach adopted in this research where the focus of 

three of the studies is on identifying drivers of online gambling intentions. 

In the first study that seeks to answer research question 1, a purposeful sample was 

undertaken based on rankings of casinos published on an online forum. The leading online 

casinos were sampled and data was scraped from their websites’ About Us pages. Online 

casinos that qualified in terms of ranking, but did not provide an About Us page were omitted 

from the analyses. For the other three studies, surveys were sent to purposeful but random 

samples from the customer databases of two online gambling brands, SlotsMillion.com and 

Thrills.com, that belong to different online gambling companies. 

Data collection 

Data collection can be classified in terms of whether the process adopted is a qualitative or a 

quantitative approach; whether the logic is deductive or inductive, and; whether the research 

purpose is exploratory, descriptive or causal (Hair, Wolfinbarger, et al., 2011). 

Different methods are required to answer the four research questions posed in this thesis. In 

the social sciences, the methods available to the researcher comprise qualitative methods, 

quantitative methods, and a mix between the two (Burke Johnson & Onwuegbuzie, 2004; 

Fielding, 2010; Lundberg, 2003). Broadly, qualitative methods are defined as those that help 

the researcher analyse and interpret textual or visual data, whereas quantitative methods are 

those that aid the researcher analyse and interpret numerical data (Steckler, McLeroy, 

Goodman, Bird, & McCormick, 1992). Generally, the employment of both is called a mixed-

method approach, however, a mix of qualitatively driven methods can also be referred to as a 

mixed-method approach (Botha, 2011; Koopman-Boyden & Richardson, 2013). 

Research that involves the use of quantitative methodologies is best suited to test theories or 

models and can thus be described as deductive reasoning (Hair, Wolfinbarger, et al., 2011). It 

seeks the truth by analysing numbers and generalising findings from a sample to a population 

using statistics and thus helps to test the validity of models and theories, improve and refine 

them, or discard them partially or entirely (Hair, Wolfinbarger, Ortinau, & Bush, 2008; 
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Iacobucci & Churchill, 2015).  

Qualitative data is rich in content and frequently gathered during interviews of a relatively 

small sample, or by observing “behavioral patterns of objects, people, events, and other 

phenomena” (Hair et al., 2008, p. 94) . Qualitative data collection methods collect soft, 

generally non-numerical data, that allows the researcher to adopt an inductive ‘bottom-up’ 

approach that uses “participants’ views to build broader themes and generate a theory 

interconnecting the themes” (Creswell & Plano Clark, 2007, pp. 41–43). The researcher is 

often involved and may influence the behaviour or answers of subjects.  

For example, as an interviewer or facilitator of a focus group, the researcher is actively 

communicating with the respondents and can thus influence their way of answering or 

behaving. Similarly, as an observer, the presence of a researcher can influence the behaviour 

of subjects (Petty, Thomson, & Stew, 2012). Research that makes use of qualitative 

methodologies is well suited to explore and gain deep insight into phenomena. Qualitative 

research can aid marketers to better understand customers’ decisions, and its findings can 

give a helping hand to further quantitative and thus more generalisable studies (Hair et al., 

2008). Therefore, with its focus on inductive reasoning that involves the discovery and 

identification of patterns, structures or themes in the data, qualitative research also facilitates 

the development of theories and models (Hair, Wolfinbarger, et al., 2011). 

Broadly, qualitative data collection can be pursued with exploratory research designs while 

quantitative data collection can employ descriptive or causal research designs. However, any 

data collection is necessarily a trade-off among different desiderata. Runkel and McGrath 

(1972) provide a useful diagram, as shown in Figure 1.4, that highlights these trade-offs. 

Thus, points A, B and C are different desirable research deliverables where maximising one 

requires trade-offs on the other. Thus, a desire for maximum generalisability can be achieved 

by representative sample surveys and formal theory which is the most generalisable resource 

available. However, in maximising this, there is a concurrent loss in precision that is best 

represented by point B that can be achieved via laboratory experiments and loss of relevant 

context represented by point C that is best achieved via field studies.  

In conclusion, both qualitative and quantitative methods have their respective strengths and 

weaknesses and it is up to the researcher to determine the best and more practical approach to 

the research problem and which methodology (or methodologies) will best facilitate the truth-
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seeking process. Using Runkel and McGrath’s (1972) diagram, it is possible to locate the 

different research questions of this thesis and their related studies as follows: study 1 can be 

classified in segment CI as it takes data that is openly available from the Internet and focuses 

on a particular system in terms of the online market positioning of casinos; studies 2, 3 and 4 

can be classified in segment AIII since they consist of data collected via sample surveys that 

are subsequently subject to statistical analyses to deduce generalisable behavioural patterns.  

Questionnaire design 

Questionnaire design is a second important issue that considers the measures used to capture 

the issues or constructs that the researcher wishes to measure. In a positivist practice the 

choice of psychometrically sound measures is especially critical. Instruments used should 

ideally have been tried and tested and have acceptable levels of reported internal validity and 

reliability (Collis & Hussey, 2014; Kothari, 2004). On the other hand, in an interpretivist 

practice, where evidence for internal validity and reliability cannot be supported statistically, 

the emphasis is on credibility, transferability, dependability, and confirmability, amongst 

other factors (Creswell & Miller, 2000; Hannes, 2011). These can be demonstrated by the 

‘weight of evidence’ that is achieved by persuasive features of the research and the 

‘consensual validation’ obtained via consultation with the opinion of others. More 

Figure 1.4: Trade-offs in data collection 
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specifically, credibility evaluates whether the data is representative of the opinions of the 

group being studied and considers how well the data fits the sample studied. Transferability 

considers whether research findings apply to different, but similar situations. Dependability 

assesses whether the process of research is done in a manner that can be replicated while 

confirmability reflects the degree to which the results are qualitatively verifiable by an 

evaluation of the data and a thorough scrutiny of the research process.  

Besides using tried and tested questionnaires, internal validity and reliability also require 

attention to cross-cultural research challenges and related issues of equivalence (Levine et al., 

2007; Marczyk et al., 2005; Sekaren, 1983).  

Cross cultural research involves dealing with countries that have different languages, 

economies, social structures, behaviour, and attitude patterns. Since this research collects 

three surveys from international respondents who are customers of two online gambling 

firms, it was necessary to seek to ensure comparability and equivalency of results obtained 

from respondents across different countries. Malhotra (2010) provides a useful typology 

consisting of four principal types of equivalence in international marketing research, namely 

construct, operational, scalar and linguistic equivalence. Although full testing of equivalence 

was not practical, pilot testing in English of the intended questionnaires for studies 2, 3 and 4 

was carefully undertaken to at least ensure linguistic equivalence, while for construct, 

operational and scalar equivalence, reliance had to be based on the tried and tested nature of 

the measures employed. 

Another challenge with undertaking questionnaire-based research is common method bias 

(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003; Podsakoff, MacKenzie, & Podsakoff, 

2012). This occurs when the results obtained are not coming from any real difference in the 

population but rather from the instrument being used.  

One of the simplest ways to test for common method bias is Harman's single factor score, 

which asserts whether the latent items used in a questionnaire load onto one common factor. 

The presence of common method bias is said to be within acceptable limits if the single 

factor explains less than 50% of the total variance (Podsakoff et al., 2003, 2012). While 

Harman's single factor score enables testing for the presence of common method bias, 

controlling for it is even more important. To this end, care was taken to structure the 

questionnaires used to minimise the error that may result from this aspect. For instance, 
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Podsakoff et al. (2012) mention that it is important that respondents are able to understand 

the questions asked. This was achieved by conferring the content of the questions as well as 

the way they were presented to the respondents with experts in the gambling industry. 

Second, cover letters (or rather emails) were sent to prospective respondents, detailing the 

nature of the study. Furthermore, respondents were given the contact details of the researcher 

in case they would have questions about the research.  

Table 1.1 provides a summary of how the research methodology described above has been 

adopted for the specific requirements of each of the four papers presented in this research. 

1.4.4 Summary of the framework for this research  

To summarise the above in terms of the present thesis: Theoretically, the research is 

predominantly positivist, focusing on specific theories that look at customer intention that 

include TRA, TpB, TAM, UTAUT and UTAUT 2. However, in addition the research also 

pursues an interpretive approach when focusing on the positioning concept and how firms in 

the industry are acting. In terms of method, secondary case narrative data is collected for 

positioning analyses that are undertaken employing the computer-assisted text analysis 

Table 1.1: Research methodology used in the papers of this research 

No. Paper Title Research 
Philosophy Design Process Logic Questionnaire 

Design 
Sample 
Design 

1  

No risk, no fun: 
Implications for 
positioning of online 
casinos. (P) 

Interpretive Exploratory Qualitative/ 
quantitative Inductive Case studies 

Secondary data 
Non-
probability 

2 

Fair and easy: The 
effect of perceived 
fairness and user 
experience on effort 
expectancy and playing 
intention (P) 

Positivism Descriptive Quantitative Deductive Survey 
Primary data Probability 

3 

Fun and fair, and I 
don’t care: The role of 
enjoyment, fairness and 
subjective norms on 
online gambling 
intentions (P) 

Positivism Descriptive Quantitative Deductive Survey 
Primary data Probability 

4 

Anticipated enjoyment 
and perceived fairness: 
Drivers of online 
gambling intentions. 
(S) 

Positivism Descriptive Quantitative Deductive Survey 
Primary data Probability 

Note: (P) = Published; (S) = Submitted 
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program DICTION followed by Hierarchical Clustering on Principal Components (HCPC). 

Data collection for investigating customers’ betting intention uses surveys of customers from 

separate purposeful samples collected from two different online gambling firms. Multivariate 

analyses were employed that consisted of Hayes mediated and moderated-mediated 

regressions as well as with PLS-SEM. In terms of investigative context, the papers all look at 

the developing online gambling sector with data obtained from the websites of online firms 

from various jurisdictions in the case of the positioning study in paper 1 while in the case of 

papers 2, 3 and 4 data are from samples of customers at two separate online gambling firms. 

The interpretive context is conditioned by the specific theoretical context of each paper but 

analyses are primarily objective using standard statistical techniques. Table 1.2 provides a 

summary of the broad research spaces and levels used in the papers of this research. 

Holding the problem dimension constant, potential research can be defined by the remaining 

three parameters that provide a total of eight possible research strategies (Berthon, Pitt, 

Ewing, & Carr, 2002). A pure replication type of research results when the parameters for 

theory, method and context are kept constant, while a pure generative strategy results when 

all three dimensions change. Changes in one or in two of the parameters account for the six 

other possible types of extensions. The research reflected in the four papers suggests 

theory/context extension with the incorporation of perceived fairness and anticipated 

Table 1.2: Research spaces and levels used in the papers of this research 

 Parameter Problem Theory Method 
 

Context 

No Paper Title General Focused Philosophical Specific Data 
collection 

Method of 
analysis Investigative Integrative 

1 

No risk, no fun: 
Implications for 
positioning of online 
casinos. (P) 

What do 
customers 
consider when 
betting online?  

RQ1a 
RQ1b Interpretive Positioning Secondary 

DICTION 
Hierarchical 
Clustering 

on Principal 
Components 

(HCPC) 

Online 
gambling 

Standard 
statistical 

techniques 

2 

Fair and easy: The effect 
of perceived fairness and 
user experience on effort 
expectancy and playing 
intention (P) 

RQ2 Positivism UTAUT Primary 

 
Mediated 

Regression Online 
gambling 

Standard 
statistical 

techniques 

3 

Fun and fair, and I don’t 
care: The role of 
enjoyment, fairness and 
subjective norms on 
online gambling 
intentions (P) 

RQ3a 
RQ3b Positivism TRA Primary 

 
Moderated-
Mediated 

Regression 
Online 

gambling 

Standard 
statistical 

techniques 

4 

Anticipated enjoyment 
and perceived fairness: 
Drivers of online 
gambling intentions. (S) 

RQ4 Positivism UTAUT  
UTAUT 2 Primary 

 
PLS-SEM Online 

gambling 

Standard 
statistical 

techniques 

Note: (P) = Published; (S) Submitted 
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enjoyment as drivers of behavioural intention in the context of online gambling, and a 

method/context extension with the application of a new combination of methodologies in the 

context of online gambling. 

Finally, Table 1.3 provides a schema linking papers to broad and specific research questions 

together with hypotheses were relevant. 

Table 1.3. Schema of the four papers of the research 

No Paper Title General 
Research Question Research Questions 

 

Hypotheses 

1  

No risk, no fun: 
Implications for 
positioning of online 
casinos. (P) 

What do customers 
consider when 
betting online?  

RQ1a: How can lexical analysis 
of text content from websites of 
online casinos be used in 
clustering to identify positioning 
differences? 
RQ1b: Is there any 
correspondence between 
identified clusters and the web 
rankings of online casinos? 

Not applicable 

2 

Fair and easy: the effect 
of perceived fairness, 
effort expectancy and 
user experience on 
online slot machine 
gambling intention (P) 

RQ2: What is the role of 
perceived fairness in online 
gambling intention? 

H1: Higher perceived fairness leads to higher 
online gambling intention. 
H2: Lower effort expectancy leads to higher 
online gambling intention. 
H1alt: The effect of perceived fairness on 
online gambling intention is made stronger by 
the mediating effect of effort expectancy. 
H3a: As user experience increases, the 
impact of effort expectancy on online 
gambling intention weakens. 
H3b: As user experience increases, the 
impact of perceived fairness on online 
gambling intention weakens. 
H3c: As user experience increases, the 
impact of perceived fairness on effort 
expectancy weakens. 

3 

Fun and fair, and I don’t 
care: The role of 
enjoyment, fairness and 
subjective norms on 
online gambling 
intentions (P) 

RQ3a: What is the role of 
anticipated enjoyment in online 
gambling intention? 
 
RQ3b: How do fairness and 
anticipated enjoyment interact to 
influence online gambling 
intention? 

H1: Higher anticipated enjoyment has a 
positive impact on online gambling intention. 
H2: The higher the social norm approval, the 
higher the online gambling intention. 
H1alt: The effect of social norm on online 
gambling intention is made stronger by the 
mediating effect of anticipated enjoyment. 
H3: Higher perceived fairness leads to higher 
online gambling intention. 
H2alt: The effect of perceived fairness on 
online gambling intention is made stronger by 
the mediating effect of anticipated enjoyment. 
H3alt: The effect of perceived fairness on 
online gambling intention is made stronger by 
the mediating effect of social norms. 

4 

Anticipated enjoyment 
and perceived fairness: 
Drivers of online 
gambling intentions. (S) 

RQ4: How do anticipated 
enjoyment and perceived 
fairness improve prediction of 
players’ online gambling 
intention? 

H1: Higher anticipated enjoyment has a 
positive impact on online gambling intention. 
H2: Higher perceived fairness positively 
influences gambling intention. 
H2a: The effect of perceived fairness on 
playing intention is made stronger by the 
mediating effect of effort expectancy. 
H2b: The effect of perceived fairness on 
playing intention is made stronger by the 
mediating effect of social norms. 
H2c: The effect of perceived fairness on 
playing intention is made stronger by the 
mediating effect of anticipated enjoyment. 

Note: (P) = Published; (S) Submitted 
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1.5 Ethics 

There are two opposing views of how gambling is looked at in the gambling studies literature 

with those who are pro-gambling and those who are anti-gambling (McGowan, 1997; 

McGowan & Brown, 1994). These two groups use different ethical standards to justify their 

points-of-view, with The Ethics of Sacrifice, mostly employed by those critical of gambling, 

and The Ethics of Tolerance, adopted by advocates of gambling. At face value this research 

may be perceived as adopting an Ethics of Tolerance approach as it appears to adopt a pro-

gambling stance since it seeks to support marketing managers gain and retain customers. 

However, the research may also help regulators identify which are the key drivers of 

gambling intention allowing the formulation of regulatory policies thereby supporting more 

of an Ethics of Sacrifice approach. It is clear that in this research ethical considerations 

needed to be given attention when collecting data from players about their online gambling 

intentions. To this end, the intended methodology and instruments to be used were submitted 

to the ethics committee at the University of Malta and approval was obtained on 15th 

November 2017. 

The following steps were taken to ensure that the research was conducted ethically. First, the 

form-ticking design of the instruments used meant that no harm or discomfort would result to 

participants. None of the questions asked were mandatory and the questionnaire setup 

allowed respondents to omit answering questions, if they so wished. Second, informed 

consent was ensured via a cover letter that appeared when data collection took place, 

describing the academic nature and purpose of the research. Participation was completely 

voluntary and respondents could discontinue completing the questionnaire at any point. They 

were also given the contact details of one of the researchers to clarify any issue that they may 

have had. Third, the privacy and anonymity of the respondents were safeguarded. 

Respondents visited a separate university website that hosted the Qualtrics pages where the 

questionnaire could be completed. Fourth, classificatory data collected did not ask questions 

of a private nature. No individual identification was collected by the researchers and no 

individual respondent data could or was provided to the supporting firm that helped with the 

data collection. All data analyses undertaken and shared are at an aggregated level.  

In addition, the ethical standards indicated by Wood and Griffiths (2007) and Blaszczynski 

and Gainsbury (2014) were observed. These included a number of elements. First, the 

disclosure of cooperation between the researcher and an online gambling firm was explicitly 
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stated (Adams, 2011). Second, since the researcher contacted customers utilising the database 

of two supporting online gambling firms, respondents were made aware that any answers 

given were not linked to their player profile and thus would not be used for direct marketing 

or indeed any other purpose by the firms. Indeed, at no time did the cooperating firms make 

available individual identification to the researchers and no individual respondent data was, 

or could, be provided to supporting firms. Furthermore, the principal researcher made his 

contact details available to respondents and it was emphasized that participation was 

voluntary and that respondents could discontinue completing the questionnaire at any time.  

Third, the research instruments employed did not ask questions regarding any of the 

following subjects, considered as sensitive, namely: sexual activity; racial origin; political 

opinions; religious or similar beliefs; physical or mental health; implication in criminal 

activity; and trade union membership (Brace, 2008). Questions of this nature were not 

relevant to the subject matter of the study.  

The two cooperating online firms, ALEA with their brand SlotsMillion.com, and Gaming 

Innovation Group with their brand Thrills.com, met the costs of an incentive given to players 

to complete the questionnaires conducted in this research. In the case of paper 2 and 3, ALEA 

provided 20 free spins on the game Starburst by NetEnt for a maximum nominal value of €2, 

while in the case of paper 4, Gaming Innovation Group provided 50 wager-free spins on the 

game Joker Strike by Quickspin for a nominal value of €5. 

Finally, the principal researcher and his co-authors did not receive any remuneration or in-

kind payment for the research. 
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1.6 Abstracts of Individual Papers 

Paper 1: Konietzny, J. (2017). No risk, no fun: Implications for positioning of online 

casinos. International Gambling Studies, 17(1), 144–159. 

https://doi.org/10.1080/14459795.2017.1288754 

The purpose of this paper is to answer research question 1 which has two components, as 

follows: 

RQ1a: How can lexical analysis of text content from websites of online casinos be 

used in clustering to identify positioning differences? 

RQ1b: Is there any correspondence between identified clusters and the web rankings 

of online casinos? 

This study uses textual content analysis of the online gambling industry to provide insights 

into how operators position themselves in the market. Qualitative data from the ‘About Us’ 

pages of nineteen online gambling websites is gathered and analysed using DICTION 

software. The resulting z-scores are then analysed using a Hierarchical Clustering on 

Principal Components (HCPC) procedure, using R software. In addition, a One-Way 

ANOVA is used to determine if a relationship exists between identified clusters and casino 

rankings. 

The nineteen online gambling websites, group into three distinct and meaningful clusters 

(Activity/Realism; Low Certainty - Risk; High Certainty). Using a one-way ANOVA, a 

significant relationship between the clusters and rankings on a casino ranking website is 

established. Casinos that emphasize risk or low certainty are more likely to obtain higher 

rankings.  

Given the exploratory nature of the study, the sample size of nineteen online casinos is 

necessarily somewhat small. Also, the data collected is limited to textual content from the 

‘About us’ pages. Finally, details of the rankings used are obtained from a popular industry 

website that provides scant details of how the rankings are arrived at. 

The paper provides a process that combines a unique combination of qualitative and 

quantitative methods analyses to determine the positioning of online gambling firms as they 

represent themselves to online customers.   
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Paper 2: Konietzny, Jirka & Caruana, Albert (2018). Fair and easy: The effect of perceived 

fairness, effort expectancy and user experience on online slot machine gambling intention, 

International Gambling Studies. Published online. 

https://doi.org/10.1080/14459795.2018.1526313 
 

The purpose of this paper is to answer research question 2, as follows: 

 RQ2: What is the role of perceived fairness in online gambling intention? 

The Internet gambling industry is a fast growing, increasingly powerful, multi-billion-Euro 

business. Continued growth necessitates effective marketing that requires a better 

understanding of the behaviour of players. Perceived fairness, years of gambling experience 

and online effort expectancy are recognized as important variables and the relationship 

among these and their impact on playing intention are considered within the framework of 

the Unified Theory of Acceptance and Use of Technology (UTAUT). Data from 255 online 

gambling customers are gathered and analysed using Hayes add-on in SPSS. Results indicate 

that perceived fairness impacts playing intention directly and additionally strengthens the 

effect of effort expectancy on playing intention. However, user experience weakens both 

these impacts. Implications for management are discussed and limitations noted. 
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Paper 3: Konietzny, Jirka, Caruana, Albert, & Cassar, Mario Leo. (2018). Fun and fair, and I 

don’t care: The role of enjoyment, fairness and subjective norms on online gambling 

intentions. Journal of Retailing and Consumer Services, 44, 91–99. 

https://doi.org/10.1016/j.jretconser.2018.06.010 

The purpose of this paper is to answer research questions 3 which has two components, as 

follows: 

 RQ3a: What is the role of anticipated enjoyment in online gambling intention? 

RQ3b: How do fairness and anticipated enjoyment interact to influence online 

gambling intention? 

 

Online gambling is a fast-growing phenomenon reflected in an industry experiencing rapid 

growth rates. Effective marketing in the industry requires a better understanding of what 

drives online gambling intention of recreational gamblers. This study introduces and 

considers the concept of anticipated enjoyment which, together with perceived fairness and 

social norm, impact online gambling intention. The resultant research model is tested using 

mediated-moderated regression among a sample of 270 respondents from an online gambling 

firm. Results indicate that anticipated enjoyment is an important driver of online gambling 

intention. Implications for management are discussed and limitations noted. 
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Paper 4: Konietzny, Jirka & Caruana, Albert. Anticipated enjoyment and perceived fairness: 

Drivers of online gambling intentions  

Submitted to Journal of Gambling Studies. 

The purpose of this paper is to answer research question 4, as follows: 

RQ4: How do anticipated enjoyment and perceived fairness improve prediction of 

players’ online gambling intention? 

Gambling has been around for hundreds, possibly thousands, of years, and is arguably one of 

the oldest forms of entertainment. It is a multifaceted phenomenon that has the obvious 

attraction of allowing a person the chance to win large amounts of money or a significant 

prize. While being a fascinating aspect of consumer behaviour, marketing scholars have shied 

away from giving it attention. This research focuses on recreational gambling and pursues a 

consumer behaviour perspective that seeks better understanding of online betting intentions, 

by applying the Unified Theory of Acceptance and Technology – UTAUT/ UTAUT 2, to an 

online betting context. It proposes additional hypotheses that account for the role of 

anticipated enjoyment and perceived fairness. Data are collected from 593 casino customers 

of an online gambling firm and analysed using PLS-SEM via Smart PLS. Results show that 

perceived fairness and anticipated enjoyment are significant drivers of gambling intention, 

with perceived fairness being fully mediated by effort expectancy, anticipated enjoyment and 

social influence. Shorn of drivers and moderators that have not been found to be significant, a 

gambling intention model titled UTAUT-GIM is proposed. Theoretical and managerial 

implications are discussed, limitations are noted and areas for further research are suggested.  
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1.7 Summary of Findings 

1.7.1 Findings regarding research question 1 

Paper 1 looks at the first research question that has two components and asks: 

RQ1a: How can lexical analysis of text content from websites of online casinos be 

used in clustering to identify positioning differences? 

RQ1b: Is there any correspondence between identified clusters and the web rankings 

of online casinos? 

To address the first research question lexical analysis using DICTION was used to 

investigated the website content of 19 online casinos to determine how they present and 

position themselves and their similarities and differences. The output from the DICTION 

analysis provided z-scores for each website on the five master semantic features that 

DICTION uses. The z-scores data collected were analysed using the procedure described by 

Husson, Josse, and Pages (2010) who employed the Hierarchical Clustering on Principal 

Components (HCPC) facility available in the FactoMineR package (Lê, Josse, and Husson, 

2008). The objective of HCPC is to reduce data noise, transform data and provide better 

understanding of the data via the visualization of a hierarchical tree in a 3D-map. The HCPC 

procedure simultaneously undertakes a Principal Component Analysis (PCA) to identify 

dimensions that are statistically significant and proceeds to immediately use the resultant 

significant components to undertake Hierarchical Clustering. Results clearly identify three 

clusters that are projecting distinct positioning. The resultant clusters appear in Figure 1.5 and 

show that that the clusters are distinct and separate with no overlap. The online casinos from 

Cluster 1 are characterized by their use of text that emphasizes Activity and Realism. This is 

the smallest cluster with just two firms (Casumo and Guts) with Casumo best representing 

the firms in the cluster. Those in Cluster 2 put an emphasis on low Certainty or risk-taking 

best represented, not surprisingly, by Rizk; while those in Cluster 3 with eight firms 

emphasize high levels of Certainty best represented by Videoslots. 

A second objective of this research was to determine whether the identified clusters 

correspond to the web ranking of online casinos. Web rankings of the different casinos under 

investigation were collected from the Casino Tops Online website 

(www.casinotopsonline.com) that provides ranking on a 0 to 100 scale. This site provides a 
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ranking of European casino sites that is distinct and separate from the earlier websites from 

where the sample was identified. Fifteen rankings were obtained for the 19 online casino 

websites investigated. To test whether the clusters obtained can differentiate between 

different online casinos a one-way ANOVA was used with ranking scores as dependent 

variable and cluster numbers as factor. The results provide support for the ability of the 

clusters to distinguish between online casinos and their ranking with cluster 2 positioning on 

risk taking ranking higher and cluster 1 positioning on activity and realism ranking lowest.  

1.7.2 Findings regarding research question 2 

Paper 2 considers the second research question that asks: 

RQ2: What is the role of perceived fairness in online gambling intention? 

A review of the literature resulted in the following hypotheses being investigated which are 

listed below and depicted in the research model in Figure 1.6. 

H1: Higher perceived fairness leads to higher online gambling intention. 

Figure 1.5. Factor map showing clusters from Principal Component analysis 

 
Legend: Cluster 1: Casumo, Guts;  
Cluster 2: Casino luck, energy, mr Green, nordicbet, Paddy Power, redbet, rizk, unibet;  
Cluster 3: all Star Slots, betat Casino, betspin Casino, betsson, Casino euro, lucky red Casino, Slotsmillion, Vera and John, Videoslots.  
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H2: Lower effort expectancy leads to higher online gambling intention. 

H1alt: The effect of perceived fairness on online gambling intention is made stronger 

by the mediating effect of effort expectancy. 

H3a: As user experience increases, the impact of effort expectancy on online 

gambling intention weakens. 

H3b: As user experience increases, the impact of perceived fairness on online 

gambling intention weakens. 

H3c: As user experience increases, the impact of perceived fairness on effort 

expectancy weakens  

Results from a moderated-mediation multiple regression analyses indicate that the effect of 

perceived fairness on gambling intention is partially mediated via effort expectancy and 

provide support for H2 and H1alt. In addition, the model also investigates the weakening 

Figure 1.6: Research model investigated in paper 2 
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effect of user experience on the impact of perceived fairness on gambling intention. The 

results do not provide support for H3a, however, both H3b and H3c are supported so that as 

user experience increases, the impact of perceived fairness on gambling intention and effort 

expectancy weakens.  

1.7.3 Findings regarding research question 3 

Paper 3 looks at the third research question that has two components and asks: 

RQ3a: What is the role of anticipated enjoyment in online gambling intention? 

RQ3b: How do fairness and anticipated enjoyment interact to influence online 

gambling intention? 

A review of the literature resulted in the following hypotheses being investigated which are 

listed below and depicted in the research model in Figure 1.7. 

H1: Higher anticipated enjoyment has a positive impact on online gambling intention. 

H2: The higher the social norm approval, the higher the online gambling intention. 

H1alt: The effect of social norm on online gambling intention is made stronger by the 

mediating effect of anticipated enjoyment. 

H3: Higher perceived fairness leads to higher online gambling intention. 

H2alt: The effect of perceived fairness on online gambling intention is made stronger 

by the mediating effect of anticipated enjoyment. 

H3alt: The effect of perceived fairness on online gambling intention is made stronger 

by the mediating effect of social norms. 

To investigate the research model of this study, the PROCESS add-on in SPSS (Hayes, 2013) 

was employed. It was established that the research model being used corresponds to Model 6 

and data was inputted to this model to test the hypotheses. The analysis provides the results 

of a series of regression equations. The output from the Hayes process algorithm provides a 

measure for both the direct and the indirect effect that are significantly greater than zero at α 

= .05. There is no significant direct effect of perceived fairness and social influence on online 
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gambling intention and the effect of both of these is indirect via anticipated enjoyment. There 

is a small statistically significant but immaterial indirect effect (of .18*.07*.29 =.004) from 

perceived fairness via subjective norm and anticipated enjoyment to online gambling 

intention and a larger effect resulting from the effect of perceived fairness via anticipated 

enjoyment on online gambling intention (of .25*.29 =.073). Therefore, these results do not 

provide support for H1 and H2 that account for the direct effect of subjective norm and 

perceived fairness on online gambling intention. Instead, there is support for a partial 

mediation effect for H1alt and H2alt that envisage a partial mediation of subjective norm on 

online gambling intention via anticipated enjoyment and a similar effect of perceived fairness 

on online gambling intention via anticipated enjoyment.  

1.7.4 Findings regarding research question 4  

Paper 4 considers the fourth research question which asks: 

RQ4: How do anticipated enjoyment and perceived fairness improve prediction of 

players’ online gambling intention? 

This research builds on UTAUT and UTAUT 2 to proposes an enhanced model for the online 

gambling context, that encompasses anticipated enjoyment and perceived fairness as 

Figure 1.7: Research model investigated in Paper 3 

 
 



 56 

additional drivers to online gambling intention. Hypotheses incorporating these two 

constructs are listed below and a new sample is collected from customers of an online 

gambling firm and analysed using PLS SEM via Smart PLS.  

H1: Higher anticipated enjoyment has a positive impact on online gambling intention.  

H2: Higher perceived fairness positively influences gambling intention. 

The possible indirect effect of perceived fairness on gambling intention are also investigated 

using the following alternative hypotheses to H2: 

H2a: The effect of perceived fairness on playing intention is made stronger by the 

mediating effect of effort expectancy. 

H2b: The effect of perceived fairness on playing intention is made stronger by the 

mediating effect of social norms. 

H2c: The effect of perceived fairness on playing intention is made stronger by the 

mediating effect of anticipated enjoyment. 

UTAUT and UTAUT 2 have been enhanced with the incorporation of the above hypotheses 

and the resultant models have been termed UTAUT G and UTAUT 2G. Results provide 

support for H1 and H2a, H2b and conditionally for H2c, and show that the latter models, and 

in particular UTAUT 2G, explain more variance in online gambling intention than the 

original UTAUT and UTAUT 2 models. The recognition of the role of anticipated enjoyment 

and perceived fairness represents a useful contribution to theory. Interestingly, the results 

show that online gambling intention is better predicted by anticipated enjoyment and 

perceived fairness and that these two constructs replace Performance Expectancy, Facilitating 

Conditions, Hedonic Motivation, Price Value and to a large extent also Habit and Social 

Influence in the original UTAUT 2. The results of this research provide further confirmation 

that performance expectancy – a legacy construct from perceived usefulness – is not a 

significant driver of gambling intention, whereas effort expectancy and anticipated enjoyment 

are. Moreover, the influence of Perceived Fairness on gambling intention is fully mediated by 

Anticipated Enjoyment, Effort Expectancy and Social Influence. Shorn of insignificant 

relationships, a new and more parsimonious model emerges which is termed Gambling 

Intention Model – or UTAUT-GIM (see Figure 1.9). The model can be useful not only within 
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an online gambling context but may be applicable to the stock market or insurance industries, 

which share characteristics of gambling. Indeed, in those industries, Performance Expectancy 

may become more relevant.  
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1.8 Contributions to Theory and Managerial Implications 

This section looks at the research to draw out the salient contributions to theory and 

implications of the findings for management. Separate sub-sections are devoted to each of 

these two aspects. 

1.8.1 Contributions to theory 

The main theoretical contribution from paper 1 concerns the ‘proof of concept’ it provides for 

utilising the methodological process involving the use of DICTION as a lexical tool and 

using the resultant z-scores in Hierarchical Clustering on Principal Components (HCPC) to 

identify positioning clusters. Both DICTION and HCPC have witnessed only limited use and 

application in marketing and their cooperative use in this research is notable. The 

methodology combines the scraping and analysis of text from their websites that firms 

employ to describe themselves, which combined with HCPC facilitates the creation of 

meaningful clusters that permit for an understanding of the market positioning that the firm is 

consciously or unconsciously adopting.  

Market positioning is a cornerstone of marketing, as it aims to find that niche in the 

customers’ minds (Ries & Trout, 1986b). The methodology used provides a useful addition to 

our knowledge and capability to investigate market positioning via online text posted by 

firms to describe themselves and their products. In addition, the resultant three clusters 

(activity and realism, high certainty and low certainty) are shown to be predictive of market 

web-rankings of online casinos. The results provide support for the literature on gambling 

that suggests that one of the key attractions of gambling is the thrill or excitement of beating 

the odds (Lam, 2007; McCormack & Griffiths, 2012).  

Excitement provides exhilaration and ultimately enjoyment. It is therefore not surprising that 

the online casino websites within the low certainty (high uncertainty) cluster are ranked 

highest. This finding has spurred the identification and inclusion of the anticipated enjoyment 

construct as a driver to online betting intention that has been investigated in the subsequent 

models in papers 3 and 4. 

Papers 2, 3 and 4 seek to investigate drivers of online gambling intention. Paper 2 focuses on 

the role of the perceived fairness construct while papers 3 and 4 use both the perceived 

fairness and anticipated enjoyment constructs as potential drivers of online gambling 
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intention. The importance of fairness has been highlighted by many gambling regulators, the 

public media and players themselves (e.g., Ahmed & Megaw, 2016; BBC, 2018; ‘Beeswax’, 

2018; UKGC, 2017a; Yani-de-Soriano et al., 2012) while the role of enjoyment and 

anticipated enjoyment was a useful insight that arose from paper 1. Both have previously 

been highlighted as key motivations to gamble (e.g., Nower & Blaszczynski, 2010; Wood & 

Williams, 2009), but appear to have been overlooked and this research has sought to integrate 

them in models that can better explain and predict online gambling intention.  

Paper 2 focuses primarily on perceived fairness and user experience and investigates their 

relevance to online gambling intention. The research shows that the effect of perceived 

fairness on online gambling intention is made stronger by the mediating effect of effort 

expectancy, and confirms that perceived fairness is indeed an important and overlooked 

predictor of online gambling intention. This finding supports earlier work by Chiu et al. 

(2009), who investigated the impact of fairness in an online shopping context and extends it 

to UTAUT. The research also looked at whether an increase in user experience weakens the 

impact of effort expectancy on online gambling intention, and whether it similarly weakens 

the impact of perceived fairness on online gambling intention and effort expectancy. A 

weakening effect on the impact of effort expectancy on gambling intention as suggested by 

Venkatesh et al. (2003), was not supported. More recent research using UTAUT reported a 

similar finding (e.g., Oliveira, Faria, Thomas, & Popovič, 2014), suggesting that weakening 

effects from user experience are likely depend on the context in which they are tested.  

This research highlights the importance of both perceived fairness and user experience. 

Results show that user experience does weaken the impact of perceived fairness, both on 

effort expectancy and gambling intention, suggesting that for more experienced players, 

fairness is less of a concern. It is likely that experienced users have already convinced 

themselves that the system is a fair system, irrespective of whether, objectively, it is or is not. 

Perceived fairness is more important to novice players, who still need to become acquainted 

with the online gambling market. These may therefore have higher expectations of fairness 

simply because the system is relatively unknown to them.  

The findings from paper 2 add perceived fairness as an important construct whose effect on 

online gambling intention is mediated by effort expectancy and confirms the weakening 

(moderating) effect of user experience on the constructs investigated. 
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Paper 3 shifts focus onto anticipated enjoyment as another construct that has not received 

attention in the context of online gambling. The results highlight the salient importance of 

anticipated enjoyment and its impact on online gambling intention that practically single-

handedly accounts for 33% of the variance in online gambling intention. In addition, this 

research, with its focus on moderating effects, finds that subjective norm does not have a 

direct effect on gambling intention but acts via anticipated enjoyment to make the impact of 

anticipated enjoyment on gambling intention stronger. It is interesting that subjective norm 

appears weak in recreational online gambling, suggesting that in the pursuit of hedonistic 

pleasure, players are little influenced by what friends and family think.  

Paper 3 provides further insight on how perceived fairness impacts online gambling intention. 

The construct impacts both subjective norm and anticipated enjoyment but has no direct 

effect on online gambling intention. Its impact on the latter suggests that fairness is indeed a 

prerequisite to enjoy gambling online as Wood and Griffiths (2008) have suggested. Its 

impact on subjective norm suggests that a system that is perceived as being fair makes the act 

of online gambling more acceptable among friends and family, thereby contributing to a 

reduction of any negative effect of subjective norms on anticipated enjoyment and ultimately 

on online gambling. This finding also supports previous research on online gambling that 

suggests that an increasingly fair environment builds trust and ameliorates the standing of 

gambling within society (Gainsbury, 2012). 

The absence of a direct link of perceived fairness to gambling intention confirms the findings 

from paper 2 and suggests that perceived fairness acts at an early stage in the process that 

drives online gambling intention. The findings from paper 2 and 3 provided the basis for 

developing an enhanced model that can be used to better understand online gambling 

intention. 

Paper 4 sought to bring together the insights gained in the previous studies and incorporates 

the identified key constructs of perceived fairness and anticipated enjoyment into UTAUT 

and the more recent UTAUT 2 to better explain online gambling intention. To test the 

relevance of the earlier findings, a new collection of data was undertaken. The objective was 

to determine whether the inclusion of anticipated enjoyment and perceived fairness into 

UTAUT and UTAUT 2 would improve the predictive ability of the models. Thus, four 

models were compared: the two original models, UTAUT and UTAUT 2; and the two 

enhanced models UTAUT-G and UTAUT 2-G. Results show the superiority of the enhanced 
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models in predicting intention in an online betting context, with the UTAUT 2-G model 

explaining the most variance. When UTAUT 2-G is shorn of links that have not been found 

to be significant, a more parsimonious model explaining online betting intention results. This 

has been labelled GIM and shown in Figure 1.8.  

1.8.2 Managerial implications 

Online gambling companies have benefited from the emergence of Web 2.0. This new 

‘playground’ provides participants with the possibility to play whenever, wherever and, 

perhaps just as importantly, anonymously. The online gambling industry has consequently 

witnessed fast growth and has developed into a highly competitive business environment. 

The customer is very much ‘king’ in this market, with a host of operators to choose from. 

Consequently, managers face an uphill task to distinguish themselves in the market and to 

market their product effectively customers. 

Figure 1.8: Proposed Gambling Intention Model (GIM) 
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Paper 1 provides managers with a methodology that combines text analysis via DICTION 

followed by Hierarchical Clustering on Principal Components that provide a meaningful 

process for identifying the positioning of the different online casinos with a view to 

understanding competitor and their own positioning. Indeed, corporate communications and 

clear market positioning online lie at the heart of effective strategic management, corporate 

identity and organizational reputation.  

The results from this study highlight the need for corporate and communication managers to 

make more judicious use of the text that is used on their websites. Unfortunately, such a task 

is too readily delegated to outside sources or junior staff with little input grounded in a clear 

and predetermined desirable positioning that the online casino is seeking to achieve. This 

paper also sought to establish whether the clusters defined from the process described could 

fruitfully be used to determine the market rankings of online casinos. The findings indicate 

that the brands in the cluster that emphasized high Risk (low Certainty) obtained higher-

ranking scores. The results suggest that managers would do well to ensure that the lexical 

content of online gambling websites highlights the aspect of risk as they seek to obtain 

differentiation and better rankings.  

Papers 2, 3 and 4 confirm the importance of perceived fairness and anticipated enjoyment as 

drivers to online betting intention. The specific findings in papers 2 and 3 on perceived 

fairness and anticipated enjoyment respectively together with their fit in an overall UTAUT 2 

model have implications for both managers and regulators. Results from paper 2 indicate that 

the effect of perceived fairness on online gambling intention is made stronger by the 

mediating effect of effort expectancy. These results support gambling firms’ investments in 

enhancing perceived fairness and lowering effort expectancy. Lowering effort expectancy 

requires that managers put focus on front-end systems that need to be increasingly customer-

driven and not remain solely the domain of technical developers.  

Managers need to improve activities captured by the three dimensions of perceived fairness. 

Therefore, in the case of distributive fairness it is necessary to convince players that their 

monetary transactions are being handled carefully and quickly (Gainsbury, 2012; Wood & 

Williams, 2009). The dimension of procedural fairness is about openness and transparency. 

These are known to be key customer concerns that are actively being pursued by regulators 

(UKGC, 2017a, 2017b, 2017d) and need to be embraced by firms. In terms of interactional 

fairness, it can be said that firms are generally aware that good customer service is the 
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backbone of increased patronage (Wood & Griffiths, 2008), and devoting resources to 

building excellent customer support in different languages is critical.  

Systems can be enhanced not only via technical improvements but also by putting into place 

policies and activities that communicate a firm’s interest in providing a fair deal. It is clear 

that the pursuit of fairness represents a win-win situation for both regulators and online 

gambling firms (Wood & Griffiths, 2008). The former increasingly insist on the aspect of 

fairness while for the latter it can enhance betting intentions among customers.  

The results also show that user experience weakens the impact of perceived fairness both on 

effort expectancy and gambling intention, suggesting that growing gambling experience 

weakens the importance of perceived fairness. The latter is likely due to the fact that 

experienced users have already convinced themselves that the system is a fair system, 

irrespective of whether, objectively, it is or is not. In such circumstances, it may well be that 

the transactional activities represented by the items in the measure of perceived fairness 

become less important. For example, having customer service representatives treat persons 

with politeness may not be an issue for online users since customer service is rarely ever 

contacted. Moreover, as players become more knowledgeable about online gambling in 

general, they come to accept the rules of the game; know how to ‘move in the sphere of 

gambling’; and know what to expect and how to behave.  

Perceived fairness is more important to firms attracting novice players, who still need to 

become acquainted with the online gambling market. Managers should ensure that 

communication towards new players should emphasise fairness and not shy away from 

advocating responsible gambling strategies and options. New players may have higher 

expectations of fairness simply because the system is relatively unknown to them. Effective 

competition requires that firms seek clear positioning and differentiation. Perceived fairness 

can also potentially provide a distinctive positioning option in a sector where real differences 

are limited. The results suggest that managers wishing to position their casino on 

‘friendliness’ should target young, novice players of both sexes who are in the early stages of 

the customer life-cycle. A company adopting such a position is likely to also gain from a 

positive assessment by other stakeholders, especially regulators that are increasingly putting 

emphasis on fairness. 

Paper 3 focuses primarily on anticipated enjoyment and its impact on online gambling 



 64 

intention that on its own was shown to account for 33% of the variance in online gambling 

intention. The effect of anticipated enjoyment on online gambling intention consists of a 

strong direct effect together with a strong indirect effect from perceived fairness and a further 

small indirect effect from subjective norm.  

Managers of online gambling firms seeking to target recreational gamblers can use 

communication appeals depicting the anticipated enjoyment and self-indulgence that online 

gambling can provide. Such communication can use either traditional or online media. 

However, the findings from the model also provide pointers for regulatory agencies wishing 

to limit online betting behaviour. The findings suggest that regulating the ability of online 

gambling firms to make such appeals in their communication can potentially impact customer 

online gambling intentions. It is interesting that women tend to provide higher scores for 

anticipated enjoyment but this is not reflected in higher online gambling intention. It may be 

that women find the opportunity to participate in recreational gambling online quite liberating 

as it can be undertaken quite privately.  

Paper 3 also investigates moderating effects and finds that subjective norm does not have a 

direct effect on gambling intention but acts via anticipated enjoyment to make the impact of 

anticipated enjoyment on gambling intention stronger. Managers need not be too concerned 

about subjective norm in recreational online gambling, suggesting that in the pursuit of 

hedonistic pleasure, players are little influenced by what friends and family think. Online 

players benefit from the considerable privacy that their own mobile phone world can provide. 

They can happily tap away, giving little away as to what they may be doing while avoiding 

being subject to social norm pressure from family and friends. The strong impact of 

perceived fairness on anticipated enjoyment is particularly interesting. It supports the earlier 

finding in paper 2 and suggests that it pays both managers and regulators of online gambling 

to ensure that organizational actions aimed at enhancing the three dimensions of perceived 

fairness are undertaken. It is in the interest of the online gambling industry at more than one 

level to proactively promote fairness and act fairly and responsibly. 

Paper 4 looks at UTAUT and UTAUT 2. Originally, the former was developed for the 

circumstances of IS systems while the latter sought to extend the relevance of the model to 

consumer situations. Paper 4 provides further enhancements to both models by incorporating 

perceived fairness and anticipated enjoyment to propose UTAUT G and UTAUT 2-G that 

seek to better explain online betting intention. Data from a new sample is collected to 
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compare and test the four resultant models. The findings confirm that both anticipated 

enjoyment and perceived fairness are useful additions to the models and that the proposed 

enhanced models are better able to explain the variance in gambling intention than the 

original UTAUT and UTAUT 2 models.  

Anticipated enjoyment followed by effort expectancy have the strongest impact on gambling 

intention. Performance expectancy and the enhancement of UTAUT 2 in terms of hedonic 

motivation has no effect while price value and habit have small effects. Moderators in terms 

of age gender and experience are not found to have any impact. The resultant parsimonious 

model that has been proposed, and titled GIM, can provide managers and regulators with a 

focused understanding of the drivers and interactions that result in higher levels of gambling 

intention.  

On one hand, the model provides marketers with a clear indication as to where they need to 

devote resources to improve the significant drivers of betting intention, particularly 

anticipated enjoyment, effort expectancy and perceived fairness. On the other hand, 

regulators would want to introduce measures that curtail the risks associated with gambling. 

They too need to know which are the drivers of online gambling intention and their relative 

importance so that effective mitigating strategies can be developed. The demonstrated 

importance of perceived enjoyment to online gambling intention suggests that action can be 

taken in this direction. Regulators could potentially target campaigns highlighting the perils 

of gambling addiction as well as communication campaigns that seek to reduce the 

excitement related to online gambling by effectively stressing what the chances of winning 

really are and that at the end of the day the real winners are always the betting companies. 
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1.9 Limitations and Suggested Future Research 

It is possible to distinguish between the limitations and future research implications at both 

an overall level as well as at the level of individual papers. The latter have been dealt with in 

the concluding sections of each paper, but there are a number of broader issues that hold 

across studies that should be emphasized. 

1.9.1 Limitations 

First, the focus of the research whether it is adopting a mixed-method approach as 

represented by paper 1, or a quantitative approach represented in papers 2, 3 and 4, has 

focused on the online gambling industry. It cannot therefore be asserted that the results also 

hold to other industries although the use of UTAUT would suggest broader applicability. A 

related issue is whether what constitutes perceived fairness and anticipated enjoyment varies 

by the product of focus whether this is a table game (including poker), online-slots, sports 

betting or lotteries. The focus of this research has been on online slot machine gambling 

(papers 2 and 3) and general online casino (paper 4) which represent two types of online 

betting possibilities. Sportsbook, Poker, Bingo, Lotteries or other forms of online gambling 

have not been investigated. 

Second, papers 2, 3 and 4 are very much in the positivist, quantitative tradition. On its own, 

using a sophisticated analysis technique, such as PLS, may not necessarily guarantee better 

results. An interesting question concerns the extent to which the constructs of focus in these 

studies are those that customers believe to be salient. A related issue concerns the measures 

used. While these have been shown to exhibit acceptable psychometric properties, improved 

alternative measures can be considered.  

Third, in the case of papers 2, 3 and 4, the issue of specification error is inescapable. This 

results from the need to maintain parsimony and from practical data collection and 

computational considerations. Therefore, the models tested inevitably have a degree of 

specification error.  

Fourth, the issue of sampling and access to sufficient samples are also worthy of 

consideration. Paper 1 uses the text from 19 websites and focuses on the ‘About us’ section. 

Could a broader sample that looks at multiple web pages and other social media 

communications provide different results? Similarly, papers 2, 3 and 4 rely on convenience 
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samples from the customers of two supporting firms. The fact that the data in paper 4 

supports the results in papers 2 and 3 is very positive but it still leaves the question as to 

whether broader, more representative, samples could potentially provide different results. 

A related point worth mentioning concerns issues related to equivalence. In paper 1, firms 

domiciled in different jurisdictions are analysed together, while in papers 2, 3 and 4 

significant differences in the means for the constructs employed may be the result of different 

levels of competency in understanding of the English-language questions set together with 

nationality differences in the way respondents react to multiple-point scales rather than real 

differences in the constructs collected. While, from the piloting that was undertaken, it 

appears unlikely that these issues have had an effect on the resulting correlations investigated 

and the subsequent results presented, it is a concern that must be kept in mind.  

Finally, as has been noted earlier, the psychology literature has an underlying bias with a 

focus that emphasizes problem gambling. This research focuses on recreational gambling and 

does not consider problem gambling. It may be that a small percentage of respondents in the 

studies in papers 2, 3 and 4 were problem gamblers and their perceptions and intentions may 

considerably. 

 

1.9.2 Suggested future research 

Each of the limitations identified above suggest opportunities for future research. First, the 

research focus of the four papers use a general online betting context and specifically slot 

machines. This naturally raises the question whether the findings reported can be supported 

in other online contexts, such as adult entertainment and beyond. Research in other industry 

sectors that seek to generalize both the findings and methodology used in paper 1 and the 

final GIM model proposed in paper 4 would be desirable. Moreover, it is possible to 

investigate the applicability of the findings across different online gambling products. 

Although papers 2 and 3 used slot games and paper 4 used casinos, the relationships among 

the constructs investigated in the first two papers were found to hold in paper 4. However, 

future research could use an experimental approach to determine the extent to which the 

resultant GIM model in study 4 holds across a broader range of online betting products or 

related industries with high uncertainty, such as the highly volatile stock or crypto currency 

market; or those that seek high certainty, for instance the insurance industry. 
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Second, instead of the quantitative approach adopted in this research, future research could 

look at a more qualitative approach, perhaps using grounded theory to possibly better 

understanding some of the key elements online betting customers consider in making their 

decisions. The issue as to whether the measures used can be improved remains a worthwhile 

pursuit especially in the case of effort expectancy and perceived fairness in an online betting 

context. There is the potential for research aimed at developing improved measures for theses 

constructs that have the required psychometric properties and that are potentially more 

relevant to online gambling. 

Third, when research models are used, specification error is always a concern as it is 

impractical to identify and consider every single driver of a construct. While demographics 

for age, gender and experience have not been found to be significant, a fruitful aspect may be 

to look at some personal traits of gamblers as possible antecedents. In this respect, future 

research may consider the possible role of gratification in the context of gambling in general 

and online gambling in particular. It can be argued that online gambling in particular is very 

much about immediate gratification. One plays online anytime one wishes and one has the 

possibility of winning big. It fits in with the drive for instant gratification that can be 

observed all around us today. An interesting research question is the extent to which the 

delayed gratification trait is salient among customers betting online. 

Fourth, the limitations of the sample raise the point as to the possibility of whether a broader, 

more representative, samples could potentially provide different results. Moreover, to 

overcome issues of equivalence, future research could seek to collect sufficiently large 

samples from separate countries rather than across countries. This would allow for retesting 

the models in each country using questionnaires in the different national languages. Such an 

approach could be useful for investigating equivalence error across countries.  

Finally, this research does not consider problem gambling which suggests that future research 

could investigate whether there are differences in the models investigated between problem 

(or pathological) gamblers and recreational (or social) gamblers. 
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1.10 Conclusion 

This research takes a marketing perspective in understanding online gambling, asking the 

overall research questions: What do customers consider when gambling online? This 

research makes no ethical or moral judgements about the potential addiction/harm that may 

result from the marketing of online gambling services. However, it is to be noted that 

although the percentage of problem gamblers is relatively small, problem gambling may give 

rise to potential harm.  

This research does two things. It provides a methodology that utilizes text on websites of 

firms in a sector and shows that this can be used to identify positioning clusters. Potentially, 

it allows a firm that wishes to position in a certain manner to determine whether its website 

communication is in line with the desired positioning. Second, it builds on existing theory of 

behavioural intention and proposes and tests enhanced models, that has been termed UTAUT 

G and UTAUT 2-G, that can explain and predict betting intention. When UTAUT 2-G, which 

is the model that explains the most of the variance in the betting intention outcome variable, 

is shorn of its non-significant links, the parsimonious GIM model emerges. This model 

contributes to knowledge by identifying the main drivers and interaction among drivers of 

behaviour intention in an online gambling context. This model can possibly be investigated 

and more generally extended to other online entertainment contexts. 

Because the research adopts a marketing perspective, the research is primarily useful for 

managers in the online betting sector as it provides insights about positioning and what drives 

online gambling intention. This can provide managers with insights that can allow them to 

build effective marketing strategies and supporting marketing activities. However, it is 

important to protect potential problem gamblers against harm as well as to effectively stop 

minors from engaging in gambling activities. This research, particularly GIM, identifies 

drivers that are important to online gamblers that can potentially also allow managers in 

regulatory agencies to formulate more effective preventive strategies and regulation policies.  
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Abstract 

This study uses textual content analysis of the online casinos to provide insights into how 

operators position themselves in the market. Qualitative data from the About Us pages of 

nineteen online gambling websites is gathered and analysed using DICTION software. The 

resulting z-scores are analysed using a Hierarchical Clustering on Principal Components, 

using R software. Finally, a One-Way ANOVA is used to determine if a relationship exits 

between identified clusters and casino rankings. The casinos group into three distinct and 

meaningful clusters (activity/realism; low certainty; high certainty). A significant relationship 

between the clusters and rankings on a casino ranking website is established. Casinos that 

emphasise risk (low certainty) are more likely to obtain higher rankings. However, given the 

exploratory nature of the study, the sample size of nineteen online casinos is necessarily 

somewhat small and the data is limited to textual content from the About Us pages. 

Furthermore, details of the rankings used are obtained from a website that provides scant 

details of how the rankings are arrived at. Nevertheless, the paper provides a process that 

combines a unique combination of qualitative and quantitative methods analyses to determine 

the positioning of online gambling firms as they represent themselves to customers.  
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Introduction 

The Internet and digital media are having a significant effect on businesses operations and 

communications at both a corporate and marketing level. The development of the Internet 

from Web 1.0 to Web 2.0 has provided a platform that businesses can embrace (O'Reilly, 

2005). Online casinos have leveraged the operational possibilities that the Internet has 

provided and today have a global reach. With global Internet penetration as a percentage of 

world population at 49.2% (Internet World Stats, 2016) online gambling business continues 

to exhibit steady annual growth and is also expanding into emerging markets and economies. 

Indeed, it has become a global industry, growing at 11% annually that is worth an estimated 

$37 billion, with the European market estimated at around $15 billion (Cardplayer.com, 

2016). This means that the global online gambling market is dominated by Europe with the 

largest market share estimated by the European Gaming & Betting Association (2016) at 

47%. There are a myriad of online casinos and gambling websites available to players. A 

quick look at the Casino City (2016) website suggests that there are now over 3650 online 

gambling websites. Customers are virtually spoilt for choice, and with a lot of the websites 

also accessible via mobile devices, a world of gambling is literally at their fingertips.  

However, the Internet goes beyond operational capabilities and plays an important role in 

both corporate and marketing communications. Online casinos overwhelmingly employ a 

corporate branding approach that requires particular sensitivity to positioning. This is 

especially so for companies which operate with different brands in the same geographical 

market. Indeed, if a company does not use its corporate and marketing communications to do 

so, its customers will still position the casino brand according to what they believe and how 

they interpret the messages that are being transmitted by the website.  

Despite the significant size of the market and its importance, little attention has been devoted 

to the corporate and marketing communication side of online casinos. Studies on gambling 

are overwhelmingly from the field of psychology and focus on aspects of gambling 

behaviour, particularly problem gambling (Auer & Griffiths, 2013; Gainsbury, Parke, & 

Suhonen, 2013; Gainsbury, Suhonen, & Saastamoinen, 2014; Griffiths, 2013; Philander & 

MacKay, 2014; Rousseau & Venter, 2002; Sutton & Griffiths, 2007; Wardle, Moody, 

Griffiths, Orford, & Volberg, 2011) and regulatory measures (Buil, Moratilla, & Ruiz, 2015; 

Gainsbury et al., 2013; Leneuf, 2011; McAllister, 2014; Rose & Owens, 2009; Srikanth & 

Mattamana, 2011).  
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This paper sets out to explore the market from a communication and marketing perspective 

and investigates whether online casinos are differentiating themselves, and the basis of any 

such differentiation. Text is scraped from the About Us sections of a sample of nineteen, 

English-language, online gambling websites, operating in European countries. The scraped 

text is first content analysed using the lexical software DICTION and the resulting z-scores 

obtained are then used in additional analysis using Hierarchical Clustering on Principal 

Components (HCPC). Specifically, lexical analysis is undertaken of the content that online 

casinos display on their websites to describe themselves to potential customers. Additionally, 

the paper investigates whether distinct clusters can be identified and explores the relationship 

between resulting clusters and the online rankings of online casinos. Results are reported, 

implications are discussed, limitations are noted and possible areas for further research are 

indicated. 

A Changing Internet Context 

Corporate and marketing communication is being significantly impacted by the new digital 

media technologies. Although these technologies have been around for some time, many of 

the early websites on what was termed Web 1.0 were static and mostly about providing 

information and in some cases promoting purchases or e-commerce. Indeed, a lot of the 

content and information provided by such sites came about when these firms converted their 

various printed communications and marketing material onto the Internet earning the title of 

‘brochureware’ (Carr, 2010). Such static websites are today dead.  

Nowadays, customers’ interaction with the World Wide Web is much more dynamic and 

diverse. The Internet is omnipresent and accessible via different devices, ranging from 

desktop computers, mobile phones and even smart watches. Rather than just being a platform 

on which one-to-many communication was prevalent, the Internet today has become a 

platform that provides a ‘playground’ for everyone, where many-to-many communication has 

become the norm. Indeed, Web 2.0 is the Internet ‘now’ as against the Internet ‘then’.  

Tim O'Reilly (2006), who coined the term Web 2.0, describes it online as  

[…] the business revolution in the computer industry caused by the move to the 

Internet as a platform, and an attempt to understand the rules for success on that new 

platform. Chief among those rules is this: Build applications that harness network 

effects to get better the more people use them. 
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With Web 2.0 the Internet is therefore primarily a platform that enhances and makes possible 

‘a series of application progressions, rather than something new in itself’ (Berthon, Pitt, 

Plangger, & Shapiro, 2012). Essentially, the Internet has made much more possible to happen 

online. Instead of being static, websites today are connected to databases that store personal 

(customer) information, and curate content generated by both the owner of the website and 

visitors. The ‘playground’ magic lies in the constant communication between the front- and 

back-end that facilitates dynamic content visualisation, co-creation and information 

provision. 

As a playground platform, Web 2.0 has not only made the rise of social media possible, such 

as Facebook and Twitter, but has also fostered the rapid development of online gambling. 

However, notwithstanding these developments, marketing and communication managers 

have struggled to understand the disruptive phenomenon that is the Internet and to develop 

meaningful business models to monetize and leverage websites visits via the opportunities 

provided by new tools such as, AdSense and Ad Exchange. Online gambling companies are 

no exception. Differentiation among online gambling firms becomes imperative if they are to 

stand out from the crowd and become visible and recognisable (Hendy, 2015). The next 

section therefore considers online casinos and the challenge of positioning their brands in the 

online gambling market. 

Online Casinos and Positioning 

The Internet, as a facilitator, has made it possible for new business models to thrive. There is 

no doubt that online gambling has been a major beneficiary as firms set up online casino 

websites allowing customers to play from virtually anywhere at any time of the day. One 

aspect of the disruptive nature of the Internet is evident in that it has provided a platform that 

has allowed casinos to set up online gambling opportunities that players can access readily, 

even overcoming otherwise strict legal control on gambling in their home country. This has 

helped in no small way in facilitating the industry growth and it becoming a global industry. 

Casino, betting and poker are the main products on offer and together account for over 70% 

of the revenue of online casinos. In this highly competitive market, operators fight for market 

share and customer loyalty by offering signup and loyalty bonuses, free spins or free bets, 

bonus credits and other promotional activities including raffles ranging from (short) trips to 

sports events, participation in live casino and/or poker tournaments to merchandise/apparel 
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(Gainsbury, 2012; Gainsbury et al., 2013). Knowing how to ‘keep customers happy’ 

effectively is vital to success. Yet, despite its importance, online gambling has attracted little 

research interest from a corporate and marketing communication perspective. 

One of the major challenges of any business relates to how it wishes to position and 

differentiate itself and its offerings in the market. Indeed, if a company does not use its 

marketing activities, particularly marketing communications to do so, customers will still 

position the firm according to what they believe and how they interpret the messages that are 

being transmitted by the firm. A cursory look at the websites of online casinos shows the 

widespread use of ‘umbrella’ or corporate branding where the positioning sought is for the 

overall company brand.  

The 1986 book by two advertising practitioners, Al Ries and Jack Trout, titled Positioning: 

The battle for your mind, remains, to this day, an important reference point on positioning. 

The authors argue that positioning is not something you do to a product, rather ‘you position 

the product in the mind of the prospect’ (Ries & Trout, 1986, p. 2). Online activity and 

browsing behaviour exposes customers to a myriad of communications and finding the 

proverbial window to the mind of prospects and being first to occupy that space is indeed 

challenging. Many online gambling websites struggle to differentiate themselves significantly 

from their competitors, and often this is reflected in poor Search Engine Optimisation (SEO) 

strategies (Hendy, 2015). 

Some limited online casino brand differentiation can be achieved via the restricted number of 

software providers that determine the range, type and quality of the games available and by 

the operating license(s) that the online casino has acquired. Thus, while the licenses from the 

UK, Gibraltar and Malta are favoured; gamblers are advised by fellow players to avoid 

casinos that are licensed in the Caribbean (Casinomeister.com, 2016b). Indeed, numerous 

ranking websites and forums categorize and/or position online casinos according to: the 

magnitude and quality of games offered and their providers, payment methods available, 

speed and ease of making money transactions, jurisdictions in which the casinos are licensed, 

as well as language and currencies offered (Casino Listings, 2016; Casinomeister.com, 

2016a, 2016b).  

However, more often than not, companies sponsor these forums and affiliate websites in 

return for providing traffic. Furthermore, the exact criteria for rankings are not always 
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explained or otherwise obvious to the reader, making a comparison of online casinos on the 

basis of ranking websites arduous. A more accurate result of the positioning achieved by 

online casinos can be better attained with a judicious analysis of what online Casinos say 

about themselves. 

Research Focus 

This paper therefore sets out to investigate how online casinos present themselves via the text 

content of their websites to communicate positioning differences to their customers. 

Specifically, the study asks: 

RQ1: Can lexical analysis of text content from websites of online casinos be used in 

clustering to identify positioning differences? 

RQ2: Is there any correspondence between identified clusters and the web rankings 

of online casinos? 

Methodology 

The methodology employed in investigating the research questions in this study is primarily 

exploratory. Data from the About Us section on the websites of nineteen online casinos were 

collected. The investigation used lexical analysis followed by Hierarchical Clustering on 

Principal Components (HCPC) analysis via R software version 3.2.4 and a one-way analysis 

of variance. 

A purposeful sample was chosen that sought to identify the top casino websites that operate 

in Europe. To do so three websites were consulted, namely: Casinomeister 

(www.casinomeister.com), Ask Gamblers (www.askgamblers.com) and Casino City 

(www.casinocity.com). Casinomeister was used as the primary source of casino website 

identification but each website was crosschecked on the other two sites. This process resulted 

in the identification of a total of nineteen leading online casino websites operating in Europe.  

Text data for this study was scraped, using Web Scraper (Balodis, 2014), from the About Us 

section for the websites investigated. The About Us section seeks to introduce the specific 

brand to the reader. It highlights the casinos’ basis for differentiation as well as the product 

and services it offers (Nielsen & Tahir, 2001).  

The lexical analysis tool DICTION version 7 was used to analyse the scraped data from the 
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About Us sections. The DICTION software compares text (passages) with dictionaries and 

calculates scores for a total of 31 variables. These are then further amalgamated into five 

master variables that are grounded in earlier theoretical work (Short & Palmer, 2007). The 

five master variables are: activity, optimism, certainty, realism and commonality and are 

defined in the online DICTION manual as follows: 

Activity captures language featuring movement, change, the implementation of ideas 

and the avoidance of inertia; Optimism reflects language endorsing some person, 

group, concept or event, or highlighting their positive entailments; Certainty captures 

language indicating resoluteness, inflexibility, and completeness and a tendency to 

speak with the full authority of office; Realism reflects language describing tangible, 

immediate, recognizable matters that affect people’s everyday lives; Commonality 

measures language highlighting the agreed-upon values of a group and rejecting 

idiosyncratic modes of engagement (Hart & Carroll, 2015). 

The DICTION software was originally used in political communication analysis and is 

reported to have been a useful predictor of US presidential election results (Lowry & Naser, 

2010). In addition to politics, the software has also been used in leadership (Bligh, Kohles, & 

Meindl, 2004a, 2004b), strategic management (Short & Palmer, 2007) and accounting 

(Wisniewski & Yekini, 2015).  

The output from the lexical analysis consists of z-scores for each of the five master variables. 

The results from DICTION appear in Table 1. In addition, web rankings of the different 

casinos under investigation were also collected from the Casino Tops Online website 

(www.casinotopsonline.com) that provides ranking on a 0 to 100 scale. This site has a 

ranking of European casino sites that is distinct and separate from the earlier websites from 

where the sample was identified. Although there are numerous online rating sites, most are 

limited in coverage and many do not provide a rating score. Fifteen rankings were obtained 

for the nineteen online casino websites investigated. Those for two large players (Unibet and 

PaddyPower) and two smaller players (SlotsMillion and All Star Slots) were not available. 

Rankings data appear in Table 1. Inspection of the graphical distribution of these ranking 

scores supports a normal distribution with a mean score of 84 (SD = 8.94). 

The data was further analysed using Hierarchical Clustering on Principal Components via 

FactoMineR package for the statistical software R. This provided a three-cluster solution for 

the data collected from the nineteen online casinos analysed. Finally, a one-way ANOVA – 
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using IBM’s SPSS version 21 – was employed to investigate whether the clusters could 

differentiate among the casino rankings. 

Analysis and Results 

The focus of the first part of the analyses was to investigate the website content of the chosen 

nineteen online casino; how they present themselves, their similarities and differences, and 

their relative positioning into distinct clusters. The resultant data from the lexical analysis 

using DICTION was used as input to Hierarchical Clustering on Principle Component 

(HCPC). As the name of the technique suggests, the package first undertakes Principal 

Component Analysis (PCA) that is then followed by Hierarchical Cluster Analysis. 

Principal Component Analysis is an exploratory data analysis technique that is appropriate 

for continuous data as is the case with the resultant z-scores from DICTION. The objective of 

such an analysis is to describe a data set using a small number of uncorrelated variables while 

retaining as much information as possible. The principal component analysis is used as a pre-

processing step to the hierarchical clustering that follows and allows for better visualisation 

of the hierarchical tree and understanding of the data (Husson, Josse, & Pages, 2010). 

The PCA shows that three of the five DICTION variables are statistically significant namely: 

Certainty (η2 = .73; p < .001), Realism (η2 = .44; p < .01) and Activity (η2 = .39; p < .01), 

allowing for the use of these variables to capture the differences between groups. The first 

cluster is characterised by Activity and Realism with a mean of the category of 52.93 (SD. 

1.23) and 53.39 (SD. 0.52) respectively. The second cluster is characterised by low Certainty 

(Mean = 43.62; SD. = 2.75) while the third cluster is characterised by high Certainty (Mean = 

43.62; SD. = 2.75). The v.test investigates whether the mean of the category is equal to the 

overall mean. It does this by comparing the proportion of the words in a cluster to the 

proportion of the words in the total data. Results show that all are significant indicating 

differences. In the case of Cluster 2 the v.test is negative because the mean of the category is 

below the overall mean – Table 2. Therefore, the online casinos from Cluster 1 are 

characterised by their use of text that emphasises, Activity and Realism. Those in Cluster 3 

put emphasis on high levels of Certainty while those in Cluster 2 put an emphasis on low 

certainty or risk-taking. 
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The clustering is also described by the first two principal components extracted, which are 

found to be statistically significant (Dim 1: η2 = .75, p < .001; Dim 2: η2 = .52, p < .01). The 

first two dimensions represent 72.4% of the total variance (or inertia) in the data. Results 

show that Dimension 1 links with Clusters 2 and 3 and therefore with Certainty, while 

Dimension 2 links to Cluster 1, which is a composite variable for Activity and Realism – 

Table 1: Z-scores of the five master variables for 19 different online casinos 

Casino Activity Optimism Certainty Realism Commonality 

Ranking 

on Casino 

Tops 

Online* 

All Star Slots 51.27 57.21 56.33 44.75 51.90 - 

BetAt Casino 49.60 54.08 52.74 46.81 48.63 71 

Betspin Casino 49.19 57.57 49.38 49.97 49.97 88 

Betsson 49.43 51.37 54.00 38.06 50.52 77 

Casino Luck 49.96 58.47 41.35 42.38 50.08 80 

CasinoEuro 47.94 65.76 47.89 44.45 49.76 88 

Casumo 51.70 52.99 44.96 52.87 56.43 92 

Energy 47.31 54.24 43.27 44.31 46.31 87 

Guts 54.15 52.25 39.32 53.90 49.63 99 

Lucky Red 

Casino 
46.40 53.97 54.25 49.04 54.65 79 

Mr Green 45.60 55.83 47.41 45.66 48.83 78 

NordicBet 49.24 53.38 40.75 43.29 50.38 91 

Paddy Power 51.13 54.31 44.63 47.70 48.12 - 

RedBet 49.90 55.51 40.56 38.94 48.99 88 

Rizk 50.31 53.88 42.74 43.92 51.90 94 

SlotsMillion 49.21 57.51 50.24 50.69 49.44 - 

Unibet 47.55 53.53 48.23 47.61 51.62 - 

Vera & John 46.39 59.76 51.21 46.11 49.57 82 

Videoslots 49.31 53.85 52.25 45.44 49.61 66 

* Source: http://www.casinotopsonline.com/top-eu-online-casinos (Accessed 15 July 2016) 
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Tables 2 and 3. Moreover, the partitioning into the three clusters identified from the PCA are 

depicted in different colours and show a clear separation of the online casinos on the first 

two-principal components shown in the plot in Figure 1. The centres for each of the three 

clusters identified are represented by a square. The online casinos closest to the three clusters 

are Casumo for Cluster 1, Rizk for Cluster 2 and Videoslots for Cluster 3. Guts is the most 

specific to Cluster 1, RedBet to Cluster 2 and All Star Slots to Cluster 3 as these are the 

furthest from Clusters 2 and 3, Clusters 1 and 3 and 1 and 2 respectively. 

Hierarchical cluster analysis is a specific type of clustering that combines cases into 

homogenous clusters by merging them together one at a time in a series of sequential steps 

(Blei & Lafferty, 2009). The analysis employed is agglomerative and defined by the 

similarity or measurement of the distance between cases used and the linkages between 

clusters (Bratchell, 1989). In HCPC, hierarchical clustering is performed using Ward’s 

criterion on the selected principal components. The output from the hierarchical clustering is 

a dendrogram that provides a visual display of the clustering process. An inspection of the 

dendrogram in Figure 2 from the base upwards, shows firms that are similar to each other 

joining up earlier as against those that are more dissimilar, while horizontal lines indicate the 

stages at which the clusters join up. Long vertical lines suggest clusters that are dissimilar 

Table 2: Cluster description for Diction variables from Principal Component Analysis 

Cluster 
DICTION Category 

Mean 
Category SD 

Overall 

Mean 

Overall 

SD 
v.test p 

Variable 

1 
Activity 52.93 1.23 49.24 2.02 2.65 0.01 

Realism 53.39 0.52 46.10 4.02 2.64 0.01 

2 
Low 

Certainty 
43.62 2.75 47.45 5.10 -2.72 0.01 

3 
High 

Certainty 
52.03 2.49 47.45 5.10 3.62 0.00 

 

Table 3: Clusters description by dimension from Principal Component Analysis 

Cluster Dimension 
Category 

Mean 
Category SD 

Overall 

Mean 
Overall SD v.test p 

1 2 8.42 0.21 -1.34 4.19 2.92 0.01 

2 1 -3.79 2.79 3.78 5.20 -2.72 0.01 

3 1 3.65 2.18 3.78 5.20 3.65 0.00 
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from each other. HCPC in R also provides an Inertia Gain plot (shown at the top right hand 

side in Figure 2) that indicates that a 3-cluster cut-off point appears most appropriate. The 

individual online casinos are shown sorted according to the coordinate on the first principal 

component.  

 

  

Figure 1: Factor Map showing Clusters from Principal Component Analysis 
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Finally, Figure 3 incorporates the two previous tables in a three-dimensional plot. It provides 

information of the factor map resulting from Principal Component Analysis together with a 

three dimensional hierarchical tree thereby providing a clearer view of the clustering. The 

figure shows that the clusters are distinct and separate with no overlap, thereby not 

necessitating re-running with a k-cluster algorithm. Results clearly identify three clusters that 

are projecting distinct positioning. The smallest Cluster with just two firms (Guts and 

Casumo) emphasise Activity and Realism with Casumo best representing the firms in the 

cluster. The second largest grouping consists of Cluster 3 with eight firms that emphasise 

high levels of Certainty best represented by Videoslots, while the seven firms in Cluster 2 

emphasise low levels of certainty (risk) best represented, not surprisingly, by Rizk. 

 

Figure 2: Results of Hierarchical Clustering 
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A second objective of this research was to determine whether the identified clusters 

correspond to the web ranking of online casinos. To test whether the clusters obtained can 

differentiate between different online casinos a One-Way ANOVA was used with ranking 

scores as dependent variable and cluster numbers as factor. The results in Table 4 provide 

support for the ability of the clusters to distinguish between online casinos and their ranking. 

Online casinos in Cluster 1 that emphasise Activity and Realism obtain the lowest rankings, 

those in Cluster 3 that emphasise Certainty are in a mid-position in terms of rankings while 

those that obtain the highest ranking are those emphasising Risk (Low Certainty). 

 

Figure 3: Hierarchical Clustering on Factor Map 

 

Table 4: Results of One-Way ANOVA 

Cluster N Mean SD F Sig. 

1 7 78.71 8.24 

4.73 0.03 
2 2 95.50 4.95 

3 6 86.33 6.22 

Total 15 84.00 8.94 
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Conclusion and Implications 

This paper set out to investigate two research questions. The first asked whether lexical 

analysis of text content from websites of online casinos could be used in clustering to identify 

positioning differences. This study therefore uses the analysis of lexical content to cluster a 

sample of nineteen online gambling companies and provides support for the presence of three 

distinctive clusters: Low Certainty (High Risk), High Certainty, and Activity/Realism.  

The results provide managers with a methodology that combines text analysis via DICTION 

followed by Hierarchical Clustering on Principal Components that together provide a 

meaningful process for identifying the positioning of the different online casinos. The results 

from the sample analysis undertaken show the presence of three distinctive clusters of online 

casinos in the data investigated. 

Online gambling companies have benefited from the emergence of Web 2.0. The new 

‘playground’ that provides the possibility to play whenever, wherever, and, moreover, 

anonymously, has made the online gambling industry grow fast and develop into a highly 

competitive business environment. The customer is virtually king in this market, with a host 

of operators to choose from. Consequently, companies need to distinguish themselves in 

order to attract customers. 

Indeed, corporate communications and clear market positioning online lies at the heart of 

effective strategic management, corporate identity and organisational reputation. The results 

from this study highlight the need for corporate and communication managers to make more 

judicious use of the text that is used on their websites. Unfortunately, such a task is too 

readily delegated to outside sources or junior staff with little input grounded in a clear and 

predetermined desirable positioning that the online casino is seeking to achieve. 

The second research question in this study sought to establish whether the clusters defined 

from the process described could fruitfully be used to determine the market rankings of 

online casinos. The research therefore investigated whether there was any correspondence 

between the identified clusters and the web rankings of online casinos. The findings indicate 

that the clusters resulting from the lexical content of the About Us pages of the online casinos 

investigated can differentiate among the ranking of the casino websites by customers. Thus, 

brands in the cluster that emphasised High Risk (Low Certainty) obtained higher-ranking 

scores than those that clustered on the basis of the High Certainty or Activity/Realism cluster.  
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These results confirm the often-held perception that one of the attractions of gambling is the 

thrill or excitement of beating the odds. It may therefore not be so surprising that the online 

casino websites within the High Risk (Low Certainty) cluster are ranked higher. After all, 

risk is a core feature of gambling and possibly one of the reasons why people enjoy 

gambling. The results suggest that the lexical content would do well to highlight the aspect of 

risk on websites as they seek to obtain better rankings. 

Limitations and Further Research 

Like all studies, this research has a number of limitations that must be kept in mind. First, the 

DICTION software is limited to the analysis of text-based content. Other content, such as 

audio, video or images cannot be analysed using this tool. It is possible that a deeper insight 

could be gained by the inclusion and analyses of content from other communication channels 

such as email, SMS and social media. Second, the input to the HCPC was solely based on the 

text content of the About Us section on the respective online casino websites operating in 

Europe. A wider range of pages may have proven useful, but this needs to be balanced with 

the relevance and scraping difficulties in including additional sections. 

Third, given the exploratory nature of this study, the sample size of nineteen is relatively 

small and a larger sample size may provide a more varied clustering solution, possibly 

enabling further insights on differentiation in the online gambling market. Fourth, it should 

also be noted that Casino Tops Online – the website from which rankings were obtained – 

does not provide details on how their rankings are computed. Being highly ranked on this site 

does not necessarily mean more customers or higher profit. Indeed, the online casino may 

even pay for ranking positions and an element of sponsorship may be involved given that 

they are themselves a referring site and that two large firms: Unibet and PaddyPower, are 

somewhat mysteriously not listed. Finally, the sizes of the groups used in the One-Way 

ANOVA are relatively small raising possible concerns about the power of the test. While 

groups of a size greater than fifteen would have been desirable, the overall distribution of 

ranking scores does appear to be normally distributed and therefore offers support for the 

results.  

In conclusion it can be said that despite the limitations described, the combination of lexical 

content analysis via DICTION combined with Hierarchical Clustering on Principal 

Components provides a promising technique in identifying positioning similarities and 
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differences in website communications that should prove useful to corporate and 

communication managers of online casinos and other online firms.  
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Abstract 

The growth of online gambling necessitates that both marketers and regulators have a better 

understanding of the gambling intention of players. Perceived fairness of customers towards 

operators has often been raised as a concern in the industry, but it has received limited 

attention in research on gambling intention. Theories that seek to explain purchase intention 

are considered and a model is proposed that investigates the role and impact that perceived 

fairness and system effort expectancy have on online gambling intention together with the 

moderating influence of user experience. Data from 255 online gambling customers are 

gathered and analysed using Hayes PROCESS analyses. Results indicate that perceived 

fairness impacts gambling intention directly, and indirectly strengthening the effect of effort 

expectancy on gambling intention. However, user experience weakens both these impacts. 

The research provides support for the inclusion of perceived fairness in theories that consider 

drivers of online gambling intention. In addition, the important role that perceived fairness 

plays offers support for gambling regulators who in recent years have sought to promote a 

fairer and more transparent deal to players. Firms in the online gambling industry can also 

look positively at activities enhancing fairness as its promotion can also enhance their 

performance. 
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1 Introduction 

The Internet gambling industry is a fast-growing, multibillion-Euro business where Europe 

stands out as the biggest market for online gambling, with a 48% market share (European 

Gaming & Betting Association, 2016). Thousands of online casinos are available via a 

number of jurisdictions (Casino City, 2017). Increased Internet access and the growth in 

smartphone adoption has meant that online gambling websites are accessible to almost 

everyone, everywhere and at any time of the day (eMarketer, 2016). The growing market has 

witnessed increasingly aggressive marketing activities among Internet gambling firms as they 

compete for players and market share. The offered games are often not very different, and the 

expected effort required to master a firm’s online gambling system is critical to the resultant 

experience that a player derives, and therefore to competition.  

Despite its continued popularity, Internet gambling is a pastime with a questionable 

reputation (Binde, 2005a, 2005b). Issues concerning health and addiction have traditionally 

been highlighted in the literature that has tended to focus on problem gambling (e.g. 

Gainsbury, Suhonen, & Saastamoinen, 2014). This research focuses on recreational gamblers 

who see gambling as a leisure-time pursuit. The National Addiction Service of Singapore 

(2013) provided a useful basis for understanding the difference between recreational or social 

gambling, and problem gambling. It holds that the former refers to those who gamble for fun, 

are able to remain within their means and can stop anytime. On the other hand, problem 

gamblers continue to invest time and money on gambling despite experiencing harmful, 

negative consequences. This distinction is also reflected in the literature, with the National 

Research Council (US) Committee on the Social and Economic Impact of Pathological 

Gambling (1999) holding that recreational gamblers are those who gamble for entertainment 

and typically do not risk more than they can afford (Custer & Milt, 1985; Shaffer, Hall, & 

Vander Bilt, 1999). Following the latest update to The Diagnostic and Statistical Manual of 

Mental Disorders (5th ed.; American Psychiatric Association, 2013) the terminology used for 

pathological or compulsive gambling is now gambling disorder. DSM-5 (p. 586) notes that 

‘The essential feature of gambling disorder is persistent and recurrent maladaptive gambling 

behavior that disrupts personal, family, and/or vocational pursuits’ with one of its 

characteristic criterion (A6) being the frequent, and often long-term, pattern of ‘chasing one’s 

losses’.  

Trust and issues of fairness of the products, games and services offered are increasingly a 
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concern for both recreational gamblers and regulators (Cook, 2017; UKGC, 2017b, 2017c; 

Wood & Williams, 2009; Yani-de-Soriano, Javed, & Yousafzai, 2012). In a business where 

random number generators, or slot machines, dominate, players should rest assured that they 

are treated fairly and in a transparent manner. Thus, lawmakers, regulators and licensing 

bodies look at fairness and transparency as important features. For instance, in 2016, the 

United Kingdom Gambling Commission (UKGC) and the Competitions and Markets 

Authority (CMA) announced an investigation into the fairness of the terms and conditions 

offered by online betting firms (Rodionova, 2016). In May 2017, the UKGC fined a gambling 

operator for misleading advertising for the first time, arguing that it was not fair on the 

customer (UKGC, 2017a), and in June of the same year, the CMA issued a press release 

highlighting their concern with the fairness of promotions offered to Internet gambling 

customers (CMA, 2017).  

Despite its importance, perceived fairness of customers towards operators has received little 

attention in the academic literature on online gambling. To better understand its role, we 

consider theories that seek to understand purchase intention and investigate the role and 

impact of perceived fairness and effort expectancy on online gambling intention. We also 

examine whether user experience weakens these interactions. Data are collected from 255 

customers of an Internet gambling firm and analysed using Hayes PROCESS macro for IBM 

SPSS version 21 (Hayes, 2013). Results are reported, implications discussed, and limitations 

and further research areas are indicated. 

2 Literature Review 

2.1 Purchase Intention 

Several models have been developed that seek to understand purchase intention of which the 

Theory of Reasoned Action – TRA (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975), the 

Theory of Planned Behaviour – TpB (Ajzen, 1985) and the Technology Acceptance Model – 

TAM (Davis, 1985) are among the best known. Over the years, extensions (e.g. TAM 2 by 

Venkatesh & Davis, 2000) and hybrids of these models (e.g. Combined TAM and TpB by 

Taylor & Todd, 1995) have been proposed. In an attempt to synthesize the salient models 

within the literature, Venkatesh, Morris, Davis, and Davis (2003) developed the Unified 

Theory of Acceptance and Use of Technology (UTAUT), originally focusing on employees 

using internal IT systems. The authors identified four key drivers of behaviour intention: 
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performance expectancy, effort expectancy, social norms, and facilitating conditions; and 

four moderating variables: gender, age, experience, and voluntariness of use. Venkatesh, 

Thong, and Xu (2012) have also successfully employed the model to the purchase intentions 

of mobile Internet customers while Oh and Yoon (2014) have used it in an e-learning and 

online gaming context. 

2.2 Perceived fairness, effort expectancy and online gambling intention 

In a study by Wood and Williams (2009), commissioned by the Ontario Problem Gambling 

Research Centre, it was reported that many Internet gambling players have concerns about 

online casinos paying out customers’ winnings and ensuring the fairness of the games. 

Gainsbury, Parke, and Suhonen (2013, p. 243) reported ‘a substantial proportion [of 

customers] believing that there is an “on/off” switch that can be used to cheat customers’. 

The concern for fairness has also been reiterated by legislators and regulatory bodies, 

especially in the UK (CMA, 2017; Moore, 2017; Rodionova, 2016; UKGC, 2017a). 

However, despite its importance the theories explaining behavioural intention do not 

incorporate perceived fairness as a possible driver. A primary objective of this article is to 

investigate the role of perceived fairness on online slot machine gambling intention. The 

decision to focus on effort expectancy and user experience from the four drivers and four 

moderators identified in UTAUT stems from a desire to test a parsimonious model. Effort 

expectancy was chosen because this is reported as having the strongest impact on intention 

(Oh & Yoon, 2014) while experience as a moderator represents a pertinent variable in an 

online gambling context.  

For the purpose of this study, perceived fairness is defined as ‘an individual’s perception 

about the output/input ratio, the procedure that produces the outcome and the quality of 

interpersonal treatment’ (Chiu, Lin, Sun, & Hsu, 2009, p. 349). This definition is 

operationalized as a three-dimensional construct, comprised of distributive, procedural and 

interactional fairness that are all relevant to an online gambling context. Distributive fairness 

refers to the degree to which customers’ expectations are being met; procedural fairness is 

about customers’ perceived ability to complain and speak to representatives; while 

interactional fairness focuses on how fairly and respectfully customer service representatives 

act and treat clients. A number of authors provide support for a link between fairness and 

behaviour intention (e.g. Namkung & Jang, 2009, 2010; Palmer, Beggs, & Keown-

McMullan, 2000; Su & Hsu, 2013). In an online gambling context, we therefore hypothesize 
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that:  

H1: Higher perceived fairness leads to higher online gambling intention.  

The effort expectancy construct in UTAUT, like its predecessor ‘ease-of-use’ in TAM, 

captures how much effort users expect to invest in order to be proficient in using a system. 

Lower effort expectancy has been shown to be a significant predictor of intention (e.g. Chan 

et al., 2010; Chiu & Wang, 2008; Lee, Lin, Ma, & Wu, 2017; J.-C. Oh & Yoon, 2014; S. Oh, 

Lehto, & Park, 2009; Venkatesh et al., 2003). Moreover, Oh and Yoon (2014) show that in 

both the online gaming and e-learning context, effort expectancy has the strongest effect on 

intention. We therefore focus on the link between effort expectancy and intention in an online 

gambling context and hypothesize that:  

H2: Lower effort expectancy leads to higher online gambling intention.  

However, the theories and models seeking to explain the linkage to purchase intention are 

single-stage models that may not correspond to actual human processes. In order to better 

understand how perceived fairness impacts online gambling intention and how it interacts 

with effort expectancy, we propose an alternative mediated hypothesis:  

H1alt: As users expect online gambling to require more effort, perceived fairness becomes a 

stronger driver of online gambling intention. 

2.3 The role of user experience 

User experience is defined as familiarity with a new technology over time (Venkatesh et al., 

2003). Together with other demographics of age and gender it is treated as a moderator in 

UTAUT and found to weaken the relationships it moderates. Therefore, we hypothesize that:  
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H3a: User experience weakens the impact of effort expectancy on gambling intention  

However, given the inclusion of perceived fairness as an important additional antecedent 

construct to online gambling intention, we also investigate the moderating effect of user 

experience on the impact of perceived fairness on both effort expectancy and online gambling 

intention. Hence:  

H3b: User experience weakens the impact of perceived fairness on online gambling 

intention.  

H3c: User experience weakens the impact of perceived fairness on effort expectancy 

The hypotheses described above, and their resultant relationships are shown in the research 

model in Figure 1. 

3 Methodology 

The research instrument used in this study was written in English and consisted of 21 items; 

Figure 1: Research model with hypotheses. 
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17 to capture the constructs under investigation and 4 items to capture demographics for user 

experience, age, gender and residence. User experience was collected by asking respondents 

to indicate the number of years they had been gambling online. Perceived fairness was 

measured using the three-dimensional construct adapted from Chiu et al. (2009) consisting of 

10 items, while the 4- item measure of effort expectancy as well as the 3-item measure for 

online gambling intention were adopted from Venkatesh et al. (2003). The adaptations made 

to the items reflect the online gambling context. All measures have been used in previous 

studies and indicated acceptable psychometric properties (cf. Chan et al., 2010; Chiu et al., 

2009; Chiu & Wang, 2008; Magsamen-Conrad, Upadhyaya, Joa, & Dowd, 2015; Tan, 2013; 

Venkatesh et al., 2003). All items were measured with a 7-point scale which ranged from 1 = 

‘Strongly disagree’ to 7 = ‘Strongly agree’. In the case of effort expectancy, the wording is 

such that, the higher the value, the stronger it is expected that effort will be low. Thus, by 

way of example, a high score on the first effort expectancy question, reading ‘My interaction 

with an online gambling system needs to be clear and understandable’, means that a low level 

of effort is required. A pretest of the final research instrument was conducted among a 

sample of 30 online casino customers to determine and improve item comprehension and 

completion, as well as the data gathering process and response time.  

Final data collection was undertaken via arrangements made with the Malta operation of the 

online gambling firm ALEA. The company was willing to allow the forwarding of the 

research instrument to a random sample of 2000 players taken from their database of 

customers who had registered but not made a deposit after 48 hours of registration with their 

brand SlotsMillion.com. To ensure that respondents were indeed active online gambling 

customers, a filtering question at the beginning of the questionnaire asked whether the 

respondent was currently actively playing and wagering on any online gambling website. 

Only respondents answering ‘Yes’ to this question were included in the data collection. 

Qualtrics was used for online data collection. To increase response rates, an incentive 

consisting of 20 free spins for the value of €0.10 per free spin on the well-known game 

Starburst from NetEnt was offered to respondents completing the questionnaire. To receive 

the gift, the respondent had to contact the customer service at SlotsMillion with a code that 

was provided to respondents on completion of the questionnaire.  

Steps were also taken to ensure that ethical standards were maintained. First, the questions 

asked were such that no harm or discomfort would result. Second, informed consent was 
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ensured via a cover letter that appeared when data collection took place, describing the 

academic nature and purpose of the research. Participation was completely voluntary, and 

respondents could discontinue completing the questionnaire at any point. They were also 

given the contact details of one of the researchers. Third, the privacy and anonymity of the 

respondents were safeguarded. Respondents visited a separate university website that hosted 

the Qualtrics questionnaire. The collected classificatory data did not ask questions of a 

private nature, nor was individual identification available to the researchers or to the 

supporting firm. All data analyses undertaken and shared was at an aggregated level.  

Data analyses commence by providing descriptive statistics for the data collected. This is 

followed by principal component factor analysis and reliability testing which are employed to 

investigate the psychometric properties of the instruments used to capture the constructs of 

this study. Finally, the moderated-mediation hypotheses in the research model are tested via 

two concurrent regressions using Hayes (2013) PROCESS analyses. 

4 Results 

A total of 15.2% of the 2000 customers sampled responded in the first 3 weeks of the survey. 

Of these, 49 could not be used primarily due to incomplete answers, so that a total of 255 

completed and usable questionnaires were obtained. Respondents were aged 18 to 88 years 

old with a mean age of 34.91 (SD = 9.43); 50% were male; and reported experience with 

online gambling ranged from less than 1 year to 11 years with a mean of 3.18 years (SD = 

2.41). In terms of residence, 50.9% were from Australia and New Zealand; 15.4% were from 

the Netherlands and 14.0% were from Germany. Because of confidentiality, it was not 

possible to test for non-response bias by comparing demographic characteristics of the 

sample with those of the online betting population of the supporting firm. However, 

methodological studies indicate that even relatively large variations in response rates do not 

have much effect on final sample estimates (Keeter, Kennedy, Dimock, Best, & Craighill, 

2006). Descriptive statistics are shown in Table 1.  

Before proceeding to explore the data via principal components factor analysis in IBM SPSS 

v21, the KMO and Bartlett’s test of sphericity were computed. The results of the KMO test 

provided a value of .91, which is in the ‘marvellous’ category (Kaiser & Rice, 1974), while 

Bartlett’s test of sphericity was significant at 2862.08 (p < .001). These results indicate the 

existence of sufficient correlations in the data collected thereby providing support for its 
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investigation via exploratory factor analysis. To test for common method variance, the 

component matrix resulting from the factor analysis was observed. This indicated multiple 

factors, providing support for the absence of common method variance for the measures used 

(Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). The data was further investigated using an 

oblimin rotation, which was chosen because the three multi-item constructs in the study were 

expected to be correlated. The resultant four-factor solution accounts for 74.25% of the 

cumulative variance in the data and correspond to the three constructs used in this research. 

Online gambling intention and effort expectancy load on separate factors while perceived 

fairness loads on two factors corresponding to the distributive fairness dimension and the 

procedural and interactional fairness dimensions, with the latter two tending to load together. 

Resultant loadings are shown in the last four columns of Table 1 and provide support for both 

convergent and discriminant validity of the measures employed. Reliability was investigated 

using Cronbach alpha (Cronbach, 1951), which provided scores of .89, .90, .88 and .89 for 

gambling intention, effort expectancy and the two dimensions of perceived fairness, 

respectively. Overall perceived fairness had a Cronbach alpha of .92. Taken together these 

results provide support for the psychometric properties of the instruments used, allowing 

them to be confidently employed in further analyses. When investigating causal effects, 

whose linkage hypotheses have been defined at the construct level, any analyses should be 

undertaken at a construct and not at a dimensional level (Wong, Law, & Huang, 2008). 

Therefore, the items making up the constructs were summed up and used as variables in 

moderated-mediated regression.  

 
  

Table 1A: Descriptive statistics for items and loadings from factor analysis  
followed by an oblimin rotation (n=255) 

ID Items Mean SD F1 F2 F3 F4 

GI1 
I intend to use online gambling systems in the next 

month. 
5.43 1.64 0.03 0.92 -0.04 -0.01 

GI2 
I predict that I will gamble online in the next 

month. 
5.77 1.42 0.01 0.83 0.04 -0.05 

GI3 
I plan to use an online gambling system in the next 

month. 
5.47 1.59 0.01 0.88 0.04 -0.04 

  Gambling Intention (GI) 16.68 4.23         

EE1 
My interaction with an online gambling system 

needs to be clear and understandable. 
5.30 1.53 0.07 0.15 -0.06 -0.74 

EE2 
It should be easy for me to become skillful at using 

an online gambling system. 
5.02 1.45 -0.08 0.15 0.06 -0.81 

EE3 
I expect to find online gambling systems easy to 

use. 
5.31 1.45 0.03 0.04 0.04 -0.85 

EE4 
Learning to operate online gambling systems 

should be easy for me. 
5.35 1.30 0.06 -0.09 0.02 -0.89 

   Effort Expectancy (EE) 20.98 5.00         

PF1 
I think what I get is fair compared to the price I 

pay. 
4.23 1.52 -0.08 -0.02 0.82 -0.14 

PF2 
I think that the processes required for making 

monetary transactions are appropriate. 
4.69 1.46 0.21 -0.05 0.51 -0.26 

PF3 

I think the value of the services that I receive from 

the online gambling system is worth the effort I 

invest. 

4.44 1.35 0.01 0.05 0.88 0.05 

PF4 
I think that the online gambling products I use are 

fair. 
4.56 1.44 0.00 0.13 0.86 0.05 

PF5 

The procedures used by the gambling system for 

handling problems occurring in the gambling 

process are fair. 

4.61 1.31 0.27 -0.06 0.66 0.00 

PF6 
The gambling system allows customers to complain 

and state their views. 
4.88 1.41 0.65 0.01 0.19 -0.03 

PF7 
I believe the policies of the gambling system are 

applied consistently across all customers. 
4.62 1.44 0.72 0.08 0.27 0.18 

PF8 

The gambling system clarifies decisions about any 

changes to the website and provides additional 

information when requested by the customer. 

4.75 1.39 0.73 -0.05 0.09 -0.16 

PF9 

Customer service representatives of the gambling 

system treat me with respect when interacting 

with me through email, chat, telephone or any 

other communication method. 

4.94 1.35 0.93 0.06 -0.15 -0.02 

PF10 

Customer service representatives of the gambling 

system treat me with politeness when interacting 

with me through email, chat, telephone or any 

other communication method. 

4.88 1.46 0.84 0.04 -0.05 -0.08 

  Perceived Fairness (PF) 46.60 10.74         

 Eigenvalue 7.80 2.54 1.18 1.11 

 % of Total Variance 45.89 14.93 6.93 6.51 

  Total Variance 74.25       
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The proposed model was investigated using Hayes’ PROCESS Macro for IBM SPSS v21. 

The macro allows for analyses of complex models with mediation and moderation. 

PROCESS (Hayes, 2013) was used in the analyses in preference to variance or covariance 

based Structural Equation Modelling (SEM) for three reasons. First, although based on 

different estimation methods and theory, the results from the two alternative analytical 

techniques are largely identical and any differences are minimal and rarely substantive 

(Hayes, Montoya, & Rockwood, 2017). Second, the SEM approach is known to have some 

serious limitations when looking at mediation-moderation and PROCESS is to be preferred 

(MacKinnon, Coxe, & Baraldi, 2012). Finally, the investigated research model which 

consists of a single moderator and mediators whose interactions correspond to Model 59 in 

PROCESS makes for relative simplicity of analyses. The results of the moderated-mediation 

multiple regression analyses are shown in Table 2 and Figure 2.  

Table 1B: Component Correlation Matrix F1 F2 F3 F4 

 F1 Perceived Fairness Dim 1 
  

1.00    

 F2 Gambling Intention 
  

0.33 1.00   

 F3 Perceived Fairness Dim 2 
  

0.55 0.24 1.00  

 F4 Effort Expectancy 
  

-0.41 -0.53 -0.33 1.00 

Note: High values indicate stronger agreement with each questionnaire statement. However, in the case of effort 

expectancy, higher scores represent lower expected effort. 

 
Table 2: Results from moderated-mediated multiple regression analysis using Hayes’ (2013) 

PROCESS Macro. 

 (M) (Y)  

 Effort Expectancy (EE) Gambling Intention (GI)  

  B se p B se p 

(X) Perceived Fairness (PF)  0.31 0.04 < .001 0.11 0.04 < .01 

(M) Effort Expectancy (EE) - - - 0.43 0.08 < .001 

(W) Experience (EXP) 1.25 0.47 < .01 0.8 0.45 NS 

PF à EE x EXP -0.02 0.01 < .05 - - - 

EE à GI x EXP - - - 0 0.02 NS 

PF à GI x EXP - - - -0.02 0.01 < .05 

Constant 6.19 1.9 < .01 2.34 1.64 NS 

  R2 = 0.27; F (3, 251) = 31.62; p < 

.001 

R2 = 0.40; F (5, 249) = 32.82; p < 

.001   

PROCESS results are from two concurrent regression analyses. The resulting coefficients are unstandardised B 

parameters.   

X = independent variable; Y = dependent variable; M = mediator; W = moderator 
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These indicate that the effect of perceived fairness on gambling intention is partially 

mediated via effort expectancy and provide support for H2 and H1alt. The resultant B 

parameters show that the magnitude of the direct effect of perceived fairness on gambling 

intention is .11, but at .13 (.31 x .43) its indirect effect via effort expectancy is stronger. In 

addition, the model also investigates the weakening effect of user experience on the impact of 

perceived fairness on gambling intention. The results do not provide support for H3a, which 

holds that user experience weakens the impact of effort expectancy on gambling intention. 

This is counter-intuitive and may be occurring as a result of the constant changes that online 

betting firms undertake with the introduction of new and improved website design that 

require a constant degree of learning that in turn renders previous experience of limited use. 

Moreover, features such as metagaming or gamification of the website designed at increasing 

retention (Griffiths & Carran, 2015) may also require the customer to invest some effort into 

understanding how the (new) feature works. However, both H3b and H3c are supported so 

that user experience weakens the impact of perceived fairness on gambling intention and on 

effort expectancy. The direct and indirect effect of perceived fairness on online gambling 

Figure 2: Research model with results. 
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intention at different levels of experience is shown in Figure 3. The lower line represents the 

strength of the direct effect of perceived fairness on gambling intention, whereas the upper 

line represents the situation as a result of the mediated effect of effort expectancy. In both 

cases, players with higher experience give less importance to fairness and effort expectancy 

(ease of site negotiation) than less experienced or novice individuals. 

5 Conclusions and discussion 

Perceived fairness is of concern to both online gamblers and regulators but it has not received 

much attention in the literature. This research considers models from the literature that seek 

to explain purchase intention and applies them to an online gambling context to investigate 

the interaction of perceived fairness, effort expectancy, user experience and gambling 

intention. In doing so, it contributes to refining our understanding of these challenging 

constructs for the online gambling industry. Results indicate that the effect of perceived 

fairness on online gambling intention is made stronger by the mediating effect of effort 

expectancy. The resultant B parameters show that the magnitude of the direct effect of 

perceived fairness on gambling intention is .11, but at .13 (.31 x .43) its indirect effect via 

effort expectancy is stronger. Taking these two effects together suggests a slope of .24 so that 

Figure 3: Strengths of direct and indirect relationship between Perceived Fairness and Gambling Intention at 

different levels of Experience (in years). 
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for every unit increase in perceived fairness, there is a 24% increase in intention to gamble 

online. These results support gambling firms’ investments in enhancing perceived fairness 

and lowering effort expectancy.  

Lowering effort expectancy requires that front-end systems be increasingly customerdriven 

and not remain solely the domain of technical developers. A look at the results in Table 1 for 

the mean scores shows that the perceived fairness items obtain the lowest scores. To improve 

these requires effort directed at the activities captured by the dimensions of perceived 

fairness. Therefore, to improve the dimension of distributive fairness, it is not enough to 

enhance the perceived fairness of offerings but it is also necessary to convince players that 

their monetary transactions are being handled carefully and quickly (Gainsbury, 2012; Wood 

& Williams, 2009). The dimension of procedural fairness is about openness and transparency. 

These are known to be key customer concerns that are actively being pursued by regulators 

(UKGC, 2017a, 2017b, 2017c) and need to be embraced by firms. In terms of interactional 

fairness, it can be said that firms are generally aware that good customer service is the 

backbone of increased patronage (e.g. Wood & Griffiths, 2008), and devoting resources to 

building excellent customer support in different languages is critical. Systems can be 

enhanced not only via technical improvements, but also by putting into place policies and 

activities that communicate a firm’s interest in providing a fair deal. It is clear that the pursuit 

of fairness represents a win-win situation for both regulators and online betting firms. The 

former increasingly insist on fairness while for the latter it can enhance betting intention 

among customers.  

This study also looked at whether an increase in user experience weakens the impact of effort 

expectancy on purchase intention and whether it similarly weakens the impact of perceived 

fairness on gambling intention and effort expectancy. A weakening effect on the impact of 

effort expectancy on gambling intention, as suggested in the literature (Venkatesh et al., 

2003), was not found. Other studies employing UTAUT have reported a similar finding (e.g. 

Oliveira, Faria, Thomas, & Popovič, 2014), suggesting that this weakening effect from user 

experience is likely to be context dependent. However, results show that user experience does 

weaken the impact of perceived fairness on both effort expectancy and gambling intention, 

suggesting that growing gambling experience weakens the importance of perceived fairness. 

The latter is likely due to the fact that experienced users have already convinced themselves 

that the system is a fair system, irrespective of whether, objectively, it is or is not. In such 
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circumstances, it may well be that the transactional activities represented by the items in the 

measure of perceived fairness become less important. For example, having customer service 

representatives treat people with politeness may not be an issue for online users since 

customer service is rarely ever contacted. Moreover, as players become more knowledgeable 

about online gambling in general, they come to accept the rules of the game; know how to 

‘move in the sphere of gambling’; and know what to expect and how to behave. Perceived 

fairness is more important to novice players, who still need to become acquainted with the 

online gambling market. These may therefore have higher expectations of fairness simply 

because the system is relatively unknown to them.  

The results have implications for theory, policy and practice. The findings indicate that 

perceived fairness of customers towards operators is an overlooked construct in 

understanding final purchase intention in an online gambling context. The general theories 

that seek to explain purchase intention, including TRA, TpB, TAM, TAM2 and UTAUT, do 

not consider perceived fairness of customers towards operators as an important driver of 

purchase intention. The findings also support the current policy initiatives by regulators 

promoting greater fairness and transparency by confirming the importance that customers 

place on this, suggesting that polices which seek to strengthen fairness are likely to be well 

received by customers. Regulatory activities improving fairness should be viewed positively 

by the industry, as firms that are able to enhance perceived fairness among customers can 

benefit from higher gambling intention.  

The Internet gambling market consists of a large number of firms that compete for market 

share and share of wallet, globally. New players are increasingly presented with a vast 

amount of choice and myriad promotional inducements. However, effective competition 

requires that firms seek clear positioning and differentiation. In a sector where real 

differences are limited, perceived fairness can potentially provide a distinctive positioning 

option for early movers. The results suggest that an Internet gambling firm wishing to 

position on ‘fairnesss’ should target young, novice players of both sexes who are in the early 

stages of the customer life cycle. 

6 Limitations and future research 

As is the case with any research design chosen, there are a number of limitations with this 

research that should be taken into consideration. First, the research utilized a crosssectional 
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survey and a convenience sample. This has a number of disadvantages that include the fact 

that it does not allow for the analyses of behaviour over a period of time; the timing of the 

survey may be such that the representativeness of the snapshot obtained cannot be 

guaranteed; and that it cannot determine cause and effect.  

Second, the sample for this study was taken from the database of a single online casino 

(SlotsMillion.com), which, at the time, only offered online slot machines. The findings may 

therefore not reflect perceptions across other forms of online gambling such as online poker, 

sports betting and lotteries. Future research should therefore look at replication both for 

online slot machine gambling and beyond to other forms of online gambling.  

Third, the questionnaire was sent to players who had registered but not made a deposit after 

48 hours of registration. Although this is not an uncommon situation in online gambling, 

future studies could collect data from more active customers. It would have been useful to 

collect data about active customers in terms of respondents’ frequency of use of online 

betting services. However, asking for this data directly as part of the data collection process 

was deemed unlikely to result in accurate replies, and a better way to obtain such data, if the 

cooperation of a collaborating firm is forthcoming, is to link respondents with their online 

betting histories. But such an approach would mean foregoing anonymity of respondents 

which, given the nature of the online betting industry, is an important aspect of ethical 

behaviour by researchers. Notwithstanding, future research would do well to see if suitable 

arrangements with a supporting firm are possible, allowing researchers to gain access to 

respondents’ histories while safeguarding respondents’ confidentiality, if not anonymity.  

Fourth, the analyses are based on 255 responses which represents a response rate of 15.2%. 

Generalization of findings to the population of interest presumes that the sample is a 

representative sample of that population and, generally, higher response rates are desirable, as 

low response rates may result in biased population parameters. It is known that response rates 

to email surveys have been decreasing (Sheehan, 2001) while the meta-analysis by Manfreda, 

Berzelak, Vehovar, Bosnjak, and Haas (2008, p. 8) indicates that ‘web surveys yield a lower 

response rate of about 11% on average compared to other modes’. To increase the response 

rate this research has adopted clarity in the cover email sent which linked to a short, well-

structured, web-based questionnaire while also providing anonymity and an incentive for 

those opting to respond. In itself, the latter may have created a bias in terms of 

disproportionally attracting respondents who are motivated by the incentive provided. Given 
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the circumstances, it can be argued that the response rate is reasonable but the nature of the 

research and the response rate suggest that any generalizations undertaken need to be done 

with caution.  

Fifth, both measures of effort expectancy and perceived fairness can do with a critical 

reappraisal. Although in both cases standard measures were adopted to ensure content 

validity, it can be noted that in the case of the perceived fairness measure there are a number 

of items that appear to be more in line with notions of service quality rather than fairness, 

while a number of items in the effort expectancy measure ask about how the system should 

be rather than how it actually is. Indeed, as it currently stands, only one item (PF4) asks 

whether the gaming product was ‘fair’. The other items focus on customer service delivery, 

the value proposition for the site, and fairness in communication. It may be that these aspects 

of fairness are not quite equivalent to fairness in the probability of outcomes (e.g. a fair ‘flop’ 

in poker, true randomness in cards drawn, and so forth). In addition, it may be that the 

importance of perceived fairness and what constitutes ‘fairness’ may vary across different 

online gambling products. Therefore, it may be useful to consider improving the perceived 

fairness measure by asking questions that are more specific to the perceived fairness of the 

particular gambling product.  

Finally, this study has looked at perceived fairness in relative isolation from other constructs 

that are included in models that seek to explain purchase intention such as TpB, TAM and 

UTAUT. Future research would do well to look at the influence of perceived fairness within 

the context of a fuller model. 
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Abstract 

Online gambling is a fast-growing phenomenon reflected in an industry experiencing rapid 

growth rates. Effective marketing in the industry requires a better understanding of what 

drives online gambling intention of recreational gamblers. This study introduces and 

considers the concept of anticipated enjoyment which, together with perceived fairness and 

social norm, impact online gambling intention. The resultant research model is tested using 

mediated-moderated regression among a sample of 270 respondents from an online gambling 

firm. Results indicate that anticipated enjoyment is an important driver of online gambling 

intention. Implications for management are discussed and limitations noted. 
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1. Introduction 

The recreational online gambling sector is an important component of the digital economy 

that is led by European companies which re- present half of the worldwide market. The 

European Gaming and Betting Association (2018) website reports that online gambling ac- 

counted for 17.5% (€16.5bn) of the total European gambling market and is expected to grow 

to 22% (€24.9bn) by 2020. The user profile and products of online gambling sites differ from 

those of traditional land- based physical gambling shops with an emphasis on sports 

gambling (37%), poker (24%), casinos (22%) and others (17%). The information reported is 

provided by H2 Gambling Capital, a firm that specialises in providing subscription data on 

the gambling industry to interested operators, suppliers, financial institutions and regulators. 

The growth in smartphone adoption and cheaper and more widespread Internet access has 

provided an increasing number of people with 24/7 accessibility to online gambling sites. In 

these circumstances, the online gambling market has witnessed increasingly aggressive 

marketing activities among Internet gambling firms as they compete for players and market 

share. 

Studies of gambling in the literature (e.g., Gainsbury et al., 2014) have traditionally focused 

on problem gambling and related issues concerning health and addiction. However, 

recreational gamblers see gambling as a leisure time pursuit. The National Addiction Service 

of Singapore (2018) provides a useful basis for understanding the difference between 

recreational or social gambling and problem gambling. It holds that the former refers to those 

who gamble for fun, are able to remain within their means and can stop anytime. On the other 

hand, the latter continue to invest time and money on gambling despite experiencing harmful, 

negative consequences. This distinction is also reflected in the literature with The National 

Research Council (US) Committee on the Social and Economic Impact of Pathological 

Gambling (1999) holding that recreational gamblers are those who gamble for entertainment 

and typically do not risk more than they can afford (Custer and Milt, 1985; Shaffer et al., 

1997). Unlike pathological gamblers they do not chase their losses.  

Writing before the advent of the Internet and online gambling, Kusyszvn (1984) highlighted 

the overwhelming prevalence and the widespread pursuit of social gambling as against 

pathological compulsive gambling in the United States. He argued for serious study of social 

gambling and suggested that gambling encompasses a cognitive decision-making belief 

phase, an affective phase involving winning or fear of losing and a conative wagering phase. 
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Furthermore, Kusyszvn (1984), p. 136 noted that: “A wager is a play. Through play, 

gamblers confirm their existence and affirm their net worth”. He argues that a most fruitful 

and veridical perspective is to look at gambling as psychic play that allows its consideration 

as a leisure phenomenon. More recently, Calado and Griffiths (2016) who undertook a 

systematic review of empirical research on problem gambling between 2000 and 2015, 

identify 69 studies and conclude that there are variations in problem gambling rates in 

countries across the world ranging from 0.12% to 5.8%, and in Europe between 0.12% and 

3.4%. Although the focus of their paper was on problem gambling, their findings indirectly 

confirm Kusyszvn (1984) earlier observation about the overwhelming pre- valence of social 

or recreational gambling. This paper takes up the challenge and considers the expanding 

online gambling industry and seeks to better understand the pursuit of online gambling as 

recrea- tional activity. Issues of fairness of the products, games and services offered by online 

gambling firms are increasingly a concern among players and regulators (Cook, 2017; 

UKGC, 2017a, 2017b; Wood and Williams, 2009; Yani-de-Soriano et al., 2012). In addition, 

given the stigma that gambling can still carry, social norms are also likely to be an important 

consideration in customers’ intention to undertake online gambling. Despite such concerns, 

the online gambling market continues to grow. It would appear that the anticipated 

enjoyment, which the pursuit of online gambling is able to provide, significantly impacts 

players’ intention to gamble online.  

The marketing of online gambling raises ethical concerns that need to be considered and 

addressed. However, this research does not focus on ethics. Rather it adopts a consumer 

behaviour perspective and seeks better understanding of online gambling intentions. The 

paper starts by considering the theoretical context and adopts TRA - Theory of Reasoned 

Action (Ajzen and Fishbein, 1980; Fishbein and Ajzen, 1975), to underpin the relationships 

among anticipated enjoyment, perceived fairness and social norms, and their impact on 

online gambling inten- tion. A number of studies have suggested or used the TRA to examine 

gambling behaviour among different populations (e.g., Cummings and Corney, 1987; Moore 

and Ohtuska, 1997, 1999; Oh and Hsu, 2001). The TRA lends itself well to the circumstances 

of recreational gamblers where the gambling decision is a volitional process. Researchers 

who have used the TRA in a gambling context have proposed modifications to provide a 

better conceptual model (e.g., Moore and Ohtuska, 1997; Oh and Hsu, 2001). We follow a 

similar approach by introducing the concepts of anticipated enjoyment and perceived fairness 

as drivers to purchase intention in an online gambling context with a view to better 
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understand online gambling intention. Each of the constructs are de- scribed and hypotheses 

and a research model are proposed. Data are collected from 270 customers of an online 

gambling firm and analysed using mediated-moderated regression. Results are reported, 

implica- tions are discussed, limitations are noted and possible areas for further research are 

indicated. 

2. Literature Review 

Online gambling is the fastest growing form of gambling, yet a look at the academic 

literature on gambling shows that research on marketing and consumer behaviour of online 

gambling is still relatively limited. The main reported motivations for the use of online 

gambling are convenience, ease and comfort (Wood et al., 2007) that have been made 

possible by the rise of Internet technology. Fun, excitement and entertainment (American 

Gaming Association, 2006) and relief from boredom and excitement (Derevensky and Gupta, 

2007) have also been highlighted while an online survey of 10,838 online casino and poker 

players from 96 countries reported high levels of mistrust and concerns regarding online 

gambling (Gainsbury et al., 2013).  

It is clear that a sense of enjoyment or anticipated enjoyment, together with perceived 

fairness, which are the main focus of this study may be important drivers of online gambling 

intention. This research investigates how anticipated enjoyment and perceived fairness 

together with social norms impact online gambling intention. Purchase intention has a long 

history in marketing research and is considered the last stage before actual behaviour, which 

in the context of the online gambling industry would represent online gambling intention. 

Several theories have been developed to seek to understand behavioural outcomes of which 

the Theory of Reasoned Action - TRA and its elaboration in the Theory of planned Behaviour 

- TpB (Ajzen, 1985) are among the better known. In the context of Information Systems, the 

emphasis has primarily been to understand employees’ acceptance and use of IT technology. 

As a result, elaborations of TRA and TpB have been proposed that include: the Technology 

Acceptance Model – TAM (Davis, 1985) together with extensions e.g., TAM 2 (Venkatesh 

and Davis, 2000), hybrids e.g., Combined TAM and TpB (Taylor and Todd, 1995) and 

syntheses in the form of the Unified Theory of Acceptance and Technology – UTUAT 

(Venkatesh et al., 2003). It has been argued that UTUAT with at least eight independent 

variables is rather chaotic (Bagozzi, 2007) and requires a significant number of variables (van 

Raaij and Schepers, 2008).  
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This research employs the simpler TRA with its focus on subjective norms and attitude 

toward the specific behaviour as antecedents to behaviour intention. While TRA has 

previously been used in a traditional land-based gambling context (e.g., Moore and Moore, 

1999), its application to the online gambling context is limited. To do so, we introduce the 

notion of an affective, pre-purchase, anticipated enjoyment construct to replace attitude to the 

specific behaviour, retain social norms, and introduce perceived fairness as a key antecedent 

to both social norms and anticipated enjoyment. 

3. Anticipated enjoyment 

3.1. Expectations and anticipation 

The notion of anticipated enjoyment brings to mind issues of expectations that have been 

intimately linked to satisfaction in the services marketing literature. Satisfaction is defined by 

Oliver (1997,p. 13) as “the consumer's fulfilment response. It is a judgment that a product or 

service feature, or the product or service itself, provided (or is providing) a pleasurable level 

of consumption-related fulfilment, including levels of under- or over-fulfilment”. The process 

theory that underlines this definition of satisfaction envisages expectancy dis- confirmation, 

resulting from the discrepancy between what is expected and what was experienced. It is 

clear that while satisfaction occurs post- consumption, expectation is a pre-consumption 

prediction. Oliver (2006, p. 576) defines expectation as: “an anticipation of future 

consequences based on prior experience and other many and varied sources of information.” 

The author further argues that consumers “will pursue those products which they expect to 

fulfil their needs. Thus, the expectation and not the need is what the consumer brings into the 

purchase” (Oliver, 2006, p. 577). Expectations are best thought of as standards employed by 

customers that Oliver holds can be predictive (will) and ideal (should/ desired). Predictive 

expectations are pre- purchase cognition about the performance of a product (Park and Choi, 

1998), and represent a consumer's prior beliefs about the future performance or attributes of a 

product (Ngobo, 1997; Summers and Granbois, 1977). Anticipation is a central theme in the 

conceptualisation of predictive expectations. Research shows that when ideal rather than 

predictive expectations are asked, reported satisfaction is necessarily lower (Tse and Wilton, 

1988). Zeithaml et al. (1993) have used focus group interviews to propose antecedents to 

expectations in a service context. The authors envisage ‘expected service’ as consisting of a 

continuum extending from ‘desired’ to ‘adequate’ service with a zone of tolerance in 
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between. The two end-points on the continuum are seen as influenced by a variety of 

antecedents. 

3.2. Satisfaction and enjoyment 

As noted above, satisfaction is a post-purchase phenomenon that is purely experiential and 

results from the comparative processes to expectations whether ideal or predictive. However, 

enjoyment is a reflective process that in the case of online gambling occurs as a result of 

‘psychic play’ (Kusyszvn, 1984). Vilches-Montero (2015) reports that consumers use 

affective evaluations of past hedonic experience when making future decisions. Using two 

experiments, the author shows that when subjects are asked to recall experiences as a whole 

(packed) or in parts (unpacked), enjoyment is stronger in the latter. In addition, mental 

unpacking interacts with experience enjoyment to alter past evaluations. When experience 

enjoyment was high, unpacked recall increases remembered enjoyment but did the opposite if 

experience enjoyment was low. These influences of hedonic experiences on memory translate 

into future preferences.  

The work by Hirschman and Holbrook (Hirschman and Holbrook,1982; Holbrook and 

Hirschman, 1982) was important in recognising the hedonic aspects of consumption and the 

significance of enjoyment, pleasure and happiness in consumer consumption. Campbell 

(1994) argues that modern consumer culture is not driven by greed, pride or envy. Rather, it 

is the constant search for new things and excitement that underlines the perpetual presence of 

unfulfilled desires that drives consumers. He views consumerism as an aspect of hedonism 

that arises from the Romantic movement which, through its encouragement of daydreaming 

and other ‘autonomous hedonism’, has fuelled a significant departure from utilitarian 

consumption. Campbell observes that the constant longing and search for pleasure results in 

enjoyable frustration. Alba and Williams (2013, p. 4) who review research on hedonic 

consumption hold that: “A vital component of hedonic consumption is whether the 

experience of consuming the product or event is pleasurable.” The authors further observe 

that pleasure is difficult to define, it is difficult to explore what accounts for it, and how 

consumers attempt to pursue it. Csikszentmihalyi (2008) makes use of the term ‘flow’ and 

distinguishes between pleasure, enjoyment and ultimately fulfilment. He argues that pleasure 

is superficial and does not result in human growth but often occurs when we meet or exceed 

our biological wishes.  
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On the other hand, enjoyment requires involvement; it is retrospective and reflective. It 

comes about from experiences we look back upon with a feeling that we have accomplished 

something. It reflects change which has occurred in us as a result of the experience, whether 

it is work or play. Perceived enjoyment has been considered in the Information Systems 

literature in a TAM-Technology Acceptance Model (Davis et al., 1989). It has been defined 

by Davis et al. (1992, p. 1113) as "the extent to which the activity of using the computer is 

perceived to be enjoyable in its own right, apart from any performance consequences that 

may be anticipated." The authors use the concept in the context of word processing software 

and business graphic programmes and find a positive interaction between perceived 

usefulness and enjoyment that together explain 62% and 75%, respectively, of the intention 

to use computers in the workplace. Van der Heijden (2004, p. 699) distinguishes between 

hedonic and utilitarian information systems, with the former aiming “to provide self-fulfilling 

value to the user, in contrast to utilitarian systems which aim to provide instrumental value to 

users.” He investigates hedonic IT systems and argues that “the value of a hedonic system is 

a function of the degree to which the user experiences fun when using the system”. The 

author reports that in a hedonic system, perceived ease-of-use and perceived enjoyment take 

on a more dominant role while “perceived usefulness loses its dominant predictive value in 

favour of ease of use and enjoyment” (van der Heijden, 2004, p. 699). We put forward the 

notion of anticipated enjoyment, as an enhancement to perceived enjoyment that drives 

purchase intention in online gambling, which we define as an affective pre-purchase 

phenomenon whereby players anticipate the ‘flow’ that can potentially result from play. 

Hence, we hypothesise that: 

H1: Higher anticipated enjoyment has a positive impact on online gambling intention. 

4. Subjective norm 

Subjective norm is defined as "the perceived social pressure to perform or not to perform the 

behaviour in question” (Ajzen, 1991,p. 188). An individual's behaviour can often be 

dependent on the social networks and organization that one belongs to. Therefore, subjective 

norms incorporate perceptions on whether a particular action is expected by friends, family 

and society. There is considerable literature linking subjective norm as an antecedent to 

purchase intention (e.g., Sheppard et al., 1988) and to gambling intentions (e.g., Martin et al., 

2010; Moore and Ohtuska, 1997) therefore, in line with TRA and in the context of online 

gambling, we hypothesise that: 
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H2: The higher the social norm approval, the higher the online gambling intention.  

We also propose an alternative mediated hypothesis, where the effect of social norm on 

purchase intention is mediated via anticipated enjoyment. Hence:  

H1alt.: The effect of social norm on online gambling intention is made stronger by the 

mediating effect of anticipated enjoyment. 

5. Perceived fairness 

Perceived fairness is an important consideration for customers when choosing an online 

casino and this is also recognised by regulators. Gainsbury et al. (2013, p. 243) report that 

overall trust in online gambling operators is poor with “a substantial proportion [of 

customers] believing that there is an ‘on/off’ switch that can be used to cheat customers.” In 

addition, Wood and Williams (2009), note that many players have concerns about online 

casinos paying out customers’ winnings and ensuring the fairness of games. Online gambling 

forums increasingly advocate clarity and openness (Casinomeister.com, 2016) but given the 

convenience, 24/7 accessibility, and the broad choice available, the resultant competition 

presents players with the difficult task of assessing which online gambling firm offers the 

best and fairest service. The increasing saliency of this concern among customers is reflected 

in recent moves by legislators and regulatory bodies, especially in the UK, to demand more 

clarity and openness (CMA, 2017; Moore, 2017; Rodionova, 2016; UKGC, 2017a). 

Moreover, the establishment of Independent Gambling Commissions as regulators that are 

independent from government, has been suggested as a means to improve player confidence 

in the fairness of games, promotional advertisement, and the safeguarding of private 

information. Such an approach can also help avoid potential conflicts of interest, as the 

regulator's decisions would not be held hostage to the direct or indirect benefits resulting 

from tax collection of the operation being regulated (McMullan and Perrier, 2007).  

Perceived fairness is a central notion of equity theory (Adams,1965) and relative deprivation 

theory (Crosby, 1976) where fairness is judged by comparison to a reference. Chiu et al. 

(2009, p. 349) define perceived fairness as “an individual's perception about the output/input 

ratio, the procedure that produces the outcome and the quality of interpersonal treatment”. 

Their definition of perceived fairness therefore encompasses a three-dimensional construct, 

comprised of distributive, procedural and interactional fairness.  
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Distributive fairness refers to the degree to which customers’ expectations are being met. If 

there is congruence it is deemed fair, while if the outcome differs significantly, the 

transaction would be considered unfair (van den Bos et al., 1997). This includes not only the 

perceived fairness of the games and products offered, but also the knowledge that monetary 

transactions of customers are being handled carefully and fast (Gainsbury, 2012; Gainsbury 

et al., 2013; Wood and Williams, 2009). In this respect, quick and easy cash payments are 

being advocated by online gambling websites (CasinoTopsOnline.com.com, 2017; Wood and 

Griffiths, 2008) and discussed in forums (e.g., CasinoMeister.com, 2017), with an emphasis 

on casinos that employ a multitude of payment options, including so called e-wallets such as 

Neteller, besides the more conventional bank transfer, VISA, and MasterCard.  

Procedural fairness is also about the way a transaction is carried out and customers’ 

perceived ability to complain and speak to representatives (Namkung and Jang, 2010; van 

den Bos et al., 1997). Here, openness and transparency are key concerns for players and it is 

an aspect that has been actively pursued by regulators (UKGC, 2017a, 2017b, 2017c). Culnan 

and Armstrong (1999) investigated the influence of procedural fairness on customer retention 

and report that, if treated fairly, customers are more inclined to share sensitive information 

with online operators. They therefore argue that if online gambling firms operate 

transparently and fairly, they can achieve better customer retention.  

Interactional fairness refers to the extent to which customers believe they have been treated 

fairly and respectfully by customer service representatives during their online shopping 

experience (Chiu et al., 2009). Operators are aware that good customer service is the 

backbone of increased patronage (Bolton et al., 2000; Wood and Griffiths, 2008) and 

increasingly provide 24/7 customer support in different languages. Namkung and Jang (2010) 

have investigated the relationship between interactional fairness and behavioural intention 

within the restaurant business and confirmed a positive relationship for mature customers, 

defined as those older than 55. Similarly, Su and Hsu (2013) established a relationship 

between service fairness and intention to revisit. In addition, equity, which is a key aspect of 

perceived fairness, is reported to be correlated with intention to repurchase (Palmer et al., 

2000). Despite these reported findings, it is unclear whether the effect of perceived fairness 

on intention is direct or indirect and we set out to determine this. Hence, in line with the 

findings by Namkung and Jang (2010) and Su and Hsu (2013) we hypothesise that: 

H3: Higher perceived fairness leads to higher online gambling intention. 
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We also propose two alternative mediated hypotheses, where the effect of perceived fairness 

on purchase intention is mediated via anticipated enjoyment and social norm. Hence, we 

propose as alternative hypotheses that:  

H2alt: The effect of perceived fairness on online gambling intention is made stronger by the 

mediating effect of anticipated enjoyment.  

H3alt: The effect of perceived fairness on online gambling intention is made stronger by the 

mediating effect of social norms.  

The relationships described in the hypotheses, are depicted in the research model in Fig. 1. 

6. Methodology 

Data was collected from customers of an online gambling firm based in a European 

jurisdiction. The online gambling market structure is oligopolistic and dominated by a few 

large operations and the presence of a number of smaller ones. Competition in the sector is 

primarily on non-price variables with game experiences possibly providing an important 

aspect of differentiation.  

The instrument used to collect data consisted of a total of 29 items, of which 24 items sought 

to capture the four constructs of online gambling intention, subjective norm, anticipated 

Figure 1: Research model with hypothesized relationships. 
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enjoyment, and perceived fairness together with a further five items used to capture 

demographic variables. The online gambling intention measure consisted of three items 

adapted from Venkatesh et al. (2003) while that for anticipated enjoyment consisted of four-

items inspired from the perceived enjoyment semantic-differential scale used by van der 

Heijden (2004) that were based on the earlier work of Cheung et al. (2000) and Igbaria et al. 

(1996).  

Both online gambling intention and anticipated enjoyment were measured using 7-point, 

Likert-type scales that ranged from 1=Strongly disagree to 7=Strongly agree. To measure 

perceived fairness a 10-item measure was developed that sought to capture distributive, 

procedural and interactional fairness. The items were based on the measures by Folger and 

Konovsky (1989), Moorman (1991), and Maxham and Netemeyer (2002), suitably amended 

to represent the online gambling context. Subjective norm was measured using the 10-item 

measure by Moore and Ohtuska (1999). However, unlike these authors, subjective norm is 

measured as normative belief without including motivation to comply. A number of 

researchers have concluded that it is not necessary to include motivation to comply, 

describing measures of motivation to comply as "unsatisfactory" (Ajzen and Fishbein, 1972, 

p. 4) and that including motivation to comply is likely to attenuate the correlation between 

subjective norm and behavioural intention (Ajzen and Driver, 1992).  

In the case of these two measures, Likert scales were employed that ranged from 1=Strongly 

disagree to 5=Strongly agree. The four different measures that make up the data collection 

instrument used have received significant psychometric attention in previous studies. The 

item wording for all items of the four constructs in the data collection instrument are shown 

in Table 1. It will be noticed that the items employed in the scales used are positively worded. 

While this may have undesirable consequences in terms of an acquiescence bias, research 

shows that a combination of positive and negative items often affects the internal consistency 

of scales by causing careless responding and cognitive fatigue (Merritt, 2012). The inclusion 

of negatively worded questions is especially problematic in cross-cultural research (e.g., 

Wong et al., 2003) as would be the case with online gambling customers. Final data 

collection was undertaken via arrangements made with the online gambling firm ALEA that 

was willing to allow the forwarding of the research instrument to 2000 potential players taken 

at random from their database of customers who had registered with their brand 

SlotsMillion.com but had not made any deposit after 48 h. The data collection was part of a 
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series of studies undertaken. The participating firm was approached for assistance in 

collecting the sample only after the literature section of this study and the questionnaire the 

authors wished to employ to test the hypotheses had been completed. At no time did the 

company influence the focus of this study or the questionnaire employed. Steps were taken to 

encourage completion. These included the appeal used in the covering email sent, attention to 

the length and content of the questionnaire and the provision of a small incentive to 

respondents. The latter consisted of twenty free spins for the value of €0.10 per free spin on 

the well-known game Starburst from NetEnt. To receive the gift, all the customers had to do 

was to contact SlotsMillion's customer service with a code that was provided in the 

questionnaire. Qualtrics was used for the online data collection.  

In line with Wood and Griffiths (2007), steps were also taken to ensure that ethical standards 

were maintained. First, the form-ticking design of the instrument meant that no immediate 

harm or discomfort would result. Second, informed consent was ensured via a cover letter 

that appeared when data collection took place, describing the academic nature and purpose of 

the research. Participation was completely voluntary and respondents could discontinue 

completing the ques- tionnaire at any point. They were also given the contact details of one of 

the researchers. Third, the privacy and anonymity of the respondents were safeguarded.  
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Table 1: Descriptive Statistics and Rotated Component Matrix Loadings Resulting from 
Factor Analysis and an Oblimin Rotation 
 

Construct Measure Mean SD Loading 

BI1 I intend to use online gambling systems in the next month. 5.48 1.60 .83 

BI2 I predict that I will gamble online in the next month. 5.87 1.31 .86 

Online gambling Intention 11.35 2.63  
ENJ1 I know that the process of using online gambling systems will 

be pleasant. 
5.23 1.39 .53 

ENJ2 The animation I will encounter during the navigation process 

is exciting. 
4.95 1.49 .84 

ENJ3 Navigating the online gambling systems provides me with a 

sense of adventure. 
4.87 1.51 .94 

ENJ4 I envisage having fun using online gambling systems. 5.53 1.39 .54 

Anticipated Enjoyment 20.58 4.93  
SI1 Most of my friends approve of gambling. 3.20 1.04 .73 

SI2 Most of my friends gamble sometimes. 3.50 1.06 .90 

SI3 My friends often visit websites where gambling occurs. 3.39 1.14 .84 

Friends Social Norms 10.09 2.78  

SI4 My family approves of gambling. 2.78 1.13 .61 

SI5 People in my family gamble sometimes. 3.11 1.18 .71 

SI6 People in my family often visit websites where gambling 

occurs. 
2.86 1.20 .81 

SI7 My family members spend £20 (€23) or more per week on 

gambling. 
2.85 1.25 .90 

SI8 My family members spend £100 (€115) or more per week on 

gambling. 
2.79 1.41 .86 

Family Social Norms 13.94 5.23  

Social Norms* 24.03 6.99  
FAIR1 I think what I get is fair compared to the price I pay. 4.27 1.50 .79 

FAIR2 I think that the processes required for making monetary 

transactions are appropriate. 
4.71 1.42 .54 

FAIR3 I think the value of the services that I receive from the online 

gambling system is worth the effort I invest. 
4.45 1.33 .83 

FAIR4 I think that the online gambling products I use are fair. 4.57 1.45 .83 

FAIR5 The procedures used by the gambling system for handling 

problems occurring in the gambling process are fair. 
4.65 1.30 .69 

Distributive Fairness 22.64 5.68  

FAIR6 The gambling system allows customers to complain and state 

their views. 
4.85 1.40 .65 

FAIR7 I believe the policies of the gambling system are applied 

consistently across all customers. 
4.68 1.41 .64 

FAIR8 The gambling system clarifies decisions about any changes to 

the website and provides additional information when 

requested by the customer. 

4.78 1.33 .73 

FAIR9 Customer service representatives of the gambling system 

treat me with respect when interacting with me through 

email, chat, telephone or any other communication method. 

4.97 1.35 .86 

FAIR10 Customer service representatives of the gambling system 

treat me with politeness when interacting with me through 

email, chat, telephone or any other communication method. 

4.92 1.44 .82 

Procedural and Interactive Fairness 24.20 5.72  

Perceived Fairness 46.85 10.44  

* Note: High scores on the social norm scale indicate high approval/ lower sanction. 
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Respondents visited a separate university website that accommodated the Qualtrics pages 

where the questionnaire was hosted and could be completed. Classificatory data collected did 

not ask questions of a private nature. No individual identification was available to the 

researchers and no individual respondent data could or was provided to the supporting firm. 

All data analysis undertaken and shared was at an aggregated level. 

7. Results 

Data collected occurred over a three-week period and resulted in 270 usable replies, 

representing a response rate of 13.5%. Respondents were 50.5% males; 18.3% had completed 

tertiary education; 56.9% were in employment and their mean age was 35.1 (SD 9.7). In 

terms of residence, 50.9% were from Australia and New Zealand; 15.4% were from the 

Netherlands and 14.0% were from Germany. The sample indicates a population that is quite 

well educated and relatively young. To assess the factor structure of the 24-items capturing 

the constructs of this study exploratory factor analysis was employed. The KMO test 

provided a value of 0.88 that is in the ‘meritorious’ range (Kaiser, 1974) and Bartlett's test of 

Spherecity was significant (χ2 =3979.4; p < .001), thereby providing support for pursuing the 

factor analysis. To investigate the possible presence of common method bias, Harman's 

single factor test was undertaken. This involved inspection of the unrotated factor solution for 

the presence of a single factor. The factor analysis indicated the absence of a single factor, 

providing support for the absence of common method bias. 

To conduct the exploratory factor analysis, principal component factor analysis was followed 

by an oblimin rotation that provided six clear factors that accounted for 72.3% of the 

variance. An oblimin rotation was used because the concepts used exhibited intercorrelations. 

The resultant loadings from the rotated component matrix are shown in Table 1. These 

indicate that online gambling intention and anticipated enjoyment are unidimensional 

constructs while subjective norm and perceived fairness are two-dimensional constructs. The 

subjective norm construct splits into a friends component and a family component, indicating 

the source of the subjective norm. The perceived fairness construct splits into two dimensions 

representing distributive fairness and procedural and interactional fairness. The results are 

able to clearly identify the four constructs used in the study and provide support for the 

convergent and discriminant validity of the measures used. To test the reliability of the 

measures, Cronbach alpha was employed. This provided alpha scores of 0.78 (online 

gambling intention), 0.87 (anticipated enjoyment), 0.87 (subjective norm: family 0.88; 
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friends 0.82) and 0.91 (perceived fairness: distributive fairness 0.87; procedural and 

interactional fairness 0.88). All Cronbach alpha scores exceed the 0.70 threshold (Nunnally, 

1967) providing support for the internal reliability of the measures. Having investigated the 

psychometric properties of the measures 

used in the research, correlations among the constructs were investigated and are reported in 

Table 2. These are large enough to support the expected associations as depicted in our model 

in Fig. 1, but not so large as to suggest that the measures are inadvertently measuring 

identical construct. Therefore, to investigate the research model of this study, the PROCESS 

add-on in SPSS (Hayes, 2013) was employed. It was established that the research model 

being used corresponds to Model 6 and data was inputted to this model to test the hypotheses. 

The data collection also included details of respondents’ gender, age, occupation, education 

and country of residence that allowed for the cross-tabulation of these demographic 

characteristics with the constructs in the study. Results show that response to the constructs 

exhibit no difference by gender with the exception of anticipated enjoyment where women 

provide higher scores (Mean females = 21.47; males 19.77; t =2.91; p < .01). Age provides 

significant differences in scores for online gambling intention with those in the 36–45 age 

group showing the highest intention (Mean 36–45: = 12.09), followed by those less than 25 

years of age (Mean<25: = 11.26); those 26–35 (Mean 26–35: = 11.15) and least for those 

over 45 (Mean>45: = 10.48; F = 3.71; p < .05). Occupation was not found to impact any of 

the constructs while in the case of education this impacts online gam- bling intention with 

those with lower levels of education having com- pleted secondary education showing the 

highest online gambling in- tention (Mean = 11.71) followed by those who completed tertiary 

education (Mean = 11.41) and the lowest intention for those having completed diploma or 

vocational studies (Mean = 10.67; F = 3.75; p < .05). Country of residence was collected and 

categorised into four groups, the results for which are shown in Table 4. This indicates that 

while Australian and New Zealand respondents consistently provide higher scores for all four 

constructs investigated, German respondents provide the lowest scores.  

Table 2: Correlations Among Constructs 
 Subjective 

Norms 

Anticipated 

Enjoyment 

Perceived 

Fairness 

Online Gambling Intention .13* .57*** .35*** 

Subjective Norms  .242*** .26*** 

Anticipated Enjoyment   .55*** 

*= p<.05; ***= p<.001 
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8. Main findings and conclusions 

The results highlight the critical importance of anticipated enjoyment and its impact on online 

gambling intention that practically single-handedly accounted for 33% of the variance in 

online gambling intention. The effect of anticipated enjoyment on online gambling intention 

consists of a strong direct effect (b= 0.29) together with a strong indirect effect (b = 0.25) 

from perceived fairness and a further small indirect effect (b = 0.07) from subjective norm. 

Anticipated enjoyment has been captured using the envisaged pleasantness, excitement, fun 

and sense of adventure of undertaking online gambling. These anticipated hedonistic 

attributes allow recreational gamblers to experience “flow” (Csikszentmihalyi, 2008) and to 

“confirm their existence and affirm their net worth” (Kusyszvn, 1984, p. 136). Managers of 

online gambling firms seeking to target recreational gamblers can use communication appeals 

depicting the anticipated enjoyment and self-indulgence that online gambling can provide. 

Table 3: Regression Coefficients, Standard Errors, and Model Summary Information 
Dependent variable Subjective Norms  

(M1) 

Anticipated Enjoyment 

(M2) 

Online Gambling 

Intention (Y) 

Variable  b se p b se p b se p 

(X) Perceived Fairness  .18 .04 <.001 .25 .02 <.001 .02 .02 NS 

(M1) Subjective Norms - - - .07 .04 <.05 -.01 .02 NS 

(M2) Anticipated Enjoyment - - - - - - .29 .03 <.001 

Constant 15.77 1.86 <.001 7.20 1.26 <.001 4.87 .71 <.001 

 R2 = 0.07 R2 = 0.32 R2 = 0.33 

 F (1, 277) = 20.65; p < 

.001 

F (2, 276) = 63.91; p < 

.001 

F (3, 275) = 44.55; p < 

.001 

 

Figure 2: Research model with results. 
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Such communication can use either traditional or online media. However, the findings from 

the model also provide pointers for regulatory agencies wishing to limit online gambling 

behaviour. The findings suggest that regulating the ability of online gambling firms to make 

such appeals in their communication can potentially impact customer online gambling 

intentions. It is interesting that women tend to provide higher scores for anticipated 

enjoyment but this is not reflected in higher online gam- bling intention. It may be that 

women find the opportunity to participate in recreational gambling online quite liberating as 

it can be undertaken quite privately. 

Previous studies employing TRA in a gambling context have reported different impact 

coefficients of subjective norm on behaviour intention. The study by Oh and Hsu (2001) 

collected data from US gamblers at two land-based casinos and used structural equation 

modelling to report an impact on behavioural intention (β= 0.13). On the other hand, Moore 

and Ohtuska (1997) who looked at college gambling in Australia used regression analysis to 

Table 4: Cross-tabulation of Constructs with Country of Residence of Respondents 

 N Mean SD F Sig. 

Online Gambling 

Intention 

Australia and NZ 137 17.93 3.51 

10.08 .000 

Germany 37 14.62 4.45 

Netherlands 45 15.15 4.90 

Others 51 16.78 3.86 

Total 270 16.80 4.16 

Anticipated Enjoyment Australia and NZ 137 10.29 2.60 

7.83 .000 

Germany 37 7.78 3.26 

Netherlands 45 9.40 3.24 

Others 51 9.96 2.83 

Total 270 9.74 2.96 

Subjective Norms Australia and NZ 137 32.32 7.54 

7.78 .000 

Germany 37 26.30 8.22 

Netherlands 45 29.53 7.56 

Others 51 28.06 8.49 

Total 270 30.22 8.12 

Perceived 

Fairness 

Australia and NZ 137 47.68 10.74 

3.03 000 

Germany 37 41.91 10.40 

Netherlands 45 47.08 9.34 

Others 51 47.05 10.65 

Total 270 46.67 10.57 
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report a subjective norm effect on gambling intention that is higher for males (β= 0.21) than 

females (β= 0.10). In contrast this research, which looks at online gambling and investigates 

moderating effects, finds that subjective norm does not have a direct effect on gambling 

intention but acts via anticipated enjoyment to make the impact of anticipated enjoyment on 

gambling intention stronger. It is interesting that subjective norm appears weak in 

recreational online gambling, suggesting that in the pursuit of hedonistic pleasure, players are 

little influenced by what friends and family think. The scores for the individual items making 

up the social norm measures are all above 2.5 averaging 3.0 and although the mean for the 

items of the family social norm are slightly lower, the results suggest that social norms are 

supportive or at least not dis- approving of online recreational gambling. Moreover, even in 

circum- stances where social norms are less supportive, the interested online players benefit 

from the considerable privacy that their own mobile phone world can provide. Here they can 

happily tap away, giving little away as to what they may be doing with little chance therefore 

of being subject to social norm pressure from family and friends.  

Perceived fairness has been found to impact both anticipated enjoyment (b= 0.25) and 

subjective norm (b= 18) but has no direct effect on online gambling intention. Its impact on 

subjective norm suggests that a system that is perceived fair makes the act of online gambling 

more acceptable among friends and family, thereby contributing to a reduction of any 

negative effect of social norms on anticipated enjoyment and ultimately to online gambling. 

Gainsbury et al. (2013, p. 243) report “a substantial proportion [of customers] believing that 

there is an ‘on/off’ switch that can be used to cheat customers”. The concern for fairness has 

also been reiterated by legislators and regulatory bodies, especially in the UK (CMA, 2017; 

Moore, 2017; Rodionova, 2016; UKGC, 2017a). The strong impact of perceived fairness on 

anticipated enjoyment is particularly interesting suggesting that it pays both managers and 

regulators of online gambling to ensure that organisational actions aimed at enhancing the 

three dimensions of perceived fairness are undertaken. Distributive justice involves ensuring 

that the odds are seen as reasonable; procedural fairness involves ensuring access to the firm's 

representatives and a mechanism for accepting and dealing with complaints efficiently, and; 

interactional fairness requires ensuring that customer service representatives act and treat 

customers respectfully. These are requirements that are already advocated by legislators and 

regulatory bodies. Given the stigma attached to what is a rather questionable pastime, our 

findings indicate that complying with these requirements also increases gambling intention 

and are thus likely to strengthen efforts by online gambling firms to acquire, convert, retain, 
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and reactivate customers. It is in the interest of the online gambling industry at more than one 

level to proactively promote fairness and act fairly and responsibly. 

9. Limitations and future research 

The current study has a number of limitations. First, this research focuses on the use of 

concepts from TRA which, together with anticipated enjoyment, can help understand and 

predict online gambling intentions. These findings have implications for marketing of online 

gambling products. It needs to be made clear that this paper makes no ethical or moral 

judgements about the potential addiction/harm that may result from the marketing of online 

gambling services.  

Second, the sample was taken from a database of players who had registered at 

SlotsMillion.com – an online casino, that, at the time, predominantly offered online gambling 

on slot machines. Findings reported here may therefore not hold for the other two main forms 

of online gambling, namely: sports and poker. A related aspect concerns the response rate 

achieved, which at 13.5% is on the low side. In this respect, online response rates are known 

to vary considerably and are generally lower than for paper-based surveys. These aspects 

suggest that any generalisations of findings to all online gambling needs to be undertaken 

with caution. Future research should consider collecting a larger sample with data from 

across the three main types of gambling available online.  

Third, respondents in this survey were offered a small incentive to participate which may 

have encouraged participation from players who were primarily interested in the incentive 

and who may not have completed the questionnaire with the desired care.  

Fourth, the survey was undertaken with the customers of a single firm. Any generalisation to 

all firms must be done with caution and replication of results is to be encouraged.  

Fifth, although the notion of anticipated enjoyment represents an interesting addition and its 

measurement, together with the other measures employed, have exhibited acceptable 

psychometric proper- ties, further elaboration of the anticipated enjoyment construct is 

desirable. In addition, it may be worth looking at the possible role of gratification in the 

context of gambling in general and online gambling in particular. It can be argued that online 

gambling in particular is very much about immediate gratification. You play online anytime 

you wish and have the possibility of winning big. It fits in with the drive for instant 
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gratification that can be observed all around us today. On the other hand, an ability to delay 

gratification has been linked to a number of positive outcomes that include a higher ability to 

handle stress and better social and planning competence (Mischel et al., 1988; Shoda et al., 

1990). Delayed gratification is a personality trait defined as a choice orientation in which 

individuals willingly abandon instant gratification for more viable long-term goals (Mischel, 

1974). An interesting research question is the extent to which the delayed gratification trait is 

salient among online gambling customers.  

Sixth, the finding of significant differences in the means for the constructs employed in the 

study may indicate nationality differences in the way respondents react to multiple-point 

scales rather than real differences in perception across the different respondents. 

Notwithstanding, given the consistency of nationality respondents across the four constructs 

identified, it appears unlikely that this may have had an effect on resulting correlations 

among the constructs investigated. However, retesting of the model with larger samples 

across different nationalities could be useful in testing for aspects of equivalence.  

Seventh, this study captures 33% of the variance in online gambling intention suggesting that 

other factors not assessed in the study are likely to be contributing to online gambling 

intention. Studies like this, employing models, often suffers from specification error raising 

the possibility of the need to add additional exploratory variables. However, such action 

needs to be balanced by the need to maintain model parsimony.  

Finally, future research could investigate whether the results for the model employed would 

vary between pathological gamblers and recreational gamblers. 
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Abstract 

Gambling has been around for hundreds, possibly thousands, of years, and is arguably one of 

the oldest forms of entertainment. It is a multifaceted phenomenon that has the obvious 

attraction of allowing a person the chance to win large amounts of money or a significant 

prize. While being a fascinating aspect of consumer behaviour, marketing scholars have shied 

away from giving it attention. This research focuses on recreational gambling and pursues a 

consumer behaviour perspective that seeks better understanding of online gambling 

intentions, by applying the Unified Theory of Acceptance and Technology – UTAUT/ 

UTAUT 2, to an online gambling context. It proposes additional hypotheses that account for 

the role of anticipated enjoyment and perceived fairness. Data are collected from 593 casino 

customers of an online gambling firm and analysed using PLS-SEM via Smart PLS. Results 

show that perceived fairness and anticipated enjoyment are significant drivers of gambling 

intention, with perceived fairness being fully mediated by effort expectancy, anticipated 

enjoyment and social influence. Shorn of drivers and moderators that have not been found to 

be significant, a gambling intention model titled UTAUT-GIM is proposed. Theoretical and 

managerial implications are discussed, limitations are noted and areas for further research are 

suggested.  
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1. Introduction 

Gambling has been around for hundreds, possibly thousands, of years, and is arguably one of 

the oldest forms of entertainment (Reith, 2002). It is a multifaceted phenomenon that has the 

obvious attraction of allowing a person the chance to win large amounts of money or a 

significant prize. However, the reputation of gambling remains questionable (Shani et al., 

2014), and over the past centuries it has been promoted and leveraged as a source of state 

income, as well as looked down upon, completely prohibited or severely restricted (Binde, 

2005a, 2007a; Reith, 2002).  

Both behavioural economics and psychology have sought to understand gambling behaviour. 

On one hand behavioural economics provides Expected Utility Theory (EUT) to explain 

lotteries and gambling behaviour (von Neumann & Morgenstern, 1944). However, the basic 

assumption in EUT is that humans consistently follow rules of rationality. This has been 

criticised and prospect theory and its elaboration has been proposed as an alternative 

(Kahneman, Tversky, & Kahneman, 2012). However, prospect theory “can hardly be called 

an operational theory for choice simulation and prediction and is still predominantly an 

explanatory choice theory” (Van de Kaa, 2008, p. 30).  

On the other hand, psychology, has devoted considerable attention to gambling behaviour. 

The literature suggests that besides winning, other factors are at play in the decision to 

gamble. These include risk-taking and excitement (Csikszentmihalyi, 1990; Zuckerman, 

1994), with risk preferences and attitudes toward risk generally being greater among men 

(Byrnes et al., 1999) and among those with certain personality traits, such as sensation-

seekers (Mishra et al., 2010; Zuckerman, 2007). However, gambling is also a social activity 

that many are socialised into pursuing early on in their lives (e.g., card games, bingo) and for 

many, a visit to a casino with friends remains a social activity and a form of entertainment 

(Binde, 2013). The attraction of gambling is augmented by the glamour of the associated 

lifestyles as portrayed in films and as invoked by advertising (Sklar & Derevensky, 2010). 

Still, gambling can also be a form of escapism from unpleasant mood states that include 

coping with loneliness or boredom (Alex Blaszczynski & Nower, 2002; Rockloff & Dyer, 

2006; Rockloff et al., 2011).  

The downside of gambling is possible addiction which carries a considerable stigma in 

society (Binde, 2005a; Reith, 2002). Indeed, a primary focus of the research on gambling in 
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psychology has been on problematic gambling, addiction and related issues concerning health 

(e.g., Auer & Griffiths, 2013; Alex Blaszczynski & Nower, 2002; Calado & Griffiths, 2016; 

Gainsbury et al., 2014; M. D. Griffiths, 2013; LaBrie et al., 2008; Parke, Griffiths, & Irwing, 

2004; Philander & MacKay, 2014; Rockloff & Dyer, 2006; Rousseau & Venter, 2002; 

Shaffer, Hall, & Vander Bilt, 1999; Sutton & Griffiths, 2007; Wardle et al., 2011; Wohl, 

Young, & Hart, 2007). In point of fact, psychology recognizes gambling behaviour that 

causes significant problems or distress as a gambling disorder.  

While gambling disorder concerns need to be borne in mind, it is to be noted that the 

presence of problem gambling in countries across the world is limited and ranges from 0.12 

to 5.8% of players (Calado & Griffiths, 2016). It is therefore useful to distinguish between 

those suffering from gambling disorder, and recreational gamblers. The former exhibit 

“persistent and recurrent maladaptive gambling behavior that disrupts personal, family, 

and/or vocational pursuits” with one of its characteristics being “the frequent, and often long-

term, pattern of ‘chasing’ one's losses” (American Psychiatric Association, 2013, p. 586). On 

the other hand, recreational gamblers are those who gamble for fun, are able to remain within 

their means and can stop anytime (National Addiction Service of Singapore, 2013). 

Notwithstanding the increasing acceptance of recreational gambling, the negative 

associations generally attributed to it have possibly been the main reasons why marketing 

researchers have often shied away from studying customer behaviour in the industry. 

An important facilitator for the steady expansion of the industry has been the rise of the 

Internet. The land-based sector is maturing (Mizerski, 2013) and moving itself into the online 

sphere (e.g., Gaming Innovation Group, 2019; Hard Rock International, 2018), with revenues 

for online gambling expected to more than double, from about US$ 46 billion in 2019 to US$ 

94 billion in 2024 (Statista.com, 2019b). Cotte and Latour (2009) report that the first online 

casino opened its virtual doors in 1994. In contrast, today, customers can pick and choose 

from thousands of websites (Casino City, 2019). There is no longer a need to travel to a 

casino, betting shop or race circuit to play a table game, slot machine or to place a bet. It can 

all be done from the comfort of home and at any time that is convenient. These advantages 

are not without some drawbacks – customers forgo social contact while easier access to 

financial resources can lead to uncontrolled expenditures (Wood & Williams, 2009).  

Besides providing new opportunities and markets, it would also seem that the Internet has 

helped the gambling industry to diminish the importance of location. However, at a macro 
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level, location remains important as online gambling operators wanting to offer their services 

to customers need to obtain licenses from authorities in a particular jurisdiction. In Europe, 

several countries have developed their own gambling legislation, aiming to control online 

gambling and protect their citizens from unfair practices (e.g., Altaner, 2019; 

Finansdepartementet, 2018; Gibbs, 2019; Kulturdepartementet, 1993). Fairness is indeed not 

only a concern for legislators (e.g., Ahmed & Megaw, 2016; BBC, 2018; UKGC, 2017b, 

2017a, 2018c, 2018a), but also for players, who may complain about unfair promotions or 

bonuses, late pay outs of winnings or unfair treatment by customer service representatives 

(e.g., Askgamblers.com, 2019; ‘Beeswax’, 2018; Davidovic, 2015; Mitrovic, 2019; 

‘PetraPool’, 2019). These concerns are possibly amplified by the common misconception that 

online operators have “an ‘on/off’ switch that can be used to cheat customers” (Gainsbury et 

al., 2013, p. 243). While regulatory bodies and legislators across the European Union are 

working together to improve and harmonize legislation among member states, there is, as yet, 

no common framework (European Commission, 2019). 

In addition to their concern for fairness, players are frequently motivated by a sense of fun 

and enjoyment that gambling offers. Indeed, McCormack, Shorter and Griffiths (2014) report 

that, next to winning money and general convenience, fun and enjoyment were important 

motivators for players to engage in online gambling. Similarly, Nower and Blaszczynski 

(2010) report that fun and enjoyment are among the most important indicators for players to 

gamble on Electronic Gambling Machines, especially for recreational gamblers. This is not 

surprising, as despite (or perhaps because of) increased media attention and regulation, online 

gambling is increasingly being viewed as a normal leisure activity. Thus, some people may 

spend their money on going to the theatre or to the cinema, others prefer to play games of 

chance (Binde, 2005b, 2005a; Reith, 2002). 

Given the growth of the online gambling industry, it is surprising that this technology enabled 

entertainment service continues to receive little attention by marketing scholars. This study 

aims to explore the drivers of online gambling intention and to contribute to our knowledge 

of gambling behaviour. To do so, this research uses the Unified Theory of Acceptance and 

Use of Technology (UTAUT) and UTAUT 2 (Venkatesh et al., 2003, 2012) that represent the 

most recent iteration in models seeking to explain behaviour intention. In addition to the 

original constructs employed in these models, hypotheses are proposed for the role of 

anticipated enjoyment and perceived fairness. The original UTAUT and UTAUT 2 models 
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are contrasted with these proposed alternative models. To do this, data are collected from 593 

casino customers of an online gambling company and all models are analysed using PLS-

SEM via Smart PLS (Ringle, Wende, & Becker, 2015). Results are reported, implications are 

discussed, limitations are noted and possible areas for further research are indicated. 

2. Literature review 

An understanding of buyer behaviour intentions is an important prerequisite for both 

effective marketing and regulation. It is therefore not surprising that the study of intentions 

has a long tradition in marketing. Several theories have been developed with the Theory of 

Reasoned Action - TRA (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975) and its 

elaboration in the Theory of planned Behaviour - TpB (Ajzen, 1985) being among the ones 

that are better known. In the context of Information Systems (IS), the emphasis on behaviour 

intentions has primarily been to understand employees’ acceptance and use of information 

technology. As a result, elaborations of TRA and TpB have been proposed that include: the 

Technology Acceptance Model – TAM (Davis, 1985) together with extensions e.g., TAM 2 

(Venkatesh & Davis, 2000), hybrids e.g., Combined TAM and TpB (Taylor & Todd, 1995) 

and syntheses in the form of the Unified Theory of Acceptance and Technology – UTUAT 

(Venkatesh et al., 2003). UTAUT was intended for an IS context but has subsequently been 

elaborated as UTAUT 2 (Venkatesh et al., 2012) so it can also be relevant to a consumer 

context. 

2.1 UTAUT to UTAUT 2 

In an attempt to synthesize eight of the most prevalent models in information systems 

science, that among others include the TAM and its extensions, together with TRA and the 

TpB, Venkatesh et al. (Venkatesh et al., 2003) developed UTAUT, focusing on employees 

using internal IT systems. The authors identify three key drivers of behaviour intention, 

namely: performance expectancy, effort expectancy and social influence (with facilitating 

conditions impacting use behaviour directly); together with four moderating variables: 

gender, age, experience, and voluntariness of use – see Figure 1.  
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Performance and effort expectancy largely derive from perceived usefulness (PU) and 

perceived ease of use (PEoU) respectively, as encompassed in TAM and its extensions. 

Social influence – alternatively also described as subjective norm, social factors and image 

(Venkatesh et al., 2003) – captures how much users are influenced by the opinion of others 

about whether they should use a system, while facilitating conditions refer to whether users 

believe that there is organizational or structural support for using the new technology. The 

authors did not include attitude toward using technology into their UTAUT model – a 

construct previously proposed by others and incorporated in some of the earlier models. They 

acknowledge that some studies have found attitude, affect or intrinsic motivation to be 

significant antecedents of behaviour (e.g., Davis et al., 1992; Venkatesh & Davis, 2000), but 

argue that these are not significant predictors of behaviour intention and that these are being 

captured by effort and performance expectancy. Venkatesh et al. (Venkatesh et al., 2003) 

tested and validated their model in four different industries and reported that it outperformed 

all other models tested, explaining 70 percent of the variance in behaviour intention.  

Luo and Remus (2014) point out that in their UTAUT model, Venkatesh et al. (Venkatesh et 

al., 2003) investigate organizations and employee behaviour for technology acceptance rather 

than looking at technology acceptance among external customers who use the technology to 

make an online purchase. Indeed, the various early studies together with the orientation of the 

UTAUT model were directed toward utilitarian systems that seek improvement in employee 

Figure 1 – Original UTAUT (Venkatesh et al., 2003) 

 

 



 138 

performance. However, the roots of the UTAUT are TRA and TpB, both of which are very 

much customer rather than employee focused. Certainly, later literature provides some 

limited evidence of the use of UTAUT to explain customer rather than employee technology 

use intentions. These include studies that have looked at: mobile technology products (e.g., 

Carlsson et al., 2006; Martins et al., 2014; Min et al., 2008; Saeed, 2011), banking services 

(Bankole et al., 2017; Im et al., 2011), social media (Borrero et al., 2014; M. Z. I. I. 

Lallmahomed et al., 2013; Liew et al., 2014), e-government services (Chan et al., 2010; 

Venkatesh et al., 2011) and e-learning (e.g., Chiu & Wang, 2008; Tan, 2013).  

Venkatesh, Thong and Xu’s (2012) revision of the original UTAUT to propose UTAUT 2 

sought to extend the model away from organizations and technology acceptance by 

employees to behaviour intention of customers of technological products. To enhance the 

suitability of their proposed UTAUT 2 model they added hedonic motivation, price value and 

habit as additional drivers to behaviour intention.  

First, hedonic motivation is defined as “the fun or pleasure derived from using a technology” 

(Venkatesh et al., 2012, p. 161) and is equivalent to perceived enjoyment in IS research. 

Second, the price value concept represents the “cognitive trade-off between the perceived 

benefits of the application and its monetary costs” (Venkatesh et al., 2012, p. 161). The 

inclusion of the price value construct acknowledges that, unlike employees who are not liable 

for the cost of purchasing a system, customers bear the price when purchasing a product or 

service. Finally, habit is defined as “prior behavior [… and] the extent to which an individual 

believes the behavior to be automatic” (Venkatesh et al., 2012, p. 161). Habit has been added 

because the authors argue that the role of habit on behaviour intention has been highlighted as 

a predictor of technology use in the IS literature.  

Besides the addition of these three additional drivers of behaviour intention, three other 

changes have been made in UTAUT 2. First, facilitating conditions is modelled as also 

impacting behaviour intention while in UTAUT this only impacted use behaviour. Second, 

voluntariness of use no longer features in the model. Third, the moderating effects of age, 

gender and experience have been extended to the three new drivers of behaviour intention 

described, namely: hedonic motivation, price value and habit; while experience now also 

moderates the link between behaviour intention and use behaviour. The complete UTAUT 2 

model is depicted in Figure 2. The authors survey mobile internet customers and conclude 

that the extensions proposed in UTAUT 2 produced an improvement in the variance 
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explained in behaviour intention which was reported to have increased from 56 percent to 74 

percent (Venkatesh et al., 2012). However, we argue that any model that seeks to understand 

online gambling behaviour needs to consider the role of both anticipated enjoyment and 

perceived fairness. 

2.2 Anticipated Enjoyment 

The hedonic aspects of consumption and the significance of enjoyment, pleasure and 

happiness play an important role in consumer consumption (Hirschman & Holbrook, 1982; 

Holbrook & Hirschman, 1982). Modern consumer culture is driven by a constant search for 

new things and excitement that underlines the perpetual presence of unfulfilled desires that 

drives consumers. In addition, the constant longing and search for pleasure results in 

enjoyable frustration (Campbell, 1994).  

Figure 2 – UTAUT 2 (Venkatesh et al., 2012) 
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Alba and Williams (2013, p. 4), who review research on hedonic consumption, note that: “A 

vital component of hedonic consumption is whether the experience of consuming the product 

or event is pleasurable.” Perceived enjoyment has been considered in the IS literature and is 

defined in TAM as “the extent to which the activity of using the computer is perceived to be 

enjoyable in its own right, apart from any performance consequences that may be 

anticipated” (Davis et al., 1992, p. 1113). In their study, the concept is considered in the 

context of word processing software and business graphic programs and a positive interaction 

between perceived usefulness and enjoyment is reported. This explains 62% and 75% of the 

intention to use computers in the workplace in the two contexts, respectively.  

In proposing UTAUT 2 for a consumer context, Venkatesh et al. (2012) recognize the 

importance of the hedonic aspect and propose hedonic motivation as an additional predictor 

of behaviour intention. However, enjoyment requires involvement; it is retrospective and a 

reflective process (cf. Csikszentmihalyi, 1990, 1996; Nakamura & Csikszentmihalyi, 2002). 

When making future decisions, consumers use affective evaluations of past hedonic 

experiences and translate those into future preferences (Vilches-Montero, 2016). This occurs 

from the experiences which customers look back upon with a feeling of accomplishment. It 

reflects change which has occurred in the customer as a result of the experience, whether it is 

related to work or play. Therefore, besides perceived enjoyment which is reflected in hedonic 

motivation, we also propose anticipated enjoyment among gamblers, as an important driver 

of gambling intention in an online context. Anticipated enjoyment represents an important 

direct driver of behaviour intention than is not captured by the hedonic motivation construct 

used in UTAUT 2. 

Anticipation is a central theme in the conceptualization of expectations. These have been 

defined by Oliver (2006, p. 576) as: “an anticipation of future consequences based on prior 

experience and other many and varied sources of information.” Expectations are best thought 

of as standards employed by customers that can be predictive (will) and ideal (should/ 

desired). Oliver (2006, p. 577) further argues that consumers “will pursue those products 

which they expect to fulfil their needs. Thus, the expectation and not the need is what the 

consumer brings into the purchase”. Predictive expectations are pre-purchase cognition about 

the performance of a product (Park & Choi, 1998), and represent consumers’ prior belief 

about the future performance or attributes of a product (Ngobo, 1997; Summers & Granbois, 

1977). We therefore define anticipated enjoyment as an affective pre-purchase phenomenon 
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whereby players anticipate the enjoyment that can potentially result from an activity. Hence, 

we hypothesize that: 

H1: Higher anticipated enjoyment has a positive impact on online gambling intention.  

2.3 Perceived Fairness 

Issues of fairness of products, games and services offered online have increasingly become a 

concern for both recreational gamblers and regulators (Cook, 2017; UKGC, 2017d, 2018a, 

2018b; Yani-de-Soriano et al., 2012). In a business in which random number generators, or 

slot machines, dominate, players need to feel assured that they are treated fairly and in a 

transparent manner. Many online gambling players have concerns about online gambling 

firms paying out customers’ winnings and ensuring the fairness of their games (Wood & 

Williams, 2009), while there is “a substantial proportion [of customers] believing that there is 

an ‘on/off’ switch that can be used to cheat customers” (Gainsbury et al., 2013, p. 243). (Chiu 

et al., 2009, p. 349) define perceived fairness as “an individual’s perception about the 

output/input ratio, the procedure that produces the outcome and the quality of interpersonal 

treatment”. The authors operationalise it as a three-dimensional construct, comprised of 

distributive, procedural and interactional fairness that are all relevant to an online gambling 

context. Distributive fairness refers to the degree to which customers’ expectations are being 

met; procedural fairness is about customers’ perceived ability to complain and speak to 

representatives; interactional fairness focuses on how fairly and respectfully customer service 

representatives act and treat clients. Perceived fairness or its dimensions have been linked to 

behaviour intention (Namkung & Jang, 2009; Palmer, Beggs, & Keown-McMullan, 2000; Su 

& Hsu, 2013). Yet, despite its relevance, perceived fairness of how operators treat customers, 

has not previously been incorporated in UTAUT as a possible driver impacting behaviour 

intention. However, it is not clear whether the link is direct or indirect. Hence, we propose a 

hypothesis of a direct effect in H2, and alternative indirect effects in hypotheses H2a to c, as 

follows: 

H2: Higher perceived fairness positively influences gambling intention. 

H2a: The effect of perceived fairness on online gambling intention is mediated by 

effort expectancy. 

H2b: The effect of perceived fairness on online gambling intention is mediated by 



 142 

anticipated enjoyment. 

H2c: The effect of perceived fairness on online gambling intention is mediated by 

social influence. 

The hypotheses being proposed in this research highlight the role of anticipated enjoyment 

and perceived fairness on online gambling intentions for both the original UTAUT and the 

later UTAUT 2 model. The enhanced models are depicted in Figures 3 and 4 and have been 

labelled UTAUT-G and UTAUT 2-G respectively. The moderating relationships of gender, 

age and experience exhibit no change from those depicted in the original models. 

Relationships that are kept from the original model are depicted with narrow arrows, while 

additional constructs and new hypothesised relationships are highlighted in bold. 

Figure 3 – Proposed UTAUT-G model, incorporating anticipated enjoyment and perceived 

fairness. 
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3. Methodology 

Data were collected from a convenience sample of casino customers of an online gambling 

firm based in a European jurisdiction. The company agreed to send a survey to a random 

sample of 2500 of their active customers (last log in date within the last three months) of one 

of their main brands. Steps were taken to encourage completion: first, potential respondents 

were ensured that all data gathering was anonymous and would not be linked to their player 

account, nor would it be possible to identify their IP address – an option that irrevocably 

removes this information was selected in the data gathering program used; second, the 

Figure 4 – Proposed UTAUT 2-G model, incorporating anticipated enjoyment and 

perceived fairness. 
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questionnaire was designed to be mobile friendly and required a short completion time; third, 

a small incentive consisting of fifty free spins for the value of €0.10 per free spin on one of 

the online slot machines was offered. The free spins did not have any wagering requirement 

and players could keep or immediately withdraw eventual winnings from playing the free 

spins. To receive the gift, all the customers had to do was to enter a bonus code that was 

provided with the questionnaire. Qualtrics was used for the online data collection. 

Steps were also taken to ensure that ethical standards were maintained. First, the form-ticking 

design of the instrument meant that no immediate harm or discomfort would result. Second, 

informed consent was ensured via a cover letter which appeared prior to the commencement 

of data collection and described the academic nature and purpose of the research. 

Participation was completely voluntary and respondents could discontinue completing the 

questionnaire at any point. Respondents were also given the contact details of one of the 

researchers to consult if they so desired. Third, the privacy and anonymity of the respondents 

were safeguarded. Respondents visited a separate university website that accommodated the 

Qualtrics pages where the questionnaire was hosted and could be completed. Classificatory 

data collected did not ask questions of a private nature. No individual identification was 

available to the researchers and no individual respondent data could be or was provided to the 

supporting firm. All data analysis undertaken and shared was at an aggregated level.  

The instrument used to collect data was written in English and consisted of two filter 

questions followed by a total of 58 items. The first filter question asked respondents whether 

they were currently playing on any online gambling website, while the second asked whether 

respondents played exclusively online or offline. Only respondents who answered positively 

to the first question, and indicated in the second question that they played at least sometimes 

online were presented with the rest of the questionnaire. The 56 items of the questionnaire 

consisted of 34 items that captured the constructs that made up the original UTAUT and 

UTAUT 2 models; 16 items that captured the enhancements introduced by the inclusion of 

anticipated enjoyment and perceived fairness; three items that captured the moderators of 

user experience, age and gender; while a further three items captured additional demographic 

variables for residency, employment and education. User experience was collected by asking 

respondents to indicate the number of years they had been gambling online.  

The 34 items that sought to capture the constructs employed in UTAUT and UTAUT 2 

consisted of measures for: PE - performance expectancy (four items); EE - effort expectancy 
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(four items), FC - facilitating conditions (four items), HM - hedonic motivation (three items), 

PV - price value (three items), HAB - habit (four items) and GI - online gambling intention 

(three items). These measures were identical to those employed by Venkatesh et al. (2012) 

but suitably amended to reflect the online gambling context. However, in the case of social 

influence nine items from the measure by Moore and Ohtsuka (1999) were used instead of 

the measure used by Venkatesh et al. (2012) as these were deemed more appropriate for the 

online gambling context. A point of difference from how Moore and Ohtsuka (1999) 

captured social influence is that only normative belief items were considered and motivation 

to comply elements were not included . Several researchers hold that it is not necessary to 

include motivation to comply, describing measures of motivation to comply as 

"unsatisfactory" (Ajzen & Fishbein, 1972, p. 4) and that their inclusion was likely to 

attenuate the correlation between subjective norm and behaviour intention (Ajzen, 1991; 

Ajzen & Driver, 1992). It is to be noted that in the case of effort expectancy, the wording is 

such that, the higher the value, the stronger it is expected that effort will be low. Thus, by 

way of example, a high score on the first effort expectancy question, reading: ‘My interaction 

with an online gambling system needs to be clear and understandable’, means that a low level 

of effort is required. All items, with the exception of social norms, were measured using 7-

point, Likert-type scales, ranging from 1 = Strongly disagree to 7 = Strongly agree. Social 

influence was measured using Likert scales. 

The measures for both anticipated enjoyment and perceived fairness used for the 

investigation of UTAUT G and UTAUT 2-G consisted of 16 items. The measure for 

anticipated enjoyment consisted of five-items inspired by the perceived enjoyment semantic-

differential scale used by van der Heijden (2004) that was based on the earlier work of 

Cheung, Chang and Lai (2000) and Igbaria, Parasuraman and Baroudi (1996). The measure 

for perceived fairness consisted of an 11-item measure that captured distributive (4 items), 

procedural (4 items) and interactional (3 items) fairness dimensions. The items were based on 

the measures by Folger and Konovsky (1989), Moorman (1991) and Maxham and Netemeyer 

(2002), suitably amended to represent the online gambling context. In both cases the 

questions were accompanied by 7-point, Likert-type scales that ranged from 1 = Strongly 

disagree to 7 = Strongly agree. 

The different measures that make up the data collection instrument were purposely chosen 

from validated measures to facilitate content validity. Each measure has received significant 
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psychometric attention in previous studies. Slight and careful alteration to item wording was 

undertaken to reflect the online gambling context of this research. All constructs in the 

models consist of reflective constructs. In the case of two of the drivers, namely: social 

influence and perceived fairness, these were modelled as second-order reflective constructs 

made up of two and three dimensions, respectively. A pre-test of the final research instrument 

was conducted among a sample of thirty online gambling customers to determine and 

improve item comprehension and completion, as well as to test the data gathering process and 

response time. The final wording for all items and constructs used in the final analyses are 

shown in Table 1.

Table 1:  Descriptive statistics 

  Item/ Construct 
Mea

n SD 

PE_1  I find online gambling valuable to my daily life. 3.94 1.55 

PE_2  

Online gambling increases my chances of achieving things that are important to 

me. 3.49 1.62 

PE_3  Online gambling helps me accomplish things more quickly. 3.30 1.53 

PE_4  Online gambling makes my life better. 3.56 1.57 

  Performance Expectancy (PE) 14.28 5.40 

EE_1  My interaction with a gambling website needs to be clear 5.72 1.30 

EE_2  It should be easy for me to become good at using gambling websites. 5.31 1.36 

EE_3  I expect to find gambling websites effortless to use. 5.33 1.34 

EE_4  Learning to use a gambling website should be trouble-free. 5.68 1.24 

  Effort Expectancy (EE) 22.03 4.31 
SN_Fnds

1 Most of my friends approve of online gambling. 3.01 1.04 

SN_Fnds

2 Most of my friends sometimes gamble online. 3.25 1.03 

SN_Fnds

3 My friends would approve of me gambling online. 3.11 1.09 

  Social Influence - Friends (SN_Fnds) 9.37 2.73 
SN_Fam

1  My family approves of online gambling. 2.69 1.16 

SN_Fam

2  People in my family sometimes gamble online. 2.97 1.27 

SN_Fam

3  My family members spend €100 or more per week on online gambling. 2.05 1.25 

SN_Fam

4  My family would approve of me gambling online. 2.80 1.16 

  Socioal Influence - Familt (SN_Fam) 10.51 3.76 

  Social Influence (SN) 19.88 5.69 

FC_1  I have the resources necessary to use online gambling websites. 5.38 1.29 

FC_2  I have the knowledge necessary to use online gambling websites. 5.57 1.24 

FC_3  Gambling websites are compatible with other websites I use. 5.05 1.32 

FC_4  I can get help from others when I have difficulties using gambling websites. 4.62 1.46 
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  Facilitating Conditions (FC) 20.62 4.05 

HM_1  Using gambling websites is fun. 5.37 1.19 

HM_2   Using gambling websites is enjoyable. 5.35 1.21 

HM_3  Using gambling websites is very entertaining. 5.34 1.25 

  Hedonic Motivation (HM) 16.06 3.36 

PV_1  The price of online gambling is reasonable. 4.50 1.40 

PV_2  Gambling online provides me with good value for the money I play. 4.34 1.42 

PV_3  At my current spending, online gambling provides good value. 4.22 1.53 

  Price Value (PV) 13.05 3.95 

HAB_1  The use of gambling websites has become a habit for me. 4.62 1.52 

HAB_2  I am enthusiastic about using gambling websites. 4.79 1.26 

HAB_3 I must use gambling websites. 3.54 1.64 

HAB_4 Using gambling websites has become natural to me. 4.49 1.50 

  Habit (HAB) 17.45 4.82 

ENJ_1 I find using gambling websites to be enjoyable. 5.77 1.10 

ENJ_2 The actual process of using gambling website is pleasant. 5.54 1.12 

ENJ_3 The animation encountered during the navigation process is exciting. 4.98 1.32 

ENJ_4 Navigating on gambling websites provides me with a sense of adventure. 4.61 1.44 

ENJ_5 I have fun using gambling websites. 5.67 1.11 

  Anticipated Enjoyment (AntEnj) 26.56 4.81 

DF_1  I think what I get is fair compared to the price I pay. 4.21 1.46 

DF_2  

I think that the processes required for making monetary transactions are 

appropriate. 4.73 1.35 

DF_3  

I think the value of the services that I receive from the gambling website is 

worth the effort I invest. 4.45 1.33 

DF_4  I think that the gambling products I use are fair. 4.62 1.39 

  Distributive Fairness (DF) 18.01 4.57 

PF_1  

The procedures used by the gambling website for handling problems occurring 

in the gambling process are fair. 4.58 1.33 

PF_2  The gambling website allows customers to complain and state their views. 4.79 1.34 

PF_3  

I believe the policies of the gambling website are applied consistently across all 

customers. 4.56 1.40 

PF_4  

The gambling website clarifies decisions about any changes to the website and 

provides additional information when requested by the customer. 4.76 1.30 

  Procedural Fairness (PF) 18.70 4.45 

IF_1  

Customer service representatives of the gambling website treat me with 

respect when interacting with me through email, chat, telephone or any other 

communication method. 5.27 1.24 

IF_2  

Customer service representatives of the gambling website treat me with 

politeness when interacting with me through email, chat, telephone or any 

other communication method. 5.29 1.19 
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IF_3  

Customer service representatives of the gambling website treat me with 

friendliness when interacting with me through email, chat, telephone or any 

other communication method. 5.28 1.23 

  Interactional Fairness (IF) 15.85 3.40 

  Perceived Fairness (PerFair) 52.55 
10.3

9 

GI_1 I intend to use gambling websites in the next month. 6.04 1.44 

GI_2  I predict that I will gamble online in the next month. 6.06 1.42 

GI_3  I plan to use and gambling websites in the next month. 6.06 1.36 

  Gambling Intention (GI) 18.16 4.00 

    

EXP Active online gambler (in years) 7.09 4.83 

AGE Age last Birthday (in years) 39.31 

10.1

6 

Note: Items DF_1 and PF_1, and SN_Fam_3, SN_Fam_4 and SN_Fam_6 were deleted to respect equilibrium 

between lower order constructs (Hair et al. 2014) while ENJ_3 and ENJ_4, and FC_4 and HAB_3 were 

deleted after a pre-analysis because they exhibited loadings of less than .70 (Hair et al., 2011). 

4. Analyses and results 

A total of 642 questionnaires were attempted, of which 593 were fully completed, providing 

an effective response rate of 24.2%. Respondents were 36% female, with a mean age of 39 

years (SD = 10.16) and mean gambling experience of 7 years (SD = 4.83). The mean age for 

when respondents started to gamble was 32 years (SD = 10.73). Residency was reported by 

591 respondents; almost 40% were resident in the UK; 19% in Finland, 16% in Sweden and 

12% in the Netherlands. The remaining 3% of respondents came from a number of other 

countries. The employment item was completed by 583 of the respondents; almost 25% 

stated that they were junior, middle or senior managers; 40% reported being skilled or 

unskilled manual employees; and 22% were unemployed or homemakers. The remaining 

respondents indicated being students or pensioners. The question asking for respondents’ 

highest level of completed education was answered by 573 respondents; 36% reported having 

completed a university degree; 23% had completed a diploma or vocational degree; and 35% 

had completed secondary schooling. 

The objective of this research is to investigate the relevance of the alternative UTAUT-G and 

UTAUT 2-G models for the online gambling context relative to the original UTAUT and 



 149 

UTAUT 2. Following Venkatesh et al. (2012), the models were analysed using partial least 

squares structural equation modelling (PLS-SEM) via Smart-PLS (Ringle et al., 2015). The 

constructs of perceived fairness and subjective norms are represented as higher-order 

reflective-reflective constructs, and have been modelled by reusing the indicators of the 

lower-order constructs as suggested by Hair et al. (2014). These authors further suggest that 

the number of indicators in lower-order constructs should be the same, as otherwise the 

“relationships between [lower- and higher-order constructs] may be significantly biased” 

(Hair, Hult, et al., 2014, p. 230). Perceived fairness (PerFair) is conceptualised as consisting 

of the three dimensions of distributive fairness (DF), procedural fairness (PF), and 

interactional fairness (IF). The first two dimensions were each measured with four indicators, 

whereas the third dimension was measured with three indicators. Similarly, social influence 

(SN) consists of two dimensions, one relating to friends (SN_Fnds) and the other to family 

(SN_Fam), measured with three and six indicators, respectively. To respect the 

recommendation in Hair et al. (2014) and to ensure equilibrium of indicators between the 

lower-order constructs belonging to one higher-order construct, a pre-analysis was conducted 

and indicator loadings on the lower- and higher-order constructs were examined. This 

resulted in the omission of DF_1 and PF_1 and SN_Fam_3, SN_Fam_4 and SN_Fam_6 from 

further analyses since these displayed indicator loadings lower than .70. The pre-analysis 

furthermore revealed that indicators ENJ_3 and ENJ_4, and FC_4 and HAB_3 also exhibited 

loadings below .70 and were therefore also removed (Hair, Ringle, & Sarstedt, 2011). Table 2 

provides full cross-loading results for all constructs including those that are second-order 

constructs.

Table 2: Loadings and cross-loadings 
  PE EE SN SN_Fam SN_Fnds FC HM PV HAB AntEnj PerFair DF PF IF GI 

PE_1 0.91 0.18 0.28 0.21 0.28 0.21 0.33 0.35 0.37 0.29 0.27 0.35 0.20 0.14 0.11 

PE_2 0.82 0.12 0.25 0.18 0.26 0.11 0.21 0.30 0.33 0.17 0.24 0.33 0.19 0.10 0.05 

PE_3 0.72 0.09 0.26 0.20 0.27 0.07 0.18 0.31 0.26 0.12 0.28 0.36 0.24 0.12 
-

0.01 

PE_4 0.87 0.11 0.29 0.24 0.28 0.13 0.30 0.41 0.28 0.24 0.30 0.41 0.21 0.15 0.09 

EE_1 0.10 0.81 0.08 0.10 0.04 0.35 0.31 0.11 0.12 0.35 0.30 0.26 0.22 0.27 0.34 

EE_2 0.23 0.81 0.21 0.19 0.18 0.34 0.31 0.22 0.22 0.31 0.29 0.29 0.21 0.23 0.28 

EE_3 0.14 0.82 0.11 0.10 0.09 0.34 0.31 0.19 0.20 0.32 0.31 0.26 0.21 0.30 0.28 

EE_4 0.08 0.84 0.09 0.10 0.06 0.41 0.34 0.16 0.21 0.32 0.30 0.21 0.22 0.32 0.30 

SN_Fam_1 0.24 0.11 0.79 0.90 0.49 0.17 0.14 0.37 -0.12 0.15 0.22 0.30 0.15 0.12 0.01 

SN_Fam_2 0.13 0.12 0.65 0.75 0.39 0.09 0.11 0.21 -0.05 0.15 0.18 0.20 0.13 0.12 0.03 

SN_Fam_5 0.25 0.15 0.82 0.91 0.54 0.15 0.16 0.36 -0.11 0.14 0.25 0.33 0.16 0.14 0.02 

SN_Fnds_1 0.28 0.09 0.78 0.48 0.89 0.12 0.12 0.35 0.02 0.15 0.19 0.29 0.15 0.06 
-

0.04 
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SN_Fnds_2 0.21 0.05 0.67 0.37 0.82 0.11 0.10 0.26 0.07 0.10 0.18 0.21 0.16 0.10 
-

0.04 

SN_Fnds_3 0.32 0.14 0.82 0.57 0.88 0.15 0.17 0.35 0.01 0.15 0.25 0.32 0.16 0.15 0.01 

FC_1 0.19 0.35 0.19 0.18 0.16 0.88 0.42 0.37 0.25 0.35 0.41 0.38 0.28 0.37 0.21 

FC_2 0.13 0.43 0.10 0.10 0.08 0.92 0.45 0.30 0.30 0.34 0.40 0.35 0.26 0.40 0.28 

FC_3 0.16 0.32 0.20 0.16 0.20 0.71 0.36 0.34 0.22 0.27 0.44 0.39 0.36 0.36 0.14 

HM_1 0.29 0.40 0.18 0.16 0.15 0.48 0.92 0.48 0.33 0.53 0.52 0.43 0.39 0.48 0.25 

HM_2 0.32 0.35 0.16 0.15 0.14 0.44 0.93 0.50 0.30 0.54 0.52 0.46 0.37 0.47 0.24 

HM_3 0.33 0.31 0.15 0.13 0.13 0.43 0.90 0.46 0.34 0.52 0.51 0.43 0.38 0.47 0.22 

PV_1 0.34 0.19 0.38 0.34 0.33 0.38 0.46 0.90 0.15 0.40 0.57 0.62 0.44 0.39 0.07 

PV_2 0.39 0.19 0.38 0.32 0.35 0.34 0.49 0.94 0.20 0.37 0.60 0.66 0.48 0.38 0.08 

PV_3 0.39 0.18 0.40 0.37 0.34 0.34 0.49 0.89 0.06 0.35 0.53 0.60 0.43 0.32 0.06 

HAB_1 0.23 0.13 
-

0.13 
-0.19 -0.03 0.20 0.19 0.02 0.86 0.09 0.09 0.04 0.07 0.12 0.20 

HAB_2 0.41 0.27 0.09 0.03 0.12 0.37 0.49 0.29 0.84 0.33 0.33 0.29 0.24 0.29 0.20 

HAB_4 0.32 0.18 
-

0.08 
-0.13 0.00 0.19 0.20 0.07 0.82 0.11 0.07 0.07 0.03 0.07 0.17 

ENJ_1 0.22 0.39 0.14 0.14 0.11 0.35 0.53 0.34 0.23 0.90 0.41 0.39 0.30 0.35 0.47 

ENJ_2 0.26 0.32 0.14 0.13 0.12 0.36 0.51 0.38 0.19 0.88 0.45 0.43 0.36 0.36 0.40 

ENJ_5 0.27 0.32 0.20 0.18 0.18 0.27 0.48 0.37 0.15 0.84 0.40 0.40 0.29 0.31 0.33 

DF_2 0.29 0.31 0.28 0.26 0.24 0.37 0.34 0.43 0.14 0.36 0.65 0.81 0.45 0.39 0.18 

DF_3 0.40 0.23 0.33 0.28 0.30 0.33 0.41 0.65 0.13 0.42 0.73 0.89 0.53 0.43 0.11 

DF_4 0.37 0.25 0.32 0.30 0.27 0.38 0.46 0.67 0.14 0.41 0.70 0.85 0.51 0.43 0.11 

PF_2 0.25 0.24 0.16 0.14 0.15 0.29 0.37 0.41 0.16 0.31 0.75 0.53 0.86 0.51 0.14 

PF_3 0.17 0.19 0.19 0.15 0.18 0.25 0.34 0.45 0.10 0.31 0.74 0.49 0.87 0.50 0.08 

PF_4 0.16 0.24 0.17 0.16 0.13 0.33 0.36 0.41 0.10 0.32 0.72 0.49 0.85 0.48 0.09 

IF_1 0.14 0.28 0.16 0.15 0.13 0.37 0.45 0.39 0.18 0.36 0.78 0.45 0.55 0.92 0.16 

IF_2 0.15 0.33 0.14 0.14 0.11 0.42 0.47 0.36 0.19 0.33 0.78 0.46 0.53 0.93 0.18 

IF_3 0.13 0.33 0.13 0.13 0.10 0.43 0.51 0.37 0.16 0.38 0.78 0.46 0.53 0.93 0.24 

GI_1 0.10 0.33 0.01 0.02 -0.01 0.25 0.23 0.07 0.22 0.41 0.18 0.14 0.12 0.19 0.94 

GI_2 0.09 0.35 
-

0.02 
0.01 -0.04 0.25 0.25 0.06 0.20 0.46 0.19 0.15 0.11 0.20 0.96 

GI_3 0.10 0.35 0.01 0.03 -0.02 0.24 0.25 0.09 0.23 0.44 0.20 0.16 0.12 0.21 0.94 

Note: PE = Performance Expectancy; EE = Effort Expectancy; SN = Social Influence (SN_Fam = Social Influence Family; 

SN_Fnds = Social Influence Friends); FC = Facilitating Conditions; HM = Hedonic Motivation; PV = Price Value; HAB = Habit; 

AntEnj = Anticipated Enjoyment; PerFair = Perceived Fairness (DF = Distributive Fairness; PF = Procedural Fairness; IF = 

Interactional Fairness); GI = Gambling Intention 

 

Repeated measure approach used to depict the two reflective-reflective constructs for Social Influence (SN) and Perceived 

Fairness (PerFair) (Hair et al., 2011). 

 

Following Venkatesh et al. (2012), separate model testing was undertaken with and without 

indirect effects for each of UTAUT, UTAUT-G, UTAUT 2 and UTAUT 2-G. To derive the 

necessary results, all models were run using the PLS algorithm with default settings except 

that in bootstrapping procedure, 5000 rather than 500 subsamples were used (c.f. Hair, 

Ringle, et al., 2011; Sarstedt, Ringle, & Hair, 2017). The guidelines by Sarstedt, Ringle & 

Hair (2017) for the evaluation of the PLS-SEM output were observed and results for the 
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assessment of the measurement model and the structural model are reported.  

Assessment of measurement model 

Composite reliability scores for all constructs were higher than .80 and Cronbach’s alphas for 

all constructs were above .80 exceeding the .70 threshold (Henseler, Ringle, & Sarstedt, 

2015). AVE scores ranged from .54 for PerFair to .90 for GI and exceeded the .50 threshold, 

indicating satisfactory convergent validity, as on average, the latent construct, accounts for 50 

per cent or more of the variance in the observed variables (Sarstedt et al., 2017) – see Table 

3. These results provide support for the reliability and convergent validity of the constructs 

used in the models.  

In testing discriminant validity, Henseler, Ringle and Sarstedt (2015) show that the two 

traditional approaches using the Fornell-Larker criterion and cross-loadings do not provide a 

useful basis for determining discriminant validity and present the alternative heterotrait-

monotrait ratio (HTMT), which is “the average of the […] correlations of indicators across 

constructs measuring different phenomena […] relative to the average […] correlations of 

indicators within the same construct” (Henseler et al., 2015, p. 121). The authors further 

argue that in models which use conceptually different constructs that are however empirically 

difficult to distinguish, as for instance use intention and use behaviour, or as in the present 

research, hedonic motivation and anticipated enjoyment, a more liberal HTMT.90 threshold 

may be adopted. However, all reported values in this study meet the more conservative 

criterion of HTMT.85 with values lower than .85, see Table 4. The only exceptions are the two 

second-order constructs used, namely: social influence and perceived fairness. These second-

order constructs exhibit HTMT values that are greater or close to 1. Since these two 

constructs are conceptualised as higher-order constructs, it is to be expected that their lower-

order dimensions cannot be highly discriminating. Therefore, overall these results provide 

support for the discriminant validity of the measures used to capture the constructs in the 

models.  
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Assessment of structural model 

As a first step in the assessment of the structural model, multicollinearity issues were 

investigated by examining the VIF values among the constructs in the model. The results 

indicated that all VIF values amongst predictor constructs were less than 5.0, providing 

evidence that there are no multicollinearity issues (Sarstedt et al., 2017).  

In the next step, R2 and adjusted R2 values for the endogenous constructs, including their bias 

corrected confidence intervals, were inspected and are provided in Table 5. The variance 

explained in gambling intention (GI) by the predictor constructs differs across the models 

investigated and ranges from a low of 14% in UTAUT to a high of 39% in UTAUT 2-G. An 

examination of path coefficients shows that the impact of performance expectancy (PE) on 

gambling intention (GI) is not significant in any of the models, while its effort expectancy 

(EE) cousin from the original TAM and TAM2 models is highly significant in all models (p < 

.001), with effects ranging from .18 to .37. The impact of social influence (SN) on GI is 

significant in the UTAUT and UTAUT G models, with path coefficients ranging from -.08 to 

-.10, but not significant in UTAUT 2 and UTAUT 2-G models.  

Anticipated enjoyment (AntEnj) is found to have a strong and significant (p<.001) impact on 

GI in all models, with path coefficients ranging from .40 to .44. This latter result provides 

support for H1 so that higher anticipated enjoyment does have a positive impact on online 

gambling intention. The results also show that the predictors added by Venkatesh et al. 

(2012) to their UTAUT 2 model consisting of: facilitating conditions (FC) and hedonic 

motivation (HM), were not found to be significant in all models and price value (PV) was 

only significant in UTAUT 2-G while habit (HAB) is only significant in UTAUT 2 and 

UTAUT 2-G with direct effects only. 

The impact of perceived fairness (PerFair) on GI investigated was four-fold, and consisted of 

its direct relationship (H2) to GI and the three alternative mediated relationships, via EE 

(H2a), AntEnj (H2b) and SN (H2c), respectively. The path coefficient of the direct 

relationship is not significant in any of the models. Therefore, H2 is not supported and higher 

perceived fairness does not positively impact gambling intention directly. However, the three 

mediated indirect effects are significant, providing support for H2a and H2b, and conditional 

support for H2c suggesting that the effect of PerFair on GI is fully mediated by AntEnj and 

EE for all models, and additionally by SN in the UTAUT G models. More specifically, the 

indirect effect of PerFair on GI via AntEnj that ranged from .20 to .21, was highly significant 
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while the indirect effect of PerFair on GI via EE was small but significant, ranging from .06 

to .09. The indirect effect of PerFair on GI via SN is conditional because the effect of SN on 

GI is not significant in UTAUT 2 and UTAUT 2-G. Thus, the total effect of PerFair on GI 

exhibits strong significance across all model variations, ranging from .20 to .25. These results 

offer further support for the inclusion of PerFair and AntEnj as significant predictors of GI in 

an online gambling context. All specific indirect effects and total effects of PerFair on GI, 

including their bias corrected confidence intervals, are reported in Table 6.  

The original research by Venkatesh et al. (Venkatesh et al., 2003) and Venkatesh et al. 

(2012) proposing UTAUT and UTAUT 2 respectively, assessed three- and four-way 

interactions of the moderating variables on the relationships between the independent 

variables and the dependent variable. However, these studies fail to report how these 

moderators are calculated. In the present study the three- and four-way interactions were 

computed by multiplying the values for the different moderating variables in SPSS version 21 

prior to analysis in Smart PLS, specifically: gender (GEN) and age (AGE); GEN and 

experience (EXP); AGE and EXP; GEN and AGE and EXP. The resultant composite 

variables were then used in the models to compute interaction effects. In the original research 

assessing both UTAUT and UTAUT 2 models, the moderators for AGE, GEN and EXP were 

found to play a significant role. However, the role of these moderators in an online gambling 

context as depicted in UTAUT G and UTAUT 2G is not supported in this research. 

Table 5: Structural Model Results: UTAUT, amended UTAUT (UTAUT G), UTAUT 2, and amended UTAUT 2 (UTAUT 2 G) 

DV: GI UTAUT  
(D only) 

UTAUT  
(D + I) 

UTAUT G  
(D only) 

UTAUT G  
(D + I) 

UTAUT 2  
(D only) 

UTAUT 2  
(D + I) 

UTAUT 2 G  
(D only) 

UTAUT 2 G  
(D + I) 

R2 
0.141 

[0.079; 0.201] 
0.217 

[0.148; 0.240] 
0.267 

[0.176; 0.356] 
0.322 

[0.217; 0.362] 
0.173 

[0.108; 0228] 
0.309 

[0.264; 0.301] 
0.290 

[0.195; 0.366] 
0.392 

[0.333; 0.397] 

Adj. R2 
0.137 

[0.074; 0.197] 
0.179 

[0.107; 0.204] 
0.261 

[0.169; 0.346] 
0.288 

[0.177; 0.329] 
0.163 

[0.098; 0.219] 
0.232 

[0.183; 0.224] 
0.279 

[0.183; 0.357] 
0.322 

[0.257; 0.328] 

PE 
0.067 

[-0.162; 0.119] 
0.066 

[-0.138; 0.125] 
-0.006 

[-0.136; 0.062] 
-0.009 

[-0.123; 0.058] 
0.007 

[-0.168; 0.083] 
0.008 

[-0.126; 0.101] 
-0.022 

[-0.144; 0.056] 
-0.030 

[-0.137; 0.052] 

EE 
0.366*** 

[0.270; 0.455] 
0.341*** 

[0.256; 0.425] 
0.236*** 

[0.147; 0.322] 
0.207*** 

[0.125; 0.292] 
0.282*** 

[0.170; 0.392] 
0.248*** 

[0.150; 0.351] 
0.199*** 

[0.099; 0.290] 
0.181*** 

[0.088; 0.286] 

SN 
-0.077* 

[-0.148; -0.001] 
-0.088* 

[-0.165; -0.010] 
-0.095** 

[-0.160; -0.024] 
-0.096* 

[-0.170; -0.014] 
-0.047 

[-0.125; 0.046] 
-0.056 

[-0.139; 0.049] 
-0.046 

[-0.117; 0.042] 
-0.053 

[-0.130; 0.056] 

FC         
0.082 

[-0.024; 0.184] 
0.107 

[-0.001; 0.219] 
0.065 

[-0.039; 0.161] 
0.071 

[-0.036; 0.181] 

HM         
0.112 

[0; 0.239] 
0.114 

[-0.013; 0.240] 
-0.064 

[-0.183; 0.096] 
-0.040 

[-0.182; 0.095] 

PV         
-0.070 

[-0.176; 0.020] 
-0.086 

[-0.207; 0] 
-0.114* 

[-0.224; -0.020] 
-0.128* 

[-0.255; -0.034] 

HAB         
0.106* 

[0.013; 0.194] 
0.085 

[-0.023; 0.190] 
0.188* 

[0.030; 0.209] 
0.089 

[-0.018; 0.201] 
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AntEnj     
0.418*** 

[0.313; 0.522] 
0.404*** 

[0.301; 0.516] 
    

0.441*** 
[0.320; 0.553] 

0.405*** 
[0.281; 0.525] 

PerFair     
-0.062 

[-0.153; 0.030] 
-0.045 

[-0.140; 0.049] 
    

-0.018 
[-0.125; 0.097] 

0.008 
[-0.092; 0.138] 

GEN   
-0.180 

[-0.736; 0.375] 
  

-0.279 
[-0.778; 0.206] 

  
-0.096 

[-0.625; 0.669] 
  

-0.266 
[-0.775; 0.403] 

AGE   
-0.11 

[-0.355; 0.133] 
  

-0.153 
[-0.372; 0.068] 

  
-0.166 

[-0.419; 0.162] 
  

-0.214 
[-0.462; 0.073] 

EXP   
-0.049 

[-0.764; 0.692] 
  

-0.270 
[-0.856; 0.381] 

  
-0.224 

[-0.945; 0.736] 
  

-0.435 
[1.151; 0.379] 

GEN x AGE   
0.229 

[-0.361; 0.808] 
  

0.335 
[-0.169; 0.879] 

  
0.204 

[-0.676; 0.725] 
  

0.363 
[-0.376; 0.894] 

AGE x EXP   
0.204 

[-0.652; 1.069] 
  

0.428 
[-0.332; 1.155] 

  
0.445 

[-0.727; 1.334] 
  

0.642 
[-0.340; 1.550] 

GEN x EXP   
0.216 

[-0.742; 1.258] 
  

0.563 
[-0.252; 1.504] 

  
0.123 

[-1.288; 1.063] 
  

0.525 
[-0.646; 1.469] 

GEN x AGE x EXP   
-0.265 

[-1.378; 0.757] 
  

-0.576 
[-1.611; 0.299] 

  
-0.258 

[-1.239; 1.207] 
  

-0.622 
[-1.618; 0.643] 

PE x GEN   
0.067 

[-0.083; 0.358] 
  

0.052 
[-0.088; 0.395] 

  
0.020 

[-0.178; 0.373] 
  

0.020 
[-0.140; 0.375] 

PE x AGE   
0.024 

[-0.067; 0.170] 
  

0.069 
[-0.025; 0.232] 

  
0.054 

[-0.068; 0.230] 
  

0.078 
[-0.026; 0.258] 

EE x GEN   
0.220 

[-0.207; 0.764] 
  

0.192 
[-0.173; 0.613] 

  
0.205 

[-0.154; 0.813] 
  

0.156 
[-0.185; 0.683] 

EE x AGE   
0.184 

[0.010; 0.439] 
  

0.149 

[0.004; 0.344] 
  

0.238 
[0.095; 0.616] 

  
0.190 

[0.071; 0.491] 

EE x EXP   
0.545 

[0.114; 1.465] 
  

0.416 
[0; 1.139]  

  
0.763* 

[0.409; 1.750] 
  

0.614 
[0.233; 1.635] 

SN x GEN   
-0.389* 

[-0.934; -0.118] 
  

-0.295 
[-0.748; -0.067] 

  
-0.502* 

[-1.125; -0.263] 
  

-0.407* 
[-0.976; -0.194] 

SN x AGE   
-0.159* 

[-0.357; -0.082] 
  

-0.137* 
[-0.297; -0.067] 

  
-0.242** 

[-0.496; -0.188] 
  

-0.203** 
[-0.377; -0.150] 

SN x EXP   
-0.009 

[-0.299; 0.308] 
  

-0.005 
[-0.308; 0.251] 

  
-0.163 

[-0.673; -0.019] 
  

-0.086 
[-0.546; 0.042] 

FC x GEN           
-0.029 

[-0.481; 0.248] 
  

-0.040 
[-0.435; 0.269] 

FC x AGE           
-0.079 

[-0.363; 0.075] 
  

-0.077 
[-0.323; 0.069] 

FC x EXP           
-0.185 

[-1.274; 0.050] 
  

-0.065 
[-0.882; 0.148] 

HM x GEN           
0.180 

[-0.221; 0.842] 
  

0.185 
[-0.235; 0.706] 

HM x AGE           
-0.022 

[-0.215; 0.366] 
  

-0.008 
[-0.203; 0.301] 

HM x EXP           
-0.118 

[-0.696; 0.490] 
  

-0.127 
[-0.707; 0.380] 

PV x GEN           
0.186 

[-0.095; 0.804] 
  

0.152 
[-0.135; 0.740] 

PV x AGE           
0.088 

[-0.109; 0.359] 
  

0.102 
[-0.087; 0.370] 
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PV x EXP           
0.351 

[0.050; 1.426] 
  

0.231 
[-0.072; 1.067] 

HAB x GEN           
0.025 

[-0.251; 0.368] 
  

-0.004 
[-0.240; 0.286] 

HAB x AGE           
-0.089 

[-0.298; 0.069] 
  

-0.074 
[-0.259; 0.065] 

HAB x EXP           
-0.102 

[-0.544; 0.202] 
  

-0.111 
[-0.545; 0.169] 

PE x GEN x AGE   
-0.099 

[-0.404; 0.097] 
  

-0.112 
[-0.475; 0.065] 

  
-0.117 

[-0.535; 0.090] 
  

-0.131 
[-0.539; 0.036] 

EE x GEN x AGE   
-0.247 

[-0.927; 0.316] 
  

-0.191 
[-0.701; 0.295] 

  
-0.280 

[-1.017; 0.234] 
  

-0.204 
[-0.834; 0.260] 

SN x GEN x AGE   
0.447* 

[0.168; 0.968] 
  

0.315 
[0.078; 0.753] 

  
0.484* 

[0.214; 1.071] 
  

0.401* 
[0.164; 0.942] 

FC x GEN x AGE           
-0.001 

[-0.307; 0.403] 
  

-0.003 
[-0.308; 0.395] 

HM x GEN x AGE           
-0.153 

[-1.089; 0.261] 
  

-0.107 
[-0.797; 0.287] 

PV x GEN x AGE           
0.078 

[-0.224; 0.733] 
  

0.056 
[-0.262; 0.554] 

HAB x GEN x AGE           
-0.056 

[-0.530; 0.285] 
  

-0.022 
[-0.455; 0.221] 

EE x AGE x EXP   
-0.790 

[-1.961; -0.237] 
  

-0.580 
[-1.488; -0.067] 

  
-1.103* 

[-2.591; -0.609] 
  

-0.865* 
[-2.585; -0.384] 

SN x AGE x EXP   
-0.073 

[-0.620; 0.319] 
  

-0.051 
[-0.554; 0.253] 

  
0 

[-0.410; 0.458] 
  

0 
[-0.377; 0.453] 

FC x AGE x EXP           
0.398; 

[0.085; 1.324] 
  

0.308 
[0.055; 1.271] 

HM x AGE x EXP           
0.140 

[-0.584; 0.856] 
  

0.167 
[-0.388; 0.957] 

PV x AGE x EXP           
-0.130 

[-1.181; 0.346] 
  

-0.101 
[-0.993; 0.379] 

HAB x AGE x EXP           
0.017; 

[-0.323; 0.500] 
  

0.003 
[-0.364; 0.416] 

EE x GEN x EXP   
-0.765 

[-1.970; -0.036] 
  

-0.555 
[-1.494; 0.087] 

  
-0.938 

[-2.447; -0.357] 
  

-0.785 

[-2.051; -

0.234] 

SN x GEN x EXP   
0.267 

[-0.153; 0.907] 
  

0.204 
[-0.179; 0.745] 

  

0.196 

[-0.357; 

0.694] 

  

0.163 

[-0.257; 

0.662] 

FC x GEN x EXP           

0.020 

[-0.299; 

0.822] 

  

-0.011 

[-0.385; 

0.635] 

HM x GEN x EXP           

-0.117 

[-1.088; 

0.564] 

  

0.078 

[-0.458; 

0.996] 

PV x GEN x EXP           

-0.021 

[-0.795; 

0.676] 

  

0.026 

[-0.491; 

0.774] 

HAB x GEN x EXP           

-0.083 

[-0.863; 

0.351] 

  

-0.110 

[-0.966; 

0.268] 

EE x GEN x AGE x EXP   

0.874 

[0.069; 

2.196] 

  

0.601 

[-0.082; 

1.605] 

  

1.165 

[0.457; 

2.524] 

  
0.941 

[0.267; 2.339] 

SN x GEN x AGE x EXP   

-0.189 

[-0.818; 

0.219] 

  

-0.104 

[-0.607; 

0.253] 

  

0.101 

[-0.265; 

0.965] 

  

0.064 

[-0.282; 

0.785] 

FC x GEN x AGE x EXP           

-0.181 

[-1.183; 

0.132] 

  

-0.153 

[-1.297; 

0.107] 
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HM x GEN x AGE x EXP           

0.015 

[-0.792; 

0.881] 

  

-0.206 

[-1.134; 

0.393] 

PV x GEN x AGE x EXP           

-0.424 

[-1.719; 

0.043] 

  
-0.377 

[-1.440; 0] 

HAB x GEN x AGE x EXP           

0.258 

[-0.239; 

1.145] 

  

0.299 

[-0.133; 

1.204] 

DV: EE                 

R2     

0.133 

[0.072; 

0.208] 

0.126 

[0.064; 

0.199] 

    

0.126 

[0.066; 

0.198] 

0.126 

[0.066; 0.201] 

Adj. R2     

0.132 

[0.071; 

0.206] 

0.125 

[0.062; 

0.198] 

    

0.125 

[0.064; 

0.196] 

0.125 

[0.064; 0.199] 

PerFair     

0.365*** 

[0.269; 

0.456] 

0.355*** 

[0.253; 

0.447] 

    

0.355*** 

[0.256; 

0.445] 

0.355*** 

[0.256; 0.448] 

DV: AntEnj                 

R2     

0.233 

[0.159; 

0.312] 

0.232 

[0.154; 

0.307] 

    

0.232 

[0.158; 

0.307] 

0.232 

[0.159; 0.312] 

Adj. R2     

0.232 

[0.158; 

0.311] 

0.230 

[0.153; 

0.305] 

    

0.232 

[0.156; 

0.306] 

0.230 

[0.157; 0.311] 

PerFair     

0.483*** 

[0.399; 

0.558] 

0.481*** 

[0.393; 

0.554] 

    

0.481*** 

[0.397; 

0.555] 

0.481*** 

[0.398; 0.558] 

DV: SN                 

R2     

0.079 

[0.036; 

0.131] 

0.092 

[0.046; 

0.151] 

    

0.092 

[0.046; 

0.147] 

0.092 

[0.045; 0.148] 

Adj. R2     

0.078 

[0.034; 

0.130] 

0.090 

[0.044; 

0.149] 

    

0.090 

[0.044; 

0.145] 

0.090 

[0.043; 0.147] 

PerFair     

0.281*** 

[0.190; 

0.362] 

0.303*** 

[0.215; 

0.388] 

    

0.303*** 

[0.214; 

0.383] 

0.303*** 

[0.212; 0.385] 

     
    

PE = Performance Expectancy; EE = Effort Expectancy; SN = Social Influence; FC = Facilitating Conditions; HM = Hedonic Motivation; PV = Price Value; HAB = 

Habit; AntEnj = Anticipated Enjoyment; PerFair = Perceived Fairness; GEN = Gender; AGE = Age; EXP = Experience 

D only = direct effects only; D + I = direct and indirect interaction terms 

Values in brackets indicate the bias corrected confidence interval [2.5%; 97.5%]. 

* p <.05; ** p <.01; *** p <.001 
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Table 6: Specific Indirect Effects and Total Effects 
Specific Indirect Effects 

  UTAUT G D only UTAUT G D+I UTAUT 2-G D only UTAUT 2-G D+I 

PerFair -> AntEnj -> GI 
.202*** 

[0.143; 0.276] 

0.195*** 

[0.136; 0.267] 

0.212*** 

[0.148; 0.286] 

0.195*** 

[-0.001; 0.129] 

PerFair -> EE -> GI 
0.086*** 

[0.053; 0.127] 

0.074*** 

[0.043; 0.114] 

0.071*** 

[0.037; 0.111] 

0.064** 

[-0.002; 0.031] 

PerFair -> SN -> GI 
-0.027* 

[-0.049; -0.007] 

-0.029* 

[-0.055; -0.005] 

-0.014 ns 

[-0.037; 0.012] 

-0.016 ns 

[-0.004; -0.042] 

     

Total Effects 

  UTAUT G D only UTAUT G D+I UTAUT 2-G D only UTAUT 2-G D+I 

PerFair -> GI 
0.200*** 

[0.095; 0.310] 

0.194*** 

[0.093; 0.299] 

0.251*** 

[0.117; 0.387] 

0.251*** 

[0.130; 0.398] 

Values in brackets indicate the bias corrected confidence interval [2.5%; 97.5%]. 

* = p <.05; ** = p <.01; *** = p<.001; ns = not significant 

 

To evaluate the effect on the models of omitting specific predictor constructs, an examination 

of f2 values for the latent variables was undertaken (Cohen, 1988). Results show that the 

omission of EE, PerFair and AntEnj results in significant reductions in R2 for the different 

dependent variables with respect to GI in the case of EE and AntEnj and with respect to 

AntEnj, SN and EE in the case of PerFair. The other latent constructs do not provide 

significant effects. f2 values for the latent variables for all models can be found in Table 7. 

To assess the predictive relevance of resultant models, Sarstedt et al. (2017) and Hair et al. 

(2011) recommend inspection of the Q2 values of the endogenous constructs, with values 

greater than zero indicating “that the exogenous constructs have predictive relevance for the 

endogenous construct under consideration” (Hair, Ringle, et al., 2011, p. 145). Q2 values for 

all exogenous constructs are reported in Table 8. The results show that Q2 values for GI are 

all above zero and increasing with model complexity from .12 to .28, thereby providing 

support for the predictive relevance of the models investigated.  
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Table 7: Effect Size (f2) 

 
UTAUT  

(D) 
UTAUT 

(D+I) UTAUT G (D) UTAUT G (D+I) 

LV GI GI GI AntEnj SN EE GI AntEnj SN EE 

Performance Expectancy (PE) ns ns ns       ns       

Effort Expectancy (EE) 0.151** 0.127** 0.061*       0.045*       

Social Influence (SN) ns ns ns       ns       

Facilitating Conditions (FC)                     

Hedonic Motivation (HM)                     

Price Value (PV)                     

Habit (HAB)                     

Anticipated Enjoyment 

(AntEnj) 
    0.166**       0.149**       

Perceived Fairness (PerFair)       0.304*** 0.086** 0.154**   0.302*** 0.101** .0144** 

           

 
UTAUT 2 

(D) 
UTAUT 2  

(D+I) UTAUT 2-G (D) UTAUT 2-G (D+I) 

LV GI GI GI AntEnj SN EE GI AntEnj SN EE 

Performance Expectancy (PE) ns ns ns       ns       

Effort Expectancy (EE) 0.073* 0.054** ns       ns       

Social Influence (SN) ns ns ns       ns       

Facilitating Conditions (FC) ns ns ns       ns       

Hedonic Motivation (HM) ns ns ns       ns       

Price Value (PV) ns ns ns       ns       

Habit (HAB) ns ns ns       ns       

Anticipated Enjoyment 

(AntEnj) 
    0.164**       0.136**       

Perceived Fairness (PerFair)       0.302*** 0.101** 0.144**   0.302*** 0.101** 0.144** 

* = p <.05; ** = p <.01; *** = p<.001; ns = not significant 

Following Cohen's (1988) classification, effect sizes of .2, .15 and .35 are deemed small, medium and large respectively. 

 

Table 8: Predictive relevance - Construct Cross-Validated Redundancy (Q2) 

  

UTAUT 

(D only) 

UTAUT 

(D + I) 

UTAUT G 

(D only) 

UTAUT G 

(D + I) 

UTAUT 2 

(D only) 

UTAUT 2 

(D + I) 

UTAUT 2-G 

(D only) 

UTAUT 2-G 

(D + I) 

GI 0.115 0.153 0.222 0.247 0.140 0.205 0.238 0.284 

EE n/a n/a 0.084 0.079 n/a n/a 0.079 0.079 

AntEnj n/a n/a 0.168 0.168 n/a n/a 0.168 0.168 

SN n/a n/a 0.042 0.044 n/a n/a 0.044 0.044 

Omission distance chosen: 7 (cf. Hair et al., 2011) 

 



5. Main Findings and Implications 

Recreational online gambling has increasingly become a mainstream form of entertainment. 

UTAUT and UTAUT 2 are recognised as the latest iterations in the evolution of models 

attempting to explain behaviour intention. However, despite the potential relevance of these 

models, particularly UTAUT 2, to the online gambling context, exploration in the area has 

been scarce. This research considers this context and proposes hypotheses that incorporate 

constructs for anticipated enjoyment and perceived fairness to the existing theoretical models, 

that have been labelled UTAUT G and UTAUT 2G, and sets out to determine which of these 

alternative models better predict gambling intention. Anticipated enjoyment recognises that 

when making future decisions, consumers make use of affective evaluations of past hedonic 

experience that they translate into future preferences. Perceived fairness acknowledges that 

online gambling firms have faced increased pressure from the public and media to take 

responsibility for the harm their products may potentially cause. Indeed, as Binde (2005a, 

2007b, 2009) and others (e.g., Hing et al., 2014; J. L. McMullan & Miller, 2008; UKGC, 

2017a) make clear: it is the responsibility of the service provider to ensure that customers are 

treated fairly and are not misled. The results show that models that incorporate anticipated 

enjoyment and perceived fairness for both UTAUT G and UTAUT 2G explain more of the 

variance in gambling intention than the original UTAUT and UTAUT 2. 

The recognition of the role of anticipated enjoyment and perceived fairness represents a 

useful contribution to theory. Interestingly, the results show that online gambling intention is 

better predicted by anticipated enjoyment and perceived fairness and that these two 

constructs replace PE, FC, HM, PV and to a large extent also HAB and SN in the original 

UTAUT 2. These findings find support in the results reported by van der Heijden (2004, p. 

696) who looked at the IT industry and distinguishes between hedonic and utilitarian 

information systems, where the former seek “to provide self-fulfilling value to the user, in 

contrast to utilitarian systems, which aim to provide instrumental value to users.” Van der 

Heijden (2004, p. 699) investigated hedonic systems and argues that the value of such a 

system “is a function of the degree to which the user experiences fun when using the system”. 

Therefore, he further argues that in a hedonic system, perceived ease-of-use and perceived 

enjoyment take on a more dominant role while “perceived usefulness loses its dominant 

predictive value in favor of ease of use and enjoyment” (van der Heijden, 2004, p. 699).  
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The centrality and strength of anticipated enjoyment may also be explained by Cowley’s 

(2013) finding that gamblers predict being excited during play and tend to forget how they 

actually felt during their play and thus are not able to include these visceral emotions in their 

prediction or anticipation of how they will feel in the future. However, the anticipation of 

enjoyment during play, even though falsely or selectively remembered, is still an influential 

predictor of intention as it does not necessarily need to match the actual, post-anticipatory 

experience. In other words: the anticipated enjoyment of riding a roller coaster may not be 

confirmed after riding it, nor while riding it. Similarly, the excitement and enjoyment 

anticipated before gambling may not be confirmed or matched during or after gambling. 

However, in both instances, it contributes to influence the intention to do it. While the 

emotions in all three states are linked, they do not necessarily influence each other (Cowley, 

2013).  

The results of this research provide further confirmation that performance expectancy – a 

legacy construct from perceived usefulness – is not a significant driver of gambling intention, 

whereas effort expectancy and anticipated enjoyment are. Perceived fairness is also found to 

be significant and comes as no surprise. Indeed, the importance of fairness is not reserved for 

the world of gambling. There are a number of instances where players are concerned about 

fairness in other online games. A case in point is where players discover that online (non-

gambling) games that are initially promoted as free-to-play, are then found to offer in-game 

purchases that allow players who are willing to spend extra money to advance faster (Hamari 

et al., 2017; Lin & Sun, 2011). In games of chance, where at least to a certain degree, 

outcomes depend on luck, perceived fairness among players is seen as an important guarantor 

that all other influences are accounted for and equal for all. Therefore, besides the uncertainty 

of whether players will win or lose a bet or spin, they do not also wish to worry about 

whether they are being treated fairly and equitably vis à vis other fellow players and/or 

according to the rules of the game. So, even though gamblers may embrace outcome 

uncertainty, they need to believe that the procedures, interactions and transactions with an 

operator are fair. The online gambling firm that is able to ensure perceived fairness to players 

is more likely to be rewarded with higher levels of gambling intention and ultimately player 

retention.  

Shorn of drivers and moderators that have not been found to be significant, the resultant 

gambling intention model from this research is shown in Figure 5 and titled UTAUT-GIM. 
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This resultant parsimonious model identifies three key drivers of online gambling intention 

consisting of the original EE and SN from UTAUT, together with the two added constructs of 

anticipated enjoyment and perceived fairness. Anticipated enjoyment is found to have the 

strongest effect on gambling intention followed by EE and perceived fairness. These results 

are relevant to both marketers and online gambling industry regulators. 

For marketers these findings suggest that they need to look at ways to both enhance 

anticipated enjoyment and minimise effort expectancy. Communication activities that 

associate fun, pleasure and excitement are critical elements in the former while online 

systems that are user friendly are imperative for the latter. This last aspect is not without its 

challenges as many online gambling systems are made available by the same software firms 

and are identical across platforms of different online gambling firms and casinos. Thus, in 

order to stand out, the marketing positioning of an online casino needs to add extra value 

above and beyond the actual gambling systems. By analogy, Granny Smith apples are Granny 

Smith apples, no matter in which shop you buy them. However, the way these apples are 

presented in shops differs as do the additional incentives provided, atmosphere, service and 

other elements of marketing – yet, at the end of the day, Granny Smith apples are still Granny 

Smith apples. Of course, marketing in this sector is not without its dangers and managers 

Figure 5 – Proposed Gambling Intention Model, titled UTAUT-GIM. 
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need to ensure ethical behaviour that respects utilitarian ethics in terms of optimising the 

‘common good’, respecting rights of others as well as showing regard for a sense of justice 

and fairness toward all involved parties. 

In contrast, industry regulators can seek to limit the glamour and enticement that marketing 

communications can employ to enhance anticipated enjoyment. This may involve voluntary 

industry codes, legislation that bans advertising or a requirement to show gambling addiction 

warnings following any promotional communication. A further possibility, is to consider 

imposing limitations and notices on the front-end adaptations used by online gambling 

companies when presenting their gambling products. As a matter of fact, a number of these 

measures are already in place in certain jurisdictions. For instance, the Swedish gambling 

authority already requires that customers set daily, weekly and monthly depositing limits, 

prior to any gameplay (Röhr, 2018) and advertising depicting gambling is being closely 

monitored (e.g., Wikén, 2019). This latter aspect is also occurring in the UK (e.g., UKGC, 

2017a) where, in addition, so-called ‘reality checks’ must be displayed to customers at 

regular intervals, to make them aware of the time they have spent on an online gambling site 

(UKGC, 2017c). Yet, such measures are unlikely to limit the anticipated enjoyment of 

players. Therefore, a possible approach to mitigate anticipated enjoyment may be to start to 

promote health issues related to excessive gambling, as has been done with tobacco and 

alcohol related products (Ginley, Whelan, Pfund, Peter, & Meyers, 2017; Pettigrew et al., 

2016; Stautz & Marteau, 2016). 

In the case of perceived fairness, the findings from this research suggest that higher perceived 

fairness increases anticipated enjoyment, mitigates effort expectancy and strengthens 

gambling intention. Improving fair practices is very much a win-win situation and provides 

little that is contentious as it is beneficial to customers, marketers and industry regulators. It 

allows firms to offer a better recreational product whilst ensuring customer protection against 

dubious practices. Indeed, a recent study by Ivanova, Rafi, Lindner & Calbring (2019) 

suggests that recreational gamblers are not put off by protective measures that enhance 

perceived fairness. This research shows that players are more inclined to play with firms 

whom they perceive to be fair and whose products they anticipate will be fun and enjoyable. 

Moreover, this outcome is not hampered by what customers believe others may think of their 

choice to gamble. Many western countries have witnessed a general weakening of social 

norms about recreational gambling. Binde (2005a) alludes to the change in attitude toward 
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gambling, especially in the aftermath of the Second World War. In addition, it is not 

inconceivable that advertising and media attention have led to increased product awareness 

and a concomitant decrease in personal stigma arising from gambling. Moreover, online 

gambling whether via desktops or laptops, and especially via mobile devices, provides almost 

complete privacy from family and friends so that it is difficult for either to really know, and 

therefore influence, what family members or friends are up to. 

6. Limitations and Future Research 

This research is not without limitations. First, generalisations to all online gambling firms 

must be done with caution. The research is based on a convenience sample among customers 

of an online casino of a single online gambling firm. Future research could look at 

investigating the GIM model (depicted in Figure 5) across a range of products and across 

additional online gambling firms operating in different jurisdictions. However, it is likely that 

customers may have accounts with multiple online gambling firms in different countries. To 

overcome this, comparison of regional samples rather than different countries from say: 

North and South America, Europe and Asia should be considered. Moreover, this research 

has identified anticipated enjoyment and perceived fairness as important drivers of online 

gambling intention. It may quite well be that these constructs can represent useful additions 

to explaining purchase intention beyond the context of online gambling, especially in an 

online entertainment context. The role of these constructs in predicting purchase intention in 

other contexts is also worthy of further research. The model could also be applied to other 

business areas that share similarities with gambling, such as the stock market with its betting 

on uncertain outcomes or the insurance industry that seeks to tackle uncertainty by providing 

certainty.  

Second, the GIM model described has the benefit of providing a parsimonious model that 

identifies key drivers to gambling intention. Indeed, it has been argued that UTUAT with at 

least eight independent variables is rather chaotic (Bagozzi, 2007) and that it requires a 

significant number of variables (van Raaij & Schepers, 2008). Notwithstanding the 

parsimonious model proposed in this research, the results show that the maximum variance 

explained was not too high at 39.2% for UTUAT 2-G. This suggests that there are other 

antecedents that are not represented in the current model that need identification and 

investigation. One possible aspect that should be considered is size of potential win. There is 

evidence that suggests that size of potential winning can be an important driver to gambling 
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intention, especially for those who would gain relatively more compared to their disposable 

income (Kwang, 1965). This suggests that preferences for games with different pay out 

percentages may affect gambling intention (N. Turner & Horbay, 2004). In these 

circumstances, marketers would highlight the chances of considerable winnings while 

industry regulators would want to limit potential winnings as an important check on problem 

gambling. Two further variables that may impact online gambling intention may be corporate 

or brand reputation of an online casino and players’ willingness to take risks. Future research 

could include such constructs with a view to improving the predictive ability of the model. 

Third, the first order constructs used in UTAUT and its predecessors (TAM, etc.) have 

traditionally been modelled reflectively (Chan et al., 2010; Venkatesh et al., 2003, 2012; 

Zhou et al., 2010). However, the definitions of performance expectancy and effort 

expectancy suggest that they could be modelled formatively (Chin, 1998; Gefen, Straub, & 

Boudreau, 2000; Sánchez-Franco, 2006). Inclusion of formative forms for these constructs 

could further help improve the predictive ability of the model. 

Fourth, in measuring perceived fairness and social norms that have been conceptualised as 

reflective-reflective higher-order constructs, this research has followed the recommendations 

in Hair et al. (2014) who suggest reusing the measures of lower-order constructs in the 

higher-order construct as repeated indicators. However, other researchers point out that 

reflective-reflective higher-order constructs are not ideal and should be avoided (Finn & 

Wang, 2014). This research recognizes the challenges that use of such constructs presents and 

has opted to use them in a tradeoff between theoretical relevance and possible measurement 

complications. Future research may consider using unidimensional versions for both 

perceived fairness and social norms in any replication. 

Finally, the data was primarily collected across customers from four North European 

countries, namely: UK, Finland, Sweden and the Netherlands. While, there may be some 

possibility that cultural differences may have impacted respondents’ evaluation of the 

constructs presented, the countries involved are culturally sufficiently close so as to mitigate 

concerns about issues of equivalence. 
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