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A Word from the Sponsor
Always in the vanguard of the eGaming sector, this year’s KPMG Isle of Man eGaming Summit was launched 
with the rallying cry of “Raising Standards Together”. It is a theme that is perfectly suited to the forum which 
brings together regulators, operators, jurisdictional representatives, service providers and other business 
partners to share current thinking, best practice and leading-edge developments across the industry.

Beginning with a focus on the Isle of Man’s new Digital Agency and the opportunities for business right on our doorstep,
delegates benefitted from a day of wide-ranging debate that covered new regulatory approaches, an update on the
industry’s response to increasing diversity, some fascinating insights into how innovation can improve the customer
experience and thoughts on how the industry can become more customer centric while providing adequate and 
appropriate customer protection. We were also brought up to speed on market developments and key issues facing 
the sector in the near future.

At Continent 8 Technologies, we are no stranger to the collaborative approach in our mission to be the leading global 
service provider specialising in high availability, real-time transactional services to regulated markets. For over 20 years 
we have been partnering with the world’s best carriers and telecoms companies to provide outstanding managed hosting,
connectivity, cloud and security services, now available at 30 well connected locations around the globe.

All this has been achieved from our headquarters on the Isle of Man, a jurisdiction which naturally compliments our
relentless pursuit of service excellence and innovation. Indeed, we were delighted to have this success recognised 
just recently in the 2018 Isle of Man Awards for Excellence where we were named International Business of the Year.

Continent 8 Technologies has always been a proud ambassador for the Isle of Man and a keen supporter of ensuring 
digital businesses operate at the top of their game. It gives us great pleasure to present this report, which will be essential
reading for anyone operating in the eGaming industry, and we hope to welcome you at the next Isle of Man eSummit on
3rd October 2019.

Michael Tobin 
CEO & Co-founder, Continent 8 Technologies

Kindly sponsored by



4

As Chief Minister I have the privilege of leading our
Government, which supports a wide range of exciting
and dynamic industries. None more so than our
eGaming sector. I have first-hand experience of 
your industry from my time as political member 
with responsibility for eGaming back towards the 
tail-end of 2013 and into 2014.

So, it is consequently my pleasure to welcome each and every
one of you from around the world to this Summit today, where
you will find a programme filled with insightful and topical
panel discussions set to challenge, inspire and educate.

I am also delighted to see the Summit return to its historic
roots at the new Mount Murray.

As Chief Minister, I had the pleasure in announcing last week
another significant year of growth in our economy, with GDP
growing in real terms by 7.4% for the period 2016-2017.

We are obviously extremely proud of this and of our eGaming
sector, which is now the largest sector in the Isle of Man,
making up 28% of our economy when combined with ICT. 
The sector was a strong contributor to our growth, increasing
by 15% year-on-year.

This year’s Summit theme, “Raising Standards Together”, is a
clear pointer to the professionalism of the sector here in the
Isle of Man and our shared commitment to quality and service,
and the preservation of our solid international reputation.

Events like this, where industry innovators, Government
representatives and business leaders are all brought together,
help us to recognise the real challenges and opportunities 
we face both as an Island and as a centre of excellence for
eGaming.

In terms of raising standards, the Isle of Man chose to be 
a jurisdiction insisting on 100% player fund protection and
consequently no player has ever unlawfully lost money to 
an Isle of Man licensee.

The Isle of Man chose to be one of the first jurisdictions to
insist on applying the same rigorous KYC and AML standards
that apply to financial services to gaming and, in recent times,

to other digital innovations such as digital currency and 
Initial Coin Offerings. We are continuing to raise the standards 
in these areas, attracting quality businesses from around 
the world.

We were also the first jurisdiction in the world to create
legislation for virtual items to be used in online gaming and 
we were the first jurisdiction in the world to support the 
launch of a blockchain-based lottery.

Consequently we now have 36 Gaming licensees, but critically
important is the whole eco-system of ancillary businesses
here that contribute to almost one third of the economy and
there is no sign of this growth slowing, based on these high
standards we adopt. 

These high standards and the extensive ecosystem includes
six world-class datacentres connected to five subsea fibre
optic cables, and extensive and highly reliable power options.
And that is before we launch our new five year telecoms
strategy in October this year that seeks to bring fibre to the
premises across the whole Island.

These high standards, coupled with a respected and
approachable Gaming regulator, and the right infrastructure 
and environment, allow us to be the jurisdiction of choice 
for eGaming and ancillary digital services.

KPMG eGaming  
Summit 
Welcome Address 
The Hon. Howard Quayle MHK
Chief Minister, Isle of Man Government

“This year’s Summit theme, 
‘Raising Standards Together’, 
is a clear pointer to the 
professionalism of the sector
here in the Isle of Man and 
our shared commitment to 
quality and service, and the
preservation of our solid 
international reputation.”
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And we are attracting talent from around the world, with the
Isle of Man continuing to be the global headquarters of some
of the biggest brands in this space.

More generally speaking, we have taken real steps towards
digital inclusion and the promotion of digital connectivity. 
We introduced our Digital Strategy in 2015 and we work 
with partners to support digital inclusion projects set out in 
the five-year strategy. We also lead internationally in ensuring
that digital inclusion is high on the agenda for domestic 
leaders by chairing this work stream at the British 
Irish Council. 

As part of my reorganisation of the Department of Economic
Development, now the Department for Enterprise, we have
created four new executive agencies to help us identify and
deliver long-term sustainable economic growth, working 
with you at the coalface of the industry.

For our vitally important and fast-moving digital sectors, 
we have created a dedicated Digital Isle of Man Agency - 
a private/public partnership set to nurture real innovation 
and progress for our thriving digital sectors. With the 
creation of the new Digital Agency comes the opportunity 
to look at our strategies and the opportunities available 
to us as an Island.  

The Agency has already committed to reviewing its eGaming
strategy and will be providing a clear focus of activities for 
next year, with clearly defined and measurable outcomes.  
The aspiration is for an ambitious plan which will further
support the sector in maximising the opportunities available
and creating a compelling reason why the Isle Man should
continue to be a premier jurisdiction for eGaming business. 

And this work is already delivering: we have opened our
fabulous Eagle Lab, in partnership with Barclays and the
Chamber of Commerce, to help support existing business 
and entrepreneurs alike. It’s a real asset to our business
community and I do recommend a visit if you’ve not already
been there.

We know that employer demand for digital skills is growing,
with around 72% of employers stating that they would be
unwilling to interview candidates without basic IT skills. 
And by 2020, it is predicted that Europe will have a shortfall 
of 500,000 IT professionals. 

We have responded by expanding our computing curriculum
and supporting school initiatives such as Code Club and digital
leaders. We offer more IT courses at University College Isle 
of Man than ever before and we help our students become
career-ready by offering paid internships at local companies. 

We are working at the highest levels to ensure our Island 
has the digital skills in place to service such a dynamic and 
fast-moving industry, and will continue to support you on your
future journey.

Well-run events like these give investors and developers vital
information, networking opportunities and, ultimately, the
confidence to invest in our Island. I would like to congratulate
KPMG for putting together such a dynamic and forward-
thinking event for industry this year.

There are a number of topics of interest today and I wish 
you every success in your future enterprise. For those of you
visiting, I do hope you enjoy your time here on our fabulous
Island and one which I do genuinely believe is a special place 
to live and work.
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A Digital Destination 
for eGaming
Moderator: Lydia Barbara

Chair, Digital Isle of Man Executive 
Agency Board, Department for Enterprise

Panellists: 

Kostas Farris 
Chief Technology Officer, Quanta 

Magnus Grinneback
Chief Executive Officer, Mayfly Entertainment

Lisa Karran 
Chief Operating Officer, XELA Holdings

Matthew Robins 
Chief Compliance Officer, MuchBetter 

Tony Ure
Head of eGaming, Isle of Man Department for
Enterprise

Lyle Wraxall 
Chief Executive, Digital Isle of Man, 
Department for Enterprise

This first session provided an opportunity for Lydia Barbara, Chair of the Digital Agency Board for the Isle of Man
Department for Enterprise, to bring delegates up to date on the current licensing situation on the Isle of Man and 
to provide some context for the newly-launched Isle of Man Digital Agency and its focus in the next few years.
Panellists were then invited to reflect on why their businesses had chosen the Isle of Man as their digital home,
and what challenges and opportunities they thought lay ahead.
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Lydia Barbara began by updating delegates on the 
latest news from the Isle of Man Gambling Supervision
Commission (IoMGSC), provided by Gambling
Commissioner Steve Brennan who was away at 
the International Association of Gaming Regulators 
Annual Conference in Copenhagen. 

Looking first at the numbers, Lydia reported that the Isle 
of Man currently has 33 active and 3 pending licensees.
Thirteen licence applications had been processed in the
previous 12 months and seven had been returned, rescinded
or not renewed. There were a variety of reasons for 
those, she added, including mergers and acquisitions, 
and companies not getting the funding that they needed,
but overall the number of licences continues to grow.

New applications are predominantly from sports betting
companies targeting the Asian markets, although there 
has been an increase in eSports betting companies as 
well as digital currencies for gaming. Current challenges 
for the regulator include having the necessary statutory
source of funds/wealth checks on crypto-funded or 
ICO-funded enterprises. 

This is exacerbated by the limited supply of blockchain
experts, something Lydia said the Digital Agency was 
also noticing. 

From a regulatory review perspective, the IoMGSC is
revising the Anti Money Laundering and Countering 
the Financing of Terrorism Code to bring it into line with
Moneyval recommendations. It is also looking at the fixed
odds betting terminals regulations, with a view to seeing if
the Isle of Man has issues similar to those identified in the
UK that need addressing. The IoMGSC is also undertaking a

review of the need for licensed game suppliers and, in 
the longer term, it is considering bringing all the overall
gambling legislation that is currently spread across six
primary pieces of legislation into one consolidated and
robust Act. 

Moving on to the Digital Agency, Lydia explained its scope of
work was divided into four pillars: eGaming, infrastructure,
media and innovative tech. These are subject to change, she
added, saying “This is an ever-shifting landscape and we will
have to adapt to keep up.” 

Reiterating the Chief Minister’s observation that this 
sector represents well over a quarter of the current GDP 
of the Island, Lydia said the Digital Agency Board was a
public/private partnership with industry and already 
had a number of active projects in place.

Opening up the panel discussion, Lydia then asked if each 
of the panellists would explain why they had chosen to live
and work in the Isle of Man.

Magnus Grinneback: I am a completely new arrival to the
Island. I arrived on 1 May, which was good timing with the
best summer since the last wave of Scandivanian invaders! 
I work for MayFly Entertainment, which is a spin-off from
BetVictor and we set up the company here on the Island in
2015. We are primarily using this company to work towards
Far Eastern markets, mostly sports betting but also casino
and a little bit of lottery as well.

Tony Ure: I’m the head of eGaming for the Department of
Enterprise, part of the Digital Agency. I’ve been here nearly
a year. I arrived here last year just in time for the winter
storms and was told if you survive the winter, you’ll love 
the summer and stay!
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Kostas Farris: I have been in the gaming industry for nearly
30 years and I am CEO and Director of Quanta which was
founded and established in the Island in 2015. We are a
blockchain-centric company, we have a blockchain end-to-
end based eGaming platform and we are licensed by the
IoMGSC. We can claim that we are a world-first licensed
blockchain operator and, from the Island, we are willing to
offer our products worldwide where this is legitimate and
where we will have the right customers. 

Lisa Karran: I’m born and bred Manx. I started working 
in the gaming industry for the Isle of Man Government
Development Agency and after four years I moved on to
work with an Asian Gaming company which goes under the
umbrella of XELA. We’re involved in B2C and B2B gaming
and have five Isle of Man licensed entities, two in the UK.
We also have a software company and are involved in 
quite a few different strands of the industry. 

Matthew Robins: I have been on the Island for 11 years 
and have been working at MuchBetter since its launch in
2017. MuchBetter is an app specifically designed for gaming
operators helping them to reduce fraud and have a much
better fee structure. Prior to that I spent the best part of
nine years working at PokerStars. Quite a few of the senior
management team are ex-gaming and payments staff, which
we think is a very useful and unique combined experience
for the product.

Lyle Wraxall: I’m the CEO of the newly-formed Digital
Agency and came to the Island back in May. I was previously
a management consultant in New York and moved myself
and my family over for this role which is a great opportunity.
So I have spent the last three months getting to know the
Island and shaping the new agency.

Lydia Barbara:Thank you everyone. If you could briefly
describe why specifically you have chosen the Isle of 
Man as either your business destination or your personal
destination, depending on your circumstances. 

Lyle Wraxall: Predominantly I came to the Isle of Man
because my wife was brought up over here and we are at
that time of our life where you have kids and you feel it’s 
the time to come back to the Island. It probably took a little
bit more than just that to convince me to come. I started
looking around for different opportunities on the Island and
the opportunity to take CEO of the Digital Agency came up.
That captured my imagination: the ability to shape a nation’s
digital strategy and drive a digital economy was something
that was very attractive to me. I saw it as a challenge, 
I saw it as an incredible opportunity and I was very keen 
to do that. 

Matthew Robins: I came over for an opportunity with
PokerStars 11 years ago. But in terms of MuchBetter being
established here, many of the executive team had already
relocated for gaming or payments careers. Many of them
had been here for over 10 years; their children are here, 
they enjoy it and they’ve built a lot of relationships both in
business and personally, which is essential for a new start
up. I think that network is one of the reasons why the 
company wanted to build its HQ on the Isle of Man.

Lisa Karran: I wasn’t part of the decision-making process for
my business to locate here, but I joined the company to help
them establish on the Island. That was seven years ago and
I think the main reasons they were interested in setting up
here, and having an Isle of Man licence specifically, was
because the environment was very welcoming for Asian
business. As a predominantly Asian business we could
already see large brand names based here and there was 
a regulatory framework that could actually work and a
supportive regulator that was open to discussion. 

Kostas Farris: We all know that the Isle of Man is a business- 
friendly place. I would also say that the Isle of Man is an
innovation-friendly place. As a blockchain operator, Quanta 
is really innovative and when it was looking for a place 
to do legitimate business, the local GSC was very bold 
to look at Quanta’s case and willing, without making any
compromises regarding integrity and consumer protection,
to make the right adjustments for Quanta as a blockchain
operator and also for other blockchain operators to do
legitimate business on the Island. So I think that one 
of the major reasons is this place is business-friendly 
but also innovation-friendly. 

Tony Ure: Having been in the industry for 20 years in 
land-based casinos and 15 years in online gaming in
Gibraltar, I moved back to the UK for family reasons. 
I saw the job advertised for the Head of eGaming for the 
Isle of Man Government and it gave me an opportunity 
to engage with the eGaming community again. I have
worked with Governments in the past, and it looked like 
a good opportunity to help try and generate a gaming 
ecosystem. Not sitting on the M25 for three hours 
every day appealed to me as well!

Magnus Grinneback:Together with my colleagues, we
looked at a number of places where we could place the
business. This included all the common jurisdictions you 
can think of but, on balance, what we needed was access 
to banks that wanted to have our business; that was very
important. We needed access to a regulator that understood
what we are doing. We needed a digital infrastructure that
works, and costs that were acceptable. Add all these bits
and pieces together and we saw that the Isle of Man was
the better choice for us. But there was also one final thing
that mattered enormously and especially for businesses that
are Asian focused. Many Asian-focused businesses have
been in Manila: there is a lot of turbulence there that is
completely prohibitive, certainly for us, and probably for
others too. So, the ecosystem that was established here 
by people who came before us, combined with the stability,
made it a fairly easy choice. The stability is absolutely
important so we know what we have to deal with. Overall 
it has worked out very well and that was our decision-
making process, a balance of all parts.

“I think Brexit is going to 
affect the Island massively 
because we can’t get away
from the fact that we are 
tied to the UK.”
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Lydia Barbara:What, in your minds, are the different
components of a good ecosystem that will allow your
business to flourish?

Magnus Grinneback: Another thing that is incredibly
important, and something that we probably did not take into
account when we took the decision to move the business
here, are the softer aspects. When you move staff over here
they need to be able to enjoy their lifestyle, they need to be
able to go out to nice restaurants, they need to have their
kids in school and so on, and this is something we did not
particularly evaluate. I like what I have seen but that is
something that can develop even more; it’s a strong thing
that makes your staff stay here. 

Tony Ure: As Magnus was saying, there are a lot of other
ancillary parts to an ecosystem, apart from just the gaming
companies themselves. There are the core structures and
infrastructure: telecoms, data centres, CSPs. Also, for the
people coming here, especially the 25-30 year olds that we
are trying to attract, you need to have restaurants, bars,
places they can go, places to live and the extra-curricular
activities that we have here on the Island, like the sports.

Kostas Farris:Talking about the ecosystem - and my
background is computer science, not social psychology - 
I think that people do great when they feel great about
themselves. I think there is great potential and opportunity
for the Isle of Man to be a blessed nation where its citizens
feel great. 

Lisa Karran: I would add the ability to keep up with change
is important too. It is a dynamic industry with evolving
regulation in other gaming jurisdictions and the wider world,
and it’s important for the Island to be able to move with that.
To adapt to what the industry needs and be aware where
the commercial opportunities are. I think we do a good job
of that: I don’t want to creep to the regulator too much but 
I think the ability to go into the room and have a
conversation is really valuable.

Matthew Robins: As the Chief Minister mentioned earlier,
the commitment to education in the schools for these kinds
of industries is really important; to get a talent pool on the
Island is essential for businesses to continue to grow. Also
there is the diverse culture and language skills available on
the Island which are very useful for companies that have
international footprints.

I’m not sure that I should mention the transport, but fog at
the airport sometimes seems to be a problem. Especially 
for a start-up. We had some real issues in building initial
relationships with companies purely because we couldn’t
get off the Island to meet them on certain days. That was
really annoying but obviously something that we can’t 
really manage. 

Lyle Wraxall: I agree with most of what has been said. 
We need opportunity, we need agility, and I think that is
something that we can all focus on. Part of the USP of the
Isle of Man has got to be the ability to get things done
quickly and be agile to the changing environment and
business needs around us. So that’s absolutely key.

Everyone will recognise that we also need skilled workers 
to employ so trying to improve that as well is going to be
incredibly important. You also need to be able to offer people
some diversity in their career; they don’t want to necessarily
be tied to just one company. We’re past the point now

where people are in a job for life. So how do we make sure
that we have a diverse enough ecosystem that will support
an interesting career through different kinds of industries?
That’s something we need to look at as well.

Lydia Barbara:Moving to possibly the most difficult
question for the panel: what do you consider to be the
biggest challenge currently facing the Isle of Man and how
would you reshape that into an opportunity? 

Lyle Wraxall: One of the big challenges I had, when I was
looking at the Isle of Man, is that I didn’t see a great deal of
positive messaging from where I was. I’ve seen positive
messaging since. Being here now, I can see there is a huge
amount for us to shout about and be proud about. But we
do need to package that up and message that back out to
the rest of the world. We need to explain why the Isle of
Man is such a great place to do business, why it is such a
great place to live. There is an opportunity to do that more
effectively going forward so when people talk about the 
Isle of Man they know what it is, who we are and that 
it’s a great technical hub of innovation as well.

Matthew Robins: Playing devil’s advocate a little bit,
probably one of the challenges is a lack of global footprint
and attractiveness for certain industries. Looking at the
payments side of it, there are a lot of new start-ups in the
payments space: fintechs and regtech companies, you’ve
probably heard all these buzzwords.

Fintechs are being attracted to places like Lithuania,
especially with the Brexit scare that is going on at the
moment. So, for example, Lithuania gave out something 
like 35 licences to new fintech companies in the last year.
From what I can understand on the FSA’s report we’ve 
only got five of these equivalent licencees at the moment.

Also last week, a global finance sectors report was 
issued showing the Isle of Man had fallen 28 places. It 
is now ranked 85 out of a 100 attractive finance centres.
Lithuania is not even in the 100 and it is issuing licences 
so I feel there is an opportunity there especially with Brexit.

The UK FCA is warning people who have UK licences they
may want to start thinking about getting one in Europe
because you may lose the ability to offer your services
through to Europe. Maybe there is an opportunity for the
IoMFSA, the IoMGSC and the Isle of Man Government 
to start exploring if there is an opportunity where we can
fast-track licences and work across Europe in a different
way. Perhaps take a little bit of that business from the 
UK and put it on the Isle of Man.

Lisa Karran: I think the Island suffers a little bit from what
other jurisdictions are doing. Obviously it is very closely
linked to the UK and we will never be able to get away from
that but the gaming industry is affected by what other
jurisdictions are doing in terms of their licencing model.

That fits with what I said earlier about needing the ability to
keep up with change and to keep meeting the requirements
of the industry. I think Brexit is going to affect the Island
massively because we can’t get away from the fact that we
are tied to the UK. In the future we will have to be more tied
to the UK because we won’t have Protocol 3 anymore under
the European Union Treaty. We will have to ride off the back
of what the UK is negotiating. We don’t really have a choice
in that. That might bring other opportunities. For example,
there won’t be the same pressure put on the UK for VAT.
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They may choose to adjust the VAT and that might benefit 
us as well but in that sense we are not really going to be
masters of our own destiny.

Kostas Farris: I’ve been on the Island for nearly one year
now and I can say that the Isle of Man is a five-star business
destination with five-star services. In other words, this
means that the companies and their service providers are 
of high standard and high quality, and are priced accordingly
i.e. high prices. Being a businesss destination of five stars 
is very good, but there could be challenges from some
jurisdictions that provide four-star business destinations with
four-star services. I would never say that the Island should
downgrade to be four stars but the challenge - and the
opportunity for the Island - is to stay as a five-star business
destination but providing six-star services.  

Tony Ure:We are in a very fast-evolving environment with 
our competitors and we have some things that are holding
us back, such as being linked to the UK and immigration
restrictions, where sometimes we are not competitive
enough. There are opportunities coming out of Brexit that
will allow us to address some of these issues, but we don’t
sell ourselves as well as some of our competitors, even
though we have a considerably stronger offering. One of the
biggest surprises I had was how much interaction there was
between the gaming sector and the Government. There is a
strong approach from the regulator and the regulations are
reviewed to keep them in line or ahead of our competitors.
That interaction with the community is one of the biggest
things about the Isle of Man for me. 

Magnus Grinneback: One of the challenges, from the
perspective of relocating a business that is primarily Asian-
facing, is to move staff over from our offices in Asia. Moving
staff over to the Island who are EU citizens is not a problem
at all, it is very easy and the Island is well set up for that.

The challenges come more when you have citizens that
come from nations in Asia. It’s not impossible, it can be
done, but it is very lengthy and requires interactions with 
a lot of agencies. There is an opportunity to attract more
businesses from the Far East with a more efficient
immigration system for these citizens. Perhaps by 
offering one-year visas fairly quickly for people who 
want to come over and then taking it further from there. 

Lisa Karran: There is possibly more flexibility in the
immigration system than we actually take advantage 
of. My understanding is that we don’t have to follow the 
UK system exactly and maybe we need to leverage that.  

Lydia Barbara: Immigration is an interesting topic that 
has come up several times over the last few weeks. Just
recently there was a public debate that was very well
attended and run by the Isle of Man Business Network on
whether we should lift all restrictions on work permits and
immigration. The room was surprisingly split 50:50 in terms
of keeping things slow and steady or lifting all regulations.
This is an area where there can be further conversations; 
it’s an area of potential opportunity, especially as we see the
population starting to decline as shown in the last census. 

The changing perception of Brexit as being something that
hits us, and that we have to roll with, to something that
provides opportunities for us to have good conversations
with people who we wouldn’t ordinarily is really important.
We need to see Brexit as something that provides us with
opportunity rather than something that will impact us, 
which is what it feels like today. 

What can we in Government do as a quick win in the next
12 months that you think will have a tangible and sizable
impact on the Isle of Man, especially pertaining to it being 
a business destination?

Lisa Karran: I’d plan to discuss immigration. There are not a
lot of obvious quick wins and easier immigration could help
us a great deal. The Brexit issue, of course, creates more of
a level playing field because there won’t be any such thing
as EU or non-EU and so everybody will be on the same
platform. Perhaps we can look at the immigration system 
to bring the skill sets to the Island that the UK wouldn’t be
interested in. I’m afraid I don’t have any other golden bullets.

Lyle Wraxall: One of my first questions was about where
the quick wins are in the digital sector and the wins weren’t
as forthcoming as I thought they would be. That’s not to say
they are not there: there is obviously a huge amount of
opportunity and it’s quite a struggle to decide what we
should prioritise and what we shouldn’t.  

We have covered a few things in our conversation today and
we need to have a strong sense of ambition about where
we want to go.  We are a small jurisdiction, but we have,
especially in eGaming, a solid reputation. We’ve got a good
ecosystem here already but we also have great opportunity
to improve upon that, diversify across to other digital
elements and that’s got to be our focus.

Having a very clear message around why the Isle of Man is
the premier jurisdiction for eGaming is key as well. We have
a good message and it can be reshaped and made stronger
so we can work together on that. It is the job of the digital
agency to form stronger partnerships with eGaming
business and make sure we are collaborating with 
them day in and day out too.
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Matthew Robins: I don’t think there are many quick 
wins, but it is interesting some of the things Tony and 
other people are saying about the close proximity of the
regulators, and how easy they are to talk with. Yet it doesn’t
seem to be that joined up in Government on the Island and
with other industries in the Island.

For example, people in the eGaming industry will know how
difficult it is to get banking arrangements for their own funds
and their clients’ funds. When you’re asked what’s the main
part of your business – gaming – it’s classed as too high 
risk. So, suddenly, even though we had a financial services
licence, we were struggling to get insurance, we were
struggling to get banking arrangements. That is something
the Island can really help with. It’s promoting crypto, its
promoting gaming. Getting everyone to talk together and
increase access to services would be very useful. 

In the UK, the FCA has created an innovation hub which
looks to grow and nurture new businesses with new ideas.
They have international agreements with various countries
such as Hong Kong, Singapore and Australia. If you meet
their criteria for innovation, they will link you up with the
regulators in other countries who will also benefit from your
innovation. They will fast-track and work with the companies
to help them obtain licences and allow you to provide your
services there, almost like a rubber stamping. So those are
things that can be looked at by the Isle of Man Government
to help businesses remain on the Island but be able to 
grow internationally. 

Kostas Farris: One area for a quick win is for the Isle of 
Man to be more dynamic in the blockchain industry. I travel 
a lot talking about how we can share and implement real
business applications utilising blockchain technologies. Early
in November there will be a big blockchain event in Malta.
Malta is a competitor jurisdiction for the Isle of Man. In the
Isle of Man there is no planned blockchain event. There is 
a huge dynamic around blockchain and huge momentum
about a blockchain breakthrough to the eGaming sector next
year, which as we have heard represents a high percentage
of the local economy. So my specific proposition is to
become more dynamic and bolder in the blockchain area.

Lydia Barbara: Blockchain is something that falls within 
the remit of the Digital Agency and we do have a group of
people looking right now at what needs to happen. We have
allowed ourselves to slip behind the competition: I think
most jurisdictions have, to be fair; Malta is moving very
quickly in this area. But it is something that has come under
a great deal of scrutiny within the Digital Agency. I agree this
is something we can, and should, move forward on quickly.

Tony Ure: Skills seem to be one of the biggest challenges
we have on the Island. That’s linked to immigration but also
how we fill big gaps, inconsistent gaps, for the next three or
four years while customising courses at University College
Isle of Man and schools to fulfil the ICT requirements. 
We need to address how we get more people into the
Island from other areas and focus on where we bring 
these people from. 

Magnus Grinneback: Immigration is, for me, the quickest
win. If there is a way to implement a fast-track system, that
would mean I could relocate people much more quickly.
Small things could be done around acceptance on test
certificates from other jurisdictions. At the moment there
are specific standards for live casino here on the Isle of Man
that are not the same as the UK and others. That creates a

bit of hassle. It’s not a massive problem but it is something
that could be improved easily.

Lydia Barbara: Finally, tell me what is one thing that you
unexpectedly love about the Isle of Man?

Magnus Grinneback: I’ve been genuinely impressed by the
community spirit on the Island. It is incredible. You can see
that if you take part in the events that happen here and it is an
island of absolutely crazy events. TT is obviously one example;
who would think of such a crazy race today? Then you have
the Parish Walk which is absolutely nuts. Who wants to walk
84 miles? But it is a fantastic event. My wife and I participated
and absolutely loved it. You see people out and about handing
out food to strangers, letting them into their homes to use 
the bathroom, cheering them on – it’s fantastic. 

Tony Ure: As Magnus has said, it is the community spirit. 
I was in Gibraltar for 15 years and thought there was a good
gaming community there but when I came here I didn’t
realise how much bigger it was and how spread out 
it was. There is also a lot of trust. Everybody talks to each
other and they trust you because you are on the Island. 

Kostas Farris: Let me answer with an example paradigm.
We have all experienced the big brands of hotels or resorts
which provide high standards of hotel services. Most of us
will have experienced boutique hotels who provide a high
quality of hosting experience. In my view, from the little
time I have lived in the Island, it is like a boutique jurisdiction
with hosting and high quality services.

Lisa Karran: I am somewhat skewed as a Manxie but 
I love hearing all the great things about the Island from
people who have moved here. You see it through different
eyes. Some of the people who are the best supporters of
the Isle of Man are people who have moved here. That’s a
great thing and really nice to experience as a Manx person.

Matthew Robins: Something unexpected but that I do love
is that everybody knows where I went for dinner last night
or what I did on the weekend because my wife seems to be
friends with everybody on Facebook from the Isle of Man.
That was quite unexpected for me. But, more seriously, the
cleanliness and the safety aspects are amazing. Coming
from the valleys in South Wales, this is a refreshing change.

Lyle Wraxall: I was going to echo the people as well but 
I don’t think it was any surprise that the people on the Isle
of Man are friendlier than the people in New York! What I
would say, as I discovered on my first weekend here, is just
how many more quality endeavours you can fit into one
weekend with a family than you could in a larger city. So
going to the beach, going for walks in the woods, doing
some shopping or whatever it may be - I can probably fit
more activities into a weekend here than I could a month 
in New York. That’s great for quality of life.

Lydia Barbara: Thank you. I think all of these are really
valuable things that we can start talking about a little more
vocally and in a more cohesive manner to the outside world.
Because it really is a special place to live and work, as you
have just explained.

“In the UK, the FCA has 
created an innovation hub which
looks to grow and nurture new
businesses with new ideas.”
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Raising Standards
Together 
Chris Rogers

Senior Manager, UK Gambling Commission

As Senior Manager of Insight at the UK Gambling Commission (UKGC), Chris Rogers manages a multi-disciplinary
team with responsibility for market, consumer and regulatory insight to help deliver a gambling market that is
fairer and safer for consumers. Here Mr Rogers laid out the regulator’s view on what needs to change in the
gambling industry and the UKGC’s own role in helping to raise standards together.

First of all I’d like to thank KPMG and the sponsors of
this event for the invitation to speak to you here today
on what is clearly a very important subject. 

The reason it’s me presenting here today is very 
much in keeping with the title of this slot: Raising 
Standards Together. 

I’m here because I will be one of the key contacts 
working from the Commission that many operators –
and their staff and those who work with operators – will
work together with as we try to raise standards in the
gambling industry. 

Others at the Commission have set the scene in terms 
of our direction of travel. You will have seen and heard
Chief Executive Neil McArthur’s message about how we
will continue to challenge and support industry to work
with each other for the greater good of protecting 
consumers. About how compliance and enforcement
isn’t going to give us the levels of innovation and 
creativity that we need to meet the challenges we 
face. And furthermore about how we, as the regulator,
can enforce our way to minimum standards, but that 
we need the industry to step up in order to innovate 
to reduce the risk of harm to consumers.

So looking for an answer in the same place as 
before, with the same people as before and in the 
same way as before isn’t really going to move the 
debate on and is going to give you nothing more than
the same answer that you have had time and time again.
This is the main thrust of what I’m going to say to 
you here today. 

In this speech I’ll start to pick up some of those themes
and will explore in a little bit more depth some of the
things which are emerging and, importantly, some of 
the things we think can be done by all stakeholders, 
including people in the room here today as well as 
the Gambling Commission. 

But before I start, as I am a statistician by background, 
I have to circle back to one of the ways success in this
area will inevitably be judged. That is in terms of the
problem gambling statistics.  

I’m sure everyone will have seen our recent publication,
the combined 2016 Health Survey. We published it 
earlier this month and yet again it showed a ‘statistically
stable’ problem gambling rate for Great Britain at a 
population level. 
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I’ve included some of the headlines on the slide, especially
the infographic which shows the increased likelihood of
finding problem gamblers in consumers engaged in seven 
or more gambling activities. This is an important point
because we have seen time and time again through the
Health Surveys that increased engagement can be a
potential indicator for problem gambling and therefore
gambling-related harm. 

Of course it is never right to reduce such a complex issue 
to a single number or a single metric, but for now it is still
the best measure we have in our armoury – and of course
it’s the one which attracts the largest number of column
inches and a fair number of parliamentary questions. 

Although, to be fair, that may be about to change with 
the recent work undertaken on the taxonomy for gambling-
related harm. With this, it seems we are finally in the
foothills of addressing a hugely complex and rather 
emotive subject. 

Our research suggests that in Britain there are
approximately 340,000 adults classified as problem
gamblers, plus a further 1.75 million at risk. That’s 0.7% 
and 3.5% of the adult population respectively. 

On first reading this may compare favourably with the 2015
figures. Let’s remind ourselves of those – 0.8% problem
gambling, around 430,000 adults, and 3.9% at-risk, which 
is almost 2 million adults. 

On the face of it that’s arguably a good news story. I don’t
think that is necessarily the case. What it does mean is that
we are 95% confident that the number of problem gamblers
is between 250,000 and 460,000. As compared to being
95% confident in 2015 that the actual figure was between
300,000 and 560,000.  

What’s the real story here? The real story is that we have
not seen a significant and sustained decline in the rate of
problem gambling. And that’s the thing that we, and I’m
sure everyone else, are really looking for. 

Plus the simple fact remains that somewhere in excess of
two million adults are either problem gamblers or at risk of
developing a problem. I’m sure we’d all agree that is a fairly
significant number. 

To that end, our message hasn’t changed fundamentally
throughout the period of this statistical stability. So let’s 
pick that concept apart shall we? Let’s think briefly about
what statistical stability means. 

“Our research suggests that in
Britain there are approximately
340,000 adults classified as 
problem gamblers, plus a 
further 1.75 million at risk. 
That’s 0.7% and 3.5% of the 
adult population respectively.”

“What’s the real story here? 
The real story is that we have not
seen a significant and sustained
decline in the rate of problem
gambling. And that’s the thing
that we, and I’m sure everyone
else, are really looking for.”



14

The chart shows the problem gambling rates since 2009
across various survey vehicles and nationally representative
for different parts of Great Britain. The thick blue line shows
the headline problem gambling rate. But what I’ve done,
since 2012, is overlay the upper and lower confidence
intervals in red for each of the health survey results in that
time. These are shown immediately above and below that
headline problem gambling rate.

We are, of course, 95% confident that the rates are
between these red bands for each of the years. And it’s
perfectly possible, within those 95% confidence levels, that
the actual numbers plotted between these red boundaries
since 2012 may have a different direction or plot a different
course to the ‘best guess’ shown here in blue. 

But it’s important to reiterate that the Health Surveys, 
the main vehicle since 2012, are not longitudinal studies. 
So statistical stability in the overall number of problem
gamblers does not of course imply a) that it’s the same
people counted each time, or b) that it’s a steady state 
for those who show up in annual or biennial problem
gambling numbers. 

We are seeing evidence that individuals can move into 
and out of the problem gambling scoring thresholds for 
a number of reasons – not least time-sensitive in terms 
of changes in their individual circumstances. 

Rather depressingly, despite this, a number of voices 
have suggested that a statistically stable rate of problem
gambling is a sign of success, or a good news story for the
industry. We at the Gambling Commission, and I’m sure
others, do not share that view. 

In addition, while we have experienced significant growth 
in this sector, there has not been a coincident explosion in
the number of problem gamblers. A number of voices have
pointed to this and claimed it is a sign of success. We at 
the Gambling Commission do not share that view. 

There is also a view out there that we have reached a floor
in the number of problem gamblers, essentially saying that,
whatever you do, you will not be able to reduce that floor 
in a meaningful way. In effect, a suggestion that there is 
a lower threshold that we should tolerate. We, and I am 
sure others, do not share that view and will not limit our
ambitions to simply maintaining the current rates of 
problem gambling. 

As I have said, we have not yet seen a significant and
sustained decline in the rate of problem gambling, but 
we think that one of the key ways that this can be achieved
is through collaboration and innovation, both those within
and without the sector. 

We must shift the debate, we must start thinking differently
and approaching problems with a very different mind set. 

So, with this in mind, I’ll turn to one example of an area for
which we are beginning to shift that debate. That area is one
which is very important from a safer gambling perspective,
it’s that of customer interaction.

Later this month we’ll be holding the first of our targeted 
co-creation workshops and I look forward to seeing 

“We are seeing evidence that 
individuals can move into and
out of the problem gambling
scoring thresholds for a number
of reasons – not least time- 
sensitive in terms of changes in
their individual circumstances.”
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some operator Responsible Gambling Managers and some
operator Customer Insight Managers there on the day 
with us. In this case we are looking at two related but
actually very different strands on the topic.  

One strand is focussed on the use of data to make sure 
that interactions are done at the right time. In layman’s
terms, making sure the machine is correctly calibrated to 
go ‘ping’ when it should. 

The other strand will focus on making sure the interactions
themselves are effective; looking at what works in terms 
of communications, channels, tone, message, segmentation
etc. In layman’s terms, that might be categorised as 
what happens immediately after the machine has 
gone ‘ping’. 

I have been working with a number of invitees from
operators to help shape the programme. One thing which
has struck me particularly over the last few weeks and
months is the reticence still shown by some operators to
share their work or thinking in this area, not just with the
operator but with their peers.

We are all aware of the publicly-funded research on this
topic. There’s been some work from Parke & Parke last year
“Revealing Reality”, the ongoing work with the Behavioural
Insights Team, the PwC research and even before that the
Featurespace research on machines patterns of play data. 
All of which is publicly available and I, for one, was surprised
that was the sort of thing that was being played back to 
me verbatim when I asked for shared thoughts on this.

Separately, we have published our own note on customer
interaction best practice. The Remote Gambling Association
(RGA) has also made available guidance in this space. 

But what we are really looking for from this, in terms of
shifting the debate, in terms of changing the mind-set, is to
find out from operators which parts of this research work 
for them and how they have tried to embed them in their
business. And, perhaps more importantly, what doesn’t
work for them – bits which they have tried, failed and 
moved on from those pieces of research directly. 

But it doesn’t just end there, looking at the commissioned
research funded through GambleAware and others. We 
are also looking for examples from where operators have
undertaken their own consumer testing into what works.
This can, should and must be driven from what operators
know about their customers, aligned to other insights on
them their businesses has.

For example, operators may find they have poor read or
click-through rates in terms of customer interaction emails.
Now the challenge for operators here is that you wouldn’t
simply accept that from a marketing point of view and there
will be a whole bunch of disciplines that you would bring to
bear in that sphere. So the questions from us are what did
you try and how do you know whether it actually made a
difference or not? 

Whether that be segmentation to drive the accuracy or
relevance of messaging, or trials with communications
channels and trials with message timing.  

To their credit, there are some operators who have
embraced this opportunity and shared a large volume of
their thinking on this topic ahead of the workshop. I hope
that will mean that the workshop will be a success and 
I commend them for doing this. But, actually, I am sad to 
say that others have not yet seized that chance in a
meaningful way.       
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We’re aware that there are the green shoots of other
activities happening in this space – but this marks an
important departure for us in that it will be the first time
that consumers, the regulator and operators are being
brought together in an expertly and independently
facilitated way.

This will help us to have an honest debate, to share
expertise, to challenge established thinking and produce 
a public facing write-up of the outputs for everyone to
see and hopefully build on some research on this in 
the future.

As part of this we have taken two deliberate and very
important decisions. Firstly to put consumers in the
room on an equal footing to operators and the regulator,
and we’ve been doing some background recruitment of
some 12-14 consumers to do this. Probably equally
important from the regulator’s point of view is that we
will take part on an equal footing as well so we’ll be
there as a participant, not as the regulator saying how
the day should be driven. 

So we anticipate these decisions will maximise the
chances of success but don’t just take my word for it,
because part of the process is a built-in evaluation of 
our activities. I think it is important to say that, here, 
we are holding ourselves to the same standards that 
we expect from others in terms of trial, evaluate, learn
and, perhaps, most importantly and sometimes most
painfully to share. 

And if it works, or parts of it work, you can expect to see
something similar in future on other topics. If it doesn’t 
quite work as we’d hope, we will see what parts may
have worked and we’ll seek to use and replicate them 
in future. 

This brings me nicely to the topic of evaluation. Earlier 
I mentioned there were some ‘green shoot’ activities
happening in parallel run by other stakeholders.

I can list a number of actions that stakeholders are
undertaking, some of which on the face of it look to 
be quite promising, and that’s a good news story. But
what I’m finding more difficult to find evidence of at the
moment is where robust evaluation is underpinning how
they measure their impact. 

From an operator’s perspective, this is everyone’s
golden chance to give to us, the regulator, the evidence
of success. To give us something to share and to give 
us some good news stories that we can share from 
the sector. 

Where you do have a breakthrough, where you find
something that will help to make gambling safer, share
it with us, and importantly with your peers too. Because
if it works, trust me, we will want others to adopt it and

will look at the best ways of doing just that, and whether
it needs to be mandated or not.

And don’t forget that one of the underlying principles of
evaluation says that finding what doesn’t work can be in
itself a success – as long as it’s learned from and shared
appropriately.

So, in developing your safer gambling programmes,
operators need to build in time and resource to carry 
out proper evaluations. As a starting point I will always
refer people to the Responsible Gambling Strategy
Board (RGSB) evaluation framework and protocol.    

As the Commission, our ultimate goal in all of this 
is that evaluations are robust and credible. That we 
have evaluations where people feel confident in their
outcomes and that are open; where both what works
and what does not work is shared freely across the
industry, and to other stakeholders.

We are also working closely with the RGSB and
GambleAware to try to maximise the impact of the
forthcoming patterns of play research. This also marks a
departure from the status quo, as we have deliberately
tried to ‘bake-in’ collaboration from the outset, even
before the commissioning stage.

We’ve done this in a number of ways by facilitating a
consortium bidding approach, and by publishing details 
of the forthcoming data requests to those who will be
ultimately responsible for provision of that data (i.e. the
operators). We hope this will help manage expectations 
of what’s coming down the track and also to allow
operators to plan for such data requests with a 
relatively long time horizon.

While we are excited to see the research findings, we are
mindful that a good outcome will be an increase in the
depth of research expertise available. We have some world
leading academics and researchers in our field, and we
are lucky to do so, but do we truly have the breadth in
terms of numbers?

To address this we have tried to foster greater
collaboration by offering to run introductory sessions 
to successful consortium partners who have little or 
no direct gambling research experience. 

Within these sessions we will cover many of the 
relevant aspects of the market, the available data and
the background to the research. We are really trying here
to open this up to people who have never participated in
research in this area before.

Fundamentally, we hope this will reduce the potential 
for friction, make the process better and will attract
those organisations who may not otherwise have
wished to bid.     

“I can list a number of actions that stakeholders are undertaking,
some of which on the face of it look to be quite promising, and
that’s a good news story. But what I’m finding more difficult to
find evidence of at the moment is where robust evaluation is 
underpinning how they measure their impact.”
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We all know that gambling is complex, nuanced and takes
time to get to grips with. I’ve been at the Commission 
for nearly six years and I still have a lot to learn, but one 
of the things I love about this industry is its fast-moving
pace of change. 

For the first time, we are also specifying that the data needs
to be made openly available to other research after this
phase is completed. This will help foster collaboration 
with others doing that (as yet unknown) future research.

This is key, in order to maximise the impact of this dataset
that the RGSB collect and to reduce the risk of repetition 
in the future.      

Lastly, we have also made an unprecedented amount of
information available to those wishing to bid and tried to 
be as transparent as possible about our expectations,
sometimes quite frankly with some difficult conversations 
in the middle. 

It’s certainly the biggest amount of effort I’ve ever
witnessed going in at the pre-commissioning stage 
in my time at the Commission. 

Another key area of our work is trying to drive a joined-up
approach in seeking to have problem gambling recognised
as a public health concern. And one of the rather overlooked
aspects of the Government’s response to the gambling
review announcements were the three following areas:

–  that Public Health England would be commissioned to 
    carry out an evidence review of the public health impacts 
    of gambling; 

–  that there will be public health research in this field; and 

–  that the National Institute for Health and Care Excellence 
    will draw up treatment guidelines. 

These are really significant steps in creating the same
joined-up and collaborative approach that is seen in trying 
to address other public health concerns. 

We, as a Commission, will be making our expertise and data
available to this and any other work by public bodies that

seeks to address the harms from gambling. I would
encourage operators and those in the room to do 
the same.

Let’s not see gambling’s greater prominence in the 
public policy debate as a threat to your company or your
reputation. There is an opportunity here to collaborate 
with people inside and outside of the sector to make your
products safer, to make your services safer and therefore 
to make your businesses more sustainable.

I hope by now you’ll have got a flavour of just how important
we feel the role that collaboration has to play in making
gambling safer. We see this developing further as we look to
encourage a wider range of bodies to work with industry to
achieve this aim – be they charities, new academics to the
field, public bodies and others.

To this end, we have started a few interesting conversations
fairly recently. We are talking to experts from the financial
services industry on their work in identifying and tackling
consumer vulnerability.

We’ve also been speaking with BIG Invest, a company
under the umbrella of the Big Issue, to start to look at their
work on affordability.

These are just two examples where we see the value of
taking a totally new approach to pay dividends.  

Fundamentally we, as a Commission, need to create an
environment where all those that have a part to play can
play it fully, working together to prevent gambling-related
harms, and where they can effectively measure the
successes they are having.

My challenge to the people in the room today, be they
operators or those who supply services to them, is to lead
at the forefront of that movement. Because otherwise there
is a very real danger that the sector is perceived as moving
at the speed of the slowest from within. 

Now is the time to take that opportunity, to move the
debate forward in a meaningful way. After all, this chance 
will not be around forever.
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#WeAllWantToPlay: Raising
Standards in Diversity 
Micky Swindale

Partner, KPMG Global Gaming Team

Micky Swindale has been a long-time champion of gender equality and diversity in the eGaming industry and
across business in general. She is a regular presenter on the subject at the KPMG eGaming Summits, drawing
attention to the business case for diversity as well as the benefits for consumers and wider society. She began 
the session by referring to a recent survey by Catalyst that asked men what might undermine their support for
gender equality to which 74% of them answered fear - fear of loss of status, fear of other men’s disapproval and
fear of making a mistake. While that last fear of making a mistake was understandable, she said, it should not
prevent the drive for raising standards in diversity and creating a more inclusive industry in which everyone 
could play a full part.

“Many of you were here last year when, encouraged
very much by Susan Breen at Mishcon de Reya, I 
focused particularly on the business case for diversity,
mainly in terms of talent but also the customer.  Since
then, there has been a groundswell of interest across 
the sector with discussions at a number of key industry
events and that has been echoed in the wider world. 

The regulator is interested in this area too and many 
of you will remember the story that appeared in The
Guardian on the first morning of ICE this year with 
the headline “Gambling must stamp out sexism, 
regulator warns”.

We’ve also had comment from both the outgoing and 
incoming CEOs of the Gambling Commission, Sarah
Harrison and Neil McArthur. In particular, Neil talked,
very movingly actually, about how he had come from a
background which was rather different to the norm and
had lacked some of the privilege that was common to
those that are successful in their careers. He made the
point which Nathan Beaver will be picking up after the
break that diversity has an important role to play in 
innovation. And innovation is the second of three
strands that we want to talk about today.

For the gambling sector, and more widely, an awful 
lot of this debate was driven by the gender pay gap 
reporting. That started, as many of you will remember, in
April 2017 with the forced reporting of statistics that all
companies over a certain size were required to publish.

The UK Government has been very keen to point out the
evidence that bridging the gender pay gap could add
£150bn to the UK economy by 2025. Tackling that gender
pay gap is part of their modern industrial strategy. The
deadline to report was March this year and there were
double page spreads across all of the media to examine
and comment on the results.

Gambling Compliance, who are one of our media 
partners here today, talked about the gender pay gap 
results for five of the largest operators in our sector. All
of whom, I have to say, reported a smaller gap than the
national average of 17.4% and a significantly smaller gap
than the 33% average for the financial services sector.

So we are far from the worst performers in this area.
Nevertheless, the gaps were clear and the wealth 
distribution in the upper pay quartiles showed a 
very significant bias towards men.
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Now, no-one is suggesting for even a moment that men and
women in the same roles have been paid different amounts;
that’s something that has been illegal for a very long time.
But what the data is showing is a lack of women in senior
roles. The problem is not so much pay as participation.

Comments from operators such as William Hill and
Ladbrokes Coral in some of the exercises they have carried
out have made it very clear that they recognise that. But
despite that, there are still a number of business leaders
who don’t see the problem.

As reported by the UK Department for Business, Energy and
Industrial Strategy on 31st May, despite a major drop in the

number of top companies with all-male boards, many are
still refusing to move with the times. Some of the worst
explanations firms have made for not having women
amongst their employees have been revealed.

What they described were the, in their terms, ‘outrageous
explanations’ which came from a range of FTSE350 Chairs
and CEOs. And they were heard by the team behind the
Government backed Alexander Review, which has
challenged all FTSE350 companies to make sure that at
least a third of their board members and leadership are
women by 2020. 

Here is just a selection of those explanations:

Hampton Alexander Review – the excuses
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None of these excuses, I hasten to add, were offered by
gambling and betting companies. In fact Philip Bowcock of
William Hill made a public commitment earlier this year to
aim not just to have 30% of his board, but 30% of his senior
management population female by 2020. So he is going
above and beyond the expectations.

Looking at the first of these excuses, perhaps I could just
make the point that ‘not fitting in comfortably’ to an all-male
board is precisely the point.

The problem with a board full of middle-aged white men
with similar backgrounds is that their values, views and
ideas are all similar too. And the “group think” that leads 
to is very convenient and very comfortable - you can reach
agreement without too much debate or dissension. But 
it doesn’t support innovative, performance-focused, 
future-focused decision making. 

There a local example which demonstrates what a
difference this makes and it’s an example I know well: 
the Isle of Man Chamber of Commerce.

It is one third women, and a very diverse group in terms of
sector, age and background. And I can tell you, as someone
who was closely involved in the Chamber Council for a
number of years, that can lead to some pretty long and
feisty debates. But that is why Chamber has been so
effective as a voice of business here on the Isle of Man,
because the positions and decisions that we reached have
been debated and defended to a point where they are well
rehearsed and robust.

The pressure is mounting. There was a report in The Times
on Monday about how only 15 of the FTSE 100 companies
fully comply with the rules about reporting on their diversity
policies and initiatives, and the actions that the Financial
Reporting Council, my own regulator, were planning to take.
So that scrutiny and peer pressure is mounting on those
who “just don’t get it”.

But there is one truth that we cannot ignore. Because we
are all “a little bit sexist” - and the sooner that we recognise
that, the sooner we can start to address it. “Win-Win: When
Business Works for Women, It Works for Everyone” was
recently published by Joanne Lipman, the former Deputy
MD of the Wall Street Journal and Editor-in-Chief of USA
Today, and I can’t recommend it enough. It is a fascinating,
thought-provoking read and it’s Joanne who sets out some
of the research on bias against the female sex.

So let me just briefly take you through the examples she
sets out. It starts from birth - in studies mums routinely
over-estimate the crawling, talking and thinking abilities 
of their sons and underestimate those of their daughters.

At school, teachers sub-consciously believe that boys are
better at STEM subjects than girls. In one study where a
group of teachers graded maths tests with no names on
them, the girls outperformed the boys. When another 
group of teachers graded the same test but with names 
this time, the results were reversed and they gave higher
grades to the boys than the girls. All the teachers, by the
way, were female.

In a 2015 experiment, Carnegie Mellon University
researchers generated a thousand user profiles, all identical,
split them between male and female users and then had

them each visit 100 recruitment sites. The most lucrative 
job ad, offering a salary of $200,000, was shown to the 
male users six times more than to the female users. So the
women don’t even get to see the big jobs, let alone apply
for them.

And when they do apply, are they fairly rated? Researchers
asked 127 Yale University scientists to evaluate a CV for a
lab assistant role. All the resumes were identical except 
for, you’ve guessed it, the applicant’s sex. The scientists
were certain, when they were asked, that they were 
making evidence-based decisions and yet they judged 
the male applicants to be more competent and offered 
them salaries averaging $4,000 higher than the 
female applicants.

A similar picture emerges when we look at GitHub, 
which many of you will know is an open source site 
where programmers store and share content that any
software developer can contribute new code to. The
business model is based on the assumption that the 
best code will always win.

When researchers looked at whose code is accepted and
whose is rejected, they found that code written by women
is more likely to be accepted. So therefore they concluded it
must be better, on average, than the code written by men.
But here’s the catch: when the gender of the coder is
identified, that trend is reversed and suddenly the womens’
code starts to be rejected at a greater rate than the men.

When we get to Google, it gets really interesting. When
Joanne Lipman put CEO into an image search, the only
female CEO meriting a picture on the first page of results
was CEO Barbie. Now I’ve tried the same thing myself and
Google have clearly addressed this point since the book 
was first published but there is still a predominance of 
white men in slightly farcical power poses in the results.

I find that quite funny to be honest. But what is rather 
more chilling is the autofill results when certain phrases 
are entered into the Google search box. Bear in mind that
autofill is showing you popular searches, so it is a window
into our uncensored psyche. So if you haven’t seen it before
this could be a bit of a shock. 

UN Women, a United Nations gender equality initiative, ran
an advert simply showing the real life autofills for the phrase
“Women shouldn’t…” and for the phrase “Women need
to…”.  The results are shown on the slide:
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That world view is confirmed by surveys. 75% of men and
80% of women unconsciously equate men with work and
women with the home.

Globally, when asked if women were inferior to men, one in
five men said yes and when you looked at the responses
from Russia and India, half of the male and the female
responses said that women were inferior. When was that
survey done? 2017.

So whether we like it or not, it looks very much like we are
all a little bit sexist. Certainly reading the Joanne Lipman
book made me realise that I am - even though my sexism 
is effectively an own goal - and I am clearer about how that
colours my behaviour. Awareness is the first step.

To help that awareness we have run a number of polls at 
our summits over the last couple of years. We looked at
both talent and the customer base and we particularly
focused on what it is that might be preventing women from
performing well or progressing within those workplaces.

It is clear that operators are recognising the problems and
trying to address them. A major operator has carried out an
exercise that breaks up cliques, for example, amongst its
predominantly male management team.

All of the men in the management team were asked to
name the five colleagues who they regarded as part of their
core network. Almost all of them named all-male groups,
who often looked like them and even supported the same
football teams. Nine months later after the exercise was
carried out, nine out of ten of them had added a woman 
to their inner circle. Like I said, awareness is the first step 
to change.

To finish with a call to action. The experience of many 
lone women on boards is that they can end up feeling
marginalised and voiceless. The Hampton-Alexander review
and the 30% Club, of which KPMG is a founder member,
have set the target at one-third because they have found

that it is only at that participation level that women start to
get any voice.

Other research has indicated that it might need to be as
much as 60% before they can exert equal influence within
the room. 

Over the past year, when I have been talking more
extensively on diversity, I have had a number of male
acquaintances say slightly plaintively “we are becoming 
an endangered species”. In response to which I have 
gently pointed out that, given the World Economic Forum
estimated last November that it would take 100 years to
achieve parity in the boardroom and 217 years to achieve
workplace equality more widely for women, I think they
probably don’t need to start battening down the hatches 
just yet.

But that comment proves Neil McArthur’s point. Privilege is
invisible to those who have it and, yes, equality would mean
that a woman should no longer need to be three times more
educated than a man to get on to a FTSE 100 board.

Surely no one in their right mind is arguing that sort of
inequality should be protected and maintained. As it is
currently, a man at the outset of his career is four and a 
half times more likely to make it to executive board level
than a woman with the same academic qualifications 
and experience.

So airing this topic at industry events like this, talking more
about KPMG’s research and taking the kind of action that we
are seeing some of the key larger operators take to address
unconscious bias and increase participation by women are
essential to making the change.

Our #WeAllWantToPlay initiative aims to support the
industry in making that change so if you would like to 
get involved please don’t hesitate to speak to me or 
anyone at KPMG.



Raising Standards:
Innovation & Customer
Experience 
Nathan Beaver

Partner, Customer and Digital, KPMG UK

In a world where consumers are increasingly more demanding and where technology is continuously changing,
how do organisations respond and drive a differentiating approach around how they go to market? As Partner for
KPMG’s Customer and Digital practice, Nathan Beaver’s role is to help organisations take a customer-centric view
of their business, and use that information to build sustainable and profitable business models. In this presentation
he focuses on how, by creating excellent customer experiences and harnessing innovation, gaming operators and
service providers can raise standards not just across their organisation, but across the industry.

I’d like to spend time today talking about two topics that
are really having a significant impact on the industry.
The first one is customer experience. This is one of the
key ways any organisation differentiates how they go to
market and is a key enabler to help them drive a form of
profitable growth in their business.

The second one is innovation. The curve of innovation
that we, as mankind, are on is quite phenomenal. Every
day we hear about technologies coming in that are
going to transform how we as businesses operate 
and how we as consumers engage with organisations,
consume information and go about our day to 
day activities.

Normally when I talk about this I start with the fact that
as an organisation you differentiate on four things. You
differentiate on your brand, on your value proposition,
on customer experience and on price. Then I try to 
unpick and explore what that means for an organisation
in terms of delivering that differentiating customer 
experience pillar.

There’s an interesting broader challenge here today
which is the market itself. How the market can really
play to the theme of the conference today, how it can 
really come together and collectively drive an overall 
improvement.
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So let’s lay out the extent of the challenge that the 
industry faces. 

For the last nearly 10 years now, we have been engaging in
what we call our Customer Experience Excellence Centre.
Through this, we’ve engaged with more than 20 markets,
17,000 brands, and more than 5 million consumers. That has
allowed us every year to publish the top performing 100
consumer-facing brands in the market, but it has also given
us an understanding of 300+ brands in terms of how they
are performing and what they look like versus their peers 
and versus the overall market. 

What that has allowed us to do is codify a very subjective
question. So, if I was to ask everyone in this room “What is
a great customer experience?”, I would get around 100 or

200 different responses. Our research has allowed us 
to codify what a great customer experience is and it is
anchored on six pillars. 

Some of you will be quite familiar with these and feedback
from our clients is they are becoming the market standard
for what is a great customer experience. The first pillar 
is around personalisation. So, for a customer, it’s about
understanding me, knowing me, understanding my 
context, understanding what I am doing, what I am trying 
to achieve and then really personalising the way you 
engage with me.

The second one is integrity; it’s about standing for, and
engendering, trust. Increasingly we hear the news about
millennials wanting organisations to stand for much more

Six pillars of experience excellence
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than purely shareholder value, so the role of organisations in
delivering that message and fulfilling on that message is
quite key.

The third one is expectations. It’s about how well you as a
business set, manage and deliver on the expectations of
your customers.  

The fourth pillar is resolution, which is interesting because
resolution done right is a key driver of customer experience.
How quickly do you put me back on the happy path? How
quickly from my inability to be able to log on, my inability 
to deposit or withdraw, for example, how quickly does the
organisation resolve that enquiry? That really has an impact
on the customer experience. 

The fifth pillar is time and effort. We have all had the
experience where we’re the one driving the process, we’re
the one driving the conversation with the organisation or
we’re the one feeling like we are doing the work. 

And then the final pillar is empathy. That’s really
understanding the customer and building that rapport 
and understanding of who they are, what they are trying 
to do and really giving you that broader context.

The reason I raise those six is that, based on the consumer
research, they allow us to profile how a brand is performing
in their delivery of customer experience. And it doesn’t
make for pretty reading for the gaming industry.  

The industry is largely operating in the bottom third of 
the top 300 brands. The data below is from the annual report 
we published in November last year. What we understand
from this report is how brands have performed over time,
and how brands have changed. The common theme across
the gaming market is that brands have always existed in 
that bottom third of the overall market. That lays out 
the challenge for the market as a whole: how can you
collectively come together to drive an improvement in 
the overall market and also as individual organisations? 

If you get it right, the economics prove the opportunity. 
If you don’t get it right, unhappy customers restrict the
ability of the industry to grow, and restrict the ability of 
the industry to engage with the regulator on a very
customer-centric proposition.

The reputation of the industry is, at the moment, in that
bottom third, and a lot of what sits in that bottom third are
the utility businesses and the utility organisations; those
who we all perceive as being poor deliverers of a customer
experience. So the industry is being bundled with these
organisations who also aren’t really taking that customer-
centric view.

If I go back to the economics, the value is there if you get it
right. We see that the top performing 100 brands achieve
more than 1.5 times revenue growth versus the bottom 100.
That they have double the average profit growth. They are
not just driving revenue, they are driving profit.

So the advantage of getting customer experience right is
yes, you as an industry and you as an operator will generate
that shareholder value but, more importantly, it creates that
sustainability in the market for an industry that wants to
grow, that wants to drive forward, that wants to continue 
to focus on the customer. And ultimately you have happy
customers and happy consumers.

A lot of the conversation we will hear today is about
responsibility, and understanding and engaging with players
that have challenges and issues in terms of how they play.
But there is equally a huge volume of players that really
have the enjoyment of the game or enjoyment of the
sportsbook, or whatever it is they are doing, and customer
experience is also a key component to making them happy.

Another consideration is that the market is changing:
customers are becoming more demanding. The flip side to
that is the pervasive nature of technology. We’ve already
touched on a number of those today, buzzwords like
blockchain and artificial intelligence. With this pervasive
nature of technology, what is all this going to mean?
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I deliberately show this slide about digital technology today,
not because it’s specific to the industry, but to show the
extent to which technology is invading everything that 
we do as businesses and organisations. A key point, is 
the use of virtual personal assistants. If I was to do a straw
poll in the room as to who’s got an Alexa, who has got 
a Google Home, who uses Siri, I would argue that at 
least 50-60% of the people in this room now have 
some kind of smart virtual assistant, smart speaker 
in their home.

US teens have adopted that. As you can see, 50% of them
are using voice daily as a way to drive search. As we all

know and have seen historically through the growth of
online, what is adopted and established by the younger
generation, whether we brand them as Gen X, Gen Y, 
Gen Z or Millennials, then permeates through the entire
consumer base. 

So that means tomorrow the world continues to grow on
that cycle. By 2020, 30% of web browsing will be done
without a screen. So I’ll be asking my Alexa to book my taxi,
I’ll be asking Alexa to automate some of my home life, I’ll 
be asking Alexa to do certain transactional activities. The
challenge for many in the industry is how do you respond to
this increasing demand that consumers are facing in terms
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of their adoption of technology - and what is your ability 
to respond?

We’ve also got the attention span now of a goldfish.
Recently published research said that if a website takes
more than three seconds to load, then customers will 
either abandon it and turn to another provider, or they will
get frustrated and it will drive negative sentiment to that
brand. Just three seconds.

I grew up in the world of US robotics and dial-up modems.
Needless to say, three seconds would have been a nirvana
state 20 years ago. But now we are beginning to see the
abandoning of mobile apps because, again, people are
becoming frustrated at the speed at which mobile phones
can load, the speed at which they can perform and the
functionality that is now available. We are seeing that the
core technology platforms that organisations are using to
engage with consumers, especially in this industry in the
online space, are changing as well.

So, on one side, consumers are changing, they are becoming
more demanding and the market is setting an expectation. 
At the same time, technology and innovation are driving a real
challenge for everybody, and obviously for this industry as well.

What can we do about this and how can we think about it
going forward? The key thing for me to remember is that
whenever we as consumers enter into a conversation or 
a transaction with a brand - whether that’s checking into 
a hotel, logging on to a mobile app to check your bank
account, logging on to one of the sportsbooks to place 
a bet on Everton winning the Premier League this year -
consumers now have an expectation that has been set 
by their last best experience. 

They come with a bar set at a particular level. And if, when
they engage with your business and you fail to deliver that,
even though they might be bringing that expectation from
other industries, that will drive negative sentiment to your
organisation. That bar that consumers have is only going 
one way right now.

So let’s look at some examples of organisations that many in
this room will be familiar with as to how they are using some
of this new technology to engage with their customers.

The first one is a company called Monzo. This is a challenger
bank, set up on a ‘digital first’ agenda and they are really
thinking differently about how they can do two things. 
One is using technology in a connective way to deliver a
seamless experience to their customers. The second one 
is to empower consumers.

Monzo has completely rethought how to do the KYC and
identity verification process using technology such as selfie
videos and photography to radically reduce the time it 
takes to open an account. Everything can be done via a
smartphone with no need to visit a branch or provide
certified copies of documents.

I know there are a number in the sector who are exploring
and looking at these ways of doing things, so customers
now will see this technology come into mainstream banking
and then into the broader market.

This is an example of a technology which is beginning 
to become industrialised, and that will get adopted by the
major organisations. The challenge for the industry is when
does it adopt that as well? If you wait too long then

customers will come in with an expectation that you will fail
to meet. Also, if you wait too long there is a cost implication
of how much and how long it is going to take you to catch up. 

My second example is outside financial services and this is
Argos. Here, an enquiry can be made with Google voice search
and after answering a couple of questions to narrow down 
the choices, an item can be selected and, through the Google
Assistant app, be reserved, confirmed by text message and
made ready to be picked up at your chosen store. 

This example reinforces that earlier message about the
pervasive nature of voice. Organisations and brands are
adopting and adapting this at a staggering rate. Every day 
I get two or three emails about how to add a skill to my
Alexa, whether that is from my insurance company, from 
my utility provider, or from my bank, who are now looking 
to engage with me through that platform. They are looking 
at this as a way ultimately to drive better self-serve. 

In this example you have the customer who’s engaging
through that voice platform, and who’s then getting that 
two factor authentication through the SMS message 
back to confirm their requirement. You also see insurance
companies doing updates of details, claims and change 
of address, all through an Alexa platform.

These things are going up the industrialisation curve. 
The challenge for this sector is how do you adopt? At what
point do you bring those into your industry and into your
individual organisations in order to respond to both the
technology opportunity and the customer need? Also, how
do you stitch together a customer experience which blends
your app, your voice and potentially your telephone channels
in a way that really delivers that differentiating output for
your customers?

The question then becomes, well where do I start? There’s 
a lot of really interesting stuff I can do, there is so much
technology, there’s so much demand from my customers:
where do I begin and what do I do? 

Embarking on this journey, we think you have four things to
think about: 

The first one is to prioritise the economics. I talked earlier
about a codification of a very subjective thing: customer
experience and those six pillars. Now you need to bring an
economic lens to it; you need to understand where in your
customer journeys, where in the experience that you are
going to deliver, you are going to generate the greatest
economic return as well as customer experience return 
and bring those two things together.

If you don’t do that, the inability to take the economic
argument to budget-holders and to stake-holders becomes
much more difficult. It’s also much more difficult for you to
track benefits over time.

The second one is intentional service design. What we
mean by this is that when you’re deflecting your customers
to certain areas and driving customers to certain channels,
you need to be intentional in how you do that and how you
follow up off the back of it. Let me bring that to life.

I have recently bought a Netgear platform for home which is
all about making my Wi-Fi available throughout the house. It
was a huge challenge setting it up and the Netgear approach
was to deflect me to the customer community and get
others to service my requests, to service my need.
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That’s fine. But then the problem with that was they then
didn’t intentionally design the journey and their service
delivery because I wasn’t able to fulfil and self-serve my
need through the customer community. I couldn’t solve the
problem. So I then had to engage with Netgear, the
company, and none of that background, none of that 
history, none of what I had been doing or how I was 
doing it, had been captured at all. 

That meant I had to go back all the way to the start again. 
I was the one driving my time and effort to try and force a
resolution. If Netgear had been intentional in their design,
they would have looked at how customers would flow in 
and out of that customer community, and where they would
have gone next. They would have then stitched together 
that journey to ensure that customers are given a seamless
omni-channel experience and where Netgear was the one
driving the time and effort to get to the resolution.

The third area to think about is innovating self-serve. Yes, 
we all self-serve, we all log onto apps to check things and
we all do things on our own. Self-serve is now moving to
almost 2.0. Going back to the earlier examples on voice
search, that is a huge new self-serve channel. Organisations
that are going to adopt self-serve need to think about these
new channels and how they can provide easy, simple ways
for customers to engage with them and fulfil their
transactions through such channels.

The fourth area is around modernising your workforce. 
There are two components to this. One is the employee
experience because happy employees equal happy
customers. So a clear employee experience and value
proposition is fundamental. The second one is about how
you digitally augment your employees because in any
service delivery, in any customer experience, there is going
to be a huge need for people. How can we make them 
more effective? 

One example you are seeing now, as with one of the major
UK banks last week, is the roll out of speech-to-text in all
contact centres. Speech-to-text has been around for a while,
but it’s now at a scale where it is industrialised. For the bank
that means a few things. For one, because they are a
regulated market, they have that entire transcript fully

loaded now. That entire conversation the contact centre
agent has with their customer is fully transcribed, 
logged and recorded. The second advantage is, because
speech-to-text is running in the background, it can push 
to the contact centre agent knowledge about what the
customer is talking about and information to solve their
requirement or request. It can push account information
about the customer so the agent has the information they
need at their fingertips. At the same time, by providing
prompts and guidance around how the agent can help, 
it can build sentiment and a greater rapport with 
the customer.

Finally, the problem for organisations is that your customer
service team members don’t become fully effective for 
12-18 months. This bank is saying that’s great but it’s 
taking too long. By using technology we can bring that
forward because we can rapidly employ all these tools 
and technologies to give them the knowledge, to give them
the information that makes them effective faster. It means
the agent can spend more time with the customer and for
the bank it means they have a much more effective, better
outcome from their contact centre agents.

The benefits of embarking on this path to customer
excellence are a lower cost of serve, a reduced customer
churn, increased revenue, increased EBIT, increased
regulatory compliance and, most importantly, an 
increased net promoter score, in this case a customer
experience measure.

So the message I want to leave you with is that the
customer or the consumer is changing and so are we. The
expectation bar is only going one way and organisations are
failing to meet that expectation bar. At the same time new
channels, new technology and new demands are being
placed through innovation and digital platforms. Those 
two things coming together are creating the challenge.

Take a moment to step back and think: how can I drive that
customer experience outcome, how can I use technology?
And then take it further: how can I do so in a way that’s
going to drive those benefits? How do I prioritise the
customer and financial approach that’s going to generate 
the return that I need?

Modernised
workforce

Intentional service
design

Innovative self
service

Customer service
economics



Regulated Gambling – 
Do we really put the
customer at its heart? 
Dan Waugh

Director, Regulus Partners

Everybody knows that customers should be at the heart of any business but with the current focus in the gambling
industry almost exclusively on harm, regulation and protection, are we all overlooking the reason why people
gamble in the first place – for fun? Dan Waugh spelt out his challenge to delegates to remember that consumers
are looking for enjoyment and entertainment, and that regulation and controls should be balanced against our
human need for play.

Are we, by whom I mean the industry, the regulator, 
the Government – gambling in its totality – putting the
consumer at the heart of gambling? 

Let’s start with reflecting on where we are in Great
Britain at the moment. We’ve got restrictions on our 
ability to engage with consumers increasing. This is
around who can gamble, what they can gamble on, 
how we can engage with them, and what levels 
of privacy they have.

At the same time, we have the costs of doing 
business going up in terms of regulation, with 
increasing sanctions (£18m in the last year of notionally
voluntary settlements with the Gambling Commission)
and taxation going up. Taxation has changed over the
last 12 years in more Budgets than it has stayed the
same and I suspect we’ll see remote go up to 20% 
in the next Budget.
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You are all having to spend far more on your compliance and
responsible gambling functions – and the amount that the
industry will have to pay to fund research, education and
treatment is going to go up from current levels too. If it’s
Tom Watson who’s in Government then that number will be
£100m according to what the Labour Party announced this
morning. But even if it is not there, it is going to be
somewhere heading up in that direction. 

The prospects of positive regulatory reform seem pretty
remote at the moment. I have a personal view that M&A is
driven by bankers and what makes money for bankers, but
the tightening regulatory environment is often cited as a
reason for M&A. So all this is having a profound effect on
the landscape of the gambling industry. 

Tracking Parliamentary discussions of gambling, we are now
seeing the highest number of written questions on gambling
policy in Parliament for a decade. The difference is that, 10
years ago, there was a mixture of sentiment; it was positive
and negative. In fact a lot of the Parliamentary Questions in
2008 were around a reduced rate of tax for bingo. These
days the tone of questions is almost uniformly negative.

Add to this the negative commentary about the gambling
industry in the press. Even just today on the BBC and in 
The Guardian. Social media has empowered the gambling
concern lobby in a way we have never seen before. It’s quite
unpleasant if you go on social media and look at the nature
of gambling discourse.

There are indications that public trust in gambling is
declining, which I tend to believe. If you look at the
Gambling Commission figures, you do get a sense that
public trust has waned. It’s particularly concerning that the
sharpest drop has been amongst people who gamble.

This does need to be put into context, though. While only
33% of the public trust gambling companies to operate
fairly, that’s only just below public trust in the Government.
It’s actually about a third higher than public trust in social
media and it’s slightly above public trust in the press.

So it’s worrying but, put in context, is actually fairly
consistent with what we are seeing in public trust 
across institutions. 

Despite the fact we’ve had almost a three-year long
triannual review, we’ve got a wide range of unresolved
issues coming down the track at the industry. These include
a focus on machines: speed of play, maximum stakes and
limit setting. Although the focus is on machines, you can
see these factors spread into remote as well.

There are potential curbs on advertising and sponsorship –
the Labour Party announced this morning that it would like
to see a ban on sports betting advertising around live sports
events, apart from horseracing. There are also heightened
AML requirements. These are some of the commercial
restrictions we are seeing coming down the track. Then, on
the cost of doing business, we talked about these before,
taxes are going up, and research, education and training
funding is increasing.

“There are indications that public trust in gambling is declining,
which I tend to believe. If you look at the Gambling Commission
figures, you do get a sense that public trust has waned. It’s
particularly concerning that the sharpest drop has been
amongst people who gamble.”
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Who should we blame for this do you think? Should we
blame the Government? Should we blame Chris (Chris
Rogers – also speaking at the conference) from the
Gambling Commission? Maybe we should actually look 
to ourselves because a lot of what has been called for 
has been called for by the gambling industry.

Looking at the list (above), all the points in red are things the
gambling industry has said should happen. They have called
for these things for other sectors of the gambling industry.
So the arcades call for certain measures on bookies,
bookies call for certain measures on arcades and casinos
and so it goes on. But this list of negative impacts on the
gambling industry are things that we have come up with
ourselves. These are shots in the foot.

So going back to putting the consumer at the heart of
things. This was something Sarah Harrison, Neil McArthur’s
predecessor at the UKGC, talked about a couple of years
ago and she was clear she was talking about this in relation
to the consumer who enjoys gambling as well as the
consumer who may experience harm.

It made me think: are we putting the consumer at the heart?
And then I thought well what does that even mean? Which
led me to the question of why we gamble – so it’s worth
taking a look at thinking around that.

Historians, sociologists and anthropologists tend to come up
with three reasons, broadly, on why we gamble, looking at it
from a primal perspective.

The first is gambling as a recreational manifestation of 
risk taking and if we don’t take any risk, we don’t evolve.
Gambling is also strongly linked to divination. Human beings
are very anxious about the future and if we don’t know what
is coming next, we like to kid ourselves we have a way of
working out what is coming. We want to see the future 
and gambling is a recreational way of doing that.

Play is the third reason and that’s probably the one that is
most obvious. To show how fundamental this is, an

archaeological dig has discovered a bone in Mesopotamia
from 7,000 years ago that was used as a dice. So we gamble
as a form of play.

Roger Caillois was a French philosopher who thought a lot
about play. He split it into four different segments. He talked
about agon, alea (which some people may know is the
Caesars brand), mimicry and ilinx. What do we mean by
those? Well agon is competition, alea is chance, mimicry is
simulation or theatre/make-believe and ilinx is vertigo – seat-
of-the-pants, heart-in-the-mouth activities, extreme sports
and things like that.  

These are the human needs. Gambling is not really a 
human need but play is. If you go to Vegas you will find all 
of these components. The gaming floor, which is chance.
Competition with events such as the boxing matches or
UFC at MGM Grand; you also have competition in the 
poker rooms. There is theatre with the amazing shows 
they have in Vegas. (Actually, just being in Vegas has a 
sense of theatre, you are yourself an actor when you go 
to Vegas, you become somebody different, you just leave
that somebody different there!)

Finally, you have vertigo, you have the roller coaster at 
New York, New York and the Stratosphere and things like
that; the amazing Cirque du Soleil shows.

You see some of these things in our gambling industry in
the UK. So if you go to Ascot you get the competition of 
the race, you get the betting, the chance, you get the make
believe, dressing up in top hats – there are elements of it
there. If you go to the Hippodrome, again you have the
games of chance, the competition of the poker room and
also NFL (as anyone who has ever been to the Superbowl
Party there knows), the theatre with burlesque dancing 
and on. And from a vertigo point of view, it’s been widely
published they are going to have this amazing Magic Mike
show which sounds like it is fairly hair-raising. So these are
all elements of play.
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But generally my observation would be that I think the
British gambling industry at large tends to focus on one
component of play. Unlike Vegas, it really focuses on the
alea (chance) part. This potentially means we are not
delivering as wide a range of consumer benefits as we
could, or in other words, what the consumer wants. It is
almost as if we allow ourselves to get painted into a corner:
we are gambling so we will do gambling and we don’t
necessarily think about the broader consumer need for 
play. I’m exaggerating to make a point. I think you can find
components but it is not obvious. I am not sure that the
public at large perceives gambling to be about very much
more than simply games of chance.

Turning back 17 years, in 2001, we had the Budd Report –
the last fundamental review of gambling in Great Britain. 
The interesting thing about Budd was that Sir Alan identified
what he called “the central dilemma”.  This is the trade-off
between how gambling can benefit the consumer and what
cost to society might arise in relation to gambling. He
thought that, in general, the proposed reforms to regulation
would increase consumer surplus, would increase benefits
while putting in targeted measures to address potential
harms. Now if we move forward to today, that dilemma
seems to have disappeared.

I don’t hear any discourse anymore about weighing up the
benefits, the consumer benefits, of gambling versus the
costs. All I hear about are the costs. I’ve picked a few
quotes to illustrate this and that epitomise the tone of
regulatory policy discourse around gambling in this country. 

One of the things that concerns me is that some of these
things aren’t actually true. We know that gambling has got a
lot of issues, we know that there are some serious harms in
relation to it and yet somehow we feel the need to amplify
them and exaggerate them. This is perhaps understandable
if we are looking to draw attention to some of these things

but I am not sure it really makes for good policy. It is
categorically not true that only 2% of problem gamblers
who need treatment get treatment. It is also categorically
untrue that there are 2 million people who are at risk of
developing serious gambling harms. So we have lost
perspective and we are blowing some of the negatives 
up in ways that are not really fair or useful.

Looking at the impact on the research agenda, we go back
to Budd. The Budd report recommended at the same time
as we conduct the research into harms of gambling, we
should also conduct research into the benefits of gambling.
This makes sense. If you want effective policy, you need to
look at the pros and cons of anything and at the moment 
we are simply looking at the deficit ledger here. There is
zero interest I think, even from within the industry, of
undertaking research into gambling’s benefits.

We have a harm reporting framework and a fantastic job 
has been done on that. There is no reporting framework for
the benefits, so we are not weighing up these things. One
of the really worrying things is that I talk to quite a lot of
gambling researchers about whether they think we should
be looking at positives from gambling, the consumer
benefits from gambling. They say “yes, but there is no way
we are going to do it”.  They feel intimidated from doing it,
they think they would be attacked for conducting research
into benefits and that seems to me to be a particularly
unhealthy state of affairs.  

So we have this harm reporting framework, which I think is
much long overdue and much needed as Chris (Rogers)
mentioned. I don’t say this in relation to the Commission, or
to anybody who has worked on it, but there is a danger that
the media and pressure groups take these gambling-related
harms and say these are gambling-caused harms. Unless
we are very careful that is something that will happen. We
will see it with suicides, with depression, mental health
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issues; all these things will be laid at the door of the
gambling industry. The question of causality will be ignored,
we will ignore co-morbidity, and this may present the
industry with further challenges to balanced policy making.

Let’s go back to the roller coaster idea. Gambling should 
be a roller coaster; we are looking for changes in pitch and
tone in the gambling experience and the play experience.  
It feels to me at the moment there is almost a choice we
are looking at, as illustrated here. On one side are the thrills 
and spills of the roller coaster as currently perceived by the
regulatory establishment, what feels like good, clean fun as
far as the Government and its agencies are concerned. On
the other side, there is the picture of the roller coaster ride
that it seems sometimes the industry is prepared to offer.
I’m exaggerating here but you get the idea. We have 
got a very boring, unexciting, perhaps not particularly 
consumer-focused experience or something that, unless 
you are particularly insane, you would not dream of 
going on. There has to be a better choice than that.

Sticking with roller coasters, why do we go on them? The
reason is because there are thrills and spills and danger but
we know it is safe. So the choice ought not to be between
exciting games and really dull games that have had all the
excitement sucked out of them. These things should be
compatible and we should be designing safety features
within the games rather than adding them on. If we add
them on either they will be ineffective or they will suck out

the fun, so we should be designing safety as part of the
consumer experience.

I’ll finish by looking at where I think we are. In Great Britain
we tend to have major root and branch reviews of gambling
on a 15-25 year basis. We are now 17 years on from Budd.
So despite the fact we have Brexit coming up and there 
are much bigger affairs of state at play, we are now in the
historical time zone when the gambling industry does
experience a fundamental review.

Even if we don’t have a major review, we have it happening
anyway as we have more issues under review at the
moment in the gambling industry than we have had since
Budd. But they are happening here and there, in a very
dislocated fashion, using different agencies to do it and 
it is not obvious there is a whole lot of coordination 
between them.

We also know the Labour Party has now concluded its 
initial review of gambling and mental health. We have press
campaigns. There are not official reviews but quasi reviews
going on. We don’t know what the official mode of review is
going to be. In theory the next triannual review begins in
January. But we haven’t actually finished the last one. I’ve
no idea if we are still on the old triannual cycle. It doesn’t
feel like we are. It feels like the last experience has been 
so painful that the Government probably wants a 
different route. 

“We are experiencing such a level of uncertainty and 
volatility in terms of gambling regulation that we have 
not seen really since the Gambling Bill era. All happening 
in a very dislocated fashion.”
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We are experiencing such a level of uncertainty and volatility
in terms of gambling regulation that we have not seen really
since the Gambling Bill era. All happening in a very
dislocated fashion.

In a sense, we are seeing a reaction to a decade of very 
light touch, optional regulation for the remote industry. 
The industry is blamed almost exclusively for what is 
going on. Never mind that the Government was so
horizontally relaxed about gambling that it didn’t require
licensing for remote until 2014. It’s all the gambling
industry’s fault.

Standards are going up and I think Chris Rogers and his
colleagues at the UKGC deserve a lot of credit for this. 
I have never seen so much activity on raising standards. 
And Chris is right to point out that the evaluation is not quite
there. I would observe that we might have better evaluation
if the RGSB and Gambling Commission had been more
involved from the start on some of these things. And I think
that is coming; that was the hint from the RGSB Year 2
report. Although effectiveness is unclear, I don’t think you
can fault the industry at the moment for effort. There is an
enormous amount going on.

But we have forgotten the recreational consumer. Even 
in the industry, we put on the hair shirts and flagellate
ourselves: we’re all about the consumer that is experiencing
harm and the idea that the consumer might get enjoyment
seems to have been lost a bit. That’s probably going to result
in the consumer losing out. I know this is a remote gambling
summit but there are large parts of the land-based gambling
industry that are going into the history books. It is naïve to
think if someone likes going to the Bingo three days a week,
that if the Bingo club closes it will be OK because they can
play online. That is misunderstanding the consumer need.
We are seeing consumer choice contracting partly as a
result of static regulation.

We also seem to have lost the idea of consumer rights to
privacy. We want to look at everything they are doing, we
want to analyse them. There’s a concern here as well, from 
a responsible gambling point of view, that the more that you
are in charge of what the consumer is allowed to do and not
to do, you are undermining their autonomy and that may not
be good from a problem gambling perspective.

My punchline is that, whether you are an operator or a
regulator, or working in DCMS, or in Treasury, I am not sure
if the consumer really is at the heart of what you are doing.
They need to be. This is something that everyone ought to 
be able to come together on. We are always looking for
common ground, whether it is the industry or the regulator.
It feels to me that if we can find common ground, and it is
based around consumer enjoyment and consumer choice
rather than exclusively consumer harm, we might start to
move things in the right direction. Because there is no
amount of harm reduction that will ever be good enough,
unless you have got corresponding benefits on the other
side of the scale. 

I’ll leave you with one last quote from Doug Walker, probably
the pre-eminent gambling economist in the world. “Forget
jobs, forget taxes”, he said: “There may be no greater
benefit from legalised gambling than the enjoyment
consumers receive from the activity.” We ought not 
to forget that. 

“Standards are going up 
and I think Chris Rogers 
and his colleagues at the 
UKGC deserve a lot of 
credit for this.”
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The regulatory environment and public perception of gambling, particularly in the UK, has given operators much to
think about in the past 12 months. Alongside extremely negative press coverage, there has been regulatory action
by the Competition and Markets Authority (CMA), and the Advertising Standards Authority as well as increasingly
high financial penalties coming through from the UK Gambling Commission. In this session Richard Williams
quizzed his panel on the impact of recent activity, whether it was justified and what issues operators will need 
to keep in mind over the next few years. 
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Richard Williams began the discussion by referring back 
to the UK Gambling Act of 2005 which has a licensing
objective of making sure gambling is fair and open, 
and also protecting the vulnerable. Given all the recent
regulatory activity, he asked, in what way is it authorised 
by the Gambling Act 2005 and is what is happening in 
terms of regulation justified?

Jason Chess: All legislation, whether it’s British legislation,
Maltese, Manx, Alderney, or New Jersey, kicks off with a
strong element of consumer protection. The consumer
protection element in the British legislation is in Section
One of the Act. It’s called the licensing objective and it says
that the regulator must protect the vulnerable. So there is
absolutely no question that the British regulator, indeed any
regulator, has a strong duty of care and duty of responsibility
to the people who gamble.

That said, I think it is quite clear that the Gambling
Commission in the UK read the Daily Mail. If you look at 
the enforcement documents, the political documents, 
the thought pieces, the guidance pieces and if you read
between the lines there are phrases such as “the public are
losing trust in gambling” and “we want the public to have
faith in gambling”. One looks at that and one says well who
says? Who knows that?

Is it the job of the regulator, is it the job of a statutory
creature, to determine what the public thinks and develop
its policy on the basis of what it thinks the public thinks? 
You might say that was the job of the legislator, you might
say that was Parliament’s job. It’s obviously the job of the
regulator to protect the vulnerable and to enforce regulation
but is it the job of the regulator to develop policy based
upon what it perceives public opinion to be?

One example of that is the press release via which the
Gambling Commission and the CMA announced the launch
of the enquiry into bonus terms and bonus promotions. So

the British Gambling Commission and the CMA decided
they are going to investigate because there is perceived 
to be a problem and the Chief Executive of the Gambling
Commission in the press release refers to the gambling
companies perpetrating a “con”. I think the Chief Executive,
or the relevant person from the CMA, referred to gambling
companies as “bamboozling” the punters. Now that I
thought was an overtly political statement.

But then you have to look at it from the Commission’s 
point of view and I balance that criticism by saying that 
the proof of the pudding is in the eating. We, in the industry,
have to put our hands up and acknowledge the fact that 
the Commission has lifted the bonnet on certain operators,
and it has looked at the complete absence, the complete
negligence, of even basic social responsibility controls
implemented by certain operators in the industry.

And I am not talking about operators who have problem
gamblers and who have dealt with them incompetently, or
who have failed to interrogate them properly. I am talking
about the very many operators who haven’t even twigged
that a person immediately re-staking a six-figure win,
gambling hundreds of thousands of pounds in lengthy
sessions – there are people in the industry who don’t 
even spot that’s a problem.

Dan Waugh was completely right in his wish earlier to 
adjust the balance, the shrillness and the hysteria with 
the media tone. But if you see the compliance record of
some of us, it’s very, very difficult to point the finger at the
Commission, either for acting in a political way when there
is indeed such a great big gap in regulatory standards that
the Commission has a perfect statutory entitlement to
demand that we close.

Richard Williams:Thank you Jason, very thorough and
helpful. If I could move on to a question that was raised at
the industry lawyers’ meeting at the Gambling Commission
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last week, where some people asked the Commission why
it does not support the industry more, in terms of defending
it from negative press? Dan, I wonder if you have a view on
that? The Gambling Commission is obviously in a difficult
position being the regulator, but what are your thoughts
about the Gambling Commission and the balance of the
press in the UK against the gambling industry?

Dan Waugh: I don’t think the Commission has a job to
defend the industry and I think if it did, it would probably
backfire on them. I do think that somebody ought to police
what is claimed about gambling and I mean that on both
sides. So when the industry sometimes tries to play down
some of the negatives, that should be corrected and when
some people try to inflate the problems related to gambling,
that should be addressed. I don’t know if that is the
Commission’s role, but it feels like somebody should do it
because, in the absence of anybody deterring misuse of
statistics and things like that, we get a very fuzzy debate
which clearly isn’t going to lead to the right outcomes.

It’s a bit like the Brexit debate; if we are allowed to bandy
around misleading statistics then we probably won’t be
making the right choices. (I am not saying that the Brexit
choice is wrong by the way!) But we probably won’t be
making the right choices if we don’t have a clear debate and
maybe, rather than defending the industry, there might be a
role for the Commission in correctly exposing people who
are pedalling mistruths about gambling. 

Richard Williams: Adam, can you update us about the CMA
investigation now? It’s been ongoing since October 2016
with, as Jason has already referred, to the “con” and
“bamboozle” press release. It’s been going on now for 
2 years. Can you tell us where we are up to with that?

Adam Rivers:When the press release came out, I was also
surprised to see words like “bamboozle” and “con”. My
natural inclination was to look up some bonus terms and
see if I could figure out how bamboozling it really was. 
Over the course of a flight to Gibraltar, and after taking into
account all the T&Cs, I was eventually able to work out that
a £50 free bet on roulette I’d found online with significant
wager requirements was worth a few pence in expected
value – so I had some sympathy with the CMA in terms 
of that tone. 

With regards to the CMA’s investigation over the past two
years, there have been various undertakings provided by
operators. I don’t want to steal Anna’s thunder as to what
they all mean. However, there are some interesting lessons
coming out of it for the industry in terms of how they have
historically been regulated, which has been very light touch,
and how some of them have actually engaged with the
CMA in this process.

Without wanting to sound too controversial, I think there
has been some significant naivety in the industry in terms of
what it means to be regulated in the UK. I understand a lot
of operators were brought into the CMA to explain things
such as what the customer journey is for sign up; if I go on
your website how am I going to navigate it, how am I going
to understand these terms? From speaking with the CMA
about these meetings, it seems many operators were
arriving without being able to explain their own websites.
That’s not exactly a good look and you can see why some 
of that sentiment exists.

With regards to the undertakings and where we are going
next, I think you can look at it two ways – it’s partly the end
and also partly the beginning. 

In terms of the end, the CMA has already come out and said
in October this year that it will start stepping back slightly
from its role in terms of its investigation. It will still support
the Gambling Commission in its ongoing work and if 
there are things that come to light then, of course, they 
will investigate. But in terms of the heavy lifting, I think they
feel their role is coming to a conclusion and the CMA has
alluded to the fact that, at the Gambling Commission
conference in November, we’ll hear a little bit more from 
the CEO about what all of that means.

At the same time, it is a beginning. There is now significant
guidance out there; memos to players, memos to operators
about how to conduct their businesses. There are
expectations that operators should be reviewing their terms
and conditions fully. While the CMA has stepped back, the
industry needs to remember that a regulator has just been
provided with a 2 year window into how this industry 
works. They now understand and have gone up the learning
curve as to the complexities gambling has as an industry.
So, where they start seeing things wrong in terms of
consumer protection, they’ll be able to clamp down 
harder and quicker.

Richard Williams: Anna, there have been two recent
undertakings with the CMA by operators. Would you like 
to just explain what those relate to?

Anna Soilleux-Mills: Sure. It was announced that
Jumpman Gaming and Progress Play entered into
undertakings with the CMA a few weeks ago. The focus of
that was around withdrawals, the basic principle being that if
there is money in a customer’s account and it is their cash,
then you can’t put limits and restrictions on them getting
access to their own money. That money is legally theirs.

Specifically, the focus was that there has historically been a
practice in the industry of placing maximum limits on how
much a player can withdraw from their account. The cynic
might say that this encourages players to recycle their
winnings; so if they have won a big jackpot rather than being
able to withdraw the full amount of their jackpot, there is a
monthly limit on what they can take out from their account,
to encourage them to spend and hopefully lose. That has
been prohibited by the undertaking. So, although Jumpman
and Progress Play are the two operators that have entered
into these undertakings, the CMA and the Gambling
Commission have said they expect all operators to 
follow suit.

The other key aspect of the undertakings was around
dormant accounts. Generally, operators seek to absorb
money left in dormant accounts into their bottom line 
as quickly as possible and there is now, as part of the
undertakings, a general prohibition on operators confiscating
funds left in accounts where the player hasn’t logged in for 
a certain amount of time.

The practice of charging fees for dormant accounts is still
permitted, but there are a number of restrictions in place as
to how much that fee can be, and the steps that an operator
needs to take to remind players of their balance and to
encourage them to log into their account. 
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Richard Williams: I am sure Jumpman Gaming and
Progress Play weren’t the only operators who had similar
restrictions on withdrawals. Have you noticed activity by
operators to comply, by changing their terms and conditions,
for example?

Anna Soilleux-Mills: I think a number of operators, if they
haven’t already, should definitely be looking at that. Although
it’s only Jumpman and Progress Play that entered into the
undertaking, the Gambling Commission require all operators
to immediately change their practices to comply with the
terms of those undertakings.

Many operators, in the wake of the initial limb of the
investigation, looked very closely at their terms and
conditions and were stepping into line. Certainly with the
changes to the LCCP that are coming into force on 31
October 2018 – which will give the Gambling Commission
the ability to use the full tool kit in its enforcement armoury
against those not complying with consumer protection
legislation – operators need to be falling into line pretty
quickly if they haven’t done so already.

Richard Williams:Moving on to the ASA activity then, 
the ASA rulings over the last year for breach of the CAP
Code/BCAP Code. Jason, I think it is fair to say from the
outset that there have not been that many rulings, although
there were a flurry of them yesterday in the press. Do you
want to tell us what the main issues have been over the 
last year?

Jason Chess: Going back to the opening remarks, and to
Dan’s previous session where we talked about political
influence on regulatory policy, the ASA is a quasi-regulator,
it’s not a proper regulator. It’s a self-regulatory body, staffed
by people drawn from the London luvvie media Dean Street
Townhouse milieu.

We had a joint CMA session with the Gambling Commission
and the ASA back at ICE in February and we had Ian Angus
from the Commission who is a very intelligent, crisp, 
bright organised man. We had the CMA who were very
professional. And then you talk to the ASA. They didn’t know
what the Hampton Principles were, they didn’t know what
the regulatory codes were, they had never heard of public
administrative law reasonableness and when I asked them
about evidence-based decision making, the two guys looked
at each other and put out their hands to Ian Angus to help
them out. So we’re talking about an incredibly low calibre
regulator here.

They are following the political wind, following the political
drift, and the big crusade at the moment is on things that
have undue appeal to children. So, for example, cartoon
graphics are under threat. One of the other things where
they are refusing to listen to any representation at all is in
the presentation of bets on lotteries. Someone at the ASA
has decided that offering bets on lotteries is a bad thing to
do and we’ve had an instance of an Isle of Man licensee,
where the nature and the status of what they were offering
was absolutely crystal clear, there was a huge script on 
the screen which said you are not participating in a lottery,
you are betting and, lo and behold, their content, which 
had actually been reviewed, vetted and signed off by the
Gambling Commission in Birmingham, was nevertheless
found to be in breach of the ASA codes and guidelines. 

Yesterday, we had two adjudications from them where
operators had bought inventory from Google and from 
the big ISPs. The two operators had bought advertising
inventory specifically on the basis that this was 18+
inventory. The ad was served, or re-served, and was
pumped out into the ether and it was challenged whether
children might look at it. That complaint was upheld.

In my view, the upholding by the ASA of that complaint
squarely contradicts the defence and exemption in Section
46 of the Gambling Act 2005, which says that you will not
be liable if an advert comes to the attention of children as 
an involuntary consequence of its distribution to adults.

So, not only are the ASA making incredibly capricious, very
subjective, very politically-driven decisions, they are also
committing the basic administrative and regulatory law sin
of making decisions which cut across or contradict not only
statute but the policy and decisions of other regulators. We
have a big, big problem with that and I think in relation to
the ASA, Dan is 100% right. 

If it is the decision of the British people that gambling
advertising should be banned or restricted, then that should
be for the politicians to decide and to implement. There is
plenty of scope for regulations under the Act; it should not
be for a self-appointed coterie in London to determine that
policy. I know that I am jaundiced about them but it is not 
a joke; it is very important because compliance with the
advertising codes has now been elevated to the status 
of a licence condition. The prospect that a reputable 
operator could be put in breach of its licence vis-à-vis the
Commission off the back of a decision of the typical low
quality of the average ASA decision is extremely concerning.

Richard Williams: It’s a very dangerous development isn’t 
it, the incorporation of the CAP and BCAP codes into the 
SR code requirements? So it will be a mandatory
requirement to comply, which means that what was
previously a relatively toothless organisation, in terms of 
its sanctions, now is going to have far more power on
review or even prosecution. 

Dan Waugh: Again, I think we are in the realms of potential
correction against light touch. For a long time, if you
breached advertising rules, nothing really happened to you
very much. You almost get the sense that some operators, I
won’t name names from Ireland, almost sought controversy
through some of their marketing because actually there was
no penalty and it got them some notoriety and that played
well with their brand. I think we probably are within the
realms of over-correction and while there may be some 
kind of poetic symmetry to over-correction, we shouldn’t
mistake that for good policy.

“Many operators, in the 
wake of the initial limb of 
the investigation, looked 
very closely at their terms 
and conditions and were
stepping into line.”
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Richard Williams:We’re going to have a poll question 
now. We’re going to vote on the question: Is the Gambling
Commission’s enforcement activity too little, about right 
or too much? The majority say about right. We see a fair
amount saying too much, and very few saying too little. 
It would be interesting to see what would happen if that 
poll was run with a regulator like the Gambling Commission;
I suspect they would think it is far too little and they 
would want to try and ramp up the amount of 
enforcement action.

Richard, you have obviously crossed from the Gambling
Commission to the industry, so you have seen both sides in
terms of enforcement. We’re going to run through some of
the important review decisions of the last year but do you
have a view on the level of enforcement activity? 

Richard Bayliss: I think, as Dan has said, a lot of what we
are seeing is a consequence of behaviour in the past so 
the Commission is reacting to public pressure.There is 
not a lot of sympathy out there amongst the media or
politicians for gambling businesses. The regulator is
expected to show their teeth so I think that is where 
we are at the moment.

Some of the things that we have discussed, they all sound
very straightforward. So, as Adam said, an employee of a
gambling operator should be able to explain their bonus
terms and conditions. That doesn’t sound unreasonable.
Why would it take the CMA to step into the industry and
use their powers to get people to think about that? It’s the
same about some of the proposed changes – such as spam
marketing. These are some of the things that impact on the
reputation of the industry. They are relatively straightforward
to fix. But, in the absence of that from individual operators,
the Commission has stepped in and, from experience, I
think there are lots of cases they could have taken on. Really
what has been published is the tip of the iceberg. They’ve
looked at the most egregious cases but there are potentially
a lot of lower level issues in the same space. Every operator
would be wise to take note of these statements and learn
from them, because the impact of not learning from other
people’s mistakes will be that penalties are more extreme
for you as an operator.

Richard Williams: We’ve seen this ramping up particularly
over the last year with £2m, £2.3m and £5m financial
penalties. I don’t know if you have knowledge from the
Gambling Commission, is there a secret formula to fixing
these figures?

Richard Bayliss: No, I think it’s like your poll: is it too little,
too much or just about right? They are attention-grabbing,
but it does come back to what the audience is for these
penalties. If you keep increasing them and behaviour doesn’t
change, does the regulator just pick a higher amount? And
what is the logic, what is the rational for doing that? If
financial penalties don’t work then other powers are in
place: licence revocation, personal licence-holders taking
responsibility and being held accountable. They could risk
losing their licences and their livelihood as a result of it. 

Richard Williams: Do you think these financial penalties 
are driving the message home now? Do you think there is
an uplifting of standards in the industry?

Richard Bayliss: I think it has generated a lot of fear; there’s
a lot of activity going on in lots of different spaces. Whether
it is actually productive remains to be seen.

I think standards are definitely starting to increase, but it 
will take time and we’re back to the point about whether 
the Gambling Commission should defend the industry. 
At the moment they don’t really have many good cases to
promote. That’s definitely changing, but the challenge the
Commission has set the industry is to give examples of
things that they can present to the press to say that
progress has been made and that regulation has been
effective. Otherwise, the Commission probably has no
choice but to use its powers more widely. It can’t be 
seen as not being tough on failure.

Adam Rivers: The regulator is in an interesting position
when it comes to quantifying how much to fine an operator.
It’s this balance between deterrence, a signal to the market
that if other people try and do this, it’s going to cost you, 
but also proportionality.

Proportionality means that you need to establish how much
harm was caused by these actions. In some cases, this 
can be incredibly subjective and quite contentious. A really
interesting development for the next few years – based on

Audience Poll – How would you rate the Gambling Commission’s enforcement activity?
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the sentiment coming out from the GC earlier in the 
week that the volume of fines, both in terms of range and
significance, is only going to increase – is how contentious
these issues start getting.  Whether we start seeing the end
of voluntary settlements and instead a move towards the
industry challenging the regulator, just as we see in other
regulated markets, is to be determined. I think it will be
really interesting to watch it unfold.

Jason Chess: Just on quantum because, as the lawyers on
the panel, Anna and I have to go into bat and we have to
generate this. When the Commission kicked off with these
things they had a rule of thumb which was that No. 1 you
get rid of what you might call the ill-gotten gains, you divest
yourself of whatever you made out of this malfeasance and
No. 2 you then pay an equivalent amount in lieu of a fine as
a regulatory settlement.

So it was really 1x1: if you made half a million quid out of
underage gambling or whatever the naughty was, you’d 
give up the half million quid, you’d cough up and you’d 
pay another half a million. Now what is happening is that,
because the industry is repeatedly refusing or is unable to
raise its game and we have public statement after public
statement, we see the Commission, not in the Isle of Man
generally I hasten to add but elsewhere, begging the
industry to take notice. And in many cases it doesn’t. 

What the Commission has said now is okay, you’re going to
divest your ill-gotten gains, you’re going to give back what
you shouldn’t have made and on top of that we are now
going to fine you however much we think it is going to take
to get your board of directors to put the money-laundering
officer and the compliance guy onto the board. To make
compliance and social responsibility a board priority, to
actually walk-the-talk and put compliance and customer 
care at the heart of your business.

So if you are a big business like 888 maybe we’ll ding you
for $6m if that’s what it takes to get you to sit up and listen.
Maybe if you’re a smaller business or your conduct hasn’t
been so grievous, we will fine you less. But what the
Commission is saying now is, if you are not going to 
take any notice of us, we are going to ramp these fines 
up so much that it is going to be an existential threat 
to your business.

Richard Williams: That moves us nicely on to our 
next poll which is: are financial settlements on 
reviews proportionate? 

The results are fairly evenly balanced. It’s interesting that 
we are predominately operators here, and people think 
that they are reasonable figures for the transgressions. 

Let’s move on to the new Gambling Commission
consultation which was launched this month regarding 
changes to encourage responsible gambling. The 
proposal is that subject to consultation – it is not 
yet set in stone – these changes will come into 
force from April 2019.

The first one is the requirement to age-verify before
gambling. At the moment you have this 72-hour period
where you don’t need to age-verify and then, if you can’t 
age-verify by that point, you then have to lock the account,
return the funds etc. Then there is age-verification before
playing play-for-free gambling games and ID verification 
before gambling, not all of which happens in all cases 
at the moment. Richard, could you give us your 
comments and views on those proposals?

Richard Bayliss: I think they increase in complexity and
contention as you move down that list. So age-verification
before gambling, it’s something that a lot of businesses 
will do already. When I was at the Commission, the reaction
you got when you explained that technically children could
gamble for 72 hours but couldn’t withdraw their winnings
was always met with some surprise. For an industry 
that wants to prove its responsible credentials, then it’s 
a good one to implement and I don’t think there will be 
too much argument.

You asked is it a done deal? Well the Commission doesn’t
typically consult on things that it is unsure of the outcome
and they do a lot of pre-consultation with affected parties,
they discuss the issues internally, so I think it would have 
to be a very strong case from the industry…

Richard Williams: I don’t know if you have practical
knowledge – how feasible is that then to age-verify for 
each new account? How quick is the process and how 
many times will there be when you can’t age-verify?



4040

Richard Bayliss:Typically 70% of people should be verified
electronically the first time it is done. It will increase the
contacts, and the requirements to do it another way, but it
might be an opportunity for developing more effective age-
verification processes. Changing consumer behaviour will be
interesting because people could get on, sign up, register
and gamble immediately. There may be some impact on that
so that will need to be explained. 

Richard Williams: So at 70% it’s unlikely to be a significant
bar to the progress of a gambling transaction if somebody
needs to sign up, age-verify there and then and then go on
to gamble.

Richard Bayliss: Exactly.

Richard Williams: And how about the age-verification for
play-for-free gambling games. This just applies to licensed
operators and free versions of gambling games. Do you
agree with those proposals?

Richard Bayliss:That’s another one where industry has
been presented in a bad light, in that they are using these
games to attract children in and get them to gamble for real
money. That’s not what the industry wants. I don’t think 
the Commission has ever seen any evidence that these
games were being targeted at them but again it is probably
a perception issue more than anything. If you put them
behind an age gate, people can’t view them. I think the
Commission’s view on that will be that makes it safer, 
that you are not exposing children to harm, you are not
tempting them into gambling later on. 

Richard Williams: It doesn’t necessarily deal with the issue
of play-for-free gambling games because it only relates to
licensed operators offering play-for-free games which are
actually gambling games.

Richard Bayliss:Yes, and that’s one of the Commission’s
concerns at the moment, the blurring of lines between
traditional gambling businesses and those entering the
market. So, again, I think industry, the regulated gambling
industry, is often caught up in that debate, quite unfairly.
Nevertheless, if they impose these standards, then they
have got a gap; they are demonstrating their responsible

practices rather than these unlicensed businesses offering
quite similar games and mechanics in many cases.

Richard Williams: How about the requirement to ID-verify
before gambling as well? Do you have any thoughts about
this? Obviously a more complicated, lengthy process.

Richard Bayliss:That’s more contentious and more
challenging for businesses to do. It is subject to consultation
but the Commission’s view, as it is set out in their
consultation paper, is that a lot of the problems that emerge
later on are because the operator doesn’t know enough
about a customer at that first contact. You don’t know if 
they are self-excluded, you don’t know if they have duplicate
accounts and so on. If you have more information about
them at the outset, you could possibly meet your regulatory
obligations more easily.

On the CMA withdrawal issue, if say 80-90% of customers
never withdraw money, why are people often only being
asked to provide ID at the point that they’ve won? They
might have spent £100 and they want to get £10 back. It’s 
a really poor customer experience to put that friction in the
way. It will be much more challenging and I think the costs
could potentially be quite significant. It will also lead to 
a change in behaviour that I think the Commission and
operators will have to explain to their customers why 
these more intrusive checks are being carried out.

Richard Williams:Moving on to the requirement to match
the payment method to the account-holder, you would
effectively have to check that the bank card matches 
the account-holder. How feasible is that?

Richard Bayliss:That’s very difficult, from my
understanding. It’s not as straightforward as it seems, 
and that will be one where I would recommend the industry
get evidence of how they might go about doing it, if it’s 
even possible. It could result in cases where you’ve got
customers taking photographs of themselves holding a 
card to demonstrate it is in their possession which poses 
all sorts of problems. In explaining that to them, as well 
as the security implications and GDPR consequences of
potentially sending really sensitive information by email 
and not knowing how it is going to be stored and used.
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Richard Williams: Dan, there is one more proposal that 
is not part of the current consultation but it’s to introduce
mandatory account limits. This is the next stage of what the
Commission is looking at for future consultations. How do
you see that panning out and what do you think the impact
of that will be if it comes in?

Dan Waugh: I think we are moving in that direction. 
It will be interesting to see exactly what it looks like. 
If it is mandatory for customers to set limits, then that
seems reasonable. I think I would position it in a sort 
of nudge sense in that when you sign up, you have 
a default limit.

The problem with limit setting is that it is positioned as 
a tool to stop deviants getting into trouble and actually it
should just be something you do if you gamble. If it is based
around consumer choice and they get to set the limit they
are comfortable with - clearly we don’t want to end up in
Norway where the state sets a limit and you can set a limit
below that. 

I think we’ll get there and I think, on balance, a measured
implementation of that makes some sort of sense. We have
to watch out that we don’t create anchoring effects so that
you set a limit and actually customers play up to the limit
and beyond where they would normally play. It probably
needs the industry to get on board with it and work with 
the Commission to find out what is the right thing for 
the consumer.

Richard Williams:Thank you. Two poll questions to finish.
Is Gambling Commission enforcement leading to raised
standards? The results are pretty overwhelming in support
of that. The final question: would the industry raise
standards without any regulatory action? That’s fairly
balanced despite the answer to the previous question. 
A lot of you think that the standards would be raised 
without this regulatory action. I’m sure some people 
will take issue with that. 

Finally, thank you very much, panel, for all your time 
and input today. 
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Protecting Consumers:
GambleAware 
Marc Etches

Chief Executive, GambleAware

As CEO of GambleAware, an independent charity tasked to fund research, education and treatment services 
to help to reduce gambling-related harms in Great Britain, Marc Etches is passionate about the role that industry
has to play in minimising risks and harmful impacts of gambling on consumers, their families and communities.
In his speech, Marc brought delegates up to date with the latest research in the treatment of gambling-related
harms, reflected on developing issues and called on operators to show a much greater commitment to 
customer protection.  

Gambling is a public health issue. Many people gamble
and experience no adverse consequences. Many others,
however, experience harms from their gambling.

Although it is recognised that gambling generates 
considerable tax revenue for government, provides 
employment, creates innovation within business 
communities, provides benefits to other leisure sectors,
and gives pleasure and enjoyment to some participants,
there are also considerable societal costs arising from
the harms associated with it.

There is a need to better understand both these 
harms and costs and, where possible, attempt to 
develop a methodology for quantifying them. To 
date, gambling problems tend to be framed within 
a medical/psychological perspective in terms of 
identifying particular behaviours and symptoms rather
than considering the harms themselves. For example, 
in Britain, we refer to there being 430,000 adult 
problem gamblers and a further 2 million at risk 
of becoming so.

However, like other similar risk behaviours, alcohol for
example, there is increasing recognition that the harms
that arise from gambling may be broader than medical-
based criteria for problem gambling. 

These harms can have serious economic and social 
consequences, not only for individual gamblers 
but also family, friends, communities and society. 
Gambling-related harms include impacts on 
relationships, finances and health – and by health 
I include physical, mental and social well-being. 

These wide-ranging impacts, and the magnitude 
of these harms, are not captured within current 
definitions of problem gambling. In Britain, policy 
makers, regulators and the broader public health 
community are increasingly recognising that 
gambling-related harms need to be better understood
and measured.

In this respect, we at GambleAware are pleased that the
Department of Health and Social Care (DHSC), working
with Public Health England (PHE), is considering what
scope there is for commissioning further research to 
better understand the impacts of gambling-related
harms on health and well-being. We understand that 
similar work is emerging in both Wales and Scotland.

Earlier this year, the annual remit letter from DHSC to
PHE committed the latter to “inform and support action
on gambling-related harm as part of the follow up to 
the Department for Digital, Culture, Media & Sport-led
review of gaming machines and social responsibility”.
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This represents a significant milestone. But perhaps more
significant has been the announcement that gambling and
other non-chemical addictions have been officially referred
by NHS England to the National Institute for Health and Care
Excellence (NICE) for development of treatment guidelines.

Having treatment guidelines would indeed promote the
earlier identification of harm and addiction, and so improve
access to help. We look forward to contributing to that 
work, just as we collaborated with the Local Government
Association as they produced, in conjunction with 
PHE, updated guidance to local authorities about 
harmful gambling.

Currently, the NHS does not fund specialised treatment
services for problem gambling. People with gambling
problems may present to primary care or other NHS
services, such as mental health services.

As such, individuals may be treated alongside other
conditions that do qualify for NHS treatment but, although
recognised by the World Health Organisation under ICD-11
(International Classification of Diseases, 11th edition) as a
Behavioural Disorder, the NHS does not commission any
specialised clinics such as the National Problem Gambling
Clinic located at Central North West London NHS Foundation
Trust (CNWL). That is funded by GambleAware.

Indeed, GambleAware is the primary commissioner of
specialised problem gambling treatment services in Britain.
Last year around 6,000 people were treated in those
services, less than 2% of the estimated population of
problem gamblers. This compares to around 13% of alcohol-
dependent adults receiving treatment funded by the state.

This indicates the likely gap in services that exists; a gap
that the state, in our view, needs to help bridge with both
funding and leadership. That’s not to ignore the important
role of the industry, certainly in funding, but it is the state, 
it seems to me, that has a primary duty.

We are acutely aware of the need to build the evidence
base. That is why GambleAware has a substantial 
research programme to build up the research capacity 
in Britain to study gambling addiction and to commission
research to address the most significant gaps in 
the evidence.

Specifically, we have commissioned research to identify the
size and characteristics of the population that needs help,
and secondly the treatment that is most clinically-effective
and cost-effective.

In the meantime, our objectives are to commission 
safe, effective treatment that meets the needs of
individuals, wherever they live in Britain; to work across
organisational boundaries so that the different providers 
that we commission form a coherent joined-up treatment
system; and that the treatment system for harmful gambling
works in conjunction with the NHS to ensure joined-up
treatment for people with co-morbidities.

Wherever people come into contact with this emerging
system, we want to ensure that they get routed to the
provider who can best meet their needs, and to the best
team for them within a given provider, which is why we’re
developing common tools for screening, for assessment,
and for outcome monitoring.

In this way, data systems, which were originally developed
for performance management, are now being extended to
drive improvements in clinical practice.

Aftercare and relapse prevention are also important, and 
we want those people who will benefit to get signposted 
to mutual aid and other peer support.

We also recognise that an individual’s harmful gambling 
can cause problems for their families and friends. That is
why the services that we commission make provision for
helping affected others.
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As we know, and must be vocal about, gambling addiction
can lead to people taking their own lives. The providers
within this treatment system are working to ensure that
people who may be experiencing thoughts of suicide are
identified and get the mental health support that will 
reduce the risk of suicide.

So far, I have focused on our role as a commissioner of
treatment because, in the absence of state funding, this 
is where we spend the largest proportion of the funds 
we raise. However, trustees are clear-sighted on the
importance of education and prevention, particularly in
relation to children and young people.

This priority is underlined by the fact that it has been
reported that 370,000 children gamble with their own
money in the past week, and 25,000 of these children 
are identified as problem gamblers.

Children and young people are growing up in a vastly
different world than most of us here did. Their world is
dominated by technology and being almost constantly
connected to the world via the internet.

Public concern about the increasing proliferation of
gambling-related advertising and sponsorship around sports
that attract family audiences is widespread. Specifically, 
that it is normalising an adult activity for children. Given the
announcement by Formula 1 this week, that public concern
is likely to intensify.

A little over a decade ago, none of the current gambling-
related advertising and sponsorship was permitted. There will
be many working in, if not leading, marketing departments of
gambling businesses today who will not be familiar with 
a regulatory and political environment that once held that
gambling should be tolerated rather than encouraged. And 
by ‘encouraged’, it was meant that the general public should
not be faced by unlimited opportunities to gamble and by
uncontrolled inducements to do so.

Much of the recent focus has been on advertising on
television, and the ‘live sports’ exception to the 9pm
watershed. Aside from the fact that the 9pm watershed 
is fairly meaningless to young people who consume much
of their television (if they consume it at all) online, a more
significant issue is the increasing extent of online
advertising and promotion.

It cannot be right that one in ten of 11-16 year olds are
following gambling companies on social media. There are
those, and they are becoming more vocal, that say this
amounts to grooming children and that the amount of
gambling-related promotion activity represents abuse.

Today the International Alliance for Responsible Drinking,
based in Washington DC, have, in conjunction with
Facebook and other service providers on the internet,
announced an initiative that is intended to allow people 
to opt out of alcohol advertising.

The new standards will allow those who do not drink, those
who have or had a problem with drink or those who share

their social media or internet devices with their children, 
to opt-out of alcohol advertising. In addition to parents or
others being able to proactively turn off alcohol advertising,
the standards will look at how to further reduce chances 
of children seeing any alcohol advertising by strengthening
age-verification processes and putting in place mechanisms
that make it easier for advertisers to do the right thing.

This seems an important and timely initiative that bears
careful consideration in relation to what the gambling
industry might think to do.

Regulated industries ought always to pay very careful
attention to their relationships with the wider public as 
well as consumers. If those relationships erode, politicians
are challenged, regulators are pressed and businesses 
are squeezed.

When the regulated industry is one that profits from
marketing a risky product, the need to care about these
relationships is especially important. Important because,
without public trust, future profitability and long-term
sustainability is itself at risk.

In essence, it makes commercial sense to be trusted. But
right now, in Britain, public trust in gambling businesses is
low. According to the Gambling Commission, only 33% of
the British adult population think that gambling is fair and
that the businesses can be trusted.

This issue of trust is acknowledged by some in the industry.
For example, William Hill admits when referring to customer
protection and I quote: “In the past, we have fallen short on
this issue. Public trust in gambling activities has declined
over the last five years. Over that same time, we’ve been 
on a journey to improve the protections we have in place 
but what’s also true is that we haven’t faced bravely enough
into the issues.” 

For years, the betting industry in Britain refused to take 
the commercially intelligent decision to reduce stakes on
gaming machines before it was done to them. Right now,
the Gambling Commission is consulting on the topic of 
age-verification. Specifically, to require online gambling
businesses to determine the age of customers before 
they can deposit money or gamble, or access play-for-free
versions of gambling games.

For the industry not to have agreed to this most basic
customer protection measure before now represents
another lost opportunity to simply do the right thing.

The fact that GamStop is still not fully up and running is 
not flattering. When finally it is, how committed will the
industry be to marketing self-exclusion to consumers?

How bravely will the industry face into that issue? And how
bravely will the industry face into the use of credit cards?

There is no moral justification for encouraging anyone to
gamble on the basis of ‘credit’. If the industry wants to win
back public trust, it needs to be much more committed to
customer protection, and much, much braver.

“Children and young people are growing up in a vastly different
world than most of us here did. Their world is dominated by
technology and being almost constantly connected to the 
world via the internet.”
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Protecting the Customer: 
Senet Group 
Gillian Wilmot

Chair, Senet Group

Senet Group is an industry-funded body which promotes responsible gambling through player messaging. 
Best known for its “When the Fun Stops, Stop” campaign, which has been widely adopted by operators, 
Senet Group also manages and operates the UK’s only self-exclusion scheme for high street betting shops, 
taking an average of 2,000 calls per month and engaging with local licensed premises to ensure exclusion 
requests are followed through. In this session the Group’s independent chair, Gillian Wilmot, outlined five “hard
truths” the industry needs to address if it wishes to be seen as genuinely concerned about player protection. 

It’s a pleasure to be here in the Isle of Man among 
people who are committed to a long-term, sustainable
future for the gambling industry. In a post-Brexit world,
we will have to forge new trading relationships and 
exploit our industrial base, so it’s important we 
recognise the enormous competitive strength of 
the UK gaming sector.

One of the advantages in being independent of the 
industry is that we are informed by, but not subject 
to, the views of our funding partners. In short, we are
objective and free to speak the truth as we see it and 
can find the evidence for it. So, this afternoon I thought 
I would give you my five ‘hard truths’ for the gambling
industry as regards to player protection.
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Truth Number One

In the interests of player safety and the long-term
sustainability of this business, we have to put aside the
tribalism and sector-based factionalism that has been a
characteristic of the gambling industry for so many years.

To the outside world, the distinctions between casinos,
sports betting, bingo and machine play as well as online are
rapidly breaking down. Customers are migrating to online
sites which offer every product under one roof.

Where once industry sectors were defined by their product,
by their venues or even, dare I say it, by the social class of
their clientele, the outside world increasingly sees a more
homogenous gambling sector, governed as much by
algorithms as big personalities. And as somebody who
comes from retail, I know all about those.

In a converging digital landscape, it’s therefore essential that
we collaborate and share best practice on what works and
doesn’t work in player protection. Too often it is still the case
that wheels are being reinvented every day and that, aside
from the economic cost and human cost of duplicating
effort, it does inevitably mean that progress towards viable
solutions is much slower than it needs to be. Which doesn’t
help Marc Etches of GambleAware or any of us in terms of
delivering solutions to solve this problem.

I am not going to delve into the weeds, and there are many,
of the FOBT debate for fear of never getting off the stage
and starting a fight, but I will say that it has served to
exacerbate the differences in the industry at precisely the
point that it needs to pull together. And that it has placed
Government in the invidious position of having to arbitrate
between competing industry factions.

In effect, it just reduced the credibility of the industry to the
public. At the same time, it has taken focus away from

helping to deliver on the National Responsible 
Gambling Strategy.

With less than a year remaining of the RGSB’s three-year
programme, we need to do a great deal more to show
anything like acceptable progress against those goals.

This lack of delivery is unfortunate on two counts. Firstly, 
it undermines confidence in business’ commitment to
resolve problem gambling. That commitment is there;
business is, and can be, and should be, a force for good.
Secondly, it really jeopardises the role this industry must
play in the Commission’s next three-year strategic plan,
which is in development right now. 

Which brings me to...

Truth Number Two

Calls by the public health community and idealists to
exclude the industry from decision-making on problem
gambling should be resisted.

The comparison made with tobacco is false. There is no
such thing as a safe cigarette, yet millions of people enjoy a
flutter in this country every year and do so without harming
themselves or anyone else around them. But it’s also the
case that the triggers and drivers of problem gambling are
complex, just as the triggers on alcoholism are, and the
population-based solutions being advanced by the public
health community are un-targeted and likely to unfairly
penalise the vast majority of people who enjoy an 
occasional flutter as, dare I say, a ‘normal’ leisure activity. 

So earlier understanding of why the majority enjoy gambling
responsibly and safely is also critical to solving this problem.

The industry understand their customers in great depth, 
and they will be critical to the successful design and delivery
of targeted solutions that work. It’s also the case that
companies understand best how to communicate and
interact with their customers, and have been doing so 
for years. That expertise and insight should be harnessed,
not dismissed. 

It would be wrong to assume that there isn’t a huge
appreciation, an acute appreciation, for the need for change
within the industry. If you look at the population in general
and the polling that individual companies have done, then
the general population would support greater levels of
regulation in the gambling space.

It’s notable that organisations such as William Hill, with 
their zero harm strategy, and Senet funding partners have
committed to a future in which their products do no harm.
This is clearly a huge challenge, some will inevitably say
impossible, but the move online offers this industry an
immense advantage in being able to influence player
behaviour for the better. 

Which leads me to...

Truth Number Three

Data is the players’ friend. While wild rumours abound
regarding the use of Al and psychographic profiling in the
sector, in reality the data available on individual players will
lead us to ever more sophisticated ways in which we can
tailor player interventions to prevent harmful behaviour.

At Senet, we are leading a cross-industry project to interpret
work done last year by the RGA and PwC to identify the
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digital markers or characteristics of potentially harmful 
play, and put those into a commercial model which can be
adopted across the industry. This work is ongoing. But it is
already highlighting the relative importance of some markers
over others.

Back to the credit card debate: multiple payment methods
are an issue – we may disagree about how you implement
that but they are a marker of harm. It also reveals the
complexity of applying common thresholds across 
different products and different customer sets. 

The use of data to monitor players’ behaviour is clearly not
uncontroversial. The industry often stands accused of both
exploiting its customers and being negligent in its duty 
of care in the same breath. But if data can be used to
empower customers to make more positive decisions,
rather than exercise control over them, ultimately one 
would hope that we can find support for that approach.

One thing the industry does stand accused of, and it’s 
been highlighted yesterday and today, is bombarding its
customers with advertising. Which leads me to…

Truth Number Four

There is too much advertising and sponsorship around 
live sport. The volume of advertising and the density of
messaging when combined with sponsorship on shirts, 
on perimeter boards and big screens is often absolutely
overwhelming and detracts from people’s enjoyment 
of live sport.

It also raises legitimate questions about the influence of
advertising on young people, something I know that Marc
and his team are particularly focused on. And something
that was raised two weeks ago by Simon Stevens, Chief
Executive of NHS England, in relation to football clubs’
contribution towards education and treatment.

Contrary to some expectations, the problem of advertising
around live sport is one which is widely acknowledged
within the industry. Only last month the Chief Executives 
of William Hill and Paddy Power BetFair were quoted in 
The Guardian doing just that, saying we need less.

So why not, as Tracy Crouch (former Minister for Sport and
Civil Society) suggested, simply stop advertising? The issue
is that sports advertising remains important real estate for
brand awareness and an important source of revenue for
broadcasters and for sport. 

In terms of the gambling companies, if a company acts
unilaterally to relinquish that space, it’s likely another
company without the same compunctions will step in. 
And there are clearly overseas companies using it as a 
way of reaching other markets. Any solution, therefore,
needs to apply across the sector, and I believe the 
industry is open and willing to have that discussion.

What is important, though, is that any legislative changes
are evidence-based, which leads me to…

Truth Number Five

We need to better evaluate the problem gambling initiatives
we put in place.

Our own campaigns, such as “When the Fun Stops, Stop”,
have been enormously successful in gaining awareness and

recognition amongst our target audience of young men
aged between 18 and 34. Our tracking also shows that a
substantial number of people, an indicative five million in
aggregate since the campaign launched, have been
encouraged to gamble more responsibly.

However, we would be the first to acknowledge that this is
indicative only, and we recognise the need to raise the bar 
in demonstrating meaningful behavioural change.

That’s why, over the summer, Senet launched a review of
our “When the Fun Stops, Stop” campaign, to ensure that
we clearly identify the behavioural change we want to
achieve and have a robust measurement and evaluation
framework in place.

As part of this exercise, we have commissioned behavioural
research experts to conduct primary research on our behalf,
the sort of stuff Ofcom and Ofgem have been doing in
terms of shaping policy and regulation, as well as using
learnings from GambleAware and all our partners, and
looking again at the triggers and characteristics that can 
be associated with problem gambling.

In summary, it’s clear I am sure to everyone in the room 
that the gambling industry faces a severe test of its licence
to operate. 

We know that the status quo is unsustainable; decisive
business change is necessary to reform the industry and 
re-establish the public trust.

I don’t mean for this to sound like a counsel of despair,
because although we have a fight on our hands, I know 
that many of the leading players in the industry are taking
action to put sustainability strategies at the heart of their
business planning.

Senior appointments have been made to create new roles
around responsible gambling and player protection, and
stretching goals are being set at senior leadership level 
to ensure the agenda is being taken seriously. I know,
because we host a CEO meeting, that they are all 
absolutely engaged with this as their number one priority. 

Part of this change is also seeing the welcome increase in
diversity as people join from other sectors on all metrics,
including industry background to develop new thinking 
and we should welcome this.

Senet has a central role to play in partnership in moving 
the industry forward. We intend to identify a common 
set of sector deliverables on player protection that can 
be incorporated into the Gambling Commission’s next 
three-year plan.

In addition to our role on player messaging and the
development of an industry benchmark on data-driven
consumer interventions, we intend to evaluate a wider 
role in education, where we believe there is currently a 
gap in providing young people with the necessary life skills
to properly evaluate the risks of gambling and stay safe 
from addiction.

We are not alone in this. The Children’s Commissioner has
also called this out and said that young people need to be
educated in gambling. This all amounts to a huge amount 
of change for the sector, and that needs to happen at pace.
But I am confident we can achieve that. Thank you.
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Panel Session: 
Working Together to
Protect our Customers
Moderator: Gillian Wilmot

Chair, Senet Group

Panellists: 

Marc Etches 
Chief Executive, GambleAware 

Andrew Tait
Partner, Gordon Dadds

Lawrence Hanlin 
Director of Regulatory Assurance, 
GVC Group

John Hagan 
Founding Partner, Harris Hagan 

Anna Hemmings
Chief Executive, GamCare

Following the two previous presentations given from the viewpoint of consumer protection organisations, Gillian
Wilmot moved on to lead a wide-ranging discussion from representatives across the industry on how consumer
protection measures were working in practice and the issues that operators had to overcome to progress in this
area. Drawing out themes of training, collaboration, innovation and intelligent use of data, the debate highlighted
clear areas of focus for businesses working in the gambling space. 
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Gillian began the session asking for a response to remarks
made by Tom Watson, the deputy leader of the Labour 
Party who had called gambling addiction the UK’s “hidden
epidemic” and said that under a Labour Government,
betting by credit card would be banned.

Anna Hemmings: From GamCare’s perspective we would
always welcome any focus on the issue. Encouraging
people who need help to come forward is important and
investment in treatment is still fairly small if you compare 
it to other health and social care issues. For example,
GamCare is the largest provider of treatment for problem
gamblers in the UK and probably overall the spend is still
considerably less than a single city would spend on
substance misuse alone.  

That’s probably one of the reasons that only 2% of problem
gamblers come through treatment because treatment isn’t
as visible as it would be with greater capacity. Anything 
that drives the focus of attention on that and, as Marc
Etches, fellow panellist was saying earlier, the importance 
of that becoming a more integrated part of our wider health
and social care services, that’s a good thing from our
perspective.

John Hagan: I am very reluctant to step in to party 
politics, particularly about the policies of a Government 
that may or may not come into power. But they are certainly
going to be thought-provoking, they are certainly going 
to challenge industry. They are going to challenge the
Conservatives to respond and I think industry will
appreciate, if it doesn’t already, that things can always 
get worse. There is a point about timing and the industry
stepping up to take charge of this whole agenda to ward off
some of the more extreme possible policies.

Andrew Tait: I agree with John. I think the industry has to
take a lead. You’ve got to understand patterns of play that
show signs of problem gambling, intervene in the right way
and roll out that good practice. If everyone adopts that
standard, the industry can help itself a lot and pre-empt
some of the political salvos that are there to achieve votes
as opposed to benefiting the problem gamblers. 

Gillian Wilmot:What about the use of credit cards?

Andrew Tait: Credit cards, as a form of payment, they don’t
necessarily mean that you are going beyond your spending
limits. A lot of credit cards are there to act as a form of
payment. A lot of them will directly debit your bank account
after every month. So people know where they stand,
generally speaking, with a credit card. It depends on the
type of credit card and how much credit there is on it but,
within a safe remit, you can still control your level of
spending even with a credit card in my opinion.

Marc Etches: I have been quite clear what I think about 
credit cards. I was going to just reflect that it is absolutely 
right not to get partisan about the present Government or the
opposition. What I would point out though is that what political
parties do - especially when they have the freedom of being in
opposition when they’re approaching conference season –
they will look around to see what may be thought of as
reasonably populist issues that have strong public opinion.

I suppose the heart of what I have been trying to say earlier
is that the industry has an issue with public trust. So please
don’t ignore this, wherever it comes from. When politicians
of any party are making a lot of noise about your industry
and specific things within it, I don’t think you should easily
dismiss it just because of where it comes from at any
moment in time. The industry has got a not very impressive
record of sticking its head in the sand and not thinking
intelligently about its relationship, not just with politicians,
but very importantly with the public. 

Lawrence Hanlin: As a Tier 1 operator, we’ve got a lot of
focus. I know Gillian, we work with the Senet Group, and
there’s been a lot of stuff about advertising, which is a bit of
an issue. I do get that part of it.

Before I came to GVC, I was a consultant for KPMG, so I
know well how to do this kind of stuff. But the problem
we’ve got as a business, at GVC just now, is we are going
through a massive programme of having to redevelop how
we actually, physically, do this. How do we identify 
problem gamblers?
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Another thing for us is education within the business. When
we are dealing with problem gamblers, particularly on the
telephone calls we get, it’s about the skill set. A part of my
job now is to do more assurance testing on how people are
being dealt with on a phone call.

So there is a lot still to do. We’re not going to get it right 
first time, we’re still working on it. And we can work with
GamCare and Senet, we need to continue to do that.

Also, I think, as a large operator, we don’t do enough –
and I have heard this a few times - when supporting some
of the other gaming companies out there with some of our
experiences. My arrival is a good example: I didn’t work in
gambling, most of my career was financial services and
professional services, so it’s about bringing in new skill sets
from other industries to try and support how we deal with
this type of problem.

Gillian Wilmot: Turning now to some of the structural and
legal issues behind this. John, I know you have some thoughts
on a few of those issues around protecting customers.

John Hagan: Something I did want to talk about in terms of
protecting customers relates to the Revealing Reality report,
which I would commend to you. It is on the GambleAware
website and it’s useful because it came about as a result 
of collaboration between the industry, the Gambling
Commission, Senet, academia, the Industry Group for
Responsible Gambling and GambleAware and it’s a really
insightful piece of work.

They came up with a vision, a vision of change for the
industry, and when I looked at this in preparation for this
panel I realised that lots and lots of strands are starting to
come together. They’ve been put together under enormous
pressure, and with fines being wielded, and all sorts of
influences, but the green shoots, the direction of travel is
starting to come together amongst the industry and I am
feeling very optimistic about that.

The headings were proactivity and inclusivity, allowing for
initiatives to be targeted not just at problem gamblers but 
at at-risk gamblers as well. Everybody who is a problem
gambler is someone who, at one point, thought they didn’t
have a problem with gambling.

The industry is already addressing that and we sometimes
forget how far it has come in a short period of time. There 
is a long way to go, of course. Businesses need to focus 
on integration, on responsible gambling, but across the
whole business.

Dan Waugh talked earlier about designing the safety
features within the rollercoaster from the beginning.
Compliance and responsible gambling should not be
something that you come to at the end of the process, 
as a distinct layer at the end of your business. Operators
should be impact focused.

When you are developing responsible gambling initiatives,
treat them like your normal commercial initiatives, your
marketing.  Chris Rogers, who spoke so eloquently earlier,
said operators do not put up with a poor click-through 
record on their marketing. They want to know how this has
happened. They should be evaluating responsible gambling

initiatives in the same way, with the same vigour and
enthusiasm as they do for their corporate initiatives.

I’m going to finish on empowering staff and players to use
responsible gambling tools and techniques. Lots of staff do
not feel comfortable using responsible gambling tools and
techniques within whatever environment they are working
in; they are worried about other business priorities. A lot
more training is required and that’s an area the industry is
working on, with a long way to go. 

Finally the last strand of this vision of change was one of
continuous improvement. Without going into it at length 
we are on an upward trend. Again there is a long way to go
but it gave me comfort and optimism that the industry is
gradually pulling together all these strands and gradually
beginning to work together in the right direction.

Gillian Wilmot: Anna, some of that then links back to your
organisation in terms of the availability of provision of staff
training, or linking calls from operators to you. Do you want
to speak about that?

Anna Hemmings: Sure. The majority of GamCare’s work is
about the direct provision of the national gambling helpline
and treatment services. Alongside that we do a couple of
other areas of work, one of which is training and certification
for the industry. Picking up on your point, John, we’re very
busy with that at the moment. There is a definite upturn 
and interest in it. Partly because we have reviewed it and
focused it around exactly the issue that you have raised.
That customer service teams need training to develop their
confidence in having conversations with customers who
present in a whole range of ways, sometimes very angry
and very difficult.

One of the things that we can offer alongside that is that the
more specialised customer service teams can transfer calls
directly into our helpline. So that the individual doesn’t have
to put the phone down, find the number for the national
gambling helpline and phone it. Instead they can be
transferred directly to that line.

It’s finding ways, I suppose, partly to collaborate, partly to
ensure that the journey to help for those that need it is as
short as possible, and as seamless as possible. But I would
definitely echo your thoughts on green shoots if the demand
that we are seeing in that side of our work is anything to go by.

Gillian Wilmot:Talking about staff training, are there any
implications around the volume, around the number of
people who have been trained and the level they’ve been
trained to? 

Lawrence Hanlin: I’m quite passionate about training 
staff in general on different subjects. When I started doing
assurance testing with calls to very experienced staff, some
of the calls were very good. They were very prescriptive and
needed that prescription. Then I started looking at some of
the new people coming into customer service.

There is a lot of turnover in customer services teams for
various reasons, one of which is down to the stress of
dealing with calls from problem gamblers, abuse and that
type of stuff. We need to put in more experienced people on
these calls. I’m not saying people with a psychology degree,
but it’s so that people really understand how to deal with
behaviours and have questioning skills.

The questioning skills that are being used just now by the
trainees are not adequate as far as I am concerned and

“The direction of travel is
starting to come together.”
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that’s why we are looking to put more money towards that
and bringing experts in from outside the industry. Because
the skill set is not there; I’m not comfortable with the skills
we’ve got in there just now and that’s why we want to try
and make sure we do this the proper way by talking to you
guys as well to bring that in.

Gillian Wilmot: Of course everybody tends to focus on 
the money for provision; for the training, for the first level
interaction, second and so on, and then ultimately on real
treatment solutions. But of course the training has to be
supplied and that follows the money, so there is a time lag
isn’t there?

Anna Hemmings: Certainly treatment capacity at the
moment could be greater. We know that only 2% or 
so come forward for treatment. What we don’t know 
is the proportion that would engage were more 
treatment available.

Certainly the helpline is well-used. We get about 30,000
calls a year to the national gambling helpline. Treatment 
is there and we would very much like to see that grow.

One more point: the treatment that we do provide is very
effective. We know that about 70-75% of people who have
treatment successfully complete it and significantly reduce
their problem gambling and improve their quality of life. The
average number of sessions is fairly low, about half a dozen,
so we can do a lot and have a lot of impact in a fairly short
space of time. At the moment, we tend to see people in
crisis, but the earlier we intervene then logically probably
people would need fewer sessions so that too is an
important point.

Gillian Wilmot: That brings us to prevention and to some of
the interactions that might take place up front but also this
consultation on age-verification, do you want to talk about that?

Andrew Tait: It is already happening, or has happened.
Most operators will need to verify age on entry. There 
are very good systems out there, there are very good 
e-verification methods which already allow this so, 
for the UK, it shouldn’t be such a difficult issue on the 
age side of things.

Identity-verification is obviously much harder. It depends on
the accuracy of the address and what kind of public source
of information you are relying on, those providers and their
suppliers. Now they are part of this consultation process 
so they should be able to give an insight as to what
technologies they have and how reliable they are.

But you can imagine there will be a failure rate. It could be
10%, 15%, 20% in some cases of people who cannot be
verified and that’s obviously going to create a big issue for
the operators. So what do you do? Do you improve the
systems? Do you look at other suppliers? Do you have
supplier networks so that if one fails there is another 
one to step in?

It’s going to cost more money but I think it is something 
that needs to be invested in. It will help AML and help other
aspects of knowing who the player is and I’m hoping, over
time, there is more information that can go into these
systems. That all your PEPs and sanction checks are built 
in as well, so when someone comes into the casino or a
sportsbook, a lot of information can be gained on them 
quite quickly without too many intrusive questions if the
technology is there to support that.

John Hagan: I do not think it is controversial. You don’t let
somebody who might be under 18 carry on gambling while
you work out how old he is. You don’t let somebody come
into a pub and drink until you work out how old he is. The
technology just wasn’t there to be able to verify people’s 
age as quickly as operators needed to be able to, but that
technology is there now so I don’t see any reason why you
should be allowed to carry on. If there is a loss of business,
there is a loss of business but that must be right.

Gillian Wilmot: Looking at the complex area of affordability
now: people sometimes find it quite intrusive to be asked
about their sources of funds and their means, beyond AML I
mean, to establish what a safe level of affordability is for the
customer. And some people might find it a bit “nanny state”.
How do you think we best tackle that?

Lawrence Hanlin: I wish I had a crystal ball for that one! 
It’s really difficult to deal with that scenario just now. We’re
doing a lot of stuff on how to educate people, on how to
deal with the conversations on that. Are we going to get
there in the next year? I don’t know. I really can’t answer 
that question for you just now. It’s a tough one.

Andrew Tait: I was actually in-house for 10 years before 
I went to Gordon Dadds and this was already becoming a 
big issue with the VIP players. These guys could spend
hundreds of thousands in a session sometimes. So you
would have to act very quickly, because you could allow
them to continue playing, to understand their background.
Now it depends on the country.

With the UK, there’s very good social media information on
LinkedIn. Usually you can see what job they have, where
they are living, you can look up salary indices to see a rough
salary. You can get a lot of information quite quickly. That is
not asking them to prove how much wealth they have but
you have enough information in the system plus maybe
unobtrusive information from your VIP teams to put up a
profile. That can help and that should be used, I think, before
you have to go to the ultimate step of asking someone for
their bank statement or their tax certificate. That is going to
create a lot of problems with a lot of customers. It is very
intrusive and it is difficult to explain it to them.

Lawrence Hanlin: I’ll just pick up on the VIPs because 
you are quite right. We’ve a bit of an issue because if you
look at any other industry, VIPs are very important persons
or political persons. So you’re looking for enhanced due
diligence on those individuals and KYC, and that’s where I
have tried to do some education. 

We need to change the terminology when we’re dealing
with VIPs. People predominantly think a VIP is a good 
thing to have. That’s the wrong way round as far as I’m
concerned. I am trying to get them to change the name of
those teams because they are not VIPs in the scheme of
things. Telling someone they are doing very well and “we
want to move you up to our VIP status”, that does not 
help. We are trying to say to reduce that.

“Certainly the helpline is well
used. We get about 30,000 
calls a year to the national
gambling helpline.”
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Put people in their proper categories then we can try and
track exactly where there is problem behaviour. As soon 
as you’ve got a customer and you get into asking detailed
questions about sources of funds, they’ll clam up straight
away, they just don’t want to deal with that type of stuff.
And, if it’s a problem gambler, they will be very reticent 
and they’ll give the answers you want to hear rather than
actually give the information you require in terms of 
verifying who they are.

Gillian Wilmot: Has anyone found that by doing what you
think is the right thing, the law of unintended consequences
means it has had the opposite effect? Have you done any
tests or trials that showed that?

Lawrence Hanlin:That is something we are working on just
now because we need more data on that. 

Marc Etches: I wasn’t going to comment on that particular
question but on just a couple of things that struck me as
others were speaking.

I mentioned the fact that we know in Britain that 13% of the
estimated alcohol-dependent adult population are receiving
treatment. The rule of thumb of those involved with alcohol
and alcohol dependency is generally that up to about 15% of
the population that might benefit from help at any one time,
might be seeking it and, indeed, receiving it if it is available
and accessible.

So that is a reasonable guide to understand the sort of
population of problem gamblers that we might need to 
be accommodating within an overall system. Which, as I
said earlier, I think requires a combination of both industry
and state funding. That was the gap to bridge I was 
talking about.

Another comment I’d like to make is that there is a lot of
attention paid to the front line of the business and the
operation of the business, obviously as there should be
when it comes to this theme of customer protection. But,
over nearly a decade now that I have been around this
space, what’s increasingly clear to me is that chief
executives come and go quite quickly.

I have a lot of sympathy, I think, for many of those chief
executives and senior teams, who are very hard-pressed
and clearly performance-orientated in terms of delivering
financial success for the company. If, strategically, we are
going to change – and change is necessary in terms of the
culture of the industry and the businesses within it – then
more engagement with shareholders and non-executive
directors is really key. 

There absolutely needs to be attention on the front line and
through the operation arm of the business but the investors
and the non-executives also play a part in challenging some
of the cultural aspects of this industry.

Lawrence Hanlin: People are probably aware of Kenny
Alexander, our CEO at GVC. He’s quite a vibrant Scotsman like
myself! He’s doing a lot more work with this kind of stuff. He
gets the story. We’ve sat down quite a few times with Kenny
talking about what we are trying to do as a business, and at
the end of the day to try and protect him as well, but our
clients are the business, that’s where we get our money 
from. We’ve got commercial decisions there as well. 

So he’s bringing in people from outside, from other
industries, to try and support him and give him the guidance
that he requires as well to fulfil his obligations to everybody,
including our shareholders. He’s starting to get more
comfortable with what we are trying to do and he’s happy 
to spend the money we are spending. Any regulatory team
or compliance function, like our teams, doesn’t make any
money for the business; we cost the business money. And
he wants to make sure he is getting value for money and
the only way we can do that and protect him as a Personal
Management Licence (PML) holder, and all the PML
holders, is doing this the correct way.

John Hagan: Responsible gambling is part of the business.
That’s the point I am making about integration. Responsible
gambling is important to the future success and
sustainability of the business.

I’ve taken a straw poll talking to CEOs from time-to-time 
and the amount of time they are spending on responsible
gambling issues is staggering and it has been increasing. 
It might be a day a week they are working on responsible
gambling issues.

Sometimes they feel they have challenges making sure that
permeates right through the business because there is a
real danger that, lower down the organisation, some people
are saying “Well, yes, he’s the CEO, he has to say that, but
that’s not exactly how it works, that’s the PR face.” More
and more people in the organisation are realising just how
important it is and when the CEO is saying this, he really
means it. Culture change takes time, but I am seeing it
happening, and the way operators work, the pace is only
going to pick up from here.

Marc Etches: Sorry John, I understand entirely the sentiment
you are expressing there, but it is important to call out the 
fact that the culture change will not happen if we try to
compartmentalise something with a label that I don’t recognise
anyway. I don’t think it should be “responsible gambling”, I
much prefer the label of “safer gambling” and I would give
credit to the Gambling Commission in relation to that.

The moment you start compartmentalising it, for example, 
a chief executive spends one day a week on it, frankly that 
is not good enough. It is about a change in the culture so
that all the time the whole operation is recognising that 
you have got to focus on a safe approach to gambling for 
all customers.

This isn’t just about focussing on VIPs or focussing on
problem gamblers. If we want a long-term sustainable
business that wins public trust you actually have to 
embrace this all of the time. 

I know I will get into trouble again in the next week or 
so when the industry in Britain launches its second
Responsible Gambling Week. Inevitably somebody will 
ask me about the week and inevitably I will say, yes, it’s a
good thing that the industry does it, I’m pleased, but I’d
much rather that it didn’t have to do it for one week and that

“I’ve taken a straw poll talking
to CEOs from time-to-time 
and the amount of time they 
are spending on responsible
gambling issues is staggering
and it has been increasing.”



53

actually it was part of their life 52 weeks of the year and
therefore it just becomes part of what you do. The moment
you compartmentalise it, I’m afraid it calls a lie to the fact
that it is actually happening.

John Hagan: I have to talk about Responsible Gambling
Week now because I think it is a terrific thing. Companies
are thinking about responsible gambling 365 days of the
year, but if you really want to make an impact, the best way
is to talk about it, all operators together speaking with a
single voice and consistent messaging to raise awareness
about responsible gambling, intensively engaging with the
public in a one-week period.

Responsible Gambling Week is 1-7 November 2018 and 
I hope that you are all going to be involved. We’re already
seeing signs it’s going to be much bigger and better than
last year.

Everybody can get involved. Go to the website
www.responsiblegamblingweek.org and in return for some
support for the promotion of the week, you can access all
the artwork and materials. I know that a lot of operators,
particularly some bigger, better-resourced operators, are
going in above and beyond the minimum commitments to
really make an impact. To have a conversation with their
customers, and for their customers to have conversations
with their friends and with their family, to raise awareness 
of responsible gambling, the tools available and where you
go to if you need help.

Gillian Wilmot: Coming to safer gambling, I suppose my
question to you Lawrence is, in financial services things are
rather more prescribed, and the approach the Gambling
Commission has taken is that the industry needs to define
what “good” looks like. How do you think we best do that?

Lawrence Hanlin: Thanks for that question! For GVC just
now, because we have been through so much transition
with Ladbrokes Coral, the retail businesses and the online
businesses, we’ve got millions of customers and 20,000
staff throughout the world to deal with. So, in my particular
role at the moment, it’s bringing things back to basics.

It took a long time for financial services to get there – until
2008 when customers lost confidence in them – and it was all
about making money. What I have always said is that I don’t
want to see the gambling industry going the same way as
banking. I think there is a lot more that we really should have
learned from the banking sector. We’re still quite a young
business when you think about gambling in its entirety. So we
need to do a lot more with the learnings we have had from
financial services to try and protect the business.

Gillian Wilmot: Reflecting on the fact that there is so 
much misinformation out there, such as reports that are
allegedly scientifically-based but make claims like “the
industry makes 50% of its money from problem gamblers”,
it’s starting to become a bit like the Trump version of the
fake news. Clearly one can look at micro data and one 
can look at macro data: do you think the industry needs 
to do something about this misinformation that’s 
plastered around?

Lawrence Hanlin: I would just say yes.

Marc Etches: I think the industry can, and indeed should, 
do something about this. One of the initiatives that we are
quite focussed on at the moment is about trying to establish 
a data hub, a repository for industry data where industry

would provide that data on the basis of parameters, on the
understanding that’s commercially-sensitive information.

Other sectors, other industries, do this already.
Supermarkets do this. So they provide data into a central
repository. It is accessible for independent analysis and
research, and it is accessible to the very companies who put
that data in there. They can measure themselves against
their competitors, the market; I think that is something that
is much needed and perhaps would provide some good-
quality data on which good-quality and effective research
could be commissioned.

Andrew Tait: I think we already have the tools in place.
Operators have to analyse their player behaviour; they 
have to understand when signs of problem gambling 
are exhibited and they have to use that data to basically
interact with the player.

Some operators have been there for years. They have 
a massive database of existing player data; they have
information on when those players showed signs of
problem gambling, when they actually contacted the
helpdesk and came up with certain trigger words. The 
data is already in people’s systems. You just have to use 
the right analytical system to refresh and understand 
what’s already there to look at.

So I think a lot of operators already have this data and they
are using it already. It is providing an ability to fine-tune the
recognition and work out what is the best way to interact
with the players that will allow players to continue playing 
in a safe manner long-term, which is better for the business
to retain them and also for the player.

Lawrence Hanlin: Data is massive. We have BI teams that
deal with this kind of stuff to try and give us the triggers and
look at the things that happen on a particular journey for a
customer and that’s used.

The complexity we’ve got just now is that we are so big and
the data we’ve got is on different systems. Trying to get all
that information together into one robust system is an issue
for us. We are working on that and it’s going to cost a lot 
of money. I was working at Labrokes and Coral when they
merged, and we had a problem gambler who was with
Labrokes then all of the sudden he was linked to Coral 
as well. It’s dealing with that type of situation. There is
information there but it is so diverse to try and pull it all
together in a robust way.

Gillian Wilmot: So we need to make sure there is a data
hub for both the macro data and then individual companies
need to be using a common approach with individual
customers. I know, because we host a quarterly CEO
meeting, that they are all absolutely engaged with this 
as their number one priority. 

Part of this change is also seeing the welcome increase 
in diversity across all dimensions, including more women
and from different industry backgrounds, to develop new
thinking and we should welcome this.

Thank you for your time and contributions today.

“Companies are thinking
about responsible gambling
365 days of the year.”
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Panel Session: 
Continuing Consolidation –
M&A Activity & Trends
Moderator: Kristan King

Associate Director Advisory, KPMG Isle of Man

Panellists: 

Ivor Jones 
Equity Analyst, Peel Hunt 

Nigel Hinchliffe
Director Deal Advisory, KPMG UK

Simon Bernholt 
Partner, Wiggin

Evidence of further consolidation and M&A activity has not been hard to find in the past year, particularly with the
two standout deals of GVC with Ladbrokes Coral followed by Stars Group and Sky Betting & Gaming. Kristan King
and his panel reflected on the drivers of those deals along with other developments in the market, how regulatory
and technical pressures may sometimes be more of an influential factor than long-term strategy, and reviewed
current thinking about the US opportunity. 



55

Moderator Kristan King began the session by focusing on the
drivers of value, asking analyst Ivor Jones how the capital
markets in particular have seen some of the deals that have
taken place this year.

Ivor Jones: Dan Waugh said earlier that M&A activity was
driven by advisors and I guess that is part of the starting point
here: that you have got a whole bunch of people who have
hammers on the advisory side and we see all companies
potentially as nails to be driven together into transactions.

The other interested parties are management teams, who
have incentives based on value creation. That’s often based
around profit growth and earnings per share, so growth and
bigger means better from the point of view of the
management team.

I mention that because it ties back to our earlier conversation
about responsible gambling measures. We didn’t talk about
the need to align management incentives both with
responsible gambling and the desire to grow the business; 
I think that will be a very significant driver.

Looking specifically at Ladbrokes Coral and GVC, and Stars
and Sky Betting & Gaming, they both had very willing sellers.
The shareholders of Ladbrokes Coral had a very tough time,
Ladbrokes in particular in the public markets, and Coral was a
very heavily indebted business. So merging with GVC and
releasing the synergies was probably going to prove to be
much better for the Ladbrokes Coral shareholders than waiting
for the transition to continue.

With the price at which they were able to exit, GVC were able
to make a fantastic return on their money and they delivered
businesses that were much more diverse in terms of
regulatory risk for public market shareholders.

Kristan King: We talked last year as to whether, with the
funds that are available in that market, we would see any great

investment for private equity. I think it has still been very
selective, there are certain houses – and GVC has been a very
good one – where we have seen investments and they have
made very good returns. But many of the private equity
houses aren’t necessarily coming into this sector. They 
would perhaps consider supply chain and technology-related
businesses that are feeding in. Nigel, is that something you
have noticed in the last 18 months or so?

Nigel Hinchliffe:That is certainly a fair point. Obviously the
GVC exit has grabbed the headlines in the last 12 months and
we have seen a few other noticeable transactions such as
Sportradar and Betgenius. As things stand, the sector remains
a little bit binary for private equity investors in that the vast
majority of houses out there are just not permitted to invest 
in the wider gaming sector.

A lot of those restrictions stem from the US and, with
everything that is going on over there, you have to think 
there might be a relaxation in some of the private equity
restrictions and we might see a greater level of funds 
flowing into the sector.

The fact remains that this is an incredibly attractive sector
from a private equity perspective. We are a truly global sector
in high-growth markets, with strong cash conversion and
asset-light infrastructures - so everything is in place. On the
flip side, as we have heard earlier, regulation is a key piece 
and it may be that what we have seen already in the retail
space, and going forward in the online space, means that it 
is a “no-go” area for certain credit committees still.

Kristan King: Simon, with the GVC and Stars deal, they are
balancing that portfolio a little bit more towards regulated
markets. What’s your view in terms of client approach to
regulated versus unregulated, or grey, markets at the 
moment and the perception of value?
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Simon Bernholt:We seem to have something of a mind-set
switch in respect of regulated and unregulated. A few years
ago, the view was everyone should chase regulated markets
and shut down unregulated. There’s been much more of an
emphasis recently on the benefits of unregulated.

We talked this morning about the UK, but there is also Italy
with an advertising ban that was quite a surprise to the
industry. So regulated markets can be as unpredictable as
unregulated markets, which means people are looking for a
more balanced portfolio across regulated and unregulated.

Nigel Hinchliffe:That kind of risk-reward piece is very
different for the public businesses and the private businesses.
From a listed company perspective clearly there are “no-go”
areas like Turkey that we’ve seen this year. But I think there is
still appetite for an element of light grey or soon-to-be
regulated market exposure.

On the private business side, you’d have to say the regulated
markets are becoming very expensive from a customer
acquisition perspective and therefore, naturally, they will turn 
to other territories. You’d have to note, though, that if you put
China, Brazil – and maybe India soon – to one side, some of
these other territories are relatively small in terms of market
size if you contrast them with the colossus that is the UK
market at £6bn and still growing at nearly double digits. Just
the growth in the UK market is bigger than the outright size of
most of these other markets.

Kristan King: Do you think for the private companies there 
is a slightly different decision to make? Where, depending 
on your size, you might be able to find a niche, perhaps in an
unregulated market, and take a slightly different view on value
or risk-versus-reward?

Simon Bernholt:When you’re creating a risk rationale for
why you go into certain markets, you have fewer stakeholders
on the private side. You obviously haven’t got the public
shareholders, so you look at your private shareholders and you
also look at your banks. Apart from that, you might have less
of an issue with operating in grey territories because you rely
perhaps on the lack of enforceability. Whereas obviously public
companies and most private equity-owned companies will
take a different view of that.

Ivor Jones: There is another element to the matrix in 
terms of risk and reward and that’s retail versus online. We
probably wouldn’t have talked about that a couple of years
ago, because retail was stagnant and was being used by
companies as a cash generator for the growth of their 
online businesses.

Significantly, we have seen GVC buying a large retail estate
within their deal – and being prepared to take on that apparent
risk and low growth – and Playtech buying Snaitech. Mostly for
the last few years we’ve assumed that online businesses are
inherently better. It’s really only Coral that has talked in public
markets convincingly about having a single wallet between its
online and offline players and trying to monetise that.  To be
honest, that felt more like making the best of a bad job  –

“let’s make the best out of the shops while we still can” –
rather than a strategy that they would have chosen.

Now we are going to see whether you can cross-fertilise the
retail businesses with the technology skills of the online
businesses and genuinely get a benefit out of single wallet
and treating your customer the same across all these bases. 
I guess there’s a regulatory aspect to that too in Italy.

Simon Bernholt:The other factor is that if, for example, in
Italy, where you have an advertising ban but you’ve got a retail
estate of 2-3,000 premises, then that provides you with an
advertising mechanism that gives you an advantage over the
online only operators. Maybe, if some of the things we’ve
been discussing regarding advertising in the UK come to bear,
then the power of the brands on the high street might again
be evident.

Kristan King:There is certainly a brand awareness aspect 
to it, but there is also that revenue diversification, there’s an
element of risk management as well. One of the other areas
that is quite commonly discussed is entry into the US market
and that point about having a land-based and online solution
might be important there. Where you’ve got states like 
New Jersey with the initial regulation to allow betting at the
racetracks etc but not necessarily online yet. Legislation may
come in to open different states up at different points for 
land-based or online betting.

Nigel, how do you think that positions the different larger
groups and operators in the UK, or other countries, that are
purely online for that entry to the US and how they may go
about it? 

Nigel Hinchliffe: It’s going to be interesting to see how 
things play out in the US. Obviously we are only four months
into this post PASPA era, so it’s still very early days.

Having said that, we’ve seen some pretty frenetic M&A
activity. Although you would say the vast majority, or at least
the headline-grabbing deals, have been largely by way of
commercial arrangements or joint venture arrangements
rather than what I would call outright M&A.

Touching on the big ones – Paddypower Betfair were the
quickest out of the blocks with the FanDuel transaction,
securing access to about 30 million people that play DFS on 
a regular basis. We then had the GVC-MGM deal where GVC
put in their stadium technology assets that have served them
well over in Nevada and their proven multi-channel capabilities
over here in the UK, blending that with an MGM footprint,
which is a very strong brand with about 27 million 
loyalty members.

More recently, we’ve had the William Hill transaction with
Eldorado, again with William Hill putting in their operational
expertise in exchange for access to 13 states and about 23
million loyalty members across the Eldorado brands. So 
some of the trends are already quite telling in terms of
European sportsbook tech and online expertise, US 
brands and US footprints.

“Now we are going to see whether you can cross-fertilise the
retail businesses with the technology skills of the online
businesses and genuinely get a benefit out of single wallet and
treating your customer the same across all these bases.”
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There are some smaller deals going on further down the 
chain in terms of tech deals, so Scientific Games and SBtech
hoovering up deals on a state-by-state basis, but it is still very,
very early days. The pace and shape of M&A is going to
depend not just on the rate at which various states regulate
but also the shape of that regulation and what that means for
operating models. So are we looking at retail-only sign ups?
Are we looking at online sign ups? Are we looking at skins
models? Only as that plays out will we know the true extent 
of the M&A opportunity over the next few years. 

Ivor Jones: I think William Hill has an almost unique ability 
to choose unfortunate names for things. They had a project 
to improve their technology in Gibraltar that they chose to 
call Project Trafalgar, probably without due notice to what
happened to the project leader in the original Trafalgar -– and
indeed Andy Lee did leave towards the end of that project.

It struck me as extraordinarily unfortunate that their US 
project should be called Eldorado which is the search for a
mythical but non-existent pot of gold. I think that’s probably
what’s happening in the US; I think an astonishing amount 
of money will be lost. It’s a terrible choice for management
because you can’t not try and play this game. It’s going to 
be the biggest sports betting market in the world. It will
probably be the biggest online casino market if that follows
along state-by-state.

You have to try and get your position in this, and you have 
to try to position yourself in a way that loses you least over 
the initial period. With the competition, what will be spent 
on marketing, as people try to build an initial share, will be 
very large.

You gave a long list of people who want to participate and
there are more on the venture capital side. Avenue Capital has
got a joint venture with 888. Little old 888 that is supposed to

be a European-facing online casino company, does a deal with
Kambi and immediately has a functional sportsbook in New
Jersey as soon as the regulation passed, and is backed by
Avenue’s money to be able to drive it forward.

Won’t we end up with a relatively small number of players in
US sports betting? Say three, four or five like we have in the
UK of significant scale and then probably 15-20 potential
participants trying to get in now?

Simon Bernholt: The point, as Nigel referenced before, is
that it is individual states. When we talk about one market, 
is it one market or is it a lot of different markets?

To what extent, from a compliance perspective, will the 
back-end systems have the same requirements across all the
states? If they are very different across all the states then you
are going to end up with a complete nightmare and very little
synergy in terms of back-end but also marketing. A brand 
may be big in New Jersey but not in California. So trying to
look at it as one market is part of the reason that you’ll end 
up with a lot of people losing a lot of money because it’s not
really one market.

Kristan King:That will be the key development, because the
sports themselves are national, so it’s whether indeed betting
can be viewed as national. It’s about whether you can actually
establish a brand, have the power to do so at a national level
and, as a large business, service the different regulatory

“With the competition, what
will be spent on marketing as
people try to build an initial
share, will be very large.”
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requirements that you might have, state-by-state, as you try to
deliver it. It will certainly be interesting to see whether people
have to develop that themselves, or whether they can do it
through M&A. 

Ivor Jones: Particularly if the route in is through the access
partners that are being signed up at the moment. So MGM 
is obviously a very powerful partner, but if you have got a
business that is trying to work with MGM and then Boyd and
then maybe tribal casinos in other states, that’s going to add a
whole other layer of complexity that these businesses haven’t
seen previously.

Simon Bernholt: I suppose if you’re a US casino, you’ve got
to look at why you would want to buy a European sportsbook
operator because it brings a whole load of legacy problems. If
someone bought William Hill, for example, you end up with a
whole heap of existing issues, and if you are MGM you are
better off doing these deals.

Kristan King: It’s going to be a quite complicated picture
whichever way it develops. Everybody in the room is probably
waiting a little bit and trying to look at which states will
develop, and how and what the opportunity might be for 
them as a result.

Ivor Jones: One bit of data – early and therefore not reliable –
but some casino operators have said that they have 80%
revenue increase on slots on days where there are big
sporting events that draw people into the sportsbook.
Naturally, I probably see the sports betting opportunity in the
context of driving sports betting revenue. But actually it may
just be a function of having a much better populated sports-
book in the casino with some quality of product ideally
delivered at a low price in order to drive the footfall. Maybe 
the quality of the sportsbook and the quality of the partner
won’t actually be that important if that turns out to be true.

Kristan King:That’s an interesting point. How have you found
the markets have looked as the US has opened? Some of the
stocks took a bit of a boost initially. Has that been sustained,
and what’s the market outlook from a capital point of view as
companies are looking at the US?

Ivor Jones: It’s hard to get an investment lens to look through
at the US. All of the companies I look at have exposure to
multiple markets and I think share prices probably don’t reflect
any US opportunity at the moment. I talk to investors who are
trying to work out where their best bet is.

Yes, share prices went up, share prices came back down
again. I think it is regulatory risk from everywhere from the 
UK to Italy that is predominating in the conversation about
investment at the moment. It is hard to get anyone to pay up
for the option of the US business growing.

Kristan King:We were talking earlier about the ability to price
markets in or not. Despite people feeling that certain markets
were priced in, you then find there is actually a bit of a bounce,
or the opposite. When suddenly the facts actually come out

and they realise the market has closed; there is a regulatory
change that everyone has said is priced in but actually prices
have fallen anyway. Can you ever be sure everything is priced
in perfectly in a market? It’s good theoretically, but very
difficult in practice.

Simon, we’ve talked a lot about the larger clients and access
to capital and equity markets but are you seeing, from a
slightly more mid-market type size, availability of say debt? 
The ability of clients to access funds for transactions?

Simon Bernholt:What we are looking at in the mid-market
and lower scale is more trade sales than access to private
equity or capital markets. 

Kristan King: Funded off-balance sheet presumably?

Simon Bernholt:Yes, the operators in particular, but also 
the suppliers, are very cash generative in this sector and they
are looking to do more bolt-on acquisitions – buying a game
developer or buying a nice piece of technology or something
like that – which adds to their existing product portfolio.

Kristan King:When you are looking at that supply chain, 
you might be able to bring some of those skill sets in-house 
or retain an outsourced model, particularly when we are 
talking about game development. Nigel, what things are 
your clients doing?

Nigel Hinchliffe:The B2B supply chain is quite an interesting
space at the moment and certain pockets within the B2B
space. If I think about sportsbook first of all, one of the
overarching themes has to be in-house, the operators taking
hold of the front-end. Now you are seeing them looking
towards the sportsbook engines and maybe having a little 
bit of concern about over-reliance on the likes of OpenBet, 
for example, and starting to bring some of that in-house.

I don’t see many M&A opportunities in those areas of the
supply chain. Further down the sportsbook side, data and
feeds are certainly quite a hot area. Affiliates is also quite
interesting, particularly what we are seeing on the regulatory
side at the minute. We have seen the operators rationalising
their third-party affiliate networks and, in some instances,
completely closing their affiliate networks down. So, from an
affiliate perspective, this probably goes one of two ways –
they become a target for one of the larger operators, who
want to in-house some of that customer acquisition expertise,
or they potentially have to consolidate just to survive in the
current climate.

On the gaming side, I think there will continue to be this drive
towards exclusive content. Clearly, the easiest way to achieve
that is for the operators to go out and acquire some of these
smaller debt houses. A big opportunity might come out of the
regulatory piece in that developers who can embed the
regulatory compliance features within the overall gaming
experience might be the winners on that front from an 
M&A perspective. 

“A big opportunity might come out of the regulatory piece in that
developers who can embed the regulatory compliance features
within the overall gaming experience might be the winners on
that front from an M&A perspective.”
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Simon Bernholt:That is a very important point about
regulation and the way in which developers have to make 
sure their games and suppliers have to comply. The more
markets regulate, the more regulations you have to comply
with. It’s very difficult for the smaller developers and the
smaller suppliers to have the bandwidth and the compliance
required in all of those jurisdictions. So that, of course, lends
to you being purchased by an operator who wants their
content exclusively or being purchased by another supplier 
or developer. 

Ivor Jones: There’s a big opportunity, a need really, for the
gamification of sports betting. The crossover of the skills from
casino into sports betting, particularly as you see a reduction 
in the retail estates of betting shops in the UK. There is bound
to be a greater closing of the odds gap between shops and
online, to the extent it still exists, and odds become a
commodity and the punter is much more price-aware.

I can still remember when “best odds guaranteed” was 
a thing in the shops as a competitive advantage. It has
disappeared now as a promotional message. What will help
sportsbook makers grow share is going to be products like
“cash in my bet” or “tweet my bet” that allow them to grow
volume. Or promotions, so you’ll still win part of your bet if
one of the legs of your accumulator bet goes down. 

It’s the design of those game features around sports bets that
create more content and will allow sports to grow. It certainly
isn’t going to be pricing as we get down to ever narrower odds
for the bookmakers. 

Kristan King: Just coming back to the regulation point. When
you are looking at an acquisition, obviously you are looking at
regulatory compliance, a history of compliance, but there’s a
pricing in of the trust that is perceived in that business beyond
just the regulatory aspect itself. It says something about the
organisation that is important from an M&A perspective 
as well.

Simon Bernholt: Absolutely. When we’re putting together
our due diligence checklists on acquisitions we are asking
more and more detailed questions. Not only around whether
you have ever received a sanction or what communications
have you received from the Gambling Commission, but also,
for example, what are the results of your corporate evaluation,
what have they asked you in terms of your policies and
procedures? It’s not just going into the enforcement area, 
but the areas before that and saying “Where are you within
the knowledge of the Commission?”

Kristan King: In financial services transactions, for example,
you would always look at regulatory due diligence in a similar
way and, again, it says a lot about the organisation that you are
talking about and obviously the potential liabilities in a worst-
case scenario.

Nigel Hinchliffe: And the costs of regulation. We can’t get
away from it. Just in terms of what we know now on the
taxation side. We have had RGD signalled already. If you think
about the full-year effect of GDPR, AML, Code of Conduct
compliance, Responsible Gambling levies: you could quite
easily be looking at 10-15% of operator margins. While you
might say some of the big operators have got the scale now
that they can absorb some of that, clearly it is going to make
some of the smaller operators pretty marginal and, again,
M&A and consolidation becomes a very real prospect.

Kristan King: We’re nearly at an end, so it’s time for some
parting comments. Perhaps your views on the next 18 months

and what might be key, as we look back next year, to
assessing the success or otherwise of the deals 
for this year?

Nigel Hinchliffe: For me, the two key themes are the 
US and regulation. It’s hard to get away from the US
opportunity at the minute. Yes, there are a lot of unknowns 
out there, but I think it will remain the top priority for the 
large corporate development teams, especially in the UK 
and Europe. Closer to home, regulation will ultimately 
drive change.

Do I think there is another big deal out there? I think there 
are potentially one or two, but obviously the big four or five
operators are drawing away from the rest as things stand. I
think the rump of activity will be seen further down as this
cost of regulation comes in and makes some big businesses
quite marginal. Along with these pockets within the B2B
supply chain, I expect to see further activity over the next 
12 months.

Simon Bernholt: I’d agree on the regulation perspective. 
I think you are going to see smaller operators selling their
brands, selling their player databases and being forced to leave
the market because they just can’t cope with the regulation
that is required of them in the UK. I think you are also going 
to see more and more game developers being bought by the
larger operators and larger suppliers to give them some kind
of competitive edge against their rivals.

Ivor Jones: I think the key issue is that very few of the 
deals in this sector have been strategic. What we are talking
about now are deals being driven by trying to resolve some
problems to do with a whole variety of costs; regulatory- 
and duty-related. 

It has been a sector that has thrown up some spectacularly
bad transactions from a value creation point of view. I was
trying to think of the worst one and I think it is bwin buying
Ongame in 2005, if you remember that. They bought a very
substantial poker operator just before the US poker market
closed. In all of these deals, success is determined by what
happens subsequently and there are some quite big cliff
edges that happen in relation to this sector.

I was trying to find the best deal in my list and I think it might
turn out to be William Hill buying American Wagering in 2012.
They didn’t pay very much for it and it might be the lifeboat
that saves them as the shops business sinks if the US
business thrives.

From a shareholder point of view, it is concerning that deals
are getting done to try and resolve problems. It’s not obvious
to me where we’ll end up in terms of gambling industry
structure. If we are heading to one significant operator per
country, if we are going to have an Amazon or an eBay or an
Uber that is the dominant gambling company, we are a very
long way from getting there.

Kristan King:Thank you very much for your thoughts. 
We will test you again next year and see if any of this has
become true or not. 

“It’s the design of those game
features around sports bets that
create more content and will 
allow sports to grow.”
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Panel Session: 
The Industry View
Moderator: Russell Kelly

Managing Director, KPMG, Isle of Man

Panellists: 

John Coleman 
Chief Executive Officer, Microgaming 

Guy Templer
Chief Operating Officer, Stars Interactive, 
The Stars Group

Magnus Grinneback 
Chief Executive Officer, 
Mayfly Entertainment

John Spellman
Finance Director, Annexio

KPMG’s Managing Director Russell Kelly, who has led the Isle of Man KPMG eGaming team since it was founded 
in 2006, sought the views of four leading operators in the final panel session. As is traditional, this closing debate
reflected on developments from the perspective of those at the industry’s coalface, as well as highlighting the
issues that are occupying their board room agendas. 
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Drawing first on the overall theme of Raising Standards
Together, and referencing the “fairly hefty” fines levied across
the sector in the past 12 months, Russell began by asking the
panel for their thoughts on the UK Gambling Commission’s
position and what this meant for their own particular 
verticals, starting with John Spellman of the lottery 
services business Annexio.

John Spellman: I can understand why the GC is taking such 
an active interest. The statistics that were quoted this morning
about 430,000 addicted gamblers, of which 26,000 were
under 16 years of age – they’re horrific statistics by 
anybody’s standards.

From Annexio’s point of view, our consumer promise is low
bets and life-changing wins. What we absolutely don’t want to
happen is for people to lose their house, their way of life, their
relationships. So we do take it deadly seriously.

There were some practical issues that were raised and a key
point of discussion in the business at the moment is on age-
verification and pre-verification. For the current providers, the
drop-out rate is somewhere between 10% to 15%. That’s 

a huge number by any business’s standard: that you have
acquired a client and you can’t process anything for 10-15% 
of them. So, while people are saying the technical solutions
are there, they are partly there; they need to go further.

One of the other things that’s concerning us is the up-and-
coming consultation, especially on email verification. What on
earth has that got to do with identifying a player? It could be
any email address, it could be attached to anybody or a brand
new email address. If the Government is really keen on finding
a solution for identification for the future, the only body that
has all this information to hand is the Government. They have
got driving licences, they’ve got passports, they’ve got
National Insurance numbers, they’ve got education, they can
have access to rates, and they can have access to utilities. If
we are truly going to move to things like open banking and
open government, if this is such a concern, possibly the
Government should be doing more.

Another thing we talk about at the Board is advertising. Not 
in-play advertising – we don’t do any in-play advertising – 
but we are going on television for the first time on 1 October
with the celebrity endorsement of Keith Lemon. Again, 
the Government needs to do something with regards to
advertising. Some of the adverts that get through to television,
they are probably inappropriate really. The focus for us is how
do we balance the need for appropriate player verification but
deliver the consumer promise? Because we don’t apologise
for being in the betting industry. We need to navigate this
path, but what we would like is for the Government to step 
up a bit more.

Secondly, we have a very positive relationship with the GC,
but if they could just understand timescales and the customer
journey a little more, that would be best.

“There were some practical
issues that were raised and 
a key point of discussion in 
the business at the moment 
is on age-verification and 
pre-verification.”
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Russell Kelly: It’s interesting that you made the comment
around the Government having all the information, having all
the background on people. Maybe there is an opportunity for
the Isle of Man to come up with some kind of blockchain-
enabled solution of a verifiable ID. I know that is something
that a lot of people are thinking about. Magnus, there are
some slightly different challenges for Asian-facing sports
betting in getting customer ID and customer verification. 
The challenges for you must be different again?

Magnus Grinneback:They are enormously different. In Asia
there is a completely different set-up and we have to do our
own due diligence and really ask the customers much more.
It’s enormously labour-intensive and it’s very invasive for the
customers, so we have to make sure that customers are
prepared to undergo this sometimes rather rude procedure. 
It is really challenging. A lot of customers choose to go to
completely unregulated operators, so the trick for us is to
provide a good enough product, experience and brand that
motivates the customers to want to give us their personal
data, more or less voluntarily. So very challenging for us, yes. 

Russell Kelly: Guy, your business has a number of different
verticals. As far as responsible gambling goes, do you see
different challenges in the different verticals and different
approaches, and different attitudes to customers? 

Guy Templer: Probably the biggest challenge that we’ve 
got as an operator in the UK, versus other jurisdictions where
we operate, as it relates specifically to responsible gambling, 
is that there’s been a very big push, led by the Gambling
Commission, towards all of us becoming much more 
pro-active in our efforts to identify problem gamblers 
and problem gamers. 

When I started in the industry 10 or 12 years ago, the received
wisdom at the time, as I am sure many of you will remember,
was don’t tell somebody that they have a gambling problem,
give them the tools to figure it out themselves and make
them aware. Now that received wisdom has slightly moved 
on and the onus is now much more on us to identify very 
pro-actively where we see gambling problems. 

That gives all of us as operators a problem: there are no hard
and fast and defined rule sets for what is a problem gambler
and what are the markers of problem gaming, what are the
markers of harm. So there has been a lot of work going on 
in a number of operators, including PokerStars, to try and
develop more sophisticated models to try and spot these
issues early on.

Today, with the benefit of moving forward 10 years with
machine learning and the level of data that we’re increasingly
able to gather on our customers to be able to build up
predictive models, there are a few companies that are
beginning to do this quite well. We’ve been in a relatively
fortunate position as, until just a few years ago, we were
purely a poker operator. The way in which people play poker
lends itself to people asking for their own self-management
tool. From very early days, within a couple of years of
PokerStars kicking off, people were asking us for the ability 
to switch off their stakes or to be locked out for a few hours 
if they went out on the town so they didn’t play bad poker.
That came originally from our customers so, over the years,
we’ve built up a huge array of self-management tools.

But we are really only at the beginning of this process when it
comes to proactively identifying where problem gamblers are.

That’s where for us, as an industry, there needs to be a great
deal more collaboration. There are one or two good suppliers
who are beginning to tout predictive models but they are
touting them as black boxes. Unfortunately, we don’t know
what is inside them. Are they going to be relevant? Are they
going to work for Stars Interactive’s customers, who are
predominantly poker customers, the same way they work for
sportsbook customers or lottery customers? We don’t know.
So, for us as an industry, this area of predictive modelling
around problem gamblers is where we should be getting in
front of the ball. Because this is going to catch up with us. We
are already hearing in other jurisdictions that they are looking
at what the UKGC is doing and beginning to talk about it and
we’re seeing it pop up elsewhere. It’s one area that’s a major
challenge for us as operators and it’s where we could all do a
great deal more work together. 

Russell Kelly: Thanks Guy. John, you’re a game developer
supplying products into a number of different regulated
markets. The increase in compliance and the increase in the
number of regulated markets must pose quite a challenge to
you from a development point of view?

John Coleman:Yes, that’s probably the most significant
change in our world over the past 10 years. The raft of 
differing regulations across multiple jurisdictions is a technical
challenge. What we can say is that the industry is genuinely
trying to do the right thing. The difference in the past was that
compliance was something that was bolted on at the end of 
a process – once everything was done, then how do we
become compliant? The difference now is that right at the 
very start of any development project, you have to bring
compliance in.

The technical challenge is when regulatory changes have
significant software impacts and they are thrust upon us in 
a very short timeframe. So there is never a lack of desire to 
be compliant, to provide the tools to our customers to be
compliant. We just have to accept that technology can be
difficult and it takes time to rewrite code, to rewrite platforms.
Some of the things that have been asked of us were right to
ask, but the timescales given have been virtually impossible.
You end up with technology debt and I’m sure everyone up
here has faced these same challenges. 

So while our challenges are somewhat different to the pure
operator bases, just like the B2C operators we have had to 
put compliance and responsible gambling right at the core 
of everything that we do, from the commercial side to the
software development – and I believe progress is being made.

The customers we see have been transformed in how they
operate. I have seen organograms of their compliance teams,
and their corporate affairs teams, and these teams are
significant in scale and they will continue to grow. Arguably
the fastest growing area of any business will be your
compliance department right now. 

A lot of today has clearly been UK-focused. There is a
significant marketplace outside of the UK, but the UK is
definitely leading the way in terms of compliance, or
responsible gambling, or safer gambling – whatever term 
you want to place upon it. At the moment, it does feel that 
the relationship is good on the ground level, but at times at a
political level it feels like it’s a little bit confrontational. I wish
we could change the tone of the discussion to make it a bit
more inclusive, because the only way we can get this right 
is to do it together.
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Russell Kelly: Thank you all for your views. It is clearly the
number one board room issue right now across the sector 
and the impact of the fines probably heightens that as well.
It’s probably a sign of an industry getting more mature: if 
you look at financial services, their number one board room
agenda for a number of years has been compliance. I suppose
the balance that we have to try and get in this sector is to
maintain innovation and technical development whilst
maintaining a compliant attitude. So let’s move away from
compliance now and look at the key issues affecting your 
main vertical outside of compliance. Shall we start in Asia 
with sports betting, Magnus?

Magnus Grinneback: I’m not sure how familiar you are with
Asian sports betting specifically. It has historically been very
different to what you see in the UK. There are not so many
Asian sportsbooks that have been successful historically and
many of them are B2B oriented. You will probably find two
suppliers supplying these sportsbooks to around 75% of 
all operators’ sites.

Typical Asian sportsbooks look like giant Excel spreadsheets.
For a Western user, they are extremely hard to understand.
They put a very different definition on usability. This model
worked quite well on a desktop set-up where you had a big
screen. What has happened with the Asian markets being
extremely keen on mobile is that this has changed a lot 
and design has moved much more into what a Western
sportsbook would look like. And that has greatly benefitted
more Western operators. Bet365 have been very good at 
this, for example. Their product functions well for both 
Asian and Western customers.

With this we see a lot of innovation that has been extremely
useful to translate from the UK. It was mentioned before
about “price it up”, “cash out bets” and so on. These things
also work in Asia, so the challenge has been for us to get
customers used to old-style sportbooks to adopt the modern
innovations that have been done in Europe. 

It does work; it has been slow sometimes to pick up the pace,
but it is working quite well and, for us, we are quite satisfied.
We can control the technology ourselves, but the bigger
market challenge is differentiation. If you don’t move down 
this route you will see every sportsbook looking exactly the
same and as an operator that’s incredibly challenging. It goes
for the casino side as well. 

Differentiation will be the biggest challenge for most operators
who can’t control their own destiny technology-wise.

Russell Kelly: John Spellman, what are the key pressures 
on the lottery vertical at the moment?

John Spellman: I would pick out two. One is the 
challenge we have with the national lottery companies 
in various countries.

We don’t pretend to be a replacement for national lotteries; in
fact we don’t offer bets on the national lotteries to individuals
in those countries. We offer an alternative bet and, time and
time again, we are coming up with national lottery providers
producing statistics which are just frankly rubbish. And when
they do produce statistics then the impact we have on their
core is absolutely fractional.

The national lottery providers are lacking innovation. Anyone
who has got the Camelot mobile app, it is shockingly bad. It 
is really poor. We are trying to lead innovation; what we’re not
trying to do is cannibalise an existing lottery market within any
country. We are offering alternatives and alternative bets.

In Australia, you walk into every pub and there is a “pokie”, a
licensed gambling area. Then there’s horse racing, dog racing,
Aussie football betting on the television and, when that’s not
on, there are virtual games running. But lottery betting was
banned in Australia because we were “leading the charge to
problem gambling”.  When our average gambler probably bet
£26 a month! If you’ve seen the Australian betting per capita,
that is just plainly ridiculous. 

Another example is in Ireland. A letter appeared recently
saying there were a number of providers who were trading
illegally within Ireland. Well how can you trade illegally when
you’ve got a licence that’s been granted by the Irish
Authorities to take bets there? 

So that’s one area where there is a disproportionate impact 
of the national providers that is blocking innovation. We have
created a new trade association called ELBA and you’ll be
hearing more about that in the months to come.

The second issue is on insurance. For those not familiar with
secondary lotteries, we use a type of catastrophe insurance
which is similar to hurricane insurance, so it’s designed for
very low frequency, very high cost events. We struggle with
the provision of adequate insurance at the right price.

My background is insurance and in lotteries you’ve got an
insurance model when you know the risk is going to happen –
which doesn’t happen in insurance normally, you don’t know
when a hurricane is going to hit. In all lotteries you’ve got a
pre-set probability, but the pricing of the market and also the
providers of the market and the capacity of the market is very
poor. We’re lucky enough that we’re backed by Lloyds of
London, but still the pricing is disproportionately high in
comparison with the risks they carry. So they are probably 
the two key operational issues I’d identify for us.

Russell Kelly: John Coleman, what are people looking for
now in games, what is the trend in game development?

John Coleman: It’s arguably the single most competitive 
area of the supply chain within online gaming at the moment.
The sheer weight of game developers that have appeared over
the past two or three years, it’s quite phenomenal. Mainly

“If you look at financial services, their number one board room
agenda for a number of years has been compliance. I suppose the
balance that we have to try and get in this sector is to maintain
innovation and technical development whilst maintaining a
compliant attitude.”
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because the barriers to entry have reduced significantly. That’s
been a trend and I guess it’s a challenge for a business like
ours in how we deal with that.

Given our scale, we’ve had to head down a multiple studio
route. So right now, under our umbrella, we’re probably
currently sitting with six independent studios, probably soon 
to move to eight to 10, because each has a different persona,
each has a completely different thought train in how they
develop games.

As some of Guy’s counterparts will tell them on the casino
side, in any particular month the casino managers will be
faced with 40 different game suppliers knocking on their door,
asking them to put their content live, and it’s very challenging
for them to know which one to pick. So we want to make sure
we’ve got as many studios in the race for them to be able to
take that content. 

Obviously what that drives is innovation. Innovation in a
number of different ways, but let’s take technology innovation.
I think someone gave a stat earlier – I’ll take it at face value –
that if a website takes three seconds or longer to open, then
the user will leave that page. Anyone who plays casino games,
be that live or RNG games, the opening times of those have
been significantly longer. So our challenge right now is how do
we actually get our games to the player faster? Is 10 seconds
appropriate? Should it be five? Should it be one? So that leads
to innovation in how you develop the game, how you deliver
the content and the content distribution networks that you
use to push the content around the world. 

The challenges we face are multiple competitors, offering low
prices (I’m sure we would all say that!), but that is leading to
increased innovation and a better use of technology
throughout our world at the moment.

Russell Kelly: Are you seeing a change in game life-cycle?
Game life-cycles shortening?

John Coleman:We are now at a stage where we are looking
at a player lifecycle from one spin and we are actively working
to see if we can enhance that gaming experience but also
lengthen that gaming experience. The reason why that’s
important is that we operate very much in a non-exclusive
world. We’re not sitting in a protected container where the
content being served to the player is only ours. If they don’t
like our content, they will at the click of a button immediately
move on to one of our competitor’s games. So we have to be
good, we have to be fast, we have to understand each aspect
of the gaming experience and, given what we were talking
about earlier, always with responsible gambling in mind. 

It’s leading towards a different type of player retention, 
moving away from the standard blunt tool that was a bonus, 
a retention bonus or an acquisition bonus. Within a game 
you are going to have to keep the player engaged by
achievements, some form of leaderboard so all of the trends

that you see in social media and social gaming right now,
we’re going to have to take that learning and embed that
within the game.

Russell Kelly: Guy, from your angle of poker and sports
betting, what are you seeing as the key developments in
those areas?

Guy Templer: Quite a few of them have been spoken about.
At The Stars Group, we are in an interesting position this year
because one of the challenges we have is putting together
these two sets of brands – the PokerStars brand and the Sky
Betting & Gaming brands. It’s a significant challenge ahead for
us as a business, but obviously has some fantastic
opportunities.

One of the reasons we decided to look at the acquisition 
of Sky Betting & Gaming was very much because we were
primarily a single vertical company. We were poker only for 15
years up until 2015, when we launched our first casino product
on the PokerStars platform. We followed that a year later with
launching a sportsbook which was labelled BetStars in 2016.
We had always come at this from the point of view of wanting
to get into sportsbook, not because this was another way of
monetising players that we get through the door from poker,
but as a way of creating an additional acquisition tool; an
additional source of customers to come into our eco-system
at a similar price, at a similar CPA as poker.

Two years down the line, with a bit of experience under our
belts operating a sportsbook, and three years of experience of

operating a casino in many jurisdictions around the world, we
concluded that, actually, it’s very clear that the poker customer
base we have cross-sells extremely well into both sports and
casino. So, we decided to accelerate dramatically our plans to
create this second acquisition funnel for sports through the
acquisition of Sky Bet.

The biggest challenge we face, and it’s been talked about 
all day, is about a move beyond compliance and to new
regulation. So many new countries will be regulating over 
the course of the next few years and some of them will
become increasingly more complex, increasingly difficult
countries to operate in. To give you a few examples: we have 
a number of Eastern European territories that have regulated
in the last couple of years and more that are going to regulate.
Compared to what we are seeing in some of those territories,
the KYC consultation paper and the age-verification
consultation paper that was put around by UK is relatively
light. For example, in the Czech Republic face-to-face
verification is required, where a customer has to go to the
equivalent of a post office to hand across ID, obtain a letter
and come back into our system. These are some of the
territories that we will start to see regulating and increasingly
bringing those very complex challenges that we will have 
to manage.

“The biggest challenge we face, and it’s been talked about all 
day, is about a move beyond compliance and to new regulation.
So many new countries will be regulating over the course of the
next few years and some of them will become increasingly more
complex, increasingly difficult countries to operate in.”
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That said, regulation is also bringing considerable
opportunities, even in the poker world, in our existing
regulated markets. Mature country markets such as France,
Spain and Portugal have started clubbing together and, in the
case of poker, sharing liquidity. Sharing liquidity means the
players in each of those territories can play against each 
other as opposed to just having the single pool of players in
Spain playing against each other. That makes an enormous
difference. These moves by more mature, locally licenced
markets are creating a better environment in which the
industry can thrive, as well as creating an environment in
which we become better at things like responsible gaming.
That’s a very positive trend for us.

Also, from a poker perspective, there are plenty of markets
around the world which are only just beginning to open up. We
launched and started taking our first poker hands through a
partner, Sugal and Damani, in India just a couple of months
ago. We see India and the Asian markets for poker becoming
very interesting and we see enormous potential there. 

One of the challenges, and again it’s very specific to poker, is
there are not very many people investing in poker itself. It has
become incumbent upon us to actually start to create the
innovation that will continue to drive the category. This is a
challenge, but again it is something we try to rise to.

Right now, today, more than 50% of our poker revenue is
made of games that were created this decade. And of course,
these kinds of games, these are faster games than traditional
poker; it’s our Zoom format, our Rush format, our Spin & Go
format. They are much faster, they are much more snack-like
and it’s critical that we keep innovating because the substitute
products for poker are, of course, not necessarily other forms
of gambling. They are Clash Royale and some of these great
social games that consume a huge amount of time and
increasingly consume a slab of our customers’ wallets.

So, we need to become much better. I think somebody has
talked about gamifying sportsbook, and that’s absolutely
100% the case, in poker as well. Casino has started to do it,
but I think all of the verticals can become much better at this
because we do have some new real competition in the form
of these substitute products, which are becoming closer and
closer to gaming in terms of the reward that they give to
people and the motivations for why people play them. 

On the sportsbook front, obviously we’re very much newer to
this area. We’ve seen good strong growth, mainly from cross-
sell from our poker base. We’ve got to know the markets and
the challenge for us is now taking this fantastic set of brands
and the fantastic operating business of Sky Bet in the UK 
and beginning to internationalise it and applying to it all the
marketing assets and the reach PokerStars brands have got
around the world.

More generally, as people have said in earlier panels,
innovation in sportsbook, particularly in the last couple of

years, has been key. Sportsbook is actually the fastest growing
vertical of the big three verticals. Globally, it is high single
digits; in the UK it was double digit growth and that’s been
driven largely by innovation.

Historically, the sports betting industry hasn’t been that
innovative but with the introduction of in-play, cash-outs, and
recently Sky Bet’s bespoke accumulator product Request-a-
Bet and all the equivalents we’re seeing, that’s creating an
increasingly different kind of product in the sportsbook
industry of which I think we will see a great deal more. 

Of course, in sports betting, it would obviously be remiss of
me to say that probably the single biggest opportunity that
everybody has been talking about a lot is the US market. 
There is no doubt whatsoever that this market will be huge.

I think the American Gaming Association estimates that the
non-licensed, the illegal sports book market today in the US, 
is a $4.7 billion market. So the potential is there but I also 
like what one of the panellists said earlier: “El Dorado”, the
mythical city of gold, is quite an interesting description
because a lot of people will definitely get burnt along the 
way. But there is a very significant prize in the US and it’s
going to be challenging for all of us who are looking to get 
into the US market. We’ve been there operating with a New
Jersey licence, operating poker and a small number of casino
side games, and we’ve been waiting for some time to see
how the market evolves.

With the repeal of PASPA, what that opens up is very
significant. I think what we will see, because of the sheer 
size and popularity of the existing online sports betting –
unlicensed, illegal sports betting  – is a much greater
coalescence of interest. We saw it with DFS. DFS was
legislated in 10 to 12 states within a matter of about six
months; meanwhile us poor poker operators had been waiting
five or six years and desperately lobbying to get poker properly
regulated in the US market. DFS was regulated extremely
quickly; I suspect we will see something very similar with
sportsbooks. There are a large number of states that already
have drafts or bills on the statute books that were awaiting 
the repeal of PASPA so I think we will probably see a number
of states legislating over the next few years and, of course, 
in the wake of sportsbooks legislation I suspect we will also
see casino and poker being dragged along behind it in some 
of the states.

But, as previous panellists have said, there are huge
challenges and obstacles there. We are not dealing with 

“From a poker perspective,
there are plenty of markets
around the world which 
are only just beginning to 
open up.”

“Of course, in sports betting, 
it would obviously be remiss
of me to say that probably the
single biggest opportunity
that everybody has been
talking about a lot is the US
market. There is no doubt
whatsoever that this market
will be huge.”
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one country, we’re dealing with 50 different states, all of
whom have the potential to create very different forms of
legislation. Economies of scale do matter when it comes to
operating in a large number of different jurisdictions because
the cost of having to have rounded corners instead of square
corners on your products in this territory as opposed to that
territory is very high. 

More generally on the industry, I think we will see some of
the more marginal operators looking to exit. So, I think very
interesting times lie ahead as it relates to the US market and
the big challenge is going to be competition. Looking back at
DFS, I believe the two DFS operators on their own managed
to spend $700m in advertising trying to establish the DFS
industry. It is going to be an extremely competitive market.
Everybody that operates there will need to find their niche. 

For The Stars Group as a business, market access in the US is
critical. Pretty much every state is going to require partnership
of some form with local land-based operators for any
international operator to enter the US market. But, because 
of the multitude of states, we think there are also significant
opportunities for media partnerships and, with something like
Sky Betting & Gaming, whose growth was borne out of this
amazing synergistic relationship with Sky Broadcasting and
Sky’s media brands, this is something we are actively looking
to take to the US market. So challenges and many
opportunities ahead, I hope.

Russell Kelly:Thank you Guy. It’s interesting that you are
seeing competition coming from non-gambling-type products.
I’ve certainly seen the veracity with which people are playing
Fortnite, it’s been a fairly contentious subject in my household
over the summer! Let’s move a bit closer to home now and
look at the Isle of Man. You have all chosen to establish your
businesses here - what is it that brought all of you here and
what are the key features that you might like to see tweaked 
a little bit?

John Spellman: In our case, we were already all here when
Annexio started, we were all living here. The reason why we
started up here was probably two-fold. It’s obviously a safe
place and it’s all the things we’ve heard a million times; it has 
a relatively good infrastructure, travel is okay, travel times are
easy. It doesn’t excel in everything, or in anything really, but it
has the right balance and, with the underpinning of financial
services and the skills of the people, it was a very good place
to start. 

As we have moved on, one issue we are seeing is the
educational underpinning. So things like the skills that we
need in social media, or specifically CRM management, or
affiliate management or TV campaign management. We don’t
find any of those skills in great numbers here. We regularly
receive CVs where people have got no experience at all in that
space but are still expecting the salary at that level! Possibly
as an industry, and also in conjunction with Government,
there’s more that we should be doing there. 

So, it was a happy coincidence that we established here in the
early days, but we haven’t regretted it at all.

Russell Kelly:That’s great to hear. John Coleman, you’re a
long-established player here with a long history on the Isle of
Man at Microgaming. It’s been one of the anchor firms of our
industry here.

John Coleman:Microgaming’s history here goes back to
2000; it was probably the late 1990s when the decision would
have been taken where to go. That decision was based around
three factors.

One was financial, so taxation; it’s a prosperous place to run a
business from. The second was the gaming legislation at the
time; we needed a place to feel safe. The gaming industry that
we find ourselves within now is very different to the gaming
industry in the early 2000s. So we needed safety and the Isle
of Man brought us safety. And then finally it was access to
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Government, access to key decision-makers within the Isle of
Man, which was available to us.

So it was for those factors that we located here. However,
they are not why we stay. Yes, we have a large infrastructure
in place, but we stay because we love the Island. The Island
has been fantastic for us and we are the biggest advocates of
the Isle of Man that you will find here, I hope. It’s a safe place
to bring our staff, and some of our staff locate from countries
where that natural safety that you find of just being able to
walk or drive around, leave keys in your car or feel safe in your
home, there are many places where that is not the norm. We
take it for granted here. 

Speaking of the challenges we face being in the Isle of Man,
our business might be different to John’s or Guy’s. We’re a
B2B business, so we have to go out and meet our customers
face-to-face. So, clearly travel is a huge part of what we do on
a day-by-day basis and, a few years ago, we had to step in
when the London City air route became at risk.

A challenge which has to be met is securing good and
sufficient airline routes, specifically to London but also
elsewhere. An Isle of Man that is not sufficiently connected 
to London on a regular basis is at enormous risk, I can’t stress
that enough. So the open skies policy perhaps does need to
be looked at so we can secure that route forever. We shouldn’t
even have to be talking about it, that potentially we wouldn’t
have it. 

We are also in a location where hotel space has been a
challenge over recent years, but thankfully we can see the
amazing renovations that have been happening in Mount
Murray. That will help us, bringing more hotel rooms back on
stream, because we like to bring our customers here, we like
to show off the Island. We also bring a lot of staff to the Island
and we want to show it off in its best light. Until recently it
hasn’t been easy to do that from a hotel perspective so to 
see new hotel rooms being secured and some developments
which will hopefully go through planning down at the old bus
station, that’s wonderful. So more of that and secure the
flights, but we will defend this Island to anyone who chooses
to criticise it.

Russell Kelly: Thank you John. A very positive message and
one that I know Microgaming have had at the heart of their
business for quite some time. Guy, you’re also a major
employer here with major infrastructure. Are there any other
factors different to those John mentioned that brought The
Stars Group here?

Guy Templer: I absolutely agree with John. The world was a
very different place when Stars chose to come to the Island.

The reasons for coming here were very similar to
Microgaming’s; it was about having a good strong regulatory
environment, good access to government and, of course,
taxation. The one additional consideration my predecessors
looked at was infrastructure and how it compared, particularly
the networking infrastructure, versus some of the other
jurisdictions in Europe. So, we came here for very similar
reasons and, for very similar reasons to Microgaming, we
absolutely intend to stay. 

The world has changed, and we hope that the Isle of Man will
keep up with an ever-changing world. As an example, we
came for the regulatory environment. We no longer operate
many jurisdictions from the Isle of Man licence. About three
quarters of the overall Group’s revenue comes from locally
licensed or taxed markets. So, one of the things we would

love to see going forward is more and more cooperation
between the Isle of Man Government and governments in
local jurisdictions who are creating their own licencing regimes
to make it simple and easy for us to operate in those markets
with as low an entry cost as possible.

Going back to what I mentioned earlier about the movement
of a number of Eastern European countries and particularly,
increasingly, the non-aligned Eastern European countries who
are regulating in ways which are highly protective and are
regulating requiring servers to be located inside the EU etc,
we’d love to see much more support work between the Isle 
of Man Government and some of those governments.

As a place to live and a place to work, the Isle of Man is
fantastic. It’s been an amazing home for The Stars Group. We
moved here 12 years ago, and we have grown from a handful
of employees to over 500 employees today. I am sure we can
keep it as a fantastic base to operate a global business from,
operating many different jurisdictions under many different
jurisdictional licences. 

Allied to that, we bring a lot of people onto the Island and 
we’d love to see, and want to continue to see, good strong
investment in social infrastructure. In the education system,
both the private and state education system, and in the
physical infrastructure as well. And I am going to make a 
shout out for travel because Sky Bet is located in Leeds and
the Leeds flight was closed about a year ago. So, a second 
call out for better travel connections.

Russell Kelly: Thank you Guy. Magnus you’re our most
recent arrival here, you arrived this summer. Any thoughts 
or impressions to add to the panel?

Magnus Grinneback:We obviously have a very different
situation: I stepped off the plane on 1 May and it’s been very
good. We came very much for similar reasons. It is a different
time but a lot of these reasons are still highly valid. The entire
eco-system today is very strong. All the components are 
there and that’s what really mattered to us. The fact that the
jurisdiction understands and is used to handling Eastern-facing
businesses similar to ours helps a lot. We don’t need to
educate everyone all the time, which is great for us.

On challenges, smoother immigration, particularly for non-
European staff would help me quite a lot. It’s been a little bit 
of a journey to find the office space that we wanted here.
There’s an easy solution, which is that we can renovate our
own, which is we what we are doing. There are grants and
things that support this and that’s very good, I’d like to stress
that I appreciate that. But it’s not like you can step in and pick
up a super high-end office here like you might be able to do in
Stockholm or wherever. That has been a small challenge, but
very easy to overcome. 

Overall, we have had a very great reception here. Excellent
support from corporate service providers, from technology
companies, from the Government, and anyone and everyone,
so for us it has been very easy to relocate here.

Russell Kelly: Thank you Magnus and thanks to all my panel
for their comments today.

“The world has changed, and we
hope that the Isle of Man will keep
up with an ever-changing world.”
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“Overall, we have had a 
very great reception here.
Excellent support from
corporate service providers,
from technology companies,
from the Government, 
and anyone and everyone, 
so for us it has been very 
easy to relocate here.”



70

After greeting delegates in Manx, Minister Skelly said 
it had been a wonderful day at the Summit, particularly 
as it was being held in the newly renovated Comis
Hotel, “a phoenix from the ashes”. He was pleased to
hear industry leaders agreeing that the Isle of Man was
a special place to live and work, and was encouraged by
their commitment to ensure the industry survives and
flourishes. Looking ahead, he continued:

“Our Island is a leading international business centre,
renowned for its innovation, professionalism and positive 
international engagement. Our economy is thriving and has
a strong track record of resourcefulness, resilience, and
team work. Of successfully adjusting to the changing world
and numerous international challenges over the years. 
The digital sector plays a vital role in this success. 

The National Income Report that came out earlier this 
week shows that eGaming now represents over 18% of 
our economy. It makes it the Island’s largest sector. That’s 
a remarkable milestone. Jobs within the eGaming and IT
sectors have grown by 16.5% year-on-year and continue 
to grow. An outstanding success story for our economy.

I was delighted to see that the local tech company Plan.com
has been named as Britain’s fastest growing tech company
in the Sunday Times Hiscox list this week. Another great 
accolade for the Isle of Man. 

Today, we have seen thought-leading and dynamic panels,
all discussing topics relevant to our Island and the eGaming
industry. And this year’s Summit theme “Raising Standards
Together” is very fitting indeed.

Last year I stood here talking to you about the Department’s
intention to relaunch as a Department for Enterprise with
the clear emphasis on supporting industry on the Island. 

Since then we have come a long way. Our four new 
agencies have been established. The Board members 
have been appointed, over 50 of them. And we have 
already seen new public/private partnerships strengthening. 

The Digital Agency, in particular, which includes the 
eGaming pillar, has met four times and the members, 
from all different sector backgrounds, have been working 
cohesively to develop the future of this important sector.

As you have already heard this morning, the Agency is 
reviewing the eGaming strategy and exploring opportunities
that will continue to develop the Island as a premier 
jurisdiction. The formation of the blockchain working group,
made up of industry representatives, will help shape the 
Island’s offering in this space. I might add that will be with
the excellent help of the KPMG blockchain report.

We have also recently appointed an eSports working 
group who will also be working on identifying the value 
and opportunity of such a sector for our Island. And we 
will introduce a tech trial working group from the beginning
of October.

The eGaming industy, as we all know, is extremely fast-
moving. So ensuring our policies, legislation and eco-
system are adaptable and able is essential. The Digital
Agency, the Department and wider Government will 
continue to work together closely with the industry to
strengthen this partnership. And, in doing so, the Isle 
of Man will remain a world-leading location for 
eGaming businesses.

I would like to thank this year’s event sponsors, without
whom this would simply not happen. So thank you to 
Continent 8, Boston Link, Joelson Law, MTG, Cyber 
Science, LottoGo.com, Manx Telecom, Microgaming, 
Newfield, Quanta, SMP eGaming and our own eGaming
team, which I know has worked tirelessly with everyone.

I also thank the media partners who have joined us today –
Gambling Compliance, Gambling Insider and iGaming 
Business. Last, but not least, I would like to say in Manx
jeant dy mie, which is “congratulations” to KPMG, 
job well done!

Gura mie ayd (Thank you).

Closing Remarks 

The Hon. Laurence Skelly MHK

Minister, Department for Enterprise, 
Isle of Man Government
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