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ADDICTION IS COMPLEX

•"Certain individuals 
use certain 
substances and 
behaviours in certain 
ways, thought at 
certain times to be 
unacceptable by 
certain other 
individuals for 
reasons both certain 
and uncertain" 
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PROBLEM VS. PATHOLOGICAL GAMBLING

•Gambling behaviour lies on a continuum therefore 
there is no natural border between problem and 
pathological gambling 

•For me, problem gambling is simply anyone that feels 
they have a problem with their gambling because it 
causes financial, occupational, and/or social 
detriments to their day-to-day life 

•Pathological gambling implicitly assumes that 
gambling is causing major disruption in the lives of 
those affected but is essentially defined operationally 
in relation to how many criteria the person scores on 
specific diagnostic tests
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WHERE DOES RESPONSIBILITY LIE?  
(Griffiths & Delfabbro, 2001)
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INDIVIDUAL CHARACTERISTICS  
(Griffiths, 2006)
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SITUATIONAL CHARACTERISTICS (Macro)  
(Griffiths, 1993; Griffiths & Parke, 2003)
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ADVERTISING AND MARKETING
■It is perfectly acceptable 
for gambling companies to 
market and advertise its 
products 

■However, such promotion 
shou ld be done in a 
socially responsible way 

■In the long run, social 
responsibility is good for 
repeat business and long-
term profits

6/15/15 7



6/15/15 86/15/15 8



6/15/15 96/15/15 9



6/15/15 106/15/15 10



6/15/15 11



6/15/15 12



6/15/15 136/15/15 13



6/15/15 14



BONUSES AND SOCIAL RESPONSIBILITY

• Many promotions include welcome bonuses, initial deposit 
bonuses, retention bonuses, re-activation of account bonuses 
and VIP bonuses.  

• In gambling, there is a fine line between customer enhancement 
and customer exploitation in gaining new clientele and repeat 
patronage 

• There is a distinction between two fundamentally different forms 
of bonuses – the ‘general bonus’ and the ‘proportional bonus’.  

• Could be argued that general bonuses, which target potential 
adult online gamblers irrespective of play frequency and/or type, 
are acceptable within online gaming environments that have a 
good social responsibility infrastructure
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SITUATIONAL CHARACTERISTICS (Micro)  
(Griffiths, 1993; Griffiths & Parke, 2003)

Situational
Characteristics

Sensory
Factors

Social
Facilitation

ATMs

Floor
Layout

Comfort
(‘Eating, seating,

heating’)

Alcohol

Intrinsic
Association



6/15/15 17

STRUCTURAL CHARACTERISTICS  
(Griffiths, 1993; Parke & Griffiths, 2006; 2007)
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NEAR MISSES IN SLOT MACHINES
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NEAR MISSES IN SLOT MACHINES
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NEAR MISSES IN SCRATCHCARDS 
“Paper fruit machines”
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NEAR MISSES IN SCRATCHCARDS
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NEAR MISSES IN SCRATCHCARDS 
“Heart-stoppers”
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NEAR MISSES IN LOTTERIES

16
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FAMILIARITY IN SLOT MACHINES
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FAMILIARITY IN SCRATCHCARDS  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STRUCTURAL CHARACTERISTICS  
(Griffiths, 1993; Parke & Griffiths, 2006; 2007)
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WHAT DO WE KNOW ABOUT  
THESE CHARACTERISTICS?

■ Delphi method used to 
input into the tool 

■ Advisory team:  
■ External team: Dr Alex 

Blaszczynski, Dr Henry 
Lesieur, Dr Robert 
Ladouceur, Dr Jeffrey 
Derevensky, Dr Gerhard 
Meyer 

■ Internal team: Dr 
Jonathan Parke, Dr Mark 
Griffiths, Dr Richard Wood 
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GAM-GaRD CHARACTERISTICS

Event frequency 

Multi-game/stake 
opportunities 
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CONCLUSIONS
■ All gambling addicts 

are problem gamblers 
but not all problem 
gamblers are gambling 
addicts 

■ Gambling addiction 
does not just reside 
within the individual - 
situational and 
structural 
characteristics can 
play a role 

■ Gambling advertising 
and marketing can be 
ethical 
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THANK YOU FOR LISTENING!


