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Sammanfattning
Under det senaste decenniet har informationsteknologin utvecklats explosionartat. Införandet av
smartphones och surfplattor som alltid är anslutna till Internet har förändrat vårt sätt att
"konsumera" den. Allt detta ledde till digitaliseringen av betting tjänster och flytten till Internet. I
deras tidiga dagar hade online betting tjänster ett lätt jobb att göra när det gällde positionering, de
behövde bara finns på Internet och det var det som lockade kunder. Men tiderna har förändrats
och online betting tjänster står inför nya utmaningar. De måste hitta en tydlig positionering och
ha en konkurrensfördel gentemot sina konkurrenter, men det är inte en lätt uppgift. Därför
koncentrerade sig denna studie på en utredning av positioneringen för dessa tjänster.
Fallstudietillvägagångssätt valdes för detta examensarbete och det undersökta företaget var
Betsson Group, som är ett av de större företagen med många varumärken i sin portfölj.
Forskningen är begränsad till deras tre mest populära varumärken: Betsson, Betsafe och
NordicBet med undantag för text mining där Bet365 (en konkurrent) också analyserades.
Empirisk data som samlades in under denna studie kom från intervjuer på fallstudieföretaget,
frågeformulär besvarat av kunder och genom text mining av online betting tjänsters omdömen.
Studien resulterade i att hitta gapet mellan positioneringen av företaget, kunderna och online
recensenterna. Kundernas vy och recensenters vy överrensstämmer ganska bra, men företagets
uppfattning är helt avvikand. När kunderna väljer online betting tjänst bryr de sig mest om bästa
odds, bonusar och mängden av betts, där å andra sidan företag placerar sig på ett statiskt sätt med
målgrupper: folklig, nerdy och lyxig. Kunderna tenderar att inte bry sig om
varumärkespositioneringen och driver företag in i ett priskrig, men samtidigt måste de känna
igen varumärket för att lita på det med sina pengar.
Studien bidrar till att förstå kunders vy när de väljer en online betting tjänst och denna aspekt kan
generaliseras för hela online bettingindustrin. Dessutom kan en del av teorierna appliceras på
andra online tjänster där bästa pris söks.
Nyckelord: online betting, märkesprofilering, varumärkespositionering, online, text mining,
fotboll, priskrig, recensioner.

Master of Science Thesis INDEK 2016:134
Positioning of online betting services:
A case study of finding the gap between
companies’ view versus customers’ view

Pawel Boniecki
Approved

Examiner

Supervisor

2016-06-14

Esmail Salehi-Sangari

Henrik Blomgren

Commissioner

Contact person

Betsson Group

Carl Brynielsson

INDEK 2016:134

Abstract
During the last decade, IT had a big burst. The introduction of smartphones and tablets that are
always connected to the Internet changed our way of “consuming” it. All that lead to
digitalization of betting services and moving them to the Internet. In their early days online
betting services had an easy job to do regarding positioning, they only needed to exist on the
Internet and that attracted customers. But, times have changed and online betting services face
new challenges. They must find a clear positioning and have a competitive advantage over their
competitors, but that is not an easy task to do. Therefore, this study concentrated on the
investigation of the positioning for these services.
Case study approach was chosen for this thesis and the investigated company was Betsson
Group, which is one of the bigger companies with many brands in their portfolio. However, the
research was delimited to their three most popular brands: Betsson, Betsafe and NordicBet with
exception to text mining where Bet365 (a competitor) were also analyzed. Empirical data gather
during this study came from interviews at the case company, questionnaire with customers and
through text mining of online betting services reviews.
The study resulted in finding the gap, in positioning, between the company, the customers and
the online reviewers. Customers view and reviewers view align quite well, however company
view is completely unaligned. When choosing an online betting service, customers mostly care
about best odds, bonuses and variety of bets, where on the other hand companies position
themselves in a static way with targets group of folksy, nerdy and luxurious. Customers tend to
not care about the brand positioning, and push companies into a price war, however, they need to
know the brand in order to trust it with their money.
The study contributes to understanding the customers view when they choose an online betting
service and this aspect can be generalized for the online betting industry as a whole. Moreover,
some of the theories can be applied to other online services where best price is searched for.
Key-words: online betting, branding, brand positioning, online, text mining, football, price war,
reviews.
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1. Introduction
This chapter presents information about the background for this master thesis, the problem
formulation, the purpose and the research questions. Moreover, delimitations will be discussed
and finally, the outlines of the thesis will be provided.

1.1 Background
During the last decade, IT had a big burst (Wellman, 2011). The introduction of smartphones
and tablets that are always connected to the Internet changed our way of “consuming” it. Broad
access to the Internet created a development of new services that developed with online world
in mind (Wellman, 2011). The Internet creates enormous possibilities of accessing products or
services. Digital world creates a great amount of freedom for creating new websites where
products and services can be sold or distributed. Many of these companies exist only on the
Internet.
The online market can be seen as very specific market where things change rapidly, but also as
a market with an infinite amount of information which can be easily accessible through different
comparison services. Companies can have a difficult time while positioning their Internet
services, on one hand they have access to a lot of data about customers, but on the other hand,
the customers’ loyalty and retention can be poor.
The goal for all companies is to find a unique competitive advantage and through it attract
customers and gain market share. The problem is that it is not so easy to indicate that to
customers, as they may have different opinion or way of thinking.
Being able of getting a lot of data is good, the problem arises when the most of the data are in
the form of unstructured data, where text are the prior one, and that is exactly what most
information on the Internet is (Browner et al, 2013). A possible solution going through this
amount of text can be text mining. A process that due to different algorithms can help to
transform text into more manageable data (Hashimi et al, 2015), which can lead to finding some
interesting patterns that can improve business decisions by understanding customers more.
The expansion of the Internet to everyday life resulted in digitalization of online betting services
and moved them to the Internet. Online betting services have existed for a while, with a start in
late 90’s (Miranda, 2015; Betsson, 2016). In the beginning, the main goal for them was to
introduce this new online opportunity to the world and gain new customers. More than a decade
has passed and the market has changed. Nowadays online betting services can not only
concentrate on attracting entry level customers, but need to appeal to existing customers, as
well as they, need to retain current customers. The online betting market is very competitive
where competitors are “just a click away”.
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1.2 Problem Formulation
Online betting services had an easy task when they were first introduced on the Internet. They
were something new and there were not so many competitors around. However, the times have
changed, the online betting services industry grew and there are many competitors. Moreover,
nowadays the online betting service can’t be successful just because they exist on the Internet,
they must have a clear position and competitive advantage. However, the position that
companies take does not always correspond to the customers’ actual expectations/needs.

1.3 Purpose
The purpose of this study is to investigate what differences there are between online betting
services positioning compared to the apprehension of customers and reviewers. It is assumed
that there can be a gap between them and the purpose is to understand this gap and what creates
it. The end result is to provide a deep understanding of the gap.

1.4 Research Question
The main research question for this study is the following:
RQ1: How does the assumed gap, between online betting-site companies’ intent in terms of
positioning versus what customers do care about when it comes to choosing what betting site
to use, look?
Which is directly followed up by next question:
RQ2: How are online betting services positioned on the market?
This study also included a sub-question where the aim was to investigate text mining process
and see what kind of patterns are included in reviews and relate them to positioning aspects.
RQ3: What kind of patterns in betting sites reviews can be found through text mining?

1.5 Delimitations
This study has serval delimitations. The first one is to only investigate the football betting
(odds) part in online betting services. This approach was chosen because football is the most
popular sector of those services.
Moreover, this study was conducted at Betsson Group and concentrated on their three most
popular brands namely: Betsson, Betsafe and NordicBet, with exception to text mining where
Bet365 ware studied instead on NordicBet, in order to provide a source of information outside
of the Betsson Group. All those brands are international brands that exist in different countries
in Europe. Popular brands were chosen as there is more information about them and there is a
greater possibility of receiving input from some of the players. Furthermore, online reviewers
concentrate mostly on big and popular brands, so there is a greater possibility to find the right
amount of reviews required for text mining.
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The study was limited to the European market. The reason for that was that the most of the
brands exist in Europe and there are some sports differentiations between some continents.

1.6 Contributions
This study contributes to knowledge within branding and positioning where a gap between
companies’ view and customers were identified and discussed with the regards to the online
betting industry. The research pinpoints what online betting companies need to keep in mind
when they try to position themselves. It needs to be remembered that the case study approach
was taken, where the research is based on the brands of Betsson Group. This may create
difficulties when trying to replicate the findings to other companies.

1.7 Outline of Thesis
This thesis contains seven chapters.
Chapter one, Introduction, gives an introduction to background for this thesis along with
purpose, problem formulation and research questions. Furthermore, it also presents the
limitations of this thesis.
In chapter two, Literature Review, the literature regarding branding, brand positioning,
customer acquisitions, pricing, reviews and text mining are presented.
Chapter three, Methodology, describe how the research methodology were structured and
what different research methods were used during this study. Furthermore, the validity and
reliability of this research are discussed.
Chapter four, Betsson Group, contains background knowledge for the case company.
Chapter five, Empirical Data, this chapter contains results from interviews, questionnaire and
text mining.
In chapter six, Analysis, finding from Empirics Data and Literature Review are analyzed and
discussed in depth.
In chapter seven, Conclusions, findings are summarized.
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2.Literature review
In this chapter information about theories relevant for this research will be presented. The
topics will be presented are: branding, brand positioning, customers retention and acquisitions,
the importance of reviews and aspect of text mining. These theories will be the base for
answering the research question.

2.1 What is a brand?
Brand definition has been changing during decades and one of the better approaches to defining
it was done by a magazine “The Economist” where two definitions from different time periods
were compared (Clifton et al, 2004).
The first definition based on a version of Oxford Dictionary from 1934 was the following:
“Brand. 1. n. Piece of burning or smouldering wood, torch, (literary); sword (poet.); iron stamp
used red-hot to leave an indelible mark, mark left by it, stigma, trade-mark, particular kind of
goods (all of the best bb.). 2. v.t. Stamp (mark, object, skin), with b., impress indelibly (is
branded on my memory)”
(The Pocket Oxford Dictionary of Current English, 1934)
A more current version follows:
“Brand: a name, term, sign, symbol, or design, or a combination of them, intended to identify
the goods or services of one seller or group of sellers and to differentiate them from those of
competitors.”
(Kotler & Keller, 2012, page 241)
It is clear that the first definition refers to the origin of the word ‘brand’, which comes from
‘brandr’ that meant ‘to burn’ in Old Norse and from there made it to English. Burning a mark
was the way to mark the possession of livestock which with the time developed to a quality
stamp of the respective farmer. That was the first guide for customer’s choice. The concept of
burning made symbols was the first visual representation of the brand, contrary to names, which
popularized later. A brand can also be distinguished by a slogan, a color or a shape. (Clifton et
al, 2004)
Industrial revolution lead to an introduction of the concept of mass-production and massmarketing which pushed the importance of the brands to new levels. It was then one of the
current biggest brands were created, e.g. Coca-Cola and Heinz. This big boom created a need
for legalization and that’s how trademark legalization came to live. (Clifton et al, 2004)
Currently, we are living in a mass consumed world with a lot of choices, and that puts a pressure
on aspects of branding and marketing, where quality, value and availability of the products play
a big part. The brand creates customers’ confidence where they do not need to be an expert on
everything and can rely on the brand, that it will provide a great product or service. However,
brands need to take responsibility and provide this great product and do not take advantage of
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customers’ trustfulness. The brands are encouraged to find something that differentiates them
from other competitors and that gives them a competitive advantage, viz. create a brand
positioning. (Clifton et al, 2004)
The apprehension of the brand can be difficult do understand for some people, but it can be
easily presented in the figure, that de Chernatony & Riley, 1998 created, Figure 1.

BRAND

FIRM’S INPUT

CONSUMERS’
PERCEPTION

Figure 1 - The brand as the interface between the firm's activities and consumers' interpretations, Source: de Chernatony &
Riley, 1998, p. 428

de Chernatony & Riley, 1998 described it as a cyclical process where a brand “becomes the
interface between the firm's activities and consumers' interpretations” (de Chernatony & Riley,
1998, page 428)

2.2 Brand positioning
The aspect of positioning has been discussed by many researchers, one of the more accurate
definition is provided by Kotler, where he defines brand positioning as: “the act of designing a
company’s offering and image to occupy a distinctive place in the minds of the target market”
(Kotler & Keller, 2012, page 276).
This definition can be extended with Kapferer’s view, where he describes brand positioning as
a process of “emphasising the distinctive characteristics that make it different from its
competitors and appealing to the public” (Kapferer, 2008, page 175). The pursuit of
accomplishing the goal of brand positioning should be based on these four questions: “for
whom, why, when and against whom?” (Kapferer, 2008, page 176). These questions raise the
aspects of brand promise vs customers’ benefits, target aspect, a reason of benefit and the
competitiveness concept. One of the most essential parts of brand positioning is a basis of
comparison, which most consumers base their choice on. Answering the questions discussed
above presents customers comprehended outlook over brand’s and product’s goals. (Kapferer,
2008)
The process of positioning is divided into two stages, where the first one refers to what
competitive set the brand should be identified with and weight against. Where the second one
size upon brand’s crucial distinction regarding comparison to other brands and products within
the earlier mentioned set. (Kapferer, 2008)
5

As mentioned earlier positioning is about competitiveness. When customers are looking at the
brands they make a choice, but when they instead look at the products, they make a comparison.
A brand needs to describe what they want to be compared with and what they can offer to a
customer to win over the competitors, that is, what key decision-making factor they can provide.
Brands that does not take into account of these two aspects create a big disadvantage for them
as they do not position themselves. Choice of understanding of the position can’t be left to the
customers because in a current capitalistic world, the amount of choices is magnificent. It
requires a lot of work from the customer’s side in order to grasp the positioning and customers
do not want to make an effort. (Kapferer, 2008)
The brands obligation is to provide a clear positioning as brands simplify customer choice,
where the products increase it. The brand should not stand for ‘something’, because then it
stands for ‘nothing’. With the positioning a brand need to choose a market to attack on and base
their positioning with relevance to this specific market and its customers (Kapferer, 2008). The
brand positioning can, for instance, be created through a positioning statement. An example of
such can be seen in Figure 2 which is a template summary provided by Temporal, 2010.

Figure 2 - A Positioning Statement Template, Source: Temporal, 2010, p. 83
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2.3 Customers Acquisitions and Customers Retention
A brand is strongly connected to market share which is linked to customers’ acquisition and
customers’ retention. These two aspects should be balanced, but most companies tend to
concentrate on customers’ acquisition in order to gain market share (Farquhar, 2005).
Customers acquisition is a very important aspect that contributes to profit targets and revenue
in the short-term perspective (Berger et al, 2002). However, a constant battle for the customers
through acquisition can lead to weak profitability if the quote of the customers who left is bigger
than those who were acquired.
When looking at the online aspect of retention and loyalty it is much easier for the customers
to find some alternatives, which are just a click away, and that challenges the aspect of a long
relationship. The Internet creates an environment where it is easy to compare prices and
performance of the products and services, where customers have the ability to easily change to
competitors. That leads to a greater expectation from online customers to receive a great level
of customer service. As the great level of service is recognized by online customers, they tend
to perceive higher customer value that leads to customer loyalty and customer satisfaction.
(Wang, 2011)
An aspect of perceived value and loyalty was also discussed by Anderson & Srinivasan, 2003,
where they researched customers need to investigate competitors. As the perceived value is low
the loyalty aspect decreases and customers start looking for alternatives, where they will be
able to increase their perceived value. It is also important to pinpoint that “even satisfied
customers are unlikely to patronize an e-business, if they feel that they are not getting the best
value for their money” (Anderson & Srinivasan, 2003, page 6).
Solutions that are proposed by Wang, 2011, for improving perceived value for e-vendors are:
raising customers’ benefits, or decreasing customers’ scarifies which can be done through
simplified transactions or lower prices. Customer lifetime value needs to be maximized through
branding as the costs of gaining new customers are much higher than retaining them.
Furthermore, it can’t be forgotten that the number of possible customers are not infinite (Rust,
2004).

2.4 Price competition theories
Price variations have existed for a very long time and is a popular subject of research (Farag &
Van Alstyne, 2000). Salop and Stiglitz, 1977 defined that price variations exist as a consequence
of consumers splitting into two groups, the informed and uninformed. An informed group is a
group of customers that know price setting of the products and choose the cheapest one, where
the uninformed group lacks recognition of the prices and their choices are mostly randomized,
which leads to price variations.
Economic perspective provides three key factors regarding pricing decision: demand, cost and
competition. Demand set the max-barrier, cost the lowest limit and competition specify how
price trends between those limitations (Shaw, 1992). On the contrary, marketers’ state that price
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is an element of the aspect of the “four P’s”: price, product, place and promotion, which goal
is to increase sells. However, there is a lost element which is a consumer perspective, more
specifically placement of the customer as a centerpiece of strategic pricing choice (Shaw, 1992).
Some studies connect price and consumer perspective with the perceived quality and that, on
the other hand is connected to the desired position on the market.
Moreover, Lewis discusses price and positioning, in the following way:
“Price can be a powerful positioning tool. By itself, however, price does not truly differentiate
market segments, especially within the same general product class. On the other hand, price
can play a large role in differentiating between different product classes.”
(Lewis, 1990, page 90)
Price is an important aspect in both objective (focused on the objective attributes) and
subjective positioning (concerned with the customers’ perception). Within objective
positioning price can assist in identifying product class, moreover, in subjective positioning
price can magnify a consumers’ perceived value for specific purchases. (Shaw, 1992)
2.4.1 Promotions
Promotions are one of the fundamental factors within price competition, with the revolution
that started in 70’s (Currim and Schneider, 1991). Pauwels et al, 2002 discussed studies that
were conducted by a group of researchers that have been studying how promotions changed
consumers’ price and promotional sensitivity. They concluded that promotions increase
purchasing volume. Furthermore, the researchers concluded that: “promotions increase
consumer price sensitivity and decrease ‘brand equity’ over time” (Pauwels et al, 2002, page
421), which brings a negative effect. Positive factors of promotions were also examined and
reasoned out that promotions lead to greater sales and faster consuming (Pauwels et al, 2002).
2.4.2 What about online industry – Price comparison
During the last two decades the Internet had a breakthrough influence on the society, people’s
everyday life, but also on pricing. The Internet changed the perception of information and
lowered the cost of information (Grewal et al, 2003). The decline of that cost forced companies
into price competition wars, which led to the popularization of price comparison websites
(Farag & Van Alstyne, 2000). Consumers gained access to infinite amount of information about
purchasing selection. At the same time the Internet lowered the entry costs for Business-toConsumer (B2C) companies and sped up markets introduction with after-effects of greater
competition (Farag & Van Alstyne, 2000; Grewal et al, 2003). The internet pushed prices down
as consumers searched for best deals. Consumers satisfaction was enhanced, but simultaneously
companies’ margins decreased. Marketers became forced to concentrate on a price-valueloyalty chain, where especially loyalty needed to be increased (Grewal et al, 2003).
2.4.3 Differentiation
Internet marketers are increasing in quantity and Grewal et al, 2003 state that price variation is
expected to upsurge as marketers devote themselves to differentiate from each other. The main
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dimension of differentiation is going to be affirmed around service quality, as it is believed that
it can lead to customers’ readiness to pay price premium (Ba et al, 2008). In their research Ba
et al, 2008 also stated that “prices depend on the competitive intensity (i.e., quality
differentiation) between firms” (Ba et al, 2008, page 858). Furthermore, it has been concluded
that the online retailing industry is affected by adverse pricing with changing competitive
conditions that create pressure for better positioning (Ba et al, 2008).
2.4.4 Personalization
The internet provides a new way of interaction and solutions for gaining data about customers.
Digital marketers are able to track and analyze colossal amounts of data such as the amount of
visitors, time spent on the site, links that have been visited, but also gain some information
about visitors age, gender, hobby etc. (Grewal et al, 2003). Beyond that, IT applications provide
one more key element for marketing which is customer customization where customer
experience is personalized after a specific consumer. An example of that can be a specific
recommendation based on customers’ earlier choices and knowledge from web cookies (a data
file with some information about user behavioral) (Farag & Van Alstyne, 2000). The web
cookies help with the targeting of specific consumers, but also improve positioning and
segmentation of company offerings (Grewal et al, 2003). All described above can lead to a
creation of behavioral profiles.

2.5 Do (online) reviews matter?
The importance of the reviews has been broadly discussed in the past few years (Chatterjee,
2001), (Godes et al, 2004). Most of the studies are connected to a specific industry where hotel
industry (Ye et al, 2009), (Vermeulen & Seegers, 2009) and entertainment industry (movies,
CD’s and DVD’s) (Duan et al, 2008), (Godes & Mayzlin, 2004) are most popular. However,
the results are diverse with some studies confirming online reviews impact on sales and some
oppose that view. As a remark it needs to be remembered that above presented studies are a few
years old, and there have been colossal changes in information technology and practices on the
Internet, where the existence of online review websites has increased serval times. Those
websites gave customers’ opportunity to access a lot of information and easily exchange
information and opinions about products, services and companies, which created an onlinebased version of a word of mouth communication (Duan et al, 2008). Word of mouth was
shaped at the same time as society developed and was an important medium for sharing
information between customers, especially in the case of goods. Online reviews are believed to
be the most potent approach to generate online word of mouth (Duan et al, 2008). According
to Forrester Research around 50 percent of young Internet surfers are reading reviews and
relying on them when purchasing movies and games (Godes & Mayzlin, 2004).
Correspondingly Ye et al, 2009 contended that positive online reviews regarding hotels can
significantly increase the number of bookings. Chatterjee, 2001 concentrated instead on
researching the influence of negative online reviews and concluded that there are some pieces
of evidence that negative opinions through word of mouth have more powerful influence than
the positive ones. However, those influences depend on customers’ intent of purchasing online
and how well he knows a specific retailer. The aspect of generalizability and reoccurrence of
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failure is brought up and concluded that “consumers who choose a retailer based on familiarity
will be less likely to change their purchase intention in response to negative information
compared to those who decide to buy from a retailer based on price” (Chatterjee, 2001, page
12).
The influence from online reviews on sales can be discussed in a matter of the awareness effect
or persuasive effect. Reviews create awareness where they inform customers about the
existence of the product or service, that is, put it in customers’ choice set. Persuasive effect
outlines consumers' attitudes up against the product and prepossess their purchase choice (Duan
et al, 2008). The aspect of the awareness was also confirmed by Vermeulen & Seegers, 2009
were customers become more aware of a hotel’s existence. This action supported and brought
recognition especially for less-known hotels and the whole study concluded that the existence
of online reviews overall is an opportunity rather than a threat.
Online reviews are becoming an essential part of the internet and provide a great opportunity
for spreading the word of mouth from real customers. Marketers and people in charge of Public
Relationship can’t underestimate the power of online reviews and need to take those into
account during their management (Duan et al, 2008).

2.6 Text mining
Text mining is defined as a process during which unstructured documents e.g. eBooks, pdf’s,
emails, websites, are analyzed in order to find some interesting patterns (Feldman & Sanger,
2006). Qualitative data in the form of text is a big part of our life but the problem with it is that
it is mostly unstructured and there is a lot of it. This vast amount of text can’t be read manually,
but still can include important information (Hashimi et al, 2015). Text mining is the solution to
that problem, where this (unstructured) data is transformed to new, more manageable data in
the form of text or visual representation (Hashimi et al, 2015). The technological basis for this
process have grounds in statistics, linguistics and machine learning (Hashimi et al, 2015).
The process of text mining is divided into many stages. It starts with a text; the text can be
already collected in one place or need to be web crawled. Next step is text processing where
different functions and algorithms are applied to the text. The process of text mining is
performed by using specific computer software e.g. RapidMiner, IBM SPSS Modeler, SAS
Enterprise Miner.
According to Hashimi et al, 2015, text mining has many advantages:
•
•
•

“Help extract useful information from bulk of data in short time and efficiently.”
“Assist in predicting future aspects based on provided observations and statistics.”
“Help to create and build patterns from the provided data which tells us about
increasing or decreasing trends, e.g. in business and economy.”
(Hashimi et al, 2015, page 2)
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2.6.1 Text processing
The fundament of text processing is tokens. The process of tokenizing words in a text is called
lexical composition and is a base for further work with the text. The term “token” is used as the
token can not only be words, in some cases they might be morphemes and clitics and sometimes
phrases (Yatsko, 2011).
After tokens are created, different operations and algorithms can be applied. The ones that are
mostly used are: lower case transformation, filtering stop words, a creation of n-grams,
stemming, Part of Speech (POS)-tagging and token filtration.
Lower case is applied in order to not differentiate between tokens that starts with capital latter
and those that do not. Stop word filtration is a process of filtering away words that have an
important grammatical purpose, but are not of significance as a separate word (Madnani, 2007).
Sentences include typical phrases and n-grams creating algorithms help finding these phrases
(Yatsko, 2011). This process is based on word co-occurrences between words that appear next
to each other. N-grams can be composed by two (bigrams), three (trigram) or more words
(Biemann & Mehler, 2014). Yatsko, 2011 describes stemming as the process of identification
of the stems of semantically comparable tokens e.g. token “children” and “child’s” are grouped
together to the word “child”. Currently, post popular stemming algorithm used for research are
Porter stemmer and Lancaster stemmer. POS-tagging is a mechanism for defining and grouping
specific words in a sentence with a relevant part of the speech. There are cases where we are
only interested in specific part of speech like substantive or verb and by using POS-tagging we
are able to filter out uninteresting part of the speech. Tokens filtration is filtrations of some
reoccurring tokens that are not of interest e.g. names, company names, titles.
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3 Methodology
This chapter will present the methodology behind this research and will motivate their choice.
The case study approach has been chosen for this research and data that will be collected in
both qualitative and quantitative manner.

3.1 Methodological approach
The problem formulation of this study concerns a field that is rarely investigated, hence an
inductive approach was chosen. An inductive research is a model that start with collecting
empirical data and recognition of the problem. From there on theories regarding
problematization are constructed and analyzed. Under this process the researcher moves from
individual observation to more general statements and patterns (Collis & Hussey, 2014).
Looking at this specific study where positioning of the online betting industry is investigated
inductive study was the best and perhaps only choice as there is not existing research regarding
it.
In order to answer the research questions of this thesis the researcher choose a case study
approach. A case study is based on the real-world context where a specific phenomenon is
deeply explored in its natural setting (Collis & Hussey, 2014). Yin, 2009 recognize that “the
case study's unique strength is its ability to deal with a full variety of evidence-documents,
artifacts, interviews, and observations” (Yin, 2009, page 11). Hard pressure is put on the reallife event as a source for information which can be put in the context. Moreover, case studies
rely on triangulation where multiple sources of data are recommended for creation of validity
and better understanding (Yin, 2009).
Inauguration of the case study process is to select a case (Collis & Hussey, 2014). The company
of choice for this thesis and case study was Betsson Group. Betsson Group is an online
gambling company which owns many brands where the three biggest are Betsson, Betsafe and
NordicBet. All of these brands are involved in sports betting, especially within football. The
choice of this company seemed to be proper as it enables to perceive the positioning of three
different brands. World of online betting are quickly expanding and new challenges are
upcoming. Betsson Group is aware of changes and stronger competition and therefore the
subject of positioning and customers’ choices are of interest to them. As for the aspect of text
mining, it is important for the company to find new sources of information which can improve
company’s services.

3.1.1 Gap analysis
A gap is a concept where expected service, and service that is perceived by customers does not
align (Davis & Misra, 2002). A gap analysis is a process of defining that gap, in other words
defining where you are and where you want to be.
This study concerns positioning of the online betting services with delimitation to football odds.
Gap analysis in this case compare the online betting companies positioning view with
customers’ view when choosing a specific company/service to play on.
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The grounds for this analysis will be interviews with online marketers and strategists which
provide information from one angle and questionnaire with customers that provide from another
angle.

3.2 Data Collection & Analysis
Data collection and analysis for this case study was based on three phases: phase one – the
interviews, phase two – the questionnaire and phase three – online reviews. The data that was
received was quantitative and qualitative.
3.2.1 Interviews - Phase 1
In order to collect quantitative data for this research semi-structured interviews were performed.
The interviews were conducted with people that worked at Betsson Group and had a connection
to the topic of research. Contextualization is an important aspect that needs to be taken into
account when choosing people that will be interviewed (Collis & Hussey, 2014). People that
were interviewed were Global and/or Local Brand Managers for the three biggest and most
important brands within Betsson Group, that is Betsson, Betsafe and NordicBet, as well two
interviews with strategist.
The interviews give access to primary data from the company, as well as finding about their
subjective opinion (Collis & Hussey, 2014). The interviews were mostly based on open-ended
questions. By using those the researcher is able to provide a longer answer with a broader
spectrum of information (Collis & Hussey, 2014). During the interviews follow up questions
were asked in order to get a more detailed answer.
The goal of the interviews ware to gain an understanding of how online betting services are
positioned on the market. Choosing to interview Global and Local Brand Managers is motivated
by the fact, that they are most involved in the companies’ brand positioning, customers’ habits
and companies’ approaches when fighting for customers. People responsible for marketing and
branding strategy were also interviewed, with the aim to obtain information about strategies
that Betsson Group have for marketing and branding positioning, but also to have a discussion
about competitors and the online betting industry as a whole.
When contacting the interviewee for booking the time, a short description of a subject was
included. Questions that were prepared for the interview were not send in advance in order to
get more spontaneous and flexible answers.
Totally six interviews were performed and general information about the interview and the
interviewee can be found in Table 1. The researcher has chosen to record and transcribe the
interviews in order to being able to go back and get better and more detailed understanding as
well as to see that nothing has been missed. Moreover, transcription create ability of using some
quotes in the future.
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Job Title

Company

Interview Date

Head of Media

Betsson Group

16-02-2016

Research Manager

Betsson Group

10-03-2016

Global Brand Manager

NordicBet

15-03-2016

Local Brand Manager

Betsson

15-03-2016

Current Head of Financial Marketing Strategy

Betsson Group

15-03-2016

Global Brand Manager

Betsafe

24-03-2016

Table 1 – List of interviews

After the transcription of the interviews the text could be analyzed and the chosen method was
thematic analysis where the text was reread few times and by using color scheme, thematic
categories were created (Blomkvist & Hallin, 2015). The colorizing and thematising of the text
helped to create line of the argument. Based on that methodology findings were summarized
and represented in different categories.
More detailed aspect behind the interviews and their execution can be found in the Appendix 1.
3.2.2 Survey – Phase 2
Phase 2 were concentrated on gathering mostly quantitative data from users of online betting
services. The intent of the survey was to provide information about what customers do care
about when it comes to choosing a specific online betting service. It also included questions
about players’ habits, preferences when playing and choosing online betting services.
The survey consisted of thirteen question, where six of them were choice grind based and the
remaining seven were open-ended. The survey was translated into three languages, English,
Polish and Swedish in order to provide better coverage in European countries and facilitate
answering for responders.
The Internet was chosen as a platform for creation and distribution of the survey, Google Forms
was the preferred platform. Collis and Hussey, 2014 pinpointed that by using online survey
researcher can save a lot of time and money. The advantage of them is that they also provide
preliminary results, where some oddity can be quickly detected. Data from them are easily
exportable to Microsoft Excel or CSV-files (plain text file with comma separated data) which
make it very manageable. (Collis and Hussey, 2014)
Questions included in the survey were presented in logical structure with a clear line of
argument, moving from more general questions to more specific, which is recommended by
Collis and Hussey, 2014. The first part of the survey included classification questions, that are
questions about gender, age, place of residence, that are relevant for describing a typical player
at different online betting services. The survey incorporated filter questions, where some of the
questions should only be answered after choosing a predefined answer in earlier questions
(Collis and Hussey, 2014).
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The survey contained both closed and open-ended questions. Closed questions provide more of
statistical/quantitative data and are easier to analyze because of the choice grinds. Moreover,
open-ended questions give the responders freedom of answering with their own words and
bringing any possible answer to the table (Collis and Hussey, 2014). From time to time
responders can contribute with key answers that researcher would never have thought about
(Phellas et al, 2011). The opened-ended questions need to be post-coded, where each answer
were investigated and placed in the unique category (Collis and Hussey, 2014 & Phellas et al,
2011). Then the data can be seen as data from the closed question with fixed responses.
The aspect of time was also considered when creating the survey where the completion of the
survey should not take more than 5 minutes. The reason for this was that it is easier to convince
people to answer a questionnaire when it takes a shorter time to complete (Galesic & Bosnjak,
2009).
A sampling frame for this research is based on random sampling. This method is recommended
by Collis and Hussey, 2014 with the intention of getting unbiased results and statistical
correctness even working with a relatively small population. During random sampling every
member has a chance of being included in the sample, making it generalizable to the population
(Collis and Hussey, 2014).
The survey was pilot tested on a small group of people before distributing it online. A reason
for that was to review understanding of questions and scales and receiving general feedback. It
is very important that questions are simple and understandable as there will not be any personal
assistance when performing a survey online (Collis and Hussey, 2014 & Phellas et al, 2011).
Finally, the survey was distributed on the websites related to football, football betting and also
related to online betting services.
3.2.3 Text Mining – Phase 3
Phase 3 consisted of a text mining part where a 11 different online betting reviews were mined
each of the company and data of word frequencies and context of those words were gathered.
This part of the research was set up based on research and information included in the section
of 2.6 Text Mining of this paper’s literature review. For this part of research, Bet365 ware
studied instead on NordicBet, in order to provide a source of information outside of the Betsson
Group.
In order to perform text mining, text data need to be collected and that was performed by a
process called web crawling, which searches for user-defined information in chosen sources. In
this study results from Google Search-engine three phrases “X betting review” where instead
of “X” name of the three companies were inserted: “Betsson”, “NordicBet” and “Bet365”
provided information for starting the web crawler process. As the website structure variegated,
different web crawling software, Import.io (Import.io Webpage) and open source python
crawler, were used for gathering text and filtering out unnecessary HTML-tags.
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Next step was to start mining gathered text data and in order to perform that a specific software
were needed. After examining different software options and the availability of them the choice
fell on to RapidMiner Studio (RapidMiner Studio Webpage) which is a commonly used text
mining software.
Processing of text data in RapidMiner Studio were broken down to seven steps based on
information collected during literature study. The steps were following: tokenizing, POS-tag
filtering, lower case transformation, stop words filtering, generation of n-grams, tokens length
filtering and lastly filtering of specific words. The setup from the software can be observed on
the Figure 3. Furthermore, all the settings from RapidMiner Studio software are presented in
Appendix 2.
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Figure 3 - Software setup in RamidMiner

In the part of the literature review regarding text mining the process of stemming was discussed.
This processing algorithm was tested, however the use of it resulted in biased results where
overstemming occurred, viz. different words were identified as the same (Yatsko, 2011).
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Yatsko, 2011 discussed in his research the example which occurred in this study, where words
“better”, “betting” and “bet” where overstemmed.
The goal of the applied algorithm was to process the text in that way where as much information
as possible can be retrieved, but also filter out all the text clutter that is irrelevant. Handling of
such big amount of text needs to be well-reasoned in order to obtain good and unbiased results.
Processing of the text in Rapid Miner Studio resulted in word frequencies which were needed
for the last step where the context of the words was analyzed.
For analyzing the context of the different words/terms the researcher chose to use software
called “Voyant Tools 2.0” (Voyant Tools Webpage). This software is an open source project
created for text analysis with attributes created for searching of the context. The context search
is based on discovering all the terms that user of the software has chosen and provided ten
words before and ten words after the searched terms including all the occurrences in the text.
This approach creates a context that words have been used in and help researchers to find
patterns.

3.3 Reliability and Validity
The notion of reliability refers to precision and accuracy of conducted measurements and
possibility of reproducing the same results if the study should be repeated (Collis & Hussey,
2014). If it is possible to reproduce the same results, then the research is acknowledged as
reliable.
In order to increase the reliability of this study, the interviews were recorded and transcribed.
Researcher also provided a list with the titles of people that were interviewed. Moreover, the
process of text mining was comprehensively described and the print screen from the setup in
RapidMiner Studio software was illustrated in Figure 3.
Collins & Hussy, 2014 discuss that validity “refers to the extent to which a test measures what
the researcher wants it to measure and the results reflect the phenomena under study” (Collins
& Hussy, 2014, page 53). Furthermore, they recognize that it is possible to form a study with
high reliability, but the validity is forgotten and therefore very low.
The researcher of this study tried to increase its validity by always using recent literature.
Moreover, the questionnaire was pilot studied on a small group of people in order to control
understanding of questions. Furthermore, triangulation approach for choosing the interviewees
was taken, as it is recommended by Yin, 2009. Additionally, methodology findings were
summarized and represented in different categories, moreover, some quotes were added to
increase validity.
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4. Betsson Group
This chapter contains general information about the case company.
Betsson Group is a part of a holding company Betsson AB. It is a Swedish company that invests
in and manage fast-growing companies operating in the online betting industry. Their online
betting business in licensed in Malta and they had a revenue of 3722 million SEK in 2015. It is
a company with a long history that started back in 1963 and was at that time called AB
Restaurang Rouletter which evolved over the years into what we currently knew as Betsson
Group. In the end of 90’s the company started its digital transformation to online based service.
The company offers customers the following: odds (sports betting), casino, poker, scratching
lottery tickets and other money-based games. (Betsson’s AB Annual Report, 2015; Betsson’s
AB Website, 2015)
Currently almost 1800 employees work at Betsson and they own 21 brands of which 18 are
Business to Consumer (B2C) brands. These are presented on Figure 4. Betsson’s Group three
biggest and most important brands are: Betsson, Betsafe and NordicBet. Betsson’s Group vision
is to provide the best customer experience in the industry. They have been mostly active in
Europe but their strategy is to grow organically or via acquisitions, both within and outside the
EU. Betsson’s gaming sites operate on an in-house developed platform. The platform is the
core of their offer and the customer experience. It processes and hosts payments, customer
information, accounts, customer transactions and a range of games. (Betsson’s AB Annual
Report, 2015)

Figure 4 - Betsson's Group Brands
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5. Empirical data
In this chapter the results obtained from the interviews, questionnaire and text mining will be
presented. The data from interviews will be divided in different themes.

5.1 Interviews with the companies
In this sub chapter results from the interviews will be presented and summarized
5.1.1 Brand strategy
There are many different branding and marketing strategies and the difficulty in them is to get
the both parts, the customers and the marketers, to understand each other. Marketers want to
think that the same values they try to communicate are perceived by existing or potential
customers. The landscape has changed and classic positioning can’t work in an ambiance of so
unbelievably many choices, which leads to difficulties for the brands to position themselves
and distinguish from their competitors.
The online betting industry is a very specific industry, where competition is vast and changes
can happen very quickly. Moreover, there are a limited number of players in the market that
actually use the online betting services relatively often. What may differ compared to other
sectors is that the other betting services are "just a click away". Players can disappear quickly,
but new players may also show up fast. Life-cycle and volatility are very short. Customers can
sign up, make deposit, receive their bonus on the game and never return. This in not happening
only at the Betsson Group but in the industry as a whole. The product is everything, it is the
essence of what you communicate and sell, without the good product you can’t be competitive.
Online betting companies are also aware of the problem where players play simultaneously on
the different platforms. Loyalty within this market is very specific. Companies observe that
customers have an average of three active accounts, where they choose different companies
depending on good bonuses, good odds, risk-free bets or other reasons.
“It is quite expensive for companies to be the sole online betting service for a customer. They
know that there are two others who also share the same space in customer space.”
- Local Brand Manager, Betsson
When taking into consideration the established player, companies presume that they have the
knowledge and the will to explore information about various bookmakers, and choose those
which are relevant for them.
Another aspect concerning established players, is that they are very focused on building value,
i.e. winning over the house. Companies need to be very careful with that kind of players, as
they are very analytical when they bet and can choose up to 20 different sportsbooks (a name
for odds section) and compare first deposit offers, bonuses and odds. This approach cost
companies’ money.
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Betsson Group’s strategy is that by owning many different brands customers can always find
something that suits their needs. The idea with this is that no matter what you play at any given
moment, there is a brand within their portfolio that suits customer needs, which makes it
allowable for customers to jump between different brands, that still belong to the same
company/group.
Branding for people that are new to the category is more effective because they don’t exactly
know what they need to know. With more experience customers starts to look at different
things, for online betting services it may be: stability of the site, easy way of finding games,
able to play on different games. This needs to be taken into account when approaching booth
groups.
5.1.2 Driving forces & Motivation Based Segmenting
During the interviews, a subject that was discussed in a substantial way was Betsson Group’s
choice of behavioral based segmentation.
“It is important to realize that there is a behavioral based segmentation that is not static
segmentation, you can’t put people in just one segment and think that they will stay there forever
or on every occasion. People play because of various reasons, they have different driving forces
that emerge, based on different situations that they are put in and that are distinguishing
customers.”
- Research Manager, Betsson Group
The marketers and strategists from Betsson Group were very clear about not perceiving
customers as individuals’/target groups, but looking instead at theirs driving forces when
placing bets. The driving force is the most important thing where players jump between
different driving forces constantly, even on daily basis. They concluded that different driving
forces play a role when choosing a brand and the company’s strategy is to have a portfolio of
different brands that can meet those driving forces.
Driving forces are about the reason you play and how you are as a person. Some people may
play because of the experience you get, others may play to win and compete, that’s some
examples of driving forces. Then there are similarities between them, for example, everybody
plays for excitement and everybody plays for money, but there are things that are different.
At the Betsson Group five different driving forces are distinguished which are described below.
The first one is about playing for fun and creating some excitement. The second one is about
using your brain, where you want to have full control and you use statistic data to predict the
result of the match. Next one, number three, is about betting with the heart, beat friends and
beat yourself, it is more spontaneous betting. Number four is about will to change something in
your life, create hope for a better life and create the continuous quest to be one step closer to
big winnings. The last one is about associating as a gambler, where you have ambition and
desire to be seen as the winner.
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Another aspect connected to driving forces is the rational way of thinking. Marketers want to
know the way consumer decision-making happens. Every single consumer makes decisions
with both the subconscious, more like a rational side of their mind, and the more explicit
analytical part of the mind. This is sometimes called System 1 and System 2, and branding can
take advantage of it.
5.1.3 Customer retention
Consumer retention is an important area for online betting services.
“The goal is to offer customers the right thing at the right time and this requires ongoing
dialogue with the customers.”
- Research Manager, Betsson Group
It is not just about pushing offers and bonuses. It's about using the data that is gathered in order
to be able to predict when customers are on the way to move to other betting
services/competitors. Marketing is becoming more and more data-driven.
Betsson Group can never “force” someone to stay with them if they don’t want to be there.
Customers come and go and sometimes come back. The online betting industry is structured so
that people will play around, and it is not a bad thing as long as they go from one site to another
within Betsson Group. Betsson Group’s setting is to create a dialogue with customers, where
they tell them what they can improve, it is a long ongoing process, but in the long run it delivers
good results.
5.1.4 Cultural aspects
Positioning is also influenced by cultural aspects. This thesis is delimited for the European part
of the world, but even people that are living on the same continent have a different culture, and
attitude to life. Functional views and understandings are similar across different European
countries, however, perseveration of the personalities differ. An example of that in Betsson
Group is that Betsafe is very cocky in the UK, but in Norway, it has a little calmer image, so
that it is not as arrogant.
Cultural aspects may also relate to an aspect of trust and stability, especially for the online
betting services where money is involved.
“People living in different countries may have a different attitude to purchasing online and
trusting in putting their debit/credit card details online. This kind of sector suffers twice as
much by being less trustworthy on average. So this is a core factor when you position yourself.
Betsson Group is very trustworthy. You can build that reputation by buying a huge amount of
advertising as you are investing marketing money to back your product.”
- Former Marketing Intelligence Director,
Current Head of Financial Marketing Strategy,
Betsson Group
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5.1.5 Positioning: Betsson
The Betsson brand was created in order to compete against monopolies and focus more on the
people who play casually and that want security and control. As mentioned above, advertising
creates trustfulness. Betsson wants to show their customers that they have enough money to
invest in advertising and want to be perceived as a serious online betting service, and not a startup that was created in someone’s garage. The most important reason that people choose Betsson
is that they feel secure. They know that they are safe and that everything will go smoothly and
easily. It is important for Betsson that they have a good customer service where problems and
questions are solved and answered quickly through chat or over the phone.
“Betsson is the folk company, the one that breathes credibility, it is the flagship that needs to
be the online equivalent to Svenska Spel, a Swedish state-owned betting service. We want to
show that online betting companies are actually big, serious and good companies that also
want to give back to society and make changes.”
- Local Brand Manager, Betsson
Responsibility is an important factor and last year Betsson launched a web-tv series called "True
Heroes" (“Äkta Hjältar”), which is about giving something back to society and paying attention
to sports heroes such as the people that do volunteer work in different sports. These initiatives
have been very much appreciated by Betsson’s target audience, especially by the first times
players.
The folksy positioning is targeting an audience that is interested in football, who perhaps have,
in the earlier life when they were younger, followed all football, but now life has come in
between and they do not have so much time to follow all of it. They may see a match or two
during the month and in order to add some excitement they place some bets. Betsson focus on
communication about the Premier League, which is also very popular, especially among
Swedish customers, where there is a culture to support both a Swedish team in Allsvenskan and
also a team in Premier League.
Betsson does not only compete with other online betting services, but they also compete with
other entertainment sectors e.g. cinema or computer/console games. The competition is about
how people choose to spend their time and where they place their money.
5.1.6 Positioning: Betsafe
Betsafe’s positioning is to be a betting brand that stands for a little more, than just its core
business of betting. Betsafe customers bet a lot more with the heart than the brain. They want
to provide their customers with a holistic experience of entertainment and not just betting.
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“Betsafe’s goal is to offer their clients a real VIP treatment that really creates the experience
of something luxurious where customers are given the opportunity to get something that would
not be permitted otherwise. Customers can’t only win money, but also win an extraordinary
experience that you gain when you are a part of Betsafe.”
- Global Brand Manager, Betsafe
Betsafe want to offer their customers something more than just the odds, something that no one
other does. For example, it can be Manchester City VIP tickets or some tickets for Gumball
3000 VIP events.
For Betsafe, it is important that their customers feel as a constant part of the community and
luxurious feeling that Betsafe tries to provide from the first interaction through their entire
customer journey. The company’s value words are; inspiring, edgy, cocky, contrarian and the
goal is to provide a VIP-treatment to all the customers that are betting with Betsafe. Betsafe has
a young target group and there is a difference between the marketing target group and the main
customer group. The marketing target group is a little broader and include men between 20 and
44 years, where the actual customers are mostly 20-36 years old.
Betsafe has identified that their main target group lives and breathes to challenge and be
challenged. Their customers have the winning instinct and live for fun and excitement. There
are very clear links between that type of lifestyle sponsorship and the extreme sports segment
that we have entered, the goal is to be the Red Bull of online betting.
Looking a few years back in time Betsafe’s slogan was "Bet on almost everything" and it is
very clearly anchored in their target audience. Nowadays it has evolved to "In it to win it",
which corresponds to the targets group winning instinct and their quest for challenges.
The creation of the community aspect has some broader thinking. Through it Betsafe tries to
keep customers longer, there is a strong retention perspective involved. Naturally Betsafe is
also using welcome bonuses, enhanced odds etc., because this is a part of the online betting
industry. From a company point of view, this price war is not the best thing and therefore,
companies need to find better ways for positioning.
Betsafe is one of the few online betting companies that actually managed to build a brand. A
brand that their existing customers and potential customers and non-customers are very happy
to associate with. This brand can be seen in everyday life. When using market communication
Betsafe doesn’t want to focus communication on the product, instead they focus on the brand.
They use this brand-centered communication because the products between different online
betting services are so amazingly alike. Betsafe wants to create a complete experience, and that
is exactly why Betsafe was founded 10 years ago.
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5.1.7 Positioning: NordicBet
NordicBet’s position is the experts, it is about reaching people that are a little nerdier and really
passionate about the sport, especially domestic football with the dedication to making a semiintellectual bet during a match.
“The goal was to create a strong sports brand and NordicBet is the most important brand sports
wise with the widest product offering. The company concentrates on the breadth and depth of
their offering, which is seen by delivering opportunity to bet on the lower leagues all the way
to the division 4 and soon to division 5.”
- Global Brand Manager, NordicBet
NordicBet are local relevant bookmakers with an adaption to local markets and local supporters.
This approach is different from e.g. Bet365, one of the biggest competitors, that have the same
approach and goals on all markets they exist on and mostly concentrate on big leagues and big
matches.
Customer relationship is important and NordicBet ensures that customers continue to play with
them and do not go to competitors. The company is focusing very much on the content
activation through the website and a blog. NordicBet focuses on good relevant sports content
with the goal to arouse interest in sports and betting. NordicBet’s customers are sports mad and
have a great interest in sports information as well as statistical data. NordicBet uses this as
positioning aspect where they try to provide relevant information and statistical data in order to
help their customers "to make the right call", to enable them to bet better.
We are in the development phase where we want to clarify the brand's positioning. It is
interesting to see how customers perceive this brand. The company needs to fight for customers
and it is doing it by promotions, welcome bonuses, and by having the best possible odds on the
big matches. These privileges are mostly used for the acquisition of new customers.
Speaking of brand positioning NordicBet’s brand personality/positioning is as a supportive
expert, and it can be easily summed up by one of their slogans - "NordicBet share your passion
for sports and understand a challenge of calling it right".
5.1.8 Functions
During the interviews some website functions were discussed, one of them was live streaming.
Different people from Betsson Group had different opinions. Some of them thought that live
streaming is good for acquisitions of new customer, and some did not.
The negative points that were brought up were that, many great players do not believe that the
live stream functions are good enough. There is also a problem of streaming rights. A lot of
really interesting football matches have already bought out rights by paid channels or pay-perview. The live streaming for the moment tends to be all the things that is not being shown
somewhere else in the local market and almost by definition it means that there is not a very
large market for them. This is a problem for all the betting companies, and you mostly can’t
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solve it. It is up to distributors. Maybe eventually providers of live streaming do some kind of
collaboration with whoever has the rights or the rights logic completely changes. It is also
believed that there are very few games/sporting events that really attract a huge amount of
viewers.
On the positive side, the live streaming can also be appreciated by online betting services,
because it kind of forces customers to make a deposit if they want to watch the game. That is
actually worth quite a lot in this business. Live streaming can have a good potential in the future,
where live statistics and bets can be incorporated into the screen and show during the match.
This can influence customers to bet more often.
Customer service can be also considered as a big part of the product. Customer service can
actually deliver a better experience, as a whole, for customers. Betsson Group’s customers
know that there is a local phone number where they can get all the help they need. It can be
argued that a really good product probably wouldn’t need customer service. The smoother
bonusing and payment gets, the less you need to rely on customer service, and then customer
service experience becomes less important, but until then customer service can be incredibly
important. The website is the customers tool, it needs to be smooth, simple, intuitive, quickly
updated and things should not take a long time to do, the user experience needs to be perfect.
Another function that was brought up during the interviews was a mobile application.
Nowadays everything needs to be mobile. Mobile platforms provide people with new betting
experiences. People can bet on specific situations during the match even if they sit in the sports
pub. Mobile betting is mostly going really strong in this first type of contextual betting, which
is more of experience and excitement. It is about being able to quickly place a bet and moving
back to watching the game. That experience needs to be as fast and smooth as possible.

5.2 Questionnaire with customers
The questionnaire was a part of empirical data gathering process from online betting services
customer’s. The questionnaire was created in order to get customers view when choosing online
betting services.
The questionnaire was answered by 198 people from different countries around the world. The
results are presented on a map in Figure 5. Most recipients lived in Poland and Sweden, 28%
respective 25%. The answers that came from people outside Europe, were grouped together and
equaled 13% of all the answers. This was done, because this research is mostly concentrating
on online betting users from Europe.
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Figure 5 – Survey: Map with European countries that user’s participated in the survey

The respondents were mostly men, to be exact, they stand for 98% of responses as it is presented
in Figure 6. Question about online betters age was also asked. Most of them, 71% were 18-27
years old. As can be seen in Figure 7, 91% of responders were under 38 years old. No
responders were older than 67 years old.
Gender

Age

2%

1%
3%
6%

20 %

71 %

98 %

Female

Male

Figure 6 – Survey: Gender

18 - 27
58 - 67

28 - 37

38 - 47

48 - 57

Figure 7– Survey: Age

Next part of the questionnaire concentrated on respondents’ usage of betting services. The first
question in this part was “Which online betting website do you mostly use for betting on football
games?”. The participants played at 38 different services as their first choice. Most players
played on Bet365, 39,39%; which is one of the biggest online betting services in the world.
Second place went to Unibet with 15,66% of response and the third was Svenska Spel with
5,05% of votes. Brands belonging to Betsson Group placed on 5th place with NordicBet
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(2,53%), and 7th place with Betsson and Betsafe (1,01%). Rest of the results can be seen bellow
in Table 2.
For this positioning research, it is not only relevant where people bet, but also why they choose
this specific service. This resulted in the next question which was the following: “Why do you
use this online betting website?”. Answer that got the most response was that responders mostly
use this specific online betting service because of good odds, 16,84% of answers. The second
reason was a wide variety of offered bets, 12,28% and the 3rd was that the site was easy to use,
10,53%. For people that pinpointed more reasons, they were separated and calculated as
separate entities, that granted a total number of answers of 285. Remaining results are presented
below in Table 3.
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Which online betting
website do you mostly
use for betting on
football games?

Bet365
Unibet
Svenska Spel
Pinnacle Sports
Betfair
Bovada
STS
Norsk Tipping
NordicBet
Nitrogen Sports
5Dimes
Expekt
Sportingbet
Betsafe
Marathonbet
Bwin
Betsson
Danske Spil
Guts
Veikkaus
Many (Best Odds)
Betstars
Come on
1xbet
Tempobet
Merrybet
Samvo Betbroker
Betway
Sportmarket
William Hill
Betvictor
Efortuna
Tipico
PaddyPower
10bet
Betano
Big Bet World
Bet-at-home
Total:

Why do you use this
online betting website?
Number
of
responses
78
31
10
6
6
5
5
5
5
5
4
4
2
2
2
2
2
2
2
2
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
198

Percentage
39,39 %
15,66 %
5,05 %
3,03 %
3,03 %
2,53 %
2,53 %
2,53 %
2,53 %
2,53 %
2,02 %
2,02 %
1,01 %
1,01 %
1,01 %
1,01 %
1,01 %
1,01 %
1,01 %
1,01 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %
0,51 %

Table 2 – Survey:
Which online betting website do you mostly
use for betting on football games?

Number of
responses
48

Percentage

35

12,28 %

30
16
16
16

10,53 %

15

5,26 %

14

4,91 %

Don' know
Trustworthy
Saw commercial
Works on mobile
Legal
I think it's the best

14
12
7
6
6

4,91 %

6

2,11 %

No limits
Easy to withdraw
money
Recommended by a
friend
I like it
Popular
State own
Able to pay with
Bitcoins
Playing against other
gamblers, not against
bookie

5

1,75 %

5

1,75 %

4

1,40 %

3
3
3

1,05 %

3

1,05 %

2

0,70 %

Play also poker there

2

0,70 %

High limits
I'm familiar with the
site
No taxes
Good customer service

2

0,70 %

2

0,70 %

1

0,35 %

1

0,35 %

Availability
Brand image
Has live streaming

1
1

0,35 %

1

0,35 %

Accessible
No verification
Good reviews
Live statistics
No hidden rules
Total:

1
1
1
1
1
285

0,35 %

Good Odds
Wide variety of offered
bets
Ease to use
Cash Out
Good interface
Good bonuses
Wide variety of offered
live bets
Started with it and
always used it

16,84 %

5,61 %
5,61 %
5,61 %

4,21 %
2,46 %
2,11 %
2,11 %

1,05 %
1,05 %

0,35 %

0,35 %
0,35 %
0,35 %
0,35 %

Table 3 – Survey:
Why do you use this online betting website?
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Next question was about how many websites are used by respondents simultaneously. The
majority, 55% use only one site. More than every fourth participant, 27%, uses 2 sites. Three
sites are used by 8% of responders, 4 sites by 6%, 5 sites by 1% and 4% used more than 5 sites,
see Figure 8.
How many online betting
websites do you use
simultaneously?
4%
1%
6%
8%

55 %
27 %

1

2

3

4

5

more then 5

Figure 8 - Survey: How many online betting websites do you use?

Next figures, Table 4 and Figure 9 present results regarding simultaneous betting, to be more
exact what companies’ respondents are playing and what is the correlation between first choice
and customers’ other choices.
Table 2 (above) showed that Bet365 and Unibet are the first choice for many players, Table 4
(below) show that these two companies, are also customers’ other choices, (it can be second or
third choice and so on), with 19,90% responses for Unibet, respective 8,74% for Bet365.
Betsson Group placed on 6th place with Betsson (2,43%) ex aequo with Betsafe, and on 7th place
with NordicBet (1,94%).
Correlation between first and other choice was also taken into account, it can be clearly seen
on the Figure 9 which online services are customers choosing. The bold line represents
connections that occurred more than three times. What can be observed is that players that play
for big companies (Bet365, Unibet Pinnacle Sports) tend to bet on other big services.
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Do you
simultaneously
use other
online betting
websites? If
"Yes", which
ones?

Unibet
Bet365
Pinnacle
Sports
Veikkaus
William Hill
Bwin
Bet-at-home
Betsson
SkyBet
Svenska Spel
Efortuna
Betsafe
Tipico
NordicBet
Betfair
Betstars
Paddy Power
Betclic
Sportingbet
STS
Norsk
Tipping
Marathonbet
Expekt
Totolotek
Sbobet
20 st till
Ladbrokes
Betvictor
ComeOn
PAF
Betano
Other that
only
appeared
once
Total:

Number
of
responses
41
18
12

Percentage
19,90 %
8,74 %
5,83 %

10
10
7
5
5
5
5
5
5
4
4
4
4
3
3
3
3
3

4,85 %
4,85 %
3,40 %
2,43 %
2,43 %
2,43 %
2,43 %
2,43 %
2,43 %
1,94 %
1,94 %
1,94 %
1,94 %
1,46 %
1,46 %
1,46 %
1,46 %
1,46 %

3
3
2
2
2
2
2
2
2
2
25

1,46 %
1,46 %
0,97 %
0,97 %
0,97 %
0,97 %
0,97 %
0,97 %
0,97 %
0,97 %
12,14 %

Company
of first
choice

Other
choices

Unibet

Svenska Spel

Svenska Spel

Pinnacle Sports

Guts

Betfair

Betfair

Betclic

Pinnacle Sports

Sbobet

STS

Bovada

Norsk Tipping

STS

NordicBet

Norsk Tipping

Nitrogen Sports

NordicBet

5Dimes

Bet365

Expekt

Betway

Betsafe

Expekt

Marathonbet

Ladbroker

Bet365

Sportingbet

Betstars

Bwin

Veikkaus

Marathonbet

Efortuna

Betsafe

Betano

Betsson

Samvo Betbroker

Unibet

Betway

PAF

Betvictor

Betvictor

Tipico

Veikkaus

PaddyPower

Betstars

Bet-at-home

ComeOn

William Hill

Efortuna

Tipico

206
PaddyPower

Table 4 – Survey:
Do you simultaneously use other online
betting websites? If "Yes", which ones?

10bet

Betano

Bet-at-home

SkyBet

Figure 9 - Company of first choice vs Other choices
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Moreover, two question were asked about the amount of money players spend on online betting
every month, see Figure 10, and how often they play, see Figure 11. The questions were asked
for the sake of division between casual and professional players.
Most people, 56% bet for between 0-99€ every month. The second most popular amount was
between 100–199€ with 16%. Third top answers were 1000€ and more, 9%, which shows that
there are some big betters. It needs to remember that are some income differences within Europe
(Eurostat, 2016).
The results for the frequency of betting were the following: 51% bet more than 12 times per
month, both 1 – 3 and 4 – 6 times per month received 14%. Booth, less than 1 time and 7 – 9
times per month received 9%. And lastly 10 – 12 times per month got 3%.

How much do you bet for
every month?

2%
1%
2%
1%
3%
3%

9%

How often do you place your
bets?

9%

3%

14 %

51 %

6%

14 %

56 %
16 %

3%

0 - 99€
200 - 299€
400 - 499€
600 - 699€
800- 899€
1000€ and more

100 - 199€
300 - 399€
500 - 599€
700 - 799€
900 - 999€
Not disclosed

Figure 10 - Survey: How much do you bet for every
month?

9%

less then 1 time per month
1 - 3 times per month
4 - 6 times per month
7 - 9 times per month
10 - 12 times per month
more than 12 times per month
Figure 11 - Survey: how often do you place your bets?

Furthermore, questions about statistic data were asked in order to create division between casual
and professional players. 78% of the responders, see Figure 12, looked at statistical data before
placing a bet. From the group that looked at statistical data, 32% spend more than 6 hours every
month doing it. Only 12% spend less than an hour per month. Other results can be observed on
the Figure 13 below.
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How much time do you
spend on looking at the
statistical data?

Do you look at statistical
data/analysis before you
place your bet?

12 %
32 %

22 %

26 %

10 %
19 %

78 %

Yes

less then 1 hour per month
1 - 2 hours per month
3 - 4 hours per month
5 - 6 hours per month
more then 6 hours per month

No

Figure 12 - Survey: Do you look at statistical
data/analysis before you place your bet?

Figure 13 - Survey: How much time do you spend on
looking at the statistical data?

A favorite function was next inquiry that was asked. Most respondents, 71%, concentrated on
three favorite functions. Live streaming was number one with 29% of votes. Second was Live
Betting with 24% of votes and the third one was Cash Outs with 18% of votes. Remaining
results can be seen in Figure 14.
On the opposite site, there are some aspects that people disliked about the site they used
previously. This question provided 120 responds where the number one disapproved function
were low odds with 30% of responds. The second one was a limited variety of bets, 22% and
the third one was a bad interface with 13% of responses. Remaining results can be seen in
Figure 15.
Do you have any favorite
function on the betting site
that you use (e.g. live
streaming)? If "Yes", what is
it?
1%
1%
2%
3%
3%
3%
4%

29 %

4%

What specifically did you
dislike with the betting site
you used before the current
one?
2%
2%
3%
3%
3%
3%
4%

30 %

4%
7%

7%

7%

18 %

13 %

22 %

24 %

Live streaming
Live Betting
Cash Out
Live statistics
Special games
Statistics
Search feature
Good user interface
Bonuses
Fast withdrawals
Betting & Lottery
Statistics
Figure 15 - Survey: Do you have any favorite function
on the betting site that you use?

Low Odds
Limited variety of offered bets
Bad interface/UX-design
Bad bonuses
Taxes
Problem with withdrawing money
Limits
Bad live odds
Bad mobile expiriance
Bad customer service
No Cash Out option
The image/ brand
Unclear rules
Figure 14 - Survey: What specifically did you dislike with the betting site you used
before the current one?
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The last question was concerning brand and how important the brand is for the customers. This
is relevant information to relate to values presented for example by Betsafe. During collection
of data, responders could answer is scale 1 to seven, which then were converted to Very
important (scale 6-7), Neutral (3-5), and Unimportant (1-2). Most responders, 43%, were
neutral to brand importance. For 40% brand were very important and for 17% were
unimportant. The results can be seen on Figure 16.
How important is the brand
when choosing an online
betting service?

17 %

40 %

43 %

Unimportant
Neutral
Very important
Figure 16 – Survey: How important is the brand when choosing an online betting service?

5.3 Text mining
Results from data gathering from text mining can be divided into two subparts. The first one is
gathering data regarding term frequencies included in online betting services reviews. The
second part is to use term frequency data, that is frequent terms, to create a context for those
most interesting terms.
The results of the first subpart are summarized in Table 5, furthermore some of the most
interesting results from the second subpart are presented in Table 6. Frequencies of the words
were divided in two groups, one with all the words and another only with the adjectives as the
adjective are typical describing words which can be put is some context. After analyzing the
most frequent terms from booth groups the researcher chose seven of them: bonus, customer,
live betting, good, mobile, easy, streaming; for further investigation of the context.
A context was based on the ten words before and ten words after the searched term. Some of
the context that arose were: the importance of livestreaming, the importance of bonuses, the
demand of good interaction design; which were discussed regarding Betsson, Betsafe and
Bet365.
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Betsson – all words
Word

Total
Occurences

live
52
available
29
markets
29
bonus
25
customer
23
deposit
22
website
22
find
20
options
19
support
18
top
18
bookmakers
17
events
17
offers
17
range
17
account
16
exchange
16
free
15
games
14
live_betting
14
place
14
service
14
bonuses
13
customer_support 13
cash
12
Betsson – only adjective
Word
Total
Occurences
available
29
free
14
good
12
european
9
great
9
mobile
extensive
main
able
comprehensive
easy
impressive
popular
welcome
decent
major
big
convenient
minor
mobile_available

8
7
7
6
6
6
6
6
6
5
5
4
4
4
4

Betsafe – all words

Bet365 – all words

Word

Word

Total
Occurences

bonus
71
live
62
odds
48
offer
37
website
35
deposit
34
available
33
customers
31
markets
27
support
25
customer
24
events
23
offers
22
options
22
live_betting
20
make
18
online
18
games
17
mobile
17
site
17
time
17
leagues
16
service
16
major
15
players
15
Betsafe - only adjective
Word
Total
Occurences
available
37
major
15
popular
14
mobile
13
great
12

Total
Occurences

live
101
bonus
83
offer
71
odds
69
markets
41
time
38
top
35
available
33
streaming
33
account
32
events
32
great
32
live_streaming 31
place
31
customer
30
deposit
30
options
29
mobile
28
site
28
find
27
service
27
bookmakers
25
players
25
customers
24
offers
23
Bet365 - only adjective
Word
Total
Occurences
available
33
great
32
mobile
31
free
24
major
12

easy
11
able
european
7
good
excellent
7
easy
free
7
fantastic
good
7
huge
main
7
extra
big
6
full
red
6
big
reliable
6
comprehensive
traditional
6
popular
able
5
professional
clear
5
safe
extensive
5
european
hot
5
excellent
low
5
wide
Table 5 – Text Mining: Frequent words

11
11
10
10
10
9
9
8
8
8
8
8
7
7
7
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Brand

Ten words before the term

The term

Betsson they don’t offer customers anywhere enough promotions – it’s the bonus
welcome
the other welcoming bonuses offered by other top bookmakers. bonus
The
Betsafe satisfying the wagering requirements to reach a stage where the bonus
Bet365

Ten words after the term
and that’s your lot folks. The service they offer is
conditions, on the other hand, are quite fair. Maybe betsson
can be withdrawn, is a fairly laborious process. The initial

must bet 35 times the total of the deposit and

bonus

, before it can be withdrawn. Mobile users have the option

Half totals and 2nd Half totals. The Bonuses The welcome

bonus

is one of the best around; Here is a copy

You must bet the total of your qualifying deposit and

bonus

three times on mobile or tablet before making a withdrawal

customer

support was exceptionally good. However there is an issue with

customer

service of betsson can be contacted. Score: 8/10 BETSSON

Betsson right as far as offer and service are concerned, and
have to live with this. For individual bets, the excellent

Betsafe website, offering a diverse range of markets, coupled with customer
excellent
the most trusted and reliable gaming companies in the market.
customer

support and fast payments, should be a recipe for Sportsbook

Bet365

support and response times are some of the very best

feel safe becoming a member. Players receive the best in

customer

regular posts. They put a great deal of energy into

customer

Betsson betting offer, fast and charge free withdrawals and the good

support Betsafe aim is to provide the best service online

service. They reply with speed, efficiency and friendliness when
dealing
live betting coverage. Maybe their asian handicaps are not so regular, and

bookmaker is well known for having one of the best

live betting

sections in the industry, providing the punters with tons of

Betsafe sports, they offer high odds especially on the outsiders. Their

live betting

it is not the best out there, but you can

that Betsafe has no Live Streaming for the events, therefore

live betting

cannot be that exciting. Aside from being a Bookmaker, Betsafe

week, Bet365 stands for the best selection and style for

live betting

and Live TV streaming. Bet365 is the most popular of

it gets interesting as it doesn’t stop there. They offer

live betting

on leagues and cup tournaments in the most remote corners

good

but no better than that on offer at other bookies

of the best in the industry. The odds are pretty

good

, about average I`d say – a payout percentage of 91

Betsafe average, the live betting platform has went from “not so

good

” to “top class”. As an example, right now in a

you might conclude that their mobile betting platform is as

good

as it can get. Customer support and banking Customer support

sports events on their Live Streaming section. Just as every

good

and well behaved online gaming company they also have mobile

Bet365

Betsson and that’s your lot folks. The service they offer is

Bet365

made its mark: Exceptional odds for longshots, especially for good
football.
Betsson the tournament. Nice! Mobile app Betsson now have a strong
mobile
Mobile betting, live betting Betsson has a nice and clean
Betsafe easy to identify and execute. However, the slowness of the
Bet365

odds for many other sports can be found, even for
presence thanks to their mobile betting app, available on iPhone

mobile

dedicated platform, fast and responsive and with the same attractive

mobile

app is replicated on the iPad. Some markets take a

For betting on football and all other sports on Betsafes

mobile

app you’ll only need two clicks. Betsafes mobile odds selection

a complete mobile service. Players can sign up for the

mobile

site and wager on their favorite sports teams via their

been? Betting online is possible anywhere at anytime and bet365 mobile

really does a great job of making you feel that

Betsson punters. WEBSITE Little bit slow loading, but generally simple easy
and
it`s very responsive, it`s both usable and intuitive,
easy

. Review of Betsson Editors Note

Betsafe website is responsive and intuitive, beginners should also find it
Bet365

to use for beginners. The welcome bonus consists in a

easy

to browse. In this day and age maybe it could

to see the bets that are available. It is very

easy

to register and you can quickly make bets. The site

and with very little flashy attributes, the site is very

easy

to view and use. Betting Markets The UK-based bookmaker

best deposit bonuses for new players. With their slick and

easy

to-use website you will be able to place bets

Betsson which to be honest are not massively useful anyway. Live

streaming

isn’t available either which is a shame as it really

streaming

. Customer support, banking and limits Betsson has a top notch

Betsafe some of the bookmaker is that Betsafe has no Live

streaming

for the events, therefore live betting cannot be that exciting

Streaming? At this time Betsafe do not offer a live

streaming

service at its official website, but that does not mean

The only downside is that Betsson does not support live

Bet365

Their new live betting console, combined with their excellent live streaming

service, is the best available in the industry, a great

have secured the rights to provide Spanish La Liga live

for every match for the 2015/16 season. That’s not

streaming

Table 6: Text Mining: Context for some frequent words
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6. Analysis & Discussion
In this chapter empirical data and theories from literature review will be analyzed and
discussed with regards to the case company. The purpose of this chapter is to lay out grounds
for answering the research questions.
When looking at the results from the three sources: the interviews with the companies, the
questionnaire with players and the reviews, it is clear that the gap in terms of positioning
between those exists. This gap is illustrated in Figure 17 which shows the current alignment of
positioning from the three sources discussed above. What can be observed is that customers
and online reviews positioning when choosing brands align quite well, but company view and
their attempts to position doesn’t align at all. Those three elements should create a perfect circle,
where everybody has the same view on the positioning which is a ‘win-win’ situation for the
company and their clients.
Current alignment of positioning

Demanded alignment of positioning

Company
Company
Customers
Online Reviews
Customers
Online Reviews

Figure 17 – The Gap

When analysis companies from the company perspective, people at Betsson Group say that they
have a behavioral based segmentation and are using driving forces when targeting customers.
The problem is that they do not have or do not use it. Instead, clearly positioning patterns of
static segmentation can be found where companies divide themselves in terms of ‘folksy’
(Betsson), ‘nerdy’ (NordicBet) and ‘luxurious’ (Betsafe). Companies also push for a values of
community. Moreover, Betsson’s Group multi-brand policy is to have a brand for every type
of customer so that customers can jump between different brands, but still be their clients.
The analysis of the data from consumers’ perspective resulted in that consumers mostly do not
care about positioning, neither the behavioral one or the static one. What they are after when
choosing a specific online betting service are: best odds, a variety of offered bets and other
specific betting functions. Asking customers about favorite functions also shows a connection
to reasons why choosing the specific service. Additionally, when looking at the question about
what customers disliked with the previous used online betting services, the answers are
perfectly mapped out as contrary to question where customers describe why they choose the
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current online betting service. Which proves that customers have an understanding and know
exactly what they say and seek for. Moreover, customers’ claim that ‘the brand’ is important
in their choice of a betting site. This however, suggests an anomaly between what they say they
care about and what they might actually care about (functionality vs brand). This is an
interesting aspect which is not examined in this study, however, it is a possibility for future
studies which will be discussed further down in this thesis.
Reviewers, in this case people with exceptional knowledge about betting industry that spends
a lot of time analyzing all online betting services, also conclude that the features discussed in
earlier paragraph, where best odds can be seen as one, and rational aspects are most important
for customers. Particularly live streaming and good bonuses were identified as an important
feature to have. Deductively, again neither behavioral or static positioning were showed as
important.
The gap and the differences in positioning, but also views discussed above can be clearly
illustrated with a flowchart. The researcher of this thesis analyzed all the empirical data from
this thesis and created a flowchart that shows Betsson’s Group view on how they are targeting
customers versus how actual customers and reviewers chose online betting services. The
flowchart is presented below in Figure 18.
Flow when choosing online betting service

Betsson’s Group View

Customers & Reviewers View

Age:
Doesn’t
matter

Young

Wide variety of
oﬀered bets

Good odds

Statistic:
Doesn’t use
statistic

Use statistic

Good bonuses
Cash Out option

Usage:
Plays often

Plays rarely

Easy to use

Importance of
the brand:
High

Neutral

Low

Luxurious

Nerdy

Folksy

Betsafe

NordicBet

Betsson

Online Betting
Service

Figure 18 – Flowchart when choosing online betting services

38

The flow chart clearly shows the appearance of static segmentation and the targeting groups
that Betsson’s Group brands have. Moreover, unaligment can be witnessed when Betsson’s
Group view is compared to customers and reviewers view.
Customers go after price, but they still need to recognize the brand, in order to trust it. As
discussed in the literature review, a brand is a part of the quality stamp. In this study, Betsafe
tries to create brand and stand for something more. It tries to create a strong connection with
their customers and provides very clear positioning aspect where glamorous, luxurious
positioning is taken. Betsson and NordicBet have also created a position but they do not mediate
it quite as well. It needs to be remembered that brand without clear positioning that stands for
‘something’ in the end they stand for ‘nothing’ (Kapferer, 2008).
Cultural aspects were discussed mostly in form of trustfulness for using credit/debit cards and
that does not only relate to the online betting industry but to the online industry as a whole.
There were no clear differentiations for choosing online betting service when looking at data
from different countries.
Odds comparison thanks to the simplicity of the internet works well and pushes even more for
a price war. While it is understandable that companies want to get away from this and strengthen
loyalty and retention, but for the moment they do not manage it so well, because the number
one priority for consumers is the price.
Online betting services must be better at conveying their position and demonstrating that other
factors besides the price are also important. Consumers benefits from price (best odds) war, but
companies do not benefit from that at all, and later it will be unprofitable for the company and
they must stop this. Therefore, it is important to find a good position where the online betting
brand has competitive advantage and push for this position. Forcing customers from addiction
to bonuses and best odds comparison should be one of their goals.
Best price, in this thesis case best odds, is one of the most important factors for the customers.
The importance of the brand is claimed by the customers to be important, but it falls short when
compared to rational/functional reasons. However, there is another aspect. Analysis of the
questionnaire results and especially, Figure 9, where consumers first and other (second, third,
etc.) choice are illustrated, shows that most of the customers tend to choose and big brands even
as other choices. This may have to do with the aspects of trustfulness. Customers chose the
brands they recognize. Recognition of the brand creates trust in it and because of that,
companies can’t forget about positioning and brand equity creation. Especially when customers
are very rational thinking with the leading aspect of the search for the best price.
Online betting services are a specific industry where customers’ loyalty mostly does not exist.
In the beginning of their existence the industry engaged in price (best odds) and bonuses war
which made customers used to this treatment. That created bad loyalty habits in customers’ and
put positioning in the wake.
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Functionality wise live streaming was a function that created different opinions. Some people
at Betsson Group didn’t see this function as positive and didn’t believe in it with the motivation
that the quality is not good enough. They can only show less interesting matches which rights
are not bought by the pay-per-view channels. Some people at Betsson Group could see the
positive side it this function which was that it helped to acquire customers that directly deposit
money. On other hand the questionnaire showed that live streaming is the favorite function for
29% of responders, which was the number one choice in favorite function category. Reviews
also discussed live streaming as a very important feature and a must function for a major online
betting service.
Reviews are mostly focused on functionality, they are a great source of information, where they
are able to list the context of chosen words, but also pros and cons of the functionality.
Companies in addition to their own reviews can also investigate competition and gain a lot of
information about them. Reviews are 21st century word of mouth were information about
products and services can be shared. Creation of great products creates greats revives which are
a good source for the creation of brand awareness.
Text mining was a process that helped to find new data and a new source of information. Saving
information in the form of text is unavoidable. The process of text mining help to quickly
retrieve data that is embodied in both internal and external text sources. Patterns regarding
online betting services reviews were found and clearly pointed to functionality.
Finally, when looking at positioning altogether, Betsson Group does not only compete with
other online betting services, but they also compete with other entertainment sectors e.g. cinema
or computer/console games. The competition is about how people choose to spend their time
and where they place their money.
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7. Conclusions
In this chapter the research questions will be answered and the conclusion from the study will
be drawn. Moreover, sustainability, generalizability and potential for future research will be
discussed.

7.1 Main Questions
The purpose of this study was to investigate positioning aspects for online betting services and
examine if there is a gap between companies and customers’ positioning. The main research
question was formulated in order to carry out this purposed research. The researcher also chose
to have two more research questions that related to the main question.
Booth research question one and two were answered together.
RQ1: How does the assumed gap, between online-betting-site companies’ intent in terms of
positioning versus what customers do care about when it comes to choosing what betting site
to use, look? & RQ2: How are online betting services positioned on the market?
First of all, a clear gap was discovered and presented in the Figure 17. The case company view
on positioning doesn’t align at all with the view of customers and reviewers. As illustrated on
the Figure 17 the customers and the online reviews thinks mostly in the same terms when
looking choosing/describing betting service, however the case company idea of how customers’
should see them is completely different.
•

Case company view – The case company states that they have a behavioral based
segmentation, but it turns out that they have a typical static segmentation with the target
group: ‘folksy’ (Betsson), ‘nerdy’ (NordicBet) and ‘luxurious’ (Betsafe). Those brands
push for creation of community and sharing the passion.

•

Customers & Reviewers view – Booth customers and reviewers of online betting
services care less about positioning. The most important element for them are best odds,
bonuses and different features on the website, those are very rational things. Customers
say that they care about the brand, but rational things are more important to them.
However, brand is still important as customers’ must to know/recognize the brand in
order to trust it and to use their service.

Above mentioned bullet points were illustrated with a flowchart in a Figure 18 that creates a
deeper understanding of the gap problem.
RQ3: What kind of patterns in betting sites reviews can be found through text mining?
Text mining and analysis are great ways for possessing information. This way of gathering data
helps companies to discover data they never took to account for. Both internal and external
data, e.g. regarding competitors, can be analyzed. Reviewers are people from the industry and
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they possess great knowledge with specific insights. The Internet is an enormous source and
online reviews are 21st century source of word of mouth.
•

Patterns – Patters that were founded related mostly to features on the website. The
patterns showed the importance of livestreaming and bonuses, features pros and cons
were discussed. Data that were gained can help brands to understand what works and
what doesn’t work with their services as well as they can see what competitive
advantages are possessed by their competitors.

Furthermore, following three points can be pinpointed:
1. The companies would benefit from caring less about the “big” issues and more about
the “old simple features etc.”.
Customer goes after best price, in this case best odds, and best bonuses as it were resulted in
the questionnaire. However, this statement needs to be taken with precaution, because what
customers say and actually do is not always consistent.
2. The companies are ahead of their customers so maybe customers will soon see the value
of corporate thinking and future pursuance.
Online betting services have big ambitions regarding positioning and want to bring something
new to the industry. It may by so, that pushing for no rational futures are ahead of customer
understanding and it may take some more time until customers find a value in them.
3. Customers talking nonsense compared to what they actually care about. That is, perhaps
companies do exactly what they should do in this moment.
Online betting companies possess enormous amount of data and it can be presumed that they
know what they do. Moreover, they also know that price and bonus war must end at some point
as is not profitable for companies.

7.2 Implications on Sustainability
Having a clear positioning and possessing a special competitive advantage is an ideology that
most companies have. However, companies can not only talk about this ideology, they need to
carry it out. Having right positioning attitude and knowing your own customers and having the
same understanding leads to better sustainability. Companies need to focus on sustainability,
because by acting long term they can gain better understanding of the market and act much
quicker. Abovementioned applies clearly to this study and the case company.
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7.3 Generalizability
The research was based on a case study approach and conducted at Betsson Group with the
online betting industry in mind. The focus of the study was on the gap between
companies’/brands view on positioning compared to customers’ view when choosing a specific
online service. Customers view were not connected to users of specific brands which makes it
generalizable for the online betting industry and maybe even to some extension of the online
industry as a whole. Moreover, generalizability may be applied to online betting companies that
same policy for positioning as the Betsson Group.

7.4 Future Research
When conducting such an extensive research there will always arrive new aspects that can be
of interests in future research.
This study was delimited only to football segment of online betting services. There are also two
other sectors: casino games and poker. Those aspects can also be of interest for online betting
services as they are targeting mostly different people that are not at all connected to football
betting.
An anomaly has been discovered between what customers say about the brand compared to
what they actually think. Such anomaly should be researched further with the aim to determine
which of these are ‘true’.
Further suggestions for a study is to test customer interpretations on the vast amount of
customers through simple pop-up questions on the the website. Moreover, the same approach
can be used to test the ‘driving forces’ aspect, where customers are asked, how they feel today
and what drives them today. And afterwards the site layout and features are adapted to this
specific driving force. The aim for this study could be to research customers’ retention and
loyalty to the site.

43

8. References
Anderson R., Srinivasan S. (2003). “E-Satisfaction and E-Loyalty: A Contingency
Framework”, Psychology & Marketing, Vol. 20(2): 123–138
Ba S., Stallaert J, Zhang Z. (2008) “Oligopolistic price competition and adverse price effect in
online retailing markets”, Decision Support Systems, Vol.45(4), p.858-869
Berger P., Bolton R., Bowman D., Briggs E. (2002). “Marketing actions and the value of
customer assets: A framework for customer asset management”, Journal of Service Research:
JSR, Vol.5(1)
Biemann C., Mehler A. (2014). “Text Mining - From Ontology Learning to Automated Text
Processing Applications”, Springer
Blomkvist P., Hallin A. (2015). “Methods for engineering students: Degree projects using 4phase Model”
Browner S., Pulsford S., Sears R. (2013). “Literature and the Internet: A guide for students
teachers, and scholars”, Routledge
Chatterjee P. (2001), “Online Reviews - Do Consumers Use Them?”, Faculty of Management
Rutgers University
Clifton R., Simmons J. (2004). “Brands and Branding”, The Economist
Collis J. & Hussey R. (2014). “Business Research: a practical guide for the undergraduate and
postgraduate students 4th Edition”, Basingstoke, Hampshire: Palgrave Macmillan
Currim I.S., Schneider L.G. (1991). “A Taxonomy of Consumer Purchase Strategies in a
Promotion Intensive Environment”, Marketing Science Vol. 10, No. 2, p. 91-110
Davis R., Misra S. (2002). “A gap analysis approach to marketing curriculum assessment: A
study of skills and knowledge”, Journal of Marketing Education, Vol.24(3), p.218-224
de Chernatony L., Riley F. (1998). “Defining A "Brand": Beyond The Literature With Experts'
Interpretations”, Journal of Marketing Management, p. 417-443
Duan W., Gu B., Whinston A.B. (2008). “Do online reviews matter? — An empirical
investigation of panel data”, Decision Support Systems, Vol.45(4), p.1007-1016
Farag N., Van Alstyne M. W. (2000). “Information Technology- A Source of Friction? - An
Analytical model of How Firms Combat Price Competition Online”

44

Farquhar J. D. (2005). “Retaining customers in UK financial services: The retailers' tale”, The
Service Industries Journal, p. 1029-1044
Flower F., Flower H. (1934). “The Pocket Oxford Dictionary of current English”, Oxford
Franklin M. (2006). “Performance Gap Analysis- Tips, Tools, and Intelligence for Trainers”,
American Society for Training and Development
Galesic M., Bosnjak M. (2009). “Effects of Questionnaire Length on Participation and
Indicators of Response Quality in a Web Survey”, Public Opinion Quarterly, Vol. 73(2), p.349360
Godes D., Mayzlin D. (2004). “Using Online Conversations to Study Word-of-Mouth
Communication”, Marketing Science, Vol.23(4), p.545-560
Grewal D., Iyer, G.R., Krishnan R., SharmaA. (2003). “The Internet and the price–value–
loyalty chain”, Journal of Business Research, Vol.56(5), p.391-398
Hashimi H., Hafez A., Mathkour H. (2015). “Selection criteria for text mining approaches”,
Computers in Human Behavior 51, p. 729–733
Kapferer J. N. (2008). “The New Strategic Brand Management: Creating and Sustaining Brand
Equity Long Term”, Kogan Page Publishers
Kotler P., Keller K.L. (2012). “Marketing Management 14th Edition”, Prentice Hall
Lewis R.C. (1990). “Advertising your hotel's position”. Cornell Hotel and Restaurant
Administration Quarterly, Vol.31(2), p.84-91
Madnani N. (2007). “Getting started on natural language processing with Python” Crossroads,
Vol.13(4), pp.5-5
Pauwels K., Hanssens D.M., Siddarth S. (2002). ”The Long-Term Effects of Price Promotions
on Category Incidence, Brand Choice, and Purchase Quantity”, Journal of Marketing
Research, Vol. 39, No. 4, p. 421-439
Phellas C., Bloch A., Seale C. (2011). “Researching Society and Culture 3rd Edition”
Salop S, Stigler J. E. (1977). “Bargains and Ripoffs: A Model of Monopolistically Competitive
Price Dispersion”, The Review of Economic Studies 44: 493-510.
Shaw M. (1992). “Positioning and Price: Merging Theory, Strategy, and Tactics”, Journal of
Hospitality & Tourism Research, Vol.15(2), p.31-39
45

Temporal P. (2010). “Advanced Brand Management: Managing Brands in a Changing World,
Second Edition”, John Wiley & Sons (Asia) Pte. Ltd.
Vermeulen I.E., Seegers D. (2009) “Tried and tested: The impact of online hotel reviews on
consumer consideration”, Tourism Management, Vol.30(1), p.123-127
Wang H.H.C.H. (2011). “The moderating effect of customer perceived value on online shopping
behaviour”, Online Information Review, Vol. 35 Iss 3 p. 333 - 359
Wellman B. (2011). “Studying the Internet Through the Ages”, The Handbook of Internet
Studies, Blackwell Publishing Ltd
Yatsko V. (2011). “Methods and algorithms for automatic text analysis”, Automatic
Documentation and Mathematical Linguistics, 2011, Vol.45(5), p.224-231
Ye Q. Law R., Gu B. (2009), “The impact of online user reviews on hotel room sales”,
International Journal of Hospitality Management, Vol.28(1), p.180-182
Yin R. (2009). “Case Study Research: Design and Methods 4th Edition”, Sage Publications

Websites
Betsson AB
http://www.betssonab.com/ [Accessed – 03.05.2016]
Betsson’s AB Annual Report 2015
http://files.shareholder.com/downloads/AMDA-1D21B7/2193028810x0x884801/ABCA553562F2-4FA4-989D-D8B7FD0D263C/Betsson_Annual_Report_2015.pdf [Accessed –
03.05.2016]
Eurostat, (2016). “Wages and labour costs”
http://ec.europa.eu/eurostat/statistics-explained/index.php/Wages_and_labour_costs
[Accessed – 15.05.2016]
Import.io Webpage
https://www.import.io/ [Accessed – 5.03.2016]
RapidMiner Studio Webpage
https://rapidminer.com/products/studio/[Accessed – 5.03.2016]
Voyant Tools Webpage
http://voyant-tools.org/ [Accessed – 7.05.2016]

46

Miranda S., (2015), “The growth of online betting: infographic”, RightCasino,
http://www.rightcasino.com/news/history-of-online-betting-infographic/
[Accessed – 1.06.2016]

47

Appendix 1 – Details about the interview methodology
The interviews were scheduled for an hour performed in English or Swedish based on the
nationality of the interviewee. The interviews were performed by telephone or by using online
communicator called Skype. This way of performing the interviews were chosen due to the fact
that Betsson Group is an international company with headquarters that are based in Malta,
where most of the interviewee lived. Advantages of this methods is to save time and money,
but still be able to have a personal contact (Collis & Hussey, 2014). As interviewee was working
at three different online betting companies, questions have been readjusted a little bit to fit the
specific company.
The interviews were recorded by using an audio recorder to provide a good quality of sound.
Recording audio is recommended by Collis & Hussey, 2014, especially when only one person
perform the interview, and maybe will not be able to listen carefully, ask questions and take
note at the same time. Permission for the recording was asked in the beginning of every
interview.
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Appendix 2 – RapidMiner Settings

49

Appendix 3 – The questionnaire
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