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Executive Summary 
Since the re-regulation of the sports betting market in Denmark, the industry has focused entirely on 

increasing market share through new customer acquisition. This has been done through aggressive 

pricing, heavy promotions for new customers, and an overall top-line focus. The market prognosis 

of the thesis shows that the industry is consolidating and growing. This means that the current 

customer base of bookmakers, such as Betsafe, is proving to be ever more valuable, yet heavily 

neglected.  

 

The lack of focus on customer loyalty has lead to heavy customer churn in the industry and a 

common industry belief that the most important determinant of loyalty is the price (odds). The 

thesis investigates these determinants by identifying selection, loyalty-building, and loyalty-

disruptive factors of the industry. Thereafter, these customer-identified loyalty factors are compared 

to the perspective of Betsafe’s employees, and discrepancies between the two are identified. 

 

The thesis measures the loyalty profiles of the top competitors along with the loyalty profile of the 

entire industry. The study shows that despite low switching costs and high customer churn, 

customer loyalty does exist in the sports betting industry. Betsafe has the worst loyalty profile in the 

industry and thereby faces a tough challenge in a growing industry. Betsafe must therefore invest 

more effort and resources in customer loyalty.  

 

The thesis presents five main strategic recommendations including a generic, growth, price, 

marketing, and loyalty strategy for Betsafe. The loyalty strategy builds upon the loyalty ladder by 

providing a strategic direction for each loyalty segment on the ladder. The loyalty strategy is 

thereafter carried out through a standard and customized loyalty program. The standard loyalty 

program (Betsafe Clip Card) appeals to first-time customers, non-committed, and dissatisfied 

customers, while a customized loyalty program (Betsafe Club Card) appeals to customers, clients, 

and advocates.  

 

The thesis provides a scientific contribution by inductively constructing a generic loyalty process 

model for increasing customer loyalty. The process model is a six-step instruction for any 

organization wishing to increase customer loyalty. The foundation of the model is constructed on 

three elements, namely strategy suggestions, findings of the thesis, and customer loyalty theory.  
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Author’s Foreword 
Sooner or later, quickly or slowly, in an evolutionary or revolutionary fashion – paradigm shifts 

happen. They happen in every aspect of life and commercially in every market and industry. 

Paradigm shifts in business often have a bad reputation and a negative clang. It does not have to be 

this way. Paradigm shifts are healthy and keep companies on their toes. Often they are ignored for a 

very long time until it is simply too late. Customer loyalty in the sports betting industry in Denmark 

is a paradigm shift that will eventually take place. It is just a matter of time. The main question is 

this: as a bookmaker, will you use it to your advantage or succumb to its wrath? 

 
“It’s unbelievable how much you don’t know about the game you have been playing 

all your life.” Mickey Mantle, baseball player. 
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Chapter 1 – Thesis Introduction and Problem Formulation 
The first chapter of the thesis includes a general introduction to the betting industry and the problem 

formulation. The chapter introduces definitions of vital terminology applied throughout the thesis. 

The chapter also gives the reader a historical background of the developments in the Danish betting 

industry. Furthermore, the case company Betsafe is introduced along with the problem formulation 

relating to Betsafe and customer loyalty. The visual structure of the thesis is presented in figure 1.1. 

Figure 1.1: Thesis Structure 

 

Source: Author’s own construction. 

1.1 Terminology 
Several terms specific to the sports betting industry are used throughout the thesis. In order for the reader to 

achieve an understanding of the terms used and idioms applied, a terminology section has been added below. 

Just like many other industries, the betting industry uses terms that can be foreign to many people. It has 

therefore been found necessary to introduce the reader to vital terminology. These definitions can be industry 

specific and may apply solely to betting.  

 
Bookmaker: The betting company that supplies the bet or betting product. Also referred to as the “bookie.” 
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Moneytainment: The notion of entertainment involving monetary rewards given for monetary purchases 

and risks. This category includes the lottery, casinos, various cash and card games, sports betting, and others. 

The initial products are based on the experience of winning and losing money.  

 
Odds/Price: The value at which a specific bet is offered. The odds actually mean the price in sports betting, 

as it shows the odds at which the consumer purchased a specific bet. Since the consumer decides entirely 

how much money he is willing to give for the bet, it is the numerical value of the bet that becomes the price. 

This is demonstrated in the following example: 

• Example of a sports bet: FC Copenhagen to win against FC Barcelona = Odds 4.00. This means the 

value of the bet is equivalent to four times the customer’s stake. Should a customer choose to put 

100 DKK on FC Copenhagen to win, his winnings will equal Odds x Customer’s stake (4.00 x 100 

DKK), giving him 400 DKK in winnings. Should he lose the bet, the customer will lose 100 DKK to 

the appropriate bookmaker. Both odds and price will be used synonymously in the thesis. 

 
New Customer Acquisition: The search for new customers through necessary resources and campaigns.  

 
Customer Retention: The industry common term used for activities involving loyalty and retention 

campaigns.  

 
Sports Book: Industry term focusing on the supply of sporting events and bets. At times, the sports book 

category also includes bets on politics, culture, and general events. 

 
Physical Betting: Includes bets placed in a physical location such as a store or kiosk. 

 
Online Betting: Bets made through an online bookmaker platform. Includes betting using other platform 

categories such as mobile and tablet. 

 
Live Betting: Bets purchased while an event is taking place in real time.  

 
Payback Rate (Tilbagebetalingsprocent): An industry term to define how much bookmakers on average 

pay back to players, indicating how good the bookmaker’s odds are. It is an expression of the relation 

between winnings and the stakes. A player can also use the term to measure his betting success or failure. 

The payback rate can be calculated using this formula: (Winnings/Stakes) x 100. 

 
BSI (Bruttospilleindtægt): Can be directly translated as Gross Betting Revenue or Gross Winning Revenue. 

An industry term used as an indicator of the earnings in the sports betting industry in Denmark. Gross 
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Betting Revenue = Betting Revenue – Winning Payouts. The Danish abbreviation BSI will be used, as it is 

the commonly applied term in the Danish betting market. 
 
1.2 Historical Perspective 
Since 1948, Dansk Tipstjeneste, currently Danske Spil, had held a full monopoly on the Danish 

gambling market. This included being the sole supplier of everything within the “moneytainment” 

category, including poker, the lottery, horse racing, and sports betting (Dansk Spillelicens 2014). 

One of the reasons for this monopoly was the fact that 80 percent of Danske Spil was, and still is, 

owned by the Danish government (Danske Spil Koncern 2013), which has, through strict 

protectionism in the gambling industry, maintained a steady revenue stream. However, as Denmark 

became a member of the European Union, trade protectionism from foreign bookmakers could no 

longer be exercised. This was especially magnified online, where many foreign bookmakers 

unofficially and illegally tried to capture a share of the Danish sports betting market. Not only did 

these competitors capture revenue and market share; they also did not purchase a license and could 

avoid paying taxes, as they were not officially taxable in Denmark. It proved to be very difficult for 

the Danish government to maintain control, as legal cases against these entrants were both pricy and 

often based on foreign laws (TexasPoker.dk 2012). 

 
In order to better monitor the competition, on January 1, 2012, the Danish government partially 

liberalized the Danish gambling market and thereby the Danish sports betting industry 

(Skatteministeriet 2010). The market was only “partially” liberalized as the bookmakers still had to 

apply and purchase a betting license, as well as comply with specific criteria set on taxes, gambling 

addiction, minimum cash holdings, marketing efforts, and others. There are currently 32 licensed 

bookmakers in Denmark (Dansk Spillelicens 2014). 

1.3 Introduction 
Since the re-regulation of the Danish sports betting market, the industry has withstood drastic 

changes. These changes include changes on the supply side, as well as the demand side, of the 

industry. The newly liberalized gambling laws of the country have shifted the competitive structure 

of the industry, stimulated consumer demand, and thereby drastically increased the industry’s 

revenue streams. From the supply side, the liberalization has largely reduced the monopoly of 

Danske Spil and has given more room for heavy investment on behalf of new entrants such as 

Bet365, Unibet, and Betsafe. The liberalization has also resulted in a constant scramble for market 
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share, categorized by massive marketing budgets and price (odds) wars. There has especially been a 

massive focus from these new entrants on new customer acquisition (Thomas Holm Interview 

2013). 

 
The main strategy for many bookmakers in the first years of liberalization has been to focus solely 

on increasing market share and just barely break even. The assumption has been that the market 

share and brand gained in the first few years will eventually pay off, as the bookmaker will be 

ensured steady long-term revenues. Therefore, bookmakers have focused on top-line rather than 

bottom-line growth (Ebba Ljungerud Interview 2014) and have largely invested in customer-

oriented promotions in the form of free bets and bonuses (Tony Brandenborg Interview 2013).  

 
Another reason why Denmark has attracted so much attention from betting companies is that it 

serves as a platform and proof to investors that if a bookmaker can perform successfully in 

Denmark, it can also be successful in other to-be-liberalized markets (Thomas Holm Interview 

2013). These markets include Sweden, Norway, and the Netherlands, which ultimately operate with 

the same monopolized market conditions as previously existed in Denmark. The main competitors 

in the sports betting market are outlined in table 1.1. This chart is meant to give an overview to the 

reader; further details about individual bookmakers will follow in the chapter ahead. 

 
Table 1.1: Overview of Bookmakers 

Bookmaker Market Share1 Market Share2 Payback Rate3 Bonus Presence 

Danske Spil 65–70 % 29 % 91.9 % 500 DKK Physical, Online 

Bet365 10–13 % 55 % 94.2 % 1000 DKK Online 

Unibet 9–12 %  8 % 93.8 % 1000 DKK Online 

Betsafe 3–4 % 2 % 93.5 % 1000 DKK Online 

NordicBet 2–3 % 1 % 92.6 % 500 DKK Online 

 

Among the entrants to the re-regulated sports betting market was Betsafe. Betsafe is a Swedish 

bookmaker brand currently holding approximately 4 % of the sports betting market (Thomas Holm 

Interview 2013). On the basis of the drastic changes in the industry, the focus of the thesis will be 

primarily on Betsafe, as it faces significant challenges in comparison to other market players. The 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 Market share based solely on expert opinions. 
2 Market share based on customer survey findings: n546. More on these figures in Chapter 4. 
3 Based on the averages for the main sports leagues. Source: (Betexpert.dk 2014)	  
2 Market share based on customer survey findings: n546. More on these figures in Chapter 4. 
3 Based on the averages for the main sports leagues. Source: (Betexpert.dk 2014)	  
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following chapter will be a brief discussion of the company background, before a discussion of the 

main challenges the company faces in the problem formulation.  

1.4 Brief Background on Betsafe and Betsson AB 
The Swedish Betsson AB Group, from now on referred to as Betsson Group, owns the Betsafe 

brand, which it acquired in 2011 (Betsson AB History 2014). Betsafe is an online bookmaker 

providing moneytainment services such as poker, casino, and sports book. Betsafe operates 

worldwide serving 450,000 customers from 100 different countries (Betsafe.com About Us 2013). 

Apart from a small office in Denmark, the Danish Betsafe headquarters are in Malta. Certain 

strategic directions are deployed from another head office in Stockholm, Sweden. Despite being a 

predominantly Swedish company, Betsafe employs people from various nationalities, often having 

a small representative office in the relevant market. Within the sports book segment, Betsson 

Group’s brand portfolio also consists of NordicBet and Betsson (Betsson Annual Report 2012). 

However, during the course of this thesis, the Betsson Group decided to close and thereafter merge 

the Betsson Denmark brand into Betsafe, handing over its current customer base to Betsafe. This 

was done in order to fully focus its marketing efforts on two diverse brands covering different target 

segments in Denmark (Betsson lukker i Danmark 2013). Betsafe entered the Danish market in 2012 

when the market was liberalized. Betsafe’s current target segment is rather broad and targets males 

between the ages of 18 and approximately 45 (Tony Brandenborg Interview 2013). Its main 

customer is an average better, who can be characterized as a passionate sports fan who often bets on 

the team he is watching on the weekends (Tony Brandenborg Interview 2013). Betsafe’s sports 

book product consists of many different sports with a wide variety of bets. Ninety percent of its 

sports book revenue is from football – the Danes’ preferred betting sport (Thomas Holm Interview 

2013). Betsafe will be undertaking a new strategy in terms of products and target customers, but 

problematically this change does not include a heavier focus on customer loyalty. This is somewhat 

symptomatic for the industry as this characterizes the general stance toward customer loyalty. 

1.5 Problem Formulation 
The liberalization of the sports betting industry in Denmark has created a very competitive business 

environment. It is no longer sufficient, nor sustainable in the long run, for Betsafe to concentrate 

solely on new customer acquisition. Betsafe needs to focus on the unaddressed issue of customer 

loyalty. According to the two Betsafe employees interviewed, Tony Brandenborg and Thomas 

Holm, there is not enough focus on customer loyalty and retention compared to the focus given to 
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new customer acquisition. According to Holm, it can be a waste of resources when you do not use 

as much effort to keep the customers that you worked so hard to attain. This point is especially 

stressed due to the fact that all the competitors fundamentally offer the same product (Thomas 

Holm Interview 2013) and that only 5 % of Betsafe users are active. Therefore, the main research 

question of the thesis has been directed toward customer loyalty in the context of Betsafe: 

 

How well is Betsafe performing within customer loyalty, and what strategic changes should 

Betsafe employ in order to increase the loyalty of its customers? 

 
 
In order to increase customer loyalty, it is not sufficient to solely look at Betsafe and customer 

loyalty within Betsafe. In order to achieve a deeper understanding of the implications of customer 

loyalty for Betsafe, a wider perspective must be included in the analysis. This perspective includes 

looking into the competitiveness of the sports betting industry in Denmark, as well as looking into 

customer loyalty in general. These perspectives are reflected in the below subquestions:  

 
SQ1. What is the current competitive situation of the Danish sports betting market, and what is the 

formal financial market prognosis of the Danish sports betting market from 2014 to 2016?  

 
SQ2. To what extent does customer loyalty exist in the Danish sports betting industry? 

 
SQ3. How does Betsafe perform within customer loyalty and how does it compare to the loyalty in 

the rest of the industry? What are the significant differences between customer loyalty toward 

Betsafe and the three biggest competitors, namely Danske Spil, Bet365, and Unibet? 

 
SQ4. What is Betsafe’s current competitive position with regard to its internal resources and 

capabilities? 

 
SQ5. What are the factors contributing to customer loyalty from a customer perspective and from 

the perspective of Betsafe? Are there discrepancies between them, and do some factors weigh more 

than others?  

 
SQ6. Based on the identified contributing factors to customer loyalty and the analysis, what 

strategic changes must Betsafe employ in order to influence customer loyalty positively?  
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In order to answer the main research question, the above subquestions have to be answered. Several 

delimitations will be applied in order to narrow the scope and research area of the thesis.  

1.6 Delimitations 
In order to achieve depth in the thesis, the scope of the project will be narrowed down to the 

physical and online sports betting market in Denmark. Therefore, the project will not look into other 

moneytainment services and products that bookmakers often offer, such as the lottery, casino, 

poker, and similar. The consumer behavior in these product types often varies drastically from 

sports betting. Many of the licensed bookmakers in Denmark offer only these casino products and 

will therefore not be included in the analysis. In order to limit the scope of the thesis, the initial idea 

was to focus specifically on online sports betting. Currently, despite offering sports betting online 

also, only Danske Spil and Tipico have physical betting outlets. With an almost 70 % share of the 

total sports betting market (Hüttel 2013), Danske Spil is a massive competitor in the industry; 

therefore, its impact cannot be ignored and has to be taken into consideration when undertaking an 

analysis. It is important to know whether Danske Spil’s physical presence has a correlation to its 

current market share. This is the reason why the physical factor cannot be excluded.  

 
The focus will be solely on the Danish market in order to achieve a deeper understanding of the 

phenomena occurring in the industry. As Betsafe is a Swedish company with an international reach 

and offices abroad, at times it is also necessary to mention relevant operations and organizational 

functions in other countries.  

 
When investigating customer loyalty, the term can be dissected through two perspectives. These 

perspectives are customer oriented or industry oriented. The author will not limit his research to one 

or the other in order to cover both angles. The industry might understand the loyalty needs of 

customers in one way, while customers might be seeking something completely different. The 

correlation between the two will be looked at and both angles will be analyzed. This analysis will 

specifically look into the business-to-consumer (B2C) relationship of loyalty.  

 
The recommendations in the thesis are made on a purely strategic level. This supports the problem 

formulation of the thesis, which pursues a strategic solution. In some instances, the tactical 

dimension is discussed, but this is primarily used to support arguments and increase the 

understanding of the reader. The recommendations and main analysis are based on a three-year time 
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frame spanning from 2014 to 2016. This time frame was purposely chosen in order to make the 

most accurate assumptions about the future. A time frame further into the future would distort the 

accuracy of both the prognosis and the strategy suggestions. This is due to the fact that variables 

such as technological factors, economic conditions, and competitive situation can have a large 

impact on the suitability and feasibility of the strategy. As the thesis has a strategic focus, it will not 

contain investment calculations or profit and loss implications of the strategic suggestions.  

Chapter 2 – Literature Review 

2.1 Purpose and Various Types of Loyalty 
According to Blumberg et al. (2008), a scientific literature review serves many purposes. A few of 

the main functions of a literature review include showing the reader “the structure of the problem” 

and “which theories have been applied to the problem” and trying to “gain new perspective on the 

problem” (Blumberg et al. 2008). The purpose of this literature review is to achieve an 

understanding of the previous, as well as current, academic work within the main topic of this 

thesis, namely customer loyalty. This overview includes various definitions, previous studies, vital 

scientific articles, theories, and models of customer loyalty. Despite customer loyalty being a 

specific phenomenon, there is a large amount of diverse scientific literature covering the subject. It 

is therefore almost impossible to include all the available literature on the topic. Therefore, it is the 

intent of the author to include only the most relevant theory specific to the context of thesis, as 

supported by Blumberg et al. (2008), who state that it is important to “establish the context of the 

problem or topic by reference to previous work” (Blumberg et al. 2008, p.154). In certain instances, 

some theory and literature are included in the literature review but not applied in the remainder of 

the thesis. This is done in order to give the reader important knowledge within the field of the topic 

at hand.  

 
Customer loyalty is a well-researched topic, and multiple books and articles have been published on 

the subject. When investigating customer loyalty, it was important for the author, as it is for the 

reader, to make certain distinctions between the different terminologies applied in the literature. The 

term customer loyalty has many synonyms and terms that deviate only slightly from the original 

definitions. These terms include customer loyalty marketing, consumer loyalty, and so on. Terms 

such as brand loyalty and customer retention are related to customer loyalty but are different by 
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definition and do not mean the same thing. Customer retention differs from customer loyalty as a 

customer might have no choice but to stay with a supplier, but this does not mean that a customer is 

loyal. The sports betting industry has adapted the term customer retention, and therefore this term 

will be used synonymously with customer loyalty, despite a clear difference in definitions.  

2.2 Definitions of Customer Loyalty 
Looking into the roots of the term, loyalty in the Oxford Learner’s Dictionary is defined as “the 

quality of being faithful in your support of somebody/something” (Oxford Advanced Learner’s 

Dictionary 2014). Neoclassical economic literature reflects this statement in its many definitions of 

customer loyalty. However, despite a consensus in the English language of what loyalty means, 

there is no clear consensus on the definition of customer loyalty (Agrawal et al. 2012). According to 

Agrawal (2012, p.276) customer loyalty “is a complex and multidimensional construct having 

numerous definitions.” Jones and Sasser (1995, p.6) define customer loyalty as “the feeling of 

attachment to or affection for a company’s people, products, or services.” The definitions of 

customer loyalty can be divided into two aspects, namely behavioral and attitudinal. The previous 

definition was largely attitudinal. Behavioral aspects are focused on the actions taken by the 

consumer as a result of customer loyalty. Attitudinal aspects focus more on the psychological stance 

of the consumer on the basis of customer loyalty. Griffin (1996, p.50+) states that customer loyalty 

is “the purchase behavior of a customer, unlike customer satisfaction which is an attitude.” 

According to her, loyal customers “have a specific bias about what to buy and from whom – their 

decision to buy is not random” (Griffin 1996, p.50+). As mentioned previously, attitudinal 

definitions largely focus on the psychological traits of customer loyalty. Boonlertvanich (2011) 

specifies that loyal customers tend to have a high top-of-mind recollection for the companies and 

products they are more loyal to. Rauyruen et al. (2009) underline psychological attachment and 

strong advocacy for the product as results of customer loyalty. They also demonstrate in their study 

that the willingness to pay a price premium is largely driven by attitudinal loyalty, while share of 

customer wallet is driven by purchase intentions and thereby behavioral loyalty (Rauyruen et al. 

2009). Some scholars combine their definitions of customer loyalty, mixing both attitudinal and 

behavioral elements of loyalty. Dixon et al. (2010) define it as “customers intention to continue 

doing business with a company, increase their spending, or say good things about it.” Dick and 

Basu (1994) defined loyalty as “the relationship between relative attitude and patronage behavior” 

(Agrawal et al. 2012, p.276). Elling and Jørgensen (1997) defined loyalty as the total of three 

loyalty components: degree of re-purchase (Genkøbsgraden), share of wallet (Kundeandel), and the 
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ambassador effect. Before looking further into customer loyalty and the types of loyalty, it is 

important to understand why it is relevant to study customer loyalty at all. Before a company such 

as Betsafe considers investing in customer loyalty, what are some of the effects gained by customer 

loyalty? And why should it want to invest in retaining customers rather than acquiring new ones? 

2.3 Traits of Customer Loyalty 
Reichheld and Sasser (1990) have called customer loyalty “the most important driver of long-term 

financial performance” (Jones & Sasser 1995). The traits of customer loyalty create many reasons 

and valuable incentives for companies to invest resources in customer loyalty. The first reason for a 

company to focus on customer loyalty is the costs involved. Loyalty can bring cost savings in six 

areas, namely reduced marketing costs, lower transaction costs, reduced customer turnover 

expenses, increased cross-selling success, more positive word of mouth, and reduced failure costs 

(Griffin 2002; Griffin 1996). In a famous study of nine different service industries, Reichheld and 

Sasser (1990) demonstrated that increasing retention by only 5 % could boost profits by 25–85 %. 

In many organizations, marketers often embark on a constant search for new customers, even 

though there is profit to be made by investing resources in the current customer base. Clancy and 

Shuman (1991, p.136) call it the “death wish paradox” as acquiring new customers makes 

marketers feel useful and aggressive. This paradox largely sums up the situation in the sports 

betting industry, where betting companies have been scrambling for market share and have 

neglected focusing on customer loyalty. Griffin (2002) emphasizes that a customer should not be 

seen as merely a one-time sale. A customer should be viewed as a “long-term investment and a 

relationship.” She supports her reasoning by stating that the “probability of selling to a new 

prospect is 5-20 percent… while to an existing is 60-70 percent” (Griffin 2002). Loyal customers 

tend to be less price sensitive and, as mentioned previously, tend to re-purchase from the company 

they are loyal to (Dowling & Uncles 1997). It is also easier for a company to sell more of the 

company’s goods or services to loyal customers (Reichheld 1996). The loyal customers have 

already “bought” the company and brand, and the firm merely needs to sell additional goods to the 

customer (Elling & Jørgensen 1997). For this reason, Elling and Jørgensen (1997) believe it is more 

cost-effective to increase the budget for existing customers rather than increasing the budget for 

new customer acquisition. Taking on a new customer means the firm has to use more resources. 

The marketing has to be aggressive in order to disrupt the consumers’ relationship to their current 

supplier (Elling & Jørgensen 1997). Duffy (2003) pinpointed several valuable traits of loyal 

customers in his study of customer loyalty. First, loyal customers tend to complain about a bad 
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experience with the firm, rather than simply leaving (Duffy 2003). This gives companies a valid 

chance to recover the business of these customers who are on their way out. Duffy (2003) also 

points out that loyal customers possess certain know-how in relation to the product or service of the 

company, making them require less assistance and use less resources in comparison to brand-new 

customers. However, this trait can be a gift and a curse, as a company may tend to focus its 

resources solely on new customers, as is the case with the betting industry. Last, loyal customers 

tend to recommend and spread positive word of mouth about the products they use (Henning-

Thurau et al. 2002).  

 
Some of these traits should act as an incentive for focusing on customer loyalty in the sports betting 

industry. This is true for Betsafe as well as other bookmakers in the industry. However, would it not 

be sufficient for Betsafe to strive to merely offer a satisfactory product? In this case, a simple 

customer satisfaction survey would give an indication of how well Betsafe is performing in 

comparison to the competition. Even though customer satisfaction is related to customer loyalty, 

many studies have shown that the satisfaction of a customer by itself does not equal customer 

loyalty. The notion of customer satisfaction in relation to customer loyalty is discussed in the 

section below. 

2.4 Customer Satisfaction versus Customer Loyalty 
There is a difference between a satisfied customer and a loyal customer. Hill and Alexander (2000) 

state that the “relationship between dissatisfaction and disloyalty is positive.” However there has 

been much discussion about whether satisfaction and loyalty correlate. For many years, there has 

been one dominant school of thought: satisfaction and loyalty are positively correlated. However, 

much of the recent academic literature shows that there is little direct relation between the two 

(Dixon et al. 2010) and that the correlation is not linear. In fact, (Griffin 2002) refers to a study of 

customer satisfaction where 85 percent of a company’s customers stated they were “satisfied” yet 

still demonstrated a tendency to switch over to a competitor. This shows that customer satisfaction 

by itself may lead to customer retention but not necessarily to loyalty: “Customer retention is the 

lowest form of loyalty and is simply a measure of whether customers are remaining customers” 

(Hill & Alexander 2000). The degree of customer loyalty and satisfaction does indeed matter. In 

highly competitive markets, there is “a tremendous difference between the loyalty of merely 

satisfied and completely satisfied customers” (Jones & Sasser 1995, p.3). Jones and Sasser also 

prove in their study that “completely satisfied customers are – to a surprising degree – much more 
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loyal than satisfied customers” (Jones & Sasser 1995, p.3). This means that merely satisfied 

customers, despite their satisfaction, are likely to switch. This creates an incentive for companies to 

strengthen the loyalty of the customers that are satisfied in order to avoid customer churn. Even if 

previous customer surveys show satisfaction toward a company, when competition is increased, the 

customers who are not entirely satisfied are prone to switching suppliers if given a solid choice. 

Therefore, according to Sasser and Jones (1995), “the only truly loyal customers are totally satisfied 

customers.” This is just one of the latest relationships between satisfaction and loyalty.  

 
There are many ways to classify customer loyalty. These classifications are important in order to 

distinguish between the degrees of customer loyalty and understand what types of customer loyalty 

may exist in the industry. The section below presents a detailed classification of customer loyalty. 

2.5 Classification of Customer Loyalty 
There are many different types of loyalty, and the notion of loyalty has been classified in multiple 

ways. A customer loyalty ladder is a widely accepted and useful theoretical tool used to classify the 

degree of customer loyalty. The ladder stems originally from relationship marketing literature as it 

describes different stages of a relationship (see Figure 2.1). There are five loyalty relationships 

between the company and the customer that are visualized on the ladder (Baron et al. 2010; 

MBAskool.com 2008). Griffin (2002) adds two further stages in her seven stages of converting a 

customer, namely disqualified prospect and first-time customer. Prior to becoming a loyal customer, 

the stages start out with a potential customer being a suspect, then moving to prospect. Griffin notes 

that a prospect may also become a disqualified prospect as it is not certain that a marketing effort 

may appeal positively to the prospect (Griffin 2002). The prospect ultimately becomes a first-time 

customer (Griffin 2002). The first-time customer, and thereby the first encounter, is of major 

importance to the company. It is in this stage that a company can create a new customer and set the 

standards of his or her expectations. After several purchases, the customer becomes a repeat 

customer and thereafter a client. Once the client continuously keeps purchasing the product and is 

satisfied, he or she may thereafter become an advocate of the product or service. An advocate is the 

highest achievable customer level on the loyalty ladder. An advocate is an ambassador of the 

company and will most likely recommend the brand to peers through word of mouth. An advocate 

is of major importance to any company as the advocate indirectly creates new customers. Elling and 

Jørgensen (1997) call this customer group the golden customers. They are characterized by 

frequently re-purchasing, by giving away a large share of wallet, and by constantly recommending 
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the company (Elling & Jørgensen 1997). It should be the intent of every company to constantly 

push its customers up the loyalty ladder and to have as many advocates as possible. In order to do 

this, the company must know the different needs of its customers based on their purchases and 

future wishes (Baron et al. 2010). According to Baron et al. (2010, p.37), the companies “need to 

know how they can continue to offer additional value and satisfaction that will differentiate their 

offering. Essentially this is through exceeding expectations.”  

 
Figure 2.1: Loyalty Ladder 

 
Source: Baron et al. (2010) and Griffin (2002) 

 
Nigel and Hill (2000) created a loyalty indicator and classification based on the answers and scores 

from various loyalty questions. They divided the four loyalty levels into a negative and a positive 

loyalty category. The two negative loyalty categories are no commitment and low commitment while 

the two positive are habitually loyal and totally committed. The question and the scores correlated 

to these classifications will be further presented in the research design section. All in all, there are 

many classifications of customer loyalty. However, the ones presented in this section comprise the 

classifications that are most relevant for the content of the thesis. For further reference, the reader is 

advised to check Hill and Alexander’s (2000) four types of loyalty, namely monopoly loyalty, 

incentivized loyalty, habitual loyalty, and committed loyalty. In order to place customer groups into 

different loyalty categories, a subjective opinion is not enough – a customer loyalty measurement is 

needed. Researchers have given many suggestions as to how and on which parameters customer 

loyalty can be measured. An in-depth overview of these is written in the following section. 
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2.6 Measuring Customer Loyalty 
Despite having multiple definitions, customer loyalty is a tangible and measurable entity. In order 

to manage customer loyalty, it is important for a company to identify clearly measurable loyalty 

parameters and know which questions to ask. All customer loyalty literature discusses the 

measurement concept but with differing measurement suggestions. Hill and Alexander (2000) state 

that one measured parameter does not give an accurate image of customer loyalty – at least two 

parameters are necessary. An example of this can be combining a historical measure and a future 

measure of loyalty (Hill & Alexander 2000). Another parameter can be to measure how prone a 

customer is to recommending a company, representing an attitudinal measure of loyalty. As 

mentioned earlier, customer satisfaction can support the measurement of customer loyalty, but by 

itself, it is not a clear indicator. Jones and Sasser (1995) have categorized measuring customer 

loyalty into three groups, namely intent to re-purchase, primary behavior, and secondary behavior. 

According to them, the ultimate indication of loyalty is the share of purchases in the category. For 

the sports betting industry, this would mean the share that Betsafe acquires out of the overall betting 

purchases of a customer. Often this data is hard to acquire; therefore, other measurements have to 

be used. Intent to re-purchase signifies the future behavior of a customer (Jones & Sasser 1995). It 

can be measured at all times, and although a consumer’s answer might be exaggerated, these 

exaggerations are often consistent. Primary behavior looks into the actual actions of customers and 

includes five clearly measurable dimensions including “recency, frequency, amount, retention, and 

longevity” (Jones & Sasser 1995). These indicators are particularly good at measuring change of 

loyalty over time. Secondary behavior includes customer referrals, word of mouth, solid reviews, 

and others (Jones & Sasser 1995). These factors are very important to companies, as indicators such 

as recommendations are true measures of customer loyalty (Hill & Alexander 2000). After all, 

customers would never recommend anything that they are not fully satisfied with. These are merely 

a few of the measurements and parameters of customer loyalty. Additionally, Agrawal (2012, 

p.282) states that a “discussion of the determinants of customer loyalty cannot be considered 

complete without a discussion of switching costs.” The switching cost variable is important to 

understand in the context of customer loyalty. High switching costs often show a wish to re-

purchase but are not necessarily a reflection of customer loyalty (Jones & Sasser 1995; Dick & 

Basu 1994). When switching costs are high, the customer might have no choice but to stay loyal to 

a company. Measuring the switching costs gives an indication of the loyalty situation of the 
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consumer. But once again, this measurement cannot stand alone and needs to be supported by other 

parameters.  

 
Once customer loyalty has been measured, what is it that actually drives customers to a particular 

degree of loyalty? How should a company strive to increase the current degree of customer loyalty? 

Which loyalty strategy should the company make use of in order to achieve this? The section below 

answers these questions by presenting the determinants of customer loyalty and discussing selected 

loyalty strategy processes. 

2.7 Determinants of Customer Loyalty and Loyalty Strategies 
Agrawal et al. (2012) created a model identifying the determinants of customer loyalty. The seven 

determinants included satisfaction, trust, commitment, emotions, perception of corporate image, 

value perception, and quality. This conceptual model is the most recent work dealing with 

determinants of loyalty. There are a few determinants of customer loyalty, but it is a research field 

that lacks work. The aim of this thesis is to make a valuable contribution in figuring out the 

determinants of customer loyalty specifically in the sports betting industry. These determinants will 

help build a new loyalty strategy process model. The framework will make a minor generic 

contribution but will mostly serve as a customer loyalty guideline built for firms wishing to increase 

customer loyalty. Betsafe will be used to exemplify the process model. Other such loyalty strategy 

frameworks have been created by Elling and Jørgensen (1997) and Jones and Sasser (1995). 

 
Elling and Jørgensen (1997, p.79) introduce a simple yet important cyclical process model of 

customer loyalty with relation to the company’s potential customers. It stresses the fact that the 

company’s current customers are the strongest existing marketing tool. Just as every firm has a 

clear marketing plan, every company needs to have a systematic plan of what happens after a new 

customer has been acquired (Elling & Jørgensen 1997). Elling and Jørgensen argue that despite 

having tactical instances, a decision to increase loyalty must be strategic. In their process model, the 

firm has to focus on enforcing a re-purchase and thereafter strive to achieve a larger share of wallet 

(Elling & Jørgensen 1997). Once a customer has a solid consumption of the company’s goods, the 

firm must work toward making the customer an advocate (Baron et al. 2010) and an ambassador of 

the firm. Advocates influence the customers of the competition and get them to try the advocates’ 

own supplier through recommendations and word of mouth, thereby going full circle (Elling & 

Jørgensen 1997). In order to achieve this perfect circle, the firm must work on three loyalty 
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development levels, namely loyalty-disruptive factors (loyalitetsnedbrydende), loyalty-building 

factors (loyalitetsskabendefaktorer), loyalty-provoking factors (loyalitetsprovokerende) (Elling & 

Jørgensen 1997). First, the company must fix the loyalty-provoking factors. These are often the 

customer’s minimum standards for a good or a service and can be the factors that cause customers 

to defect. Level 3, the loyalty-disruptive factors, means having an actual loyalty program where 

customers are rewarded for their loyalty. Level 1 and Level 2 must be satisfied before work on level 

3 can begin. This means that the fundamental product of the firm must be solid. For example, there 

is no point in creating loyalty programs if the company’s customers are fleeing due to a poor 

product or service (Elling & Jørgensen 1997). Therefore, the company must first focus on retrieving 

the customers who are on their way out, in order to reduce customer churn. This includes improving 

the factors that give customers a direct reason to proactively switch suppliers.  

 
There are a several loyalty models and strategies, such as Nine Steps to Loyalty by Elling and 

Jørgensen (1997) or the Seven Stages of Converting a Customer by Griffin (2002). As mentioned 

earlier, the purpose of the thesis is to make a generic scientific contribution to the determinants of 

loyalty in the sports betting industry and create a generic loyalty strategy process model which can 

be applied by firms who have an interest in actively increasing customer loyalty. The upcoming 

methodology chapter will introduce the scientific method of the thesis.  

Chapter 3 – Methodology 

3.1 Methodology 
This section describes the specific practice behind gathering the knowledge for the thesis (Trochim 

2006). The methodology addresses how the researcher obtains the knowledge and includes the 

research design, the problem-solving method, and the philosophical assumptions. The overall 

research method is conducted as a multiple case study with a heavy focus on a single case study of 

Betsafe (Betsafe.com About Us 2013). The gathering of empirical data is based on mixed-methods 

research (Bryman & Bell 2011) combining quantitative and qualitative research techniques in 

order to answer the proposed problem formulation and the complementary subquestions. Various 

designs are used and include descriptive and exploratory. These methods are not used 

chronologically but rather iteratively, where the author goes back and forth and constantly adjusts 

and perfects the designs used. Therefore, the author is not fixated on one particular research method 

but is rather flexible in his approach, all depending on the intended output. Working iteratively also 
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means that sometimes certain findings and conclusions are already revealed in the beginning rather 

than toward the end of the thesis. The author facilitates an inductive method. The philosophy of 

science used in the thesis is a combination of hermeneutics and post-positivism. The problem-

solving method adapted is the analytic-synthetic problem-solving method. All of the above will be 

described in detail in this chapter.  

3.2 Philosophical Assumptions and Hermeneutic Phenomenology 
The chosen scientific philosophy of the thesis is hermeneutic phenomenology combined with post-

positivism. Despite the use of a combination of the two philosophies, post-positivism is the 

paradigm applied the most. The reason for this is the fact that the foundation of the thesis is largely 

data driven. It is important to establish an understanding of the norms of social research in general. 

According to Esterberg, social research seeks to understand how humans interpret and build social 

reality (Esterberg 2002). Esterberg also states that conducting social research is often a matter of 

various philosophical interpretations (Esterberg 2002) and thereby also different paradigms of the 

world. If these interpretations and viewpoints are not explicitly addressed and stated, the researcher 

“… will still be operating within the constraints of a paradigm” (Esterberg 2002, p.22). Myers also 

supports this by stating “every qualitative researcher should make their philosophical assumptions 

explicit” (Myers 2009, p.23). Esterberg (2002) stresses that some form of bias when doing social 

research is inevitable, as social research is a constructed entity of things, which a person has been 

developing since birth. In the case of the thesis, an example would be the notion of customer 

loyalty. The understanding of the term is very broad among individuals, all depending on the 

individual’s prior experience, perspective, demographic background, and other factors. The author 

of the thesis acknowledges that a preliminary understanding of customer loyalty, as well as the 

world, has already taken place, thereby reflecting a hermeneutic philosophy. Hermeneutics supports 

that reality is not consistent throughout the minds of all individuals (Boell & Cecez-Kecmanovic 

2010). The researcher and the interviewee are biased and have their own intentions with the 

interviews. For example, the researcher might be a strong supporter of customer loyalty due to his 

educational and commercial background. Knowing this and stating this out loud creates more 

transparency throughout the research and forces the researcher to be more objective in his 

interpretations. Thus, hermeneutics requires deep understanding of the subject and constant 

interpretation throughout the research process (Eriksson & Kovalainen 2008). The author also 

acknowledges that while researching the subject and conducting interviews together with others, he 

has constructed new meanings on the topic. This supports Esterberg’s point that “… all social 
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reality is constructed, or created, by social actors” (Esterberg 2002, p.15). This learning and 

relearning process in hermeneutics is called the hermeneutic circle. It is a never-ending process of 

gaining new knowledge and constantly reinterpreting the topic (Simon Fraser University 2014).  

 
Even though an objective opinion is always a priority in the thesis, the researcher’s analysis is 

“always interpretations of what they think their research subjects are doing” (Esterberg 2002, p.16). 

The researcher constructs a new reality by interpreting a reality that is already social constructionist, 

meaning complete objectivity can never be attained. In order to achieve depth in the thesis, the 

research also comprises a large amount of quantitative research and measures. Thereby, the findings 

in the thesis are based not only on interpretations and analysis but also on clearly measurable 

factors and values. This particular paradigm containing a combination of qualitative research and a 

substantial amount of quantitative data is called post-positivism.  

3.2.1 Post-Positivism 

In order to properly comprehend post-positivism, it is important to understand the concept of 

positivism. This distinction is important as post-positivism is a metatheory and direct criticism of 

positivism (Trochim & Donnelly 2007). Positivism is a traditional approach to social research and 

focuses largely on purely empirical evidence in research (Esterberg 2002). Knowledge in positivism 

is created through deductive logic, where theory is operationalized and then tested. Positivism 

largely has the purpose “simply to stick to what we can observe and measure” (Trochim 2006). 

Everything that cannot be measured or observed cannot be controlled, and therefore is invaluable to 

the researcher (Esterberg 2002). Positivistic research strives to be objective and bias-free by 

focusing on clear-cut measured facts, most often through quantitative research. It strives to detach 

itself from social and cultural values constructed by humans (Esterberg 2002). In contrast, post-

positivism stresses that these human factors cannot be ignored and should rather be embraced when 

conducting social research. Post-positivism is an evolution of positivism (Gephart 1999), and 

critical realism is a form of post-positivism (Trochim 2006) that states that theory can always be 

revised and observations can have flaws. Whether intentional or unintentional, personal biases and 

cultural influence will always be present. Post-positivists believe that all research is full of these 

biases from the view of both the researcher and the researched. In the case of the thesis, it is not 

sufficient to solely measure customer loyalty but it is also important to seek to understand the 

meanings behind the term. For example, this includes looking into the determinants of customer 

loyalty in the sports betting industry. The researcher acknowledges that by writing a thesis about 
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customer loyalty, the researcher has a positive view of customer loyalty. Therefore, he may strive to 

prove that investing in customer loyalty for Betsafe may pay off. It is important to address these 

biases to show the reader clear interests in the project. Post-positivists believe that any researcher 

has a personal benefit or interest in doing the research (Trochim 2006). These benefits can be 

monetary or wishful. In various academic literature, investing in customer loyalty has always been 

addressed as having positive value for a business. However, in reality, investing in customer value 

may not always be the right choice for a business. The interviewees, expert panel, and participants 

in the survey might have the same preconceived belief about customer loyalty or any other notion. 

For example, participants in the customer survey have a personal interest in gaining the highest 

utility from their bookmaker, and therefore their answers are subjective. All of these biases are not a 

negative factor; on the contrary, post-positivists believe that addressing these preconceived factors 

makes the research more transparent for all stakeholders (Trochim 2006). Merely addressing these 

factors is not sufficient; post-positivists focus on constantly using multiple sources and methods in 

order to show a more accurate picture of reality. Having a post-positivist epistemology, the thesis 

uses triangulation to verify the data, which is described in the following section. 

 

Figure 3.1: New Knowledge Creation 

 
Source: Author’s own construction. 
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types. The thesis applies four instances of triangulation as triangulation raises validity and helps 

facilitate an inductive approach. Triangulation is largely suitable for application in case studies 

(Eriksson & Kovalainen 2008, p.127) as findings and methods are cross-checked. Triangulation 

allows for the researcher to combine different approaches, giving the researcher the flexibility of 

using data deemed most relevant in the context of the case study (Eriksson & Kovalainen 2008). 

The most important triangulation used is method triangulation. Several data-gathering techniques 

were used in order to combine a mixture of qualitative and quantitative data. The quantitative side 

consisted of a customer survey while the qualitative method included two pre-interviews, two 

internal company interviews, and e-mail interviews of an expert panel. This created a high validity 

of the data (see Figure 3.1). Source triangulation was also used in a similar manner in the expert 

panel, which consisted of five industry experts. The experts were purposely selected to reflect 

different perspectives of the industry. The participants included two internal representatives in the 

form of two Betsafe employees, two experts who represented the sports betting industry, and one 

expert who represented academia but had knowledge of the industry (see Figure 3.2). Also applied 

is researcher triangulation, where “several researchers analyse the same empirical data and cross-

check their findings” (Eriksson & Kovalainen 2008, p.124). This is done together with a fellow 

student, Rasmus Friis Hansen, increasing the validity of the interpretation.  

 

Figure 3.2: Expert Panel and Source Triangulation 

 
Source: Author’s own construction. 
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Paradigm triangulation was also applied, as the thesis mixes the application of post-positivism with 

hermeneutics. This is done in order ensure a clear understanding of customer loyalty in the betting 

industry yet also ensure a clearly measurable set of data highlighting the customer loyalty situation.  

3.4 Research Strategy and Approach 
A case study is the primary research strategy applied in the thesis. A case study often uses a mix of 

methods and research approaches which are used throughout the thesis. According to Wilson, an 

inductive method is “a theory-building process, starting with observations of specific instances” 

(Wilson 2010, p.7). The researcher started out with customer loyalty theory while looking at the 

data and developments from the sports betting industry. The research was partially built on 

customer loyalty theory as many interview questions were directed toward the topic. At the same 

time, observations through interviews created the thesis case where customer loyalty was lacking, 

supporting Eriksson and Kovalainen’s (2008, p.116) notion that “quantitative data can also be used 

to construct a ‘case.’” An inductive approach is the preferred method in order to achieve the 

findings in the thesis, as the research “begin(s) with examining the social world and, in that process, 

develop a theory consistent with what you are seeing” (Esterberg 2002, p.7). As a loyalty strategy 

process model is built, theory becomes the outcome of the researcher’s findings within customer 

loyalty, thereby supporting an inductive method (Wilson 2010). As the researcher applies several 

instances of triangulation, this further supports the inductive approach. 

 
In one of the very first research instances, namely the pre-interviews, the researcher tries to discover 

and seek to understand the betting environment. The questions are open ended; all gained 

knowledge is of use to the researcher. This phase is called exploratory and is in this case based on 

qualitative data. Exploratory research is a method “to ask open questions to discover what is 

happening and gain insights about a topic” (Saunders et al. 2012, p.171). The findings from the pre-

interviews were used in the customer loyalty survey, and when the researcher learned new 

knowledge in the field of customer loyalty, he added this knowledge in the following research 

methods. This process is referred to as an iterative process, where the researcher goes back and 

forth and adjusts the research methods according to the newest findings. On the quantitative side, 

the research is descriptive; empirical data and vital figures are used to describe the industry. A 

descriptive approach in itself is not sufficient; therefore it is combined with other methods such as 

the coefficient-based approach. The research approach is also coefficient based as the averages of 

the gathered data are used in order to compose a prognosis. Various phases require application of 
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differing methods. The approach used most in the research is the inductive and iterative approach. 

The author works to attain knowledge through a circular rather than a linear pattern. The researcher 

does not have one particular starting point, but rather both theory and data combine to create 

hypothesis and theory and readjust these during the research process. 

3.5 Analytic-Synthetic Problem-Solving Method 
The problem formulation of the research has been identified in Chapter 1. The analytic-synthetic 

problem-solving method is a course of method used in order to solve a particular issue. More 

clearly, it is a means of understanding what can and should be done in the organization to go from 

the current condition in order to achieve a wanted state (Ingebrigtsen & Ottesen 1993). This method 

involves identifying a specific problem and applying insight and assessment in order to create a 

solution (Ingebrigtsen & Ottesen 1993). This entails a twofold process: first, clearly defining, 

understanding, and structuring the problem, and second, based on the elements of the problem, 

forming a synthesis creating a foundation for a solution (Ingebrigtsen & Ottesen 1993). 

 
In the context of the thesis, the current state of Betsafe is a large amount of focus, efforts, and 

resources on new customer acquisition and the lack of the same within customer loyalty and 

retention. Therefore, the wanted state is increased customer loyalty in order for Betsafe to reap the 

benefits of this wanted state. This is confirmed by both Betsafe managers and the results of the 

customer survey, and is not merely based on the opinion of the author. However, according to 

Ingebrigtsen and Ottesen (1993), even the opinions of the managers are a subjective observation of 

the needs of the company. Betsafe’s Danish department also addresses the need for more focus on 

this issue in the entire company. Therefore, the perspective of the problem identified is between a 

department level and an organizational level. Betsafe faces a negative, actual problem since the 

findings show that the customer loyalty level at Betsafe is lower than in the rest of the industry. 

Awareness of the level of perspective is vital in order to avoid a common misunderstanding when 

creating a solution – namely, believing that the problem will be solved once a plan is presented 

(Ingebrigtsen & Ottesen 1993). Once suggestions are proposed, there are many other factors that 

have to be in place, such as whether the suggestions and the plan will be suitable for the 

organization (Ingebrigtsen & Ottesen 1993). Therefore, an evaluation is important for the 

suggestions in the thesis and will be made toward the end of the project.  
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Several elements of the problem must be identified in order to attempt to solve it. These elements 

include the goal, parameters of action, the surrounding sphere, and the independent sphere 

(Ingebrigtsen & Ottesen 1993). The thesis uses only the first three factors as the independent sphere 

is not deemed relevant to the project. The goal identifies the wanted state of increased customer 

loyalty as a measurable entity. The parameters of action include the activities that will be engaged 

in to achieve the goal. In the case of Betsafe, this means identifying the strategy and tactics that will 

help achieve the goal of increased customer loyalty. This will be covered in the suggested strategies 

and in the proposed loyalty strategy process model. The surrounding sphere is how effects of the 

parameters of action affect stakeholders such as customers and competitors. For Betsafe this would 

mean the reaction of customers and competitors to this effort to achieve increased customer loyalty. 

These elements will be identified in detail in the later chapters since they are based on the research 

findings and analysis. 

3.7 Qualitative Research 
The qualitative research of the thesis had extensive empirical groundwork, which also supported the 

foundation of the quantitative analysis. The qualitative study gathered data from three main sources, 

namely 

• two regular betting customers 

• two Betsafe employees 

• five industry experts 

The sources were interviewed using various methods that were deemed most relevant for the 

process of the thesis. The exact details of each method are described in the below section. 

 
The Betsafe employee interviews and the customer loyalty survey were both conducted in 

cooperation with Rasmus Friis Hansen, a student at Copenhagen Business Academy. This was done 

for several reasons. First, the researchers pooled together resources and reached out to their 

respective networks in order to get as many survey respondents as possible. This collaboration also 

resulted in access to two Betsafe employees. Second, Hansen was also writing a project on the 

betting industry and would eventually also interview the same people in the industry. Therefore, in 

order to respect the employees’ time, the interviews were combined. This collaboration also gave 

the author the possibility of discussing and interpreting the interview and customer survey findings 

with a peer, increasing the validity of the interpretation. 
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3.7.1 Two Betting Customers – Peter Bjerregaard and Magnus Jacobsen 

When the author initiated the research process, it was a priority to understand and gather general 

insight on the betting environment. The interviews with Peter Bjerregaard and Magnus Jacobsen 

served two purposes – to acquire knowledge of the betting environment, and to support the structure 

of upcoming interviews and the customer loyalty survey. The interview with Bjerregaard was semi-

structured and lasted approximately 37 minutes (Appendix 2 and CD). The semi-structured format 

allowed the interviewer and the interviewee to follow up with any questions or comments that 

needed a deeper understanding, and permitted the interviewer to probe the interviewee for more 

information. Probing allows the interviewer to get “the respondent to tell you more about something 

where you sense there is more to be told” (Gillham 2005, p.32). The semi-scripted interview 

allowed the interviewer to often clarify the opinions of the interviewee (Gillham 2005). The 

researcher actively tried to use open questions as “open questions encourage more speech” 

(Eriksson & Kovalainen 2008, p.83). The previously described techniques have been applied to all 

the face-to-face interviews. The interview was broken down into two main parts. The first part was 

about regular betting habits with questions as to why, when, how, and where the interviewee bets. 

The other part of the interview focused on customer loyalty within betting and the interviewee’s 

perspective and habits on this matter. As suggested by (Hill & Alexander 2000), the interview 

served as a pre-screening of the loyalty survey questions and answer options. The interview was 

also used to determine which factors are of most importance when choosing a bookmaker and when 

recommending a bookmaker. The identified factors were then added as answer options in the 

customer loyalty survey. This was done in order to avoid assumptions based on previous knowledge 

of the field and to ensure a solid scientific research approach. 

 
The second interview was with Magnus Rostgaard Jacobsen (Appendix 3) and was an e-mail 

interview due to time constraint. Only three questions were asked, inquiring into which bookmaker 

he used, what factors were of importance when choosing a bookmaker, and what factors were of 

importance when recommending a bookmaker. Both opinions were of importance since Bjerregaard 

represented an average online player while Jacobsen represented a physical better. Both fields had 

to be covered in order to ensure questions and answer options that would cover both the online and 

the physical betting market. The purpose of the thesis and the interview was clearly communicated 

approximately two weeks before the interview in order to get the interviewees thinking about the 

topic. The purpose was also restated at the beginning of the interview (Gillham 2005). Both 
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interviews were completed in Danish as this was the native language of both interviewees and 

ensured the correct understanding of the answers.  

3.7.2 Betsafe Employees – Thomas Holm and Tony Brandenborg 

Two face-to-face in-depth interviews took place with two Betsafe employees. The employees had a 

double function – they served as an internal source of knowledge on Betsafe and also functioned as 

industry experts. Thomas Holm is the Danish sports book manager in the Betsson Group, while 

Tony Brandenborg is the Danish country manager responsible for both Betsafe and NordicBet. 

Each interview lasted approximately 50 minutes and was conducted in Danish, as both were fluent 

speakers. Both Holm and Brandenborg were asked the same semi-scripted questions with the 

exception of one extra question category for Brandenborg. Apart from everything else, he was also 

asked about the differences between Betsafe and NordicBet. This was done in order to gain more 

perspective on Betsafe through clear contrasts to NordicBet. The questions to both managers were 

divided into two parts, namely about Betsafe in the context of the industry and Betsafe in the 

context of customer loyalty. The first part of the interview entails questions into the current state 

and the future of the industry and market predictions. The second part focuses on Betsafe and its 

work with customer loyalty. The second part also focuses on loyalty in the context of the industry. 

Each manager is asked to name the factors by which customers choose a bookmaker and thereafter 

name the factors by which the better will remain with the bookmaker. The probing and clarification 

techniques mentioned in the above section were also applied in these interviews. All questions can 

be seen in appendix 4 and 5, and the full interviews can be heard on the attached CD. 

3.7.3 Industry Experts  

In total five industry experts were interviewed in order to build a solid market prognosis for the 

industry. Two of the experts were the abovementioned Tony Brandenborg and Thomas Holm. The 

remaining three consist of people who have been or are actively involved in the industry. They 

include Thomas Rørsig, head of communications at Danske Spil, Andreas Ishoy from YouGov, 

who did a study on the sports betting industry, and Troels Troelsen, sports economist at 

Copenhagen Business School. The initial idea was to get a prediction from each large bookmaker 

on the market; therefore representatives from Bet365, Unibet, Ladbrokes, and an industry 

organization, DOGA, were contacted but with no luck. The e-mail interviews consisted of six 

questions, half of which asked about the general industry trends, the other half asking about 
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customer loyalty trends. The questions can be seen in Appendix 9, and the answers are described in 

the findings and incorporated into the external analysis. 

3.8 Quantitative Research 
The quantitative research for the thesis comprised a customer survey. A purposive sampling 

technique (Ucdavis.edu 2007) was used; the specific target group of the survey was set to 18–45-

year-old males, and the only participation criterion was that the participant had tried to bet on sports 

in Denmark at least once. The main segment of 18–45-year-old males matched Betsafe’s primary 

target group (Tony Brandenborg Interview 2013). The average Betsafe customer has bet on sports 

more than once, but the initial reason for setting the threshold to one bet was that these users reflect 

potential customers. The researcher tried to create a snowball sampling effect by urging participants 

to share the survey with other possible participants (Ucdavis.edu 2007). The survey contained 17 

questions asking about four aspects, namely the industry, consumer’s general betting habits, loyalty 

habits, and demographic data. The survey was distributed online in three main ways: Facebook, e-

mail, and relevant Internet sites. The researcher chose not to distribute the survey physically since 

the majority of the answers would be primarily from Danske Spil. This would reflect the market 

situation but would be a rather one-sided answer. In addition, Betsafe is a purely online bookmaker; 

therefore, the online answers were of most relevance to the researcher. The author’s intent was to 

post the survey in communities and forums where a large cluster of betters was present. Sport 

betters obviously have an interest in sports and therefore often consume on media that cover the 

topic. For example, the survey was distributed through bold.dk (football news) and odds1.dk 

(betting news and suggestions). Apart from betting sites and Facebook groups with betting 

suggestions, the survey was posted on wider gambling forums which covered other moneytainment 

games such as poker. This is reflected in Brandenborg’s statement about sports betting and regular 

gambling going hand in hand (Tony Brandenborg Interview 2013). The survey invitation promised 

a donation to Ludomaniforeningen if the survey reached 1000 respondents. This was done in order 

to create an incentive to participate, successfully leading to 657 respondents. The sample of 

customers who chose Betsafe as their preferred bookmaker is not large enough to give a sufficient 

and true representation of customer loyalty within Betsafe. However, the sample does give a solid 

indication. 
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3.8.1 Measuring Customer Loyalty Through Quantitative Data 

In order to receive an accurate measure of customer loyalty, it is important to measure it in the 

correct fashion. In order to systematically measure customer loyalty, two main quantitative 

questions on loyalty are asked. This supports Hill and Alexander’s (2000) notion of combining at 

least two loyalty measurements in order to achieve an accurate measure of customer loyalty. In 

question 3 and question 11, the answers are presented using the Likert scale, each answer given a 

numerical value between 1 and 5. The numerical value is not directly visible to the participant; 

rather, the participants are asked to rate their preferred bookmaker based on descriptive values such 

as “the worst” or “the best.” Choosing statements rather than numerical values might force the 

respondent to read and thereafter consider the answers. Connecting a numerical value to the 

statements clearly quantifies the data, facilitating measurable values for the researcher. If the study 

is to be made again in the future, assigning numerical values to the statements will help the 

researcher clearly measure the changes. In question 3, the participants are asked to rate their 

preferred bookmaker compared to other bookmakers they know. “The worst” is given a numerical 

value of 1 while “the best” is given the numerical value of 5. In question 11, questioning the 

recommendability of their bookmaker, different statements are given about how the participant 

feels. Each statement is also given a hidden numerical value from 1 to 5. After the participants have 

addressed each question, the numerical values of each individual participant are combined. These 

combinations display the degree of loyalty of individual customers in relation to their preferred 

bookmaker. The score of 5 + 5 gives the highest loyalty value, 10, in customer loyalty. Any score 

from 8 to 10 falls in the category of totally committed. Any respondent scoring below 5 is 

considered to be not committed. The loyalty values are based on constructions by Hill and 

Alexander (2000) in the Handbook of Customer Satisfaction and Loyalty Measurement. If one of 

the two loyalty questions has not been answered, the participant’s answer will automatically be 

disqualified. Including a numerical value from only one question will largely distort the average 

loyalty scores. Therefore, the functioning sample of the respondents in this case is n450. 

3.9 Secondary Data 
Secondary data in the form of various literature such as scientific articles, academic books, and 

regular online articles from newspapers were used. These were primarily used in order to support 

the findings of the thesis and increase the knowledge on the sports betting topic. Another valuable 

source of information was two internal Betsafe reports. These are confidential and therefore not 

attached. The reports have been referred to in the thesis and are in the hands of the author if 
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confirmation is needed. The reports were conducted by a consulting agency that focused on 

gathering insight into current trends in the market, customer behavior, and betting profiles, as well 

as propose what Betsafe can do in order to rebrand itself (BlueCarrot 2013; BetssonAB 2013). 

3.10 Validity and Reliability 
The data in the customer survey consists of a very broad sample of 657 participants (Appendix 1). 

The sample is composed of 90 % males, and 77 % of participants are 25 years old or younger. 

Therefore, the data will not be weighted as the sample is extremely skewed and thereby not 

nationally representative (NatRep). Rather, the sample is user-profile weighted, which represents 

the tendency in the sports betting industry where more than nine out of ten people in the sports 

betting population are males. In terms of age and income, there exists no standard industry 

distribution, and therefore there is no standard norm to compare and weigh the data with. Thus, the 

validity of the data can be debated. However, the reliability of the data is particularly high. 

According to Bryman and Bell (2011), “Reliability is concerned with the question of whether the 

results of a study are repeatable.” Whether the results are repeatable demonstrates the consistency 

of the findings. Reliability focuses largely on the quantitative findings of the research (Bryman & 

Bell 2011). A way to test reliability would be to conduct the customer loyalty survey again and 

check for variation. Bryman and Bell (2011) define this as stability. Variation over time, even 

within a short period, cannot be avoided, as customer loyalty is a subjective matter based on many 

factors, such as latest experience. However, having n546 fully completed surveys creates a reliable 

foundation for the findings in the thesis. This sample size has a very high reliability with a very low 

margin of error lying between 1.7 % and 4.0 % (Appendix 6). 

3.11 Relevance, Actuality, Degree of Detail, and Possible Analog Use of Data 
The data is deemed highly relevant to the study as it investigates customer loyalty directly. For 

example, questions in the customer survey clearly address the main reasons for the creation of 

customer loyalty or the lack of it. Despite the relevancy of the data, its application is by no means 

generic, and it can therefore not be applied to any other industry. The results of the analysis are 

mostly applicable to the sports betting industry. The application of the data-gathering method is 

useful and can thus be transferred to an analog industry; however, the data itself has little relevance 

in other industries. Its relevance and high degree of detail specifically to one industry diminishes 

the data’s application in an analog industry. As the data is from December 2013 to April 2014, the 

actuality of the data is very fresh. The development of the industry is fast; however, consumer 
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trends do not shift from one day to the other but develop over time. The actuality of the data is 

therefore categorized as high. Table 3.1 summarizes the data based on its performance in different 

categories. 

Table 3.1: Review of Data 

Review of Data Degree of the Parameters 

Validity Low 

Reliability Very High 

Relevance High 

Actuality Very High 

Degree of Detail Medium–High 

Possible Analog Use Very Low 

Source: Author’s own construction. 

3.12 Limitations 
Certain factors such as personal income, limited amount of time, and general access to resources 

limit the research possibilities of the thesis. The limitation section in scientific research addresses 

the factors that the researcher could not control or that influenced the study (USCLibraries 2014). 

One of the most important limitations of the thesis is access to the most optimal sources of data. For 

example, it would be optimal to interview executives higher up in Betsafe’s organization, such as 

the CEO. These individuals often have more strategic insight into the future of the industry and the 

organization in general. This also applies to the expert panel, as the optimal panel would include 

head representatives for each bookmaker. However, the current social and professional reach of the 

researcher is limited to certain individuals in the hierarchy. Another common limitation is 

intentional or unintentional bias that cannot be entirely avoided. Bias will always be a variable 

when doing scientific research as bias is based on previous experiences and beliefs of people 

(Esterberg 2002). An example of this is the definition of customer loyalty and loyalty in general. 

Loyalty is largely a subjective matter, even for the author. What is perceived as customer loyalty for 

one individual might not be the same for someone else. This bias and perception regarding many 

other terms is a large limitation in the thesis. Another limitation worth mentioning is the access 

specifically to Betsafe customers. As Betsafe is a relatively small bookmaker, it was challenging to 

seek out its active customers, especially since it was not possible to access them through 

cooperation with Betsafe. The last limitation of the thesis is the project time and page limitations. If 
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the researcher had unlimited time and space, many more aspects of customer loyalty in Betsafe 

could have been researched. Therefore, reference is made to Suggestions for Further Research in 

Chapter 15. The researcher actively tried to decrease the influence of these uncontrollable variables 

through triangulation. For example, a mix of quantitative and qualitative data prevents the reliance 

on only one type of empirical data. Triangulation also ensured the use of different types of sources.  

 
The methodology chapter gave an insight into how knowledge is created in the thesis. Two 

scientific philosophies are combined, namely hermeneutic phenomenology and post-positivism. The 

researcher uses triangulation in various ways in order to improve the overall validity of the thesis, 

thus supporting an inductive approach and an analytic-synthetic problem-solving method. The 

research works iteratively, going back and forth between the research design and new knowledge 

creation. The next chapter will present the main empirical findings of the research. 

Chapter 4 – Main Empirical Findings 
This section will present the reader with the major findings of the empirical data. Only relevant 

findings will be covered in this section; however, the data in its entirety is located in the appendix. 

This includes all visual representations of the data, along with the interview questions. This section 

presents selected and relevant data from the customer loyalty survey and the expert interviews.  

4.1 Customer Loyalty Survey 
According to the customer loyalty survey (Appendix 1), the participant’s preferred bookmaker is 

Bet365, chosen by 54.6 % of the population. The survey shows that Danske Spil is not as dominant 

a player on the online market as Bet365. This does not reflect the previously presented market share 

estimates (Thomas Holm Interview 2013) in which Danske Spil had an approximately 60–65 % 

market share and Bet365 about 12 %. The given estimates are not wrong. However, as the survey 

was sent out only electronically, the participants do not represent the customers who bet in physical 

stores. Almost the entire population of customers who make physical bets belongs to Danske Spil. 

The market share estimates from the survey are graphically represented in Figure 4.1.  
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Figure 4.1: Preferred Bookmakers   

 
Source: Author’s own construction. Customer Loyalty Survey (Appendix 1) 

 
As seen above, 2 % of the respondents choose Betsafe as their preferred bookmaker. Holm (Thomas 

Holm Interview 2013) underlines that only 5 % of Betsafe’s customers are regular users. The 

situation is the same for all other suppliers, as users have several accounts with different 

bookmakers. The majority of the participants are satisfied with their preferred bookmaker. Perhaps 

this is not a surprising finding as the term “preferred” was specifically chosen. This term was 

chosen in order to proactively deal with the fact that consumers have multiple betting accounts, and 

in order to make the study relevant, it was needed to specify their preferences for one specific 

bookmaker. Question 4 shows that a very large majority of customers in the industry would 

recommend their preferred bookmaker, with a whopping 85.3 %. However, when looked at 

individually, this cannot be said about each bookmaker. When sampling Betsafe, 58.3 % of those 

who chose Betsafe as their preferred bookmaker would not recommend the company; a minority of 

41.7 % would actually recommend Betsafe. Compare this to the bookmaker with the highest 

recommendation rate, namely Bet365, with an almost 92 % recommendation rating. Only 8 % of 

Bet365 customers would not recommend Bet365. Figure 4.2 shows the recommendation rating for 

the top 4 competitors in the industry. Only the top 4 are represented, as the qualification for this 

category is more than ten respondents.  

 
 

 

54%	  

1%	  

8%	  

29%	  

Betsafe	  2%	   1%	  

5%	  

What	  is	  your	  preferred	  bookmaker	  (the	  
bookmaker	  you	  use	  most	  frequently)?	  

Bet365	  

NordicBet	  

Unibet	  

Danske	  Spil	  

Betsafe	  

Tipico	  

Other	  (specify	  which)	  



	  
|38	  

Figure 4.2: Recommendation Rating for Top 4 Bookmakers 

 
Source: Author’s own construction. Customer Loyalty Survey (Appendix 1) 

 
Despite a smaller market share, it is important for the reader to bear in mind that the Betsafe sample 

is based on a small group of 13 respondents. Samples for the other bookmakers are significantly 

larger (Appendix 1). Nevertheless, these findings clearly shine a light upon an unresolved issue for 

Betsafe. 

4.1.1 Customer Loyalty Factors 

Question 10 asks what the most important factors are when choosing a bookmaker in general. 

Seventy-four percent indicated high odds or price to be one of the most important factors. Price was 

the factor ticked most often by the participants, followed by large selection of sports with almost 

half the participants and large selection of sports bets with 44 %. Good mobile application and 

website were indicated as important by approximately 37 %. Customer service and many physical 

betting locations were also significant, as these were selected by one-fifth of the participants.  

 
The category other (please specify which) gives the researcher an indication of other factors 

influencing the customers apart from the answers listed. Here the customers mentioned live betting, 

bonus, and safety. These make up a very small percentage of the votes; however, the other category 

gives the researcher an indication of unmentioned factors influencing the customers.  

 
Bonus was purposely not selected as an answer option, in order to steer away from common 

answers. As Bjerregaard and Brandenborg mentioned, the bonus has become a new expected norm 

for any better. Therefore, it is very likely that most people would deem the bonus important. The 
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researcher’s intention was to dig further than the bonus or just the odds. People will often indicate 

that the price has an importance no matter what. However, people often do not switch only because 

of price (Hill & Alexander 2000), even though they are least satisfied with price. 

  
Question 5 and question 6 ask a similar question that was closely attached to the context of 

recommendation. Question 4 screens whether customers would or would not recommend their 

preferred bookmakers. If the answer is no, the participant is asked to indicate which factors need to 

be improved. The factor selected most times was once again high odds. In this case, the closest 

factors were better mobile application and better website. The full list is shown in Table 4.1. Under 

other, only one factor made any significance, namely no bet limits.  

 
If the answer to whether the customer would recommend is yes, the participant is asked to indicate 

which factors make them recommend the bookmaker. This time, high odds was not the most 

frequently chosen factor. The ultimate reason why customers would recommend a bookmaker was 

because of a large selection of sports (59 %), closely followed by high odds (52 %). Large selection 

of sports bets (51 %) was also found to be very important. In the previously discussed answers, 

mobile application and website go hand in hand with similar percentages; however, this time 

customers were more likely to recommend their bookmaker on the basis of a good mobile 

application rather than the website, with almost 10 % more votes. The full list is indicated in table 

4.1 and the exact percentages are featured in appendix 1. The factors proactively mentioned by the 

consumers under other include live betting, no bet limits, money transfer, and profit to charity. A 

taxonomy of these using Elling and Jørgensen’s (1997) two of the three levels of loyalty 

development will be presented in this chapter. As stated in the literature review, these factors are 

loyalty-disruptive factors and loyalty-building factors. The last two columns in the taxonomy 

represent these levels. The first column presents the selection factors which can be described as the 

reason why people choose a bookmaker. These factors will be further discussed and compared 

when Brandenborg and Holm from Betsafe give their prediction on selection and loyalty factors 

from an employee perspective. 

 

Table 4.1: Selection and Customer Loyalty Parameters and Determinants 

Selection Factors 
Why do you choose a 
bookmaker? (Reasons why they 
become customers) 

Loyalty-Building Factors  
(Elling & Jørgensen 1997) 
Why would you recommend a 
bookmaker? (Reasons customers 

Loyalty-Disruptive Factors 
(Elling & Jørgensen 1997)  
What would need to be improved 
in order to recommend? (Reasons 
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stay) customers leave) 
1. High odds/price 1. Large selection of sports 1. High odds/price 

2. Large selection of sports 2. High odds/price 2. Better mobile application 

3. Large selection of sports bets 3. Large selection of sports bets 3. Better website 

4. Good mobile application 4. Good mobile application 4. Customer service 

5. Website 5. Website 5. Selection of sports bets 

6. Customer service 6. Customer service 5. Others (no bet limits) 

7. Many physical locations 7. Many physical locations  

8. Live betting 8. Live betting  

Source: Author’s own construction. Customer Loyalty Survey (Appendix 1). 

4.1.2 Demography and Switching Costs 

In question 14, around 69 % of the respondents indicated “student” as their main occupation. This is 

also reflected in the answers to question 15 about annual income, where an almost identical 

percentage indicated that their annual income is below 200,000 DKK. Betting does draw a young 

demographic; however, the demographic also largely reflects the researcher’s social network. This 

is inevitable when the survey is distributed and redistributed via social media platforms. Yet the fact 

that a large population consists of students does not distort the accuracy of the data entirely. 

Students in Denmark are a demographic that bets and thereby falls directly into the 18–45-year-old 

target segment of Betsafe. Another unsurprising finding (Thomas Holm Interview 2013) is that the 

betting population largely consists of men, who comprise almost 97 % of the participants. The 

participants were asked about the switching costs, as these are vital to know when researching 

customer loyalty (Agrawal et al. 2012). For the majority of the participants, it is not a hassle to 

switch bookmakers. Those who ticked “quite easy” and “very easy” combined make up 72 %.  

4.1.3 Betting Habits and Betting Profiles 

Forty percent of the participants bet on a daily basis. Added to those that bet two to three times per 

week and weekly, 75 % of participants bet at least once a week. This shows that the population 

questioned can be said to be very involved in betting. However, financially there is a large 

distribution of how much customers bet per week. A minor majority bet 31–100 DKK per week 

(20 %). The rest of the bets are somewhat evenly distributed (see Appendix 1). Most place a bet of 
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51–100 DKK each time. Only 7 % place over 500 DKK on a single bet. All of the answers 

mentioned vary depending on the demographic and betting profile of the customer.  

 
Many of the participants can be considered to be “leisure” players, as 37 % agreed that the 

statement “I bet because it gives me an exciting break in everyday life” best describes their betting 

motivation. Approximately 30 % bet in order to win big. Most of Betsafe’s customers do not 

resemble the majority of the market, and 40 % chose the statement “I like to beat the odds through 

thorough analysis and statistics.” Half of these bet less than once per month. An overall summary of 

the main findings is made in the next section. 

4.1.4 Main Findings of Customer Loyalty Survey 

• Participants’ preferred online bookmaker is Bet365. 

• Danske Spil is not as big online as offline. 

• The majority of participants are satisfied with their preferred bookmaker. 

• The majority of participants would recommend their preferred bookmaker. 

• 58 % of Betsafe customers would not recommend Betsafe. 

• Top two reasons why customers choose a bookmaker: high odds (74 %), large selection of sports 

(52 %). 

• Top two reasons why customers would recommend a bookmaker: large selection of sports (59 %), 

high odds (52 %). 

• Top two reasons why customers would NOT recommend (factors that need to be improved) a 

bookmaker: high odds (57 %), better website (31 %). 

• Data shows that Bonus is of less importance when choosing or recommending a bookmaker. 

• The majority of participants are students with an annual income below 200,000 DKK. 

• Switching costs in the industry are low. 

Chapter 5 – Findings within Customer Loyalty and Betsafe 

5.1 Customer Loyalty within Betsafe 
Section 3.8.1 on Measuring Customer Loyalty Using Quantitative Data explained the method of 

correctly measuring customer loyalty within the sports betting industry. Chapter 5 presents the 

findings of these particular methods as it reviews the outcome of combining the numerical loyalty 

scores of question 3 and question 11 together. This shows how Betsafe performs on the previously 

chosen customer loyalty parameters. By themselves, these measurements do not show much, and 
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neither do the measurements for the industry. There is no historical data on customer loyalty within 

the betting industry, nor is data available from an analog industry. However, this data can be used to 

compare individual bookmaker loyalty against the industry and also in comparison to the top three 

competitors in order to see how Betsafe performs. In order to achieve a better understanding of the 

loyalty scores, the researcher has integrated two customer loyalty frameworks in the table below 

(Table 5.1). 

 
Table 5.1: Framework for Loyalty Scores 

Loyalty Scores Loyalty Profile (Hill & 

Alexander 2000) 

Equivalent on Loyalty Ladder 

(Baron et al. 2010) 

< 5 No Commitment (Dissatisfied) Customer 

5–6 Low Commitment Customer 

7–8 Habitually Loyal Client 

8–10 Totally Committed Advocate 

Source: Hill & Alexander (2000) and Baron et al. (2010) 

 
The integrated framework combines Hill and Alexander’s (2000) loyalty profiles and Baron et al.’s 

(2010) loyalty ladder. For example, a score of 8 to 10 indicates that the customer is totally 

committed and thereby an advocate of the bookmaker. Elling and Jørgensen (1997) have also 

referred to these as golden customers. The above frameworks have already been explained in the 

literature review. 

 
Figure 5.1: Loyalty Profile for Betsafe 

 
Source: Author’s own construction. Customer Loyalty Survey (Appendix 1). 
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Figure 5.1) shows the overall loyalty profile of Betsafe’s customers. What can be noticed is a 

majority of habitually loyal customers. However, 25 % have no commitment nor loyalty toward 

Betsafe. These individual’s total score compounded to below 5. In other words, it can be said that 

one out of every four customers who choose Betsafe as their preferred bookmaker is not loyal at all 

and demonstrates no commitment. These individuals would never recommend Betsafe and believe 

that Betsafe is a worse performer compared to other bookmakers in the industry. In order to 

investigate whether this number is high or low, it is important to compare Betsafe’s loyalty profile 

with the loyalty profile of the sports betting industry in general. The loyalty profile of the sports 

betting industry is presented in figure 5.2. 
 
Figure 5.2: Loyalty Profile for Betting Industry 

 
Source: Author’s own construction. Customer Loyalty Survey (Appendix 1). 

 
The above loyalty measures in the industry combine the total loyalty scores of all bookmakers on 

the market. Customer loyalty does indeed exist in the industry. This statement is supported by the 

fact that 81 % of the customers are either totally committed or habitually loyal toward their 

bookmaker. Betsafe’s performance in the positive end of the loyalty scale (scores 7–10) is worse 

than the industry’s. In fact, Betsafe performs worse than the industry in each individual category 

(see Figure 5.3 for comparison). Only 4 % of customers in the industry are said to be not committed, 

yet for Betsafe this figure is a stunning 25 %. At the opposite end, the industry once again 

outperforms Betsafe. Thirty-two percent of customers are totally committed while only a bit more 

than half of that figure (17 %) are totally committed to Betsafe. Loyalty performance against 

competitors is also used in order to establish the strength of Betsafe’s loyalty profile. Therefore, the 
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loyalty profiles of the biggest three direct competitors have been individually measured. The 

individual profiles of the three competitors can be seen in detail in Appendix 7. Bet365 has by far 

the most loyal customers in the industry. A stunning 93 % of Bet365 customers are at the positive 

end of the loyalty scale, meaning that Bet365 outperforms the industry average by 12 % in terms of 

customer loyalty. Another pattern worth noticing is the extremely high amount of totally committed 

customers, at 44 %. This means that Bet365 customers actively recommend Bet365 and believe that 

it is the best bookmaker on the market. Their rate of non-committed customers is only 1 %. 

Benchmarked against Bet365, Betsafe’s loyalty performance is even worse than compared to the 

industry. The overall comparison of Betsafe with the industry and its competitors including the 

given scores are illustrated in figure 5.3. 
 
Figure 5.3: Betsafe Loyalty Performance Against Rest of Industry 

 
Source: Author’s own construction. Customer Loyalty Survey (Appendix 1). 
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• Betsafe performs worse than the industry. 

• Betsafe performs worse than Bet365, Danske Spil, and Unibet. 

• Betsafe has the worst customer loyalty profile. 

• The majority of Betsafe customers are habitually committed. 

• Of Betsafe customers, 25 % are not committed (score below 5).  

• Betsafe has most non-committed customers in the industry. 

5.3 Findings within Customer Loyalty Factors – Employee Perspective 
Apart from being asked about general tendencies in the industry, the two Betsafe employee 

interviewees, Thomas Holm and Tony Brandenborg, were asked about customer loyalty. According 

to Brandenborg (2013), there is a lack of focus on customer loyalty. He states, “Customer loyalty 

focus lies three or four years into the future. This is because we are still a young industry.” They 

were both asked which parameters are decisive when customers choose a bookmaker, and which 

parameters are decisive when customers choose to stay with a bookmaker. Their answers are 

presented in Appendix 7. For ease of use, their answers have been categorized into topic groups. 

For example, Brandenborg mentions the importance of a chat function, which has been labeled 

under the service topic group. The factors in this section are in random order as the employees were 

not asked to rank these. Chapter 4 presented the loyalty factors from the perspective of customers. 

In order to establish possible loyalty creation opportunities, it is important to analyze how the 

employee answers deviate from the six most significant loyalty-building factors and loyalty-

disruptive factors in the betting industry. The constructed table below shows the discrepancies 

between the two perspectives (Table 5.2). What is important to notice is the factors actively 

mentioned by the customers but not mentioned by the employees. In order to tackle the customer 

perspectives, these discrepancy factors provide knowledge of a gap between the loyalty beliefs of 

the employees and the loyalty demands of customers. The method has low reliability as only two 

Betsafe employees were interviewed, therefore a critical stance towards these discrepancies is 

needed. However, the discrepancies do give an indication of the lag between the loyalty beliefs of 

customers and the employees. The four discrepancies will later on be used as a foundation for 

further developing Betsafe’s product.  

 
Table 5.2: Discrepancy Elements 

 Customers Employees Δ = Discrepancies 

High Odds ✔ ✔ None 
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Large Selection of Sports ✔ ✔ None 

Better Mobile Application ✔ ✗ Better Mobile 

Application 

Large Selection of Sports Bets ✔ ✔ None 

Better Website ✔ ✔ None 

Customer Service ✔ ✔ None 

No Bet Limits ✔ ✗ No Bet Limits 

Many Physical Betting 

Locations 

✔ ✗ Many Physical Betting 

Locations 

Live Betting ✔ ✗ Live Betting 

Source: Author’s own construction.  

Chapter 6 – Market Prognosis 
The overall method of investigating the market prognosis for the Danish sports betting industry was 

presented in Chapter 3 of the thesis. This section will present the actual findings and predictions of 

the market prognosis investigation. The market prognosis is created in order to predict the future 

profitability of the industry and in order to see whether the market will still be lucrative. The graph 

below shows the individual predictions of the chosen experts. Year 2012 and 2013 have already 

occurred and are thus constant. These years are included in the chart as the experts were given these 

figures to help them predict their estimates, and the expert estimates are illustrated as a continuation 

of year 2012 and 2013 (see figure 6.1).  
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Figure 6.1: Expert Predictions of Sports Betting Market in Denmark 

Source: Author’s own construction. 

	  
Once the experts had given their estimates of the industry, the researcher calculated the average 

historical growth of the market. These estimates were based on the average percentage increase 

from year 2012 to 2013. Data prior to 2012 is deemed irrelevant as deregulation of the market 

occurred only in 2012. From 2012 to 2013, the industry grew from 1.17 to 1.5 BSI in billion DKK, 

an approximately 22 % increase. Based on the 22 % increase, a prognosis based on the historic 

annual percentage growth is made and integrated into figure 6.2. 

  
It is very important to be critical about the 22 % annual increase. 2012 was the year where new 

competitors entered the market, thereby driving sales through heavy marketing and promotion 

efforts. Therefore, the figure can be said to be too high to be used as an indicator, however factually 

it is the right measure to use. The historical average of the industry is combined with the expert 

estimates in order to give a solid statistical foundation for a final prognosis. Figure 6.2 below shows 

the averages of the experts including the historically based annual percentage growth.	  	  
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Figure 6.2: Historic-based and Expert Prognosis in BSI and Billion DKK. 

	  
Source: Author’s own construction and calculation. 

 
The yearly averages of the above six indicators have now been calculated in order to give a final 

market prognosis prediction for the years 2014 through 2016. The final prognosis is illustrated 

below in figure 6.3. The predictions indicate that the sports betting market in Denmark is and will 

continue to be a largely lucrative and profitable market. The market will experience heavy growth 

to 1.64 in 2014, 1.83 in 2015, and around 2.0 billion in 2016. Several experts have mentioned that 

the market is consolidating to several major players; nevertheless, the potential of the market is 

enormous, even for the smallest competitor.  
 
Figure 6.3: Final Industry Prognosis in BSI and Billion DKK. 

	  
Source: Author’s own construction and calculation. 
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Chapter 7 – Internal Analysis of Betsafe 

7.1 The McKinsey 7S Framework 
The McKinsey 7S framework will be used in order to analyze Betsafe internally as an organization. 

The 7S framework is a strategic assessment model (Singh 2013) containing seven elements, namely 

strategy, structure, systems, shared values, style, staff, and skills. The model mainly displays the 

organizational activities, as well as the internal infrastructure of the company (Singh 2013). 

According to Singh (2013, p.40), the 7S framework is “a model for analyzing organizations and 

their effectiveness.” The seven elements need to be aligned in order for the firm to be successful 

(Singh 2013). In order to fully assess each element for Betsafe, at times it will be necessary to draw 

upon traits from the Betsson Group as Betsafe by itself leans closely upon its initial owner and does 

not always have individually defined elements. For example, the shared values are not of Betsafe 

but of Betsson Group, since Betsafe is a brand within Betsson Group’s portfolio. While using the 

framework, the author will try to explain how some of these elements relate to the function of 

customer loyalty and retention within Betsafe. 

7.2 Structure 

 
Figure 7.1: Organizational Structure of Betsson Group 

Source: Tony Brandenborg Interview (2013) 

 
The structure of Betsafe underlies the overall organizational structure of the Betsson Group. Betsafe 

and the Betsson Group are a global organization with a complex structure. The organizational chart 

is shown in Figure 7.1 above. The geographic span of Betsafe covers 450,000 customers from 100 

different countries (Betsafe.com About Us 2013). From an organizational perspective, this is 
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expressed in its product being created in multiple countries rather than from a regional office in 

each specific country. The Danish office, for example, having approximately five employees, has 

specific functions, such as new customer acquisition in Denmark. Its role is to make the product 

relevant and communicate it out to the Danish consumer, produce Danish sports book, and other 

tasks (Tony Brandenborg Interview 2013). Danish customer support is based entirely in Malta, 

while the organizational leadership is directed from both the Malta office and the main office in 

Stockholm, Sweden. The structure can be said to be rather vertical as someone always reports to 

someone further up in the organizational chain. Holm (2013) states, “Just like in any large 

organization, you can always come with suggestions, but these will be reviewed by your superiors.” 

Despite being a global group, the company is predominantly Swedish, which is largely reflected in 

its marketing activities and organizational culture (Tony Brandenborg Interview 2013).  

7.3 Strategy 
Betsafe’s strategy prior to the upcoming year was focusing on the average sports fan who bets on 

his teams of interest during the weekend (Tony Brandenborg Interview 2013). This coming year, 

the Betsafe focus and strategy will be shifted to customers who represent more value in terms of 

amount and volume of bets. Their value is 12–15 times larger than the average sports better. These 

are characterized as “big players” whose needs are much more complex. The company’s focus also 

lies in increasing the average lifetime value of these customers. This shift in segment will help 

Betsafe reach its overall goal of 15 % bottom-line growth in 2014 (Tony Brandenborg Interview 

2013). It is worth noticing that country managers get measured and rewarded on one single 

measurement, new customer acquisition. This underlines that management relies heavily on growth 

by acquiring market share. 

7.4 Systems 
This paragraph will focus on the systems used specifically for customer loyalty within the 

organization. The division of activities and projects is quite clear in Betsafe. The Danish Betsafe 

office and Marketing Director Tony Brandenborg are responsible for acquiring new customers. 

Betsafe uses multiple channels and platforms to communicate its product. The marketing 

department has close links to the Danish media, to which Betsafe often feeds different stories of 

relevant bets. It also advertises on television and uses multiple website affiliates to acquire new 

customers. Just like many other bookmakers in the industry, Betsafe offers a cash bonus of 1000 

DKK to all new customers that has to be converted on the website. The product is offered 
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throughout the website but can also be accessed through a smart phone or a tablet. Betsafe currently 

does not have a native application for its product but rather a website modified for a smart phone or 

tablet. Brandenborg is measured on only one target, namely how many new customers join Betsafe. 

According to Brandenborg (2013), “As soon as a new customer is acquired, that task basically 

leaves my table and moves on to the Malta office that is responsible for retention activities.” He 

adds, “All retention activities happen in Malta, and often these become very generic and not 

specific to the Danish market, since these activities are somewhat global.” Generally, he feels that 

Betsafe does not do enough in terms of customer retention and loyalty (Tony Brandenborg 

interview 2013). Holm also supports his concern. They both believe that there is a lack of focus on 

customer loyalty and retention activities in the industry.  

7.5 Shared Values 
Betsson has a strong company culture and makes an effort to constantly improve it. This is reflected 

in one of Betsson’s mission statements: “We are a creative and dynamic company built by 

passionate employees” (Betsson Magazine 2012, p.24). As the company has chosen to “grow 

organically via acquisitions,” as described in its strategy (Betsson Magazine 2012), it is important 

for the company to keep investing in creating shared values and a strong company culture. It 

constantly acquires new companies to its umbrella corporation; therefore, Betsson often experiences 

that many employees from an old firm join the Betsson team all at once. In order to avoid cliques 

and internal conflicts, Betsson constantly works on creating a common Betsson culture. Every 

employee of Betsafe becomes a Betssonite. Betsafe is a brand of this umbrella corporation. Its 

individual slogan is “In it to win it” (Betsafe.com About Us 2013). Betsafe shares the missions of 

the Betsson Group, which include the missions “We deliver fun, fair and creative online gaming 

experiences to people” (Betsson Magazine 2012, p.24) and “We strive to be the best where we 

choose to play” (Betsson Magazine 2012, p.24). It is hard to say whether employees sitting with 

Betsafe see the company as an individual entity or an integrated part of the Betsson Group. 

Nevertheless, a quote from a Betssonite from Malta suggests that “the company is known for its 

strong values, caring for its employees, and it is a company where high performers strive…” 

(Betsson Magazine 2012, p.53). It could be argued that more effort is put into pleasing and 

integrating the employees in Malta as Betsson has an interest in reducing churn in that particular 

office. Employees sitting in the various regional offices might not feel a similar integration into the 

culture. This can be due to geographical and cultural distances. 
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7.6 Style 
Betsafe is a data-driven company (Tony Brandenborg Interview 2013). Data is gathered about every 

possible aspect of the company, including customer satisfaction, employee satisfaction, and 

customer loyalty. However, according to Brandenborg, the company is yet to use this data in an 

efficient way in order to make improvements. He feels that often this data is gathered and stacked in 

a report that is given to the CEO, but no more development work happens on the basis of these 

reports. This indicates a gap between the leadership of the company and the employees closer to the 

customer. This gap is both communicative and execution distorted, meaning that there might be 

distance between command given and the actions wanted from the “floor” and vice versa. The 

employees closest to the consumers, those who have their finger on the pulse of the consumer, 

might unintentionally be cut off from communicating with the leaders of the company. Despite this 

communication barrier, the leadership style seems to be effective as everyone within the company 

has relevant targets. This efficiency is reflected in the financial success of the group for the past five 

years (Betsson Annual Report 2012). The organization largely functions in groups, whether these 

are geographically placed, function-wise, or market specific. Once again, it is inevitable to have a 

natural division of the employees when geographical limits are in play. However, the tasks could be 

more efficiently divided in order to serve each geographical market a bit better. For example, a 

suggestion could be to move retention activities of Betsafe to the Danish office rather than keep 

them in Malta. 

7.7 Staff 
As this thesis tries to focus on a purely strategic level, the staff element goes further in-depth with 

specifics of employee positions and which positions need to be filled. These are deemed not 

relevant to the thesis, as these cover a much more practical approach and a human resource 

perspective. Both of these are positioned outside the spectrum and limitations of the project. 

7.8 Skills 
In this thesis, the skills element will focus on the skills and skill gaps of Betsafe primarily in the 

context of customer loyalty (Mind Tools 2014). It is clear that the strategy of Betsafe largely 

focuses on increasing market share through new customer acquisition. It is therefore also good at 

acquiring new customers; however, if only 5 % of their customers choose Betsafe as their preferred 

bookmaker, it has a clear problem with activating its current customer base and increasing their 

loyalty toward Betsafe. Brandenborg (2013) points out this weakness: “Loyalty is not our strongest 
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side, and this does not only apply to Betsafe, but across all our brands.” He also states, “We have a 

tendency to underestimate working with customer loyalty” (Tony Brandenborg Interview 2013). 

The skills of the staff are monitored on a quarterly basis through KPIs such as number of new 

customers. None of the KPIs are focused on Betsafe’s ability to create customer loyalty or on 

retention rates. Several KPIs focusing specifically on customer loyalty can be suggested, such as 

average lifetime value compared to previous years and the loyalty profile score described in 

Chapter 3 of the thesis. 

 
Betsafe as an organization is financially and culturally healthy. It has a solid organizational 

structure that has delivered positive financial results for many years. However, there are several 

elements in the firm, which are not properly aligned. These elements include a gap between the 

style, strategy and systems. Based on the analysis, there is a large gap between top-management and 

middle management where in instances the global presence of the company is hindering effective 

local growth. Focus on top-line growth and market share trumps focus on potential bottom-line 

growth through retention and customer loyalty. The interviewed employees point out this 

undiscovered potential along with geographical challenges. Now that an internal analysis of Betsafe 

has been made, an external analysis will focus on Betsafe in the context of the industry. 

Chapter 8 – External Analysis 
The external analysis focuses on the competitive situation of the Danish sports betting industry. A 

Porter’s Five Forces framework (Porter 2008) including two additional forces (Sondhi 2008) will be 

used in order to complete a strategic analysis of the industry. Porters Five (+2) Forces framework 

also illustrates the industry structure together with the profitability of the industry. According to 

Porter (Porter 2008, p.80), “industry structure drives competition and profitability.” This knowledge 

is vital when determining a strategic angle in order to gain a competitive advantage on the 

competition. The model shows which of the forces have a large influence and thereby pose the 

biggest threats to profitability in the industry (Porter 2008). Any strategist must seek to address 

these influencing factors in order to establish the correct strategic direction of the company. In the 

case of Betsafe, being a player in an ever-evolving and intensely competitive betting industry 

requires constant analysis of the surrounding competitive environment. The five forces are 

bargaining power of suppliers, threat of new entrants, bargaining power of buyers, threat of 

substitute products or services, and rivalry among existing competitors. The additional two forces 
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are risk of public regulation and risk of alliances. Each of the seven forces will be analyzed in detail 

in the following subsections. 

8.1 Supplier Power 
The bargaining power of suppliers or supplier power is deemed somewhat irrelevant in the sports 

betting industry. This is due to the nature of the betting product, namely the odds on a match. This 

is an output, produced in-house without the need for physical external inputs. Just as any for-profit 

company, a bookmaker does have suppliers, but these are not directly relevant to the bookmaker’s 

core product. Examples of these indirect suppliers include technical suppliers of IT infrastructure, 

statistical and sports data support, and design. However, even without these, theoretically, almost 

any individual or small group can instantly become a bookmaker by offering a bet. This will be 

further discussed under threat of new entrants. As the threat of suppliers is not relevant in the 

betting industry, the threat is deemed as low to nonexistent. 

8.2 Threat of New Entrants 
Porter states that new entrants stimulate “a desire to gain market share that puts pressure on prices, 

costs, and the rate of investment necessary to compete” (Porter 2008, p.80). The threat of new 

entrants can be looked upon in two ways. As mentioned previously, theoretically any individual or 

group can become a minor bookmaker by offering a bet and having the funds necessary to cover the 

customer’s possible winnings. The stated scenario can categorize the threat of new entrants as low. 

However, in order to become a direct competitor in the industry and have legal access to the sports 

betting market, the entry barriers are categorized as high. One of the main reasons for this 

assumption is the fact that the sports betting market is only partially liberalized (Hüttel 2013). Any 

new entrant would need to purchase a sports betting license, which costs 250,000 DKK and lasts 

five years; thereafter, the bookmaker would have to pay an annual fee of 50,000 DKK to 1.5 million 

DKK (Bøye 2011) depending on the Bruttospilleindtægt (BSI). The bookmaker must have a solid 

financial standing and may have no history of bankruptcy. The organization must also be 

represented in Denmark. There are several other demands in terms of cash holdings, contribution to 

antigambling addiction efforts, legal demands, and others (Bøye 2011). All these demands prove 

that in order to become an actual competitor on the market, the entry barriers are high. Assuming 

that a large foreign bookmaker with sufficient funds wants to enter the market, the bookmaker 

would still need the necessary know-how, which the established players have already developed 

from a learning curve. The culture of the market also plays a role; therefore, a Danish entrant would 
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have a better chance of success, knowing the Danish consumer. All these combined make the threat 

of new entrants medium to low. This is due to the fact that a competitor can still potentially enter the 

market with the right capital and the necessary knowledge. Holm also refers to such an example 

with Bet25.dk, the former Bet24.dk owner who is in the midst of establishing a new bookmaker 

with the support of the Danish telecommunications giant TDC (Thomas Holm Interview 2013). 

Bwin.com has also been rumored to be reentering the Danish market. In a lucrative industry with 

high yields and low switching costs, new entrants can never be completely ruled out. 

8.3 Competitive Rivalry 
As confirmed by several experts, the competition in the market since the liberalization in 2012 has 

been very intense (Thomas Holm & Tony Brandenborg Interview 2013). As shown previously in 

the findings, there are several players constantly fighting for market share using aggressive 

discounting techniques and cash giveaways. The market, however, is moving toward consolidation 

(Thomas Rørsig Interview 2014) as four major players, namely Danske Spil, Bet365, Unibet, and 

the Betsson Group, have a clear lead on the rest of the competition. The market prognosis indicates 

a bright future for the industry with an increasing amount of customers and growing revenues. 

According to Brandenborg (2013), the industry has “shot itself in the foot” by constantly pressuring 

each other on price. This has created a dynamic customer base where customers use several 

bookmakers and often switch. As shown in the findings, customer loyalty to a certain degree does 

exist in the industry. However, certain bookmakers perform better than others on this parameter, but 

as Brandenborg also points out, it is something the industry will have to improve in order for firms 

to stay competitive (Tony Brandenborg Interview 2013). Porter points out that “high rivalry limits 

the profitability of the industry” (Porter 2008, p.32). Therefore, the bookmakers will have to seek to 

extract greater commercial value from each individual customer. Their products and services are 

somewhat generic; therefore, the threat of competitors is characterized as very high. 

8.4 Threat of Substitutes 
“A substitute performs the same or similar function as an industry’s product by a different means” 

(Porter 2008, p.84). According to Bjerregaard, an average sports betting customer believes that 

“using 50–100 DKK on a bet holds the entertainment value of going to the cinema” (Peter 

Bjerregaard Interview 2013). This largely underlines what type of product gambling really is – an 

entertainment product and experience. Bookmakers such as Betsafe are initially in the entertainment 

industry, and there are various alternatives and substitutes to sports betting. Bookmakers fight for 
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consumers’ disposable and leisure income. Examples of products that act as alternatives to sports 

betting include experiences such as going to the cinema, going to a cultural institution such as a 

museum or exhibit, or going to the theatre. Attending a sporting event could be considered a 

substitute, but in the case of sports betting, these two often complement each other (Tony 

Brandenborg Interview 2013). A better closely follows sports, while sports fans often follow the 

betting selection in order to enhance their experience and utility of the sporting event. Sports fans 

and people who bet on sports also gamble in various other ways (Tony Brandenborg Interview 

2013). They go to the casino, play poker online, participate in the lottery, bet on horses, and play 

other moneytainment games. Most bookmakers in the industry offer gambling alternatives such as 

these in order to offer a wide product portfolio to reach a wide segment of customers. The products 

mentioned are all direct substitutes to sports betting, and therefore each serious competitor must 

offer these alternatives. Each top four competitor offers these alternatives, including Betsafe, which 

offers online casino and poker. Therefore, it can be said that sports bookmakers protect themselves 

by offering direct substitute products, thereby making the risk of substitute products mild and low. 

However, other forms of entertainment still pose a threat, especially due to the fact that 

entertainment and moneytainment are closely dependent on leisure income. The amount of leisure 

income is largely driven by the economy, and in times of economic recession, a rational consumer 

might doubt whether betting would be the most valuable way to spend additional income. In 

contrast, an irrational consumer might believe that spending leisure income on gambling could 

benefit him through the chance of generating even more income. Overall, it can be concluded that 

the threat of substitutes is considered medium. 

8.5 Buyer Power 

The bargaining power of customers is high in the industry. Just as in many other industries, the 

customers are a key element to the success or failure of a bookmaker. The sports betting market has 

become very transparent since any consumer can easily check what prices a different bookmaker 

offers. This makes switching to other bookmakers much easier for the customer. This is also 

supported by the findings of the customer loyalty survey, as 72 % stated that it is “very easy” or 

“quite easy” to switch to a competitor. Low switching costs combined with an aggressive promotion 

strategy in the industry create an incentive for users to browse and switch though their options. As 

Thomas Rørsig from Danske Spil puts it, “The customers are used to ‘shopping’ through different 

bookmakers” (Thomas Rørsig Interview 2014). As betting is somewhat a generic product, the low 

switching costs, transparency, and aggressive supplier competition put the power within the 
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consumer’s hands. If a customer notices that the price is too high (low odds), a customer can simply 

open a new account at a competitive bookmaker firm in 30 seconds. Often, customers already have 

several accounts (Thomas Holm Interview 2013) and can place their bets elsewhere. The price-

sensitive consumer has a clear second choice: “If buyers believe they can always find an equivalent 

product, they tend to play one vendor against the other” (Porter 2008, p.83). According to 

Bjerregaard (Peter Bjerregaard Interview 2013), an average sports betting customer also expects a 

new customer bonus. It can be stated that a customer cash bonus has become the new “zero” 

starting point and has become a standard. The competitiveness of the industry has given the buyer a 

large influence in the industry, thereby intensifying the competition even further. 

8.6 Risk of Public Regulation 
Risk of public regulation (Sondhi 2008) comprises the threat of interference from public authorities, 

which could distort the overall profitability of the industry. This risk is very relevant in an industry 

such as sports betting since the externality of gambling is addiction (Fiedler 2012). There are many 

other societal externalities of gambling, and therefore governments will always keep close control 

of any such industries. These externalities include social costs such as money laundering, social 

problems, and other forms of organized crime involvement (Fiedler 2012). In order to limit these 

social costs, the government has to intervene and regulate the market through various initiatives. 

Often these initiatives include regulating supply and demand of the industry. In the Danish sports 

betting industry, the government intervenes in three main ways. First, the Danish government 

regulates the supply of the sports betting market by enforcing licensing fees and entry costs up to 

250,000 DKK (Bøye 2011). Second, the customers within sports betting pay no taxes from their 

winnings – it is rather the bookmakers that pay a percentage of their BSI. Third, it is a government 

demand that bookmakers contribute monetarily to efforts against gambling addiction. All of these 

can be regulated even more heavily and at almost any moment in time, thereby categorizing the risk 

of public regulation as high. 

8.7 Risk of Alliances 
The last risk in the Porters Five (+2) Forces is the risk of alliances. Sondhi (2008) also refers to this 

risk as the threat of internal strategic partnerships. Since the liberalization of the market in 2012, 

the industry has had a history of corporate takeovers, strategic alliances, and joint ventures. The 

drive behind this scramble has been the fight to establish a larger market share. In the beginning, 

this was largely done by capital-heavy bookmakers buying smaller customer-rich bookmakers. For 
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example, Unibet purchased the popular bookmaker Bet24 in May 2012 for 100 million DKK 

(Hüttel 2012), and Sportingbet once purchased both Danbook and Scanbook (onlinecasino.dk n.d.). 

In these instances, the purchased bookmaker changed its name to the bookmaker that took over. 

This is not always the case, as group takeovers also exist. Group takeovers often entail having 

several brands under one roof, as is the case for Betsson Group’s acquiring NordicBet and Betsafe 

in Denmark. Entrants also face hostile takeovers due to extreme competitive pressure from large 

bookmakers and groups. This characterizes the movement toward market consolidation, which 

many experts in the study have pointed toward. Sondhi points out that consolidation “creates greater 

concentration in the industry and as a result can fundamentally change the industry structure.” 

 
Joint ventures or strategic alliances also pose a threat to current competitors and entrants. Two 

bookmakers can legally agree to cooperate in order to enhance just one strategic objective such as 

IT infrastructure or consumer insight, which can put a competitor under immense pressure. The 

competitor might be reluctant to do the same but will have no choice if the alliance is a threat to its 

profitability. This chain reaction can quickly decrease the profits of those bookmakers who are 

running solo by not having the necessary partnership. This chain of events would make the need for 

a partnership or at least liquidity a must. The risk of alliances in the sports betting industry is 

medium. The Porter’s Five (+2) Forces are summarized in table 8.1 and will be further developed 

upon in the SWOT analysis. 

 
Table 8.1: Summary of Porter’s Five (+2) Forces for Betting Industry 

Summary of Porter’s Five (+2) 
 
Supplier Power Low to non-existent  

Threat of New Entrants Medium to Low  

Buyer Power High 

Risk of Alliances High 

Risk of Public Regulation High  

Threat of Substitutes Medium 

Competitive Rivalry Very High 
Source: Porter (2008) and Sondhi (2008). 
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Chapter 9 – SWOT Analysis 
The SWOT analysis will function as a conclusion and summary of the internal and external 

analyses of Betsafe and its surrounding industry. This includes concluding the findings of the 7S 

framework and the Porter’s Five (+2) Forces model. 

9.1 Strengths 
Betsafe possesses solid strengths that can defend its current market share. However, these have to 

be used efficiently in order to combat the threats to the company. One of the most important 

strengths is that Betsafe is part of the Betsson Group, meaning it is backed up by strong capital 

(Betsson Annual Report 2012) and investment. The Betsson Group would never let Betsafe, one of 

its most valuable brands, diminish due to lack of necessary funding. The experience in the Danish 

market in itself gives Betsafe much-needed know-how in comparison to entrants. Officially, Betsafe 

has been on the Danish market since 2012, but its initial know-how stretches back to its experience 

within other foreign markets. Even though Betsafe has been present on the Danish market for 

“only” two years, it still makes the firm highly experienced in the young industry. Betsafe markets 

itself as a Danish bookmaker by, for example, adding the Danish flag on its logo and providing 

Danish customer support (Tony Brandenborg Interview 2013). It also appeals to Danes by trying to 

market products that are relevant to the Danish consumer through bets on Vild med Dans (Dancing 

with the Stars) and sporting events mostly relevant to Danes. It has a strong knowledge of what is 

relevant and tries to communicate this accordingly. On top of this, Betsafe has tried to offer betting 

products within niches such as mixed martial arts, Danish freestyle rap battles, and politics. 

9.2 Weaknesses 
As mentioned previously, Betsafe tries to brand itself as a Danish bookmaker; however, at times, it 

is hampered by its attachment to the Betsson Group. This is shown through its marketing 

campaigns, which can be somewhat generic yet broad enough to appeal to several geographic 

markets (Tony Brandenborg interview 2013). Once again, geography can be mentioned as another 

problem, as the geographic scattering of the company and the division of tasks can interfere with 

further development of Betsafe. According to the customer survey, Betsafe has a clear problem with 

customer loyalty compared to its competitors and the industry. This is also supported by the fact 

that both interviewed employees mention Betsafe’s weakness within customer loyalty and retention. 

The fact that only 5 % of the current Betsafe customers are actually using Betsafe shows a clear 
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inefficiency in converting the sales of its customers. Betsafe customers are not loyal and therefore 

also choose to leave the bookmaker. 

9.3 Opportunities 
There are many opportunities for Betsafe within the sports betting market. The main opportunity is 

to develop more value from its existing customers. This can be done by focusing on the consumer 

spend of each individual player. This focus can be supported by a large opportunity within the 

development and integration of betting through new media platforms such as smart phones and 

tablets. Customers have quickly adapted to mobile betting (Troels Troelsen Interview 2014), and 

with time this will only increase. Many opportunities lie in developing niche betting products in 

new segments, such as Betsafe’s entrance into mixed martial arts (Thomas Brandenborg Interview 

2013). A suggestion can be offering betting on e-sports or any other niche sport or segment. This 

can attract new consumers to make bets and can widely differentiate the current offering. Another 

opportunity is to react to some of the demands posed by consumers. Reacting to these will improve 

Betsafe’s core product and the services around it. This is widely useful in a growing market such as 

the betting industry. 

9.4 Threats 
An obvious threat to Betsafe is the threat of competition from bigger players such as Danske Spil, 

Bet365, and Unibet. This, combined with the consumer trend of shopping around for bookmakers, 

makes Betsafe vulnerable. The aggressive marketing from all players on the market has created 

massive choice and a “buffet” for the consumer (Tony Brandenborg Interview 2013). Low 

switching costs for the customer have cultivated a “What is in it for me?” consumer culture, with 

consumers switching between bookmakers that give the customers the largest utility. All of these 

combined have given the consumer much buyer power and have created a push rather than a pull 

marketing trend in the industry. This poses a very large risk to Betsafe as the bookmaker struggles 

with loyalty. Another consumer risk is the risk of substitute products as Betsafe is a moneytainment 

company, and consumers can find other alternatives to spend their leisure cash. The fact that 

moneytainment is considered gambling puts the sports betting industry in a highly regulated market. 

This regulation can and always will threaten the profitability of Betsafe. Table 9.1 in the next 

section sums up the SWOT analysis in bullet-point form. 
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9.5 SWOT for Betsafe in Denmark Concluded 
Table 9.1: SWOT for Betsafe 

Strengths 
• Betsafe is backed by the Betsson Group, 

ensuring strong liquidity and safety net 
• Recognized brand 
• Danish focus = “Danish bookie” 
• Know-how of what is relevant to the Danish 

market 

Weaknesses 
• Geographical scattering of company 
• Problem with loyalty compared to rest of 

industry 
• Attachment to the Betsson Group means 

generic marketing communication 

Opportunities 
• Niche products 
• Niche markets 
• New media platforms through smart phones 

and tablets 
• Increase revenue of each individual 

customer (increase customer loyalty) 
• Customer loyalty activities 
• Growing market 

Threats 
• Aggressive competition 
• Market fluctuations 
• Low switching costs 
• Strong customer power 
• Regulated industry 
• Substitute goods 

 

9.6 Significant Factors of the SWOT Analysis 
There are several factors mentioned in the SWOT analysis that are of relevance to Betsafe. 

Nevertheless, three factors of the most significance have been highlighted in order to sharpen the 

focus of the objectives and the strategic recommendations. These are stated in Table 9.2. 

Table 9.2: SWOT Conclusion for Betsafe 

SWOT Conclusion  

Weakness Clear problem with customer loyalty compared to rest of industry. 

Threat Low switching costs and aggressive competition. 

Opportunity Increase customer loyalty.  

Chapter 10 – Objectives 
Based on the empirical findings and the internal and external analyses, several conclusions can be 

drawn. In terms of the industry, it can be concluded that no matter what, customer loyalty does 

indeed exist in the sports betting market. Despite low switching costs for the consumers, the players 

still show preferences and loyalty toward a particular bookmaker and its brand. There is no 
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indication of how much customer loyalty there is compared to other industries; however, this is not 

relevant for the case at hand. What is indeed interesting and significant is the context of Betsafe and 

customer loyalty. The purpose of the chapter is to discuss the main issue that Betsafe is facing and 

to thereafter present and identify new objectives for the company. The objectives will help 

determine a new strategic orientation, which will help develop the strategy suggestions of the thesis. 

Developing objectives is based on Ingebrigtsen and Ottesen’s (1993) analytic-synthetic problem-

solving framework. 

 
Betsafe has the lowest measured and worst customer loyalty profile in the industry. This indicates a 

clear competitive disadvantage on the market. Betsafe is poor at retaining customers. In a very 

competitive betting market, this becomes a major weakness and exposes Betsafe to much unwanted 

customer churn. Betsafe’s loyalty profile also indicates that customers have no attachment to the 

Betsafe brand. Betsafe must therefore improve its customer loyalty profile. Simultaneously, Betsafe 

has already set a clear marketing objective by setting a target of 15 % annual revenue growth (Tony 

Brandenborg Interview 2013). This objective does not need revision as the company has already 

reviewed this target. The following objectives will be based on improving the customer loyalty 

profile of Betsafe, which will support Betsafe’s given market objective. 

 
According to the analytic-synthetic problem-solving method (Ingebrigtsen & Ottesen 1993), in 

order to solve a problem, you need to identify clearly measurable objectives. It is hard to improve 

something that is not clear, and therefore to simply state that Betsafe needs to improve customer 

loyalty is much too vague. The objectives set for Betsafe are based on three main parameters. First, 

improve its loyalty profile so Betsafe performs at least on the same level as the industry average. 

The current loyalty profile of the industry shows 4 % of the industry has no commitment to their 

bookmaker. Meanwhile, a stunning 25 % of Betsafe customers have no commitment to the Betsafe 

brand. Betsafe must therefore in the next three years decrease its percentage of non-committed to at 

most the industry standard of 4 %. The non-committed consumers are the ones who are most likely 

to leave Betsafe first. Therefore, this segment is critical to Betsafe and must be addressed as the first 

order of business. In order to avoid churn, Betsafe must move these customers up in the loyalty 

ladder (to habitually loyal). If Betsafe manages to decrease the percentage of non-committed, it is 

assumed that it will affect the average lifetime value and consumer spend positively. In general, it 

can be said that Betsafe’s main objective in terms of customer loyalty is to move each customer 

loyalty segment up a step in the customer loyalty ladder.  
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The next focus area includes increasing and maintaining share of totally committed customers. 

These advocates are golden for Betsafe. This is partially done by targeting the habitually loyals. 

These forthcoming ambassadors create potentially new customers through recommendation and 

word of mouth (Henning-Thurau et al. 2002). However, these customers need care and attention. 

These are often experienced users and seek certain attributes from their bookmaker products. The 

attributes in this case are the customer loyalty factors, which have been gathered through the 

empirical data of the study. In the survey, the customers indicated which improvements have to be 

made in order for them to become more loyal and to recommend their bookmaker. Betsafe must 

base its strategy on addressing these loyalty factors and criteria in order to outperform its 

competitors. Addressing these factors and creating customer loyalty entails ongoing a product 

development, marketing, and loyalty strategy. Growth strategy is also a vital element; however, 

creating customer loyalty does not directly involve seeking out new customers. On the contrary, it 

means activating the 95 % of customers who are inactive on the Betsafe site, yet still addressing the 

new customers through customer loyalty possibilities for them. Therefore, the final objective is to 

increase the percentage of customers who choose Betsafe as their preferred bookmaker. Currently 

only 5 % of customers actually use their accounts on Betsafe (Thomas Holm Interview 2013). This 

demonstrates a lost customer spend and inefficiency of each marketing dollar, as these customers 

are already Betsafe clients. This number must therefore increase to 6 % in 2014, 7 % in 2015, and 

to 8 % in 2016. 

 
The suggested strategy will be constructed based on the set objectives. The objectives discussed are 

summarized in table 10.1. The construction below is based on the foundation of the analytic-

synthetic problem-solving method discussed in detail in Chapter 3. 
 
Table 10.1: Objectives and Goal for Betsafe 

Objectives and Goal for Betsafe 
 
Loyalty 
Objective 1 

Reduce customer churn by decreasing the 25 % of not committed users to 

match industry standard of 4 % by 2016.  

Loyalty 
Objective 2 

Increase the amount of totally committed and habitually committed by 2 % 

per year.  

Loyalty 
Objective 3 

Increase amount of active users from current 5 % to 6 % in 2014, 7 % in 

2015, and to 8 % in 2016 
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Market  
Objective 
 

15 % annual revenue growth set by Betsafe. 

Goal Move each customer loyalty segment up in the loyalty ladder.  
Source: Ingebrigtsen and Ottesen (1993) 

Chapter 11 – Strategic Recommendations 
In order to secure a competitive position in the Danish sports betting market, Betsafe must construct 

and select a relevant strategy. The strategy must seek to help achieve the loyalty and market 

objectives presented in the previous chapter. The long-term objective of the strategy decision 

focuses primarily on increasing Betsafe’s market share and annual revenue in the long run by 

improving Betsafe’s current product offering and marketing activities. The product offering will in 

turn help achieve increased customer loyalty and retention of Betsafe customers. Based on the 

findings and analysis of the thesis, the following five strategies have been proposed for Betsafe: 

generic strategy, growth strategy, price strategy, marketing strategy, and loyalty strategy. 

Furthermore, the loyalty strategy will be followed up by the creation of a generic loyalty strategy 

process model, which will be presented in the next chapter by utilizing Betsafe as a case. This 

chapter and model will also summarize the overall strategic recommendations and means of 

implementing these suggestions.  

11.1 Generic Strategy 
According to Porter (1985), competitive advantage is generally created through cost leadership or 

differentiation. As mentioned earlier, the basic product of a bet is a somewhat standardized entity, 

and the price in this situation is the odds. The findings show that high odds is a very important 

factor both when choosing a bookmaker and determining whether to stay with a bookmaker. 

Therefore, one could assume that a cost leadership strategy would often be of preference. However, 

in this case, many of the competitors on the market already compete utilizing a cost leadership 

strategy. This has largely driven down the price (increased the odds) but has also made high odds 

almost a given or a must-have for the customer. In other words, the price, which used to be a point 

of difference (POD), has become a point of parity (POP) in the industry (Keller et al. 2002). This 

means that the consumer now expects high odds from every bookmaker on the market, and will 

actively stop using a bookmaker if this requirement is not fulfilled. This forces Betsafe to fulfill this 

requirement; however, cost leadership does not give Betsafe a competitive advantage, nor does it 

help Betsafe differentiate itself from competitors. In order to achieve that, Betsafe must offer value 
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uniqueness to its customers through a performance advantage. This means performing better than 

the competition on parameters other than the odds. Currently, Betsafe has a hard time standing out 

from competitors; therefore, it needs to narrow its competitive scope in order to communicate value 

to a selected segment. Therefore, a focused differentiation strategy (Porter 1985) is suggested for 

Betsafe. Figure 11.1 shows Betsafe’s position within Porter’s Generic Strategies. The suggested 

strategy entails a narrow competitive scope with a competitive advantage through differentiation 

and performance (Porter 1985). 
 
Figure 11.1: Generic Strategy for Betsafe 

 
Source: Adapted from by Porter (1985). 

 
This choice of strategy does not mean that Betsafe can or should deviate from performing within 

the cost leadership category; on the contrary, cost proximity to competitors is vital (Enders & 

Jelassi 2008). The customer must not experience a cost disadvantage but merely added value on top 

of paying a customer-perceived satisfactory price. Betsafe should create this added value by basing 

its offering on what the customers want and the factors that, according to consumer, create better 

loyalty and retention. Therefore, the performance parameter is chosen based on two main elements. 

First, it is based on the factors or loyalty elements that would make a consumer recommend a 

bookmaker. Second, it is based on the discrepancy elements that show a lag between Betsafe’s 

understanding of what creates loyalty and the consumer’s opinion on what creates loyalty. This lag 

shows where Betsafe is distanced from the needs of the consumers and presents an opportunity for 

developing its product further. Potentially these discrepancy elements create new performance 
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parameters for Betsafe, which along with the current loyalty elements will create positive added 

value. This will be further discussed in the product development strategy section. 

11.2 Growth Strategy 
The generic strategy showed how an organization such as Betsafe can create a competitive 

advantage on the market (Porter 1985). The Ansoff’s Growth Matrix concerns the growth of an 

organization and functions as a tool to help determine the strategic direction of a firm (HJM 

Business Development 2012). Ansoff’s Growth Matrix indicates that Betsafe can choose to go into 

four strategic directions. Based on the objectives determined in Chapter 10, Betsafe should not 

pursue entry into new markets but should rather focus on generating revenue through its existing 

customer base – an area where Betsafe is heavily underperforming. Therefore, the diversification 

and market development strategies, which focus on new markets, do not offer a suitable strategic fit 

in order to fulfill Betsafe’s objectives. In other words, Betsafe has no good reason to pursue new 

markets when its current product simply is not good enough. Instead, Betsafe must try to increase 

revenue within current markets through both current and new products. The growth strategy 

needed to be adapted by Betsafe is both a product development strategy and a market penetration 

and consolidation strategy. Combining the two strategies provides Betsafe with sufficient strategic 

opportunities and does not limit it to performing merely on one parameter successfully. In the 

context of Betsafe, each growth strategy has a purpose. These purposes along with a more detailed 

description of the strategy will be presented below. 

 
Figure 11.2: Ansoff’s Growth Strategy for Betsafe. 

 
Source:  Adapted from HJM Business Development (2012) 
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11.2.1 Market Penetration and Consolidation  
Currently Betsafe holds 4–5 % of the Danish sports betting market share. According to the 

prognosis, the market is set to grow and consolidate. Therefore, it is vital for Betsafe to hold on to 

its current market share by avoiding customer churn and to thereafter further penetrate the current 

market. As mentioned in Chapter 10, only 5 % of its registered customers are actively betting via 

Betsafe. The market is already there and will increase in the future; therefore, Betsafe must 

maximize the utility of each individual customer that is already registered by enhancing its current 

products. Further developing its current products will decrease churn and in return create stronger 

customer loyalty. Stronger customer loyalty also leads to increased word of mouth due to a higher 

degree of recommendation, which can penetrate the market share of the current market even further. 

According to the findings, Betsafe is failing to deliver on the industry standards of the products 

compared to its competition and the customer’s expectations. It fails to deliver on the standard 

points of parity required to stay competitive in the industry. Underperforming on points of parity 

creates customer churn and decreased loyalty, while having no unique points of difference or unique 

selling proposition handicaps Betsafe in attracting new customers. It is hard to create added value if 

the product is generic and standardized. Therefore, apart from a market penetration and 

consolidation strategy, Betsafe must pursue a product development strategy. This strategy is 

described in the next section. 

 

11.2.2 Product Development 

The product development strategy entails creating or further developing new products in order to 

satisfy the current markets. In the case of Betsafe, product development can be based on the 

excavated discrepancy elements. The four identified discrepancy elements are listed below. 

• Mobile application 

• No bet limits 

• (Many physical betting locations) 

• Live betting  

These elements matter to the customer as they help achieve greater loyalty. However, these 

elements were not mentioned by Betsafe when asked what is of most importance to the consumer in 

terms of loyalty. Many physical betting locations will not be addressed as Betsafe has already 

created an investment calculation on this matter and ruled out this possibility entirely. Currently, 

Betsafe is one of the few bookmakers on the market that does not have a native mobile betting 
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application for a smart phone. This factor has become imperative for customers as new legislation 

requires customers to use Nem ID (Danish Digital Signature) when betting (bettingexpert.dk 2014). 

However, this daunting task can be avoided via the smart phone or tablet. In general, customers 

seek out more and more instant and on-the-go betting; therefore, use of mobile betting and live 

betting is rapidly increasing. For example, approximately 46.5 % of Unibet’s sports book BSI 

comes from live betting (Unibet Group 2013). A Betsafe customer can place a bet on the Betsafe’s 

mobile site; however, this is merely through an Internet browser and not in an independent app. 

Therefore, Betsafe must strive to develop its own unique app to meet the customers’ needs. If the 

app is developed properly, it can even become a point of difference for Betsafe. Currently, Bet365, 

the top loyalty performer, is known for its betting app. Betsafe should also seek to develop the live 

betting function and selection. Betsafe already offers a solid live betting function with many sports 

and matches. However, many more sports and bets on non-sporting events can be added to the 

selection. For example, Brandenborg (2013) suggested involving more events that would appeal to 

the average Dane. These include the Eurovision Song Contest, Dansk Melodi Grand Prix, or Vild 

med Dans (Dancing with the Stars). All of these have the possibility to be provided live. Other 

sports or sporting events such as mixed martial arts can also have their live betting offerings 

expanded. Last, Betsafe must seek to stand out by rewarding its current customers for actively 

betting through Betsafe. Therefore, Betsafe must stand out by improving their loyalty product. 

 

Another factor that can improve the product is minimizing the betting limits set on customers who 

win. Setting bet limits is a strategy used by many bookmakers in order to minimize revenue loss. 

These limits are often personal; however, decreasing these limits and communicating this to the 

right segment can create a unique value proposition for Betsafe. 

 
Within all four discrepancy elements, Betsafe is lagging. This puts the company a step behind the 

competition and makes it vulnerable toward customer churn. A product development strategy based 

on rebuilding products accordingly to the discrepancy elements and loyalty can give the company a 

clear competitive advantage in order to further penetrate the current market. However, improving 

the betting product is not enough; Betsafe must actively improve a loyalty product or program. The 

loyalty will be addressed in the loyalty strategy section. 
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11.3 Price Strategy 
Every strategy suggestion should address a supporting price strategy. However, as the focus of the 

thesis is not on price level, this suggestion will not be as detailed as every other strategy suggestion. 

The price strategy for Betsafe should be to maintain an average market price strategy. This means 

that Betsafe should be reactive rather than proactive in its price setting. The main findings show that 

high odds are of the most importance for customers when choosing a bookmaker. Therefore, 

Betsafe must offer competitive odds that are comparable and follow the market. Betsafe must find a 

middle ground between cost leadership and never offer odds lower than the market. Prices will over 

time decrease since it is impossible for bookmakers to solely compete on price. On a leveled cost 

playing field, Betsafe should focus on improving its offering based on factors other than high odds. 

Utilizing an average market price strategy will support this intention and be the optimal solution for 

Betsafe, as it will give no active reason for the consumer to switch bookmakers. 

11.4 Marketing Strategy 

The objective of Betsafe’s marketing strategy is to reach out to the identified four loyalty segments 

from the loyalty ladder in the most beneficial way. Betsafe can choose from four main targeting 

strategies when reaching a specific market. This includes a differentiated, undifferentiated, 

concentrated, or one-to-one strategy (Ingeniørhøjskolen 2011).  

As a focused differentiation strategy is closely related to a differentiated marketing strategy, it is the 

proposed strategy of choice. Betsafe must divide its customers into loyalty segments and must 

deliver and communicate value accordingly based on the needs of each segment. For example, as 

demonstrated earlier, advocates have differing needs compared to clients; therefore, an 

undifferentiated strategy between the segments would not be sufficient. In the case of Betsafe, this 

strategy would fail to deliver on tailoring to individual segment needs and would therefore involve a 

high risk of letting customers slip through. A one-to-one strategy would be too costly and 

unnecessary for Betsafe. In terms of loyalty, it is sufficient to group customers into loyalty 

segments and not necessarily market to each customer individually. This newly created satisfaction 

positively influences the loyalty in each segment. The strategy is costly compared to a mass strategy 

but reasonable for Betsafe since one of the strengths of Betsafe is the strong liquidity of the Betsson 

Group. A loyalty strategy along with a loyalty program helps to enhance the generic betting 

product, delivering to more needs of specific loyalty segments. The loyalty strategy is described in 

the following section. 
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11.5 Loyalty Strategy 

Creating a loyalty strategy is not rocket science; however, creating a good loyalty strategy that can 

be used as a competitive advantage can be challenging. It is recommended that Betsafe create a 

loyalty program in order to increase the current loyalty toward Betsafe. Prior to defining the type of 

loyalty program Betsafe should choose, it is important to decide on a strategic and tactical direction 

for the various loyalty segments of the loyalty ladder. The first step of the loyalty strategy must 

entail addressing the needs of Betsafe customers who are least loyal and represent the non-

committed segment. This means reducing customer churn. These customers are currently in the 

bottom of the loyalty ladder and are the customers who are prone to switching bookmakers. As 

these customers are most likely to leave Betsafe, they must facilitate to address these customers as 

quickly as possible in order to avoid losing them. Therefore Betsafe must focus on improving churn 

elements or the reasons why people would not recommend Betsafe. If the intention is to reduce 

churn, the focus of the strategy should be on the hygienic loyalty disruptive factors. The strategic 

direction is therefore to “reduce” the amount of dissatisfied customers. This is done by eliminating 

the loyalty disruptive factors, which have been identified through the loyalty survey. Customers 

need to be promoted in the loyalty ladder. Customers are also a segment prone to churn therefore 

the reasons why customers leave or the loyalty disruptive factors are very important. These have to 

be eliminated in order for the customers to be promoted up in the ladder. The clients must also be 

promoted as it is beneficial for the company to have as many advocates as possible. As mentioned 

earlier, advocates are a unique source of marketing for the company since they act as ambassadors 

spreading positive word of mouth for Betsafe. Clients need to be promoted by strengthening the 

loyalty building factors. The loyalty building factors are the reasons customers stay and recommend 

the bookmaker. As advocates are already the most loyal customers, these have to be maintained. 

This does not mean that Betsafe should forget about these customers, on the contrary, their rewards 

for being loyal should be much greater than the players in the bottom of the loyalty ladder. 

Maintaining this segment is also done by strengthening the loyalty building factors. 

 
The only way each loyalty segment can be systematically addressed is through a loyalty program. A 

loyalty program can be standard or customized. Four main suggestions using both types of loyalty 

programs will be presented below. Thereafter, each alternative will be reviewed based on criteria 

that have an influence on the solidity of the loyalty program. Finally, the best alternative will be 

recommended. The loyalty suggestions are founded on the loyalty findings of the thesis. 
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Suggestion 1 – Betsafe Clip Card: A standard loyalty strategy is a basic program that rewards 

customers with either points or percentages, based on criteria such as spend. For example, English 

supermarket chain Tesco rewards its customers 1 % of their annual spend through a club card 

(Tesco.com 2014). This is a simple yet effective loyalty program that is both easy to design and 

implement. Betsafe could potentially make use of a similar program by offering a percentage 

payback on the customer spend. This loyalty reward can also be provided in the form of an 

occasional extra free bet such as through a “clip card” where one in every 20 bets is free. This 

provides an incentive for the player to keep gambling as he or she still gets rewarded for simply 

playing. If a betting customer has already used 10 clips, he might have an incentive to keep playing 

since he is close to a free bet. The downside of this type of program is it is not a sustainable 

differentiation for Betsafe as competitors can easily imitate this loyalty strategy. In fact, a new 

competitor, Bet25, has created a simple loyalty program offering each customer the 25th bet for free. 

Another standard loyalty program suggestion is written below. 

 
Suggestion 2 – Betsafe Loyalty Trophies: This suggestion incorporates gamification into a non-

monetary trophy system. Gamification is applying game design techniques to encourage motivation 

through rewards (Badgeville.com 2014). For example, various trophies and badges for different 

challenges are attainable for each user. This can include a “First Goal-Scorer,” “5 in a Row,” 

“Predict the Score,” “Hit Over 100 in Odds,” or other similar challenges. These act as an incentive 

for the user to bet, as these trophies get unlocked when the player wins these types of bets. There is 

no limit as to how many badges exist as Betsafe can keep adding trophies. The player can share 

trophies on various forums or via social media channels. After each month, a “Trophy Leader” can 

be determined and rewarded with different prizes. This adds a social and a competitive element to 

the betting experience – both elements that exist but are not focused on in the industry. Betsafe can 

also consider making use of two customized loyalty strategies suggested below.  

 
Suggestion 3 – Betsafe Loyalty Club Card: The current paradigm of the industry is that new 

customers create most value. A customized loyalty strategy hopes to challenge this conventional 

wisdom in the industry by generating more value from current customers. A shift in paradigm is 

destined to occur eventually when the market stops expanding. Despite no signs of the market 

growth rate stabilizing, an industry paradigm shift may still occur as bookmakers’ marketing 

budgets may reach their peak. This program largely challenges the paradigm in the industry, as it 
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rewards the customers not for becoming but for being active customers of Betsafe. The two 

suggested customized loyalty programs focus on three aspects, namely personalization, exclusivity, 

and desire to attain. It is recommended that Betsafe introduce a new loyalty program with three tiers 

of loyalty, including silver, gold, and platinum. The main idea for these digital loyalty cards is that 

each level gives back different percentages in the form of free bets. Each volume of play gives back 

a percentage amount. For example, silver gives back 7 %, gold gives 9 %, and platinum pays 12 %. 

On top of this, the loyalty club gives access to various exclusive competitions and sporting events. 

Loyalty club members can actively see how far they are from attaining the next tier, or how far they 

are from losing their current loyalty status. Thus, the club creates an incentive to keep playing in 

order to attain rewards and status through transparency and exclusivity. Betsafe minimizes its risk 

as it offers the reward points in free bets, which have to be played through Betsafe, thereby 

decreasing the risk of full loss. 

 
Suggestion 4 – Betsafe Plus: Essentially, Betsafe Plus creates a new product in the form of 

personalized rewards based on the profitability of the customer. The customer would earn Betsafe 

Plus Points depending on any parameter set by Betsafe. The concept is largely inspired by the miles 

system in the airline industry. These parameters could be engagement based, such as customer 

spend, average lifetime value with Betsafe, or stage on the loyalty ladder. These personalized 

rewards add value to the customer based on their personal preferences and betting patterns. These 

tailored rewards do not have to be complex but must simply avoid the currently applied mass 

marketing patterns. This is attainable by focusing on the preference of the customer. For example, 

Betsafe Plus can offer rewards based on user data such as preferred sports and favorite teams. This 

is data that is instantly attainable to Betsafe but would need to be segmented properly through solid 

CRM efforts. A user would be able to redeem his achieved “Plus Points for Plus Odds” or perhaps 

use them on something else, such as favorite team merchandise, training gear, or sport experiences. 

What could create real added value is proactively tailoring a personalized loyalty reward by, for 

example, offering a customer a scarf of his favorite team or sending an invitation to his favorite 

team’s matches. Offering Plus Odds on his favorite team might also be an option. This would 

exceed customer expectations, which create a positive service view and positive customer loyalty. 

11.5.1 Evaluation of Loyalty Programs 

 S1 – Clip Card S2 – Trophies S3 – Tier Cards S4 – Betsafe Plus 

Simplicity 3 1 3 1 
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Personalization 1 2 3 3 

Implementation 3 2 1 1 

Imitation 1 3 3 2 

Total 8 8 10 7 

Source: Author’s own construction. 

Each loyalty strategy suggestion has been evaluated based on four purposely selected and relevant 

criteria (See above table). These are rated on a numerical scale from 1 to 3. The criteria are 

simplicity, personalization, implementation, and imitation. Simplicity is the ease and 

comprehensibility of the loyalty program from the perspective of the consumer. In this criterion, the 

clip card performs well as it is easy to understand the value proposition; meanwhile, Betsafe might 

have difficulty communicating the value of the trophy system. Both customized loyalty programs, 

the tier cards and Betsafe Plus, are highly personalized and therefore create more value for the 

individual player. However, both of these are harder to implement and require more resources. On 

the other hand, these are therefore difficult for the competition to imitate, giving the programs more 

sustainability. Based on the total scores for each suggestion, the best customized loyalty program is 

S3, the Loyalty Club Card. This solution is highly personalized and therefore adds much value for 

the consumer. The notion of this loyalty club largely targets different loyalty segments. As both 

standard loyalty programs are rated equally, it is up to the researcher to make a recommendation 

based on the criteria where there exists the most value. The most value lies in the uniqueness and 

differentiation of the Betsafe Loyalty Trophy. It might be difficult to implement; however, in the 

long run, the trophy suggestion may be the innovation needed to gain much-needed loyalty traction. 

It is suggested that Betsafe implement one standard and one customized loyalty program. This is 

suggested in order to have an active loyalty program that targets all customer loyalty segments and 

also includes brand-new customers. The standard loyalty program is for new customers and for 

customers at the bottom of the pyramid who hardly interact with Betsafe but who do occasionally 

come back and bet. The customized loyalty program targets and engages with loyalty segments who 

are at the top of the ladder. It is important that all customers be addressed if Betsafe is to use 

customer loyalty as a competitive advantage. The constructed model in Figure 11.3 shows the 

chosen loyalty program and which loyalty segment it addresses. It also shows which loyalty 

parameters to look at when addressing each loyalty segment. 
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Figure 11.3: Loyalty Strategy and Loyalty Program Model for Betsafe 

Source: Author’s own construction built upon the loyalty ladder by Baron et al. (2010) and Griffin (2002) 

 

Five main strategies have now been suggested. In order to summarize the suggested strategies and 

facilitate the entire customer loyalty process for Betsafe, a loyalty strategy process model has been 

constructed. The model will be presented in the following chapter. 
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Chapter 12 – Loyalty Strategy Process Model  
A loyalty strategy process model has been constructed in order to facilitate the development of 

customer loyalty within Betsafe. The model is constructed to help create a structured approach 

toward increasing customer loyalty within Betsafe. The model is created based on the assumption of 

Betsafe pursuing customer loyalty efforts from scratch. This strategy is iteratively created based on 

the findings as well as the main process of the thesis. Despite its specific function, the model can be 

applied generically to other bookmakers and to any organization wishing to increase customer 

loyalty. The foundation of the model is constructed on a combination of three elements, namely 

strategy suggestions, findings of the thesis, and loyalty theory, but is of the author’s own 

construction. The model has been constructed inductively. The model includes six steps, which will 

be briefly discussed. The model also acts as a summary of the previous strategy chapter and 

therefore uses Betsafe to exemplify the model. The model is illustrated in figure 12.1. 

12.1 Step 1 – Choice of Focus 
First, a firm must choose whether it will pursue new customer acquisition or customer retention. In 

Betsafe, this division is very clear as two different departments work with each activity. As the 

findings of the thesis indicate a needed focus on customer loyalty, the model will only cover the 

customer retention side of the process model. 

12.2 Step 2 – Measure Customer Loyalty Profile and Determine Objectives 
It is important for Betsafe to measure its current customer loyalty and determine how its loyalty 

profile is performing against its rivals. The suggested choice of loyalty measurement is the 

customer loyalty profile score based on a combined numerical score of customer satisfaction and 

the rate of recommendation. The detailed description of this measurement method can be found in 

Chapter 3.8.1. The measurement is simple yet easy to carry out and has high validity. Based on the 

findings, clearly measurable objectives have to be determined. The objectives for Betsafe have been 

determined in Chapter 10. 

12.3 Step 3 – Select General Strategy 
Once the objectives have been determined, Betsafe must select strategies that will be applied in 

order to achieve the objectives. The generic strategy applied when pursuing increased customer 

loyalty is a focused differentiation strategy. Betsafe must narrow its competitive scope in order to 

communicate value to a selected segment in order to cultivate the loyalty of the segment. This 
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strategy is also chosen since most bookmakers focus on a cost differentiation strategy. In the 

context of this selected strategy, a market penetration and consolidation and a product development 

strategy will help tailor Betsafe’s product in order to adapt to the chosen segments. A differentiated 

marketing strategy will help deliver to the needs of the identified loyalty segments. An average 

price strategy will closely follow the odds of the competitors in order to make sure that price 

vicinity to the competitors is maintained. This is done so the players have no active reason to switch 

bookmakers, as the odds are a determinant of loyalty. 

12.4 Step 4 – Identify Customer Loyalty Profile Segment  
In order to increase customer loyalty, the various and ever-changing needs of different customers 

must be fulfilled. In order to be successful and target appropriately, Betsafe must segment its 

customers into different loyalty profiles. These loyalty segments are grouped into four major 

categories derived from the loyalty ladder. The researcher has assigned each segment a strategic 

direction. For example, customers within the dissatisfied customer segment must be reduced while 

clients must be promoted in the ladder. Each strategic direction is tied to a marketing action based 

on the loyalty findings of the thesis, for example, by benchmarking loyalty levels to competitors. As 

the market is constantly changing and the product evolving, in a year these factors will once again 

change. Some tendencies and demands will not change while others will become new standards. 

Therefore, these loyalty factors have to constantly be investigated and renewed. See figure 11.3 for 

further details. 

12.5 Step 5 – Choose Suitable Loyalty Strategy and Program 
The most suitable loyalty strategy for Betsafe is a combination of a standard loyalty program and a 

customized loyalty program. In fact, both should be used in order to cover the different loyalty 

segments, including new customers. A Clip Card system and a Betsafe Loyalty Club Card have 

been selected as the most suitable fit determined through an evaluation of several criteria such as 

imitation, implementation, and others. 

12.6 Step 6 – Conduct Quarterly Evaluation (Objectives Based) 
Loyalty is a constant work in progress. Once the objectives have been defined and the suitable 

strategies deployed, an evaluation process must take place. This is necessary in order to evaluate 

and thereafter readjust the approach accordingly. These evaluations should be done on a quarterly 

basis based on the defined objectives set by Betsafe. It is necessary to investigate whether the 

applied methods are actually making an impact on the loyalty of each targeted segment. The 
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objectives must also be readjusted. If the efforts do have an effect, Betsafe or any other organization 

must keep working on this continuous process. 

Figure 12.1: Loyalty Strategy Process Model 

 

Source: Author’s own construction. 
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have been defined and include suitability, sustainability, feasibility, acceptability, reversibility, and 

corporate fit. It is important to mention that a self-evaluation such as the one used in this thesis is 

largely biased. Nevertheless, it can give an indication of how well the suggested strategies suit 

Betsafe. Each strategy is given a numerical evaluation based on each success category. The 

numerical scores span from one to five where five is the highest.  Each success criteria will be 

individually discussed in the context of each strategy, while the overall numerical scores will 

conclude the evaluation in a strategy evaluation score chart in table 13.1. 

 
Table 13.1: Strategy Evaluation Score Chart 

 Generic 
Strategy 

Growth 
Strategy 

Price 
Strategy 

Marketing 
Strategy 

Loyalty 
Strategy 

Overall Point 
Average 

Suitability 5 4 2 5 4 4.0 

Sustainability 5 5 2 5 5 4.4 

Feasibility 4 4 5 4 5 4.4 

Acceptability 3 5 2 3 2 3.0 

Reversibility 4 2 5 5 5 4.2 

Corporate Fit 2 5 4 2 1 2.8 

Overall Point Average 3.84 4.17 3.34 4.0 3.67 3.8 

Source: Author’s own construction with success criteria inspired by Sondhi (2012). 

 
The strategy evaluation score chart shows the overall point average of each individual strategy, as 

well as the overall average of each individual success criteria. 3.8 is the total score of the strategy 

evaluation, meaning the strategy will be successful on paper. It is not a perfect score since there are 

several detractors of the strategy. The strategies are largely suitable, sustainable and feasible for the 

organization, however it is the acceptability and the corporate fit of the organization hindering the 

success of the suggested strategies. This largely reflects the current paradigm in the industry of 

focusing on new customer acquisition rather than customer retention. The organization itself stands 

in the way of focusing on loyalty and benefiting on loyalty efforts. Unfortunately, this logic is not 

bound to change until the industry growth slows down, therefore the acceptability and corporate fit 

will keep detracting the strategy suggestion. Management and stockholder fear of losing focus on 

market share expansion will sway the organization away from a loyalty strategy. Therefore the 

loyalty strategy and the price strategy perform poorly in the evaluation. The average and reactive 

price strategy might have support from the organization as it is cost-effective, but might not be 

sustainable on the market. This can be seen from the customer loyalty survey where it is clear that 
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the high odds have very high value for the customer. A loyalty strategy might not have support 

from the organization but stands as a sustainable and largely feasible solution. Most of the 

suggested strategies can easily be reversed, reflecting highly in the total score. Both the generic, 

growth and marketing strategies and the marketing strategy seem to have a high success factor as 

the shift in focus to a differentiation and more segmentation focus will benefit the company and is 

highly suitable and acceptable. 

 
In conclusion, the evaluation shows that the suggested strategies can all succeed but the main 

variance lies in the acceptability and corporate fit of the strategies. However an overall score of 3.8 

proves that these strategies all can prove to be successful in the case of Betsafe and increasing 

customer loyalty. 

Chapter 14 – Conclusion 
Betsafe is one of the worst performers within customer loyalty. Just as any other bookmaker in the 

industry, Betsafe faces a forthcoming paradigm shift. This shift challenges the current logic of 

constant increase of market share and moves toward focus on and increase in customer loyalty. 

Therefore, Betsafe must proactively increase and strategically employ a customer loyalty strategy. 

A loyalty strategy process model has been created specifically to facilitate the loyalty creation 

process within Betsafe or any other organization willing to increase customer loyalty. This is a six-

step plan focusing on the creation of customer loyalty. This also includes a plan of action for each 

specific customer loyalty segment based on the loyalty ladder. Among the main loyalty strategy 

suggestions is a customized loyalty program proposal under the name of Betsafe Loyalty Club Card 

and a Clip Card program, both of which are deemed highly beneficial for Betsafe. 

The Danish sports betting industry operates in an extremely lucrative market, the value of which is 

currently 1.5 billion DKK in BSI. Based on calculated insight gathered through the thesis, the 

formal financial prognosis of the market value is set to grow to 1.64 billion DKK in BSI and 1.83 in 

2015, and will average 2.0 billion in 2016, indicating a 25 % market value growth in three years. 

These calculations were based on a historically based annual percentage growth and an industry 

expert prediction average. The market is moving toward consolidation where only three or four 

players will dominate the market. Therefore, the current industry competitors are in a race to 

capture the greatest possible market share. The competitors in the industry are mostly focused on 

top-line rather than bottom-line growth. Large investments, aggressive marketing, and price wars 
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characterize this intense rivalry. This constant struggle for new customers in the industry largely 

neglects the potential value of Betsafe’s current customer base. 

The thesis has proven that customer loyalty does indeed exist in the Danish sports betting market. 

Loyalty profiles of companies show strong allegiance toward a bookmaker such as Bet365, with 

92 % of its customers recommending the company. The opposite can be said about Betsafe, where 

extremely low commitment is seen through 58 % of Betsafe’s own customers not willing to 

recommend it. Most of Betsafe’s customers are habitually loyal; however, one out of four (25 %) 

Betsafe customers indicate no commitment toward the bookmaker. The overall loyalty profile of the 

betting industry indicates only 4 % of customers show no commitment, clearly showing that Betsafe 

performs worse than the industry average. In fact, Betsafe performs worse than the industry average 

in every segment of the loyalty ladder. These are clear warning signs for Betsafe. Betsafe must 

proactively turn its attention to its current customers as one-fourth of its customers are potentially 

prone to churn.  

Betsafe must apply several strategic changes in order to increase the current inferior customer 

loyalty. A total of five significant strategies have been proposed in order to influence customer 

loyalty positively. First, a generic strategy entails a shift on focused differentiation through a 

performance advantage. This performance advantage can be created through Betsafe’s overall 

product and increased focus on loyalty products. Therefore, the growth strategy suggests a product 

development and market penetration and consolidation focusing on the current clientele and current 

and new products. The chosen price strategy is an average and reactive strategy carefully following 

the odds of the competitors. A differentiated marketing strategy focusing on particular loyalty 

segments of the loyalty ladder is suggested. This strategy and segmentation supports the loyalty 

strategy for each loyalty segment, and winds up in a standardized and customized loyalty program. 

The suggested standardized program is a Betsafe Clip Card system appealing to first-time 

customers and dissatisfied customers. The suggested customized program targets customers, clients, 

and advocates through a Betsafe Loyalty Club Card giving the aforementioned a silver, gold, and 

platinum membership. These memberships mound up in various rewards that appeal to the needs of 

these individual loyalty segments. Briefly, these include the loyalty building factors such as better 

odds for platinum members. 

In conclusion, the evaluation shows that the suggested strategies can all succeed but the main 

variance lies in the acceptability and corporate fit of the strategies. However, an overall score of 3.8 
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proves that these strategies have the potential to be successful in the case of Betsafe and increasing 

customer loyalty. 

Chapter 15 – Suggestions for Further Research 
Customer loyalty is an extremely broad field of research. The traction and rapid development of the 

sports betting industry in Denmark call for constant in-depth analysis of the changing consumer and 

industry trends. For these reasons, several suggestions for further research have been made. 

 
The thesis does not include investment calculations; therefore, a study of the profit and loss 

implications of the suggested strategy options is much needed. A deeper understanding of the 

involved costs and benefits behind each project through a strictly positivistic view would give top 

management in Betsafe a better idea of the presented options. A cost-benefit analysis is suggested. 

 
The thesis measured the loyalty profile of the sports betting industry and proved that customer 

loyalty exists in the industry. However, how does this loyalty compare to customer loyalty in other 

industries? Customer loyalty is a relative measure, and the best performance indicator of the sports 

betting industry would be a comparative study of an analog industry, such as the online trading 

industry. Therefore, benchmarking the loyalty profile of the betting industry to an analog industry 

would be beneficial. 

 
Last, a study of customer loyalty within the sports betting industry from an organizational 

perspective is needed. How can Betsafe restructure its organization in order to facilitate positive 

customer loyalty value creation? Furthermore, which organizational and staff incentives should 

Betsafe create in order to motivate its employees to focus on customer loyalty? Is the geographical 

organization of retention and loyalty activities as effective as it should be? All of the above 

questions require further research and a shifted focus on the broad topic at hand.  
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Appendices  

Appendix 1  

Customer Loyalty Survey 
	  

Respondents: 657 
Distribution: Facebook, e-mail, betting fora, sports fora.  
Target segment: 18-45 year old males. 
Criteria # 1: Must have made a sports bet at least once before. 
Criteria # 2: Must have bet in Denmark before. 
Software: Survey Monkey 
 
Question 1. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

54,5% 

0,9% 

7,6% 

28,7% 

2,0% 
0,9% 5,3% 

What is your preffered bookmaker? (The bookmaker you use most frequently) 

Bet365 
NordicBet 
Unibet 
Danske Spil 
Betsafe 
Tipico 
Other (specify which) 
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Question 2. 
 

 
 
Question 3.  
 

 
 
 
 
 
 
 
 
 
 

4,1% 
9,8% 

13,3% 

59% 

13,5% 

How satisfied or dissatisfied are you with your preferred bookmaker? 

Very Dissatisfied 
Dissatisfied 
Don’t have an opinion 

Satisfied 
Very Satisfied 

18,2% 

43,0% 

23,3% 

9,8% 

1,1% 

4,6% 

0,0% 20,0% 40,0% 60,0% 

The best 

Better than most 

About the same as 
most 

Not as good as most 

The worst 

No opinion 

Compared with other bookmakers that you use or know of, how would you rate your 
preferred bookmaker? 

The best 

Better than most 

About the same as most 

Not as good as most 

The worst 

No opinion 
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Question 4. 
 

 
 
 
Question 5. 
 

 
 
 
 

85,3% 

14,7% 

0,0% 

10,0% 

20,0% 

30,0% 

40,0% 

50,0% 

60,0% 

70,0% 

80,0% 

90,0% 

Yes No 

Would you recommend your preferred bookmaker? 

Yes 

No 
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Question 6 
 

 
 
Question 7. 
 

 
 
 
 
 

39,9% 

21,6% 

13,0% 

10,3% 

6,4% 

8,8% 

0,0% 20,0% 40,0% 60,0% 

Daily 

2-3 times per 
week 

Weekly 

2-3 times per 
month 

Monthly 

Less than once 
per month 

How often do you bet? 

Daily 

2-3 times per week 

Weekly 

2-3 times per month 

Monthly 

Less than once per month 
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Question 8. 
 

 
 
 
Question 9. 
 

 
 
 
 
 
 
 
 
 

14,0% 

20,0% 

15,1% 

12,2% 

10,6% 

10,7% 

7,1% 

10,2% 

0,0% 10,0% 20,0% 30,0% 

0-30 DKK 

31-100 DKK 

101-250 DKK 

251-400 DKK 

401-800 DKK 

801-1500 DKK 

1501-3000 DKK 

Above 3000 DKK 

On average, how much do you bet per week? 

0-30 DKK 

31-100 DKK 

101-250 DKK 

251-400 DKK 

401-800 DKK 

801-1500 DKK 

1501-3000 DKK 

Above 3000 DKK 

5,1% 

28,5% 

31,4% 

22,3% 

5,7% 

7,1% 

0,0% 10,0% 20,0% 30,0% 40,0% 

0-10 DKK 

11-50 DKK 

51-100 DKK 

101-250 DKK 

251-500 

Above 500 DKK 

On average, how much money do you place on a single bet? 

0-10 DKK 

11-50 DKK 

51-100 DKK 

101-250 DKK 

251-500 

Above 500 DKK 
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Question 10. 
 

 
 
 
Question 11.  
 

 
 
 
 
 
 
 
 
 

73,6% 

37,8% 

20,4% 

36,3% 

18,2% 

51,7% 
44,0% 

0,0% 
10,0% 
20,0% 
30,0% 
40,0% 
50,0% 
60,0% 
70,0% 
80,0% 

High odds Good mobile 
application 

Customer 
service 

Website Many 
physical 
betting 

locations 

Large 
selection of 
sports (e.g. 

Football, 
Handball, 

Basketball) 

Large 
selection of 
sports bets 

(e.g. Number 
of Corners, 

First to 
Score) 

What are the most important factors to you, when choosing a bookmaker? 

26,1% 

54,5% 

13,0% 

4,8% 1,7% 

Is your bookmaker recommendable? Choose one statement that best describes how 
you feel. 

“I would definitely recommend 
my bookmaker” 
“If asked, I would probably 
recommend my bookmaker” 
“Not sure” 

“I would probably not 
recommend my bookmakers” 
“I would never recommend my 
bookmaker” 
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Question 12. 
 

 
 
 
 
Question 13. 
 

 
 
 
 
 
 

36,5% 

29,7% 

4,2% 

14,1% 

15,4% 

Why do you bet on sports? Choose one statement that best describes you. 

“I bet because it gives me an 
exciting break in everyday life” 

“I bet in order to win a lot of 
money” 

“I bet big money, because I like the 
thrill and risk. I consider myself a 
real daredevil” 
“I like to beat the odds through 
thorough analysis and statistics” 

“I often bet with friends and family 
at social events – winning big is not 
important to me!” 

0,0% 20,0% 40,0% 60,0% 

Very easy 

Quite easy 

Quite difficult 

Very difficult 

Impossible 

Taking all factors into consideration, how easy would it be for you to switch to using 
an alternative bookmaker? 

Very easy 

Quite easy 

Quite difficult 

Very difficult 

Impossible 
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Question 14. 
 

 
 
 
Question 15. 
 

 
 
 
 
 
 
 
 
 

68,7% 

21,4% 

3,3% 3,3% 3,3% 

0,0% 

10,0% 

20,0% 

30,0% 

40,0% 

50,0% 

60,0% 

70,0% 

80,0% 

Occupation 

Student 

Full-time employee 

Part-time employee 

Unemployed 

Other 

68,0% 

11,7% 

8,4% 

3,8% 

8,0% 

0,0% 20,0% 40,0% 60,0% 80,0% 

Below 200,000 
DKK 

200,000 – 300,000 
DKK 

300,001 – 450,000 
DKK 

450,001 – 600,000 
DKK 

Above 600,001 
DKK 

Annual income 

Below 200,000 DKK 
200,000 – 300,000 DKK 
300,001 – 450,000 DKK 
450,001 – 600,000 DKK 
Above 600,001 DKK 
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Question 16. 
 

 
 
 
Question 17. 
 

 
  

37,0% 

40,3% 

14,5% 

5,7% 

1,3% 

1,3% 

0,0% 20,0% 40,0% 60,0% 

Below 20 

20-25 

26-31 

32-40 

41-50 

51 or above 

Age 

Below 20 

20-25 

26-31 

32-40 

41-50 

51 or above 

96,7% 

3,3% 

0,0% 

20,0% 

40,0% 

60,0% 

80,0% 

100,0% 

120,0% 

Male Female 

Gender 

Male 

Female 
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Appendix 2  

Pre-Interview with Customer: Peter Bjerregaard, Student. 
 
Interview questions are divided into 2 main parts, betting habits and loyalty habits. 
 
1. Betting Habits 

-‐ Hvorfor oddser du? 

-‐ Hvor tit oddser du?  

-‐ Hvor meget oddser du normalt for om måneden?  

-‐ Hvad oddser du på? Hvilke typer væddemål? 

-‐ Hvis du husker tilbage på første gang du oddsede, hvilken bookmaker var det hos? 

-‐ Hvor oddser du hen nu? Hvilke bookmakere? Hvor mange accounts har du? 

-‐ Har du prøvet andre bookmakere? Hvorfor/hvorfor ikke? 

-‐ Hvis Bet365 ikke eksisterede, hvilken bookmaker vil du så vælge? 

-‐ Nævn hvad der er vigtigst når du vælger bookmaker? 

-‐ Hvad er dit yndlingsbookmaker? 

-‐ Hvis et af de nævnte faktorer bliver fjernet, hvad er så vigtigst? 

-‐ Hvis pris/høje odds ikke var en faktor, hvad vil så være en faktor? 

-‐ Hvilket betydning har brandet/bookmaker for dig når du oddser? 

-‐ Hvilken betydning har det faktum at bookmakere såsom Danske Spil deler ud af 

overskuddet? Er det noget der kan få dig til at vælge dem frem for andre? 

 
2. Loyalty Habits 

-‐ Har du nogensinde anbefalet Bet365? 

-‐ Hvorfor vil du anbefale dem/hvorfor vil du ikke anbefale dem? 

-‐ Hvornår anbefaler du normalt noget?  

-‐ Kan du nævne sidste gang du anbefalet et produkt eller en service til nogen? Hvorfor gjorde 

du det? 

-‐ Hvordan vil du anbefale en bookmaker? 

-‐ Hvad skal der til for at du anbefaler bookmaker Bet365? 

-‐ Hvad skal der til for at du spiller oftere hos bookmaker Bet365? Hvad kan de gøre? 

-‐ Hvad skal der til for at du spiller oftere hos hvilken som helst bookmaker? 

-‐ Hvis du ikke havde et konto nogle steder, men havde det viden du har nu, hvilken 

bookmaker vil du så vælge? 
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Appendix 3  

Pre-Interview E-mail with Customer: Magnus Rostgaard Jacobsen, Student 
 

Denys: Hvilken bookmaker oddser du hos? 

Magnus: Danske Spil 

 

Denys: Hvorfor oddser du hos Danske Spil? 

Magnus: Jeg foretrækker at oddse i en butik eller en kiosk. Jeg kan godt lide at have en kupon i 

hånden og således også få eventuelt gevinst i kontanter. Det er lidt ‘old school’ men jeg kan bedre 

styre pengene hvis jeg oddser et fysisk sted. På nettet føler jeg ikke jeg har kontrol over mine penge. 

 

Denys: Hvad er det vigtigste når du vælger en bookmaker? Kan du give et top 3? 

Magnus: 1. Tilgængelighed – Danske Spil har mange steder hvor man kan spille. 

2. Appen – det skal være en god mobil app. 

3. Høje odds. 
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Appendix 4  

Interview Questions: Tony Brandenborg, Country Manager, Denmark, Betsson Group 
 
1. Markedet og generelle spørgsmål om Betsafe:  
 
- Hvad er din stilling og primære arbejdsopgaver i Betsson Group? 
 
- Hvordan ser du det danske sports betting marked udvikle sig inden for de næste 2-3 år? Kan du 
give os et par overskrifter? 
 
- Hvad tror du den totale omsætning er på det danske betting marked nu?  
 
- Hvad tror du den totale omsætning er på det danske betting marked om hhv. 1 og 2 år? Og 
hvorfor? 
 
- Hvordan tror du konkurrencesituationen vil være om 1-2 år? Vil der være flere eller færre aktører? 
Hvorfor/hvorfor ikke? 
 
- Hvor stor en markedsandel tror du Betsafe har i Danmark? Hvad med Danske Spil, Unibet, og 
Bet365? 
 
- Hvad er Betsafes overordnet mål for de næste 2 år på det danske marked? F.eks. procentvis 
forøgelse i market share, omsætning eller indtjening per kunde? 
 
- Vil mængden af sports betting kunder falde eller stige inden for de næste 2 år? 
 
- Hvad er det primære kundesegment for Betsafes sportsbook? 
 
 
2. NordicBet kontra Betsafe: 
 
- Hvad er de største forskelle i NordicBets strategi kontra Betsafes strategi på det danske marked? 
 
- Hvordan bliver Betsafe og Nordicbet differentieret i kundernes øjne? 
 
- Hvem er Betsafes primære kundesegment og hvem er NordicBets primære kundesegment? 
 
 
3. Loyalitet: 
 
- Hvor stort et fokus bliver der lagt på kundeloyalitet hos Betsafe? 
 
- Hvor stor en rolle kommer arbejdet med kundeloyalitet til at spille de kommende år i branchen og 
hos Betsafe? 
 
- I følge din erfaring, bliver kunderne mere loyale eller mindre loyale I forhold til, hvor de gambler? 
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- Er kundeloyalitet noget som Betsafe måler på og hvis ja – Hvordan? 
 
- Er den måde det bliver målt på nu den optimale måde at gøre det på? Er det også den optimale 
målenhed? 
 
- Tror du der er forskel på de faktorer som kunderne vælger en bookmaker på, frem for de faktorer 
der gør at de forbliver hos en bookmaker? 
 
- Hvad er de respektive faktorer? 

• Hvilke faktorer gør at de vælger en bookmaker? 
• Hvilke faktorer gør at de forbliver hos en bookmaker? 

 
- Har I nogen erfaringer med hvilke tiltag der gør, at kunderne spiller oftere hos Betsafe? 
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Appendix 5 

Interview Questions: Thomas Holm, Danish Sportsbook Manager, Betsson Group 
 
1. Markedet og generelle spørgsmål om Betsafe:  
 
- Hvad er din stilling og primære arbejdsopgaver i Betsson Group? 
 
- Hvordan ser du det danske sports betting marked udvikle sig inden for de næste 2-3 år? Kan du 
give os et par overskrifter? 
 
- Hvad tror du den totale omsætning er på det danske betting marked nu?  
 
- Hvad tror du den totale omsætning er på det danske betting marked om hhv. 1 år, 2 år og 3 år? Og 
hvorfor? 
 
- Hvordan tror du konkurrencesituationen vil være om 1-2 år? Vil der være flere eller færre aktører? 
Hvorfor/hvorfor ikke? 
 
- Hvor stor en markedsandel tror du Betsafe har i Danmark? Hvad med Danske Spil, Unibet, og 
Bet365? 
 
- Hvad er Betsafes overordnet mål for de næste 2 år på det danske marked? F.eks. procentvis 
forøgelse i market share, omsætning eller indtjening per kunde? 
 
- Vil mængden af sports betting kunder falde eller stige inden for de næste 2 år? 
 
- Hvad er det primære kundesegment for Betsafes sportsbook? 
 
 
2. Loyalitet: 
 
- Hvor stort et fokus bliver der lagt på kundeloyalitet hos Betsafe? 
 
- Hvor stor en rolle kommer arbejdet med kundeloyalitet til at spille de kommende år i branchen og 
hos Betsafe? 
 
- I følge din erfaring, bliver kunderne mere loyale eller mindre loyale I forhold til, hvor de gambler? 
 
- Er kundeloyalitet noget som Betsafe måler på og hvis ja – Hvordan? 
 
- Er den måde det bliver målt på nu den optimale måde at gøre det på? Er det også den optimale 
målenhed? 
 
- Tror du der er forskel på de faktorer som kunderne vælger en bookmaker på, frem for de faktorer 
der gør at de forbliver hos en bookmaker? 
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- Hvad er de respektive faktorer? 
• Hvilke faktorer gør at de vælger en bookmaker? 
• Hvilke faktorer gør at de forbliver hos en bookmaker? 

 
- Har I nogen erfaringer med hvilke tiltag der gør, at kunderne spiller oftere hos Betsafe?  



	  

Appendix 6 

Statistical Uncertainty 
 

Univers: 5.000.000 

  
5% or  
95% 

10% or  
90% 

15% or  
85% 

20% or  
80% 

25% or  
75% 

30% or  
70% 

35% or  
65% 

40% or  
60% 

45% or  
55% 50% 

  5 10 15 20 25 30 35 40 45 50 
50 6,1 8,4 10,0 11,2 12,1 12,8 13,4 13,7 13,9 14,0 
75 5,0 6,8 8,1 9,1 9,9 10,4 10,9 11,2 11,3 11,4 

100 4,3 5,9 7,0 7,9 8,5 9,0 9,4 9,7 9,8 9,8 
150 3,5 4,8 5,7 6,4 7,0 7,4 7,7 7,9 8,0 8,0 
200 3,0 4,2 5,0 5,6 6,0 6,4 6,6 6,8 6,9 6,9 
250 2,7 3,7 4,4 5,0 5,4 5,7 5,9 6,1 6,2 6,2 
310 2,4 3,3 4,0 4,5 4,8 5,1 5,3 5,5 5,5 5,6 
400 2,1 2,9 3,5 3,9 4,2 4,5 4,7 4,8 4,9 4,9 
500 1,9 2,6 3,1 3,5 3,8 4,0 4,2 4,3 4,4 4,4 
600 1,7 2,4 2,9 3,2 3,5 3,7 3,8 3,9 4,0 4,0 
700 1,6 2,2 2,6 3,0 3,2 3,4 3,5 3,6 3,7 3,7 
800 1,5 2,1 2,5 2,8 3,0 3,2 3,3 3,4 3,4 3,5 
900 1,4 2,0 2,3 2,6 2,8 3,0 3,1 3,2 3,3 3,3 

1000 1,4 1,9 2,2 2,5 2,7 2,8 3,0 3,0 3,1 3,1 
1200 1,2 1,7 2,0 2,3 2,5 2,6 2,7 2,8 2,8 2,8 
1500 1,1 1,5 1,8 2,0 2,2 2,3 2,4 2,5 2,5 2,5 
2000 1,0 1,3 1,6 1,8 1,9 2,0 2,1 2,1 2,2 2,2 
3000 0,8 1,1 1,3 1,4 1,5 1,6 1,7 1,8 1,8 1,8 
4000 0,7 0,9 1,1 1,2 1,3 1,4 1,5 1,5 1,5 1,5 
5000 0,6 0,8 1,0 1,1 1,2 1,3 1,3 1,4 1,4 1,4 
6000 0,6 0,8 0,9 1,0 1,1 1,2 1,2 1,2 1,3 1,3 
7000 0,5 0,7 0,8 0,9 1,0 1,1 1,1 1,1 1,2 1,2 
8000 0,5 0,7 0,8 0,9 0,9 1,0 1,0 1,1 1,1 1,1 
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Appendix 7  

Measured Loyalty Profiles for Top 4 and Industry 
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5	  -‐	  6	  (Low	  commitment)	  

Below	  5	  (No	  commitment)	  

Loyalty	  Pro*ile	  for	  Bet365	  
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Appendix 8  

Loyalty Factors  
 
Tony Brandenborg 

Why do customers choose a bookmaker? Why do customers choose to stay with a 

bookmaker? 

Credibility Campaign or bonus 

Good customer service Fast and easy money transfer 

Fast customer service Good customer service 

Functionality Functionality 

Campaign or bonus  

Perception of bookmaker (brand)  

 

Thomas Holm 

Why do customers choose a bookmaker? Why do customers choose to stay with a 

bookmaker? 

Campaign or bonus Website  

Perception of bookmaker (brand) Fast and easy money transfer 

High odds Good customer service 

Selection of sports and bets Functionality 

Credibility Selection of sports and bets 

Live betting  
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Appendix 9  

Industry Experts Interview Questions in E-mail 
 
Spørgsmålene omhandler udelukkende sports betting og inkluderer IKKE poker, casino eller andre 
spil.  

 
1. Markedet 
 
- Hvordan ser du det danske sports betting marked udvikle sig inden for de næste 2-3 år? Kan du 
give os et par overskrifter? 
 
1. 
2. 
3. 
 
 
- I 2012 var BSI (Bruttospilleindtægt = indtægter – gevinster) på det danske sports betting marked 
på 1.175 MIO. DKK. I 2013 er BSI’en estimeret til cirka 1.500 MIO. DKK (E). Hvad tror du 
Bruttospilleindtægten bliver om hhv. 1 år, 2 år og 3 år? Og hvorfor?  
 
2012: 1.175 MIO. DKK 
2013: 1.500 MIO. DKK (E) 
2014: 
2015: 
2016: 
 
Du er meget velkommen til at udbygge dit estimat med et par rationaler og betragtninger:  
 
2. Loyalitet 
 
- Hvor stort et fokus bliver der lagt på kundeloyalitet i sports betting branchen i Danmark nu og de 
kommende år? 
 
 
- I følge din erfaring, bliver kunderne mere loyale eller mindre loyale I forhold til, hvor de gambler? 
 
 
- Hvordan måler man bedst kundeloyalitet hos en bookmaker? Hvilke parametre måler man 
kundeloyalitet på? (f.eks. Anbefalingsgrad) 
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Appendix 10 

Interviews on CD 
	  

File 1 - Interview with Peter Bjerregaard 

File 2 - Interview with Thomas Holm 

File 3 - Interview with Thomas Holm II 

File 4 - Interview with Tony Brandenborg  

	  


