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Introduction 
Even though we as media and communication scholars know that there is no such thing as a 
simple correlation between media text and actual influence on the audience, there exists an 
often-unproblematized assumption that gambling advertising leads to – or at least has a very 
high risk of leading to – problem gambling. Indeed, this is an assumed link that gambling 
studies continuously builds its research around.  
 
In 2020, the Swedish government put forth two reports suggesting further restrictions of 
gambling advertising. The Gambling Market Report (SOU 2020:77) proposed a time 
restriction for, first and foremost, (online) casino gambling ads during the daytime. The 
Equality Commission advocated a ban for the marketing of commercial gambling in Sweden 
equal to that for alcohol and tobacco (SOU 2020:46). The restrictive trend is international in 
scope (as in for instance the UK, Woodhouse, 2021). Previous research has argued that 
effective regulations of gambling advertising are underdeveloped (Bouguettaya et al., 2020). 
 
The Gambling Market Report makes its judgements based on the assumption that there is a 
’sufficiently likely connection between the extent of gambling ads and the existence of 
gambling problems to motivate /suggested/ measures’ (SOU 2020:77, 182, my italics). In 
turn, The Equality Commission bases its proposition of a complete gambling advertising ban 
on the assumed relationship between advertising and problem gambling. They even foresee 
increased gender equality in society as a positive consequence of the measure as, ‘more 
women gamble and have more gambling problems than do men in Sweden.’ Women are 
increasingly described as the new demographic for the gambling industry for which certain 
products (so-called ’pink gambling’ in the UK) have been devised (Cassidy, 2020).  

Unfortunately, The Equality Commission has managed to misread a press release from The 
Public Health Agency of Sweden (2019) and reversed the gambling statistics in women’s 
disfavour. In fact, Swelogs (2019) reports that men continue to dominate as gamblers in all 
gambling forms in Sweden, but that, among the 1.3% of Swedes who are judged to be 
problem gamblers, the numbers are just about gender equal. Nevertheless, the blunder is 
interesting as it points to an increasing tendency to connect women with (problem) gambling, 
specifically with online casino gambling, and, moreover, to imply that gambling ads are the 
reason for an increased vulnerablity among women in this regard. This connection is 
explicitly made in The Gambling Market Report (SOU 2020:77, 176) where the opinions of 
Professor of Psychiatry Anders Håkansson is relayed (my translation): 

According to Anders Håkansson, it is not possible to, for certain, confirm that 
there is a relation between the high portion of advertising for online casinos and 
the high portion of gambling problems among, first and foremost, women who 
gamble on that type of a game. However, it is possible, according to Anders 
Håkansson, to state that there is nowadays a large proportion of women in 
Sweden among the group who has the biggest problems with online casinos, at 
the same time as there are more commercials for that gambling form during a 
TV-24h day that address women, than any other gambling form. 
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It is worth noting that no more than 0.5% of Swedes, irrespective of gender, gambled 
regularly on online casino games in 2018 (Swelogs, 2019), and that female problem gamblers, 
among the total number of problem gamblers in Sweden in all gambling forms, amount to 
0.6% (ibid).  

As illustrated by the quoted source, gambling ads are predominantly studied in problem-
related medico-psychological research (Marionneau, 2015). The main interest in these kinds 
of studies lies overwhelmingly on the potential ‘impact’ or ‘influence’ of gambling 
advertising on gambling attitudes, intentions and behaviour even though its evasiveness is 
known due to methodological limitations (Binde & Romild, 2019). The scientific methods 
used are first and foremost web surveys, self-reports and self-assessments regarding how 
individuals think they are influenced by gambling ads. Numerical scales that establish degree 
of problem gambling (the PGSI, Swelogs, 2019) and categorizations that determine degree of 
potential risk of a particular gambling advertising type, are also applied in the mix (The 
Public Health Agency of Sweden, 2020). Gambling ads are thus classified according to risk 
(to lead to gambling problems). For instance, online casino gambling is placed in the highest 
risk category. It is categorized by the following criteria: short time from bet to result; fast 
payment of winnings; possibility for long gambling sessions; particular lightning and sound, 
and accessible via the internet (ibid). Even though the focus lies on the qualities of a game, 
the advertising for that game or the website/company where the game can be accessed, tends 
to get stuck with the same kind of risk assessment as the game itself, a type of guilt by 
association (as in the quote by Håkansson above). If the game is high-risk, so is the 
advertising for it, or so the logic seems to go.  

Aim and research question 
This paper will (indirectly) address the alleged increased vulnerability of women in relation to 
online casino advertising exemplified above. It asks, a bit rhetorically perhaps, ’what’s high-
risk about online casino advertisements for women gamblers?’ I will use the concept of 
feminization and explore whether there are signs of an increasing feminization in Swedish 
onlie casino gambling ads. As noted by Wardle (2017, 185), ’/t/he use of the term 
”feminisation” (…) simply means more women doing something. It does not refer to broader 
domains of identity and gender, of which there has been little consideration in gambling 
research.’ My aim is to introduce a broader conceptualization into gambling studies, referring 
to, ’how values, ideals, stereotypes, traits, occupations, identities and social roles related to 
women and femininity are increasingly manifested and exploited in the design of (online) 
gambling advertising in order to attract female gambling consumers.’ 
  
 
Material and method  
I will look at a specific example of an online casino brand that is well-known to many 
Swedes, Casinostugan (Eng. The Casino Cottage), as its adverts have impinged on our 
broadcast consumption since 2014 and is particularly designed for the Swedish market. I will 
draw on ad examples from 2014, 2019 and 2021 to see if the brand has designed their 
advertising to particularly target the female audience. Håkansson & Widinghoff (2019) show 
that online casino ads were by far the most televised gambling advertisements in Sweden in 
2017 and are seen as’high-risk’ in relation to other kinds of gambling ads with messages that 
promote the rapidity and facility of gambling (ibid). An additional complementary method 
that has been used is one personal interview to gather contextual background information. The 
analysis also includes the main website’s audience address but this is not presented in this 
extended abstract.  
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The overarching theoretical framework for the analysis is discourse analysis, specifically 
multimodal (critical) discourse analysis (MCDA) (Kress and van Leeuwen 1998, 2001, 
Machin 2013, Ledin & Machin, 2020). Gambling ads are examples of ’potent semiotic texts’ 
((Butkowski & Tajima 2017, 1042) that realize certain discourses that construct knowledges 
about the world, potentially, in this case, discourses of femininity in gambling ads. 
 
Results - extracts from Casinostugan’s advertising 2014, 2019 and 2021 
The kinds of representing participants (Ledin & Machin, 2020) that occupy an ad 
communicates what kind of implied audience the ad has. The concept for Casinostugan began 
with a brainstorming around ‘Swedishness,’ as the brand was to be especially targeted to the 
Swedish market (Stefan Leijon, (personal interview 27 April, 2021). The Swedish summer 
cottage (Sw. sommarstuga) was deemed the perfect positive, recognizable and desirable 
symbol for Swedes with its traditional timber walls, red paint and white corners and white 
windowpanes. The choice of a moose as the brand’s main represented character fit with the 
Swedish homely theme, the connection to nature and slowness of pace that was to permeate 
the commercials’ narratives (ibid). An actor in a moose costume was not only much more 
cost-effective than an expensive celebrity but stood out from the crowd when it came to 
existing personalities in gambling ads, allowing details about Ture The Moose’s little universe 
to be created. The fact that the moose was a bull and not a female was a self-evident fact 
rather than a conscious gendered choice, according to Leijon, who retrospectively thinks it a 
shame that we take the male to be the norm for everybody (ibid). 
 
Ture The Moose – Casinostugan’s main character 
While many gambling companies choose celebrities to front their brand, Casinostugan thus 
went with the small ad design studio A New Dialogue’s idea of Ture the Moose (Figure 1). 
The name ‘Ture Skogman’ for the Casinostugan moose is a slight alteration of the name of 
the Swedish folksy, popular singer/composer/actor Thore Skogman who rose to Swedish fame 
in the mid 1950’s. Thore was known for his jolly personality, upbeat, accordion-based, sing-a-
long melodies, fun lyrics, as well as his red hair and wide tooth gap. His 50-year career spun 
off with a song called ‘Älgjakten’ no less (Eng. The Moose Hunt). The moose association 
between Ture and Thore is furthermore enhanced by the sharing of the same last name 
‘Skogman,’ with ‘skog’ translating to forest.  
 

 
Figure 1. Ture The Moose pictured in Casinostugan’s commercial ”Vårsol”  

(Eng. ”spring sunshine”) 2015. 
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Ture The Moose talks with a slow-paced northern Swedish dialect, dresses in checkered 
‘woodman’ shirts and goes about his business in his cottage in the beautiful countryside, 
being cozy in front of the fire, basking in the sunshine against a red timbered wall, or having 
coffee with his male friend Gösta. In the first ad ‘Welcome into the cottage’ (Figure 2), Ture 
starts by turning off the radio while uttering: ‘Casino advertising can be so stressful. Here we 
take things in our own pace. ´ 
 

 
Figure 2. Turning off ‘stressful casino advertising’ in ‘Welcome to the Cottage’ (2014). 

 
 
The moose is by many considered a national symbol for Sweden (Johansson, 2019). It is a 
well-known if sometimes hard-to-spot large animal with a long history. The moose is known 
to be a majestic, mythical animal worthy of people’s awe and admiration, is deemed exotic to 
tourists and is frequently portrayed on souvenirs. For the last three years, it has also become 
the unknowing slow TV star in the extended live TV coverage of its migration path during the 
spring months in Swedish Public Broadcasting TV’s  programme The Great Moose 
Migration. Notably, the male moose with his impressive crown constitutes the most common 
visual moose representation irrelevant of genre or format in Swedish culture and is also 
manifest in discursive expressions such as the much used ‘the king of the forest.’ Choosing 
the male moose for Casinostugan is in that sense a no-brainer as it is virtually equal to ‘being 
a moose.’ 
 

Evolving the brand 

By 2019, Ture the Moose finds himself degraded as the main character in the adverts. For 
example, in an ad from 2019, the character ‘Marie’ is seen gambling at Casinostugan in her 
living room recliner beside her male partner who’s watching football on TV (Figure 3).  
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Figure 3. ‘Marie’ gambling on her phone, seemingly bored with her company. (2019) 

 

Her identity is clarified in a voiceover which is recognizable as Ture’s. When Marie is said to 
win 44 000 Swedish crowns ‘to do with whatever she wants,’ she looks scornfully over at the 
man and apparently wishes him away, as his recliner is suddenly empty and he shows up 
among the audience on the TV screen (Figure 4). Upon seeing this Marie shuts off the TV 
with her remote control and crosses her arms with a smirk on her face. Ture says, ‘Well, 
sometimes it pays off to take it easy,’ telling the audience about how they can deposit 500 
crowns and gamble for 1500. An image of the trademark Ture rounds off the ad as he 
reassuringly utters the brand name from an opening in a red timbered wall. 

 

 
 

Figure 4. ‘Marie’ get her wishes fulfilled – removing her hubby from the scene (2019). 
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In the latest video ad released in July 2021, a group of lads sit around a kitchen table (Figure 
5). Two of them are booking a trip with the ‘Finland Ferry’ as the third interrupts them with 
an ‘Oooo I just won with Casinostugan. Upgrade the cabins!’ The Ture voiceover invites the 
audience into The Casino Cottage with 200 free spins and the ad ends. The constructed 
audience address is thus solely communicating male identities, activities and bonding. 
 

 

 
 

Figure 5. Male friends ordering ferry trip while the third fixes money for an upgrade (2021). 
 
 
Discussion and conclusion 
Casinostugan’s early concept that launched and made the brand known addressed the 
audience using a male, ‘humanized’ moose in 20-second mini-narratives. If a primarily 
female audience was to be targeted, it is more likely that a female character would have 
fronted the brand, as is done in other gambling ads directed at different, and gendered, sub-
target groups (Kroon, 2020). As this was not even considered as a possibility according to 
Stefan Leijon, it points not to an early feminization of the brand, but a patriarchal orientation 
where the generalizability of the male moose is assumed to be workable for any gendered 
audience.    
 
The rebranding of Casinostugan in 2021 has meant that the male moose character has 
gradually been made redundant as the main symbol for the brand. Ture’s use is mostly in 
voiceovers in video ads. The ‘Marie’ ad from 2021 may be argued to evoke a certain type of 
female empowerment as she is the main character and get to erase her boring hubby from her 
life. However, she is portrayed in a malicious rather than positive way which is signalled by 
her bored and mocking facial expression as she beams the man away from his recliner. 
Incidentally, her character illustrates a commonly expressed and ‘problematic gender-biased 
discourse’ in gambling studies (cf. Palmer Du Preez et al, 2021) that argue that women 
predominantly gamble because they are escaping personal pressures, are bored, lonely, 
socially isolated, depressed or buy time from problems (Corney & Davis, 2010). This in 
contrast to what gambling studies find men to primarily do, i.e., gamble for the enjoyment and 
excitement of the game (Samuelsson, Wennberg, & Sundqvist, 2019). Although Marie is the 
winner of money here, she comes across as a stereotyped ‘man hater,’ if in a slightly 
underplayed way.  
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As ownerships, design studios and advertising strategies have changed since 2014, a more 
strongly articulated masculine address seems to have developed, even one with slight touches 
of misogyny (although expressed in a subtle and supposedly humorous form).  Taking 
Casinostugan as one (but for Sweden prominent) example of current online gambling 
advertising in Sweden, it is thus hard to argue for a feminization of online gambling ads, and 
to find evidence of ‘pink’ online gambling ads that are high-risk to women. Casinostugan has 
made it their ‘thing’ to distance themselves from gambling companies that communicate 
rapidity and that reproduce the idea of the Big Win. There are no celebrities enticing the 
viewer to gamble but a moose who speaks inertly about the slowness of country living (and, 
of course, about the free spins on offer, should you want some excitement in your calm 
cottage life!). Nor do the ads play on overt gender stereotypes (apart from the one connecting 
women to depressive gambling) or use typically feminine characteristics, identities, values 
etc., in order to lure the female online casino gambler. If anything, besides the ‘cross-stitched-
looking’ logotype connoting traditional feminine-coded practices (embroidery) and cozy, 
country life, Casinostugan seems to prefer masculine identities, relations and symbols in 
order to address a wide audience.   
 
In conclusion, I argue that plenty of gambling research seem to focus on ‘the generic 
gambling ad’ featuring happy people achieving impossibly big wins, expressed in bold 
colours, high-pitched sound, blinking lights with gender stereotypic representations, and 
decontextualized from the culture that produced it. Alternatively, gambling advertising is 
roughly characterized on scales of risk without any communicative sensitivity to differences 
in design and address depending on cultural context. It is therefore my belief that media and 
communication scholars have a job to do when it comes to enriching the gambling studies 
paradigm with more nuanced and complex gambling ad analyses to better understand their 
meaning potential for various types of national/cultural audiences, as well as to contribute to 
advancing theories relating to how gender ‘is done,’ as, for example, when it comes to 
feminization. 
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