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Addendum Responsible Gaming Code of Practice 
Social Games 
 

1. Definition of Social Games 
 

Social games, which are sometimes referred to as “casual games”, are the latest evolution in 
video and computer games. They are hugely popular, with games like Candy Crush or Farmville 
played by millions of people all over the world.  
Social games are typically played online or on mobile devices and have a social element. The 
social element typically means people play with, or directly against 
their friends or they participate in leader boards, chat rooms or share and compare 
progress via a social network. They enhance game experiences by enabling people 
to play with or against others, either at the same time or asynchronously. 
The average player is 40 years old, with slightly more women playing than men. However, the 
average age of a player significantly depending on the type of game.  

 
 
2. Types of Social Games 
 

Social casino games 
Social casino games look, sound and play like gambling games, but they do not pay out real 
money and encourage players to connect with their online networks via social media. 
Examples are online slot style games, roulette, poker and bingo and are offered on a variety of 
social network platforms (such as Facebook, Google play store and Apple App store) or directly 
via a developer’s website. 

 
Free Game 
Game access and play is free of charge, with the developer’s costs covered by advertising 
within or around the game. Some free games are “Advergames”, which brands develop for 
their customers or communities.  

 
Freemium Game 
Access and play is free, with certain additional and special features – for example extra lives, 
extra energy, tools or maps to expand the game experience are available for a real money 
payment. 

 
Paid Game 
A player who does not want to see advertisements within the game they are playing can 
choose to pay for an advertisement free experience.  
 
Subscription 
A common game payment, often used in console games. A player who pays a subscription for a 
game may pay a monthly of annual fee for access to the game or special features within it, 
such as extra lives.  
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3. Social games and Responsible Gaming 

 
Because there are no requirements for social responsibility tools (eg limit setting, age 
restrictions, self-exclusion) it has been argued that social gaming is potentially more  
harmful than real money gambling. Many social games developers and operators argue that 
social games do not meet the definition of gambling and therefore requires no regulation. 
Some features of social casino games are argued by some to contribute to greater risk of 
problem gambling. The features include; high frequency and speed of play, lack of minimum 
age policy, no specific oversight or consumer protection. These games are free-to-play but 
have ways in which the player can spend real money. 
Social games very rarely correspondent to their real money equivalent, (eg significantly payout 
rates), meaning young people may only learn misleadingly positive lessons about gambling.  
A transitional risk of social gaming may increases young people participation and adult 
participation in real money gambling. 
On the other hand, social gaming could be an outlet for problem gamblers to indulge in risk  
taking behaviour, in that they can get the rush from a similar type of behaviour without 
the need to spend any money. According to the ISGA players of social casino games do not 
convert to real-money gambling. There is no link and the two practices entirely separate, with 
very different audiences and player demographics.  
 
According to the ISGA social games operators and developers will abide by all applicable laws 
and regulations. Examples include laws and regulations covering consumer protection, 
competition, advertising, and privacy. 
 
General 

- Terms of service should be accessible to the player before they play the game. 
 

- Casino style social games should specify that the games are intended for use by those 
18 or older and/or provide advice to parents and teens on making smart choices 
online. 
 

- Games that are targeted at or designed for children should not contain direct 
exhortations to children to buy items in a game or to persuade an adult to buy items 
for them. 
 

- Social games should not lead players into believing they will be more successful at real-
world activities. For example: Casino style games should not deliberately lead players 
to believe they will be successful at real money gambling games. 

 
- The graphical and interactive structure of social media provides ways to inform players 

to encourage safe choices. Some game features could be utilize to promote 
responsible play, such as granting coins for setting voluntary limits or for reading 
through the educational information.  
 

- Play data from social games sites should be made available to qualified independent 
researchers. Data must be de-identified to remove personally identifying information. 
Research will help determine how to tailor policy and practice to minimize harm. 
 

- It is expressly forbidden for players residing in Cuba, Iran, North-Korea, Sudan and 
Syria to participate in social games.  
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Advertising 

- Games should not be advertised as ‘free’ where purchases are mandatory or 
unavoidable. 
 

- Games operators should use advertising targeting tools where available, in order to 
target advertisements to the intended audience. 

 
- When assessing marketing directed at children, games operators should take due 

account of the way messages are presented and of the context of those messages. 
 

- Advertisements for casino style games should not be deliberately or explicitly directed 
at those aged below 18 years. 
 

Virtual items 
- A “virtual item” is any in-game item, currency, credit or virtual good that can be 

accumulated as a direct result of the outcome of the game or pre-purchased for use 
exclusively on the game platform. 
 

- Virtual items cannot at any time, be exchanged for real money or items of tangible real 
world value.  
 

- Social games operators do not facilitate or permit the trading of virtual items via 
platforms or third party websites. 
 

- The above principles shall not apply to a reward program which is associated with: 1) 
participating in a game; or 2) purchasing virtual items -in both these cases provided 
that the reward is not linked in any way to the outcome of the game. 

 
Privacy 

- Players are able to easily access a games operator’s privacy policies. 
 

- Players are able to request deletion of their public profile from the game provider and 
the company should cease using their personal data upon request in accordance with 
applicable laws.  
 

- Games operators should provide players with the option to choose whether they share 
their game activity publicly when playing on a social network. 
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