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1. BACKGROUND

BACKGROUND



Gambling Ads are Ubiquitous
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Gambling Ads are Ubiquitous
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Big Data Analysis in 2018

6

Objectives:
• Volume and Content of gambling ads 

on Twitter,
• Age of users that engage (liking, 

sharing) with gambling ads, or follow 
gambling accounts,

• Investigate regulatory compliance to 
advertising codes.



Big Data Analysis Results

7Rossi et al., 2021



Todays agenda:

1. Social Media Gambling Advertising – An Overview.

2. US Study: Content, volume and regulatory compliance of social media gambling ads.

3. Online experiment: Are social media gambling ads appealing to children? 

4. Online experiment: Are children able to recognise gambling ads?

5. Impact and further recommendations.
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1. BACKGROUND

Social Media 
Gambling 
Advertising – 
An Overview.



A little experiment













https://www.menti.com/aludinn8dzid



Rossi & Nairn, 2022

These ads have a clear relationship to the brand and often 
include a call to action. These ads are comparable to TV or 

billboard ads.

• Discounts
• Product information
• Brand promotion
• Sign-on bonus

Content Marketing does not have a clear relationship to the 
brand/product advertised.  The main aim is often to be shared 

with friends.

• E-news
• Trend Reports
• Competition
• Quiz or Riddles

• Memes 
• Gifs 
• Infographics
• “How to” content

Paid-for ads enable a clear targeting of relevant 
demo-graphics. Reach depends on the amount 
paid to the social media platform.

Paid-for Ads Organic Ads
Organic ads are posted on a brands social media 
account. Reach depends on their number of 
followers and how many users engage with it. OR

• Celebrity 
endorsements

Conventional Ads Content Marketing

Forms of Social Media Advertising 



Content marketing is about 
“developing stories that inform and entertain 
and compel customers to act – without 
actually telling them to”. 

- Aims at eliciting (positive) emotions and does not 
have a call to action. 

- A distinguishing feature of social media content 
marketing is shareability.

- Usually, no clear link or relationship to the brand, 
product or service. 

18



Marketing and Decision-Making Theory

Emotive vs Rational Advertising Appeals 

• It is argued that informational appeals will lead to cognitive processes, whereas 
emotional appeals will lead to affective ones (McKay-Nesbitt et al., 2011; Teichert 
et al., 2018).

• However, they do not carry equal weight in the effectiveness of advertising. 

• Research over the past 40 years challenged the concept of the homo economicus 
and stressed the importance of feelings, emotions and experience in consumers' 
decision-making (e.g. Ambler, 2000; Heath and Nairn, 2005; Vakratsas and Ambler, 
1999; Zajonc, 1980).

-> Emotions are key!



The power of engagement

Miller and Lammas, 2010 (https://www.seokursu.com.tr/social-media-and-its-implications-for-viral-marketing.pdf) 
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All ads collected during:
29th July to 4th August 2024
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All ads collected during:
29th July to 4th August 2024
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Gambling Marketing Regulations 

• Most European countries have clear and detailed gambling marketing laws.

• Great Britain is an outlier in relying on industry self-regulation.
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Gambling Marketing Regulations 

• Most European countries have clear and details gambling marketing laws.

• Great Britain is an outlier in relying on industry self-regulation.

• So, what about the US?



B header example 
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Marketing regulations observed in our study:
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• 1,663 ads recorded by four brands

• During one week in July 2024

• 237 per day

• 1,353 were “organic”

• 310 were “paid-for”

• Content marketing accounted for 52%
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Paid-for Ads
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Organic Ads
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What's going on here?
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What's going on here?
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What's going on here?
Joe Maloney, AGA senior vice-president:

“Like companies across other industries, sports 
betting operators provide relevant, engaging 
content to customers designed to maintain 
brand awareness without promoting a specific 
offering that is covered by the code, like sports 
betting.”

“To describe the sharing of sports facts, 
schedules or discussion topics via tweets and 
posts on social media platforms as advertising 
and thus applicable to our code is an 
irresponsible misinterpretation.”

“This is no different from Gap or Banana 
Republic wanting to ask followers on social 
media platforms, ‘It’s fall right now, what are 
you wearing as the temperature cools?'”



His argument:
Content Marketing is not 
marketing/advertising – and 
therefore not covered by the 
AGA Regulations.
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What's going on here?
Joe Maloney, AGA senior vice-president:

“Like companies across other industries, sports 
betting operators provide relevant, engaging 
content to customers designed to maintain 
brand awareness without promoting a specific 
offering that is covered by the code, like sports 
betting.”

“To describe the sharing of sports facts, 
schedules or discussion topics via tweets and 
posts on social media platforms as advertising 
and thus applicable to our code is an 
irresponsible misinterpretation.”

“This is no different from Gap or Banana 
Republic wanting to ask followers on social 
media platforms, ‘It’s fall right now, what are 
you wearing as the temperature cools?'”

Content Marketing Institute’s definition:
“Content marketing is a strategic 
marketing approach focused on creating 
and distributing valuable, relevant, and 
consistent content to attract and retain a 
clearly defined audience — and, 
ultimately, to drive profitable customer 
action.”
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What's going on here?
Joe Maloney, AGA senior vice-president:

“Like companies across other industries, sports 
betting operators provide relevant, engaging 
content to customers designed to maintain 
brand awareness without promoting a specific 
offering that is covered by the code, like sports 
betting.”

“To describe the sharing of sports facts, 
schedules or discussion topics via tweets and 
posts on social media platforms as advertising 
and thus applicable to our code is an 
irresponsible misinterpretation.”

“This is no different from Gap or Banana 
Republic wanting to ask followers on social 
media platforms, ‘It’s fall right now, what are 
you wearing as the temperature cools?'”

Gambling is a known addiction:
The American Psychiatric Association’s Diagnostic 
and Statistical Manual of Mental Disorders (DSM-
5) considers gambling disorder as a behavioral 
addiction. In fact, it’s currently the only behavioral 
addiction the DSM-5 recognizes. In certain ways, 
gambling disorder resembles substance use 
disorder. They both change your brain chemistry 
and can have features of withdrawal and 
tolerance.

https://my.clevelandclinic.org/health/articles/24291-diagnostic-and-statistical-manual-dsm-5
https://my.clevelandclinic.org/health/articles/24291-diagnostic-and-statistical-manual-dsm-5
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https://my.clevelandclinic.org/health/articles/24291-diagnostic-and-statistical-manual-dsm-5
https://my.clevelandclinic.org/health/diseases/16652-drug-addiction-substance-use-disorder-sud
https://my.clevelandclinic.org/health/diseases/16652-drug-addiction-substance-use-disorder-sud


Why does it matter?

• If we adopt the AGA’s argument, then 1,000 of 1,600 ads are not 
governed by any regulations.

• All Content Marketing ads, would then be outside the remit and 
could do whatever they want. 

 Let’s have a look at the evidence around gambling content 
marketing.
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Appeal of Gambling Ads
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Appeal of Gambling Ads
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• Appeal is an emotion-like internal state in the receiver of a 
message. In marketing and advertising this response tends to be 
aimed at creating a sympathetic response towards a brand, 
service or product.

What is appeal?



Appeal of Gambling Ads
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Valence

Arousal



Appeal of Gambling Ads
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Appeal of Gambling Ads
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Appeal of Gambling Ads
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1 3 5 7 9

1 3 5 7 9



Experiment



Get ready to rate the post 1





Please rate post 1 now!



Get ready to rate the post 2





Please rate post 2 now!



Get ready to rate post 3





Please rate post 3 now!



Get ready to rate post 4





Please rate post 4 now!



Get ready to rate post 5





Please rate post 5 now!



Get ready to rate post 6





Please rate post 6 now!



Let’s analyse your results!



Appeal of Gambling Ads
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210 Children 
(11-17)

222 Young Persons 
(18-24)

221 Adults 
(24-78)

Total sample of 653 UK-based participants



Appeal of Gambling Ads
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Appeal of Gambling Ads - Results
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How often do you see gambling advertising on social media?



Appeal of Gambling Ads - Results

69Significance: p < 0.001

• 15 out of 24 gambling ads triggered 

positive emotions in children and 

young persons.

• Only 7 out of 24 gambling ads 

triggered positive emotions in 

adults.



Emotions triggered by Gambling Ads
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Excited

Delighted

Happy

Content

Calm

Sleepy

Tense

Angry

Distressed

Sad

Depressed

Bored

• Adults are 4-times more likely than 

children and young persons to feel 

strong negative emotions.



Appeal of Gambling Ads - Results
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Format
Grand 
Mean Children

Young 
Persons Adults

Content Marketing by Traditional Gambling Accounts 2.236 2.391 2.255 2.068

Content Marketing by Esports Accounts 1.845 3.484 2.423 -0.320

Conventional Advertising by Esports Accounts -1.762 -0.138 -0.553 -4.541

Conventional Advertising by Traditional Accounts -1.977 -1.987 -0.473 -3.500



Appeal of Gambling Content Marketing

72Significance: p < 0.001

• Gambling Content Marketing is 3.9-times more 

appealing to children and young persons than to 

adults. 

• 11 out of 12 gambling content marketing ads 

were appealing to children and young persons – 

as opposed to 7 for adults. 
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1. BACKGROUND

Recognizability 
of Gambling 
Ads 



Advertising Literacy

- Increasing advertising literacy is seen as part of the solution for 
reducing susceptibility to (gambling) advertising (e.g. An & Stern, 2011)

- Includes a broad range of knowledge, attitudes, and skills needed to 
critically process advertising messages (Wright, Friestad, and Boush 
2005; Brucks, Armstrong, and Goldberg 1988).

- Changing advertising landscape reduces ability to activate advertising 
literacy (Livingstone and Helsper, 2006; Nairn and Fine, 2008)

75

-> Advertising literacy only works if its being activated – ie ads are 
recognised as such



Experiment



Methodology

- Online experiment with 650 participants
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Procedure
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In the following task you will see a variety of screenshots taken from social 
media.

Your task is to decide whether the post is “Advertising” or “Not Advertising”.

 



Procedure
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You only have 6 seconds to make your decision before the screenshot disappears.

 



Materials
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Materials
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Results

1. Gambling Content Marketing is very hard to recognise as 
advertising 
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Results

1. Gambling Content Marketing is very hard to recognise as 
advertising – for all age groups.

2. Insurance Content Marketing is also hard to recognise – but 
participants were much better here – especially children. 
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Results

1. Gambling Content Marketing is very hard to recognise as 
advertising – for all age groups.

2. Insurance Content Marketing is also hard to recognise – but 
participants were much better here – especially children. 

3. Content marketing was much harder to spot than conventional 
advertising 
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Results

1. Gambling Content Marketing is very hard to recognise as 
advertising – for all age groups.

2. Insurance Content Marketing is also hard to recognise – but 
participants were much better here – especially children. 

3. Content marketing was much harder to spot than conventional 
advertising

4. Children and young persons are similarly bad at recognizing 
content marketing as advertising
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Results

1. Gambling Content Marketing is very hard to recognise as 
advertising – for all age groups.

2. Insurance Content Marketing is also hard to recognise – but 
participants were much better here – especially children. 

3. Content marketing was much harder to spot than conventional 
advertising

4. Children and young persons are similarly bad at recognizing 
content marketing as advertising
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-> Content Marketing is really hard to recognise as advertising – meaning 
that advertising literacy protections may not be activated.



Implications

1. Content marketing bypasses protections, making them incredibly 
dangerous.

2. Potential explanation why content marketing is highly appealing to all 
age groups – but especially children. 

3. Around 40% of all gambling ads on social media (ie content 
marketing) seems to be in breach of regulations.

4. Most self-reported exposure data might substantially underreport

87
Source: Rossi & Nairn, 2021
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work



Presentation name 89
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Recommendations

1. Gambling marketing should be legislated (and not industry self-
regulation).

2. Ban gambling content marketing.

3. Development of specific online advertising regulations. 

4. In the age of online advertising and huge expose via 
sponsorships, it is increasingly important to regulate the volume 
of ads.

5. Gambling sponsorship can create dependency of sporting clubs.

6. International collaboration of researchers, campaigners and 
regulators needed, to introduce effective ways of regulating.

91



Thank you for your attention. 

Dr Raffaello Rossi 
      raffaello.rossi@bristol.ac.uk 
        @Raffaello_Ro


	Social Media Sports Betting Ads in the US: Volume, Content, and Regulatory Compliance.
	Disclosure 
	Slide Number 3
	Gambling Ads are Ubiquitous
	Gambling Ads are Ubiquitous
	Big Data Analysis in 2018
	Big Data Analysis Results
	Todays agenda:
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Content marketing is about �“developing stories that inform and entertain and compel customers to act – without actually telling them to”. 
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Appeal of Gambling Ads
	Appeal of Gambling Ads
	Appeal of Gambling Ads
	Appeal of Gambling Ads
	Appeal of Gambling Ads
	Appeal of Gambling Ads
	Experiment
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Appeal of Gambling Ads
	Appeal of Gambling Ads
	Appeal of Gambling Ads - Results
	Appeal of Gambling Ads - Results
	Emotions triggered by Gambling Ads
	Appeal of Gambling Ads - Results
	Appeal of Gambling Content Marketing
	Slide Number 74
	Advertising Literacy
	Experiment
	Methodology
	Procedure
	Procedure
	Materials
	Materials
	Results
	Results
	Results
	Results
	Results
	Implications
	Slide Number 88
	Slide Number 89
	Slide Number 90
	Recommendations
	Thank you for your attention. 

