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Big Data Analysis in 2018 //////////////////

' Objectives:
D= qm E * Volume and Content of gambling ads
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sharing) with gambling ads, or follow
gambling accounts,
* Investigate regulatory compliance to

advertising codes.
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Big Data Analysis Results

Unibet @
@unibet

Hummels v Mbappe

Close enough!

9:40 pm - 15 Jun 2021 - Twitter Web App

J

March

April

May

June July
Date (2018)

i

» Paddy Power &
@paddypower

Morning all. It’s Monday.




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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A little experiment
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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.

- Adistinguishing feature of social media content
marketing is shareability.

- Usually, no clear link or relationship to the brand,
product or service.
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| AIMS & OBJECTIVES

To investigate the volume
and content of organic
gambling advertising

on Twitter, Instagram,
Facebook and TikTok

by the four largest U.S.
sports betting brands.

To investigate the volume
and content of paid-for
gambling advertising on
Instagram and Facebook
by the four largest U.S.
sports betting brands.

To investigate the
compliance of social
media gambling ads
(organic and paid-for)
to the key advertising
regulations by AGA
and FTC.
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| AIMS & OBJECTIVES

To investigate the volume
and content of organic
gambling advertising

on Twitter, Instagram,
Facebook and TikTok

by the four largest U.S.
sports betting brands.

All ads collected during:
29t July to 4t August 2024

Facebook Instagram TikTok X (Twitter) Total

Brand Owner Followers Followers Followers Followers Followers

ESPN Bet  Penn Entertainment 2,700,000 2,300,000 9,600 5,400,000 10,409,600

Bl DraftKings 1,000,000 187,000 736,000 276,700 2,199,700
Sportsbook

EANDUel Flutter 52,000 260,000 470,000 341,300 1,123,300
Sportsbook

BetMGM MGM 45,000 106,000 20,100 311,900 483,000

i =
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| AIMS & OBJECTIVES

compliance of social
media gambling ads
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Gambling Marketing Regulations i

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

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

The
Netherlands

T NV VX X X
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X X

Germany Belgium Italy Spain

broadcasts

Public posters V

Online
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X X
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NOUSTRY GROUP FOR RESPONSIELE GAMBLING

18+ MESSAGING

46.

It is a specific requirement (introduced in the
second edition of the Code) that every television
and print advert should carry clearly either a 18+
symbol or a ‘no under 18s’ type message.

ONLINE BANNER ADVERTISING

47.

It is not possible or appropriate to require that

all online banner advertising should carry safer
gambling messaging, but it is not unusual for
such adverts to provide click-throughs to further
product information. Therefore, the industry Code
recommends that where this happens the landing
page should provide a further click through to
either (i) the operator’s own safer gambling
microsite or web pages; or (ii) a generic source of
information such as .gambls re.org. For
the avoidance of doubt this provision does not
apply to banner advertising on gambling websites
themselves because they already provide links to
safer gambling information.

SPORTS’ SPONSORSHIP

48.

The advertising of adult-only gambling products
or product suppliers should never be targeted
at children. This applies equally to sponsorship
and this Industry Code continues to require that
gambling operators do not allow their logos or
other promotional material to appear on any
commercial merchandising which is designed for
use by children. A clear example of this would
be the use of logos on children’s sports’ shirts.
Children’s shirts and other merchandise will be
defined as those that do not attract VAT.

SPONSORSHIP OF TELEVISION PROGRAMMES

49.

50.

The sponsorship of television programmes was not
covered explicitly by the original Industry Code

on the basis that such sponsorship is technically
different from advertising and is, for example,
subject to different regulatory controls by Ofcom
which prevent any kind of sales message or call to
action.

Nevertheless, in order to reinforce the consistency
of the viewing experience, where sponsorship of

a television programme takes place the Industry
Code was amended to make it a requirement that a
reference to the GambleAware should be included.
Anything more than that may well fall foul of the
Ofcom rules, but in any event its inclusion was a
worthwhile addition to the Code. As with other
references in the previous versions of the Code,
the relevant GambleAware website is now www.

However, the Fifth Edition of the Code did include
an additional requirement relating to sponsorship
of television programmes featuring live sport
before the 9.00pm watershed. (see Section above
on Television Advertising - Watershed)

SOCIAL MEDIA - MARKETING

52.

53,

Marketing on social media is the responsibility of
both the platform providers, such as Facebook,
and the gambling operators themselves. The
gambling industry through its Code can only seek
compliance by the operators, but social media has
grown in importance since the Industry Code was
first established and it should now be extended
accordingly.

It should also be remembered that the CAP Code
already covers marketing on social media. Despite
that, the Industry Code is designed to complement
existing regulation of this kind and the following
provisions were added in the Second Edition:

All gambling operators should have on their
corporate webpages (i) safer gambling messaging;
and (i) links through to sources of more detailed
information.

Account profiles for operators’ branded websites
on social media will also clearly carry 18+ symbols
or a ‘no-under 18s’ type message as well as a
reference to www.gambleaware.org.

54. THE THIRD EDITION OF THE CODE ADDED:

A requirement that gambling operators carry the
required social responsibility and age requirements
on consumer-facing marketing content on their
YouTube channels.

A requirement that operators age restrict all
direct marketing video uploads to YouTube.
This can be done simply by ‘checking’ the age
restriction option when uploading content

via: https://support.google.com/youtube,
answers/2950063?rd=1

55. THIS SEVENTH EDITION OF THE CODE ADDED:

A requirement that sponsored/paid-for digital
media advertisements must be targeted to
consumers aged 25+, where digital media
platforms provide a 25+ age filter. This measure
adds an additional level of assurance around the
age of consumers where operators do not hold
any first party data about the consumers targeted,
(i.e. where operators are wholly reliant on self-
certified third party data, which may not always
be correct.) This provision does not apply to
channels covered by clause 58. This requirement
relates solely to prospecting campaigns where the
targeted audience is not already verified through
the operator’s own age-verification processes.

Given improvements in identification technology
if a digital media platform can verifiably prove
that its age gating systems can prevent under 18s
from accessing the gambling advertising content,
then the Betting and Gaming Council, on the
recommendation of operators and in consultation
with other third parties, may consider whether to
reduce the age filter to 18+.

Y

A requirement that organic YouTube content
produced by an operator and operators’ own
YouTube channels must be age-restricted to 18+
to ensure users log in to age-verified accounts in
order to view content

A requirement that operators should undertake
reasonable endeavours to exclude customers with
an active self-exclusion or cool-off period and
those who the operator has defined using its own
method of assessment as a ‘higher risk’ customer,
from its paid-for social media campaigns.

A requirement that operators must use their

own social media pages to post frequent safer
gambling related information. It is expected that, in
determining sufficient frequency, operators should
take into account how active their own social
media accounts are and act accordingly.

PROMOTING CONSUMER AWARENESS

56.

57.

There are a number of steps that consumers

can take in order to minimise their exposure

to gambling advertising across social media
platforms. However, this information may not
always be easily accessible in a collated format.
The Sixth edition of the Code recognises

that operators are well placed to provide this
information to their customers. As such, the Sixth
edition includes;

A requirement that each operator provides
information on how to limit exposure to gambling
advertising across social media platforms. It is

for each operator to decide where best to situate
this information or the industry may adopt a
common landing page for this information,
available to operators via a link from their web site.
However, the expectation is that it should be easily
accessible and sufficiently prominent. This list of
instructions will cover the largest social media
platforms.

SEARCH ACTIVITY

58.

59.

The Sixth edition expanded the scope of the

IGRG Code to cover search advertising through
the inclusion of a requirement that any search
advertisements must clearly contain 18+ messaging
in the ad copy, along with safer gambling
messaging within the core ad format.

Online search activity is based on ‘keywords’ which
link to consumer’s search queries. Search engines
offer the ability to advertise against queries via
keywords. In order to introduce an enhanced level
of consumer protection, the industry will introduce
a shared blacklist of negative keywords against
which no gambling advertising should be served.
This blacklist will include keywords which indicate
vulnerability and keywords which relate to children
amongst others. The blacklist will be collated

by the Betting & Gaming Council. The industry
keyword blacklist will be updated on a regular basis
to ensure the list remains a robust control over the
passage of time.

This Seventh edition of the Code includes;

* A requirement that operators incorpc
industry keyword blacklist into all rele
campaigns where applicable.

64,

* A requirement that operators will ens
revised blacklist is incorporated into r
campaigns in a timely fashion.

60. For the avoidance of doubt, the requi
above shall also apply to any affiliate
carried out on behalf of an operator.
wide list will also be submitted to onli
platforms for incorporation into their
systems.

AFFILIATE ACTIVITY

61. The Gambling Commission are clear t
will be held responsible for any marke
carried out by their affiliates. As such,
are expected to ensure that all relevar
requirements are also followed by the
marketers. The Sixth edition of the Cc
build on this requirement to establish
controls. As such, this revision include

65.

* A requirement for all affiliates to be st
diligence and PEPS/sanctions checks
should also be conducted wherever r¢

* A requirement for affiliates to comply
relevant regulatory and legislative req
including CAP’s guidance on ensuring
advertisements are obviously identifie
In order to promote consistency, all re
affiliate ads should be clearly and pro
marked #ad’.

66.

* A requirement for relevant affiliates tc
safer gambling related content on a n
with frequency to be pre-determined vv.c.. cuci:
individual operator with whom that affiliate has
agreement.

62. Compliance with the above is expected to be
managed by way of a contractual obligation to
comply with a Code of Conduct for the affiliate
party. Operators are expected to terminate
relationships with affiliates who cannot/do not
comply, preferably on a one strike and you're out
rule.

COVERAGE OF THE CODE
63. This Industry Code is designed to apply to all
forms of advertising and all sizes of gambling
operator. As this is an industry code it cannot
be made mandatory but it will set a benchmark
against which operators’ commitment to social
responsibility will be measured. Its success

depends on the gambling industry adhering to itsin this Code, such as

provisions and the aim must be for all gambling
operators to comply with it.

The gambling industry will look to the Gambling
Commission to assist it wherever it is appropriate
to do so in encouraging compliance with this

code and this is provided for in its Licence
Conditions and Codes of Practice. (https:/www.
gamblingcommission.gov.uk/PDF/LCCP/Licence-
conditionsand-codes-of-practice.pdf) where
Ordinary Code Provision 5.1.8 states that ‘Licensees
should also follow any relevant industry code of
practice on advertising, notably the Gambling
Industry Code for Socially Responsible Advertising.’

The Industry Code therefore covers all forms of
licensed gambling in Britain, including society
lotteries. The current exception to this is the
National Lottery whose licence does not carry the
same requirement and which is presently excluded
from the remit of the Industry Code.

Also, unless they portray or refer to gambling, the
code does not apply to marketing communications
for non-gaming events or facilities e.g. tenpin
bowling or hotels that are in the same complex as,
but separate from, gambling events or facilities.
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TELEVISION ADVERTISING - TEXT AND SUBTITLING
44. The first edition of the Industry Code was silent

on the size and prominence of safer gambling
messaging on television. It is now a requirement
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45. Radio advertising raises slightly different practical
issues to television advertising. However, the
Industry Code makes it a requirement for
advertisers to include (i) a brief safer gambling
message of the kind described in paragraph 22
above; or (ii) a voiceover at the end which will refer

listeners to www.gambleaware.org
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Responsible Marketing Code

for Sports Wagering

. Respecting the Legal Age for Sports Wagering

No sports betting message should be designed to appeal primarily to those below 21 — the prevailing legal age for
sports wagering.

Advertising should not depict cartoon characters or feature entertainers, athletes, influencers or music that appeal
primarily to audiences below the age of 21.

Models, actors, influencers, athletes and entertainers appearing in advertising should be a minimum of 21 years old,
substantiated by proper identification.

No message should suggest or imply that underage persons engage in sports wagering.

Sports wagering advertising and marketing should be placed in broadcast, cable, radio, print or digital communicatic

(e.g., social media, SMS, websites, streaming) only where at least 73.6 percent of the audience is reasonably expect
to be 21 years or older (determined by using reliable, up-to-date audience composition data).!

No sports wagering messages—including logos, trademarks or brand names—should be used or licensed for use on
clothing, toys, games or game equipment intended primarily for persons below 21.

To the extent that promotional products carry sports wagering messages or brand information, AGA members and the
employees will use commercially-reasonable efforts to distribute them only to those 21 years of age or older.

. Limiting College and University Advertising

Sports wagering should not be promoted or advertised in college or university-owned news assets (e.g., school
newspapers, radio or television broadcasts, etc.) or advertised on college or university campuses.

Partnerships with colleges or universities should not include any component that promotes, markets or advertises
sports wagering activity. This prohibition does not apply to alumni networks or content that is exclusively focused on
responsible gaming education or problem gambling awareness.

Sportsbooks should not enter name, image and likeness (NIL) endorsements or partnerships with amateur athletes.?

3. Supporting Responsible Gaming

Each message will contain a conspicuous responsible gaming message along with a toll-free helpline number, where
practical.

Messages will not promote irresponsible participation in sports wagering.
No message should suggest that social, financial or personal success is guaranteed.
No message should suggest engaging in sports wagering is without risk or utilize “risk free” language.

No message should encourage players to chase their losses or suggest that betting is a means of solving financial
problems.

No message should imply or suggest any illegal activity of any kind.

Messages should adhere to contemporary standards of good taste that apply to all commercial messaging, as suits the
medium or context of the message.

i

4. Controlling Digital Media & Websites

Operator-controlled messages placed in digital media—including third party internet and mobile sites, affiliate
platforms, commercial marketing emails or text messages, social media sites and downloadable content—shall com
with all applicable provisions of this Code concerning the content of such messages.

Owned websites and apps that offer sports wagering should include a responsible gaming message and a link to a s|
that provides information about responsible gaming and responsible gaming services.

Owned websites or profiles that include sports betting content, including social media pages and sites, shall include
reminder of the legal age for sports wagering.

Age affirmation mechanisms, utilizing month, day and year of birth, will apply before a user can gain access to any
page where individuals can engage in gambling.

Owned websites will include geolocation mechanisms on those pages where individuals can engage in gambling, in
order to restrict access only to those wagering within a legal jurisdiction.

User-generated content on an owned site or web page will be monitored and moderated on a regular basis for
compliance with the provisions of this code.

Digital marketing communications will respect user privacy and comply with all applicable legal privacy requiremen
including those governing consent. All such messages targeting an individual recipient will be clearly identified as
originating from the sports betting operator or otherwise attributable to the operator. In addition, each such messag
sent via email or text message will provide the option therein of opting out or unsubscribing.

Owned websites shall disclose to users—in their terms of use or other policy statements—any practices of the webs
that involve sharing user information with third parties unrelated to the operator sponsoring the site.

S /it
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Marketing regulations observed in our study:

A. No sports betting message B.
should be designed to
appeal primarily to those
below 21 - the prevailing
legal age for sports
wagering. (AGA)

Advertising should not
depict cartoon characters
or feature entertainers,
athletes, influencers or
music that appeal primarily
to audiences below the
age of 21. (AGA)

C. Each message will contain

a conspicuous responsible
gaming message along
with a toll-free helpline
number, where practical.
(AGA)

D. Section 5 of the FTC

act prohibits “unfair or
deceptive acts or practices
in or affecting commerce”.
(FTC)



| RESULTS

* 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%

i

Total Gambling Ads
1,663

Organic Advertising Paid-for Advertising
1,353 (81%) 310 (19%)

! ! ! !

Content Marketing Conventional Ads Content Marketing Conventional Ads
703 (52%) 650 (48%) 0 310 (100%)

i



Paid-for Ads i

. f BetMGM
Sponsored
A, ESPNBet = BetMGM @ N :
| Library ID: 892659112684891

| Step up to the plate with BetMGM's First Bet Offer! If you lose your first

71% OF PAID-FOR ADS wager, you'll get your stake back in Bonus Bets, up to $1,500. %> &
o OFFERED MONETARY 'S THE KING OF SPORTSBOOKS THE KING OF SPORTSBOOKS THE -fo r
o INCENTIVES |
#) |BETMGM
[ @ e e nlel — D FIRST BET OFFER

ads included monetary
incentives such as deposit
matches or sign-up bonuses,
with incentives ranging from
$250 to $50,000.

IN BONUS BETS*, IF YOU DON'T WIN for ads stuck
| tions.

§$1,50(] PAID BACK

R

_—

"BONUS BETS EXPIRE IN 7 DAYS. ONE NEW CUSTOMER OFFER OMLY. ADD'L TERMS.

GAMBLING PROBLEM? CALL 1-800-GAMBLER (AVAILABLE IN THE US).
CALL 877-8-HOPENY OR TEXT HOPENY (467369) (NY). CALL 1-800-327-5050 (MA).

_ CALL 877-8-HOPENY OR TEXT HOPENY (467369) (NY). CALL 1-800-32

First Bet Reset Dl Get up to $1,500 in Bonus Bets! 5 Ins §



Organic Ad BetMGM {3 & @BetMGM - 30 Jul

Bl Chris Getz in the White Sox front office getting ready to sell today es together

Ml BetMGM ) & @F
Bl . ©chaseakiddy has
throughout the off:

From spt

Q2




What's going on here? //////////////////

1,012 ORGANIC
ADS MAY BREACH
REGULATIONS

A <

1,012

ALL PAID-FOR —
ADS COMPLIED WITH Pa Id -fO r
AGA CODES

Ads

/I In contrast to the organic
C ) ads, all paid-for ads stuck
=== to the regulations.
<

75% of organic ads (1,012)
contained no responsible gaming
messages or help hotlines,
potentially breaching AGA
advertising regulations.

=



What's going on here? //////////////////
The,.

News Opinion  Sport Culture Lifestyle e Gual‘dlan

World Europe USnews Americas Asia Australia Middle East Africa Inequality Global development

The big bet © This article is more than 10 months old
Business

US gambling sector’s ‘relentless’ social
media posts breached own rules, study
claims

Callum Jones
Tue 3 Sep 2024 12.00 BST

< Share




What's going on here? //////////////////
i GB Joe Maloney, AGA senior vice-president:

“Like companies across other industries, sports
AGA hits back after study suggests betting operators provide relevant, engaging

leading US operators don’t follow ad content to customers designed to maintain
URT brand awareness without promoting a specific
guidelines P g a specif

S etemer soon | By e ot offering that is covered by the code, like sports
betting.”

The American Gaming Association (AGA) says a British study claiming US

operators aren’t following industry rules on responsible gaming messaging in

“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.”

advertising is an “irresponsible misinterpretation” of the facts.

“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?"”

=




O A i

Joe Maloney, AGA senior vice-president:

Home About ASA and CAP Codes and rulings Advice and resources Iss

— “Like companies across other industries, sports

betting operators provide relevant, engaging

Remlt Statemeﬂt ICOﬂteﬂt content to customers designed to maintain

brand awareness without promoting a specific

ma I’ketl N g | fOI’ g am bl | N g p rOd u CtS offering that is covered by the code, like sports

bettina.”
To ensure nothing falls between the gaps, the ASA and the Gambling Commission agree that:

> the sharing of sports facts,
discussion topics via tweets and

‘al media platforms as advertising
In the Iirr]nited sce.lr;ari]ﬁ)s V\;']here co:lplaintf)l?bout opergtgrs‘ social media are deemed not to be within wpplicable to our code is an
remit, the ASA will refer them to the Gambling Commission. misinterpretation.”

The ASA will continue to consider complaints about social media ads brought to its attention on a
case-by-case basis in line with its existing approach to remit decisions.

The Commission will consider provisions under its Licence Conditions and Codes of Practice (LCCP),

which sets out the rules for operators licensed to transact with consumers in Great Britain, and will different from Gap or Banana
consider taking action in line with its Statement of Licensing, Compliance and Enforcement policy. nting to ask followers on social
Y Y S S I I VS Y MMM Ty L s media platforms, ‘It’s fall right now, what are

it can't regulate everything in the online space. One of the key exclusions — inspired in large part by the

you wearing as the temperature cools?"”

need to protect freedom of expression - is for editorial content.

The vast majority of ‘content marketing’ is effectively deemed by the ASA to “sell something” and is,
therefore, regulated under the CAP Code. 36
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What's going on here?

gEaminn suicides in
ngland every year

source: https/A ublications/gambling-related-harms-evidence-review

AND PSYCHOLOGICAL pg
SOC’[AL CAUSED BY GAMBLING OBLEMS

&

60% 13%

GAMELING ADDICTS HAVE ATTEMPTED PEOPLE AFFECTED BY

EVERY INDIVIDUAL
PROBLEM GAMBLER

SUFFER DEPRESSION SUICIDE

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?"”

i


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
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
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

i

Why does it matter?

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

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

mm) Let’s have alook at the evidence around gambling content
marketing.

i



Appeal of

Gambling Ads

to Children
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Appeal of Gambling Ads

asav cap
16 Gambling

CAP Code

Marketing communications must not:

16.3.12

be likely to be of particular appeal to children or young persons, especially by reflecting or being

A AMERICAN
‘A GAMING associated with youth culture
»" ASSOCIATION

Responsible Marketing Code
for Sports Wagering

Respecting the Legal Age for Sports Wagering

* No sports betting message should be designed to appeal primarily to those below the legal age for sports wagering by
depicting cartoon characters or by featuring entertainers or music that appeal primarily to audiences below the legal
agewithin the jurisdiction.? Nor should any message suggest or imply that underage persons engage in sports 40

wagering.



Appeal of Gambling Ads i

What is appeal?

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.

Message

Receiver
Attempts
to o t k :
Any aspect of a »|  Emotion-like |—PovoxC, Be.h.avmural /
message trigger state of APPEAL cognitive response

i



Appeal of Gambling Ads i

wee 53 P55 P,
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Appeal of Gambling Ads i
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Appeal of Gambling Ads i

@ o
inho has said that his players were
b I t Iy phenomenal' during their pre-season tour.

Aa

;A. “ cnn |‘5ﬂsrsuucx YOU? I LIKE WJNE

i



Y

Appeal of Gambling Ads

T

B

_
®

i



Experiment

I
N:'.E
3 0
3 =

o
2z BIX
g o O:JC‘
23
g

RISTOL



Get ready to rate the post 1

bristol.ac.uk



Worldwide Offers v
@WorldOffer

Go To This Website a lot of FREE MONEY ON IT- Free
and Matched Bets Now BetGinger.com #redhead

o BET
W GINGER!

- )
Q00000

bristol.ac.uk



Please rate post 1 now!
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Get ready to rate the post 2
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Unibet &
@unibet

Hummels v Mbappe

Close enough! 9

9:40 pm - 15 Jun 2021 - Twitter Web App

bristol.ac.uk



Please rate post 2 now!
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Get ready to rate post 3
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» Paddy Power &
@paddypower

Morning all. It’s Monday.

7:54 am - 18 Jul 2022 - Twitter for iPhone

briStO]_ .AcC.Uu k 7 Retweets 87 Likes




Please rate post 3 now!
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Get ready to rate post 4
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bristol.ac.uk

N'. Midnite &
Yy @midnite

Check out our latest promotion to kick off the Call of
Duty League

¢ < Get up to £10 Money Back on your first losing
live bet on any of the COD games this weekend « «

Check out all the details of the promotion here -
help.midnite.com/en/articles/36...

#CallofDuty #CallofDutyLeague =

LT coD LEAGUE

\ I,.-"I —1 \-.,II \ 'T : =.._|| I,lf_‘"-, ¥ mmmm I,-"' 7
MUNEYABAG

UP TO £10




Please rate post 4 now!
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Get ready to rate post 5
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by betway .
@betwayusa
Which team has the better throwback uniforms?

@ Like for Buccaneers
Retweet for Titans

5:46 pm - 24 Jul 2023 - 260Views:

bristol.ac.uk



Please rate post 5 now!
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Get ready to rate post 6
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bristol.ac.uk

Tipico Sportsbook
@tipico
Why don't you swing some clubs while watching #TheOpen this weekend?

First-time depositors can get $100 in bet credits + a $50 Topgolf gift card
on #TipicoSportsbook!

Click here to claim the offer now:tipi.co/TopGolf

tipico =

SPORTSBOOK TDF'GDLF \
OFFICIAL SPORTS BETTING A/
PAHTNEH OF TOPGOLF CLEVELAND e

o

BET GREDITS,

+A $50 TOPGOLF
GIFT CARD

Terms Apply. 21+ only. Bet with your head, not over it.
Gambling problem? Call 1-800-GAMBLER (NJ, OH), 1-800-522-4700(CD), 1-800-BETS- OFF (IA).



Please rate post 6 now!
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Let’s analyse your results!

[ Arousal
High Tense Excited .'
Arousal . -
) Angry Delighted 1 585
Distressed Happy =
> |l %7
Sad Content Valence .
;
Low Depressed Calm
Arousal Bored Sleepy .
Negative Positive E%;g

bristol.ac.uk



Appeal of Gambling Ads i
e g

".i!! n{/

210 Children 222 Young Persons 221 Adults
(11-17) (18-24) (24-78)

| | |

Total sample of 653 UK-based participants

e




Appeal of Gambling Ads i

> Paddy Power &
FreeBetsGlobal W @paddypower
@FreeBetsGlobal Gar
Very real prospect now of Chelsea missing the top 4

#bet 10 get 30 freebets [ bit.|y/888FREEBETS n trg and relying on the Champions League final to get into
freebet #realmadrid #bara #ronaldo #messi acca #tips the competition next year.

Great drama.

=10 6

£30 ;

in Free Bets
z

arCsapply " &

Z ),
e




Appeal of Gambling Ads - Results //////////////////

How often do you see gambling advertising on social media?

Children Young Persons Adults

(n=210) (n=222) (n=221)
Once/twice a day 53 (25.2%) 83 (37.3%) 61 (27.6%)
Once/twice a week 42 (20.0% 8 (35.1% 79 (35.7%)

e



Appeal of Gambling Ads - Results //////////////////

1.5
15 out of 24 gambling ads triggered 0.98
1.0 0.90
positive emotions in children and
young persons. 0.5
©
8 00
o
<
Only 7 out of 24 gambling ads 0.5
triggered positive emotions in
adults. L

-1.75

/Bl <0t



Emotions triggered by Gambling Ads

Adults are 4-times more likely than

children and young persons to feel

strong negative emotions.

Arousal

? Not Appealing
(o]
(o]
Tense
o
.O
Angry o
0o o
) * o © QO
Distressed o *® o %00 |
o o o Lol ™
° Bds' °
5 [o (o] ] QD QO
°  Sad °%®
o
o
e L]
® 0 o0
o )
Dgpres.sgg.; °®
o]
R} © o
09 © 40° eBor
(o]
o © »
[ ]
2 o ° %%ty
4

Valence

I

Appealing

Content

@ Children 4

@ Young Persons )
OAdults



Appeal of Gambling Ads - Results

Grand Young
Format Mean Children Persons Adults




Appeal of Gambling Content Marketing //////////////////

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 —

Appeal Score

as opposed to 7 for adults.

Children Young Persons Adults
GROUP

|[[RKRe e < 0-00%



Recognizability
of Gambling

Ads



I

Advertising Literacy

ASAJ

2.1

Marketing communications must be obviously identifiable as such.

The Federal Trade Commission’s Enforcement Policy Statement on Deceptively Formatted

A 470 b Advertisements explains that an advertisement is deceptive under Section 5 of the FTC Act if it materially

4~ misleads consumers as to its commercial nature or source. In other words, consumers should be able to

i

O Z )
Hx o

recognize an ad as ar
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Methodology Wi
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A i - rFye

210 Children 222 Young Persons 221 Adults
(11-17) (18-24) (25-78)

| | |

Total sample of 653 UK-based participants
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Procedure i

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”.

® Pins to Planes Insurance
@PinsPlanes
Can't think of anything worse than driving without
valid motor insurance..

Contact us today on
0719 714 111 for more information.

Or Email us at:
Insurance@pins2planes.com

® Pins te Planes
insurance Agency

Insurance -

Advertising Not Advertising

O

i



Procedure i

To help you making your decision, please have a look this definition of advertising:

Advertising is the activity of making products or services known about and
persuade people to buy them.

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

i



Materials i

Janelle at home : v
@Janelle_at_home

Venus is moving into Gemini in a couple of hours where
she'll be until August.

My word of advice: DON'T BE BORING.

Advertising Not Advertising

O O

i e



Materials i
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Results Y

Correctly classified Content Marketing

(Gambling)

70.0% 65.3%
60.0%
50.0% 43.9% 44.7%
40.0%
30.0%
20.0%
10.0%

0.0%

Children (11-17) Young Persons (18-24) Adults (>18)

mm =



Results Y

Correctly classified Content Marketing (Insurances)

80.0% 74.3%

70.0%

61.5%

60.0% >7.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%
Children (11-17) Young Persons (18-24) Adults (>18)
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Results

Mean

1.00

0.70

0.60

0.40

i

M Gambling Content Marketing

m Conventional Gambling
Advertising

Advertising Recognition Skills by Age Groups

Children Young Persons Adults

11-17 years 18-24 years

i



Results Y

Correctly classified Content Marketing

(Gambling)

70.0% 65.3%
60.0%
50.0% 43.9% 44.7%
40.0%
30.0%
20.0%
10.0%

0.0%

Children (11-17) Young Persons (18-24) Adults (>18)

=



Results i

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

-> Content Marketing is really hard to recognise as advertising — meaning
that advertising literacy protections may not be activated.

=



Implications Y

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

Children Young Adults
11-17 People 25-78
(n=210) 18-24 (n=221)
(n=222)

How often do you see gambling advertising on social media?
Once/twice a day 25.2% 37.3% 27.6%
Once/twice a week 20.0% 35.1% 35.7%
Once/twice a month 16.1% 14.8% 12.6%
Once/twice a year 9.5% 4.5% 7.23%
Never 25.7% 8.1% 16.2%

-
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s asad oar

i Home About ASA and CAP Codes and rulings Advice and resources Issues and it

 Remit statement: 'content

marketing' for gambling products

- online o ]
Our remit applies in the same way to advertising for all sectors, so the statement we
CAP News | 10 published for gambling reflects how we'd approach content marketing from other
industries such as alcohol brands or fast food chains. The vast majority of social media
content from marketers is within our remit and therefore subject to our rules.




Recommendations MY

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

2. Ban gambling content marketing.
Development of specific online advertising regulations.

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

Gambling sponsorship can create dependency of sporting clubs.

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

m -



Thank you for your attention.

B University of Dr Raffaello Rossi
BRISTOL DA raffaello.rossi@bristol.ac.uk

Bristol Hub for Gambling
Harms Research %y’ @Raffaello_Ro
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