
 
 

What this research is about 

In the UK, most gambling advertisements are banned 
from television before 9pm. This ban aims to reduce 
young people’s exposure to gambling ads. However, 
sports betting can be promoted at any time of day 
during live sporting events. Also, many sports teams 
have gambling brand logos on their shirts and signs of 
gambling brands are displayed at sports stadiums. 
These sponsorship promotions are not restricted. 
Previous research shows that promotions can impact 
young people’s awareness and participation in 
gambling. Therefore, gambling advertisements and 
sponsorship promotions shown during sporting events 
may affect young viewers. 

This study examined how aware young people and 
adults are of gambling advertising and sponsorship in 
sports in the UK. It also explored if young people and 
adults see gambling as a normal part of sport and 
what they think of gambling advertising in sport. 

What the researchers did 

The researchers recruited participants at six outdoor 
events in South London. Ninety-nine young people 
(ages 8-16 years old) and 71 adults participated in the 
study. 

The researchers first asked participants to name as 
many gambling brands as they could. Then they had 
each participant do a matching activity on a 
whiteboard that had eight English Premier League 
(EPL) team logos on it. Four of the teams had 
gambling-sponsored shirts. They gave the participants 
23 magnets with brand logos. Some of the logos were 
for gambling brands, and some were for non-gambling 
brands. Eight of the magnets had the brand logos for 
the shirt sponsors of the eight EPL teams that were on 

the whiteboard. The researchers then asked the 
participants to put as many magnets as they wanted, 
and wherever they wanted, on the board. 

After participants finished the whiteboard task, the 
researchers asked them where they had seen 
gambling advertisements. They also asked them if 

What you need to know 

Policies in the UK ban most gambling 
advertisements from airing on television during 
the day before 9 pm. However, sports betting 
advertisements and gambling brand logos are still 
on television during live sporting events. 
Therefore, young people who watch sports can 
see these gambling ads and promotions. This study 
aimed to understand young people’s and adults’ 
awareness of gambling brands in relation to sport.  

The majority of participants reported seeing 
gambling advertisements on television and other 
technology/screens. About half of young people 
and two thirds of adults could name at least one 
gambling brand. Additionally, about two thirds of 
young people and adults correctly matched at 
least one gambling brand logo with the football 
team that it sponsors. Boys and young people who 
frequently watched football on television were 
able to name more gambling brands and match 
their logos to the correct teams.  Finally, most 
young people and adults thought betting was a 
normal part of sport. Therefore, young people are 
aware of gambling brands and see gambling ads 
during sporting events despite the current 
restrictions on gambling advertising in the UK. 
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they remembered seeing advertisements or brand 
logos for betting during sporting events. Finally, they 
asked participants what they thought about gambling 
advertisements and if they thought gambling was a 
normal part of sport. 

What the researchers found 

About half of young people and two thirds of adults 
could name at least one gambling brand without 
being prompted. Boys and young people who 
frequently watched football on television were able to 
name more gambling brands. In the whiteboard task, 
almost two thirds of young people and adults 
matched at least one shirt sponsor magnet with the 
correct team logo. Boys and young people who 
watched football frequently were more likely to make 
correct matches. Most young people and adults 
reported that they saw gambling advertisements on 
television, other technology or screens, and in relation 
to sports teams.  

Just over half of adults had negative opinions about 
betting advertisements during sporting events. 
However, half had positive or neutral opinions. 
Whether their opinions were positive or negative, 
most adults believed that betting advertising could 
affect young people’s gambling behaviour. About one 
third of young people were negative about advertising 
for betting during sports. Almost a third had positive 
opinions, and the rest were neutral or unsure. Young 
people who had positive opinions mistakenly believed 
that betting was a risk-free way to win money. 

Over three quarters of young people and 86% of 
adults thought betting was a normal part of sport. 
Additionally, about three quarters of young people 
and adults thought that some 16- and 17-year-olds 
bet on sports illegally. Many young participants also 
mentioned informally betting with their friends. 
Notably, some responses from young people showed 
that they confused support for a gambling brand as 
being support for the team they sponsor. 

How you can use this research 

This study demonstrates that many young people are 
aware of gambling sponsorship of sport teams. The 
authors recommend that policymakers review current 

restrictions on gambling advertising during sporting 
events. Specifically, if they restrict gambling 
promotion and sponsorship for sports, it could reduce 
young people’s exposure to gambling advertising. 
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Gambling Research Exchange Ontario (GREO) 

Gambling Research Exchange Ontario (GREO) has 
partnered with the Knowledge Mobilization Unit at 
York University to produce Research Snapshots. GREO 
is an independent knowledge translation and 
exchange organization that aims to eliminate harm 
from gambling. Our goal is to support evidence-
informed decision making in responsible gambling 
policies, standards and practices. The work we do is 
intended for researchers, policy makers, gambling 
regulators and operators, and treatment and 
prevention service providers.   

Learn more about GREO by visiting greo.ca or emailing 
info@greo.ca. 

  

https://creativecommons.org/licenses/by-nc/4.0/
mailto:info@greo.ca



