
 
 

What this research is about 

Online gambling has become more popular over the 
last few years. There are now more sites to gamble 
online as well as more platforms to discuss gambling 
content. For example, social media posts may link to 
and discuss gambling. Therefore, young people may 
be exposed to gambling content through social media. 
This could make young people believe that gambling 
is normal or popular. This in turn could influence their 
gambling behaviours. 

This study tested how young people (ages 15-30) 
react to gambling content on social media. The 
researchers wanted to see how they would react to 
pro- versus anti-gambling messages. They also tested 
whether participants were influenced by the reactions 
of other social media users. Finally, they tested 
whether participants preferred gambling messages 
with personal experiences or messages with facts. 

What the researchers did 

The researchers recruited and tested two separate 
samples of participants. Sample 1 had 1200 
participants who were 15-25 years old. Sample 2 had 
230 participants who were 15-30 years old. Both 
samples completed the same online survey. 

First, participants answered questions about their 
demographic background and social media use. Then 
the researchers randomly assigned the participants 
into two conditions: a group condition and a control 
condition. Participants in the group condition were 
told they were placed in a group with other 
participants who had similar responses to earlier 
questions. The researchers wanted the participants in 
the group condition to think they were in an online 
group with like-minded people. Participants in the 

control condition were not told anything about group 
membership.  

Next, the participants saw four different gambling 
messages. These messages were either pro- or anti-
gambling. They were also either messages based on 
personal experiences or messages about facts. The 
participants also saw “reactions” to these messages 
from other social media users. These reactions could 
be positive (likes/thumbs up) or negative 
(dislikes/thumbs down). Participants in the group 
condition were told these reactions came from other 
members of their group. The participants could 
respond to each message with a “like”, “dislike”, or no 
response. They also answered questions about how 
interested they were in each message.  

Finally, the participants answered questions about 
their attitudes towards gambling and self-esteem. 

What you need to know 

Young people may see gambling content on social 
media platforms. Exposure to online gambling 
ideas could influence their views of gambling. This 
study tested how young people (ages 15–30) 
reacted to different gambling messages online. 

Participants preferred gambling messages with 
facts over ones about personal experiences. They 
also preferred gambling messages that were 
popular with other social media users. Finally, 
most participants preferred anti-gambling over 
pro-gambling messages. However, participants 
who had positive gambling attitudes preferred 
pro-gambling messages. 

How young people react to gambling 
content on social media 



 
  
  

 
 

 
 

This work is licensed under the Creative Commons Attribution-Noncommercial 4.0 International License. 
 

2019 

What the researchers found 

“Likes” and “Dislikes” 

For Sample 1, participants in the group and control 
conditions had similar responses. They were less likely 
to “like” pro-gambling messages compared to anti-
gambling messages. They were more likely to “like” 
messages that had positive “reactions” from other 
users. Participants did not “like” messages about 
personal experiences any more or less than messages 
about facts. However, they were more likely to 
“dislike” messages about personal experiences.  

For Sample 2, participants in the group condition were 
less likely to “like” pro-gambling messages. They were 
more likely to “like” messages that had positive 
“reactions”. However, participants in the control 
condition did not seem to have any preferences. 
Finally, participants in Sample 2 were not more or less 
likely to “like” messages about personal experiences 
than messages about facts. 

In general, pro-gambling messages were “liked” less 
than anti-gambling messages. However, participants 
with positive gambling attitudes were more likely to 
“like” pro-gambling messages. 

Interest levels 

Participants in Sample 1 had higher interest in 
messages that had positive “reactions”. They also had 
higher interest in messages about facts. Finally, they 
had lower interest in pro-gambling messages. 

Participants in Sample 2 had lower interest in pro-
gambling messages. Meanwhile, “reactions” of other 
social media uses did not affect their interest ratings. 
Participants in the group condition had higher interest 
in messages about facts. However, the interest of 
participants in the control condition was not affected 
by whether the message was about facts or personal 
experiences. 

In general, participants had lower interest in pro-
gambling messages. However, participants with 
positive gambling attitudes had higher interest in pro-
gambling messages. 

 

How you can use this research 

Some gambling regulators may monitor how gambling 
operators advertise online. However, this research 
shows that reactions on social media can also 
influence young people’s interest in gambling content. 
Therefore, regulators may also want to monitor how 
gambling content is shared on social media platforms. 
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About Gambling Research Exchange (GREO) 

Gambling Research Exchange (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 safer 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.  
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