
 
 

What this research is about 

Gambling advertisements are commonly seen on  TV, 
radio, and social media. Gambling companies also 
promote simulated gambling. Simulated gambling 
refers to games that are similar to gambling but do 
not involve betting money. Simulated gambling games 
can be appealing to people who are underage. They 
are often advertised on social media, which people 
who are underage use often. As a result, adolescents 
are subject to gambling and gambling-like 
advertisements, even though they cannot legally 
gamble. The effect of these advertisements on 
adolescents’ gambling behaviour is a growing 
concern. 

The purpose of this study was to examine the impact 
of gambling advertisements on adolescents aged 12 
to 16. Specifically, the researchers looked at: 1) if this 
age group is aware of gambling advertisements; 2) 
how adolescents perceive the effect of these ads; and 
3) if there is a relationship between awareness of 
gambling ads and gambling behaviour in young 
people. 

What the researchers did 

The researchers used data collected from a survey 
conducted in Denmark. A total of 5000 young people 
between the ages of 12 and 16 were invited to 
participate in the study. All together, 1137 responded 
to the invite. The survey took the form of an online 
questionnaire. The purpose of the survey was to 
collect information about gambling and simulated 
gambling advertisements. Simulated gambling was 
defined as games that are like those used for the 
purpose of gambling, but do not involve the exchange 
of money.  

The survey asked participants how frequently they 
saw gambling ads, ranging from “never” to “several 
times a day”. Participants were asked this question 
regarding gambling ads in general and for online 
games. They also answered several questions about 
their self-perceived impact of gambling ads. This 
refers to the effect of gambling ads on their interest 
and desire to gamble, their awareness of gambling 
products, and their gambling behaviour. Each 
question was phrased as a statement, for example, 
“Gambling advertisements increase my awareness of 
gambling products and games.” Responses to each 
statement ranged from “strongly disagree” (defined 
as “no impact” of gambling ads) to “strongly agree” 
(defined as “high level of impact”).  

What you need to know 

People are exposed to gambling ads through 
multiple mediums, including social media. There is 
concern that adolescents are targeted by gambling 
ads on social media. Little is known about the 
effect of gambling ads on young people. For 
example, if the ads influence adolescents’ desire 
to gamble and/or gambling behaviour. The 
researchers surveyed 1137 Danish adolescents 
aged 12 to 16. Participants were asked if gambling 
ads affected their awareness of gambling 
products, and their desire to gamble and gambling 
behaviour. The main effect of gambling ads was 
that they promoted greater awareness of 
gambling products. Participants who indicated 
that they were more strongly affected by gambling 
ads were more likely to gamble frequently and 
spend money on gambling. 

The effect of gambling advertisements 
on Danish adolescents 



 
  
  

 
 

 
 

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

2021 

Participants answered questions regarding how 
frequently they gambled in the past 12 months and 
how much money they spent on gambling in the past 
30 days. The South Oaks Gambling Screen - Revised 
for Adolescents (SOGS-RA) was used to assess 
problems related to gambling behaviour.  

What the researchers found 

Gambling advertisements were frequently seen by the 
participants. Overall, 43% responded that they saw 
gambling ads at least once a day. Further, 35% 
responded that they saw gambling ads daily. More 
men (46%) than women (39%) reported seeing ads 
daily.  

The researchers averaged responses to each question 
that assessed the self-perceived impact of gambling 
ads. They determined if the responses to each 
question averaged above or below the neutral 
category, which would indicate no effect of gambling 
ads. For all but one question, the average responses 
were below the neutral category. The only effect that 
averaged above the neutral category was about 
knowledge of gambling products. This indicates that 
gambling ads increased awareness of gambling 
products. 

About a third (32%) of participants reported gambling 
in the past year, and 8.8% reported spending money 
on gambling in the past month. According to the 
SOGS-RA, a small portion of the participants were in 
the at-risk gambling (1.9%) and problem gambling 
(1.0%) categories.  

The researchers noted that higher scores on the 
questions about self-perceived impact of gambling 
was associated with more frequent gambling and 
spending more money on gambling per month. In 
other words, the more participants felt that they were 
affected by gambling ads, the more likely they were to 
gamble frequently and to spend money on gambling.  

How you can use this research 

This research could be useful for policy makers. The 
results suggest that a reduction of gambling ads that 
target adolescents is warranted. This could help 
prevent gambling problems in this age group. Also, 

many adolescents disagreed that gambling ads make 
them think about gambling in the future, even though 
they were exposed to them often. The authors 
suggest that young people may be aware of the risk of 
advertising and feel that there are too many gambling 
advertisements directed towards them.  
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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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