
 
 

What this research is about 

Many Australians enjoy sport betting. For most, this 
activity brings more enjoyment to sports. However, 
for others, betting can seriously harm their lives. 
Sports betting is becoming more dangerous because 
its exposure is on the rise. Ads for betting are 
everywhere (e.g., on the phone via text messages, 
emails, television broadcasts). These ads have the 
power to affect people who display problematic 
gambling tendencies (e.g., those who bet on impulse). 
This may be because many ads include inducements 
or incentives for gambling.  

The most popular inducements include reduced risk, 
better odds, cash back, and bonus bet offers. Reduced 
risk inducements offer a partial refund for the bettor 
if the bet is not successful. Better odds inducements 
promise that the bettor will get the maximum return 
from their bet. Cash back inducements mean that the 
bettor wins if they have come close to the winning 
outcome. Bonus bet inducements offer bonus free 
plays, but only if the bettor bets more. All of these 
inducements encourage further gambling and may 
lead to more problematic gambling behaviours.  

There is still a lack of knowledge about what type of 
inducements attract the most attention. It is also 
unknown whether certain inducements capture 
attention and interest in the same way for different 
groups of people. Hence this study aimed to examine 
how different inducements impact those who gamble 
at an at-risk level, those who gamble without 
problems, and those who do not gamble.  

What the researchers did 

The researchers recruited 59 regular gamblers and 
non-gamblers. The researchers formed three groups 

to assess group differences: lower-risk gamblers (22 
participants), higher-risk gamblers (27 participants), 
and non-gamblers (10 participants). First, the 
researchers screened each participant. To measure 
gambling severity, they used the Problem Gambling 
Severity Index (PGSI) of the Canadian Problem 
gambling index (CPGI).  

What you need to know 

The gambling industry uses a variety of ads in the 
hope of encouraging further betting. Ads often 
include inducements or incentives that may lead 
people to think that they are making less risky 
bets. This research examined how different type of 
sport betting inducement ads impacted different 
gambling groups. The researchers recruited 59 
regular gamblers and non-gamblers, and grouped 
them into lower-risk, higher-risk, and non-
gambling groups. They found that all groups 
preferred reduced risk and cash back 
inducements, more than better odds and bonus 
bets. The gambling groups showed higher skin 
conductance, which suggested more arousal, while 
watching the ads. They also desired the 
inducement offers more so than the group who 
did not gamble.  

These results suggest that gambling inducements 
might be looked at by both gamblers and non-
gamblers. However, inducements could lead to a 
desire to gamble only if they invoke physiological 
arousal. For people who are at risk of gambling 
problems, this could exacerbate their problematic 
gambling tendencies.  
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The researchers used 12 ads they recorded from 
television broadcasts. Six of the ads were from 
wagering operators, and four specifically showed one 
of the most popular inducements: reduced risk, better 
odds, cash back, or bonus bet offers. The other two 
ads featured general brand awareness content and 
did not include any inducement. The participants 
watched all 12 of the ads in a row with two-minute 
breaks in between. During these breaks, they 
reported their reaction to the ads and whether they 
wanted to take up the offers. 

To assess participants’ interest, the researchers used 
eye-tracking equipment to track their eye 
movements. They coded the number of fixations 
when participants looked at the information about 
the inducement in each ad. The researchers also 
measured electrodermal (skin conductance) activity.  
Higher tonic skin conductance levels would indicate 
higher arousal, which would suggest greater interest.  

What the researchers found 

The researchers found that participants were fixated 
more on reduced risk and cash back inducements, 
than cash back and bonus bet inducements. This 
suggested that both gamblers and non-gamblers, paid 
more attention to reduced risk and cash back 
inducements. All groups rated the reduced risk ad to 
be more desirable than the other ads.  

The gambling groups showed higher tonic skin 
conductance levels than non-gamblers while watching 
the ads. This indicated that the groups that gambled 
showed more interest/arousal than the group that did 
not gamble. Moreover, with regard to their desire to 
take up the ads’ offers, the gambling groups reported 
greater desire than the non-gambling group. There 
was no relationship between duration of fixation and 
desire to take up the offers. However, those with 
higher levels of skin conductance were more likely to 
desire what the ads offered.   

How you can use this research 

This research could be used by policy makers, 
clinicians, and researchers. Policies could be 
developed to regulate gambling ads. They could either 
minimize the number of ads with certain inducements 

or ban them because it can negatively impact people. 
Service providers and clinicians could develop 
educational programs to improve people’s knowledge 
and awareness of how gambling ads impact their 
behaviours. Future studies could examine the reasons 
for why those who gamble find certain inducements 
more attractive than others. 
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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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