
 
 

What this research is about 

Gambling advertisements can impact young people's 
gambling attitudes and behaviours. Young people are 
also widely exposed to gambling. Unfortunately, 
young people, in particular university students, may 
be susceptible to harmful gambling. This may be 
particularly true for students who are studying sports-
related courses. 

Previous research has shown that gambling 
advertisements can have negative impacts. In 
response, the gambling industry in the UK voluntarily 
bans gambling advertisements on sports events 
shown on television before 9pm. But, this does not 
apply to embedded (i.e., subtle) gambling 
advertisements. Examples of subtle advertisements 
include stadium and league sponsorship, and logos on 
team jerseys. 

Cravings and urges are associated with gambling and 
can be triggered by cues such as gambling 
advertisements. It is not known if embedded 
gambling advertisements can increase urges to 
gamble. Embedded gambling advertisements may 
lead to more urges among higher-risk gambling 
groups such as sports students. The researchers 
tested these research questions using an 
experimental design. 

What the researchers did 

The researchers recruited 60 undergraduate students 
from a university in Wales, UK. Thirty students were 
“sports students”, who were studying sports-related 
subjects for their degree. The other thirty were “non-
sports students”. To participate, students had to have 
gambled in the past year and be at least 18 years of 
age.  

The students were randomly assigned to watch one of 
three videos. The first video was a professional 
football match that included embedded gambling 
advertisements. The second video was an amateur 

What you need to know 

Gambling advertisements can impact young 
people's gambling attitudes and behaviours. But 
the impact of embedded (i.e., subtle) gambling 
advertisements seen during sports events on 
young people's gambling is not known. Subtle 
gambling advertisements may affect some 
students, such as those studying sports-related 
subjects, more than others. The researchers 
recruited 30 students studying sports and 30 non-
sports students. The students were randomly 
assigned to watch one of three videos. The first 
video was a professional football match with 
embedded gambling advertisements. The second 
was an amateur football match without any 
gambling advertisements. The third was a control 
video of a live concert.  

Sports students had higher scores of problem 
gambling than non-sports students. Sports 
students who watched the professional football 
video with subtle gambling advertisements 
reported the highest urges to gamble. Sports 
students who watched the amateur football video 
without gambling advertisements also reported 
higher urges to gamble compared to sports 
students who watched the live concert. This was 
not observed in non-sports students. The results 
suggest that even subtle gambling advertisements 
may influence gambling in young people.  
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football match without embedded gambling 
advertisements. The third was a control video of a live 
concert. All videos were five minutes long.  

The students watched the video for four minutes. 
Afterwards, they were asked to complete a variety of 
measures while watching the last minute of the video. 
The Gambling Urge Scale was used to measure self-
reported gambling urges. The Problem Gambling 
Severity Index (PGSI) was used to measure problem 
gambling.  

What the researchers found 

The student participants were 35 men and 25 women. 
The average age was 22.67 years. The sports and non-
sports students did not differ in their gambling 
behaviour for most types of gambling. The exception 
was that more sports students gambled online on 
sports betting on a daily or weekly basis. Also, the 
sports students had higher scores on the PGSI 
compared to the non-sports students.  

The sports students reported higher gambling urges 
after watching the two football videos. The 
professional sports video with embedded gambling 
advertisements led to higher urges to gamble 
compared to the live concert. The sports students also 
reported higher urges to gamble after watching the 
amateur football video without embedded gambling 
advertisements.  

The non-sports students did not report higher urges 
to gamble after watching the amateur football match 
compared to the non-sports students who watched 
the live concert. The non-sports students reported 
higher urges to gamble after watching the 
professional football video. But, the increase was to a 
lesser degree than the sports students. Finally, the 
sports students reported higher urges to gamble after 
watching the professional football match compared to 
the non-sports students. 

How you can use this research 

Policymakers and regulators can use this research to 
inform policy on subtle gambling advertisements. 
Gambling operators can use this research to 
voluntarily ban subtle gambling advertisements. 

Sports teams could also re-visit their sponsorship 
policy. Young people who gamble can use this 
research to examine the impact of watching sports on 
their gambling. 
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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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