
 
 

What this research is about 

In Australia, land-based and online gambling are 
popular activities to pass the time. In particular, 
recent trends show that online gambling is on the rise. 
There has also been an increase in gambling-related 
advertising. Gambling inducements are promotional 
offers made to encourage people to gamble, such as 
bonus odds and refund stake offers. Recently, some 
restrictions have been introduced in relation to 
gambling advertising in public, including on television. 
Therefore, there is a great deal of competition 
between gambling operators to find ways to reach 
potential consumers more privately. One such way is 
by direct messaging via text messages (texts or SMS), 
emails, or phone calls. Previous studies have found 
that text message marketing is very influential. Emails 
may not be read immediately or be lost in spam, but 
text messages reach people directly on their phone 
and offers can be taken up instantly.  

Previous studies have found that these private 
advertising techniques can affect betting behaviours. 
In fact, previous research has noted that they may be 
related to gambling problems by encouraging people 
to bet on impulse. Hence, this study aims to examine 
whether direct messages have an effect on gambling 
behaviour. In particular, it aims to examine whether 
direct text messages and emails affect betting 
expenditure. It also aims to explore which specific 
types of inducements are most influential. 

What the researchers did 

The researchers recruited 98 regular sports bettors 
and 104 regular race bettors from Australia. They 
used an ecological momentary assessment (EMA) 
method to examine whether direct messaging 

impacted gambling behaviour. The researchers sent 
participants a link to an online survey every day for 
seven daysThe EMA method was used to reduce bias 
in recall. The surveys were conducted during three 
major Australian betting events. Sports bettors were 
surveyed during the Australian Football League (AFL) 
and National Rugby League (NRL) grand finals. Race 
bettors were surveyed during the week of the 
Melbourne Cup.  

Participants first completed a baseline survey to 
determine their eligibility. The survey also asked them 
about the types of sports or races they bet on and 
their frequency of betting. It also asked them which 
Australian-based operators they have accounts with, 
and how often they bet with the operators in the last 
year. The survey included the Problem Gambling 
Severity Index (PGSI) to assess their problem gambling 
status (no problem, low risk, moderate risk, or 
problem gambling).  

What you need to know 

This study examined whether direct messages to 
advertise gambling promotions influenced 
gambling behaviours. The results revealed that 
direct messages had an effect on the gambling 
behaviours of sports and race bettors. The 
messaging channel was important. Getting emails 
was associated with higher intention to bet, 
whereas getting texts was associated with actual 
betting expenditure. These effects occurred 
regardless of problem gambling status. Moreover, 
the content of the promotion could be important. 
Race bettors who got refund stake and bonus odds 
offers and sport bettors who got bonus winning 
promotions were more likely to place bets. 

Do direct messages to advertise gambling 
promotions influence gambling 
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The daily EMA surveys included questions about how 
many emails, texts, and/or phone calls participants 
got in the last 24 hours from gambling operators, how 
much money they spent on gambling in the last 24 
hours, and how much money they intended to spend 
in the next 24 hours. The researchers also asked 
participants to forward any direct messages that they 
had received on their phone or via email.  

What the researchers found 

The results revealed that participants received 
multiple texts and emails from gambling operators 
each day. Participants’ intention and actual betting 
behaviours varied depending on the day. On the days 
of the AFL or NRL grand finals or Melbourne Cup, 
around 90% of the participants intended to bet. On 
the days after these events, only 15% intended to bet.  

First, the researchers examined intention to bet. For 
both sports bettors and race bettors, those who 
received more direct messages were more likely to 
intend to bet in the next 24 hours. However, the 
channel of the direct messages mattered. Specifically, 
those who received more emails (rather than texts) 
had higher intention to bet and spend larger amounts 
on betting.  

Second, the researchers examined actual betting 
behaviours. Again, participants who received more 
direct messages were more likely to bet. Only here, 
text messages mattered. For both groups, participants 
who received more texts were more likely to actually 
bet and spend more money on betting. Emails were 
influential on sport bettors placing a bet, although not 
on the amount of money bet. The number of emails 
received had no effect on race bettors. The content of 
the promotion could be important. For race bettors, 
getting refund stake offers and bonus odds offers 
were related to placing more bets. For sport bettors, 
bonus winning promotions were related to placing 
more bets.   

How you can use this research 

This research could be used by gambling regulators 
and policy makers. Knowing that direct messaging can 
increase wagering may promote better regulations 
and policies to minimize its impact. Service providers 

could offer consumer education to teach people to 
become more aware of how messages may impact 
their gambling behaviours. Future research could 
examine how different types of gamblers respond to 
direct messages. Future studies could also assess sex 
and age differences when examining how direct 
messages shape betting behaviours.  

About the researchers 

Alex M. T. Russell is affiliated with the Experimental 
Gambling Research Laboratory in the School of 
Health, Medical and Applied Sciences at CQ University 
in Sydney, Australia. Nerilee Hing and Matthew 
Browne are affiliated with the same lab and university 
at the Bundaberg, Australia location. Vijay Rawat is 
affiliated with the same lab and university at the 
Melbourne, Australia location. For more information, 
please contact Alex Russell at a.m.russell@cqu.edu.au 

Citation 

Russell, A. M. T., Hing, N., Browne, M., & Rawat, V. 
(2018). Are direct messages (texts and emails) from 
wagering operators associated with betting intention 
and behavior? An ecological momentary assessment 
study.  Journal of Behavioral Addictions, 7(4), 1079-
1090. https://doi.org/10.1556/2006.7.2018.99 

Study Funding 

This study was funded by the Victorian Responsible 
Gambling Foundation.

 

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.  


