
 
 

What this research is about 

Some people suffer negative consequences from 
gambling. For example, they might lose a lot of 
money, get into debt, or suffer relationship problems. 
Some people may develop gambling disorder (GD). GD 
is repetitive gambling behaviour that leads to 
significant problems and distress. Gambling activities 
are everywhere. Online gambling gives people the 
opportunity to gamble at any time of day. 

Evidence suggests that people who are exposed to 
gambling marketing are more likely to develop GD. 
Gambling marketing is when gambling companies 
promote their products using different strategies. One 
type of marketing is called indirect marketing, which 
includes basic and promotional marketing. Gambling 
companies use basic marketing to increase people’s 
awareness of their brand. They use promotional 
marketing to entice people to play certain gambling 
games. Promotional marketing may make people with 
GD gamble more and bet impulsively.   

Another type of marketing is called direct marketing. 
Direct marketing is when gambling companies send 
personal emails, phone calls, or text messages to 
people to promote their gambling activities. Few 
studies investigate how direct marketing affects 
people’s gambling behaviour. In this study, the 
researchers explored people’s experiences with direct 
marketing. They specifically investigated the types of 
direct marketing that people received, if they acted in 
response to the direct marketing, and if the direct 
marketing affected their gambling behaviour.  

What the researchers did 

The researchers recruited participants through self-
help groups for GD in Norway. Participants were 12 

adults who were suffering from GD or had suffered 
from GD at some point in their life (lifetime GD).  

The researchers interviewed each participant face-to-
face. They asked participants about their overall 
experiences with direct marketing. The researchers 
asked participants to compare their experiences with 
indirect and direct marketing. They also asked 
participants questions about whether they thought 
direct marketing affected their gambling behaviour. 
The interviews lasted between 28 and 51 minutes. 
The researchers analyzed the interview conversations 
and identified important themes. 

What the researchers found 

What you need to know 

In this study, the researchers explored people’s 
experiences with direct marketing. The 
researchers recruited participants through 
gambling disorder (GD) self-help groups in 
Norway. Participants currently suffered from GD 
or had suffered from GD at some point in their life 
(lifetime GD). The researchers interviewed each 
participant face-to-face. Gambling companies sent 
participants different types of promotions based 
on how much they gambled. Promotions, such as 
free credits and free spins, caused many 
participants to gamble more and to play gambling 
games that they might not have played otherwise. 
Participants’ attitudes about direct marketing 
depended on whether they were actively 
gambling. Direct marketing was viewed positively 
when participants were actively gambling. Those 
who had stopped gambling or tried to stop had 
negative attitudes toward direct marketing. 

 

The effects of direct marketing on people 
with past or present gambling disorder 



 
  
  

 
 

 
 

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

2020 

The researchers identified two main themes. The first 
theme captured participants’ experiences with direct 
marketing and how it differed from indirect 
marketing. Participants said they often received 
promotions such as bonuses, free spins, and free 
credits through direct marketing emails. The 
promotions were usually for casino gambling. 
Participants thought these were general emails that 
gambling companies sent to many different people. 
Gambling companies sent participants different types 
of direct marketing depending on how much they 
gambled. Participants thought direct marketing 
increased their urges to gamble more than indirect 
marketing. As participants gambled more, they 
received more personal offers that made them feel 
special. Gambling companies sent some participants 
special gifts such as trips and cruises. However, 
participants did not accept these gifts as they did not 
want others to know about their gambling. 

The second theme captured how participants’ 
reactions to direct marketing depended on how much 
they had changed their gambling behaviour. While 
they used to appreciate the promotional offers, 
participants with lifetime GD who stopped gambling 
now had negative attitudes about direct marketing. 
Two participants with GD who were just starting to 
reduce their gambling also expressed negative 
attitudes. Others with current GD were conflicting in 
their opinions, and they were more concerned that 
the offers they received were uninteresting. 

Participants thought gambling companies were 
aggressive and kept contacting them when they were 
trying to stop gambling. They also received large 
amounts of direct marketing from unknown gambling 
companies. However, participants with lifetime GD 
said that direct and indirect marketing no longer had 
an effect on their urges to gamble. Some participants 
with current or lifetime GD mentioned coping 
strategies that they used. These included excluding 
oneself from the gambling site and getting rid of 
emails, texts, and letters as soon as they came.  

How you can use this research 

Treatment service providers can use this research to 
understand that direct marketing may make it difficult 

for patients to recover from GD. They could work with 
patients to change patients’ attitudes about direct 
marketing during treatment sessions. Policy makers 
can use this research to put policies in place that limit 
gambling marketing. More research is needed to 
explore how direct marketing affects the gambling 
behaviour of people in other countries. 
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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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