
 
 

What this article is about 

Advertising is part of a company’s marketing strategy. 

It communicates a product’s worth to consumers to 

encourage them to purchase the product. There are 

concerns about the potential influence of gambling 

advertising on younger people. Previous studies have 

looked at how gambling advertising impact young 

people. But these studies might have methodological 

issues. The purpose of this review is to examine the 

methodologies used in existing research to examine 

the impact of gambling advertising on young people.   

What was done? 

This review included studies that generalized their 

findings to young people or sampled from a 

population that was claimed to be representative of 

young people. The authors used the United Nations’ 

(1981) definition of young people (i.e., 15–24  years). 

They allowed a 3-year difference at either end of this 

age range. Thus, the acceptable age range was 12 to 

28 years old. Studies had to be published after July 10, 

2001. Studies on simulated casino games were 

excluded. Articles had to be published in English. 

The authors searched Scopus, Web of Science, and 

Google Scholar. They selected studies based on the 

PRISMA guidelines. A total of 174 articles were found 

through the database searches. After screening, 19 

studies were deemed eligible for this review. The 

authors developed the following criteria to evaluate 

these studies’ methodologies: (1) whether the studies 

were representative of young people; (2) gambling 

outcome measures; (3) advertising exposure 

measures; (4) whether other factors were considered; 

and (5) whether comparisons were made.  

What you need to know 

The 19 included studies recruited participant samples 

from 9 countries. Almost half recruited samples from 

Australia. Most studies recruited both men and 

women equally. Three studies focused on men only, 

and one study focused on women only. Studies 

generally found that men were more open to 

gambling advertising. Over half of the studies (53%) 

used a quantitative methodology.  

Four studies were representative of young people 

between 15 and 24 years of age. Many studies 

sampled below the legal gambling age. This means 

that these studies are more representative of 

adolescents than young people. Three studies 

sampled participants in their 30s.   

Overall, 11 studies measured awareness. In most 

studies, young people reported being highly aware of 

gambling advertising. Eleven studies measured 

attitudes. These studies found that advertising 

influenced young people’s attitudes towards 

gambling. Only one study measured the impact of 

Why is this article important? 

The purpose of this review is to examine the 

methodologies used in existing research to 

measure the impact of gambling advertising on 

young people. A total of 19 studies were included. 

The authors examined these studies using five 

criteria: (1) whether the studies were 

representative of young people; (2) gambling 

outcome measures; (3) advertising exposure 

measures; (4) whether other factors were 

considered; and (5) whether comparisons were 

made. The authors discussed the methodological 

limitations of the studies based on these criteria.  
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responsible gambling messages and found that young 

people did not find such messages appealing.  

Eight studies measured intentions to gamble. In 

general, studies did not show that advertising 

influenced gambling intentions. The authors discussed 

one methodological concern around the use of 

intention measures: because gambling is often linked 

to impulsivity, the impact of advertising may be best 

captured as a function of immediate intention, rather 

than intention to gamble in the future. Nine studies 

measured self-reported gambling behaviour. These 

studies agreed that exposure to advertising influenced 

young people’s self-reported gambling behaviour.  

Gambling advertising exposure was captured in 

different ways. Two studies used a measure of 

inferred exposure. This involves estimating the 

participants’ exposure to advertising (e.g., number of 

ads seen) based on their sports viewing habits. But 

inferred exposure assumes that people pay attention 

to the advertising. It also does not include non-

television advertising.  

One study measured recall and six studies measured 

self-reported exposure to advertising. These types of 

measures also have limitations. Young people may not 

notice gambling advertising if they are not interested 

in the activity. Also, companies target advertising at 

consumers through personalized advertising channels. 

This leaves open the question about the direction of 

the relationship between self-reported exposure and 

self-reported gambling behaviour. 

Four studies used verifiable exposure. This is the most 

powerful measure of exposure. For example, one 

study asked participants to rate the appeal of the 

advertisements that had just been shown to them. 

But there are concerns about how these studies were 

of short duration and occurred in an artificial setting. 

One study used a control group. Seven studies 

included comparisons. For example, two studies used 

pre-post designs. Another study compared people 

who did not gamble and those with a low risk to 

people with moderate- and high-risk of gambling 

problems. These comparisons helped distinguish 

between different groups. Even though almost all of 

the studies (16 of the 19) identified possible 

confounding factors (e.g., age, gender, and 

impulsivity), most studies did not control for them.  

Who is it intended for? 

Researchers can use this review to guide future 

research to better inform policy decisions. 
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