How do peopie who het on sports respond to
social media marketing hy gambling

What this research is about

Gambling is a public health issue as it can harm many
people, including those who do not have gambling
disorder themselves. It is important to understand
what can increase the chance that people experience
gambling harms. For example, environmental factors,
such as how gambling is marketed to the public, could
increase the risk of harm.

In 2018, the gambling industry spent up to £1.2 billion
on online marketing, such as social media marketing.
Gambling operators often advertise specific bets on
social media. They also make posts about sports or
humorous content to encourage others to share their
posts or follow them on social media. Many people
who gamble online follow gambling operators on
social media. However, we do not know how social
media marketing influences them.

Affiliate marketers also advertise gambling on social
media. Affiliates are accounts that are not controlled
by gambling operators, but who get paid by gambling
operators to share gambling content. For example,
affiliate marketers can advertise a specific bet for a
sports match. If their social media followers gamble
on that bet, then the gambling operator who hosts
that bet would pay the affiliate a commission.

This study tested how people who bet on sports
respond to social media marketing by affiliates vs.
gambling operators. It also tested if the response
differs depending on the complexity of the bet.

What the researchers did

The researchers recruited 145 adults who bet on
football matches at least once per month. One
hundred of them completed the study (83 men and 17

What you need to know

Gambling is advertised on social media by both
gambling operators and affiliate accounts. Affiliate
accounts share gambling content and receive a
commission from gambling operators. This study
tested how people who bet on sports respond to
Tweets that advertise football bets. Some Tweets
appeared to come from gambling operators, while
others appeared to come from affiliate accounts.
Additionally, some Tweets advertised complex
bets while others advertised more simple bets.
Overall, participants were more confident in and
more likely to bet on simple bets. For medium
complexity bets, participants were more confident
in them and more likely to bet on them if they
appeared to come from affiliate Twitter accounts.
So, the type of account advertising a bet can

influence how people respond to certain bets.

women). All participants were at least 18 years old
and were from Great Britain. The researchers
recruited participants through Twitter, football
forums, and a survey-sharing website. Participants
completed the study online.

First, the participants completed the Problem
Gambling Severity Index (PGSI). The PGSI measures
participants’ risk of problem gambling. Participants
also reported how many gambling operator or affiliate
accounts they follow on social media.

Next, the participants viewed 30 Tweets that the
researchers created that advertised football bets. The
researchers designed these Tweets to mimic real
social media advertising. The bets in the Tweets were
either low, medium, or high complexity. An example
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of a low complexity bet would be betting that a team
will win the game. An example of a medium
complexity bet would be betting on who will score the
first goal in a match. Finally, a high complexity bet
could be predicting both the first goal scorer and the
final score of a match in a single bet.

Each type of bet was shown as being Tweeted by both
an operator and an affiliate Twitter account. The
researchers changed the wording to mimic the
different ways that operators and affiliates advertise
bets on social media. For example, affiliate accounts
advertised the bet as a “tip” with an explanation of
why the bet is a good bet.

After viewing each Tweet, participants reported how
confident they were that the advertised bet would
win. They also reported how likely they would be to
bet on it and how much money they would bet on it.

What the researchers found

Overall, 52% of participants followed gambling
operators on social media and 35% followed affiliate
accounts. Most participants (91%) were under 36
years old. Participants’ age and the number of social
media accounts they followed did not affect how they
responded to the Tweets. Based on the PGSI scores,
41% of participants had problem gambling and 26%
were at moderate risk of problem gambling.

Overall, participants were less confident in bets that
were more complex. They also reported they were
less likely to bet on, and would spend less money
betting on, higher complexity bets.

The type of account that advertised the bet (i.e.,
operator or affiliate) influenced how participants
responded to medium complexity bets. Specifically,
participants were more confident in, and more likely
to bet on, medium complexity bets when an affiliate
account Tweeted the bet. However, participants did
not change how much they would spend on a medium
complexity bet based on whether it was Tweeted by
an operator or affiliate. Additionally, the account type
did not influence how participants responded to low
or high complexity bets. This could be because low
complexity bets were simple enough that participants
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were not influenced by the “tips” affiliates offered for
these bets. At the same time, high complexity bets
were so complex that participants might rarely bet on
them. So again, they might not pay attention to the
“tips” affiliates offered for these bets.

How you can use this research

This study shows that who advertises a bet can affect
how people respond to it if it is a medium complexity
bet. Future research could examine the complexity of
bets that are advertised on social media by gambling
operators and affiliates. Researchers could also record
what advertised bets people bet on in real life.
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