What this research is about

Gambling is a popular recreational activity. It is
frequently advertised to consumers. Gambling
advertising has been blamed for misleading the public
about the reality of gambling. Ads can misrepresent
gambling such that they play on people’s biases and
misunderstandings about gambling.

The aim of this study was to examine the content of
gambling advertising slogans. The researchers wanted
to know what tactics these slogans used to capture
people’s attention and to convince people to gamble.

What the researchers did

The researchers used data from a research firm called
AdSlogans. AdSlogans provided them with gambling
advertising slogans from the UK, Canada, United
States, Australia, Ireland, and other countries in
Europe. The years 1997-2005 and 2010-2016 were
chosen so that the researchers could examine the
effect of the 2007 Industry Code for Socially
Responsible Advertising in the UK. The Code was
introduced after the Gambling Act 2005, which
opened up the gambling market in the UK and
allowed television advertising for all forms of
gambling. One of the aims of the Code was to reduce
misleading gambling advertisements.

The slogans were assessed by four raters (the two
researchers and two student assistants). The raters
studied each slogan to assess whether it contained a
specific feature. These features were identified from
previous research and included content such as “fun”
(e.g., gambling is portrayed as enjoyable) and
“alternative to working” (e.g., gambling is portrayed
as a way to earn money). The researchers also
performed factor analysis on the data. A factor

What you need to know

Gambling advertisements have been thought to
misrepresent gambling. For example,
advertisements may imply that winning a large
amount of money from gambling is common. This
study examined the content of 1071 gambling ad
slogans from 1997-2005 and 2010-2016. The
slogans came from a wide range of countries,
including the UK. Some features were more
common than others, such as portraying gambling
as a life-changing event. No slogans mentioned the
actual odds of winning while gambling. The
researchers identified three main themes of the
features: “imagine” (what you could do with
gambling winnings), “it’s fun” (associating
gambling with positive emotions), and “it could be
us” (implying winning is quite possible). The
researchers also found that lottery and
scratchcard advertisements contained the most
aggressive and potentially harmful messaging,
such as the portrayal of gambling as something
that is easy to win and life changing.

analysis allows researchers to identify commonalities
among a group of variables. In this case, it was used to
group similar slogan features together.

The researchers also created a Hazard Index. The
Hazard Index consisted of slogan features that were
particularly dishonest and could be harmful to
vulnerable people. An example of a feature in the
Hazard Index was “illusion of control”. lllusion of
control in this context is when gambling is portrayed
as a game of skill that can be controlled rather than a
game of chance.
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What the researchers found

The researchers examined 1071 slogans. Almost half
of the slogans (43.2%) were from the UK. The most
popular form of gambling advertised by the slogans
were state lotteries, including scratch cards. Other
popular forms of gambling included online gambling,
online and in-person sports betting, casinos, and
bingo. About 71.8% of slogans were advertised on
television.

The most prevalent features included “dream” (as in
gambling can make dreams come true), “luck”, “high
prize” (gambling can make one rich), and “life
changing” (gambling can be a life-changing event).
The actual odds of winning while gambling was not
mentioned by any slogans.

The factor analysis revealed three factors that best
explained the commonalities amongst the features.
The first factor was called “imagine”, which included
all features that were related to dreaming of large
gambling winnings. The second factor was called “it’s
fun”. “It’s fun” included features that were related to
positive emotions evoked by gambling. The third
factor was called “it could be us”. “It could be us”

included features that suggested that winning is quite

likely to occur.

The researchers also looked at the differences in
slogan features between different types of gambling.
Lottery slogans tended to emphasize the “imagine”
and “it could be us” factors. Bingo and casino slogans
emphasized the “it’s fun” factor.

The Hazard Index was found to be highest in lottery

and scratchcard slogans. These tend to be seen as the

least harmful types of gambling. The authors viewed
this as a mostly positive finding. It demonstrates that
the most aggressive marketing is towards the least
harmful types of gambling rather than the risky forms

of gambling (e.g., casino). The authors also noted that

the Hazard Index decreased in UK advertisements
after 2007, when the Code was introduced.

How you can use this research

This research would be useful for gambling

researchers and policy makers. The authors suggested
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that more research is needed on the finding that
lottery advertisements contained the most harmful
messaging. More research is also needed on other
aspects of advertising, such as the visual appeal of an
ad, that were not included in this study. Policy makers
can use the results of this study to inform regulations
concerning gambling advertisements. This study
showed a potential benefit to introducing the Code in
the UK. This suggests that similar legislature in other
parts of the world may be useful in reducing harm
related to gambling advertisements.
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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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