
 
 

What this article is about 
This article is a commentary on the regulation of 
social medial advertising for esports gambling. The 
article summarizes the researchers' previous study on 
this topic using Twitter. The study was part of a larger 
UK study on the impact of gambling advertisements 
on vulnerable people. The researchers are particularly 
concerned that esports gambling advertisements that 
do not meet advertising standards could harm 
children and young people.  

What was done? 
In 2018, the researchers collected and analyzed 
888,745 organic tweets from gambling and esports 
operators and their affiliates in the UK. Organic 
tweets are non-paid-for posts on Twitter. The tweets 
were analyzed using machine learning to examine if 
the advertisements complied with advertising 
standards. Machine learning was also used to examine 
how many underage and young people followed these 
accounts. The researchers also examined 500 tweets 
manually. Of these, 250 were from esports gambling 
and 250 from traditional gambling operators.  

To determine if the advertisements conformed to 
standards, three sources were used. The first was UK’s 
Committee of Advertising Practice (CAP) code. The 
second was the Industry Group for Responsible 
Gambling’s voluntary code. Lastly, the researchers 
examined particularly problematic forms of gambling 
advertising techniques, such as advertising free bets.  

What you need to know 
Most Twitter gambling advertisements did not follow 
advertising standards. This was especially true for 
esports gambling. Seventy-four percent of esports 
advertisements failed to meet at least one standard. 

This was higher than the 68% for traditional gambling 
advertisements. Eight regulatory problems were 
identified that might contribute to esports gambling 
advertisements failing to meet regulatory standards.  

The CAP code states that advertisements cannot 
include images of people under 25. But, most esports 
players are younger than 25. The researchers found 
that 6% of the advertisements showed esports players 
under 25, which they verified using Internet searches.  

Advertisement standards also do now allow for ads to 
be shown at inappropriate times or in inappropriate 

Why is this article important? 
This article highlights the difficulties of regulating 
gambling advertisements on social media. Most 
Twitter gambling advertisements do not follow 
advertising standards. This is especially true for 
esports gambling adverts. The researchers found 
that 74% of esports and 68% of traditional 
gambling advertisements failed at least one 
regulatory standard. The article highlights eight 
regulatory problems that might contribute this 
failure. Some of these factors are related to 
esports itself. For example, esports participants 
tend to be of younger ages. Also, esports 
tournaments take place in countries in different 
time zones from the UK, which makes it more 
likely for esports gambling adverts to be sent late 
at night. Overall, the research showed that the 
current advertisement standards do not account 
for the uniqueness of esports gambling. The 
researchers concluded with four 
recommendations to regulate esports gambling 
advertisements on social media.  
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environments, such as late at night. The researchers 
found that 58,281 tweets were sent between 1 am to 
5 am. Esports gambling operators were twice as likely 
to send tweets late at night compared to traditional 
gambling operators. This is likely because most 
esports tournaments take place in countries other 
than the UK, which results in time zone differences.  

About 12.1% of traditional gambling advertisements 
offered free or matched bets. No esports 
advertisement included such offers. Rather, 89% of 
esports advertisements compared to 80% for 
traditional gambling contained immediate gambling 
opportunities. Overall, only 7.3% of the tweets had 
any social responsibility messaging such as age limits. 
When examined manually, 69% of traditional 
gambling advertisements on Twitter included an age 
restriction or terms and conditions. For esports, 98% 
did not include any social responsibility messages.  

None of the 500 tweets that were examined manually 
were labelled as advertisements despite this being a 
standard. The researchers also found that 40% of the 
tweets were designed to not look like advertisements 
at all. Instead, the tweets were found to be content 
marketing. Content marketing develops a story to 
increase positive emotions and urge people to act in a 
certain way without directly telling them to.  

The wording of a part of the CAP code was also seen 
as a problem. The code states that advertisements 
should not be “of particular appeal to children”. This 
would mean advertisements should not be more 
appealing to children than adults. But it is not known 
exactly what would count as being more appealing to 
children. The researchers found that 17% of esports 
advertisements could be appealing to children. About 
17% of the followers for esports gambling accounts 
were children. In comparison, 7% of the followers of 
traditional gambling accounts were children. As a 
result of the research, in 2020, CAP proposed to 
change the wording to “of strong appeal to children”. 

Overall, the research showed that the current 
advertisement standards do not account for the 
uniqueness of esports gambling. The researchers 
made four recommendations: 1) more research 

focused specifically on esports gambling; 2) specific 
advertising regulations for social media; 3) 
enforcement of regulation for advertisements to be 
clearly labelled as such; and 4) asking young people 
and children for their input on what advertisements 
may or may not appeal to them to help develop 
regulatory standards. 

Who is it intended for? 
This research is intended for regulators and policy 
makers to set standards for social media 
advertisements that may apply to esports gambling. 
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