
 
 

What this article is about 

The gambling industry spends a significant amount of 
money on advertising. Gambling advertisements can 
be seen on television, during sports events, and on 
social media and other online spaces. The widespread 
presence of gambling advertisements has raised 
concerns about their effects. Gambling can cause 
harm to people who gamble as well as their families 
and friends. Gambling advertisements can increase 
gambling cravings and motivate people to gamble. 
Therefore, it is important to better understand the 
nature of gambling advertisements.  

The aim of this review was to identify recent research 
(from 2015 to 2020) on gambling advertisements. The 
authors focused on the content of gambling 
advertisements, how gambling advertisements are 
displayed and delivered, and other features of these 
advertisements such as their design.  

What was done? 

The authors searched three databases (PsycINFO, 
Web of Science, and Google Scholar) for articles 
related to their topic. They used a search strategy that 
included articles on the advertising or marketing of 
various gambling products. They included articles if 
they were in English and were published between 
2015 and 2020. This timeframe was chosen as 
gambling advertising has evolved quickly. Articles 
about self-reported effects of gambling 
advertisements were excluded.  

A total of 434 articles were identified by the search, of 
which 25 met the authors’ inclusion criteria. They 
assessed the quality of these articles by using the 
Mixed Methods Appraisal Tool 2018. The 25 articles 
were found to meet the research quality standard of 

this tool and so were included in the review. The 
authors extracted relevant data from each article and 
summarized them in a table. The extracted data then 
underwent a narrative synthesis to identify themes. A 
narrative synthesis involves taking all the information 
gathered from the articles and explaining it in words. 
This contrasts with other types of reviews that use 
statistics to summarize the information gathered. 

What you need to know 

Of the 25 articles, 12 were from the United Kingdom, 
9 were from Australia, 1 was from Sweden, and 3 
were cross-cultural between Spain and the United 
States.  

In terms of the content of gambling advertisements, 
the authors identified four subthemes. Subtheme 1 

Why is this article important? 

Gambling advertisements are widespread. They 
can be found in sports events, on television and 
radio, and on social media. Gambling 
advertisements may cause harm by motivating 
people to gamble and influencing gambling 
cravings. This review aimed to gather recent 
research (from 2015 to 2020) on the content, 
delivery, and characteristics of gambling 
advertisements. A total of 25 articles were 
included in this review. The authors identified 
subthemes for each of their aims. Overall, 
gambling advertising is becoming more complex 
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prominent. Responsible gambling messaging is not 
common in advertisements. 
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referred to content that portrays gambling positively. 
This ranges from promoting in-person gambling 
venues as social and comfortable to using celebrity 
endorsements and humor to promote gambling to 
young people. Subtheme 2 focused on the promotion 
of specific bets and odds that are of high risk. It is 
common for this to be used during “in-play” betting, 
where users can bet in real time on events that are 
still occurring, such as sports events. Subtheme 3 was 
the promotion of financial incentives, such as bonuses 
and matched deposits, to entice people to gamble. 
Subtheme 4 was the lack of responsible gambling or 
harm reduction content in gambling advertisements. 
Multiple studies found that this type of content 
appears to be sparse in gambling advertising.  

For the second aim on delivery and placement, two 
subthemes were identified. Subtheme 1 was the 
prominence of gambling advertisements in sports. 
Subtheme 2 was the increased use of social media to 
advertise gambling products. 

Two subthemes were identified in the third aim of 
pinpointing the characteristics of gambling 
advertisements. Subtheme 1 was the use of 
interactive features that require user engagement 
online. An example of these features is Facebook’s 
“activity” button on advertisements. The activity 
button allows advertisers to include links to directly 
download their products or take the users to their 
websites. Asking users to engage in posts about the 
products by clicking on “likes” and making comments 
is another strategy used. Subtheme 2 was about the 
conditions and requirements of betting, particularly 
sports betting. Some gambling advertisers promote 
specific bets with conditions that are hard to 
understand. For example, they may advertise that 
they will match a bonus if the user opens a betting 
account. But, the offer comes with conditions that can 
cost the users more money at the end.  

Who is it intended for? 

This review is intended for gambling researchers and 
policy makers. The authors suggested that future 
research examine the mechanisms and impact of 
online advertisements. Policy makers can use this 
research to guide future regulations about gambling 

advertising. The authors highlighted a need for 
regulating gambling advertisement in sports and 
social media in the UK. In the UK, sports betting is 
prominent and often sponsored by gambling 
companies. Advertising via social media is growing 
and difficult to regulate because third parties are 
often used. This may shift attention away from the 
social responsibility of gambling companies.  
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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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