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PRESS RELEASE

New research into gambling advertising and marketing reveals complex
nature of exposure to gambling for children, young people and vulnerable
individuals

London, 9 July 2019: GambleAware has today published an interim report, produced by
Ipsos MORI, that examines the frequency and format of gambling advertising and
marketing, and the exposure among children, young people and vulnerable adults.

The research, which is the first of its kind in Great Britain, was carried out by two
consortia led by Ipsos MORI and the Institute for Social Marketing at the University of
Stirling. The research is also part of the Gambling Commission’s research programme
and forms a key part of the National Strategy to Reduce Gambling Harms.

The interim results found that, between 2015-2018, the volume and spend on gambling
marketing and advertising is on the rise across different forms of media, including TV
and radio, with lotteries and bookmakers among the top spenders. Sports advertising
was particularly dominant online, with exposure compounded further by sponsorship
used within broadcasts of live events.

Children, young people and vulnerable individuals who took part in focus group
discussions for the study highlighted the prevalence of gambling advertising on TV
(including during the day), on social media, on the high street and at point of sales in
shops. The emergence of new sectors such as eSports presents a new set of challenges
in terms of managing exposure to gambling.

In addition to advertising and marketing, the researchers identified other factors
contributing to the wide exposure of gambling within society, including the role of family
and friends in introducing them to gambling. Many revealed they had experienced
exposure to gambling activity from an early age in a range of settings.

Within the data captured, the research found no examples of gambling adverts being
placed within children’s media, including the most popular children's websites.
However, researchers judged much of the content contained features which might
plausibly appeal directly to children and young people, including celebrity
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endorsement, memorable songs and catchphrases. Content which may appeal to
children and young people was found in 11% of gambling adverts in the mainstream
media; this was as high as 59% of eSports gambling content on Twitter — largely due to
the use of animated style graphics.

Furthermore, the research found that children are currently not being actively screened
out from receiving online gambling adverts and are able to follow and engage with
betting-related accounts on Twitter. This suggests that more could be done with existing
technology to manage what children are exposed to.

Across the board, there was mixed levels of awareness and understanding of messages
relating to risk or safer gambling among participants. The research also identified little
evidence of prominent consumer protection messages — such as age warnings or
promotion of lower-risk gambling. Therefore, more could be done to clearly highlight the
risks of gambling within advertising and marketing.

In light of this, researchers found that some advertising may exploit the susceptibility,
inexperience or lack of knowledge of children, young people or vulnerable adults. Over
a fifth (22%) of mainstream media adverts were judged to contain features such as
implied limited risk or inflated chances of winning; this rose to 37% on Twitter.

The final phase of the research and subsequent findings will focus more on the impact
of gambling marketing and advertising and will be published later in 2019. The outcome
of today’s stakeholder event, which presents an opportunity to discuss and build on
some of the key issues that have emerged, will also be released later this year.

Marc Etches, CEO of GambleAware, said:

“This is an interim report, and as such it is too early fo judge the impact of exposure fo
gambling advertising and marketing on children, young people and vulnerable adults.
Nevertheless, the research does make important recommendations, including the need
for clearer and more regular messages on gambling adverts of the risks associated with
gambling, and the need fo strengthen age verification processes on social media
Dblatforms.”

Ian Angus, Programme Director — Consumer Protection at the Gambling Commission,
said:

‘We welcome the publication of this interim report which contributes towards the
delivery of the recently launched National Strategy to Reduce Gambling Harms. This
research takes a significant step to address gaps in understanding of this issue and
provides a clearer picture of the volume, tone and content of gambling advertising and
sponsorship in Great Britain, and the extent to which children, young people and
vulnerable adults are exposed to it.

We await the findings of the second phase report with interest. In the meantime, we are
Dleased to see that the report identifies clear areas for action that gambling firms can



take now and we therefore expect them to redouble their efforts fo address public
concerns about the volume and nature of gambling advertising and sport sponsorship.”

Steven Ginnis, Research Director at Ipsos MORI, said:

“The research identifies the multiple touchpoints through which children, young people
and vulnerable adults come in to contact with gambling marketing and advertising. This
stretches from the high street to the lounge and isn 't just restricted to sports. The impact
of this exposure will be fully explored in our second report. Participants in the research
also spoke of a wide range of themes and features that they find appealing in gambling
advertising, these features are more commonplace than the use of child-friendly images
or phrases, for example the use of celebrities or the use of financial offers. This requires
a more nuanced discussion of how best to mitigate against the risks of exposure, apbpeal
and susceptibility to gambling advertising among these groups.”

-ENDS-
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NOTES

About the research:
¢ The full report will be published on GambleAware's website.

e The research was carried out by two consortia:
- Institute for Social Marketing, University of Stirling; ScotCen Social Research;
University of Glasgow; and the University of Warwick
- Ipsos MORI; Demos; Ebiquity; University of Bristol; and the University of
Edinburgh

e The research was commissioned in March 2018 and was made up of ten different
strands, including media monitoring, analysis of paid-for online ads using avatars,
social media analysis, and focus groups and in-depth interviews with children,
young people and vulnerable adults.

e Ipsos MORI conducted media monitoring research using Ebiquity’'s in-house
advertising database, Portfolio. Portfolio is an advertising research platform, which
links advertisements to their placement in the media and the standard spend rate for
these advertisements.

o Ipsos MORI conducted in-depth interviews (including diary research) with 28
children and young people aged 11-24 and 32 vulnerable adults. ScotCen spoke to a
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total of 83 people in either one of 13 focus groups or additional four in-depth
interviews, including 62 young people aged 11-24, 13 adults with an experience of
mental health problems, and 8 adults with problems with gambling. Vulnerable
adults were defined as “people living in constrained economic circumstances”,
“people with limited capacity to understand information”, “people already
experiencing gambling problems” or “people with experiences of mental health
problems”.

11 online avatars were created, each had a specific personality and were developed
through normal browsing activity, akin to the behaviours of a real online user. This
was done using ‘Audience Panel Simulation’.

Two content analyses were conducted of a sample of adverts placed on mainstream
media (conducted by University of Stirling) and on Twitter (conducted by University
of Bristol). The content analysis codebook used to categorise adverts covered six
main areas: i) descriptive information; ii) design features; iii) content in detail; iv)
consumer protection information; v) information about the gambling; and vi)
messages about gambling behaviour and outcomes.

The objectives of the research were to:

- Explore whether and how gambling marketing and advertising influences
children and young people’s attitudes towards gambling.

- Examine the tone and content of gambling marketing and advertising across all
media.

- Identify specific themes and features of gambling advertising that children, young
people and vulnerable people are particularly susceptible to.

The final phase of the research focuses on the impact of gambling marketing and
advertising on children, young people and vulnerable people and will be published
later in 2019.

About GambleAware:

GambleAware is an independent charity (Charity No. 1093910) tasked to fund
research, prevention and treatment services to help to reduce gambling harms in
Great Britain. GambleAware is a commissioning and grant-making body, not a
provider of services. For more information, please go to:
http://about.gambleaware.ord/.

Guided by the National Strategy to Reduce Gambling Harms, the charity’s strategic
aims are to: broaden public understanding of gambling harms, in particular as a
public health issue; advance the cause of harm-prevention so as to help build
resilience, in particular in relation to the young and those most vulnerable to
gambling harms; and help those who do develop gambling harms get the support
that they need quickly and effectively.

GambleAware is wholly independent of the gambling industry and has robust
governance arrangements to protect the independence of the services and research
it commissions. The charity’s commissioning plans are developed in collaboration
with the Advisory Board Safer Gambling (ABSG) and the Gambling Commission.
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These arrangements are underpinned by an ‘assurance and governance framework’
in place since 2012:
http://about.gambleaware.org/media/1216/statementofintent.pdif.

GambleAware published a 5-year strategy in November 2016, and in July 2018
published a Strategic Delivery Plan that sets out how the charity proposes to broaden
the range of services and activities it funds, supports and works with between 2018
and 2020.

The Responsible Gambling Strategy Board (now ABSG) estimated that GambleAware
would require a minimum of £9.5 million in voluntary donations in 2018/19 plus
running costs to implement its commissioning plans.
https://about.gambleaware.org/media/1932/quantum-of-funding-january-2017.pdf

For GambleAware to continue to meet its existing commitments and complete the
successful delivery of its current two-year strategic delivery plan the charity will
require a minimum of £10 million in the 12 months to 31 March 2020.

GambleAware asks all those who profit from the gambling industry in Great Britain,
whether or not they hold a licence from the Gambling Commission, to donate a
minimum of 0.1% of their annual Gross Gambling Yield (GGY) directly to
GambleAware. This voluntary donation-based system was agreed after the Gambling
Act 2005 and is underpinned by the Gambling Commission’s Social Responsibility
Code Provision 3.1.1. (2).

GambleAware is at the forefront of commissioning a National Gambling Treatment
Service, working with the NHS and others to help direct people to the right
intervention. GambleAware has commissioned specialist treatment for gambling
addiction at Central & North West London NHS Foundation Trust since 2008 and in
the summer of 2019 a second specialist clinic will open in collaboration with Leeds
and York Partnership NHS Foundation Trust.

GambleAware also commissions treatment in a residential setting via the Gordon
Moody Association. And for those who need less intensive treatment, there is a
national network of providers, led by GamCare. In 2018/19, 30,000 people received
advice from the National Gambling Helpline (0808 820 133) and 9,000 people were
treated. The National Gambling Helpline and its online equivalent, the National
Gambling Netline, are open from 8am to midnight, seven days a week for self-
referrals.

GambleAware also runs the website BeGambleAware.org which helps 2.7 million
visitors a year, and signposts to a wide range of support services.
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